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0.2  |  Approach

Analyze Benchmark Forecast Design Measure

Who is the user?
What is their need?
What are the constraints?
How does this work 
within the ecosystem?

How could this work?
How could this look?
How can we measure 
success?

What predictions can 
we make?
What lessons would we 
like to learn?
What hypotheses and 
assumptions do we have?

What best ways can we 
present information?
Which design best satisfies 
the user’s needs?

How do we compare results 
against the benchmarks?
What lessons can we learn?

How to guide ideas that link Business & 
Creativity through Human-Computer Interaction.
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1.1  |  Analyze

Determining baseline facts to add context and 
insight needed to reach new conclusions, allows us 
to establish facts and find problems.

• Persona Creation
• Contextual Inquiries/Interviews
• Diary Studies
• Participatory Studies
• Card Sorting
• User Testing Analysis
• Focus Groups
• Competitive Analysis
• Customer Analysis
• Feedback Analysis
• Empathic Analysis

Capture and Collaborate Ideas

Many tools are useful across UX practice and into 
product deliverables.  Tools such as Axure help to 
build UXD specifications in a collaborative space.

ProdPad helps to capture specifications, notes, 
use cases and user feedback into ‘ideas’.  Once 
an ‘idea’ is deemed worthwhile, it can be moved 
as a release candidate, assigning it into the prod-
uct roadmap and into development cycles through 
basic app integrations (such as Jira, Slack, Github, 
etc) - giving a space for those ideas to not only 
take shape, but hold the record of UXD research.
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1.2  |  Analyze

Building user personas allows us to stay ground-
ed in user needs, without getting bogged down 
in the detail of specific customers and all their 
anomalies. A great user persona is realistic, easy 
to visualize, and tied into day-to-day decisions and 
processes.

PERSONA CREATION

PROBLEM
LINQ wanted to build a more social experience and 
focus on wayfinding across properties through a 
native app experience

EXECUTION
Interview stakeholders to identify target demo-
graphics.  Analyze the current property’s loyalty 
users to identify groups for influencers

RESULT
Personas were created with demographic details, 
psychological details, and segment analysis where 
the users fit into the areas of  Jet-setters, Adven-
turers and Enthusiasts.  With these details, we 
were able to formulate a tone of voice, the visual 
direction, the value proposition and promise. 

      Example:  Persona Creation for LINQ

DEMOGRAPHICS DETAIL INCLUDE:
• 25 – 45 years old, average age 34
• 50% college educated
• HHI of $70k
PSYCHOLOGICAL BEHAVIORS INCLUDE:
• Seek new and different experiences
• Not the trend-setters, but are on trend with current fashion and entertainment
• Enjoy leisure activities, desiring an energized and social environment with friends
• Spontaneous and fun, wanting to create their own excitement to re ect their personalities rather than conform to their environment - Passionate about food and entertainment with diverse tastes and interests
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1.3  |  Analyze

Identifying common key elements, standard 
element placement and labeling, well-designed 
user interactions and leading practices helps 
ease design decisions.  Additionally, 
differentiators can help us to identify and isolate 
value propositions.

COMPETITIVE ANALYSIS

PROBLEM
Videoo wanted to build a video player widget 
that could be contained into a small space and 
included on brand sites.

EXECUTION
Identified competitors in the space and detailed 
the commonalities and differences with focus 
on areas of strong and necessary UXD and dis-
tinguishable opportunities.  

RESULT
Produced a 40 page document to identify key 
competitors and leaders in the space by lever-
aging combined industry knowlegde including 
the analysis of element placement, interaction 
and labeling to identify best practices and op-
portunities for further refinement.    

      Example:  Competitive Analysis for Videoo

Video window

Pause button

Color coded progress bar.   

Total compilation runtime

Save clip to storyboard button

See all clips button (see next page)

Mute button

Full screen button

Total view count and date

Video title

Hashtags from compiled videos

Compilation creator profile 

Like button with total count

Share button

Compilation sources and total clip

Promotional CTA with app download

Video title card and info

Recommended videos
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1.4  |  Analyze

Creating short, simple descriptions of a feature told 
from the perspective of the persona who desires or 
needs a capability, sets a clear narrative message to a 
product’s value.

USER STORIES

PROBLEM
YouCameo, a brand new start up, needed to quickly 
develop their value proposition to pitch for investment. 

EXECUTION
Used story building techniques to build characters, at-
titudes, and goals.  

RESULT
Built a narrative around the user persona of a Facebook 
user who would like to send a collaborative and viral 
user-generated video message for a friend’s birthday.   

      Example:  User Stories for YouCameo 
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2.1  |  Benchmark

Once UXD KPIs have been analyzed, setting points 
of reference help us to build ideas for a common 
‘big-picture’ view.  Plotting those ideas so the impact 
can be measured against the effort, weighs the val-
ue of outcome and helps stakeholders decide what 
ideas are worth investing in.

• Wireframes
• Flow Diagrams
• Process Flows
• Behavior Models
• Mental Models
• Product Strategy

Impact ROI

Through diagraming and modeling, sharpening 
ideas helps to benchmark ways to achieve suc-
cess.  Often it isn’t the diagram itself that brings 
the benefit but the process of creating it.
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2.2  |  Benchmark

Process flows and flow diagrams can set the 
long-term vision before graphics or code starts 
to take shape.  These specifications help us to 
map out a navigational path and identify des-
tinations with efficiency and detail through the 
decision process.

PROCESS FLOWS

PROBLEM
Videoo wanted to add account authentication 
to the ‘add a video’ process to build marketing 
opportunity.

EXECUTION
Map out process flows of the current experience 
across the System and Consumer, and how the 
UI presents the process.    
 
RESULT
Determined suggested areas for simplification 
and where automation and messaging could 
bridge the additional steps, while adding in the 
new process of account authentication.

      Example:  Process Flows for Videoo
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2.2  |  Benchmark

Creating the structure of a project is an import-
ant step to help us keep the team coordinated 
and to guide the design and layout by building 
the UXD backbone and skeleton.

WIREFRAMES

PROBLEM
Amadeus wanted to create a mobile experience 
for property staff to manage reservations and 
bookings, and to see a simplified view of the 
‘house’.  

EXECUTION
Create low-fidelity (with supported high fidelity) 
comps to identify the areas in the UI that fulfill 
the flows needed for the user to perform his/her 
job functions effectively.     
 
RESULT
Built a series of wireframes which could be re-
viewed with the stakeholders to give a visual 
view of the experience.  These wireframes guid-
ed the visual design efforts and established a 
underlying structure for the developers to pro-
vide input on performance and effort levels. 

      Example:  Wireframes for Amadeus

Front Desk Agent Reservation Processing Agent creates a new reservation

Assumptions: Agent has previously selected "New Reservation" from the Home screen

Agent

PRIMARY ACTOR THEME EPIC STORY

Notes

#3000

Ticket ID

6/10/13

Date STORY

Process

Leisure, Corporate/Business, Group, Event, Military/Gov., City Wide, Frequent Traveler

Name, Member type, Block, Member No., Company, Agent, Corp. No., IATA No.

Profile/demographic data

Select travel category

Complete Reservation

Select Stay Parameters Check In/Out Date, Number of adults, Number of Children, Number of rooms

Screen includes: Market Segment, Method of Payment, Arrival time, Source of Business

Description

Capture Guest Data

Enter Search Parameters

Select Travel 
Category

Select Stay 
Parameters

Enter Search 
Parameters

View Available 
Rooms and 

Rates

Check 
Availability

Start

End

Parameters
Found?

New Guest?

Confirm 
Reservation

Capture Guest 
Profile Data

YES

NO

Edit Guest?
View Room 
Description

Book 
Reservation

Complete 
Reservation

Hotel Name
RESERVATION CANCEL GROUP KEY FORMS GUEST DETAILS CHECKIN

Monday June 3, 2013 ▶

▶ ▶

Current Occupancy: 78%
Expected Occupancy: 86%

House Status

Housekeeping Status

239
arrivals

124
departures

125
stay-overs

all activity

OSearch by name, Rez # or Company

Available Rooms                      112
Unexpected Departures            13

Oversold                                     0
▶
▶

Occupied Rooms                    225
▶

BAR $129.00

Vacant, Clean                                                       32
Vacant, Dirty                                                         25
Occupied, Clean                                                 255
Occupied, Dirty                                                    24
Out of Order                                                          8
Out of Service                                                       0
Discrepant Rooms                                                 6

▶

▶
▶
▶
▶
▶
▶
▶

Click to view filtered data (arrivals, departures, stay-overs, all)

1

1

2

2 Enter search criteria. Search results appear as layer or new screen

3

3 Link to Reservations

4

4 Click line item to view detailed data

5

5 Click line item to view detailed data

6

6 Open/close navigation widgets

6

Total Rooms                           350▶

Reservation

1

1

1
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3.1  |  Forecast

Making predictions about the improvement to the 
current experience based on relevant benchmarks 
and the understanding of the project, is an important 
step to evaluating the user’s overall adoption of the 
product. Using lessons from past experiences where 
we have solved similar challenges helps us shape 
predictions.  

• Presentations
• User Testing Questions
• KPIs
• Effort-to-Impact Plot
• Product Pipeline 

Empathic design thinking

For a human-centered design process, empathy 
is the centerpiece.  To create meaningful innova-
tions we need to know our users and care about 
their lives.  Forecasting starts by going through the 
steps of design thinking (Empathize, Define and 
Ideate) to evaluate whether predictions are in line 
with user needs.  Once in the later stages of de-
sign thinking  (Prototype and Test) we can mea-
sure against our forecast.    
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3.2  |  Forecast

Our ability to present ideas in support of design 
execution and UXD decisions builds the muscle 
around the product body.  Forecasting outcome 
is the foundation that helps prepare design de-
cisions, and it is important for the team to set 
achievable expectations. 

PRESENTATIONS

PROBLEM
Univision wanted the ability to manage online 
advertising and incorporate ads into their social 
video campaign, but didn’t want users to be 
turned off by the introduction of advertising.  

EXECUTION
Analyzed the market and identified ways to in-
corporate and measure the results to determine 
whether this feature would impair viewership.     
 
RESULT
Based on research and analysis, the forecast-
ed expectation was that while online video ads 
were averaging 100% monthly year on year 
growth, they were significantly more expensive 
than other digital ad formats and there would be 
a detraction from social engagement as a result 
of implementation.  However, it was believed 
that an introductory video frame which could be 
moderated (called a ‘firestarter’) would be an 
ideal opportunity to increase engagement.  By 
building the administrative ability to moderate 
the intro frame,  there was more time to analyze 
the ROI potential for online video advertising.  

      Example:  Presentations for Univision 

Firestarter example with Ziggy Marley:  http://www.bobmarley.com/share1love
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4.1  |  Design

While UXD is an amalgam of tasks focused on the 
optimization of a product for effective and enjoyable 
use; UI is a complimentary discipline driving the look, 
feel, presentation and interactivity of a product.    

• Look and Feel
• Visual Design
• Creative Assets 
• Styleguide
• Information Design
• Content Development
• Interactivity / Animation
• Development Planning
• Mockups
• Prototyping 

The principles of user interface design

Design should...

Organize the user interface purposefully.

Make simple, common tasks easy; communicat-
ing clearly and simply in the user’s own language.

Make all needed options and materials for a given 
task visible without distracting the user with extra-
neous or redundant information. 

Be flexible and tolerant, reducing the cost of mis-
takes and misuse.

Reuse internal and external components and be-
haviors, maintaining consistency with purpose.
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4.2  |  Design

Visual design is our means of communicating 
through orienting illustrations and photography, 
meaningful typography, evocative iconography, 
persuasive color, comforting spacing and layout 
execution, and many other ‘little big’ details.

VISUAL DESIGN

PROBLEM
Mandarin Oriental is a very ‘high-touch’ brand 
and wanted their mobile experience to embody 
their brand philosophy and deliver the same feel 
as a printed design.  

EXECUTION
Researched brand designs that had similar 
brand value and stylistic focus.  Interviewed 
brand leaders and reviewed paid photography.      
 
RESULT
Produced many iterations for the client facil-
itating continued input on design evolution.  
Once approved, each mockup was pulled into 
an interactive prototype for presentation at an 
executive meeting to review the design against 
specific brand requirements.     

      Example:  Visual Design for Mandarin Oriental
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4.3  |  Design

Prototyping is one of the most important steps 
in the UXD process.  The goal of a prototype is to 
test products (and product ideas) before sinking 
lots of time and money into the final deliverable.  
Prototyping is essential for us to resolve usabil-
ity issues before launch, and can also reveal 
areas that need improvement.  Because a pro-
totype feels real, it gives the user better context 
for feedback.

PROTOTYPING

PROBLEM
Caesars Entertainment had an extensive RFP 
that required significant up-front work to prove 
ideas.     

EXECUTION
Gathered assets and created designs to support 
RFP requirements.
 
RESULT
The client was very impressed with the proto-
type and visual design, and by fully prototyping 
the solution, the client was able to judge how to 
incorporate key functions including direct com-
munication with on-site devices such as digital 
signage.           

      Example:  Prototype for Caesars Entertainment

Prototype tools such as Invision App, App Cooker, Proto.io, and Axure offer a range of features to test build. 
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5.1  |  Measure

Interpreting data trends, pageviews, and other user 
actions helps us to identify opportunities and guide 
the design experience.   

• Track Goals and Iterations
• Lifecycle Management
• Quantitative Analysis
• Qualitative Analysis
• Diagnostic Analytics
• Prescriptive Analytics
• User/Usability Testing
• A/B Testing

Measuring User Experience

There’s no one magic way to create an experience 
that will be universally and immediately loved.  
Similarly, there’s no one method for measuring the 
success of our creations.

So, how do we know if we are successful?

Online and off, we can gather data that tells us 
things like how many people clicked, where they 
navigated to, when they exited, and what they 
searched for. We can then use this analysis to 
measure against our benchmarks and forecasts 
and gauge the effectiveness of our designs.
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5.2  |  Measure

Tracking tools can help us determine in-page 
activity, behavior-flows, customer expectations, 
conversion rates and the user’s overall journey.

ANALYTICS

PROBLEM
Videoo had an embeddable widget that was 
included in brand websites through javascript.  
Videoo did not have the ability to make value 
judgements on impressions and user experi-
ence.        

EXECUTION
Leveraged Segment.com for a broad measure-
ment ecosystem, featuring their integrations 
with analytics tools such as Mixpanel and Goo-
gle Analytics, A/B testing, attribution, push noti-
fications and other applications.   
 
RESULT
With this data, we were able to better focus our 
time and energy and make decisions on our 
success metrics:  40x impressions, 11.64 clip 
views per user, +408% time on site, +267% 
social referrals.         

      Example:  Analytics for Videoo
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5.3  |  Measure

User/Usability testing is grounded in behavioral 
observations which provide design insights. This 
research generates actionable findings which 
we can use to inform design decisions.

USER/USABILITY TESTING

PROBLEM
Videoo had general feedback from customers 
about the usability of their video player that was 
not conclusive enough to make design deci-
sions.         

EXECUTION
Built scripts for usertesting.com to gain custom-
er insights.    
 
RESULT
Returned real-time video footage of users fol-
lowing the script and encountering the same 
problems.  This helped focus attentions on key 
areas of impact.  It was also discovered that the 
test group were not the ideal demographic for 
the app’s usability or otherwise.  

      Example:  User/Usability Testing for Videoo
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6.1  |  Summary

While this document outlines a broad approach 
to User Experience Design methodology, we 
need to remember that each client, situation and 
product is unique, and it is therefore crucial that 
our approach is both adaptable and scalable.  
This means that certain parts of our process 
may require greater or lesser detail and scrutiny 
dependant on the project in hand.

By adopting a solution based mentality and 
adapting our processes to meet the needs of 
the client, we give ourselves the best possible 
chance for success.

Heidi Finn
UX Design Specialist
617.320.4058
heidi@heidifinn.com
www.heidifinn.com


