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Objectives of the workshop

» To familiarize participants with the user-centered design (U-CD) approach and
the concept of usability

 To show how to apply U-CD and usability to the technical communication field
« To facilitate usability objectives and task analysis
 To show how to explore organizational constraints and how to deal with them
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Introduction

» Background in instructional design (Amsterdam 1987)

* Design of (tech) facilities to enhance human learning
processes

» Interface, document, and information designer (Informaat
NL)

 WWW: Electronic documentation and user interface
design merger

* Information designer and information architect (Razorfish ""“-ﬁ - ERnE
EU Amsterdam) bttt v

* InfoDesign blog (1997): infodesign.bogieland.com - e el
>230,000 visits

 BogieLand (2003): Information design & information
architecture company
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Exercise
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Exercise: Definitions

» User experience
« User-centered design
o Usability
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User-centered design
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The origins of user-centered design

 U-CD gets known in the human factors profession with the publication of ‘User-
Centered System Design’ by Donald Norman and Stephen Draper (1989)

« U-CSD is a product development process which:
— Focuses on users as the center of the design phase

— Uses empirical data throughout the design and development phases to
validate design and make product decisions

— Draws on multiple disciplines and skills early in the process
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Definitions of user-centered design

e “... an approach to design that grounds the process in information about the
people who will use the product. U-CD processes focus on users through the
planning, design and development of a product.”

(Usability Professionals Association)

« ‘... adesign methodology focusing on users and their tasks, the design of the
overall solution, and competitor products. The key point is that the total user
experience drives the design. User feedback is gathered throughout the U-CD
process and is integral to product plans, priorities, and decision making.”
(Whitney Quesenbery)

o “User-centered design is focusing the design on the user, plain and simple.”
(Peter J. Bogaards)
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Principles of user-centered design

* Understanding the users

« Analyzing goals and tasks

o Setting usability objectives

* Prototyping (lo-fi / hi-fi)

« Usability testing

* Retesting and iterative design



bogieland.com BogieLand: Information design & information architecture Peter J. Bogaards

User-centered design process phases

1. Analysis

2. Design

3. Implementation
4. Deployment

Nature of the process: incremental and iterative



bogieland.com BogieLand: Information design & information architecture Peter J. Bogaards

U-CD analysis phase

 Meet with key stakeholders to set vision

* Include usabillity tasks in the project plan

 Assemble a multidisciplinary team to ensure complete expertise
* Develop usability goals and objectives

e Conduct field studies

» Look at competitive products

« Create user profiles

 Develop a task analysis

 Document user scenarios

 Document user performance requirements
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U-CD design phase

* Begin to brainstorm design concepts and metaphors
« Develop information flow and navigation model

* Do walkthroughs of design concepts

* Begin design with paper and pencil

« Create low- and high-fidelity (detailed) prototypes

« Conduct usability testing on low-fidelity prototypes

* Do usability testing

 Document standards and guidelines

» Create a design specification
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U-CD implementation phase

* Do ongoing heuristic evaluations
« Work closely with delivery team as design is implemented
« Conduct usability testing as soon as possible
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U-CD deployment phases

» Use surveys to get user feedback
« Conduct field studies to get information about actual use

» Check objectives using usability testing
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User-centered design methods and techniques

» User personas (Alan Cooper)
« User scenarios: stories of use (scenario-based design - John M. Carroll)

e Prototyping (lo-fi / hi-fi)
« Style guides (standards, guidelines, templates)
 Task analysis*
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Tokyo Disney Sea

Context

Kerichi-san has seen & TV commercial of a
Miggan campaign. The campaign promoies
boaking a test drive with a Nissan car a1 a
latal dealér. Thia promobion is dinscied at
tamiies which irend o buy & new car and
like i wvinkt Tokyo Disnay Sea with their
chiidran Booking & leat drive credales the
poasibdity for tham 1o win Hckeds 1o this
heme parke

As mast shildnen, the chilidran of Kersci-
san ke 1o visit Tokyo Disney Sea. On &

sunday aftamoan al home, Kenichi-san

appias for a test dive.

Goal and intention

To bock a test drive for the Stagea wilth a
poasibility to win Schals lor his tamiy o
wigil Tokyo Dismey Saa
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Kenichi lkeda - The Famtlz Man

"Safety, space for my kids

and quality of driving

Actions and behavior

T ENTER MNISSAN SPACE

Alhough Kenichi-gan can not ramaembar tha
LAAL shown in the commeancal, b thinks the
hernepage of the Nissan sie will pravide him
with thi appropriate refarancs b the Tolkyd
Dizray Sa8 campaign. He salbcls the Naaan
hormnepage from his browsar bookmarks menu
ard the hormepane appeans. In a quick page
sGan, e s ehabile b dently mmediabaly tha
Epecic Takyo Disnay Saa campaign. When ha
pays mons atienlion to the contents of the
hormspage, ha ssas & rfesnce called 'Our
Campaigns’, which he selecs.

TO IDEMTIFY

Kpnichi-san scans the Missan campaign
crvinuii with hair nasmes and durafion peciods.
Al position T of the ovandeow, he idenlifies the
Taokyo Disney Sea eniry which he salects. The
g e with this chmpaign inteamation &ppaans
and b s plaasantdy surprised with the visual
density of the infermation. Ha Boas the dever
irlegration of the branding of Nissan wilh tha
arsd frowmi Dismiy. Hi axpects o find an
appropiste raference duch as "Mequest for Tl
Drhve' But caneist find # a1 iha top part of e
page. Ha thinks he can find & sormewhors alse
and scrolls dawn.

TO BE AT EASE

Al the botom al the page, his atiention is
attraciod |0 8 teature called Dealer Locatar’. Ha
i now confirmed of the Tact that | he wants to
find & dealer, he can. Bul Brsl. he warss 1o know
#hes i, s sondilions of he campaign. He
raads b campaign inkrmation rmons in detail
ard loams hat i is drected lowerds bosoking &
test drive for the Primara, X-TRAIL, and Siages.
Ha Is ploased thal his prafemed car is among e
cardidisles.

are important car features"

TO BE ASSURED

Kericnl-san wants o know if the booking is with ary
restrictiong or cordiions, He dees mot want 1o get
itnvelued in agresing 1o aryihing be i@ anawane ofl,
He reads hurthes and understards that booking &
teat drive c2n only be dane &l dealers which have
o of 11 cang menlioned ahows in e
assortrent. Therefare, e miust frd & local dealer

saling the Slages.

TO LEARM
Scroling down the page, Kenichi-san sees Bie
"Deater Localar again and he wants 1o use i, The
fabed s1abag to enler a zipeode o nd & dealer. He
entars his Bpeode and submits & Aler 2 lew
momenis, 8 resulis page shows with contact dedalls
ol &l least 15 deabars within hig prefecture. He
caraluly tHes o dentily any lamias name of
address. Ales, ha nalices that each dealer hag & rad
of blise buttan. In one of the 5 dealar eniries, he
saps g blae ard & red bution. Because he wanders
whal These Bultons mean, he sslects & biue bution
and gats addmanal information of the masning of &
Tlue dealer. Ha does the same for the ned bubion,
Mo he urderstands the difference much bener.

TO DECIDE

Because only Bhie dealers’ carry his preterrad
Slagea in their assorimenl, he mest chooss
Betwvesr 2 'Biue dealers in hig praleciure 1o book a
tesl drive. He decides 1o salect the NIrst one and
salects the Request for Test Drive’ opticn from e
dealar eriry. An slcitars 106 appears,

TO BE SURFRISED
The barmrs looks rather sinple o Kenishi-san and
he stars w I It in He enters his name, address,
and pretermed car. He is pleasanty sumpiised 1o see
hiis posial code (erd address) being pre-populated
i1 1w Fanm

TO UNDERSTAMD

The larm also requesis antering 4 telephone
nurmber. This Nield & marked as mandEion:. Kenishi-
&AM Wonders why & MNissan dealer nesds 1 know
Fiia phore nurmber. He thinks hat a phene number
is unnecessary when you book a lesd drive
slacironically.
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intervision-razorfish:

Ha rememibans 1o have sean the ootion 'Our Booking
Procedure’ =i ths top of tha farm and ihirks e wil get
some axplanaion on the minimal requinemants to comply
16 e booking and eompetiion. He reads the tarms and
conditions mone closaly and understands the rational
befind il mandasiory Felds in general, and the phona
fiald in parsedlar.

TO COMMUMNICATE

Kieriishi-san returrs 1o tha form, complates it and submits
his delails. A ‘thank you' paga Appaas and e
undlerstands that a notifcasion & send to him by amail.
Thae dealer will contact him as scan s possibie i arange
tha Stagen teat drive. He switches 1o his emal pragram
anl ehscks if he has new mals Within a Tew seconds, he
reosives a mail which he ideniifiss of being fom the
Miszan dealar.

TO EMIOY
Becausa he has noticed a relenancs io the webshe of
Takyo Disney Sea in e campaign information, he calls
hig childeen ba indarm tham an the possibilty of winking the
Dignay Sclosts, He shows tharm tha webste of Tokyo
Disnay Sea ard Bey all are getiing axcited by the
prospact. Tha children Fiim Piowevar, that in
case he dose not win b ckets, ha will lake them ta the
"Fotals Sushi Place’.
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Exercise
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Exercise: Create a user profile

« Conference delegate
 Workshop presenter
* Vendor or exhibitor

o Staff member
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Exercise: Task analysis

 Make tea
 Boll an egg

e Brush your teeth
o Make coffee
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Usability
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Usability (1ISO 9241)

o Usability:
— Effectiveness (Does it do what the users require?)
— Efficiency (Can users learn it quickly?)
— Satisfaction (Do users express satisfaction with the product?)

in context of use
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System usability (Jakob Nielsen)

o Usability:
— Learnability: The system is easy to learn
— Efficiency: Once the system is learned, it is efficient to work with

— Memorability: The system is easy to remember, can return after time and still
be able to use

— Errors: Low error rate as to avoid causing errors for user
— Satisfaction: The system is enjoyable
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Usability methods and techniques

* Inquiry:
— Field observation
— Interviews and focus groups
— Questionnaires
* Inspection:
— Heuristic evaluation
— Cognitive walkthroughs
— Formal usability testing*
* Testing:
— Performance measurements
— Thinking aloud protocols
— Co-discovery method
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Usability testing

* Find appropriate test participants (‘the real ones')

 Develop test plan: Formulate the hypotheses you want to test
o Set the test environment

» Brief test participant: Test the design, not the participant

e Think aloud protocol

» Debrief test participant (feedback, suggestions, remarks)

» Analysis and (re)work recommendations

* Provide genuie rewards
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Exercise
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Pro’s and cons of formal usability testing

 Consider 5 pro’s of formal usability testing
e Consider 5 cons of formal usabillity testing
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U-CD & technical communication
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Definition of technical communication

* It's the process of gathering information from experts and presenting it to an
audience in a clear, easily understandable form.

e Technical communicators gather knowledge from these experts by conducting
Interviews and reading previously published material.

* The technical communicator then studies the audience and determines the best
way to present the information.

 The technical communicator reshapes the information so that the audience can
have access to it and understand it.

(Source: Society of Technical Communication)
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U-CD and technical communicators: Two roles

« Usable deliverables
By applying U-CD principles to the design and development of their own
technical communication deliverables, such as manuals, brochures, and tutorials
« U-CD participation
By participating in the overall process for design and development of the
hardware or software products they write about
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U-CD skills for technical communicators

 Observing and interviewing users
« Interpreting data from user feedback sessions
« Creating prototypes and running prototype feedback sessions

» Designing information in stages: moving from the conceptual high level to low
level

« Capturing the design and the rationale for design decisions
« Communicating design (proposals) to others

« Making design trade-offs based on schedules, resources, costs, and priorities of
other designers
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Usability & technical communication
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Usability objectives in technical communication

 Maximize the speed of access to key information

* Present accurate and complete information

* Present specific information about specific topics

« Make the most effective use of the delivery method, for example online help

 Make the documentation the resource of choice for regular access, rather than
asking colleagues how to perform actions
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Organizational aspects
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U-CD In the organization (old versus new)

» Internal focus / customer focus

e Centralized decision making / decentralized decision making
* Product focus / process focus

« Unit function / cross functions

» Disciplinary focus / interdisciplinary focus

« Single task / multiple tasks

» Inflexible / flexible

* Linear / iterative
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Obstacles for U-CD implementation

« Management does not support usability

* Functionality or technology of the product, rather than usability, drives
development decison-making

 Deadline pressures

» Aesthetics are considered more important than usability
« Usability considered an unknown, inexact concept

» Usability addressed too late in the development lifecycle
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Exercise
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Exercise: Organizational statements

My organization does (not) support user-centered design because ...
My manager sees usability as ...
 Our products are (not) very usable because of ...

My co-worker appreciates the philosophy of user-centered design and usability
but ...

 The major problem implementing user-centered design and usability into my
organization is ...

 The amount of time spend on formal usability in my project(s) is ..., because ...
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