UX DESIGN DELIVERABLES:

® ExreRT'S CHoOICE
Lilia Manguy, Principle UX Designer & Owner
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SETTING EXPECTATIONS

o Focus is on choosing deliverables NOT creating them

o Will not be covering prototypes due to scope limitations
o 15-20 minutes for Q & A at the end

o Interactive portion — please participate!

o Not meant to be comprehensive — not enough time

o Twitter hashmark: #UXsxsw
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A BIT ABOUT MYSELF

o Began career as an intern at Hotwired.com in 1997

o Master Information Management & Systems, 2006
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WHY USER EXPERIENCE DESIGN DELIVERABLES?
Recognize any of these situations?

o Client doesn’t understand methodology & findings

o Internal disagreement with your team about best deliverables
o Lack of standardization — reinventing the wheel

o Where do | start?

HUXSXSwW




3/13/2010

"User Experience Design Deliverables: Expert's Choice" - Lilia Manguy
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USER EXPERIENCE DESIGN DELIVERABLES
Definition

. Selection & Creation

1. Presentation

v. Tools
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DEFINITION
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|. USER EXPERIENCE DELIVERABLES: DEFINITION

o Adeliverable is documentation/artifact of the UX design process for
the purpose of communicating the result to others

o Why is it important?

A deliverable is important because, when executed effectively, it
compels your client or team to understand the importance of your
findings so they care and want to take action.
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UX DELIVERABLES: EXAMPLES

Dynamics for their point-of sale systems about a year ago. The company has
rown over t Hubert
neers o figure out how ta scale the software's functionaiity.

He calls the and asks Curious|
searches the Microsoht Dynamics site and community pages, looking for users
with siilar issues. Additionally, he re-read the product page for Microsoft
Dynamics POS and scans the white paper section.
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SELECTION & CREATION
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Il. USER EXPERIENCE DELIVERABLES: SELECTION & CREATION

1. Define the focus for your deliverables
Your goals
e Level of project detall
Your audience
e  Their language

2. Map your deliverables to your process and focus

3. Format following best practices
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SELECTION & CREATION
1. Define the focus of your deliverables

o Your goals

« To sell / seduce / convert?
e To change minds?
» To validate an assumption?

o Level of detall required

« Big picture / overview?
e Complex

o Your audience

e Familiar with the UX process?
* Need lots of definitions and explanations?

o Their language

« Analytical — quantitative (statistics, dollars & cents)
« Relational — qualitative (anecdotes, comments & quotes)
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SELECTION & CREATION
2. Choose your deliverables according your process and focus

UX Design Process

v

Research Synthesis Concepting Design Validation

» Stakeholder * Personas & » Concept model * Sitemap e User testing
interviews scenarios « Mental model « Wireframes « Focus groups

» Contextual inquiry + Functional « Mood boards o User flows . Surveys

« Task analysis SPecs . Storyboards

« Sijte metrics ¢ Taxonomy

» Market research
« Competitive
analysis

« Site audit /
content inventory
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SELECTION & CREATION
EXAMPLE

o Focus

Goal: To sell a new interaction model

Detail: Complex transactions are involved

Audience: New to UX

Language: Quantitative — the client responds to profit and costs

o Your UX Process

a k~ 0N

Competitive analysis
Personas & scenarios
Interaction flow
Sitemap

Wireframes
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INTERACTIVE PART!
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SELECTION & CREATION
EXAMPLE (CONT.)

o Focus

e Goal: To sell

e Detail: Complex

e Audience: New to UX

« Language: Quantitative ($)

o Your UX Process

ok w0 NP
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Competitive analysis
Personas & scenarios
Interaction flow
Sitemap

Wireframes
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SELECTION & CREATION e e
EXAMPLE (CONT.)

o Focus

e Goal: To sell

e Detail: Complex

e Audience: New to UX

« Language: Quantitative ($)

\ DAY /
The Specialists

To find solutions, To be efficient. To take content with them

o Your UX Process

Competitive analysis

Personas & scenarios

Interaction flow C.
Sitemap

Wireframes
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SELECTION & CREATION
EXAMPLE (CONT.)

o Focus
 Goal: To sell
¢ Detail: Complex
¢ Audience: New to UX
« Language: Quantitative ($)

o Your UX Process

Competitive analysis
Personas & scenarios
Interaction model
Sitemap

Wireframes

ok w0 NP
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SELECTION & CREATION
EXAMPLE (CONT.) A. e ————
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Want more deliverable examples?

GOOD RESOURCES
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SELECTION RESOURCES
Peter Morville’'s User Experience Treasure Map
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User EXperience Treasure Map

by Jeffery Callender and Peter Morville

-

http://semanticstudios.com/publications/semantics/000228.php
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SELECTION RESOURCES

Nathan Curtis’s “Instant Deliverable Mix”

£ eightshapes

Page Patterns are predefined...

in a layout to enahle designers to place artwork
fe.q, wireframe) and compose annotations in a
consistent and effective deliverable page.

Rationale

- Generate typical content far faster
= Crasta consistent, predictable page structure
- Share commaon layouts with peers

+ Establish expectations for deliverabie content

UseWhen

Place 3 page pattern onto your page at the
outset of authoring content for that page.
Batter yet, use page pattems from the
deliverable’s outset, planning your outline and
clarifying defivery with your audiencefs).

Page Patterns = Backgrounds

A background fin Visio; referred to as canvas in
Omnigraffie and master in InDesign) enables
you to wtilize the same structure, document
metadata, and other page elements scross
pages

Backgrounds enablle you to create a few
representative backgrounds for simple
templates, but reasons you wouldn't use the
faatura for page pattams includs

+ Backgrounds are not intendad for page
specific editing; page pattems are for actual
content

The massive number of objects in a 60+ page
pattern ibrary would bloat template file size
Separating page pattams from document
templates eases craation, maintenance, and
distribution of page pattern fibraries

Find your ingredients in the Page Pattern Library:

Instant Deliverable Mix

Cook up your own deliverable in less than 3 minutes!

METADATA STRATEGY RESEARCH STORYBOARDS 'WIREFRAMES VISUAL DESIGN
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—— ot e . = - . .
Crungs Histary, ke [m— oty Tk Rscommnzzors Progct Fln TwoVarations Thesa rtations ka8 Gustar Spacig G & N

Prepared by:
Nathan Curtis

Create Your Own Reclpes

Recipes use page patters to predefine your
deliverable structure by pages and chapters.
Outline once but use it repeatedly, each time
adding whatever special ingradients necessary.

Even batter, review your recipas with your
deliverable’s intended consumers _ hefore
get started. That way, expectstions are set

Truly Instant? Use Recipe Scripts

Automate defiverable production for at least
starting points] ¥ia 3 combination of:

Script Ry,

Software Capabilities

Page patterns can be utilized in many different
information architecture software tools_in all
cases, simply drag a pattem onto 3 page and
begin autharing content and artwork. But the
features you se depend on the took:

m Adobe InDesign €53
Snippats (primary]

Pt
Object Library {secondary}

OmniGraffle &
Microsoft Visio

tencil

iz 1 ot ek o e e ey b

http://www.nathancurtis.com/wp-content/uploads/2008/PagePatternPoster.Final.pdf
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FORMATTING DELIVERABLES
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SELE

CTION & CREATION

3. Format your deliverable following best practices

Iogo
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Copyigt 200

Product Category ———

NOTES:

‘When page loads, the first item in the carousel is

selected, and its corresponding information is

displayed below. The carcusel accommaodates
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[ 1] Item can checked for comparison with
another item. 'Compare’ link riggers
comparison functionality.

(2] Selected series in carousel

[(37] Carousel scralling mechanism

|_4 | Compare bution

[(5] Series description

(6] 'Shap’ button goes to notebaak series
~ page

7] Demo opens in a pop-up or overlay
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SELECTION & CREATION
3. Format your deliverable following best practices (cont.)

page title ——

annotations

Wireframes DO NOT imply\

disclaimer:

final grid, rather purpose of
page and key assets and
global navigation
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—L anding Page
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Page: 7 of2
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[1l. USER EXPERIENCE DELIVERABLES: PRESENTATION

o Tell a story with your deliverables: the UX Brief

o What is a User Experience Brief?

A user experience brief is detailed explanation of your user
experience design strategy written in a narrative style.

o Why is it important?

A user experience brief is important because it fills in the
holes that a collection of deliverables doesn’t address.
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USER EXPERIENCE BRIEF: EXAMPLE

Liser Experience Eriel

Cover
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Deliverable:
Concept model
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Deliverable:
Wireframe

Deliverable:
Wireframe

Deliverable:
Wireframe
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USER EXPERIENCE BRIEF: EXAMPLE (CONT.)
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V. USER EXPERIENCE DELIVERABLES: TOOLS

o Software
» Omnigraffle (Mac)
» Visio (PC)
* InDesign (Mac & PC)

o Features
e Shape Libraries
e Background templates

e Multiple pages
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SUMMARY

o DEFINITION
A deliverable is an artifact of your user experience design process that, when
most effective, compels your intended audience to take an intended action

o SELECTION & CREATION
» Define the focus of your deliverables
 Map to your UX process

» Format according to best practices

o PRESENTATION
Tell a story with your deliverables: the UX brief

o TOOLS
Omnigraffle (Mac), Visio (PC), InDesign (Mac & PC)
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RESOURCES

o Semantic Studios - http://semanticstudios.com/publications/
o Nathan Curtis - http://nathancurtis.com/
o Boxes & Arrows - http://boxesandarrows.com/

o Adaptive Path: http://www.adaptivepath.com/
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Thank you!

purptepurrftudi.of‘cam'ﬂ

lilia@purplepurrstudios.com
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