The UX Strategy Framework

Presented by Paul Bryan
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Conclusion: design companies and teams are not equal
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m C Search for posts in this group 'l

Paul Bryan Owner
Created group: Jan 2011

Pending posts 94
Requests to join 1617
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About this group

This group (and the companion site
http://www.uxstrat.com) is for
designers, strategists, planners,
product managers, researchers and
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Moving UX Upstream to Strategy

P 11 = ‘2 o)
48:16 B Speaker View

UX Strategy Community

* Over 2000 designers

e Global

* Free live events

* Remote, streaming

* Industry leader panelists
e Discuss practical issues
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UX Strategy Workshop: Framework Created

Hosted on-site by:

e Netflix
Google
Facebook
LinkedIn
Booking.com

Microsoft
IBM

Locations: New York, Amsterdam, Shanghai,
Chicago, Boston, Stockholm, Boulder, Paris,
Atlanta, Seattle, Toronto, Washington DC,
Austin, Dallas, San Francisco, Los Angeles,
Berlin, Cologne...coming to a city near you!
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Premise of the UX Strategy Workshop

UX professionals need to
win the “right”
to do strategic work

.
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Objectives of the UX Strategy Workshop

® Develop strategic POV
® Gather Evidence

@ Build Influence
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What is Strategy?
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What is Strategy?

A game plan

An approach

A recipe for success
A formula

A plan of attack

...that guides the use of resources to take you from your current

state to a future desired state.
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What is Strategy?

"Strategy is the creation of a
unique and valuable position,
involving a different set of
activities.”

Michael Porter

.



Other Design Frameworks
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Design Frameworks: Double Diamond

Discover Define Develop De
insight into the problem  the area to focus upon potential solutions s that work

Solution

O

Design Brief

Image by British Design Council
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Design Framework: Design Thinking

.



Design Framework: Design Thinking

Design Thinking: A 5 Stage Process
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5 Stages in the Design Thinking Process ...
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What is Design Thinking? - Enterprise ...
enterpriseirregulars.com

What is Design

Thinking, Really?
(What Practitioners Say)
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What Is Design Thinking, Really? (What ...

nngroup.com

How to drive useful innovahon
with Design Thinking?
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How HR Can Use Design Thinking to ...
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implement Design Thinking ...
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5 PHASES OF THE DESIGN THINKING PROCESS

What |Is Design Thinking Anyway? A ...
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Design Framework: Design Sprints (Created for Startups)

Phase 1 Phase 2 Phase 3 Phase 4 Phase 5 Phase 6

UNDERSTAND DEFINE PROTOTYPE VALIDATE
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Design Framework: Product Management

Input from End-Users,
Customers, Team and
Other Stakeholders
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Team

Product Owner

Team Selects
How Much To
Commit To Do
By Sprint’s End

Sprint Planning
Meeting

(Parts One and Two)

2 agilebuddha.com

Product
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Product
Backlog
Refinement

1-4 Weeks

No Changes

in Duration or Goal

Sprint
Backlog

Daily Scrum
Meeting and

Artifacts Update

AN

j

Review

Potentially

Shippable Product

R

Increment

o2

etrospective




The UX Strategy Framework



Bryan's Law

R < R xR"
Rigor « Reward x Risk

.
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UX Strategy (aka Strategic Design)

1. Based on a coherent, scalable framework
2. Is aligned with business strategy

3. Based on a deep understanding of customer needs and
behaviors

4. Focuses on an experience, not just a product

5. Involves iterative, structured ideation, prioritization, and

optimization



The UX Strategy Framework

ALIGN UNDERSTAND IDEATE PRIORITIZE OPTIMIZE




Alignment to the Business
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Design Is Becoming a Core Business Function

Copyright 2020, Paul Bryan



Are designers prepared for a strategic
role in their companies?

.
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Strategic Design Begins with Alignment

Business Strategy

Brand Strategy

Experience Strategy

Marketing Strategy i Product Strategy gl Service Strategy I

Copyright 2020, Paul Bryan



UXSIRAT

Approach for Aligning Design with the Business

Analyze business strategy documentation and plans

Corporate
Annual Report
Strategy Docs

Annual
Market Data

Operating Plan
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Digging Deeper into Alignment with the Business

Who we are What we do

v v

Brand guidelines Experience Strategy |
Copyright 2020, Paul Bryan




Key partners

- Drivers
- Investors
- Lobbyists / supporters

Other partners:
- Specialised technology
providers
- Maps, GPS
- Payment
- Analytics
- Specialised APIs
- Financing driver cars
- Insurances
- many other

Cost structure

Key activities

- Remove friction from

transactions
- Scale beyond critical mass

- Engage the participants
- Refine value proposal
- Analyse data & improve

Key resources

- Network effects

- Data & analytics

- Skilled staff

- Apps, architecture
- Venture capital

- Brand

Value proposition

For drivers:

- Income generation
- Flexible work hours
- No boss

- Ease of joining

- Low idle times

- Issue resolution

For customers/riders:
- Fast pick-up

- Lower cost

- Fare estimate

- Convenience

- Easy transactions

- Rating system

Customer relationships

- To drivers & riders:
safe, secure, fair

- Public: communal /
social footprint

- Regulator: compliance,
taxation, transparency

Channels

- Social media channels
- Word of mouth

- Local campaigns

- Media

- Apps / app stores

- Comms channels

Customer segments
Traditional vs micro
segmentation

Drivers:

- Demographic

- Socio-economic

- Micro-geographic
- Behavioural

- Situational

Customers/riders:

- Usage patterns

- Type of usage

- Demographic

- Socio-economic

- Micro-geographic

- UberPool driver costs, no other
drivers are a “cost”(!)

- Legal and settlement

- Lobbying

- Technology development, R&D

- Revenue model: transaction fees
- Cost saving to taxis:

- Asset capital cost

- No license fees

- Employee entitlements

- Customer acquisition cost, CAC
- Weighted average cost of
capital, WACC

- Total booking fares FY 16: ~$20b
- Net revenue Q4 “16: ~S3b (28%
QoQ growth)

- Net loss Q4 “16: $991m (ex China)
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Example: Position and Patterns - Uber

Experience:
Go from one place to another

Position:

What it people could get a ride from other people, not taxis, and pay
less than they would typically pay for a taxi, with more certainty around
the experience?

Copyright 2020, Paul Bryan A
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Approach for Aligning UX with the Business

Establish experience design KPI's that map to business KPI's

Common Business KPI’s Common Design KPI’s
Sales Quantitative design KPI's:
Average order size ® Task success rate

Gross profit * Time on task

Average margin e Use of search vs. navigation
Number of transactions e User error rate

Conversion rate e Usability heuristics

Shopping cart abandonment rate

New vs. returning customer orders Qualitative design KPI's:

Cost of goods sold * Reported expectations vs. performance

e Overall satistaction



Understanding the Experience




Life is a series of exper:ences
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Understanding Customers
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Peter Drucker
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/ STATS

» 22-34yearsold

* Single

*  Nochildren

*  Urbanrenter

* HHI85K

*  University educated

/ STORY

Flora rents a condo in Toronto’s Liberty
Village. She has struggled to establish
her career since gracuating. Now
though, things are looking up. She has a
good job, and a little extra to spend on
herself and her friends.

Weekends involve yoga, window
shopping, snuggling in with the latest
spotlight pick and heading out to see
friends in the evening.

Flora loves presenting her friends with
small gifts and there always seems to be
an occasion; new homes, weddings,
babies!

She's very focused on feathering her nest
and often picks up an impulsive little item
10 jazz up her condo.

Crate&EIm

/ EMOTIONALLENS

Flora sees the world as a place of scarcity and
competition. Although she is well educated herself, she
believes that street smarts and being in the right place
at the right time are the most direct path 10 success.
She is brave, ambitious and self-controlled. She is
moved by issues of social justice and cites the
environment her top world concern.  She is anti-
corporation, especially their lack of concern for the
environment, Frankly, the business world often
challenges her belief that people are basically good.

/ DEFINING ATTRIBUTES

o  $1900 annual spend at C&E

*  AirMiles member

* Comfortable with mobile shopping, but
prefers a larger screen

* Prefersto access customer service by email but
also wants chat and phone options

* Spendstime on facebook, instagram and

/BRAND AFFINITY

CETRACTOR 69 PROMOTER

“I want to buy quality items that will last forever. | hate what
mindless consumerism is doing to the environment. On the other
hand, | can’t offord the best yet.”

/WANTS

I'd like to see more sales and savings opportunities.
I'd like lower your prices on decor.

I'd like to be able to customize my picks.

/MOTIVATORS
BELONG == STAND OUT
TAKE RISKS =] FEEL SAFE
BE TAKEN NURTURE &
CARE OF - CARE FOR
CREAM == ACTUALIZE
ALOAT == ACHEIVE
/CHANNEL D_
WEBSITE
SEVERAL X / MONTH
IX/JMONTH O :oiecvaacnnenn.
SEVERAL X / YEAR O ==zl
1 X/ YEAR
NEVER

AMBIATIC CLIC INWNIANTTY  Broes « 40 A ¢ nesw

BArvars - e ahat ' ngs

/BRAND PERCEPTION

0 J

GIFTS MARKET

DECOR

VALUES...

Free ship to home
Free ship to store
Free returns

Same day shipping

BUYS...

Pillows*
Throws
Rugs

Large Furnishings

FORME

BATrALs « oo At ns

DOESN'T VALUE...

Pay gift wrap online
Birthday reminders
C&E Kids" Charity
Telephone help

DOESN'T BUY...
Kids & Toys

Baby

Electronics
Marketplace/Grocery
Gift Cards

B oS

|

| AT TN
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Personas Are Clusters of Data Points

Personas Adjectives
Quick

Emotional/
humanistic

nsus builder

Bansl
Apprehensive N

Deliberate
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Segmentation Dimensions

e ———————————>

10 or more days per month Quarterly

Copyright 2020, Paul Bryan A
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Quantifying Personas

Copyright 2020, Paul Bryan
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Lean UX Approach: Protopersonas

Age: 19

Gender: Male

Occupation: University Student - Phusics
Mavital Status: Single

Interests: Snowboarding, Gigs

Personality: Chilled, Introverted, Adventurous

Goals:

Trying/Inventing something New
on energy kick.

S
Getting space 10 chill & work between clas

' ints: : '
von gi(:\':i\s online complex forms frustrating. Likes

simple systems.

By Kari McMahon, Medium

Behaviors

Has a housecleaner

Buys take-away 3 nights/wk
Frequently feels
overwhelmed when she
“forgets” something

Demographics
Working mom

34 years old

Lives in Reading, works in
London

Married, 2 kids
Household 125k/yr

Needs & Goals

Help! Running errands,
managing kids, keeping things
running

Time for her girifriends

To feel like she “has it sorted”
“To clone herself”

mj_designthinks, Pinterest



https://www.pinterest.com/mj_designthinks/
https://www.pinterest.com/mj_designthinks/

ldeation
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Structured Ideation, Prioritization, Optimization

1. Select the target experience
2. |ldeate design concepts

3. Prioritize concepts to develop

4. Prototype

5. Test, optimize, iterate

6. Prioritize feature set

/. Develop road map of releases

Copyright 2020, Paul Bryan
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Prioritization
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Prioritize One Problem or Opportunity for Ideation

*

Good for the Good for Users

(¥p)

(g

B Business and the Business
‘0

e’

m

o

e

e

o

'

> Y df

= ot good for

L 9 Good for Users

anyone

Value to Users

.



Optimization
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Optimization is lterative Designing and Testing

4@

-Q*
>
v
o

Sprint 1

Launch Launch

Copyright 2020, Paul Bryan A

Launch



UXSIRAT

Prioritization with Jobs to be Done

Calculate Opportunity Scores

Importance Satisfaction

Satisfaction Gap
6
3
Importance + Satistaction Gap = Opportunity score
s + 0 = B A







Thank You!



