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Who we are

Traditional Qualitative SBR Human-Centered Design Research
Generate information / theories Arrive at new solutions based
about behaviors to inform Overall Objective immersive experience of end-user &
design or intervention goals context
Immersion by researchers often Immersion by multidisciplinary
“behind the scenes” to reduce Proximity to Field research team in the field, allowing for
participant “reactivity” immediate feedback
Audio-recordings and verbatim Field notes and rich media assets
transcriptions preferred Data Capture preferred
Step-by-step “auditable” Rapid and iterative review of data to
process, with emphasis on Synthesis of Findings generate creative insights
scientific rigor
Text to convey the content with Rich media collateral and a toolkit of
dissemination in peer-reviewed Outputs & Dissemination assets that facilitate empathetic
journals ideation

Adapted from Tolley 2018 7/
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HCD and Ideation

Human Centered Design is a multi-stage, interactive, and iterative
process that prioritizes an individual’s lived experiences and seeks to
identify solutions to address context-specific challenges.




HCD and Ideation

THE DESIGN THINKING PROCESS

ST ><

PROTOTYPE

BUSINESS
MODEL

INSPIRATION 8 IDEATION s IMPLEMENTATION

®
Source: https://www.interaction-design.org/literature/article/design-thinking-a-quick-overview ﬂ1 I 360




Ideation

ldea generation
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Projective techniques

° Questions or activities that have no obvious answer

* The answer is not obvious to the respondent, so they are required to
project a truthful answer

e Can circumvent politically correct or socially desirable answers to reveal

emotional drivers

: : - Family
Status Belonging Achievement | | Recognition Values
Power Nurturing Time Love Control
Fun Adventure Reinvention Curiosity WISh
Fulfilment
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Role Playing

* Uses personas and scenarios to direct participants to consider how a
product or service would be received by people in different roles and
situations to:

— Explore an existing situation or product
— Generate empathy by simulating an experience or situation

— Verify concepts through trial and rapid, iterative prototyping

* SIMPLE + INEXPENSIVE




Role Playing

QUESTIONS
+ Do you think my boyfriend will mind it?
frow are Radhika, a young gl who has + Who do you think could get it for me?
recently started dating. While you know about
R meyorg et posaprhiscuser Lanlosia g « Is it expensive? | don't want to ask my
warried about pregnancy and STis. want to use condoma and suggests using
She i rying o fnd n appropriste emergency contraception instead. You are parents for money.
cankraceptive method for herself, Wmﬂhmdwem&cudu
A RS el hat st - Do you think it will affect my health?
Challenge Story )
Challenge Story ‘
Challenge Story i
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Journey Mapping

* Involves key stakeholders in an interactive, creative process to identify
how an individual engages in a given experience.

— Product, service, process

* Allows users an opportunity to determine key moments, including pain
points, facilitators, and opportunities for improvement.

* Considering the arc of an individual’s experience provides more
opportunities for innovation to improve the experience.




Journey Mapping

Social Media/WEB Sitee
He jumps onto the company’s
Facebook and website pages to
leam more where he sees great
recommendations from othes
people ncluding 2 of his friends.
He is very pleased to lear about
their sustainability program.

.
Presence

Sammy visits the store. The
store staff know that Sammy
has been past the stoce
previously via the wireless
tracking of his smartphone ‘
but do not know anything Loyalty Programs
SR AUOGE ey 9L They offer Sammy the
chance to sign up 1o their
loyalty program where he s
rewarded with a free hot
chocolate after his Sth visit. IS
Mobile Technologies
Samemy (0ads a Smartphone app
which enables him to track his
oyalty progress and personalise
his requitements. The app enables
the stoce to start bullding a profile
of Sammy thereby enabling highty
targeted and relevant offerings

o
Digital Experiences

www.digitalexperiences.com.au

* Digital Signage
Sammy comes across a new Chocolate
store which has opened at his local
shopping centre. He is impressed with the
Digital Media displays in the store
shawing how the chocolate is made.

*Digital Signage
The Digital Signage in
the store starts to
reflect comments made
by loyal customers.

o
Gamification
Gamificati

of stores.

Mobile Technologies/
Marketing Automation
Sammy utilises his QR Code
reader via the store app to scan
the product he has purchased
and then rate [t which is posted
directly to Facebook.

increased sales through leader
boards and badging which shows
the most popular chocolate ftems
and the nickname of customers

é who have visited the most number

Digital Experience Journey

@ Marketing Automation
Customers are being segmented and
targeted with automated emails which
identifies Sammy as a Dark Hot Chocolate
lover thereby automatically foining him to

s gr
L *Mobile Technologies/WEB
Sites/eCommerce

The next time Sammy visits the shopping
centre the app offers him the opportunity
1o re-order what he purchased last time
before getting to the store o that his
favourite hot chocolate is waiting for him.

*Experience Engine

L n The store now has a single view
of Sammy by bringing together

|} data from each of the touch points
- . with Sammy, They greet him by

his first name and have
established a highly {oyal
customers who brings his friends
in to the store 0 that they can
get the same experience.

«Social Media/Marketing
Automation
Sammy s 50 impressed with the experience
that he gets in store and the exciting offers
targeted to him through the App and
automated emalls that he starts posting on
Facebook and encouraging his friends to also
visit the store and purchase products.
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Personification

;
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Personification

* Associative technique

— What do people associate with certain behaviors (or products,
brands, etc....)

— Uncover stereotypes or preconceived notions associated with certain
behaviors or people who enact certain behaviors

* Picture sorting activity allows people to use visual markers as
prompts




Personification
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Future building

* Imagine the headlines of tomorrow
— Encourage people to get as “out there” as they can

— Does not need to be limited to the specific topic area of interest

* To move beyond a mindset of only being able to “predict the future
as a reflection of the past”

— Stretches mindsets into a place that is beyond where previous experiences can
build assumed narratives

— Facilitates a rebound effect that allows participants to return to the task at
hand with less focus on the limitations of current technologies




Future building
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Activity time

 QOrientation to the content area




Activity time

* Find your group

. Role playing

Journey mapping

. Personification

. Future-building




Discussion - Potential Applications

* How did you find the experience?

 What feels useful?

* What ideas do you have for applying one or more of these
methods/techniques?

— What kinds of projects would this work for?




Take-aways

Surface WHAT PEOPLE METHODS KNOWLEDGE

A Sessions £

SR -
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Questions
&
Open Discussion
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Contact us

* Emily Namey,
* Anna Lawton,

* Rachel Lenzi,

» Stephanie Bogdewic,

Heather Vahdat,



mailto:enamey@fhi360.org
mailto:alawton@fhi360.org
mailto:rlenzi@fhi360.org
mailto:sbogdewic@fhi360.org
mailto:heather@malecontraceptive.org

ThankYou
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