Experience Design

How Story Principles
Create Great UX



Hello, I'm Dan.
Pleasure to meet you ¥.



http://dannessler.com
http://twitter.com/nessie420
mailto:medium.com/@dan.nessl
mailto:dan.nessler@gmail.com

Intro:




Experience Design

Have a new perspective on UX
and how to apply it in your work.



Experience Design

Understand why and how
story principles boost UX.



Experience Design

Know how to map your «experience»
and improve your entire user journey.



Intro:

Our way to success



We give everyone a
voice and build up on

other people’s thoughts : ‘V\
and ideas. | N

—




We don’t judge but
ask questions instead
and «park» if necessary.




We stay focused, have
some fun and call for a
break before this happens.




One more thing....

Experience Design
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The smartest person In
the room is always the
room (via Hyper Island).

Tash Willcocks
Former Hyper Island Programme Lead




Intro:

Agenda



_Hello & Good Morning
_Experience Design: Terminology
_Story Principles To Improve Your UX (1-4)

_Intro Experience Mapping

Experience Design

_Lunch Task Presentation & recap
_Story Principles To Improve Your UX (4-6)
_Potential Bonus Topic

_Wrap-Up & Happy Evening
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Experience Design

Terminology




(User) Experience Design?



This is...




Or this...

how-i-experience-web-today.com
(Go landscape mode if on mobile)



http://how-i-experience-web-today.com

HP Pro x360 Fortis 11" G9

Sehr robust
Klein und handlich
Sehr vielseitig

Mit HP School Tool up-to-date bieiben.

& t f Mehr Informationen
® 6 o W e 6 0 O

Jetzt alle Artikel 14 Tage kostenlos lesen

Mit Threr E-Mail-Adresse registrieren (keine Kreditkarte nérig) und 14 Tage lang kostenlos
weiterlesen.

Registrieren & lesen

Baraiz ragistden? Lugn



http://how-i-experience-web-today.com

Google «bad ux».

o badux

The Irteroction Design Foundation

khttpe /lwww Imrrectian-danign ang » bad-gx-sxomans

Bad UX Exposed: A Comprehansive Guide to Avoiding ...

1| 023 - 7, Peer Accessibility. Momy Bad UX examales stem from owerle sk

occesaibility, Regurdless of their abilities, ol users should be able 10

People also ask

What daoes bad UX mean?

What iz areal life example of bad UX?
How To identify bad UX?

What does UX mean?

CorrerFaundry
hitps s/ corep=roandry.cow s Blog e 10 clasc ex dosyn ..

10 Bad UX Design Fails We 've Seen in Tech

Bad UX design refers 1o a design mat foilg 10 provide users mitha positive
xparighze white interacting with o product or 2ervice. Thiz may —

Siuxcom oom * Jeg » boc-ux-exampies
Bad UX Examples - Our Guide an What Nat to Do
21 Jun 2024 — This indudes peor autesetrpate sugyesTions. o lack of < universal

Back Dutton, ner-intTeractive elemants, wed slow page tran e, Bad ux ...


http://how-i-experience-web-today.com

(User) Experience Design?



User Experience Design

UX — Experience from
the interaction with a
specific product.

NOT THIS OR THIS OR EVEN THIS

- |
CX — Experience from

all the interactions a

person has with your
brand.

digitalgov.gov



http://digitalgov.gov

User experience (UX)

. . Valuable Useful
design is the process 7(
design teams use to ‘ UX * .

Accessible -
create products that
rovide meaningful and
p . g Desirable —\ N Findable
relevant experiences to ?
u S e rs . Credible

Interaction-design.org


https://www.interaction-design.org/literature/topics/ux-design

User vs. Service

Experience

Adaptive Path

User Experience

C
2 2

Experience between person
and single touchpoint, usually
a digital product

=D Q} e
- 47 \ (f}’

Orchestrated experience between
all parts of the service, from
people to objects to places to

interfaces


https://de.slideshare.net/jaminhegeman/multi-touchpoint-experiences

Level of Zoom of a
Service Experience

Control

Adaptive Path


https://de.slideshare.net/jaminhegeman/multi-touchpoint-experiences

UX 1snot Ul

HOW UX WANTS TO BE SEEN HOW UX IS TYPICALLY SEEN

= [ield research
m [ace to face interviewing
m Creation of user tests
m Gathering and organizing statistics
m Creating personas
= Product design
® [eature writing
«T h e B e St U ser I Nt e rfa ce o D%e.quil:e‘:men‘( writing
® Graphic arts
. . ® |nteraction design
Is No user interface» s i
m Usability
= Prototyping
® |nterface layout
® [nterface design ® |nterface design
= Visual design w \/isual design
= [axonomy creation
= [erminology creation
= Copywriting
m Presenting and speaking
= Working tightly with programmers
® Brainstorm coordination
= Design culture evangelism

nointerface.com, Golden Krishna



«User experience
encompasses all
aspects of the end-
user's interaction with
the company, Its
services, and its
products

(hnngroup.com)».

NN/g

Nielsen Norman Group



http://nngroup.com

Related
terminologies



Human/User Centred Design,
User/Customer Experience
Design, Design Thinking,
Service Design, Inclusive
Design, Universal Design,
Human Factors/Ergonomics...



Don’t get caught up
In semantics.




Agree on YOUR terminology,
and have a common
understanding within your
organisation and context.



Experience Design
Elements & Process




Revamped Double Diamond

Discover Research Phase )efi ne Synthesis Phase DevelOp |deation Phase :)eliver Implementation Phase

A B
Don’t know Do know
Could be Should be

By Dan Nessler, dannessler.com, twitter.com/nessi420 — 2019


http://dannessler.com
http://twitter.com/nessi420

Revamped Double Diamond

St rategy Doing the right thing.

Discover Research Phase Defi ne Synthesis Phase Develop |deation Phase :)e“vel‘ Implementation Phase

B

—

Do know
Should be

A

Dont kiow the right thing

ler.com, twitter.com/nessi420 — 2019

By Dan Nessler, danness


http://dannessler.com
http://twitter.com/nessi420

Revamped Double Diamond

D i SCOVer Research Phase

A

Don’t know
Could be

Define

Synthesis Phase

Desig N Doing things right.

Deve I O p Ideation Phase De I ive r

things right

Implementation Phase

Do know
Should be

ler.com, twitter.com/nessi420 — 2019

By Dan Nessler, danness


http://dannessler.com
http://twitter.com/nessi420

Revamped Double Diamond

St rategy Doing the right thing. Desig N Doing things right.

Discover Research Phase Defi ne Synthesis Phase Develop |deation Phase De“vel‘ Implementation Phase

A

Don’t know
Could be

the right thing

things right

B

Do know
Should be

r.com/nessi420 — 2019

m, twitte

By Dan Nessler, danness


http://dannessler.com
http://twitter.com/nessi420

Software Interface
product as functionality

Hypertext system
product as information

Concrete Completion

Abstract Conception

The elements of
User Experience

lash-orrenies L TTPTLIO7-Of 77 P

Jesse James Garrett
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product as information

Concrete

Abstract

Completion

time

Conception

Jesse James Garrett



The elements of
User Experience meet

the Double Diamond
Design Process.
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Story Principles
(Intro)



Why do we tell stories?



Experience Design

We relate to stories when thinking
about films, books, instagram, tiktok...

46



...or when
putting kids to bed.

o222y




Berlitz




The big players have
embraced this fact.

Experience Design

49



23

Snapchat Stories (2011)

Youtube Stories/Shorts (2018)

Instagram Stories (2016)

X/Twitter Stories/Fleets (2020)

UX & Story(telling) Principles
The big players

Whatsapp Stories/Status (2017) Facebook Stories (2017)

Linkedin Stories (2020) TikTok — Reel based (2016)

50



Unlike google,

Chat GPT wraps

Its words In «stories»
not in lists.




P N

Souvenirs are not about
the intellectual, artistic
or material value but
about the story they tell.




Digital photos taken worldwide by device
B Phone

1.2 trillion photos

B camera Tablet

1.0

More than a trillion
photos taken per year.

0.4

0.2

0.0 : ~ -
201 2013 2015 2017

Source: KeyPoint Intellisence/InfoTrends TEOOde




More than a trillion
photos taken per year.




«Banksy painting for NHS
charity sells for £14.4m.»

AV vRE
wipny
‘; "% "

o X Q3
v‘..:.:"i‘* : 4

BBC.co.uk, 23.3.2021



«Stories are how we
remember; we tend to
forget bullet points».

Robert McKee



https://en.wikipedia.org/wiki/Robert_McKee

There is a story to
everything people do...

| liked George Nelson a lot.

Dieter Rams




Stories appear
anywhere and
In any shape.




The dark side
of stories...

https:/www.tiktok.com/@thekiffness




How might we apply this
knowledge to Improve
«our» user experience?




Six principles



Designing an experience
Is like telling a story.



«The basic elements
of a story are always
the same.»

Petra Sammer



https://www.petrasammer.com

O

Structure

Experience Design

Main
character

13‘1

Creation of
awareness

Quelle: https://uxdesign.cc/6-storytelling-principles-to-improve-your-ux-737f0fc34261
Basis: Storytelling — Die Zukunft von PR und Marketing (Petra Sammer, 2017)

Start with
a conflict

Virality

65


https://uxdesign.cc/6-storytelling-principles-to-improve-your-ux-737f0fc34261

O~

Structure

Experience Design

66



1/6 — Reason Why



Experience Design

68



An excessive amount
of products and services
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Differentiation
on a low level




Challenge to find the USP
(unique selling proposition) &



Think of a cat
you know from the internet.



Grumpy cat’s got a USP
because being different
makes you special.



http://www.businessinsider.com/grumpy-cat-has-earned-its-owner-nearly-100-million-in-just-2-years-2014-12?IR=T

R.ILP.

" Grumpy Cat & ( Follow > e
& @RealGrumpyCat

Some days are grumpier than others...

Despite care from top professionals, as well as from her very laving family,
Grumpy encountered complications from a recent urinary tract infection that
unfortunately became too tough for her to overcome. She passed away
peacefully on the morning of Tuesday, May 14, at home in the arms of her
mommy, Tabatha.

Besides being our baby and a cherished member of the family, Grumpy Cat has
helped millions of people smile all around the world — even when times were

tough.

Her spirit will continue to live on through her fans everywhere.

Grumpy's Family — Tabatha, Bryan, and Chyrstal

2:00 am - 17 May 2019

143,271 Retweeis 469,176 Likes e 5 % o L 0 6 ‘. 9




«People don't buy
what you do; they buy
why you do it.»



http://startwithwhy.com

START WITH WHY



”

Apple — Think Different —

- S——

1997 Think different.




Apple — Think Different
1997 (behind the scenes)




Apple — Think Different
1997 (behind the scenes)

Apple =

¢ & @ f & B A a2 B

Refresh Home Search Mail News Favorites Larger Smaller Preferences

Think different.

App

A very different chip. A very different store.

b y—

BT
@”
Computer science meets Anyone can use a Mac.

rocket science. Our e-doors are now open. Now anyone can build one.

Products Des.gn & Publishing About Apple
Support Educabon Where to Buy

[Shortcut] [Search)




-~ “l believe that we
A I e . can transform
p p dark yesterdays of
| injustice into bright
tomorrows of justice

TO d ay : ) | and humanity.”

Dr. Martin Luther King Jr.

Shopard Leamn Appie Storme ISNSS Apple Values




Patagonia

«We are in business
to save our planet»

patagonia

U
GAME HAWKER

Game Hawkser is about more than what hurmans can teach birds; it's

about what those birds can teach us in retumn.

< —

v




Seventh Generation

«Clean with purpose»

Explore Our Products




Who am | anyway
to tell you all of this? @



| believe great experiences
come down to joy.



So, sparking joy i1s my
driving force in all | do.



Just my friend

feeding a racoon.

88



Currently
Self-employed: | do
strategy & design, coach
and lecture between
beaches and deserts.




- -

- Next month

| \.“ Feg 25‘24 3

Building a «music first»
concert & festival discovery
platform to support live
music culture In

Switzerland. ‘Deerhoof
sooon.live

(platform to be public sooon)




Recently
Design Director

Built up & led a design team at newly
founded Swipe Studio Zurich branch

(2021-2023).

Accenture Song

Global #1in IT Services




Recently
Head of UX

Led UX & introduced user
centred frameworks and
processes (2016-2021).

part of DEPT

BOSW #1 Digital Agency &

-~ -
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Dan Nessler (it profic]

Head Of UX Design @hvzh | Lecturer @hkb_MAComDes @fhhwz
@zhdk | MA in #dxd @Hyperlsland | formerly w/ @scholzfriendsCH
@)vM_Limmat

Medium member since January 2018 - Editor of Digital Experience Design and

Hinderling Volkart

259 Following 8.1K Followers - §f

Self-proclaimed and
not quite but almost @ cakned

T
- ~,

best selling author § Wit aiaitad

& bl ogger. How to apply a design thinking, HCD, UX or any
creative process from scratch
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500K+ Views, Reads & Shares

8 14.2K 88 responses [ W


http://medium.com/@dan.nessler

Lecturer & occasional
Keynote speaker.

Alongside various speaker and lecturer
assignments, | started and ran Hyper
Island’s first official leadership workshop
series in Switzerland between 2018 & 2021.

Z D HW/Z
— ”!-"’_.v‘“ ey n N D e Hochsas U ' : W haf
A‘ K Schule
o
DC <. and more...
Zurich




How to find «your» WHY



2
l‘
.O
. .
"b

"« Sakichi Toyoda
(1867 —1930)

Ask WHY applying the
«5 WHY method»

96


https://hbr.org/2012/02/the-5-whys.html

v X

Apple I:l l:]
What vs. Why (©) (©

1000 songs in 5 Gigabyte
your pocket storage

https:/www.tiktok.com/@culturedetective



«Find something that
gets you excited...
purpose Is also a tool.»

STEVENS
INSTITUTE OF TECHNOLOGY

Marques Brownlee (MKBHD)




2/6 — Main character
(persona)



Experience Design

Main
character

101



Every story
needs a hero.




friend
& fellow

Experience Design

mentor
& enabler

antagonist
& villain

103



Your User
Is the Hero.




Don’t make yourself,
your business or your
product the hero.




Experience Design

In product & experience design and in business
we also refer to our «hero» as the PERSONA.

106



Experience Design

A persona Is a representation of a type of customer.
Personas answer the question, «\Who are we designing
our services & products for?» and they help to align
strategy and goals to specific user groups.

107



g

limllockingjforgalmaniin

There i1s something
wrong with this...




What else is the

problem here?



Experience Design

Marketing/Sales/Buyer UX

Persona Personas

- Focus on Marketing and Sales — Focus on holistic customer relationship

- Based on sociodemographic data* — Based on behavioural data*

- Obtained through quantitative research* — Obtained through qualitative research*

- Buyers might not be end users of a — End users might not necessarily people
product (e.g. Kid’s Toys, B2B products) that buy your product

* Ideally, we can combine data sources to enrich the accuracy and thus the value of a persona.

110



UX Personas




One and the same...?




«Core Job to be done or
core user need statement»

When | am... (Situation)

| want to... (Action)

so that I... (Goal)

Persona/User Name
Descriptive Persona/User Title



Persona / User Name ﬁ

U%

Descriptive Persona / User title

Characteristics Pains

- General statements regarding his or her - XXX

activities and behaviour

Attitude towards «xxx» Gains

- General statements regarding attitude - XXX
towards the industry of the client (e.g.

flying, shopping, transportation etc.)

117



Persona / User Name

-

U%

Descriptive Persona / User title

Why/life goals

- Statement towards the
goals a user is striving

towards in his or her life

How goals (values)

- Statements about values he
or her lives by and follows
In order to reach the life

goals

What goals

(use cases / JTBD / needs)

- Statements regarding activities use cases in relation to the clients

product he or her carries out or needs

Demographics

- Any available & relevant demographics

118



Experience Design

At the beginning of a project or with little knowledge,
you might create an assumption based «Proto Persona»
(prototype of a persona) building up on existing or
knowledge from other sources than your actual users.

119



«Invest twice.
In you & the environment.»

Swipe / Accenture Song 4 Swiss Life — Pando
BOSA Gold for Business Impact, 2022

BOSA Silver for Design, 2022

App discontinued in 2023

Pando

by SwissLife




SUISA makes
music possible.

Hinderling Volkart 4 SUISA
BOSW Gold .swiss websites, 2022

Aonlak! Glorsar FAG Mein Kondn Jobs DNawnlond Conler

MITGLIEDER KUNDEN SERVICES SUISA

h Masih-dhanar X rMAalavdransia Iorm aiawn, Fasxt \ar wr st & weas
VEreges & 1, Links A

Als Schweizer Genossenschaft der Urheber und
Verleger férdern wir das Musikschafen durch eine
gerechte Entschadigung der Rechteinhaber

SUISA macht Musik méglich

SUISAblog

I, Jawie: 2067

Ausblick und Einblick

Dar Yorgtana hat ach in galnan Sizunpan vem 10. und 17.
Dezembior 2090 schiwerpun kimaesis mil dam Budgel far
dae Jahr 2020 und der Sirsteges dar SUISA r aia
nachsten fund ahve deschallgl (Folo: Olivier Le Moal /¢

Shutlersock.oom) =»

CZ. Caremzer 2C73
10 Jahre Helvetiarockt: Die Stimme der Frauen® versitirken

Dar Virain Helbrat Guoced sedzl sich suil zenn Leleen dafdr
min, dass Frouen® in dear Musihszong basser vartralun sind

1 Miberll) =

Zgit fur ging Bilanz. (Foka Tak

28, Nowvunizer X0

Die Vertonung

Sel es fr eln Chorwerdk oder chan Sorg, oft Ist mar als
Komponletin odar Komgordst von elnam terelts
bectahandsn Text nepinert und mochie dessn oder
AusUQge darsus 10r eine Kompoelton rescekiiva ainan
nausn Song varwanden. Worau® 13t bet car Vewesaduns
von fremoen Texten zu achtan? Wie aalt man alne

Noroaniinsszaraiimms e rirt wv.alirhe tainra anlitaom Aamn

NEWS

2) Dwrarher 2019

Wir trausrn um Reto Parclan

Lnser Yorstanssmilglies Reto Parclard isl am Sonnlag
unswWarte: In sanar Fanatwonnung n Brssago i)
versiortien. -

A% D ciwe 2R

Tarif giiltig ob 2020

Auch In diesem Jzhr naben Tarfarhandiungen
stattgefunden . Sobald eln neuer Tar{ von der
Elsgenossischen Scriedskammission (ESchK)
ganatireigt wird, etedien wir inn hier zum Serunteriaden
Zur varfugung. Anfang Jahr (et ar auch im Download
Canlarund auf dar antepracnanden Tanizalls
arziehtizh. =

Zur Mttailungsubarsict

AGENDA
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;’ ich eschate Musik  loh verwende Musik Mush undRecht  (hed GeBLESA  Newe sl Agenss Morti! onaBaopon Q DE

Nenil matiencen X

Ich erschaffe Musik Urheber/innen ’ Werkanmeldung > Men Konto
Sie snd Komponistie oder Kamponist, ! Als Mitglied der SUESA konren Sis
Testautor oder Musiweriogerin? Wertan Oolairtemv iy Wnebestines Offentiiche Wekdatentank
110 Werke Gaxsalt, sufQu it cdes ) Ihre Abrechnunoen und personiicien
gesende? Darn Johrt sich sine SUISA SURS2 Farsergestitung Rquiry Lst: Unvollstindig Jokanentiente Daten emsenen, noue Werke onlire
Mit it hatt Weske anenaldnn ieel sebadten Fintaek i
Ve unsoro Werkdatenbon,
rlegar/innan )
Otwrsicis t0r Musochafiyode >
Verteikung der Einnahmen b
. Loxumenieur venegevinne) hw
° Onine-Natzungen
SULSA Fursergestftung
NUZUNGN Mmaden

Mitglied warden

Together we
enable music.

Wir machen Musik
maoglich seit 1923

Exkiusive Geschichten, Nettaewerbe und viedes menr rund
ums Jubdaumsjahr 2023, Je:2t Jubilaemssedte entaacken!

susavo @

Hinderling Volkart 4 SUISA
BOSW Gold .swiss websites, 2022
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svieaAa

To:

Together we
enable music.

Hinderling Volkart 4 SUISA
BOSW Gold .swiss websites, 2022

ich erschalte Mesik lch verwende Muaik

Musikwerke anmelden und
verwalten

I=h sednite retne veriage Misis adn Hirtaher i ortne
Versagar/in und frde hier Indormabonen 2 mahen
Urheberreditan

Muslionerke rerwalten >

Wir machen Musik
moglich seit 1923

Exkiusive Geschichten, Nettaewerbe und viedes menr rund
Lms Jubdlaumsjahr 2023, Jezt Jubilaemssete entaacken!

Musiknutzung melden und
lizenzieren

Ich vaesnatal w Vo thrusgen et Funnts st Manh

o verwands Musk in meinen Gewsrbe

Musiknatzans meisen (3
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SUISA ' EUIBA

Du bringst Deine Klange

Musik zum bringen die
Erklingen. Welt in

Bewegung,

To:

Together we

Musiknutzung melden Als Mitglied registrieren
o Musik und Werke & Lizenz beantragen s . o
Brantierss Siv [ ednae st gen
e n a e I I I u S I C RORTORO. E yuriptton : Ntz cdu Mus < aftar hicH2 dasn tndast o "Nihedsbeiliag voi' eirer Vielzald von
o FUr Masik-tutonen & Verkege hier die passende Lizerz. Vorteilen,

Musiknutzung EIEme I 83 ACAT WA 1 11 | M st ‘ Mitglied vierden

melden und lizensieren .

Fuf tasik-Nutzer Haed A e ne Hochnimng rrhe e

Hinderling Volkart 4 SUISA
BOSW Gold .swiss websites, 2022



3/6 — Start with a
conflict (problem)



Experience Design

Start with
a conflict

126



STORY

= Hero

+ Dilemma

+ Attempt at liberation

(Jonathan Gottschall)

Olaf the hamster




How many designers

does it take to change a
lightbulb?

128



6¢l —

O ¢
+ O
dI
QD 3
D S
C
2 O
O ©
O o
A O




How many psychologists
does It take to change a '

lightbulb?




From finding the right
problem to resolving it
In the right way.

11 Life Hacks by
«the Slivki Shown».



https://www.youtube.com/watch?v=vnqHtj4KX0A&feature=youtu.be

UX & Story(telling) Principles

«When |

so that |

{Name}
{short description}

132



«Core Job to be done or
core user need statement»

Persona/User Name
Descriptive Persona/User Title

133



An app to break the ,
Infection chain in 14d. (- -

CORONA

Digitaler Handshake £
)
Automatischer Handshake: akiiv (:>

Ihre degegnungen ubsr 10 Minuten werden
automatisch anonym gespeichert. Dazu
wird dic Bluetoath Technolagie [hres

| slefons cenutze,

Swipe / Accenture Song 4 Austrian Red Cross Teilen Sie die App
Contact Tracing APIs for Google & Apple Empfehlen Sie dis App

und schutzen Sie so sich

und lhr Umfeld, ,

App teilen




Just trying to get
a free coffee to cure
my caffeine addiction @2.




‘,::-“?;;;*c,,,
s
s ~~
Hi dan nessler

T wvevwwwUUU

Ondy 3 more caps unlil vou gel a free coffee.

Single-/ Micro-purpose
apps focusing on one
specific task or problem.




Minimum Viable Product

Prioritisation in your
prOCeSS e.g. bUiIding This h:;:cug::al

a M V P (M i n i m U m Usable Not this 5
viable product). Relabl

Functional Functional

@jopas



A health coach app
rethought & designed
from the ground up to
delight, engage and JF.
support users. Entspannter im \

Buro - dank

PowerStretchi ng

ChO"enge °"ﬂehmen

Hinderling Volkart & SWICA

App Store Rating boost from 3.8 to 4.7

BOSW Gold in UX, 2022 and follow-up awards
No 1in App Store health for weeks



4/6 — Structure
(Experience Mapping)



O~

Structure

Experience Design

140



Designing an experience
Is like telling a story.



Three-act structure

Aristotele, 350BC, Gustav Freytag, 1816 - 1895,
and more

Experience Design

Three-Act Structure

Climax of
Midpoint Act Two
Climax of (a big twist) Disastic ~Sinis
Act One Obstacle
Obstacle
Secand Obstacle

Climaxof «
Act Three ¥

Inciting  Thoughts
Incident . cuon
Beginning Ascendio® 3
Act One Act Two
(set up) (confrontation)

Act Three

(resolution)



Customer Relationship
Management and Lifecycle
based on 3 R Marketing Principle

Bruhn, Michalski, 2003

Experience Design

/

/

143

Recruitment

Retention

Recovery
(Advocacy)



Bullet points don’t make
a good story.

Experience Design

Touch points don’t make
a good experience.

146



Experience Design

It Is about connecting the dots
In a meaningful way to create value and joy.
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Three-act structure

Aristotele, 350BC, Gustav Freytag, 1816 - 1895,
and more

Experience Design

Three-Act Structure

Climax of
Midpoint Act Two
Climax of (a big twist) Disastic ~Sinis
Act One Obstacle
Obstacle
Secand Obstacle

Climaxof
Act Three ¥

Inciting  Thoughts
Incident . cuon
Beginning Ascendio® 3
Act One Act Two
(set up) (confrontation)

Act Three

(resolution)



Heineken — The Dilemma

WHAT MAKES A UEFA CHAMPIONS LEAGUE NIGHT SPECIAL?



https://www.youtube.com/watch?v=R6xLcItSJN8

Three-Act Structure

Climax of
Midpoint Act Two
Climax of (a big twist) Disaser CHS15
Act One Obstacle Climaxof
Act Three 2
° ) Second
What happened in this story? g T
Beginning
End

Act One At Tiwo | Ak Theee

(set up) (confrontation) (resolution)




WIAT AZKES A UEFR CHANP ONS LAGRE N 691 SPECIAL?

Act Two

(confrontation) (resolution)
|




Experience Mapping

Experience mapping iIs a collaborative, iterative
process for synthesizing and visualizing the holistic
customer experience (Adaptive Path).
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Experience Mapping

L

It

lence map

presents, with richness
and depth, key insights

Into your customers'
complete experience.

a tool that supports
charting new courses of

action (Adaptive Path).

An exper



WIAT AZKES A UEFR CHANP ONS LAGRE N 691 SPECIAL?

Act Two

(confrontation) (resolution)
|




Main phases &
guiding principles

Journey steps

Your product or service

User activity
- Seeing
- Doing

User impact and experience
- Thinking

- Feeling

- Emotional value

Insights of extremes
- Pain points
- Delight points

Opportunity areas
- Potential fields of actions

- Potential recommendations

Experience Mapping
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Main phases &
guiding principles

Journey steps

Your product or service

User activity
- Seeing
- Doing

User impact and experience
- Thinking

- Feeling

- Emotional value

Insights of extremes
- Pain points
- Delight points

Opportunity areas
- Potential fields of actions
- Potential recommendations

Experience Mapping

User/Customer Journey

User/Customer Experience

Opportunity Areas Business Strategy & Goals

157



Experience Mapping

UNCOVER THE TRUTH CHART THE COURSE TELL THE STORY USE YOUR MAP

Study customer behavior and Collaboratively synthesize Visualize a compelling story Follow the map to new ideas
interactions across channels key insights into a journey that creates empathy and and better customer

and touchpoints model understanding experiences

e ————————————————
Activity — Process

e ——————————————————l
Artifact / Experience Map — Result

158



Experience Mapping
Exercise (task intro)




Lunch Y& Y& &



Welcome back & Y& ¥&.
Hope you enjoyed lunch.



Experience Mapping
Follow-Up



Experience Mapping

Experience mapping Is a collaborative, iterative
process for synthesizing and visualizing the holistic
customer experience (Adaptive Path).

189
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Experience Mapping

L

It

lence map

presents, with richness
and depth, key insights

Into your customers’
complete experience.

a tool that supports
charting new courses of

action (Adaptive Path).

An exper



Experience Mapping

UNCOVER THE TRUTH CHART THE COURSE TELL THE STORY USE YOUR MAP

Study customer behavior and Collaboratively synthesize Visualize a compelling story Follow the map to new ideas
interactions across channels key insights into a journey that creates empathy and and better customer

and touchpoints model understanding experiences

e ————————————————
Activity — Process

e ——————————————————l
Artifact / Experience Map — Result
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CA

Qualitative Research

Quantitative Research

Experience Mapping

Impact (empathy)

Device/Product

Time Touchpoints

Context

Relationships

Place

192



Start low fidelity, sketch
out your ideas and find
the best visualisation to
meet your and your
stakeholder’s needs.




Collaborative
development of map.




Main phases &
guiding principles

Journey steps

Your product or service

User activity
- Seeing
- Doing

User impact and experience
- Thinking

- Feeling

- Emotional value

Insights of extremes
- Pain points
- Delight points

Opportunity areas
- Potential fields of actions
- Potential recommendations

Experience Mapping

User/Customer Journey

User/Customer Experience

Opportunity Areas Business Strategy & Goals

196



Experience Mapping

Main ph & . .
gu?(';nz S‘:’ﬁfciples Recruitment Retention Recovery

Journey steps

>~
o
= Your product or service
ks
User activity
- Seeing
- Doing
User impact and experience
- Thinking
o - Feeling
O .
-~ - Emotional value
= e e e ) S S —
o
X
LL

Insights of extremes
- Pain points
- Delight points
Opportunity areas
- Potential fields of actions
- Potential recommendations

Opportunities

197



Experience Mapping

Main phases & Recruitment Retention Recovery
> Attract new Users/Clients > Service & Support Users/Clients > Make them stay & re-engage

guiding principles

Journey steps User searches User finds interest  User sets User uses products User renews User shares
for a solution & signs up up service & seeks support service experience

Your product or service Product Ads, Info  Sign-Up On-Boarding Tools & Support End-of-Use Sharing
pages etc. Form mechanism Content offering mailing Options

User activity
- Seeing
- Doing

User impact and experience /\/\/\/\/
- Thinking

- Feeling
- Emotional value

Insights of extremes
- Pain points
- Delight points

Opportunity areas
- Potential fields of actions
- Potential recommendations

198



Experience Mapping
Samples




Guiding Principles

Pecple choose rail travel because it is

convenient, easy, and flexible.

Customer Journey

travel process.

Rail booking is only one part of people’s larger

People build their travel plans over time.

Feople value service that is respectful, effective

and personable.

STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel - Post Travel
s SR | - : - e :
RAIL EUROPE Resaarch dagtingtions, routes ard producis - 5 Cenfirm wvt?ow Payment m Wat for paner tickets 10 arrive Activities, unevpected changes
Seiect Pass(oe)  firemy optiors optiors  Toflow-up on refunds for booking shages
Destination ==
-~ ’ Lock up Cn Sha
B * NANDE Check ticket . 5
me- R time tab P E-ticket Print . pholcs
gk ] R ., y
l\ rallourope.oom | o Live Cf.ul for — \ : ! \ H 'I ’_\bf m‘m l\ "
Plen with A /,/wp rirerary (‘ ‘5 questions ° N i‘. '1‘ . /,-
interactivemap .~ finang pass) A 38 T ‘Share
experence
DD‘BG ’Aay calr P e Bw additional (mal WG|
difficultioe ¥ B tickels
occJr \ ] //”' : S L -
; /‘-_ R 3 Box & Mak' . \.\ - ", \ E | "/ D \‘ : ;_, — / i~ "
f \ Tiavel sites | Sompa’e : Pt e-tekets N/ 4 B | E )
| — S N rere v v v a: homo Paper tickets (= " ‘- ’
\ y / \ S : apet LCRe Plar/ ' ' o
N | ] \ amve in mail > cotifinm S
2 - \ = . fimetables g pan L Reques: Mail tickats
Talk with Google Vi 09 advites refunds for refunc
frends SR ~__—~" Ressarch i
‘searchies hotels
« 'What & he casiest way to gat aound Europe? * Fvant to ge. the beat price, but I'm wiling 1o oey 2 « Dol nave all the ‘ickets, passes and ‘esevatons * Do 1 have everything | need? « | just figwed we could grab a tan but thers are « Trying to return ticket | was no: able to use. Not
e 'Where do | want to go? ifue Morg for st Class I need in tris baoking o | don'l pay more * Rall Furopr wahsita was assy and friardy, hot nat more tans, What Sanwa % row? suraitI'l cet arefund or not,
THINKING « How much tire ehould Vwe epend n aach * How much wil my whale Irid cost ma? What are my ehippirg? when ar iss.e came ug, | couldn't get help, « Am | on tha right train? i rot, wirat nexdt? +» People are going to ove thees photoe
placs ‘or e sesirg and actviies? "3“?”" ) o » * Ral Eurgpe 5 na answerirg the phone. —ow » What wil | o if my tickats don't arive in tima? * lwant 1o make mcre tavel pfans. How ao | * Next tire, we wil 2xpior routes and evalatiiity
* Ara s Glins aCvithes | Canadd IS noy ola? risn ~an | gar My oy esion answarad? da that? more camiily
« I'm excited to 9o to Europe! « if's hard to trust Trip Adhisor, Cveryore is « Website exporience is easy and friendly! « Stressad that I'm about to lzave the cauntry * lam lesing vulracatie 1o b3 i1 an unknown place ir * Excled 1o share my vacation 5.0y with
o Wil 12 abe tc s8e eventhing | can? 80 negatie. * Frusirsted to not knew saoner abaut which and Rail Fimpe wnn™ answer the phana NemicaBofne gt ‘ my Friends
FEELING « What if| can't afford thie? « Keeping ¥reck of afl tha difarent pmoucts tckete am aTickete end which am papar tickatz, * Frustrated that Reil Europe won't sip tickets * Strsesed that the ran won't ardve e tima fr m, * A of ennoyed to be dealing with tickat refund
o | don't Wart to ITake the wiong choke. is confusing. NGt SU'B Ty tickets wil &Tve In e, tn Furora SOOFRENIN. _— e when | it got Fnma
¢ AT Isuethis s the trp | want tc taka'f i; L ) ) * Ieating pecks who war'l 10 show 65 araud s fury,
* Hepoy to receiva my tickets in the mail sSENdpious, ae siecial,
EXPERIENCE
Opportunities
13O /4 I PLANNING., SHOPPING, BN (S 1 — POST-BOOK, TRAVEL, FCST-TRAV EL 1 —
Coummunicale a clear valus Help people get the help they Support peopie In creating their Enabie people to pian over tme.  Visualize the trip for planning Arm customers with information Improve the paper ticket Accommodate pianning and
proposition. need. own solutions. and booking, for making decisions. experience. booking in Europe too.
STAGE: niis valt STAGES: Shobal STNGES: Giocol ETAREE Panning, Shopoing ETAQEE: Manning, Sropping GTACES: Grogping Dosking STAGES: Poat-Sooking, Travel, Post Tiavel ETACE: Travaling
Make your customers info better,  Engage in social media with Conncot planning, shoppingand  Aggregate shipping with a Proactively help pecple deal Communiczte status clearly at
mora savvy travelers. explich purposes. booking on the web. raasonable timelne. with change. all tmes,
SIAGES (acod SIAGES: (003 STAGES Pannng. Shopoing, Bocking STAGE: Beckirg STAGES: Post-3coking, Traveling STAGES: Post-Boo<irq, Post Taved
Information Stakerodar intersiews Customer =xpenence Suney Negang | near Sow-Ear, et
nnn- ey PENCRRR 1ma st

adaptive path _

Cognitive walkthroughs

sources

Existing Reil Europe Dacumentetion

Expenence Map for Fal Europe | August 2011
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http://adaptivepath.org/ideas/the-anatomy-of-an-experience-map/

Designing the Experience - Example WOW

Heathrow wm&m\ /ozmmm& passport checks for frequent flyers @
@ checkin at Paddington train stalic ©).©) (79 oo lone i comtorabe ounge
recove tickets (€)' /@

guloLEGOlmh@

Circular approach s,



http://www.paulolyslager.com/wp-content/uploads/2015/04/lego.jpg?997da0

[ DIGITAL TOUCHPOINTS ]

OFFERS TO CUSTOMERS

EMAIL WEB SELF-SERVICE . !
& @ \VEB SITES/UANDING PAGES | @
| | EMAIL N

PAID CONTENT .

N\ SOCIAL MEDIA %COMMUN'TY
M ' f ¢ SEARCH (@) W WEB SITE. N @ ovaury PROGRAM
a N oCcusing on @
p p g A\ 3*|PARTY SITES @ survey
ONLINE DISPLAY @) | MOE SITE N\ TWITTER/SpCIAL
o o o
digital vs. physical B e
° -, :
t h ° t N\ WORD-OF-MOUTH & @ ~GENT/BROKER @ @ VaiunGs
DIRECT MAIL
O u C p O I n S o \\\\ g . CALL CENTER/IVR ‘
o @ 3 OFFERS IN INVOICE
s STORE/BRANCH
TV
PRINT
EOINE [ PHYSICAL TOUCHPOINTS |

@ MANAGED TOUCHPOINT
N\ EARNED TOUCHPOINT



https://www.linkedin.com/pulse/5-ways-wow-your-customers-every-time-jovel-cipriano

5/6 — Creation
of awareness
(emotional design)



Experience Design

13‘1

Creation of
awareness

214



A

Awareness

Experience Design

215



Experience Design

How do you create awareness?

216


https://www.youtube.com/watch?v=R6xLcItSJN8

OMG a train



https://www.youtube.com/watch?v=R6xLcItSJN8

o Fear
® Anger

Appeal to people’s
basic emotions

@® Sadness
@ Surprise




OMG, and another one

TikTok
l'?_fl'am:is.bourgeois

tiktok.com/@francis.bourgeois



https://www.youtube.com/watch?v=R6xLcItSJN8

OMG, and another one

tiktok.com/@francis.bourgeois



https://www.youtube.com/watch?v=R6xLcItSJN8

j; 2ie} MOONCHILD

7

The most dramatic character development i've ever
withessed

IL™rS A £F 11
T LA ST ]
I \MOU
sl IR AV S A .

Good (UX) Design ; ’i

transforms negative
Into positive emotions.




Good design solves
problems and sparks joy ¥.

My opinion @&



Micro interactions and
animations are a great

way to spark joy.

hinderlingvolkart.com



https://www.hinderlingvolkart.com
http://hinderlingvolkart.com

«Well-designed micro

Interactions... can Email

transform a good product

Password

Into a great product»

Dan Saffer
Designer & Author



Back
«Well-designed micro
interactions... can o
transform a good product
password for tunnelbear.com ?

nessie420@gmail.com

Into a great product»

ol VA fen W BN B B R O D)
al S| kal N [ i SOl Ricd
ool 1 11111 Es

123 @ | next

Dan Saff
an caltrer 9

Designer & Author




Attention &
Y to detail:

visual, functional
and content.

gt-maru.com by Grilli Type



https://gt-maru.com

Attention &
Y to detail:

ViSU&', functional ~ Sometimes being extra is just not
- enough.
and content.

https://gt-flaire.com/ by Grilli Type



https://gt-flaire.com/

Attention &
Y to detail:

visual, functional
and content.

Adrian Zumbrunnen




Attention &
Y to detail:

visual, functional
and content.

Adrian Zumbrunnen




Attention &
Y to detail:

visual, functional
and content.

Adrian Zumbrunnen

The new Siri

.
:
:
\
]
il



Attention &
Y to detail:

visual, functional
and content.

Zander Whitehurst

ANIMATING 3D
BUTTONS IN FIGMA @




Share something
that brings you joy.



6/6 — Virality (availability)



Experience Design

75

Virality

234



Data does not go

viral. Stories do.

Lisa Johnson, reachstoryu.com | h {


http://reachstoryu.com

The Viral Loop
(Viralhero.com, 2015)

236


http://www.viralhero.com/viral-marketing-engine/viral-loop/

«|t’'s iImpossible to
screenshot a Quibi show,
and that’s detrimental to

Quibi

Its success
(The Verge, 2020).»

(2020-2020, R.I.P)




«People can't stop

sharing Baby Yoda memes
(CNN, 2019)».




A lot under the hood:

Make your design*
discoverable, accessible,
equitable, usable, useful,
reliable, sharable and
something that sparks joy.

* (product, service, feature etc.)



https://www.youtube.com/watch?v=2yohicMc4vU

myswitzerland.com
BOSW Master Award Entry www.myswitzerland.com

Video 2020

Hinderling Volkart 4 Schweiz Tourismus



http://myswitzerland.com
http://hinderlingvolkart.com

Attention and ¥ to details: |
Visual, functional and content.




Six Story Principles




O

Structure

Experience Design

Main
character

13‘1

Creation of
awareness

Quelle: https://uxdesign.cc/6-storytelling-principles-to-improve-your-ux-737f0fc34261
Basis: Storytelling — Die Zukunft von PR und Marketing (Petra Sammer, 2017)

Start with
a conflict

Virality

243


https://uxdesign.cc/6-storytelling-principles-to-improve-your-ux-737f0fc34261

Revamped Double Diamond

Discover Research Phase )efi ne Synthesis Phase DevelOp |deation Phase :)eliver Implementation Phase

A B
Don’t know Do know
Could be Should be

By Dan Nessler, dannessler.com, twitter.com/nessi420 — 2019


http://dannessler.com
http://twitter.com/nessi420

Revamped Double Diamond

Discover Research Phase Defi ne Synthesis Phase DevelOp |deation Phase Deliver Implementation Phase

AN /N

UX Strategy UX Design

Doing the right things Doing things right
AN
Reason Main Start with Structure Creation of Virality

why character a conflict awareness


http://dannessler.com
http://twitter.com/nessi420

How do you
find a good story?



The Design Process

If we want to build services and
products that solve problems,
add value and matter to people,

we need...



...a good
understanding of
people and the needs
that the design is
Intended to meet.

Don Norman



http://www.jnd.org

Go outside, do stuff,

experience stuff, talk to
people (your customersz). A
and listen to what they
have to say.




Al In the Design Process



Revamped Double Diamond

Discover Research Phase )efi ne Synthesis Phase DevelOp |deation Phase :)eliver Implementation Phase

A B
Don’t know Do know
Could be Should be

By Dan Nessler, dannessler.com, twitter.com/nessi420 — 2019


http://dannessler.com
http://twitter.com/nessi420

Al support in the Design process

Deliver

Implementation Phase

Develop

Ideation Phase

Discover Define

Research Phase Synthesis Phase

- Briefing analysis -

- Generation of
research topics &
areas of interest

- Creation of research
plans —

- Creation of
questionnaires

- Summarisation of
secondary research

- Transcription of _
interviews

Consolidation,
summarisation and
analysis of research
raw data

Evaluation of insights

Creation of UX/
Service Design assets
(e.g. personas)

Creation of research
reports and
opportunity areas

Creation of a brief or
phrasing of How-
Might-We-Questions

Genration of ideas

Genration of visual
mockups and
prototypes

Genration of content
for mockups and
prototypes

Genration of logos,
color palettes,
wireframes, sitemaps
and other design
assets

Validation of ideas,
mockups & prototypes

Generation of all
needed assets for final
product (text, images,
videos etc.)

Generation design
templates and
styleguides

Generation of code

Validation of the
product during the
process and feedback

252



Al tools for designers
(focus digital UX & Ul)

Ol

Based on various sources



(just some) Al tools
for Image generation

gettyimages’

Based on article by
https://zapier.com/blog/best-ai-image-generator/ & more



https://zapier.com/blog/best-ai-image-generator/

(just some) Al tools
for Video generation

[,
(B runway { ’'n
l’!,‘?"}"‘\‘_ J)’);,';i




ChatGPT Claude

VIO,

Llama 2 70B Poe

Based o n article by
https://zapier.com/blog/best-ai-chatbot/...& more

(just some) Al tools
for general purposes & text generation

D <

CoPilot & Bing Google Bard (Gemeni)

N ©

Perplexity Jasper

256


https://zapier.com/blog/best-ai-chatbot/#characterai

Be aware...



LS S

VA B S S M a.as s mme
€ uoomn o R s HBNE

o e

- B
SES A sEsas e wmems .

Al generates stuff
based on stuff we don’t
know, and it makes up
stuff 1t doesn’t know...




s o

)
B
X
<
)
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Al generates stuff
based on stuff we don’t
know, and it makes up
stuff it doesn’t know...




«Why should someone
bother to read what you
didn’t bother to write?»

1A Writer
https://ia.net/topics/writing-with-ai



https://ia.net/topics/writing-with-ai

UX Writing



People don’t read.



People primarily scan,
rather than read.

nngroup.com

263


https://www.nngroup.com/articles/how-people-read-online/

v

[ oy

" One nightof teool Lecal
Blasting part of Galyesiey

F-Pattern reading

(other patterns: layer
ake, spotted, zigzag,
ommitment and more)

W -n‘@u
PO T |

oI N S
e e

SR
I9g to

-1y

il Lvautiod Jdavd
.

i Al o

nngroup.com

Home
Corzrshio
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https://www.nngroup.com/articles/how-people-read-online/

Four ways to accommodate
for scanning text.



- Plain language

- Clear, noticeable

Use these headings and
techniques and tools subheadings

to acc.ommodate for - Information up front
scanning text. (front-loading)

- Formatting: Bulleted
lists and bold text

nngroup.com



https://www.nngroup.com/articles/how-people-read-online/

Techniques and detaills.



Avoid long
blocks of text.

Split long text in blocks,
sections, use bullets/lists
and proper formatting

(heading, subheadings,
lead, paragraph etc.).




Don't:
You must log in before
you can write a comment

Be short & concise.

Do:
Log in to comment




Don’t:
Initiate UID registration

Use plain and clear

language suitable for protocol.
your target audience
(avoid jargon). .

Create an account.




Don’t:
| don’t want to

Avoid (double) negatives unsubscribe.

and remember:

No «Dark Patterns».

DJe}
| want to unsubscribe.




Double negative
Dark Pattern

on Tinder.

07:24 4 a1 = [

Not ready to turn on Friends
of Friends?

If you change your mind, you can
turn on Friends of Friends anytime in
settings.

'_-_-'" ‘ . . B .%

No, continue



Don't:
Get your document.

Use specific verbs
whenever possible.
Do:
Download your report.




Don't:

An email will be sent to
you when your order has
been shipped.

Use Active Voice.

Do:
We'll email you when your
order ships.




Don’t:
Click here to learn more
about our services and

Provide potentially begin a trial
period

Clear Actions.

Do:
Start your free trial




Use Metaphors for
Complex Concepts.

Don’t:
Your data i1s securely

stored on our distributed
cloud infrastructure

Do:

Your files are safe In
Dropbox (metaphor of a
physical safe)




«My orders».

«My» for ownership
and possession and

«Your» for guidance vS.
and customisation.

«Change your passwordp».




Don’t:
Logged In.

Leverage micro-
moments for

personalization. Do:
Welcome back Andrea.

(You are logged in.)




Be Conversational
and Human.

Don’t:

Error 404: Password not
recognized. Please re-
enter your credentials

Do:

Oops! Looks like your
password doesn’t match.
No worries, it happens to
all of us. Please try again.




Don’t:
Oops! We just deleted all
your files. Funny, right?

Be careful when
using but use humor

appropriately. Do:

What is this? A loading
screen for ants?! (slack)




When writing error
messages be clear,
concise, apologetic and
positive. Explain what
happened, offer relief, a
solution and a clear CTA
on what to do next.

Adam Silver, Linkedin

Inappropriate tone Passing the blame

» L

Whoops! Something went wrong

a
I'he third-party you're trying to connect to isn't responding, so we can't
y Yy =

fetch yvour data, Try again later.
- °

Generic

Say what happened Say why it happened

=

Unable to connect your account

o
Your changes were saved, but we could not connect your account

due to a technical issue on our end. Please try connecting again
g

if the issue keeps happening, contact Customer Care,

n A

Give them a way out Help them fix it

x

v

Bad error messages

Good errcr messages

£O 1


https://www.linkedin.com/posts/adamsilverhq_underrated-ux-tip-write-clear-error-messages-activity-7262075084289323008-KOIr?utm_source=share&utm_medium=member_desktop

Dan Nessler

great #error #msg #ux @Microsoft — 1 msg, 2 different
wordings with identical meanings, no solution offered...

i vl L = X P 14
Huxfall #uxaesign #ux

Bad error messages
= Bad UX Writing

B d UX |l You cannot install Microsoft Lync Web App Plug-in in this
9 location. The Microsoft Lync Web App Plug-in installer

does not allow its software to be installed here.




B angroapcom

SAVE UP TO 209 WHEN YOU REGISTER FOR 2+ COURSES Urail January 21

’
N N '.' g Training & UX Certification Articles & Videos Consulting Reports & Books About NNJg v

UX Writing: Study Guide

Stud uide for UX
y g Summary: Unsurewhere to star? Use this collection of links to cur articles and Related Courses

videos to _earn how to write and present information that aligns with users’ needs

ot ot anc vnline reading behaviors, Writing Compelling Digital Copy
Usa UX writing to shape your content to meet your
readers’ neads
UX writing is the practice of writing carefully considered informarion that addresses people’s IMTERACTION

cantexts, necds, and behaviors. Writing copy invnlves many of the same skills as visua or
mleracdon design, except writers use words instead of pixels o communicate with users

thromghour the experience Content Strategy and Governance
Ve R -t Techniques and teals far implementing an

actionable content strategy
Unfortunately, content design and copywriting are often skipped, rushed, or misunderstood in R T

nroduct development, In fact, they are mare complex and involved rhan many assume oy
appreciate. Quality content speaks clearly to people, builds trust, and compels action toward

organizational goals.

In This Article;

UX Writing: Study Guide on nngroup.com



https://www.nngroup.com/articles/ux-writing-study-guide/
http://nngroup.com

The Al writing assistant

Use Al to help yOu for design teams

Write engaging and consistent UX content effortlessly with the

edit and optimize text.

NetApp -o OpenTablee Rapyd yotpo. opentext “talent.. ALlusha Creditspring™

E.g. https:/write.frontitude.com/



https://www.nngroup.com/articles/ux-writing-study-guide/

Tools and
Recommendations



Refer to principles
and guidelines



10 PRINCIPLES FOR

GOOD DESIGN

by
DIETER RAMS

GO00 DESIGN 1S GOOD DESIGN MAKES A PRODUCT

INNOVATIVE ©°,  ~ USEFUL

he pose WOLOO S0 A, Dy Iy Maars, axNSuend A DSOSt B DOLGNE 10 Do USad. It has 1O Salinly Cora S, 051 Oty
Tochnokood Ot B Sways Ofering Now DOporiuntios X ANRONE, Dot a0 prychologioal and sesthatic. Good desion
COOVRINVG Gosign, SBut inndvas S050 OMaTYS GowiODS N 1aNGerm wth OMPORSS0S P Usoliing M 0 Prococ whrist dsroparcing arwthing
POOVIINVG 1OCHNOIOGY, ONC CON Niver Da o 0 1 Rl Mt coukd posstily detract fom it

GOOD DESIGN IS GOOD DESIGN MAKES A PRODUCT

Tho sestrnhic oualty of 8 product & Tiogra 10 18 Leoh s DOCIID L CRrhes ™o product's strocture. Better 824, #t can maka the prochact
PIOCUCES W Lo fvery day alfect our porson ankt our wol- Dong. Bt . Al Bosst, It is Sof-mEsanaiony

OOy woll-ancuing SO Can DO Deguti s

design by Dieter Rams UNOBSTRUSIVE v HONEST

287

Prodiucan A 4 purposo ard Sod ok, They ans Peithor dacorative X dO0s not Make o prodiuct mene inoovativeg, powerfut or vokuabie than it
oyochs nor works of art, Thov dosign shockl tharefoeg be both neutrad oty 5 It does NOL attemt S0 MAaNDUNe 1o CONSUMer W (NOMI0S
At 1ostraned, 10 Rave room X the Usor's 505 aXprosson that canndl Da ket

GOOD DESIGN IS GOOD DESIGN IS

LONG-LASTING B  THOROUGH DOWN
TSRS - TO LAST DETAIL

Nothing rmost bo ety o loft 10 chance. Caro ardd noouracy in tho
SOUpn PrOCosSs Show apect OwWards the Loer

GOOD DESIGN IS GOOD DESION IS

ENVIRONMENTALLY- === '@ ASLITTLE DESIGN
vitsoe.com / visual by FRIENDLY <= ' ASPOSSIBLE

Desagn riiias o imporiant ConitDution 10 0 presenation of the

VECOManrt, & CONSIVES MSOUTORS NG MBS DSl anc vesus Lot Dot bottor - hocause # concontritos on tho ossortsy aspects, and

L PORAON Tyougnout e Macydie of the Droduct, ) Srom R OOt DUrcenad with non-0saontipss
ra I I l S a n I ya 5{:’:.! » ;.‘.“"v. “.X"l h) f‘..pﬂ :

Sramshancdya SO0 - WWWAE0O. COM/GRVAbouLGOOS esign


http://vitsoe.com

Gestalt principles
Influence hierarchy,
iInformational grouping,
and readability.

Anastasiya Kuznetsova, Medium

GESTALT PRINCIPLES

OF VISUAL PERCEPTION
PROXIMITY SIMILARITY ENCLOSURE
@ & ® © © © © @
C I ® o ® ©¢ © © 9 ©
& ® @
. = ® © ® © o @
@ .' @ @’ M EEEE
s © o ©
CLOSURE CONTINUITY CONNECTION
—_ 2 e o m e
% \\ %eiz’ ® ® H-©
{ | e © o o.‘\» ® © & e
\ / tr - @ e o o
N ~
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Broad rules of thumb
and not specific
usability guidelines.

Nielsen, UX Institute

1 Visibility of
System Status

Designs should keep users
informed about what is going
on, through appropriate,
timely feedback.

Match between
System and
the Real World

The design should speak the
users' language. Use words,
phrases, and concepts
familiar to the uset, rather
than internal jargon.

Error
Prevention

Good error messages are
important, but the best
designs prevent problems from
occurring in the first place.

~y Aesthetic and
Minimalist
Design

Interfaces should not contain
information which is irrelevant.
Every extra unit of information in
an interface competes with the
relevant units of information.

N N‘:"g

Nielsen Norman Group

Jakob’s Ten

Usability Heuristics

User Control
and Freedom

Users often perform actions by
mistake. They need a clearly
marked "emergency exit" to
leave the unwanted state.

6 Recognition
Rather Than Recall

Minimize the user's memory
load by making elements,
actions, and options visible.
Avoid making users

remember information.

Recognize,
Diagnose, and
Recover from Errors

Error messages should be
expressed in plain language (no
error codes), precisely indicate
the prablem, and constructively

suggest a solution,

[T

4 Consistency
and Standards

Users should not have to
wonder whether different
words, situations, or actions
mean the same thing. Follow
platform conventions.

7 Flexibility and
Efficiency of Use

Shortcuts — hidden from novice
users — may speed up the
interaction for the expert user.

1 Help and
Documentation

It's best if the design doesn't

need any additional explanation.

However, it may be necessary to
provide documentation to help
users understand how to

complete their tasks.

ww nngroup.comfarticles) len-usabilily-heuristics/
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Material
Design

Material 3 is the latest version of Google’s open-source

design system. Design and build beautiful, usable products

Lavels
[
G O O g I e M a t e r I a I with Material 3.
G . . R ‘|: < *.’-c":«.’:r«.-.*'.c,‘-t.';. .':I-..:-.:i '.'-.‘:I.’l
uidelines

News & launches

https:/m2.material.io/design/
motion/the-motion-
system.html#container-

transform



Apple HCI
guidelines

https://developer.apple.com/
design/human-interface-
guidelines

€Developer

Design

& taveloperappla cam

Jusian Dovelog

Human Interface Guidelines

The HIG contains gquidance and best practices that can help
yvou design a great experience for any Apple platform.

New and updated

~ e A

Cameara Control Geslures Dasigning for games

Immersive experiences Controls App icons

Featured



Curb-Cut
Effect:

Designs for disabilities
(accessibility) often benefit
everyone (4 principles:
percelvable, operable,
understandable, robust).

Google & W3C/WCAG (2.2. since Oct 2023)

3 levels of

ooooooooooooooooo

The easiest
level, provides
limited
accessibility.

02

ooooooooooooooooo

The
recommended
level for most
web content.

03

ooooooooo

ooooooooooooooooo

The hardest level,
not suggested for
full compliance as
it's not always
possible.



Structure,
Hierarchie & Scale



Using relative size to signal
Importance and rank in a
composition (ideally 3 levels).

Via NN Group

e wr e e w ey ———— e ——

How to Train Your Brain
to Remember Almost
Anything

Four techniques for storing

knowledge you might otherwise
forget

e Thomas Cppong COctober16 + 5min read *

Photeo: tunart/Getty

Success is largely based on what you know
— everything you know informs the
choices you make. And those choices are
ecither getting vou closer to what you want

or increasing the distance beltween you and

294



You will
read this

- AND YOU'LL
MOST LIKELY
I rs EAVE THIS
B FORLAST

And then you’ll probably read
this iImmediately afterwards.




Guiding the eye on the
page so that it attends to
different design elements
In the order of their
Importance.

Via NN Group

You will
read this

- AND YOU'LL
MOST LIKELY
LEAVE THIS
B FORLAST

And then you’ll probably read
this immediately afterwards.




Typography



Use font tools, a 16px base
font and e.g. «major third
scale» and round to the next
4th (e.g. h5: 25px > 24px)

https://typescale.com/

FI¥ Typescale

'\E, New Coard

oQ .
o0 My Boards

:] Dookormnarks
Q_:" Likes

@: Explore

Body size 16

Scale 1.260 - Major Th +

RESPONSIVE
Min-wdth
Body sice
Scale

BODY
Font Inter

Weight 500

Line-neight 1B
Letter-epacing
Colcr $222222

Backgraund  #FFFFFF

HEADINGS
Fanl

iah
Line~heighl

| oftte P 3]
Colar

srall 12.3px

B TYPRsCA &.com

REN FX 3

. ... HOW vexingly

.« HOW VEXingly qui

= w.ec HOW VEXINgly quick d
-+ a2s HoW vexingly quick daft ze
2:0r How vexingly quick daft zebras ju

"6 zacx How vexingly quick daft zebras jump

p 140x How vexingly quick daft zebras jJump
How waxangly gulck daft 2enras gmp

18, 249px

Landing page = Bl o

ZEphtOf Home  Faatures  Pricin

Your digital
transformation
begins here

Unlock the Tull potential of your business. Start your journey
today and experience the future of business software.

MNO credit cand reguined



AC

d

Poppins - Bold Lora - Bold

Poppins - Medium
Poppins - Regular

Lora - Medium
Lora - Regular

Poppins - Light Lora - Light
e #08B0A0B
Label DINNER TABLES opacity: 50%
#0BOAOB
Heading WOOdeIl Table opacity: 100%
Body Introducing our stunning designer :s:(gfy?'zo%

Uizard

wooden table, the perfect addition to any
modern home. Crafted from premium
quality oak wood, this table boasts a
beautiful natural grain and rich texture
that adds warmth and character to any
room.

Display
Headline

Title

Body
Label
Link

Button

Medium

Regular

Medium

Regular

Bold

Regular

Medium

48pX

32pX

24pX

16 px

12px

12X

16px

299



Uizard

Max. 1-2 typefaces

Use web-fonts

Min. size 16px (Irem/em)

Min. spacing 1.5 for copy

Max. 60-80 characters per line

Contrast: 4.5:1 regular / 3:1 large typo

300



Think «accessibility»
and use enough contrast
(there are tools for that)

https://colourcontrast.cc/

Colour contrast checker T Bugmeacopjee || gm Ziiiif s ]

AAlLarge AAAlLarge AANormal AAA Normal

Background colour Foreground colour
ffe66d & |#222222 s
L RGB HSL
Rad 34
® |—@
Green 34
P ﬁ
BBBBBBB
* #

301



Grids (structure)



Remember Swiss Design
(making layouts great
again since the 1920s)

NNGroup

Twiss Syl 2w 841 « 162
G Sysloen =0 2K a0
Hoesmna 3
Murgre 4008
arters A m

ol

SWiss Style
Poster

Tha rlemationa)
Tvpzoraphic Slyk :

Iz agraphiz Jasgnshyis
1hes ancigec in Rusdig, he
Netharands, and Genr o
I Ehe 12205 and waz “urther
crve o] by desinees e
Seatradand cheng tha
Taois

Tha b lwmimiionsl
Fypingraphes Slyk hee had
peoinard Irtuants an
graph o design vz o port of
e rrodern 2 mones s
Irpasting mary deein-
clated 1ickds Inzhading
achiesture ans art

Vel el Des cleanness
e dily B o iivily
Halrmkzottw sty @ s
2ytrarm i layuals, wee o
agnd, wnssonl lypoelases
1hoa Al ddenz Crotasdl ane
e s rapgms “g e
Tha zshis (= 3lan seanniaten
WIlh & prebaeeccs o
phetazranty I poace of
bzt ons or dhaw nas
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Grids create clarity and
consistency, provide
structure and guidance,
speed up design process

and improve collaboration.

NNGroup

T COLUMN

? GUTTER

MARGIN



Common Grid Structures
in Websites and Interfaces

Desktop commonly Great for ecommerce Content organized
uses 12 columns and listing pages by importance

NNGroup

NN/g



XS: < 5OOPX 4 col Common Breakpoints

in Responsive Design

S: 500-1200px: 8 col X$: S M L
- s e
M: 1200-1400px: 12 col - mm: .
L: >1400px: 12 col ' . ' e

NNGroup




- Choose the right grid (e.g. 12 columns)
- Use responsive grids

- Enough white space (gutter/margin)

- Align content with columns (not gutter)
- Use the rule of thirds

- Use the golden ratio (1:1.618)

- 8-px grid has become a standard.

NNGroup
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Colors convey emotions,
signal actions, and add
variety.

Google UX Design Course & Glovery Design

)

Color Psychology

RED

Action, ambit an, attantion,
confidences danger, energy
love, lively, passion, pnwer,

strenatih, wgency, warmth,

Cheerful, energy, friendliness
freshncss, nappiness, joy,
optimism. pcsitiaty, warm,
youthfulness.

BLUE

Calming cdlean, conservative,
int2grity, patience, peaceful,
security, serenity, stability,
frust, wisdom.

PINK

Affecticn, commpaseion, feminina
healthy, ~appy cptimism,
playful, romance, softness,
sweet,

BROWN

Approachzble, comfortable,
Inendly, oruanic, uraclicalily,
security. strength, stabl ity,
watrnih,

GREY

Ealance, calm, mature, mininal,
intcligence, neutral, reliable,
sleek, solid, stability

SILVER

Classy, coul, glamorous,
gracaful hiar tech magical,
modermn, slees, slylish

SIBILARIBEIRO.COM

|
‘ )

Activity, creativity, eanfidence,
gnercy. enthusiasm, exdtament,
friendlinass, harvest optimism,
warmth, youlhfulress

GREEN

Balance, fresk, growth, hea’l,
jay, kindnass, luck, maturity,
nature, prosperity, rastoration
socthing weath,

TURQUOISE

Heal ng, imaginalion, peace,
protection sophisticated,
spirilual. wisdom

PURPLE

Ambition, creative honor, ntuiticn,

luxury, majasty, mystical, “oyalty,
sensitivity, solritual, success,
wealin wisdom,

GOLD

Bling, glowang, luxuraus,
presligious, prosperity radiant,
nch, traditicnal, valuable,
wealih wisdom.

BLACK

Classy, dramatic, elegance,
exclusivity, formality, glarmaur,
luxury, mys:ery, pover,
protcction sophistication.

WHITE

Clean easy, freshness,
goodness, hope, magination,
innocence, light, minimalist,
modern, peace, punty, ssmplicity.

309



Use DIY color palette
generator tools to define
pre-sets (Monochromatic,

Adjacent Colors, Triad,
Tetrad).

https://paletton.com/




Use Al or «smart» color
palette generator tools.

https://coolors.co/

Craasit 31 Croxs po raves CUIGE ™ ohatct Iraine e bt Tt
comors O awrth yous gt tromr sey e cr wesere T SorFrns Toois 30 Pre Snﬂ in

Q Saarch with eolors, topiey, stvkes o hox valaes, =

Trending Color Palettes

Get inspired by thousands of beautiful

color schemes and make something cool!

l . ’J - ”1
T 564K o P 822K » :

& 24K

742K o @14k . < 761K © 223K

BugHerd Dwhowr welisaiu cosdcn pensocie lustmr wills

B e o Bl Areanihe, Toy Sow

.-

" L
gl s, G S0
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Negative & Whitespace



Negative/Whitespace
(macro & micro).

https://uxspot.io/ (whitespace in visual is light blue)

MACRO SPACE

First
Impact

bile auvymantac rezlity applications are gainin

MICRO SPACE

313


https://uxspot.io/

60-30-10 Rule

Primary

60-30-10 rule: _

60: dominant / background ~ "
30: supportive elements
10: accent / CTA N

Interaction Design Foundation
interaction-design.org

ixD



lconography



Use familiar icons

316



Use labels If possible
(what do these custom
icons mean?)

SBB App

Plan

Timetable  Touch timetable Map

Rorschacherberg
Wilen

St. Gallen P ,,gfi’i;fiff’f’ll
Kantonsspital St. -~ =
Gallen, Rorschac... =St-Gallen St. Fiden

LT L
P ;//
e &5 -
e
- -
-

Zurich
Albisriederplatz Zurich Hardbrucke

Zurich HB Rorschach

Zurich Flughafen St. Gallen

© ©-

Current location

powered by ubique 43

317



Use labels if possible

(no questions asked about
the meaning of the labeled
icons)

Trainline

~~~~~~

Live times & tickets

Search

Today, Now >

1T Adult >

Add railcard >

318



Use enough spacing for
click or tap (tap targets):

Google: 48x48

Apple: 44x44

Google Material / Apple
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KNow
the rules to
break them. PRy WeRea




Wrap Up




Notion knowledge base



https://dannessler.notion.site/Knowledge-Base-Resources-13ce4388bb6980d0a090ecc9717e5f08?pvs=4

Experience Design

Have a new perspective on UX
and how to apply it in your work.
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Designing an experience
Is like telling a story.



START WITH WHY



Understand why and how
story principles boost UX.

Experience Design
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«The basic elements
of a story are always
the same.»



https://www.petrasammer.com

O

Structure

Experience Design

Main
character

13‘1

Creation of
awareness

Quelle: https://uxdesign.cc/6-storytelling-principles-to-improve-your-ux-737f0fc34261
Basis: Storytelling — Die Zukunft von PR und Marketing (Petra Sammer, 2017)

Start with
a conflict

Virality
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https://uxdesign.cc/6-storytelling-principles-to-improve-your-ux-737f0fc34261

Experience Design

Know how to map your product/brand
experience and improve your entire user journey.
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Stories & Experiences

It Is about connecting the dots
In a meaningful way to create value and joy.
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Experience Mapping

UNCOVER THE TRUTH CHART THE COURSE TELL THE STORY USE YOUR MAP

Study customer behavior and Collaboratively synthesize Visualize a compelling story Follow the map to new ideas
interactions across channels key insights into a journey that creates empathy and and better customer

and touchpoints model understanding experiences

e ————————————————
Activity — Process

e ——————————————————l
Artifact / Experience Map — Result
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Last but not least...

Experience Design
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Attention and ¥ to details: |
Visual, functional and content.




Wrap Up
Final Q&A & Feedback



Thank you
& say hello ¥

dan nessler dannessler.com zlirich, 2024
bienenstrasse 7 linkedin.com/in/dannessler

8004 ziirich twitter.com/nessie420

switzerland medium.com/@dan.nessler

dan.nessler@gmail.com
+4178 667 16 16


http://www.dannessler.com/
http://linkedin.com/in/dannessler
https://twitter.com/nessie420
mailto:medium.com/@dan.nessler
mailto:dan.nessler@gmail.com

