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AM, AM+A: 25 Years of Education
about Usability/UX/Ul/InfoViz

= 25 Years of talking to industry executives,
managers, staff about usability, user-experience
design, user-interface design, information-
visualization

= Many techniques used to explain, show,
convince prospects, clients, colleagues

= What works? What will we have to do in the next
25 years?
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Publications: Books
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Publications: Chapters in Books
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What are our Objectives?

= Convince clients that usability matters?

= Show how can we work together?

= What are the benefits of our collaboration?
= What are the metrics?

= What matters?
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The Challenge: Storytelling

= Usability (human factors, ergonomics, usability,
user-experience engineering, etc.) tried for 25
years to convince business people to pay attention

= Some good statistics exist

= Others made a stronger case: better storytelling
- Marketing and sales

- Industrial design and product design

= Business publications don’t mention usability
enough (Bus. Week, WSJ, NYT, FT, etc.)

= Key Challenge: Tell a Better/Different Story!
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Latest Success of Design World: In: “Innovation = The New Black”
In Quarterly in Business Week

= Assist. Mng. Ed. Bruce Nussbaum dresses in
black and touts innovation, methods and metrics
of design, changing corporate culture, serving
customers better

= Articles of first issue primarily speak of heroes,
heroines, with minimal metrics.

= Articles of first issues stress design, creativity,
ethnography, with minimal terminology definition
and reference to usability.

= An opportunity?

Business Week as an Example: Usability often Neglected
Usability is Buried and/or Blurred

= Business Week awards annual designs, but
usually neglects user-interface and information-
visualization design

= AIGA awards information design, but only 3 out
of about 100 awarded projects were in that
category in 2005.

= CHI leader’s comment: “As long as there is no
VP/Design, design will never be taken seriously.”

= Challenge: Bring usability/UX’s story more
effectively to business.

What’s Next? User-Experience Spaces:
Opportunity Spaces

= |-ware = Me-ware,

= Learn the language, key objectives, of business
My-ware

= Design a story that addresses these items and

shows value of usability/UX = You-ware = Love-are

= Present that story in key business locations, » Fun-ware
events, publications = Buy-ware = Sell-ware
= Keep at it for 3-7 years and look for results = Know-ware = Who-ware,

What-ware, Why-ware,
Where-ware, When-ware

= Be-ware
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One Publications: UX
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Another Publication: Interactions
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What’s Needed: Communication to
Business, not Members

= UPA and other groups must help business
people make smarter decisions faster about
when and how to incorporate usability/ux experts

= UPA and other groups must help build centers of
excellence for innovation, customer experience
that emphasize usability, usefulness, and appeal
in user experience.
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UI/UX Development Process

= Planning: brainstorming

= Research: technology, design issues, strategies

= Analysis: user profiles, use scenarios, prototypes

= Design: content, applications, branding, storyselling
= Implementation: scripting, coding, final production

= Evaluation: focus groups, user tests, heuristic evals.
= Documentation: guidelines, patterns, specifications
= Training: courseware, tutorials, mentoring

= Maintenance: continuing client relations
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Ul Components

= Metaphors: Clear concepts via words, images,
sounds, music

= Mental Models: Easy assimilation of data,
functions, tasks, and roles at work, play, on the way

= Navigation: Efficient movement in menus, windows
= Interaction: Effective input/output, feedback
= Appearance: Quality perceptual characteristics

An Approach: Powerful UX via User-
Centered Development

= Focus on usability

= Attend to user experience and branding
= Attend to technology

= Consider culture/globalization issues

= Look for opportunities to make our services part
of business, innovation, marketing, as well as
engineering

© Copyright 2006 by Aaron Marcus and Associates, Inc.

AM+A, www.AMandA.com Page




Aaron Maracus and Associates, Inc.
Sales Presentation

Lecture:
Introduction to Aaron Marcus and Associates, Inc.

Traditional Process/Deliverables*
Project Document

Heuristic Evaluation®
Usabilty Research*
Proposal Focus Groups* Progress Reports”

How Better can We Sell our
Services?

= Usability research and analysis?

= Heuristic evaluations, focus groups, user testing
= User-interface and information-visualization?

= Design-strategy consulting?

= Design guidelines development?

= Training?

= User experience/brand analysis?

= Improving corporate centers of excellence?

Tasks/Schedule/Budget User Testing* Extranet Management
Resource Allocation Customer-Experience Analysis* Client Communications
Extranet/Team Center Set-up Milestone Meetings
Communication Protocol User/Product
Project Archive i
Project Plan
Kick-Off Agenda, Meeting
Assimilation, Analysis, Visual Building,
Needs Information Design Integration,
Analysis Design Validation
Business Objectives User Profiles Screen Design® Graphic Production®
Product Strategy Task Scenarios Icon/LogoWidget Design  Demo Production®
Market Analysis Feature Descriptons. Brand Extension” Prototype Production®
Target Audience ‘Content Organization Palette Development* Front-end Coding*
Feature Definition Site/Application Map* Information Visualization* ~ Quality Assurance
Content Audit Screen Layout (Schematics)* Style Guiides*
Technical Requirements  Template Design® Cross-Platform Validation
Visual Requirements Interaction Model" Audio Design* Engineering Management
Team Roles Animation* Development
Scope Validation Feature Development Guidelines
Findings and Script Development'
Recommendations Content Development*
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Which Metrics Add Business Value?

= Increase
- Appeal
- Sales
- Productivity
- Return on investment (ROI)
- Something else that matters more?

= Decrease
- User errors
- Training costs
- Late design-change costs
- User support costs, e.g., for call centers
- Something else that matters more?
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Let’s Move Forward Together...
Together with Business Leaders!

= What are we like, what do we have to offer?
- Smart, trustworthy, rigorous, experienced, flexible, team-oriented?

= How can we work together?
- Planning, research, analysis, design, evaluation, implementation,
documentation, training?
- Improve existing centers of excellence and corporate methodology?
- Stimulate new approaches, lines of business, strategies, methods?

= What are the benefits of our partnership?

Assist in development?

Add to profitability? How?

Assist in improving centers of excellence?

Assist in developing user profiles, use scenarios, prototypes,
and presentations....from the very beginning, not just at the end?

= What is our story?
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