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FROM Ul TO UX

= Ul is the user interface. This comprises everything a\
user can see and touch, such as menu options,
buttons, text, layouts, navigation elements, sharing
options, etc.

“I invented the term because | thought Human Interface
and usability were too narrow: | wanted to cover all
aspects of the person’s experience with a system,
including industrial design, graphics, the interface, the
physical interaction, and the manual.”

Don Norman
former User Experience Architect Apple, 1993

= UXis why you made that change to affect how the
user feels and behaves. The user experience is an
umbrella term for the user’s overall experience with
the product: what they liked about it, how easily they
accompllshed their goals, moments of de“ght and The Ul is the paint, the canvas, the types of strokes and colors.

\frUStratlon’ etc. The UX is the wonder you feel when you see the girl in the pearl

earring.
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USER EXPERIENCE

f )

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

Definition by Nielsen Norman Group

i “0'{: , \

Mm_

- J

User experience is a team effort Top 20 reasons for failure

According to Forbes, UX can be found in the top 20
reasons why products/startups fails

Everyone impacts the user experience.

* If a developer introduces a bug, it impacts the e 42% No market need
user experience.
) , * 19% Get outcompeted
* |f a product manager doesn’t take into
consideration users needs, features user do

° 0,
not need might be prioritized. 17% Poor product

* 14% Ignore customers
- J & J
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“USER RESEARCH” METHOD

i

-

= The main goal of User Research is to understand user's behavior, needs, and motivations through several

methods such as observation, task analysis, survey tools and experiments in order to build solid design and
product directions.

= |t aims to inform the design process from the perspective of the end user, which prevents us from designing for
one user: ourselves. What we as designers think a user wants is not necessarily the same as what a user actually
wants. Without research, we might make decisions for ourselves instead of for our users.

UX without User Research is not UX \

A great user experience is

: : User Research provides Designs are
an experience which : : :
: the methods to find out assumptions until
meets your users’ needs . :
those needs. validated with end users.

and expectations.

Artik consuing  2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020

5



WHEN SHOULD WE UTILIZE USER RESEARCH?

\

The diagram lists potential UX research methods and activities that can be done as projects move through stages of design. Think
of this as a menu of recommended options. Your process will vary and may include only a few things on this list during each cycle.

When should we utilize User Research?

= User Research should be done at all the stages of the design process,
as user-centered design is an iterative process, there will always be
something to learn.

= Each time a research is done, more information will be discovered
about the users, which will create more profound questions, and thus,
create a successful product.

The most-frequently used methods are shown in bold. (Graphic by Sarah Gibbons.)
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>

UX ACTIVITIES IN THE PRODUCT &

SERVICE DESIGN CYCLE

METHODS

Field studies/user interviews
Diary studies

Stakeholder interviews
Requirements & constraints
Sales & support interviews
Support call monitoring
Competitive testing

METHODS

Competitive analysis
Design review

Persona building

Task analysis

Journey mapping
Human-centered design
Design diversity exploration
Pluralistic walkthrough
Prototype feedback & testing
Write user stories

Card sorting

METHODS

Qualitative usability testing
Training research

User group outreach

Social media monitoring
Forum post analysis
Benchmark testing
Accessibility evaluation
Test instructions & help

METHODS

Surveys

Analytics review
Search-log analysis
Usability bug review
Feedback review

FAQ review
Conference outreach
Q&A at talks and demos

Bold methods are some of the most commonly used.

ACTIVITIES

Find allies

Talk with experts

Follow ethical guidelines
Involve stakeholders
Hunt for data sources
Determine UX metrics

ACTIVITIES

Follow Tog's principles of IXD
Use evidence-based guidelines
Design for universal access
Give users control

Prevent errors

Improve error messages
Provide helpful defaults
Check for inconsistencies
Map features to needs

Make software updating easy
Plan for repair and recycling
Avoid waste

Consider diverse contexts
Look for perverse incentives
Consider social implications

ACTIVITIES

Protect personal information
Keep data safe

Deliver both good and bad news
Track usability over time

Include diverse users

Track usability bugs

Make training information

ACTIVITIES

Pay attention to user sentiment
Reduce the need for training
Communicate future directions
Recruit people for future research

NN/g
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THE ATTITUDINAL VS. BEHAVIORAL DIMENSION

i

Art|k Consulting

This distinction can be summed up by contrasting "what people say" versus "what people do" .

The attitudinal method allows you to have a conversation with your users as you're observing what they are

doing to better understand their behavior and dig deep into usability issues and attitudes. This includes
methods like

* Surveys
* Focus groups
* Interviews

On the other end of this dimension, methods that focus mostly on behavior seek to understand "what

people do" with the product or service in question. This includes methods like
e Card sorting

e Eye-tracking studies
* Quantitative usability testing

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020
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THE QUALITATIVE VS. QUANTITATIVE DIMENSION

m :

= Qualitative studies in nature @;] Why.
generate descriptive data about
behaviors or attitudes based on ™ Interviews, usability

studies, focus groups...

observing them directly.

OO Minimum 5 users.
“

o
\
= Quantitative studies generate data @;]
) ] ] How many.
about the behavior or attitudes in
question which are gathered indirectly, . .

N Email surveys, intercept
through a measurement or an surveys, analytics...
instrument such as a survey or an
analytic tool., Q  Minimum 80 users.

‘e
o

20/11/2020 8
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DIMENSIONS GRAPH

i

Behavioral What people do
A
S
3 Why & How many
g how to fix & how much
©
)
What people say
Attitudinal
Qualitative Approach Quantitative
(Direct) (Indirect)
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MOST POPULAR QUALITATIVE METHODS

i

1. Interviews: usually performed in the ‘empathize phase’. A researcher meets with participants one-on-one to
discuss in depth what the participant thinks about the topic in question.

2. Desirability Studies: participants are offered different visual-design alternatives and are expected to
associate each alternative with a set of attributes selected from a closed list.

3. Focus Groups: groups of 3—12 participants are led through a discussion about a set of topics, giving verbal
and written feedback through discussion and exercises.

4. Concept Testing: a researcher shares an approximation of a product or service that captures the key
essence of a new concept or product in order to determine if it meets the needs of the target audience.

5. Guerilla testing: a modern method that is typically done out in the community. Participants are found at
coffee shops or subway stations and asked to complete basic tasks with a website or service.
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MOST POPULAR QUANTITATIVE METHODS

1. Card Sorting: Card Sorting helps to create or refine the information architecture of a site. By asking users to organize items
into groups and assign categories to each group, you are exposing their mental models and ensure the site structure
matches the way they think.

2. Surveys: a quick and easy method to understand the demographic, attitude and behavior of your users. It is better to ask
closed, neutral questions as they tend to have higher response rates and are easier to analyze (Email or Intercept Survey).

3. Eye-tracking study: this is a method to measure the gaze of the eye to reveal what the participants look at as they
perform tasks or interact naturally with websites, applications, physical products, or environments.

4. A/B Testing: a method of scientifically testing different designs on a site by randomly assigning groups of users to interact
with each of the different designs and measuring the effect of these assignments on user behavior.

5. Usability Benchmarking: tightly scripted usability studies are performed with several participants, using precise and
predetermined measures of performance.

6. ClickStream Analysis: analyzing the record of screens or pages that users clicks on and sees, as they use a site or software
product; it requires the site to be instrumented properly or the application to have telemetry data collection enabled.

Artik consulting ~ 2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020
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USER RESEARCH METHODS LANDSCAPE

A LANDSCAPE OF USER RESEARCH METHODS

BEHAVIORAL @ /M Eyetracking @ Clickstream Analysis
@ A/B Testing

[ Usability Benchmarking (in lab)

M Usability Lab Studies @ Moderated Remote Usability Studies

T ¥ Unmoderated Remote Panel Studies [l Unmoderated UX Studies
@ Ethnographic Field Studies @ True Intent Studies

|

& <« Concept Testing —>
@ Diary/Camera Studies

‘ Participatory Design @ Customer Feedback

/\ Focus Groups o — Desirability Studies —> @ Intercept Surveys
ATTITUDINAL A\ Interviews /\ «<— Card Sorting ——> /\ Email Surveys

QUALITATIVE (DIRECT) QUANTITATIVE (INDIRECT)

KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION
@ Natural use of product /\ De-contextualized / not using product
I Scripted (often lab-based) use of product 4 Combination / hybrid

© 2014
Christian Rohrer
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PRODUCT DEVELOPMENT PHASES

It is important to consider the phase of product development and its associated objectives when making a
choice among research methodologies. The main product development phases are:

Goal Inspire, explore and choose new Inform and optimize designs in orderto  Measure product performance
directions and opportunities. reduce risk and improve usability. against itself or its competition.
* Who are the users? * Does the new concept meet users' * Can people use the
* Whatis the user's journey? needs? product?
* How do they currently solve a *  What features and functions do * How do they accomplish
problem? users find useful? tasks against usability
* What do users want and need? * Can first-time users easily metrics?
understand the product? *  Which design generates

better results?

Approach Qualitative and Quantitative Qualitative Quantitative
Typical methods Field studies, diary studies, surveys, Card sorting, field studies, participatory  Usability benchmarking, online
data mining, or analytics design, paper prototype, and usability assessments, surveys, A/B
studies, desirability studies, customer testing
emails

Artik Consulting
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MOST FREQUENT METHODS

Art|k Consulting

Requirements gathering
Field study / user interview
Diary study

Task analysis

Journey mapping

Design review

Write user stories
Clickable-prototype testing
Persona building
Paper-prototype testing
Competitive analysis

Card sorting

In-person usability study
Accessibility evaluation
Remote usability study
Test instructions, help
Analytics review

Survey

Search-log analysis

Most-Frequent UX Research Methods

22%

Source: NN/g UX Careers Survey

89%
74%
92%

83%
82%

80%

80%

7%
68%
61%
48%
84%
62%
58%
51%
82%
76%
47%

—— Discover

—— Explore

= Test

Listen

NNGROUP.COM NN/g

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0

20/11/2020

14



UX DESIGN — Al MODEL

L PERSONA DATA BEHAVIOR DATA

EXPERIENCE

GENDER

I 1

LOCATION
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UX DESIGN — Al MODEL

i

UX DESIGN - CURRENT MODEL

&
‘— TEST / MEASURE <7

PERSONA DATA BEHAVIOR DATA
s o

: . e
(=]

22
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Some issues:

» Slow

« Hard to scale

« Requires a lot of people
« Not entirely accurate

« Aggregate...not really
“personalized”
Incremental success
Big ideas?

20/11/2020
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UX DESIGN — Al MODEL

EXPERIENCE
PERSONA DATA BEHAVIOR DATA :
A E
— - SUCCESS CRITERIA
— : YES OR NO?
B Al

5 §
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UX DESIGN — Al MODEL

Art|k Consulting

UX DESIGN - Al MODEL

TEST / MEASURE
PERSONA DATA

Q BEHAVIOR DATA

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0
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PERPETUAL PERSONALIZATION
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USER FEEDBACK IN USER RESEARCH

i

4 examples of quick win methods for getting user feedback in-app: \
= Feedback through complaints and bug reports
= Feedback through simple questions

= Content and language analysis through search logs

" Tracking user interactions with Google Analytics

o

Artik consulting ~ 2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020 20



USER FEEDBACK IN USER RESEARCH
> FEEDBACK THROUGH COMPLAINTS AND BUG REPORTS

Need help? (=] = \37\?\05

£ Report an issue X

¥ Report a problem wr

Report an issue with Canva

«( Suggest an improvement
You can help us improve Canva by

reporting any issues you are
encountering. Use screenshots to give us
a better picture of what you see. Please
provide as much detail as possible.

Provide feedback

@ Ask aquestion

Cancel

@ Request afeature it
©

Canva’s in-app feedback prompt. Instabug in-app feedback menu.

Artik consulting ~ 2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020 21



USER FEEDBACK IN USER RESEARCH
> FEEDBACK THROUGH SIMPLE QUESTIONS

Hi all ) Share. Share files and info with people you know or send info to anather app, without leaving the app

P
LU

you're in. You can email photos to your mom, update your Facebook status, or send a link to your note-
taking app. For more info, see Share photos and Web pages.

Please find attached. h Su I'VGYMOI'I key*

Start. Go to the Start screen. Or if you're already on Start, this charm takes you to the last app you were in.

Your feedback is important to us

Sarah Cantu (she/her) Devices. Use all of the devices that are connected to your Surface, both wired and wireless. You can print

1 [© [

. " fi t 5
956.624.5678 - sarah@gualarco.com Thank you! We read every response. Privacy notice O B0 A Ok StrRAMm movies 20 YONETV,
Content Marketing Manager - Qualaroo
. . . ) Settings. Change settings for apps and your Surface. You'll find settings, help, and info for the app you're
Click Here for Our Guide 1o ¢ Ouerall, how easy or difficult did you find your in, plus common PC settings—network connection, volume, brightness, notifications, power and keyboard.

GRAMMARLY TONE DETECTOR BETA . L
experience designing surveys?

For more info, see Customize Surface and app settings.

Here’s how your text sounds 1 2 3 4
Did we get it right? <= very difficult very easy ==
Please help us improve. Was this page helpful?
=
2t Neutral ~  =sses i o

Grammarly’s Tone Detector stating SurveyMonkey Microsoft documentation user feedback
that the email has a neutral tone: feedback survey: gathering:
Thumb up or thumb down? Rating from 1 to 4. Helpful Yes or No?

Artik consulting ~ 2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020
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USER FEEDBACK IN USER RESEARCH
.- > CONTENT AND LANGUAGE ANALYSIS THROUGH SEARCH LOGS

| [o]¢] search queries Klingons Delvian
BDEES Time Lords

On alien§4eva.cor!1: a site The Doctor Jedi

about alien races in .

Science Fiction. Vulcans Wookie
A.l Bajoran
Borg Robots
Cardassian Kardashian

Ferengi Peacekeepers

Hirogen Weeping Angels
Romulan Ood
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USER FEEDBACK IN USER RESEARCH I
> TRACKING USER INTERACTIONS WITH GOOGLE ANALYTICS o

How many people visit : " '
){ peop New or returning visitors? Which country are they
the website per day? from?

Map Overlay  Explorer

Summary  Sits Usage Goal Set 1 Ecommata

Sessone
’\' 0ROV
1 T 557
Primisy Oimmosicr: Country {Torrtary Gy Conbrwrd S Goninme Reginn

— 199013 73869  00:01:24 27,804  54.23%

Behavice Flow

W L | wm How many visitors bounced off the website

All Pages
[T 3192 mw 4 5 43
Ceetent Driidown 5382 () nR 00,00 4 350 65.43%

Ladeg P el WL - cof oe (without performing any action)?

Exit Pages 4 Jdlsurtae-senet/bum-set » N D14%) . 00.01:35 646 70 25%

What are the top pages? How many pages did they visit per session?

20/11/2020
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COMMON PROBLEMS WHEN SEARCHING DATA
> AND A BEGINNING OF SOLUTIONS

How to measure if each user finds data she/he is

. When a visitor finds a page in the search results, opens it,
looking for? Pag .

and leaves without interacting with the website any

* Measure Search Engine Results Page Bounce Time further, we say that they “bounced”. This can happen
because they don’t like something about the website or
it doesn’t have what they’re looking for.

= How data from the organization are visible in
Google (for a given topic)?

Google has officially said that adding meta-tags is a best
= How to improve data visibility/ practice for Googlebot indexing.
* Improve Google indexation

* Track content and structured data Using structured data on pages helps Google understand
how relevant is the page for a user’s query.

= What are the most-used features in data

visualization products? The key is to measure interactive time — the time when
the user is actively interacting with the page, with
® TraCk content engagement keyboard and mouse.
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A RICH SEARCH ENGINE RESULTS PAGE
> “CoVID” SEARCH EXAMPLE

X Q

QA @rew: Bmages ©wviosos O Shopping | Ners

Seftings  Teols

Abecr 6460 000 000 rasults (C B0 sac0nas)

Coronavirus
discase

Top stories Craroem

Stat=stics
Haakthk o

Coping

< Share

Statistics graph

Statistics numbers
From Wikipedia

From Wikipedia

Top results

Ceses repormes yeserday - Upaatad less 1han 20 ming 530
Source Yedmadl  Sbowsthis dalz

20/11/2020 27
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A RICH SEARCH ENGINE RESULTS PAGE
> “OECD” SEARCH EXAMPLE

oecd founded X | Q& oecd.org X Q

Q Al @ News [(Images [ Videos [ Books i More Settings  Tools

Q Tous [ Actualités [E] Images [ Vidéos  [f] Livres i Plus Paramétres  Outils
About 12,600,000 resuits (0.63 saconds)

Environ 62 200 000 résultats (0,35 secondes)

Organisation for Economic Co-operation and Development / Founded

www.oecd.org ~ Traduire cette page

OECD.org - OECD
September 30, 1961 @» OECD OECD.org - Data - Publications; More sites. OECD Better Life Index - OECD iLibrary - OECD

Observer - OECD Insights blog - OECD Development Centre - FATF ...

Resultats de cecd.org Q
The Organisation for Economic Co-operation and Development (OECD) was officially born on 30
September 1961, when the Convention entered into force. Other countries joined in, starting with " .
i 5681 I'OCDE Education
T m—— Carriéres - A propos - Données - Data and research on education
Pays membres de 'OCDE - ... including skills, literacy ...

History - OECD

Direct Answer Results Sitelink search box

hd Tied together with the internal
Tout afficher search engine of the site
The Organisation for Economic Co-operation and Development (OECD; French:
Im age Pa Ck Organisation de Coopération et de Développement Economiques, OCDE) is an

intergovernmental economic organisation with 37 member countries, founded in 1961
to stimulate economic progress and world trade.

en.wikipedia.org » wiki » OECD

OECD - Wikipedia

@ A propos des extraits optimisés @ Commentaires

20/11/2020
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TAG MANAGEMENT

.- > THE KEY TO GET FEEDBACK LOOP AND RICH SEARCH ENGINE RESULTS PAGE

Tags are snippets of code which are added to a site

* To collect information, in order for the owner to analyze it.

* To give insights about what is the content of the page, in
order for search engines to display rich results page.

Tags can be used for all sorts of purposes:
e Scroll tracking

e Monitoring clicks on links, file downloads, items being
added or removed from a bookmarks list

* Tracking how people arrive at the site
* Describing the content and the relation between objects...
Sites commonly use several different tags.

These tags, or tracking codes, must be placed on every page of
the website, directly in the source code.

Thus, creating and maintaining them is can be overwhelming,
and must be done by developers.

Since it takes time for developers to implement it manually, tags
are often static. They are rarely updated to meet the analytics
team needs.

<script type="application/ld+json">
{
"@context": "https://schema.org/",
"@type": "Recipe”,

"name": "{{recipe_name}}",
"image": [ "{{recipe_image}}" ],
“author": {
"@type": "Person”,
"name” : "{{recipe_author}}"
}
}
=/script=

Example of a tag for a
Recipe page

Art|k Consulting
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TAG MANAGEMENT WITH GOOGLE TAG MANAGER 0
> TAG MANAGEMENT BY NON-DEVELOPERS Google Tag Manager

=  Google Tag Manager is a tool with a user-friendly, web-based interface that simplifies the process of N
working with tags.
= GTM allows to add, edit, and disable tags without having to go in the source code.

A, Omnicoda m g
4 www.omnicoda.com ¥ I Q

ACCOUNTS CONTAINER VERSIONS ADMIN

New Tag

r.|1 Last Published

eeeeee Version 14

Published 10 days ago
by daniel@omniceda.com

uuuuu

Container Version

Container Version

0 A market standard O{f% Create and deploy tracking and k Allows to focus on analysis
O g0

Google Tag Manager measurement scripts with ease rather than implementation

\_
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PERSONAS CREATION FOR UX RESEARCH

i

= Why do we need personas? A

= Have a better understanding of users expectations
= Meet the needs, motivations and desires of users

Say Do

= What are personas?

= Primary users fictional representations

= Exhibit similar attitudes, behaviors, goals in relation to
the product

(ay Y 33
g & |

o e>

o
i
‘)\'\

= Human-like snapshots IV"
= What do we do with personas? Think Feel
= Create an empathy map
= Use it for design and feature decisions
= Settle disputes with personas in mind Empathy map

Art|k Consulting
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PERSONAS TYPES

i

Marketing vs UX Personas

Bfatke inglhetsouss

Help product teams empathize with a group of Market rese.arch from existing customers:
real people: * Segmenting
e Goals * Targeting

e Aspirations

* Motivations :- . ‘5 QQ xg!
22022242

28202044

822204

m = 790170610

‘ lxl

shutlerstock.c

Art|k Consulting
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HOW TO CREATE ACCURATE UX PERSONAS

i

Art|k Consulting

8 Limit persona number

8 1 or 2 personas should represent a larger group

8 A persona should be a combination or
an aggregation of a cluster members

8 Focusing on 1 or 2 personas allow to develop
empathy for them and to memorize better
their behaviors and expectations

8 Methodologist says with more than 5 personas, the
capacity to keep them all at the front of the mind
while making decisions is too difficult

C PERSONAS
o

§ o

M

tehd

~

Do a research to make personas

8 Research allows
to understand common behaviors and
needs among users

8 For each persona, 5 users should be interviewed in
order to:

o ldentify overlaps between users personalities,
characteristics or traits

o ldentify patterns

o Understand personalities and what motivates
the users

8 Moderated research sessions is a way to have a
guided discussion with users and also ability to
sidetrack and get some relevant details

8 This kind of research with real users needs a budget
or can also be started with internal stakeholders

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0
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CONDUCTING THE RESEARCH

L 8 Ask questions about the participant’s personal A )
. : : ) ° :
life (place of residence, spare time, favorite E Where do you live?
brands or Internet services...)

£) ‘E_a, What social medias you
8 Ask technical background (softwares and tools, ,

. use the most?
devices...) @?’ o
8 Ask professional questions (typical weekday, 1 '
goals, how do they plan on achieving those -0 e of What do you do in your
goals?) \J free time?
-

@ How many hours you work?

Artik consuing  2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0 20/11/2020 35



PERSONA COMPONENTS

e~ B

m BEHAVIORS PERSONALITY
Judging Perceiving
- Uses Instagram & Twitter
‘ i . - Spend all day in office
Analytical Creative
MOTTO GOALS .
"You don't have to - Enhance productivity Extrovert Introvert
see the whole - Develop more skills .
staircase, just take
the first step” MOTIVATIONS
BIO PAIN POINTS EXN 2
- Freelancer... - Hard time managing client
N
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PERSONAS
> By OECD (1/2)

= QOECD approach was to define personas by who they are.

- | -

Policy Advisor

Preparing for a conference

* Get further knowledge on a
specific issue and latest thinking
and research

* Looking for headline points but
also supporting data and charts

* Easy

* Straightforward navigation/search
to appropriate recent data and
charts with structured search
results

* Quick comparison between
countries

* Get also interim data

* Data download

Business Analyst

Client business advice

Get knowledge on specific situation,
trends and forecasts, with
comparison to other countries

* Easy

* Straightforward navigation/search
to appropriate data

* Download for off-line processing

* Check of appropriate
methodology

* Browse for related information

= Different personas have been defined for the OECD Data Portal.

Researcher / Statistician

Data crunching for a report

Compare specific countries' figures
over time

Easy

Straightforward navigation/search
to appropriate data

Download with clean data
formats needed for working with
professional software
Bookmarking a link to a data view

University Librarian

Assisting advanced data query

Compare specific data across
different countries over time

Easy

Straightforward navigation/search
to appropriate data

Clear and comprehensive
documentation,

Long time series

Knowing when any new data
comes out

Ease data download in simple
format

Art|k Consulting
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PERSONAS
> By OECD (2/2)

= Those personas are business targeted. An « ordinary citizen » persona seems to be missing.

= QOther organizations might have already define personas.

Journalist

Creating a topical graphic

Get informed about news and
releases, and related data

* Easy
* Straightforward navigation/search
to appropriate data, news and

related things (reports/charts)
Quick data enquiries for further
exploration

NGO / Citizen with cause

Financial trends report

Get trend reports on specific topic

Easy

Straightforward navigation/search
to appropriate data

Search results with well-identified
content types

Reports for context

Locating further data

Easy data download

Notifications for data updates

Undergraduate Student

Digging into the data

Knowledge in trends in specific topic
and for significant breakdown data

* Easy

* Straightforward navigation/search
to appropriate data

* Assurance having found the right
data

* Clearly explained default settings

* Easy understanding of all
available filters

* C(Clear levels of
granularity/breakdowns

General public

Fact-checking

Check about statistics heard in
the News

Build her own opinion with
objective data

Easy

Straightforward navigation/search
to appropriate data

Minimum effort to get to the data
Relevant filters already applied
Visual response with relevant
chart

Suggestion for related data

Art|k Consulting

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0

20/11/2020

38



PERSONAS
> BY BANK OF ENGLAND

= Those personas are targeted on what they do.

Guardian

Helping to protect data, its use and

Prospect

Using d

or
dge to review

users within the Bank eanse and a alyse data sets.

.
Navigator Explorer 7)
setting the way forward for how Drawing new Insights and |deas from . .
the Bank uses and manages data data using innovative methods i i)

Constructor

Constructing solutions to help people to

e
make the most of the data they have ﬁ[—v—h

- .
Facilitator
Facllitating data users with centrallsed
data andfor technical services

Captain
Leading the way for the Bank using
data and analysis from others

Influencer

Reviewing data analysis to feed Inta
declsions and recommendations

Interpreter

nterpreting various data and analysis to
translate Into clear recommendations

= They focus on what skills do they have, what tools do they use (“dataset knowledge” and “data tool usage”).

Characteristics

and Ideas from data using innovative methods

Drawing new insights

#s an Explorer | seek new stories or findings with data sets, scurcing these internally and
extemally to the Bank. | look to draw insights and ideas through r

rch and analysis of new
and existing data sets. | have, or build, good knowledge of the data sets | look at and | am able
to source the data myself. | am compatent in using anatytical tools and scriping and may

build madels to test my hypothess. Sometimes | will use innovative metheds and techniques
to intarroga

te dzta, aiming to answer new pelicy, strategic or operational questicns. At other

ling that hasn't been spotte

times | will simply explore data to see f there is amyt

9 1, -
1 spend my time... Data set knowledge Data tool usage
.m’ “mun oy Eotted by (T Tt A I Wiy ¢
vt S owe rin b A <4 90 I 2 wvar A buge neteter ot oty I
by W s G o vy deivied i
“mm " mdarm ettt v et e data "
+ Maing Wik o Lo oo complee
2ala et o digaae Bl oos.
+ Egerimenting wih deta ond >
oatrg i e s
-nu:lm,_mu AT I AN Etrg 1
ww of 8 et 2ats vy skt Corvoms sogm Ercnom wEs patage, Toos oy
.mm.‘ D 40h ondhaw 1o rime Do 4 a3 sper Fowd v haclos o8 Ml ek uvdatile
edelng LTty ot vd Ml se v bl v a sy v e s i o ravsldion o vank
+ BRaNng Mvaved iaalsons Ny A0 ad A wiabed 3 avanigs e wrn s e bk St e TR e
wher ber vianerw
+ Werking w i others, ieferaly and Explorer
g8 pesl dermaacieg of A it Wt
AU, 30 TOMITIRG TesIN0Y % ey
Topéss 1wk T I A e (A PN TTROANY YW 23 VR JATORM A

low  sdovieuty e te dee fuakl be aw  wdwbiles orw pec b, by sursis weh s
st W ek ey e e A Rk 30 1 o g e Rtk
pivealiydes
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OUTLOOK

“User Research” method

Introduction to UX, Ul and User Research

Getting user feedback

Accessing data through search engine

Defining personas
I User Research Maturity

Initiatives for common projects

Conclusion
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USER RESEARCH MATURITY STAGES

Developer-Centered
User Experience

=  The design team tries to
rely on its own
intuition about what
constitutes good usability.

=  Thereis no or very few
User Research.

User Research
attempts

Some User Research has
been done in the past or is
being done involving a few
number of projects.

The UX staff may be
scattered around the
organization and doesn't
have any systematic
processes.

On-going User
Research at the
organization level

User Research activities
are being done as an on-
going process and involves
several projects.

There may be an official
UX group in the
organization, who has the
charter to "own" UX and
usability.

The organization have a
process in place

for tracking user
experience quality
throughout design projects
and across releases.

User-Driven
organization

The organization may track
quality through
quantitative usability
metrics.

Each development lifecycle
step is infused with user
data, including the project
definition itself and the
requirements phase.

Each project has defined
usability goals that these
measurements must
surpass for the design to
be greenlighted for
release.

Artik consutting 2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0
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USER RESEARCH MATURITY SELF-ASSESSMENT

m \

= We would like you to answer a short survey. '
@ I
f ——
o) —
= The aim is to have a first idea of the maturity of O
organizations in regard to User Research. .
Assess the maturity

of your organization
in 7 questions

Maturity self-assessment https://www.surveymonkey.com/r/user-research-maturity
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OUTLOOK

“User Research” method

Introduction to UX, Ul and User Research

Getting user feedback

Accessing data through search engine

Defining personas
User Research Maturity

I Initiatives for common projects

Conclusion
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RESEARCHOPS

.- > A FRAMEWORK TO SET USER RESEARCH IN MOTION

ResearchOps is the people,
mechanisms, and strategies
that set User Research in
motion.

It provides the roles, tools,
and processes needed to
support researchers in
delivering and scaling the
impact of the craft across an
organization.

Participants

Recruiting, screening,
and managing

Advocacy

Defining, sharing,
and socializing value

The ResearchOps Community

-

55

Competency

Enabling, educating,
and onboarding

Governance

Consent, privacy, and

|’-“ information storage

W

ResearchOps

The orchestration and optimization
of people, processes, and craft in
order to amplify the value and
impact of research at scale

Knowledge

NN/g

Tools

Effective toolsets,
platforms, and spaces

Collecting and sharing
research insights

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0
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Initiative 1

Shared, open ‘stats personas’ knowledge base >

Art|k Consulting

Build a shared knowledge base on
personas of statistical organizations.

Share knowledge in a systematic way.

Shared methods & artefacts in
gathering qualitative information.

Inputs

Personas defined for the OECD Data
portal and Bank of England.

Aggregation of personas that have
already been created from all
participating organizations.

Stats organizations can develop data
products based on solid evidence and
User Research.

Stats organizations can accelerate the
pace of acquiring cutting edge UX/UI
skills by mutualizing efforts.

How

Identify existing research method
about personas in organizations; spot
what is highly reusable and therefore
can be shared.

Define the process to continually
improve personas, share information,
and fluid ways for practitioners to join
and connect.

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0

Outputs

The reference ‘stats personas’
knowledge base.

The reference network of UX/UI
practitioners in stats organizations.

Ongoing capacity building activities.

Main steps

= Defining the network and a platform
to share content.

=  Ongoing support of the community,
capacity for building the platform and
maintenance.

20/11/2020
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Joint engagement with and research on a specific segment
(e.g. data journalists)

Initiative 2

Outputs

Stats organizations can develop first The reference sample of data
hand knowledge and evidence on the journalists.

target sample. Reports based on data gathered and

Increase engagement with a specific
segment on a regular basis,

for example, data journalists.
Stats organizations can engage and joint analysis of it.

consult on a need basis with the Specific events or consultations with
target sample. the sample population.

Get a deep understanding of their
needs & their ways of working.

Engage with them to assess data
products and value propositions.

Inputs How Main steps
=  Existing information on services = Define the target sample and engage = |dentification of interested
provided to data journalists from (eg ‘recruit’ them). organizations; procurement.
across all stats.organlza.tlo_ns: = Define the methodology and process = |nception and execution of the
personas, service description, to survey or consult the sample. project.

feedback... and contact details.

= On aneed basis, design and carry out =  Conclusion and communication.
additional research (for ex, on a
specific idea for a data service).

20/11/2020
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Art|k Consulting

Understand the
determinants/roadblocks of official
stats visibility in search engines
(Google mainly, but also: AWS Alexa,
etc.)

Establish ways to continually improve
it on an ongoing basis.

Inputs

Existing SEO strategies in
organizations.

Ways of measuring visibility and
existing reports.

SDMX metadata and semantics.

Initiative 3

A toolkit for SEO & official statistics >

Improved visibility of official statistics
in Google and other search engines.

Stats organizations can accelerate the
pace of acquiring cutting edge SEO
skills by mutualizing efforts.

Create capacity to influence?

How

Research on what could be done in
order to improve visibility in the
search engines and ways to measure
it.

Leverage value added statistical
metadata (eg SDMX semantics) in
order to search engine optimize (SEO)
official statistics.

2020-11-20 - SIS-CC - OECD - Joint User Research to drive value and innovation v2.0

Outputs

The reference toolkit for ‘SEO &
official statistics’ including tools to
measure visibility.

The reference network of SEO
practitioners in stats organizations;

Ongoing capacity building activities.

Main steps

= |dentification of quick-wins method
to improve statistics visibility in
search engine.

= |dentification of tools.

=  Building common rules and model
with the tools.
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EARLY IDENTIFICATION OF PRIORITY AREAS OF WORK

= Let us know if your organization would be interested in joining the initiatives:

Shared, open ‘stats personas’ knowledge base

e . Joint engagement with and research on a specific
Initiative 2 . .
segment (e.g. data journalists) Q

Initiative 3 A toolkit for SEO & official statistics >

= QOthers initiatives that could be of interest, such as: @
Initiative 4 Search engine optimized for official statistics >
Do you have other
Initiative 5 Developing data stories around official statistics > ideas in mind?
Initiatives vote https://www.surveymonkey.com/r/user-research-initiatives
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OUTLOOK

“User Research” method

Introduction to UX, Ul and User Research

Getting user feedback

Accessing data through search engine

Defining personas
User Research Maturity

Initiatives for common projects

I Conclusion
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SELF-ASSESSMENT RESULTS OVERVIEW

User Research
attempts

Developer-Centered
User Experience
Some User Research has
been done in the past or is

being done involving a few
projects.

=  The UX staff may be
scattered around the
organization and there is
no systematic processes.

=  The design team try to rely
on its own intuition about
what constitutes good
usability.

=  There is none or very little
User Research done.

Art|k Consulting
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On-going User
Research at the
organization level

= User Research activities
are being done as an
ongoing process and
involves several projects.

=  There is an official UX
group in the organization,
who has the charter to
"own" UX and usability.

=  The organization has a
process in place
for tracking user
experience quality
throughout design projects
and across releases.

User-Driven
organization

The organization tracks
quality through
quantitative usability
metrics.

Each development lifecycle
step is infused with user
data, including the project
definition itself and the
requirements phase.

Each project has defined
usability goals that these
measurements must
surpass for the design to
be greenlighted for
release.

20/11/2020
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MATURITY SELF-ASSESSMENT RESULTS OVERVIEW

Maturity self-assessment — Dashboard https://www.surveymonkey.com/stories/SM-2GWWXPTY
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INTEREST IN INITIATIVES RESULTS OVERVIEW

Interest in initiatives — Dashboard https://www.surveymonkey.com/stories/SM-835Z8VFY/
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