Introduction

Through a number of research techniques (usability testing, online surveys,
interviews, analytics), you have acquired a large amount of raw data - both
quantitative and qualitative. The goal of the research has been to identify the
problems our software should be solving for users.

In this module, you’ll understand the need to analyse the research data that you
gather. It’s only through analysing this data that you can clearly articulate the
problems that you’re attempting to solve for the end-user of your digital product.

You’ll look at a number of frameworks and techniques that will help us make sense of
our research data and articulate the problems to be solved.

One of these is triangulation, which is using multiple data sources as a way to provide
a more accurate understanding of the problem to be solved. The module will also
bring you through how to prepare and facilitate an affinity diagram session and
understand the benefits of the outputs.

You’ll also know how to prepare a customer journey map and understand its
importance in capturing user goals. You'll be introduced to the idea of design
personas, you’ll understand the benefits of using them and you’ll learn how to prepare
the.You’ll also be able to prepare a customer value curve and know the key benefits of
using it in your design process.

There are two projects to complete during this module:
o Affinity diagram
o Customer journey map



Topics covered include:

e Triangulation

o Affinity diagrams

o Customer journey map
o Personas

o Customer value curve

o Empathy maps

Recommended reading
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Additional resources

o Blur Ocean Strategy

o Affinity Diagrams:Tips and Tricks

o Perfecting Your Personas
o About Face:The Essentials of Interaction Design - Alan Cooper




Triangulation
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Customer journgy map '
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Customer value curve .
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