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The most important role of deliverables iIs to document your
design choices. Deliverables play an important role in the
success of the project, helping you to communicate key
concepts and the project’s direction. They also reduce project
risk by recording decisions made throughout the process.



Different Roles

e UX designers create and use deliverables as part of their design process to
communicate their decisions/plans to the rest of the team.

wireframes, user research reports, personas, user journey maps, usability testing reports

 Developers/Designers use deliverables to understand app's visual/UX design and
functionality requirements and guide their development work.

design specifications, wireframes, prototypes

e Project managers use deliverables to track the progress of a project.

project timelines, budget plans, wireframes, prototypes, usability testing reports

e Clients use deliverables to understand the design decisions and validate the UX.
They help them confirm that the final product will meet their users’ needs.

wireframes, prototypes, and usability testing reports
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List of Common Deliverables

Static wireframes; Interactive prototype; Flowchart or activity diagram; Sitemap;
Usability/analysis report; User journey map; Competitive analysis report; Concept
model/system map; Personas; Paper prototype; Personas ; User journey maps; Site
maps ; Flowcharts; Wireframes and prototypes; Wireflows; Style guides; Usability
reports; Research reports as documents, videos, and presentations

.. etc.



Common UX Deliverables

An analysis of the most commonly used deliverables by UX designers.
Data Source: NNG survey of UX Professionals.
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UX Deliverables
Common Audiences

Developers Internal External
Managers  Clients

( Interactive Prototype )

( Wireframe ) ( Hi-Fi Mockup )
C Flowchart ) ( Home Page )
( Sitemap ) C User Journey Map )
( Style Guide ) C Usability Report )

Interaction Design Foundation
interaction-design.org




User Story map

User-story mapping (Also known as
user-story maps, story maps, and
story mapping) is a lean UX-mapping
method, often practiced by Agile
teams, that uses sticky notes and
sketches to outline the interactions
that the team expects users to go
through to complete their goals in a
digital product.
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Service Blueprint

A service blueprint is a diagram that
displays the entire process of service
delivery, by listing all the activities
that happen at each stage,
performed by the different roles
Involved. The service blueprint is built
by first listing all the actors involved
In the service process on a vertical
axis, and all the steps required to
deliver the service on the horizontal
axis.
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Customer Journey
Map

A diagram that represents the steps
taken by a user to meet a specific
goal. By laying the process out along
a timeline, designers can understand
the changes in the user’s context,
and their motivations, problems and
needs along the way. By identifying
the major stumbling blocks for users,
we better relate to their problems and
begin to see where a product or
service can help the user.
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Moodboard

Moodboards are used to visually
show the feelings or values that the
digital product should create. Mood
boards are collages that are
approachable and easy to
understand — even for people with
little design experience. Typically
they are used to define the product's
primary Ul colors and the visual
design identity
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Personas are fictional characters, which you
create based upon your research in order to
represent the different user types that might use
your service, product, site, or brand in a similar
way.



Personas Help to Prevent

o Self-referential design. This happens when designers design as if they are
making the product only for themselves, when in fact the target audience is quite

unlike them.

e Design for elastic users. An elastic user is a generic user which means different
things to different people. Designing for an “elastic user” happens when product
decisions are made by different stakeholders who may define the ‘user’ according
to their convenience.



Characteristics of a Good Persona

1. Personas aren’t fictional guesses at what a target user thinks. Every aspect of a
persona’s description should be tied back to real data - observed or researched.

2. Personas reflect real user patterns, not different user roles. Personas aren'’t a
reflection of roles within a system.

3. A persona focusesfocuses on the current state (how users interact with a product),
not the future (how users will interact with a product)..

4. A persona is context-specific - it's focused on the behaviors and goals related to
the specific domain of a product.



1. Persona

Defines who the story is

apout. This main character
has attitudes, motivations,
goals, and pain points, efc.

3. Goal

Defines what the persona wants
or needs to fulfil. The goal is the
motivation of why the persona is
taking action. When that goal is
reached, the scenario ends.

2. Scenario

Defines when, where, and how the story of the persona takes place. The scenario
is the narrative that describes how the persona behaves as a sequence of events.



Wno arethe users:
How many users are there?
What do they do with the system?

Methods used
Quantitative data collection

2. Form a hypothesis

g:;;rtrslents prodiced Questions asked
What are the differences among users?
10 Steps to
. Analyze the material
3. Ensure everyone accepts the hypothesis Group the users

Identify and name the groups

Questions asked Documents produced
e rS O n aS Data for Personas: Likes/dislikes, needs, values Draft description of target groups
Data for situations: Area of work, work conditions
Data for Scenarios: Work strategies and goals,
information strategies and goals

Methods used
Qualitative data collection
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Questions asked

XD D MWJ pg Do you know someone like this?

Methods used
People who know the personas read and
comment on persona descriptions

4. Establish a number of personas

Questions asked

Does the initial grouping hold?

Are there other groups to consider?
Are all equally important?

Methods used
Categorization

2 Documents produced
Description of categories

6. Prepare situations for your personas

Questions asked
What are the needs of this persona?
What are the situations?

Methods used
Analyzing data for situations and needs

Documents produced
Catalogue of needs and situations

8. Disseminate knowledge

Questions asked
How can we share the personas with the
organization?

Methods used
Posters, meetings, emails, campaigns of
every sort, events

9. Create scenarios for your personas

Questions asked

In a given situation, with a given goal, what
happens when the persona uses the
technology?

Methods used
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10. Make ongoing adjustments
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What Should be in User Persona

A user persona template you should include the following information:

1. Persona name

2. Photo

3. Demographics (gender, age, location, marital status, family)
4. Goals and needs

5. Frustrations (or “pain points”)

6. Behaviors

7. Bits of personality (e.g. a quote or slogan that captures the personality)



Links

e Personas — A Simple Introduction. https://www.interaction-
design.org/literature/article/personas-why-and-how-you-should-use-them

e User Persona Template. https://docs.google.com/document/edit?
Id=1ipygFwuog3QnwBX-HdWhO03|DT3X-GJ2yImbvVJ9MSys&hl=en

e Putting Personas to Work in UX Design: What They Are and Why They're
Important. https://xd.adobe.com/ideas/process/user-research/putting-personas-to-
work-in-ux-design/

e The Story of Spotify Personas. https://spotify.design/article/the-story-of-spotify-
personas

e UX Personas are useless. Unless created properly. https://uxmag.com/articles/ux-
personas-are-useless-unless-created-properly
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Thank you!



