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UX /T

IT DEPARTMENT (TRANSFORMATION PERIOD)

INNOVATION

BUSINESS
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DEVELOPMENT SUPPORT COMMUNICATION
Agile - Tools Misunderstandings - Ditficult contact with end customer
RESOURCES BUREACRACY
Tools - Online trainings - Services Limits - Slow process
LEARNING IT PROCESS

Diversity - Culture - Networking UX is not a priority



There iIs not budget for research!
| want a fashion design!



“Design culture in-house Is key for
a good research”



“Great design is a symptom.
It's a symptom of a culture
that values user centred design.”

DAVID TRAVIS (MEDIUM)



How can culture be changed?



MAKING DESIGN RELEVANT IN A MASSIVE
GLOBAL ORGANIZATION

EXPERIENCE
w FIGHTERS 2017

The main meeting place of
user experience and

Innovation

Come see for yourself the Experience
Fighters 2017!

TICKETS SOLD OUT

n |2

UX & INNOVATION MEETING
http://experiencefighters.com/en/ https://www.bbva.com/en/design-relevant-large-organization/

Speakers




“Our emphasis is on progressing to become an
organization in which design is integrated at every
area, and where all the employees put the
customer first, collaborate with each other and face
challenges In a creative way”

ROB BROWN
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FIND SUPPORT



BUILD A BALANCED TEAM
CHOOSE GOOD COLLABORATORS
EVANGELIZE THE IT LEADERS
FIND AMENTOR OR A UX COACH




ARE YOU ALONE?

FOLLOW YOUR GOALS AND LOOK FOR A COMMUNITY




“Collaboration becomes
the driving force”



Be collaborative

v
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Find Give Involve Participate Share
collaborators support people into In events knowledge
UX process



UX + UX

GROUP VISION
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EXAMPLE

DEVELOPMENT SUMMIT #3 AND 1° GLOBAL UX MEETUP

1.DISCOVER 2. DEFINE 3.DEVELOP 4.DELIVER

Ask, observe, note Find patterns, cluster Find solutions, Prototype, test
down problems quick wins and prototype again




BE COMMUNICATIVE AND EMPATHETIC

SHARE AND BE GOOD IN COMMUNICATIONS TO EVANGELIZE UX IN-HOUSE

A7




WORKPLACE

COLLABORATORS
PROJECT
TEAM

Empathy



Communication
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Present Convince Get Transmit Share your
ideas people information your passion work



BUILD A BALANCED TEAM

KNOW HOW AND WITH WHO YOU ARE WORKING TO AVOID CONFLICTS
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A simple and memorable four colour model to help people understand their style, their strengths and the value they bring
to the team: www.insights.com/



BUILD A BALANCED TEAM

KNOW HOW AND WITH WHO YOU ARE WORKING TO AVOID CONFLICTS

cautious 1 competitive

precise | demanding
deliberate | determined
questioning | strong-willed
formal

encouraging

sharing
patient
relaxed

A simple and memorable four colour model to help people understand their style, their strengths and the value they bring
to the team: www.insights.com/



TOOLS

COLLABORATIVE WORK

Al

Adobe

“,  #sun-yellow

‘ #maroon

Title
Header
Subheader
Body
Subtitle
Description

Text Style

All Projects

Ny

‘éj 1 \.,,_
\ / <

Dashboard

‘ #peach
O #dusty-orange

O #butterscotch
O #sick-green

Roboto-Bold, 48px, @ #peach
Roboto-Bold, 32px, @ #maroon
Roboto-Medium, 30px, @ #maroon
Roboto-Regular, 26px, @ #maroon
Roboto-Regular, 22px, @ #dusty-lavender
Roboto-Light, 16px, @ #dusty-lavender

Roboto-Regular, 9px, @ #maroon

O #dusty-lavender

Guideline

/* Color palette x/

troot {
——sun-yellow: #fecf33;
——butterscotch: #fdbd39;
--peach: #eeb6723;
—dusty-lavender: #bcb5b9;
-—maroon: #574751;
--s5ick—-green: #c8cfad;
-—dusty-orange: #f69833;

}

< Candidates Katherine Mills

.subheader {
font-family:
font-size: 30px;
line-height: 0.6;
letter—spacing: -0.3px;
color: #574751;
color: (--maroon);

}

86%

OVERALL FIT

.body {
font-family:
font-size: 26px;
color: #574751;

color: (——maroon); A
} i Demonstrates strong drive and focus to perform to

the highest standards and achieve business goals.
Proactive in continuously improving performance
and overcoming barriers 1o success

W Drive for results 4/5

.header {
font-family:
font-size: 32px;
color: #574751;
color: (--maroon);

}

Interview

Can you describe a time when you were faced with
a very challenging goal or objective?

deacrrintinn {

- Whniovane thin nartimnidarhs difficilt +a Aankhin e

-

userzoom LOQO"

<
iconFavourite
301px 24px
e & 59px 56px
icon-favourite
4+ Notes @



RESOURCES

» The best freelancers are nearby: https://www.malt.com
» Recruit top startup talent: https://angel.co/recruiting

» Personality of profiles: https://www.colorcode.com, www.insights.com/
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USER RESEARCH



UX = USERS
EVALUATE
ITERATIONS

INVOLVE PEOPLE TO EVANGELIZE




UX=USERS
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To involve users
throughout a UX design
process

=)

1o observe and study users
behavior in order to design
based on human factors
principles and design best
practices

O
OJ

To test the design with them
in an iterative design
process



UX=USERS

FIELD STUDY, OBSERVATION, SHADOWING, USER TEST

Completion

X Concrete
&>
SYSI/PEE
she/cron V

Abstract

JESSE JAMES GARRETT

Surface brings everything together
visually: What will the finished
product look like?

Skeleton makes structure concrete:
What components will enable people
to use the site?

Structure gives shape to scope: How
will the pieces of the site fit together
and behave?

Scope transforms strategy into
requirements: What features will the
site need to include?

Strategy is where it all begins: What
do we want to get out of the site?
What do our users want?

HTTP://WWW . JJG.NET/ELEMENTS/PDF/ELEMENTS.PD

F



EXAMPLE

1 2 3 4
EXPLORE UNDERSTAND DEFINE DESIGN
Collect business Collect user Conceptualize a new Apply the look & feel to
requirements. requirements, identify tool that matches users’ the validated wireframes
opportunities for mental model. In order to provide the
iImprovement, group and best user experience.

prioritize them in order to
unify and simplify

processes.
 Kick off meeting. » Expert review. * New Information « Base look & feel
* Documentation » Usability tests of the Architecture. definition.
analysis. existing tool. * New layout. « Look & feel application.

« Responsive adaptation.

» Test report. Navigation map. « Set of 10 screens with

Set of 15 wireframes. design.
« Style guide specifying
responsive behaviour.



EXAMPLE

W1 W2 W3 W4 W5 W6 W7 W8
UNDERSTAND Test & Report
DEFINE Wireframes & Test

DESIGN 10 responsive pages/ style guide




EXAMPLE
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EXAMPLE




. IMPROVE BUSINESS
RELATIONSHIP
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LEARN THE LANGUAGE OF BUSINESS
DEMOSTRATE

TRANSPARENCY

COLLABORATION

REVENUE




EXAMPLE
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RESOURCES

You're hoiding a handbook for visionaries, game changers,
and challengers striving to defy outmoded business models
and design tomorrow’s enterprises. It's a book for the...

BUSi’I'leSS'.

Model
Generation

WRITTEN BY
Neunde Odterwaide § Yo Pprow

CO-CREATED BY
A amacng cond o L) peacttonen, hom & (ol

DESIGNED BY S *% 1
A 4 D Vowrmet
N\
1 D ~of s )
\N"lLEY( Cj 2
—1 )\
A 5('5'::] T, LL o A"L 1

CREATIVE
STRATEGY

AND THE

BUSINESS
OF DESIGN

DOUGLAS DAVIS

SIMON SINEK

SARI

HOW GREAT LEADERS INSPIRE
EVERYONE TO TAKE ACTION

WIT

A sure-fire al-AMENCan SUCoess Story”
~TI'he New York Times Book Rewvsew

o0 \*‘

IR WALION

Made s America

/ MY STORY

THE

GLOBAL

BESTSELLER

\
SAM WALTON with JOHN HUEY

#ASKGARYVEE

ONE ENTREPRENEUR'’S

SOCIAL MEDIA
& SELF-AWARENESS

WINNING VENTURE CAPITAL
DIGITAL MEDIA
COMPANY CULTURE RTTENTION
MANAGEMENT LEGACY
FAMILY BUSINESS STORYTELLING

TAKE ON %Anmsma s

JABBING HUSTLING
THE NEW YORK JETS

GARY VAYNERCHUK
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WORK ON YOURSELF



PROACTIVITY
CREATIVITY
RESILENCE
PERSEVERANCE
EMPATHY
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Learn from
others

&a

Learn by
doing

Improve

®

Ask for
feedback

AN

Analyze your
successes
and failures

Search a
mentor or
UX coach



EXAMPLE

00 060 0 0

+ EMOTION WHY? - EMOTION WHY? NEEDS SOLUTIONS
0-2 YEARS
NEW LACK OF
2-4 YAERS - JOINERS FRUSTATION VISIBILITY INFO hKIACI%II\:_FIF-II;I\IIg
y

+4 YEARS



EXAMPLE

EASY
Y: Implementation

LOW HIGH X: Priority

DIFFICULT



EXAMPLE

WORKSHOP TO ANALYZE NEEDS AND PAIN POINTS TO GET SOLUTIONS

IF WE CREATE
Name the experience of the future.

WE WILL SOLVE
Describe the need, the problem or the opportunity revealed.

TO DO THIS, WE NEED TO
Name people, process and technology that are part of the solution.

AS A RESULT
Describe the resulting future-state behaviors and impact (emotions, actions).



RESOURCES

P

FOR USER EXPERIENCE DESIGNERS
IN THE FIELD OR IN THE MAKING

SECOND EDITION

RUSS UNGER anD CAROLYN CHANDLER

NEW YORK TIMES BESTSELLER

With ADDED MATERIAL (now exira sticky!)

The DESIGN
of EVERY DAY
THINGS

DON
NORMAN

‘A must-read for everyone who cares
about driving customer engagement’
ERIC RIES, author of The Leon Srartup

HOOKED

How to Build
Habit-Forming Products

NIR EYAL

WITH RYAN HOOVER



RESOURCES

» https://www.udemy.com
 https://www.nngroup.com/training/
« https://tutsplus.com/

» https://www.udacity.com
 https://www.coursera.org

- https://www.meetup.com/es/find/education/
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"Knowledge and skills are essential,
but what differentiates excellent from
mediocre Is their attitude.”

VICTOR KUPPERS



Personal validity= (knowledge + abilities) x ATTITUDE

VICTOR KUPPERS



OBJECTIVE

Every person who decides to take the road to success, whatever
the path to this, must use the past to learn, the future to find

meaning and the present to act based on well-defined
objectives, and with the right attitude. @LLUISSOLDEVILA

WORLD IA DAY 2018



What specific problem
are you trying to solve
and what new information
do you need to solve 1t?

TRAVIS (MEDIUM)



“A problem is an opportunity”



“A problem is an opportunity”

THINK AND DESING
TO SOLVE A PROBLEM



"A wrong try in the beginning can move
you to a Dbrilliant idea at a later stage.”



"A wrong try in the beginning can move
you to a Dbrilliant idea at a later stage.”

I TERATE







RESOURCES

BOOKS TO BE FOCUS ON YOUR GOALS AND YOUR PLAN:

NEW YORK TIMES BESTSELLER

From One of the World's Leading Thinkers
On Creativity and Innovation

KEN ROBINSON, Ph.D.

~ WITH LOU ARONICA -

The
Element

Y

HOW FINDING YOUR PASSION
CHANGES EVERYTHING

WORLD IA DAY 2018



RESOURCES

» Evaluate, be aware of and improve your employability: http://guideyourtalent.com/en/

» Find your best place to live, work, and play: https://nomadlist.com/



THANK YOU.



