) UXUlin Process
# Product discovery phase
#Product delivery phase



Design thinking process

Phase

Service

N

01

Empathise

User interview
Customer journey (as-is)

Competitor analysis

i N N o Nl N
cg . v >
02 03 04 05
Define Ideate Prototype Test
- N AN NG 2
Persona Ideation workshop Testable prototype Concept validation
Unmet user need Service blueprint Conceptual design Usability testing

Customer journey (1o-BE)

User engage analysis Customer value proposition



/ UXUI [ UX Researcher

Workshop ideation

Discovery
Phase

#UX researcher

Ideate customer value
proposition

Explore new customer
journey example of key
wireframe

User in depth interview

Concept test
Competitor analysis

Delivery
Phase

Information achitecture
User flow/ wireframe
User persona

User story

Design system
Visual design
User interface

Usability test



UX reseach in discovery phase

Emphatize and define

Business alignment
Secondary research

- Understand business challenge &
user research goal

Competitor analysis

Access existing research and all
information.

Kick off meeting and workshop to get
consensus on vision & priority (if
needed)

UX audit

Existing information and reports
Assumption list

Unknown list

Participant criteria

Use cases

Business case

Product vision / strategy

UX appendix

As-is Service Blueprint

Competitor biz model,
strength & weakness
Proto personas

UX audit report
Research Proposal

Explorative research

- To understand different types of user and
their needs
- To verify customer value of MVP1 features

User In-depth interview - call,
online/offline

User surveys

User contextual inquiry

IA study by card sorting, tree
testing

Task and Scenario

Question list

Participant list and info.
Session script and sequence
Research schedule and room
User raw data

Empathy map

Mental model

User flow

1A mapping

Personas with prioritized need and pain.

Problem statement

How might we statement

Unmet user need card

at least 3 card per persona

As-is journey

Validated Assumption and unknow list

-To address any opportunities found from initial

Ideation

Product opportunity

research Target user and their needs

- To help initiate ideas on how to drive products

into “User solution”

Unmet user need analysis

Market Opportunity analysis (winning
/ losing zone)

Ecosystem opportunity identification

Prioritized Unmet User need
Opportunity score by current
satisfaction and user need.
Opportunity list in holistic view
(Ecosystem for the target group)

To-Be journey / service blueprint
Customer value proposition
Opportunity score mapping by

At least 3 Unmet need card per persona
Opportunity report

Testing

Prototype

-To visualize and validate the ideas based on
hypothesis statement and business agreement
-To verity refined ideas / additional ideas for new
mortgage platform

Ideation

and prioritization
Workshop from
selected

Unmet need cards

Prioritized ideas
| feature
Hypothesis
statement

Agreed ideas
report

Prototype
Making

Initial key screens
(Low-fi wireframe)
Storyboard

Concept design
Test able

prototype
Testable story

Concept ideation /
validation

Usability testing
(from exiting

High-fi screen)
Feature prioritizaticr
workshop

User raw data

Report with UX
measurement e.g.
SUS, User satisfactio
etc.
Recommendation ai
next step

quick win with backl
items

Feature prioritisatio
report



/ UX Research objective

What is business goal ?

Who is main target user ?

What is the important user need ?
What is key user pain point ?

What are key features to solve pain point ?
What is customer value proposition ?
What is key differentiation ?

How to measure product success ?
How to compete new market player ?
What data to collect more from user ?
What is the first thing to develop ?

UX research key

item

Objective1

Identifying
problems

User in-depth
interview for
problem and
solution

Objective 2

Uncovering
opportunities

Opputunitie
tree solution

Competitor
analysis

Objective 3

Learning about
user

- Create user
persona

- Customer value
preposition



4’  Example key delivarables

Method name Objective Deliverable User Time
In-dept user interview | Get deeper insights Understand as-is Existing users
and understand the journey New users
nature of theirneedor | * Defl')'?e persgnal . User of competitors
specific points of ~Problem and solution Unsubscribe users

interest.
take around 60 mins /
session

Mini usability test on
current product
(+Guerilla testing)

Get slightly insights
and quick feedback for
concept test

take around 45 mins /
session

« Verify key selling
point of

current feature

Existing users
New users
Competitive users

Competitor analysis

To understand current
market and
competitive landscape

» Understand market
landscapeUnderstand
competitor solution




p #UX Process

User interview
Persona

Customer journey
Unmet user need
Competiter analysis
User Engagement
analysis
Customer value
proposition
Ideation workshop
Prototype

Design system
Conceptual design
Usability testing

@

Why we need
todo....

“What value
or output we
can get”

01

Who currently
involve for each

stage ?

“What timeline
looklike ?”

02




/ 01 #User interview/Survey #rool

e Questionlist

e Interview script

e Note taking board ( Focus on
your customer not note )
Summary note taking board

THIS IS SUITABLE FOR YOU IF:

e No prior discussion of target users, no research has ever
conducted to explore problem space

e Unclear or assumed user need, pain and gains along #Ana Iyse Metric
specific process [ journey User quo te
e User persona development

User insight

Problem statement
System usability scale
Single ease question

WHAT YOU WILL GET FROM THIS:

e Know more about your current user insight and list of
assumption that we can prove later
¢ UX artefacts (persona, journey) which use for product “Get user uyser voice:

development and team communication need,
pain,gain,feeling Problem
statement”

e The product made with user centric process which also ..
i . and thinking”

creates value for the business.




#HUser Persona #HCreate user persona

e Know your customer
e  Who want to used our product
e Target group meet BU goal

Create user persona

Bio
Workahop sequence
1. Fudiofo Persona : lu Sihorunsolu The mentor has been in agent career for a long time and has a stable life. Their income is
enough for them to live a comfortable lfe. They focus on management than sale activity.

Tool usage behaviour
Large sve Mo svE e e s The mentors i the irst group of people who are wiling to try new toos i they pre-
Saler&CRM . o Marketer & e T Clerk e <o ieve potential n it. I tools can deliver a p they will i
s PR v ariaicloriod-i g e s [ and g touse it too. They fid digitalsaletool in front
n%é of th . They al ilise tool: | work efficiency.
= s p— :
PO o i Goals Personality
e — -«- ®  Support team member to be successful. Passive Active
! The mentor |, .

wean — @ Communicate and coach team. Thinking Feeling
@ DEMO o iz mcoue: " szmconE:  100-500m et Thansad § []
GRAPLIC e BSTAF St Adnin BSTAT s sl 2 Barriers . I ——
o2 Opertion: otz Operatio: 81z Operaion: il : @ Fragmented digital sale flow ™
o oo e o ] @ Limited management tool Sonetitl ek ugpel
d Gt it .
Age 2
@ NEED/ Marital status  Single Motivation Preferred tool
GOALS Job position e
‘Adoptor category  Early adopter-Innovator  Incentive Line
— e
= S Speed Smart proposal
ZEE E e
SAM
Social High Q agent.
w ————————— e
Meet Mike
P PAIN University Student, 22
Porsonalit Interests
« Al-nighter, getting busy with school projects
« Enjoys socialising. making new connections and
house-partying when he has time
Goals and Needs Utestyle
& can « To spend mare money to make sverything sasier g o coming
+ Togoteverything fastand convenient @ @ @
 Tofind information related to making a permit
Demographic easilyand fast. in English
[ —— To keep posted with information about Covid-19 talian proficiency
in Milan (in English) so he can plan gatherings
newcomerin Milan, studying
Product and Interior desig. S
rstrations
EXPERIENCE « Lack of information available in English on the
G GOAL government or public services websites.

* Queues and waiting without knowing when the I hate switching to
time will come Google Translate. It's
« Dealing with complicated processes real pain in the ass




®

Create user persona

Wiorkshop sequence
i g ———————

NHoX

Saleand Support woatny

Q DEMO

GRAPHIC

% NEED/
GOALS

,_3 PAIN

@) GAN

EXPERIENCE
4756 GOAL

02 #User Persona

Marketer &
PR

#UX create

#BUcreate
Partcipant criteria

he user ion for grouping the number of people who will be recruited for
each group.
Mass user Mass user
have not redemtion exp. ‘have redemtion exp.
Age 18-25 18-25
Occupation Freelance Part-time Freelance Part:time
Salary Under 10K 10K - 15K Under 10K 10K - 15K
Habitation Great BKK Great BKK dd
criteria
Redemtion No ensy enc
experience experience. e-catalog e-catalog
Credit scB scB (Optional)
use credit Another banic
card cardinas
months
. Yes Yes
Using...
Number of 3 3

recruit



/ 03 #Customer journey

Understand customer 2 287 #UX create
. nan,
touchpoint . The problem
reelancer SusanUUY packaglng
o 51014 70,000-90,000 UBIADY WAUATUSIIA agvinegslslvifen 1“‘!1‘)4”3@919@5"149111596 covid-1
o LABYBUYINIU co-working space uilUlulAudiwsnz ua.,ms{]nmﬂaqamunmqq ﬁ'[amawuu.,ua.,wnﬁ

covid lagsiasvineginulinu
o lan agroulanuifen ingavmn snfiunu

#Customer journey Explore Matched Meet ) ooy 4

e  As-is journey development

fuaulmiq uazieauiidriuld

v 0 & v
o Aundemnitedlieeuas e e ot
° To-be journey development Finduauliia o dGuldonuewngafousn * Wamatch ¢ LTI ﬁﬁ'ﬂ“““"“?”;““
Action o o Gufumauiinsile o Guwnmobhaowiin o poRUMAIMGEN A
o vaduuzmInioy o Wiee uarApiuaiaq o dinduloinezlusiel
«.. faulunewiisu..ain «..1¢ match uga wey

o v 4 v
: S 5 4 “.daldud Audu...”
Gain zdpslilemating...” agael.”

Journey map naUS‘aumsmnanmunuwson 1 o
i ' - @ “« & L3 v “..4
dish lwana.tmm.anIUﬂ\)swa lauoluuma.uu “..M1 agAUALITY ..oenaglUsiwEi «_aufivou Alily A weluweuaalila

& c i “...nizdaiuld da9la gnla..”
apuvdLIFUMLUUaLUULRUMW (Vlsuallze) MK Pain Weue)... Todattl matched...” Asefudn...”
IsiEsndAsiAmuumdivaninaduiweson « oumlaildion e o gmavinlvaivnay vauas ,
wuutkulavgaguazan3au ﬁﬁqgém“j‘qum" w"f{nuLaULMiaL‘Ju..." ? “...ginnmwu'lwwuﬂ...”

Experience

mauinsdlaliisa fanug -uaqnuwmamu tinde liseuu Januy 'uamuwmamu
Goal Taildiaauu (Seandla, Limilauda) daudun (Saandla, Limlauda)




4

04 #Unmet user need

Self-Actualization:

The highest level of the hierarchy, which includes personal growth and self-fulfillment.
These are only obtainable once the lower tiers have been satisfied.!

Esteem:
Feelings of respect and achievement that are classified into two categories: the desire to
respect yourself and the desire to have respect from others within the community.
Love & Belonging:
@ The needs of humans to receive and give affection and be part of a community.

Safety Needs:

The fundamental needs of humans to feel safe, secure, stable and
protected from natural elements and other potential threats.

Physiological Needs:

The basic biological needs of humans to survive, such as food,
air and water.



#BUcreate

05 #Competitor analysis #UXcreate

wins 4o

Lucky Bag

LUCKY BAG M-

#HCompare
° Product and feature
° Compare ux and ui design

= O

Strengths and weaknesses summary and opportunity for ...

THIS IS SUITABLE FOR YOU IF: T M.

I ' Bcimcia 7 yslows
FECT N e 1o I -
e Unsure about product key selling points or the “killing features” c@} = o e === :“E:ﬂm ===
that can have potential to win in the market (need solution o = ea b e |dEee |oEy
landscape analysis, customer value analysis) @ e e | e B
e The team has not yet agreed which features should be put in — 2 S mre W

MVP 1 (need prioritisation)

Opportunity to win in the red ocean with . 3 o
Opportunity “Full CRM functions with higher security” Opportunity to differentiate in the
forChATC E-KYC and sale process (document upload), payment integration and live agent IS throtol

management Ease of use in logic building

WHAT YOU WILL GET FROM THIS:

e More clear cut potential key selling points and value Reforence

statement of the product / services based on market Grab
o q naudsdusiwsa Tosls
opportunities (competitors and customers) Point Wadusio3a

e Alginment on the big picture of product and service process
for MVP1, to further assess operation feasibility




4’ 06 #User engagement

#Octalysis framework

ACTIONABLE
GAMIFICATION
Beyond Points, Bacges, and Leaderboaras

YU-KAI CHOU

ion Proneer b ntermusons eynot Sp4sket

Gamification design

3.
- Yu-Kai chou

-
Framework

“8 Coredrives”

Meaning

Accomplishment Empowerment

Social
Influence

Unpredictability



-Lack Epic Meaning & Calling

* 8 -Sharing creative content (sentences, photos,
-On Facebook for a “Cause

videos)

-Tons of Facebook games

-Instant feedback of friends “liking”
-Best way to create a cool profile

-Completed Profile

-More friends

-Increased likes and comments
-Aura Effect

Meaning

-Friending
-Anchored Conformity
-Social Prodding
-Social Treasure
-Group Quests

-Tout Flags
-Envy Cloud

Accomplishment Empowerment

Social
Influence

facebook.

Octalysis Score: 448

Ownership

-IKEA Effect
-Photos/Profiles
-Friends
-Memories
-Protector Quest
-Recruiter Burden
-Monitor Attachment

Scarcity Unpredictability

Avoidance

-Inner Circles

-Note: (Early -Mystery Box
Facebook has -Glowing Choice
HIGH scarcity -Refreshing Content
score with certain -Easter Eggs

universities only)

-Scarlet Letter
-Sunk Cost Tragedy




N
p Hook model :Increase active user

Nir Eyal fjifisunmiivda Hooked: How to Build Habit-Forming Products

( The loop that make people to repeat the same activity in the same way again and again )

dons:du msns:M
Trigger Action
1.External trigger - What gets the user to the
product ? 3. What is the simplest behavior

in anticipatiov of reward
2..Internal trigger - What does the user really

want ? @ @
n1savnuavisy < | b s1oJauvumataniuia
Variable
Investment
reward

5. What is bit of work done to increase the

T Ry 4.1s the reward fufilling, yet
ikehood of returning ?

leaves the user wanting more?



User engagement case study

Shopback

E-VOUCHER E-VOUCHER E-VOUCHER

B shopee Lazada @ food;

30 50.- 2 50.- sa

o5 dmdugndrmi W5 dmdugndmi A5 dmdug

E-voucher  uAuiRunewil i Tuins08 nanudITIn
wunn

Trigger

External : Push
Notification for deal
alert and promotion
of the day

Internal: dooms
doUUvooulattusiAmin
AuM

mwenldduaa
Wududn
-Apvrhmsaouuzun
BNBOULWDU UaNSn
o:laSuAUDY
IWULaU

Investment

Action

-Ldonsrumia
hankawua:lalds
TwduaasimMoin
deal of the day
-ggovonmvoldsu
douaaonkary
Kae

-18 cashback o1nms
shopping dumru
shopback
-lapUavdduaaciva

Variable
reward



User engagement case study

Facebook

facebook
—e —

Create a Patrici
Story Ramirez

- Jordan Torres
P Tap to hide this post. You won't see it

again in your News Feed

-

Trigger
External : Get notification

Internal : Feeling
lonely, bored “What
are my friend
sharing ?” “What
updated new?”

If need more like and
shared
-  Create interesting
content
If grow friend network
- Friend requests

Investment

Action

-  See others post

= See others
like,comment and
share on your post

= Comment, like,share

= Search for new
friends.

= Number of likes,
shared and
comments

-  Getcontacted by
old friends

= Recieved Friend
requests

Variable
reward



4 07 #Customer value preposition

Interesting ideas to create new value to user or product differentiation

#Example Value to user [ Key differentiation

Spotify e Music streaming service on app [ web

IETEY Nathy Peluso: Barp Music Sessi. . P

Z¥™® ' Gonna Sit Right Down (and - i 3 .
., b Y ° Make this a collaborative playlist?

Feature : Collaborative playlist a5 playlist

$oufiulwaulazAsoUAS)

Anyone will be able to add songs to it.

@ Jluminada

B e e : | Makecoluborsie

¢ Oso Panda
ry X

Target : Wauua:nsauns$d

La Chica Vampira

A Lo Gue Me Gusta Del Verano ... : CVP : $239unUoymituniswWolwavsounus:=K31o
- c —_ - 3 a

i 1lGuMmv nnAuaVIsatddniwavisouLa:asiv
o : Playlist sounuld

An Nos Quedan Tantos Afios
MELIFLUO




/9 08 #Design system

Example design system of Booking.com

A bit about
Booking.com

Foundations
source of truth

The multi-platform
development process

How does this apply
to your team?

i dovalopman it
The key is to create a
process where designers
and developers are
working together

conFg

Thank you
-

Make it easier
for everyone to
experience the world

Investigate

Going beyond
accommodations

Core challonges




/ 09 #Usability test

THIS IS SUITABLE FOR YOU IF:

o Need to evaluate the usability and engagement of the

current product or services to explore improvement /

optimisation opportunities

#Analyse Metric

Task success rate
Heat map

Time on task

User Clickable area
System usability scale
Single ease question

O maze  WhyMaze? v Solutions v

@& wawcarcconts

Design Templates
Research Templates
Product Templates

Marketing Templates

Templates v Pricing  Enterprise  Resources v Login

4% POPULAR TEMPLATES

Assess information architecture Templates Gallery

Usability testing a new product

Get regular satisfaction insights

Jobs to be done survey

Build with your users across the
entire product development cycle

Delight your users

with great product

experiences recommontonopg
oemster 123 4ser 8w

ithlogic branching
tocollect only the tuff —no fluf.

PR Cordsort
&

Direct Success 2 9 0/ Indirect Success
Testers who completed o Testers who completed
the mission via the expected path(s). 2 TESTERS the mission via unexpected paths.

Validate

Test prototys
hypothe:

Integrate

Avg. each of use

Testers rating a score
after the mission is completed.

Each of use score

0-49 50-69 70-89  90-100

1% | Soas? 0%

S TESTERS the mission. O TESTER




/ 09 #Usability test tool

| 5 8 betafi Whotihew  Bog  mieng  Comostls  Sonin

) / ° Y a*d
#HAnalyse Metric ool Y
E Your user researc
sidekick

[ ] M aze Betafi makes it easy to capture, synthesize, and

share ‘aha’ moments from user conversations.

© S
»@  Produc Signin

e Betafi

e Dovetail

3 Bring all your data together

No matter where your data comes from, you can bring
rmat

e Optimise workshop

Contact sales

e UXtweak T ' iz

e Lookback

U
®.
Q!
@
@

e Usebery al CONnNe y

e LoopTl

Hey there! 4 How can | help

today? 4 ]



Participant recruitment for Interview

Gegeral recruitment Specialised recruitment

More without complicated criteria e More ‘with complicated criteria
(with 4 or less layers of condition) (with 5 or more layers of condition)

Targeting people who , social e Tatgeting people who are i icC

media platforms or targeted with general incentives and are harder to reach without existing customer contact

Total participant number of testing round is information ) )
e Total participant number of testing round is up to

Applicable Examples Applicable Examples

e People working in insurance service enterprises,
with more than 3 years of experiences

e People in Northeastern Thailand, affected by
Covid 19 situation, who are family leaders

o Digital lenders who are freelances
e Current homeowners with mortgage experience
of not longer than 3 years ago

Initial Pricing Plan (TBD) Initial Pricing Plan (TBD)

*Pricing includes participant incentive and operation (e.g. grooming, appointment,

logistic management and replacement) Including screening from

** Pricing plans are not final and can be adjusted based on specific requirments of contact list of existing database
several factors e.g. timeline and recruitment criteria



