Creativity in research

Designing your own methods when the usual ones won’t cut it

Dalia EI-Shimy
UX Research Lead // Shopify
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Expert Mindset
“users” seen as subjects
(reactive informers)

Design-Led

Generative
Design Research
Critical Design
%#L‘L‘Zi' Design + Emotion Gel}wo
User-Centered . .
i Participatory
Design Design
Contﬂtual
A —
ng Lead-User g navian”
Innovation Methods
Human Factors
+ Ergonomics
Applied
Ethnography

Research-Led

Participatory Mindset
“users” seen as partners
(active co-creators)

Liz Sanders. “An Evolving Map of Design Practice and Design Research”
http://www.dubberly.com/articles/an-evolving-map-of-design-practice-and-design-research.html



How come, sometimes, we can’t find a
method that fits?



I’ve seen this happen when...

< You need more ecological validity than a

test setting can afford

< The subject matter you're exploring is
too hypothetical to talk to participants
about directly

~ The user’s journey is too complex or
dynamic to be explored as static or

linear
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This is when we think about
getting creative.




But creativity in research comes at a price

- User research has roots in ethonography,

ergonomics, human-computer interaction, and

much more.

~ We can’t just go around changing things at will:
< You risk compromising rigour

< You risk compromising validity




So how can we be creative when it
comes to research?



First, let’s talk about what
it means to be “creative’.






The creative mind

o~ H-creative: historically creative, or
someone who came up with an idea,

concept or product that no one has ever

thought of before

o P-creative: psychologically creative,
where someone borrows an idea from

one domain and applies it to another.

— Boden (1990)



P-creativity is also everyday creativity.

(It’s the one we care about.)



L evel

Doing

Adapting

Making

Creating

A framework for P-creativity

Motivation

Productivity

Appropriation

Asserting ability

Curiosity

Accomplishment

Getting something
done

Making things my
OWn

Making things with
my own hands

Expressing my skills

Example

| buy Pillsbury cookie dough

| add more chocolate
chips to the dough

| make my own
chocolate chip dough

| make a cornflake-crunch-
chocolate-chip-pecan cookies

— Sanders and Stappers (2013)
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Doing

Adapting

Making

Creating

A framework for P-creativity

Motivation

Productivity

Appropriation

Asserting ability

Curiosity

Underlying desire Example

, , | look up and execute an
Getting something o N
existing plan for a usability

d
e study
Making things my | change parts of the plan to
own better fit my questions
Making things with | write my own usability
my own hands study plan from scratch

, , | design a custom scale for my
Expressing my skills . ,
usability testing tasks

— Sanders and Stappers (2013)



It’s all about borrowing and applying.



Let’s walk through some examples...



Example 1:
Adapting



3 THIRDLOVE

> Customer information > Shipping method > Payment method

P PayFal amazon pay

OR

Continue below to pay with a credit card

Contact information Already have an account? Log in

Email

Keep me up to date on news and exclusive offers

Sending a gift? Leave a note

Shipping address

First name Last name

Address

Apartment, suite, etc. (optional)

City
Country State

| v —r v  ZIPcod
United States Illincis OG0
Phone

¢ Return to cart Continue to shipping method

o 24/7™ Classic
Contour Plunge Bra $68.00

mocha-mousse / 32A

Gift card or discount code

Subtotal $68.00

Shipping —

Total usp $68.00



The problem:
We wanted to test
purchasing flows...

... but traditonal methods

don’t account for purchase

intent.






Condition 1 Condition 2
Adapting Appropriation Making things my own

Channels
Location

ey
£ 3
L
O O
S 2
g9
a P
o

Ty

Spectrogram
(Checkout)




Example 2:
Making




l shopify Start +  Sell v+ Market +  Manage ~ Pricing Learn ~ Login

Build your
business

You've got the will. We've got the way.

Start free trial
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Planning Online Setting up

. . Planning . . Online . : Setting up . Learning Communities o Finance Product Branding Audience  Promotion ' Retail
Learning Communities - Finance Product Branding Audience Promotion , Retail and logistics presence online store
and logistics presence online store
Learning Communities LI Finance Product Branding 2 Audience Promotion Sl Retail C iti Planning Fi Product Brandi Online Audi p ti Setting up Retail
icti : ommunities inance roqauc randain uaience romosion etal
and logistics presence online store and logistics 9 presence — [ e
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The problem:
We wanted to build a
journey...

... but linear maps are
limited at convey breadth
and complexity.



" CHOOSE YOUR OWN ADVENTURE

YOURE THE STAROF THE %
STORY! CHOOSE FROM 9 POSSIBLE ENDINGS

YOU ARE
DONALD TRUMP

OREILLY"

Mapping
bxperiences

BY JD DOBSON

A COMPLETE GUIDE TO CREATING VALUE THROUGH JOURNEYS, BLUEPRINTS & DIAGRAMS

James Kalbach




Making Asserting ability Making things with my own hand

One of Zel's friends thinks the charms are so unigue,
they might want to consider selling them (£




Example 3:
Creating
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Home

Orders 55
Products

Customers

Analytics

Marketing

Discounts

® A B 0o & (s ED

Codes

Automatic

Apps

00
O+

SALES CHANNELS

®

@ Online Store

©

{] Buy Button
n Facebook
[]] Point of Sale

««+» View all channels

@ Settings

Unsaved changes

< Discounts

Create discount code

Discount code

e.g. SPRINGSALE

Customers will enter this discount code at checkout.

Options

Discount type

Percentage

Applies to

(® Entire order
Specific collections

Specific products

Discount value

Generate code

Discard t

Summary

No information entered yet.

PERFORMANCE

Discount is not active yet.

CAN'T COMBINE WITH OTHER
AUTOMATIC DISCOUNTS

Customers won't be able to enter a
code If an automatic discount is
already applied at checkout.



The problem:
We wanted to build a
mental model...

... but couldn’t interview
people about something

they’d never thought about.









11
!

We’re not “inventing”

new research methods.



We’re adapting, connecting, and
combining.




We maintain rigour by building on top
of what’s already established.



, Incubation

Preparation

It’s a process. "

Verification

lllumination

— Wallas (1926)



All people are creative.



People pass through the levels of

creativity through experience.



Help them as they go along

« Lead people as they do
« Guide people as they adapt
« Provide support as they make

< Offer a clean slate as they create

— Sanders and Stappers (2013)



Thank you!

dalia(@shopify.com

A shopify


mailto:dalia@shopify.com

