S0 you've got a seat at the table.
Now what?
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We’'re talking to leadership the same
way we talk to our teammates.



For a few reasons

~ We’re explaining details the way we do
to convince our teammates... and they

don’t care.

~ They’re looking for strong opinions...

and we’'re uncomfortable.

~ We invest in understanding people
outside our walls... and forget those

within.



How did we get here?



Approval Knowledge Time Inclusion
The seat.
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https://www.intercom.com/blog/podcasts/lean-ux-author-jeff-gothelf-on-why-design-must-have-a-seat-at-the-table/
https://firstround.com/review/How-Designers-Can-Earn-a-Seat-at-the-Table-2/

Plot twist:
The fight for a seat is a red herring.



“As research becomes more valued, research
leaders are taking on increasingly strategic
roles in their organizations—and often aren’t
prepared to lead.”

How we resesarch and designed the

Advancing Research Conference



https://rosenfeldmedia.com/advancing-research-community/archive/how-we-researched-and-designed-the-advancing-research-conference/
https://rosenfeldmedia.com/advancing-research-community/archive/how-we-researched-and-designed-the-advancing-research-conference/

“I’'m concerned that if we don’t step it up on
the actual leadership part, we're in danger of

losing the seat at the table.”

Kate Aronowitz, GV



https://www.fastcompany.com/90156186/designers-finally-have-a-seat-at-the-table-now-what

If you’re looking for proof...

« /2% of researchers are doing research “before

771

beginning any design or development

« 953% of researchers “educate upper

management or other stakeholders” “

< Literally all of Research Ops

.2 UserTesting Industry Survey



https://drive.google.com/drive/u/0/folders/1x-D_24r7XJwwD_MCM_8zXOTSmJwelq6Q
https://www.usertesting.com/blog/2017-ux-and-user-research-industry-survey-results

So if you've got the seat...
now what?
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The ‘where’

REPORT |

Team emails Presentations Check-ins Reports



The ‘how’
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The ‘what’

Money Users Funnels



Case study:
Investment planning at Shopify
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We inserted ourselves

< Studied past investment plans and the goals

they set

< Sought input on research questions from other

disciplines

< Kicked off our process months in advance

- ‘h“m b —


https://drive.google.com/drive/u/0/folders/1x-D_24r7XJwwD_MCM_8zXOTSmJwelq6Q
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Donna Lichaw - "The User's Journey: Storymapping Products That People Love”



https://rosenfeldmedia.com/books/storymapping/

How storytelling can enrich user
research

Reflecting on my UX research projects

@

6 Rules for Persuasive Storytelling

Summary: Stories build empathy and make the user needs and pain points memorable to your team. Effective stories
speak the language of the audience, are rooted in data, and take advantage of compelling artifacts.

By Rachel Krause on April 28, 2019 Share this article: Q} 0

Topics: Persuasive Design, Design Process, Customer Journeys, Personas ﬂ ﬂﬂ 9 Comments

UX and the psychology of storytelling

by Becca Kennedy {? UXDESIGN
August 15,2018

How to combine the art of storytelling with the design of human experiences...

JANUARY 290, 2010 * 61 comments

One)

Puja Prakash | Follow |

Jun 27,2018 - 4 min read ’ n ]

traditions.

around fires. They have continued to evolve with their purpose remaining the

Communicating user research learnings
is a storytelling exercise

Don't stress about the format — focus on your narrative.

‘ Raya Raycheva | Follow i]

" Mar 13,2019 - 6 min read w K (]

Reports or slides?

Comics or research museums?

Gifs or infographics?

UX Storytelling For A Better User Experience (Part

QUICK SUMMARY « Stories have defined our world. They have been with us £ 12 min read

since the dawn of communication, from cave walls to the tall tales recounted 9, Storytelling, Emotional

Design, User Experience

W Share on Twitter or LinkedIn

same; To entertain, to share common experiences, to teach, and to pass on



This story is different

o It's less about a product, and more about

the investment

It’s less about a complex narrative, and

more about a memorable shorthand

It’s less about going deep, and more

about weaving a narrative

It’s less about the “what”, and more

about the “so what?”
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1. Buyers need to feel like a store is designed with
care and for ease of use.

2. Buyers need to easily find the right information at
the right time.

To feel- co nﬁdent When 3. Buyers need to feel like a store tells a strong.

cohesive story.

making decisions...

4. Buyers need social proof as a way of establishing
legitimacy and reliability.

5. Buyers need to know exactly how much they'll
pay as early as possible.







Caveat:

Don’t ignore cultural differences
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Approval Knowledge Time Inclusion Feedback







Feedback on investment planning
research

We'd love to hear your thoughts in order to improve future rounds of investment planning
research.

Throughout investment planning, did you at any point consult the research that
was conducted to help inform the process?

For reference, the research conducted can be found at https://bit.ly/2CSesUB (Online Store Experience)
and https://bit.ly/358hvEj (Online Store Tools)

O Yes
O No




JUXR Comms workshop - Feedback form

Evaluator: Larry Lumsden Presenter:

| thought this pitch was clear.

Disagree 1 2 3 4 S Agree

| thought this pitch was concise.

Disagree 1 2 3 4 5 Agree

| thought this pitch was well-structured.

Disagree 1 2 3 4 5 Agree

Overall, | understood what the presenter was talking about.

Disagree 1 2 3 4 5 Agree

| think the work the presenter talked about is something worth working on.

Disagree 1 2 3 1 5 Agree

Any additional thoughts, questions, or feedback?




This is a continuous, iterative process
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% of stakeholders who can access research findings vs. Importance of research to
organization

o
)

Importance of research to organization (1-10 scale)

=)
S

1-40% 41-75% 76 %+

% of stakeholders who know how to access research findings

User Interviews: The State of User Research Report 2020



https://www.userinterviews.com/blog/the-state-of-user-research-report-2020?utm_source=Advancing+Research+2020+Attendees&utm_campaign=2f38a0a26d-AR2020+breakout+sessions&utm_medium=email&utm_term=0_d53a81cf67-2f38a0a26d-345385227&mc_cid=2f38a0a26d&mc_eid=792e1dabf8

Humans will make perfectly reasonable decisions
with the imperfect information they have.



Our role is to expand those boundaries.



Thank you!

dalia(@shopify.com

Q shopify


mailto:dalia@shopify.com

