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Ken Starts:

WE ARE A PRODUCT DESIGN FIRM

Industry recognized for product vision, our patented design work emphasizes customer research, workflow, and technology.





In 1988, Donald Norman appropriated the term affordances in the context of human–machine interaction to refer to just those action possibilities that are readily 
perceivable by an actor. 



P E O P L E  F O R M  
E X P E C TAT I O N S  B A S E D  
O N  PA S T  E X P E R I E N C E S

• E F F E C T I V E  U S E R  E X P E R I E N C E  D E S I G N  

C O N F O R M S  T O  E X P E C TAT I O N S  

• M AT C H E S  E X I S T I N G  M O D E L S  

• F O L L O W S  T H E  P R I N C I P L E  O F  L E A S T  

A S T O N I S H M E N T



U S A B I L I T Y
T H E  D E G R E E  T O  W H I C H  U S E R S  

C A N  P E R F O R M  A  S E T  O F  

R E Q U I R E D  TA S K S  

O N LY  B Y  AT T E N D I N G  T O  T H E  

D E TA I L S  D O E S  U S A B I L I T Y  E M E R G E  

A S  A  D O M I N A N T  P R O P E R T Y

“ W H Y  W E  D O N ' T  R E A L LY  W A N T  S I M P L I C I T Y,  A N D  

H O W  W E  C A N  L E A R N  T O  L I V E  W I T H  C O M P L E X I T Y. ”



U X  D E S I G N  P R O C E S S
1. U N D E R S TA N D  T H E  P R O B L E M  

2. W AT C H ,  L I S T E N  A N D  L E A R N  

3. D E F I N E  T H E  F E AT U R E  S E T  A N D  W O R K F L O W  

4. C H O O S E  D E S I G N  PAT T E R N S  A N D  S K E T C H  

O U T  A  S T O R Y  

5. E S TA B L I S H  A  V I S U A L  L A N G U A G E  

6. P R O T O T Y P E  M A I N / S E C O N D A R Y  S C E N A R I O S  

7. D E L I V E R  A N D  T E S T  T H E  D E S I G N



Understand  
the problem

step 1 of 7

Ken’s still.



Because solving the right problem 
builds careers, organizations, and 

professional relationships.

W H Y  I S  T H I S  I M P O R TA N T ?



U N D E R S TA N D  T H E  P R O B L E M

• W o r k s h o p  s e s s i o n s  &  h e u r i s t i c  r e v i e w s  

• B e s t  w i t h  l e a s t  e x p o s u r e  

• S t a k e h o l d e r s ,  s u b j e c t  d o m a i n  e x p e r t s   

• W o r k i n g  k n o w l e d g e  o f  p r o b l e m  d o m a i n

• I n t e r v i e w  s e s s i o n s  

• S u m m a r i z a t i o n  a n d  r e c o m m e n d a t i o n s

T h e  S t e p s :



U N D E R S TA N D  T H E  P R O B L E M

• I n t e r v i e w  S e s s i o n s  

• R o l e s  o f  c u s t o m e r  p o p u l a t i o n  

• 6 - 1 2  s u b j e c t s  

• Ta s k  b a s e d  o b s e r v a t i o n  a n d  i n f o r m a l  

q u e s t i o n  o u t l i n e

• S u m m a r i z a t i o n  a n d  r e c o m m e n d a t i o n s

T h e  S t e p s :

• W o r k s h o p  s e s s i o n s  &  h e u r i s t i c  r e v i e w s



U N D E R S TA N D  T H E  P R O B L E M

T h e  S t e p s :  

• W o r k s h o p  s e s s i o n s  &  h e u r i s t i c  r e v i e w s  

• I n t e r v i e w  s e s s i o n s

• S u m m a r i z a t i o n  a n d  r e c o m m e n d a t i o n s  

• H i g h - l e v e l  o b s e r v a t i o n s  s u p p o r t e d  b y  

s p e c i f i c  e v i d e n c e



Watch, listen 
and learn

step 2 of 7

Emma continues:



User studies are the biggest driver of 
product innovation to create a 

competitive advantage. 

W H Y  I S  T H I S  I M P O R TA N T ?



H O W  T O  W AT C H ,  L I S T E N  &  L E A R N

• Wa t c h  t h e  u s e r ’s  e n v i r o n m e n t  

• D i t c h  t h e  l a b .  M e e t  i n  t h e  f i e l d .  

• O b s e r v e  o n e - o n - o n e  

• R e c o r d  s e s s i o n s

• L i s t e n  t o  o f f - t h e - c u f f  r e a c t i o n s  

• L e a r n  h o w  t h e i r  c o n t e x t  a n d  h a b i t s  

i n f o r m  t h e i r  i n t e r a c t i o n s

T h e  S t e p s :

How do you learn these pivotal things about the user? 


Watch the user’s environment. Ditch the lab and meet in the field. 

- Lab environments take away some of the candor you get when you meet the user in their comfortable environment. It automatically becomes a “test” like 

atmosphere.


- Observe on-on-one: 

- We often hear people throw out terms like “focus groups” when we’re talking about user studies. These are not focus groups. 

- We advocate for one-on-one interviews because they’re more personal and you can focus on observing a user complete a set of tasks as well as ask informal 

interview questions to get a feel for their perception of the app or digital product. 

Record to refer later



H O W  T O  W AT C H ,  L I S T E N  &  L E A R N

• Wa t c h  t h e  u s e r ’s  e n v i r o n m e n t

• L i s t e n  t o  o f f - t h e - c u f f  r e a c t i o n s  

• S t o p  a n a l y z i n g ,  f o c u s  o n  u n d e r s t a n d i n g  

• L i s t e n  t o  a c t i o n s

T h e  S t e p s :

• L e a r n  h o w  t h e i r  c o n t e x t  a n d  h a b i t s  

i n f o r m  t h e i r  i n t e r a c t i o n s

It’s important to give weight to the off-the-cuff responses. This is usually where the emotional connections lie. 


Listen to actions

Listen to what the users say versus what they do.


For example: 

We did a user study where we interviewed a handful of subjects that use a web app to track professional development training hours, upload and approve certificates.


When we talked to the users about the perception of the app, they all said it was easy, that it was straight forward.

But when we watched them complete tasks, it would take three tries for them to navigate to the right place within the app to upload their hours.


If you listened to their actions, What they said was very different from the navigation troubles they displayed.



H O W  T O  W AT C H ,  L I S T E N  &  L E A R N

T h e  S t e p s :  

• Wa t c h  t h e  u s e r ’s  e n v i r o n m e n t   

• L i s t e n  t o  o f f - t h e - c u f f  r e a c t i o n s

• L e a r n  h o w  t h e i r  c o n t e x t  a n d  h a b i t s  

i n f o r m  t h e i r  i n t e r a c t i o n s  

• A s k  a b o u t  s u b j e c t ’s  b a c k g r o u n d  

• L e t  t h e  u s e r  g e t  o f f - t a s k

This ties into the point about meet them in the field. 


When you go to the user, take note of their environment. Is it distracting? Do the majority of users have double screens? Are they always on the go?


Ask about their background, this will give some context to the actions you’re viewing.


Let the user get off-task. It’s okay to step away from walking the suer through a checklist or script. When the user gets off task is usually where the “eureka” moments lie. 
When you see what they’re drawn to or their natural workflow.



Define the 
feature set and 

workflow
step 3 of 7

Ken jumps in:



A correct, prioritized feature set and 
workflow is the first step to designing a 
winning customer experience…because 

everything else is a fish scaler.

W H Y  I S  T H I S  I M P O R TA N T ?



Fish scaler: Although the fish scaler is used by many fishermen to scale fish, it's 
often derided as one of the least useful tools in this model. However, there are 
other uses for the fish scaler, including carving pumpkins. – Knife Depot. 

https://www.knife-depot.com/learn/swiss-army-knife-tools/


D E F I N E  F E AT U R E  S E T  &  W O R K F L O W

• D o c u m e n t  c o m m o n  u s e r  s c e n a r i o s  

• W h a t  p r o b l e m s  a r e  y o u r  c u s t o m e r s  

t r y i n g  t o  s o l v e ?  

• W h a t  w o u l d  t h e y  d o  w i t h o u t  y o u r  

p r o d u c t  o r  s e r v i c e ?  

• Te x t  o u t l i n e s ,  n a r r a t i v e s ,  d i a g r a m s  

T h e  S t e p s :

• D e v e l o p  m a i n  s u c c e s s  s c e n a r i o  a n d  a  

p r i o r i t i z e d  t a s k  l i s t



D E F I N E  F E AT U R E  S E T  &  W O R K F L O W

• D o c u m e n t  c o m m o n  u s e r  s c e n a r i o s

T h e  S t e p s :

• D e v e l o p  m a i n  s u c c e s s  s c e n a r i o  a n d  a  

p r i o r i t i z e d  t a s k  l i s t  

• S e l e c t  m o s t  i m p o r t a n t  u s e r  s c e n a r i o s  

• B u i l d  s e t  o f  u s e  c a s e s  s u p p o r t i n g  

t h e s e  s c e n a r i o s  

• G o  b a c k  t o  u s e r  p o p u l a t i o n  a n d  t e s t  

y o u r  c o n c e p t s  w i t h  o n e - o n - o n e  

i n t e r v i e w s



Choose design 
patterns and  
sketch out a 

story.
step 4 of 7

Emma’s step:



Proven patterns succeed because they 
play to the expectations that people 

form based on past experiences. 

W H Y  I S  T H I S  I M P O R TA N T ?

Like our salt shaker example, the holes on the top of the shakers conform to past experiences. People know what to do.




D E S I G N  PAT T E R N S  &  S K E T C H E S

• P i c k  a  p a t t e r n  

• D e t e r m i n e  n e e d s  o f  e a c h  u s e  c a s e  

• P i c k  a  p a t t e r n  t h a t  f i t s  t h o s e  n e e d s

T h e  S t e p s :

• S k e t c h  a  s t o r y  t o  t e s t  p a t t e r n s

You’ve gone through the steps to understand the problem and users, you’ve developed a feature set and workflow.


Now you need to pick a pattern. You do this by determining the needs of each use case and picking a pattern that fits those needs.




We decided to crystalize this step a bit further by developing an Omnigraffle stencil set. When we’re building out workflows, we’re picking patterns at the same time. 


Do we need a high level view of something? A dashboard pattern

Do we need break some workflows down into guided steps? Stepper or wizard pattern

Is there going to be heavy data entry? A slide out panel so we have space to work but don’t lose context.



D E S I G N  PAT T E R N S  &  S K E T C H E S

• P i c k  a  p a t t e r n

T h e  S t e p s :

• S k e t c h  a  s t o r y  t o  t e s t  p a t t e r n s  

• F i l l  i n  t h e  h a p p y - p a t h  d e t a i l s  

• B y  h a n d  o r  t a b l e t  

• B e  q u i c k  a n d  g e n e r a l  

• H e l p s  c l i e n t s  a n d  u s e r  t e s t  s u b j e c t s  

e n v i s i o n  t h e i r  p r o d u c t  f a s t e r

Once you have a pattern set in mind, start sketching to test your patterns


Use narrative to fill in the happy-path details, by hand or tablet but be quick and general. Be iterative


Sketching is one of the first steps of the process that helps clients and user test subjects see their product in a more tangible way.


Even quick sketches can save a lot of headaches down the line because it helps keep everyone on the same page. Sketches make sure everyone has the same vision in 
their head as you discuss the design.







Establish a 
visual language.

step 5 of 7

Emma’s step:



A visual language builds visual cues 
across the application, building user 

trust and interest. 

W H Y  I S  T H I S  I M P O R TA N T ?

More than a coat of paint. Visual language affects comprehension, recall, reinforces brand, builds an emotional connection. 


It works to build trust with the user through consistency, but also by using a look and feel that matches those mental models.


A medical data entry app would feel wrong or suspicions with bubble gum graphics. Those mental models wouldn’t be met. 



D E S I G N  PAT T E R N S  &  S K E T C H E S

• S t y l i z e d  s t i c k e r  s h e e t  

• S t a r t  t o  t e s t  o u t  b r a n d  c o l o r s ,  f o n t s ,  

a n d  s t a n d a r d s  w i t h i n  d e s i g n  

• H e l p s  e s t a b l i s h  c o n s i s t e n c y

T h e  S t e p s :

• F i r s t  l o o k s  t o  t e s t  c o l o r s  a n d  s t y l e s  

• H i g h - f i d e l i t y  s t o r y b o a r d s

Once you’ve chosen your framework — Material, Fabric, Bootstrap— Build a sticker sheet.


Start to apply brand colors and fonts across components. main and secondary CTA buttons, dropdowns, tables, headers. You start to feel how style can be incorporated. 


Sticker sheet, or a component library, helps establish consistency. You’re always pulling from the same place. 

It can evolve, but it adds an extra level of restraint.





D E S I G N  PAT T E R N S  &  S K E T C H E S

• S t y l i z e d  s t i c k e r  s h e e t

T h e  S t e p s :

• F i r s t  l o o k s  t o  t e s t  c o l o r s  a n d  s t y l e s  

• H e l p s  c l i e n t s  c o n c e p t u a l i z e  

• M a k e s  p r o j e c t  f e e l  t a n g i b l e  e a r l y  o n  

• B u i l d s  t r u s t  a n d  i n c r e a s e s  e n g a g e m e n t

• H i g h - f i d e l i t y  s t o r y b o a r d s

We like to use “first looks” to test colors and styles. 


These are a step up in fidelity from the sketches and start to pull in some of the branding and style of the sticker sheet.


This is another step in making the project feel tangible early on and building that trust and engagement with the client.



These of course are evolving, but is an important starting point.



D E S I G N  PAT T E R N S  &  S K E T C H E S

• S t y l i z e d  s t i c k e r  s h e e t

T h e  S t e p s :

• F i r s t  l o o k s  t o  t e s t  c o l o r s  a n d  s t y l e s

• H i g h - f i d e l i t y  s t o r y b o a r d s  

• E v o l v i n g  b u t  p i x e l  p e r f e c t  

• U s e  c o l o r,  f o n t ,  a l i g n m e n t ,  a n d  

h i e r a r c h y  t o  i n c r e a s e  c o m p r e h e n s i o n ,  

d e v e l o p  t r u s t ,  a n d  d r i v e  u s a b i l i t y

These storyboards fill in the details. They’re evolving but pixel perfect and start to incorporate color, font, alignment, and heirarchy to increase comprehension, develop 
trust, and drive usability.





Prototype Main/
Secondary Success 

Scenarios
step 6 of 7

Emma still:



Prototyping’s explicit model opens up capacity 
to catch missing details, feel unnatural 
workflows, or heavy handed decisions. 

W H Y  I S  T H I S  I M P O R TA N T ?

This of course makes sense because a prototype is the closest step of the process to the real thing. 


But by removing that small cognitive load it takes to link screens in your mind, you start to catch those awkward workflows, missing details, or heavy handed decisions.



P R O T O T Y P E  S U C C E S S  S C E N A R I O S

T h e  S t e p s :

• P i c k  a  s u c c e s s  s c e n a r i o  a n d  p r o t o t y p e  

• R e p r e s e n t a t i v e  o r  h i g h - f i d e l i t y  

• U s e  n a r r a t i v e ,  i t ’s  m o r e  m e m o r a b l e  

• S t a y  f o c u s e d ,  b a l a n c e  d e t a i l s

• C r i t i q u e  a g a i n s t  6  p r i n c i p l e s  o f  u s a b i l i t y  

Pick a success scenario to prototype. Or a use case or story.


Depending on your goal, these prototypes can be representative or high-fidelity. If you’re testing out a workflow, maybe a bare bone wireframe prototype will do the job. If 
you’re using this prototype for more details user testing, more details and higher fidelity will be required. 


But use narrative because it’s more memorable. And stay focused, balance the details.



P R O T O T Y P E  S U C C E S S  S C E N A R I O S

T h e  S t e p s :

• P i c k  a  s u c c e s s  s c e n a r i o  a n d  p r o t o t y p e

• C r i t i q u e  a g a i n s t  6  p r i n c i p l e s  o f  u s a b i l i t y  

• F u n c t i o n a l l y  c o r r e c t  

• E r r o r  t o l e r a n t  

• E f f i c i e n t  t o  u s e  

• E a s y  t o  l e a r n  

• E a s y  t o  r e m e m b e r  

• S u b j e c t i v e l y  p l e a s i n g  

• ( w i t h  i n f o r m a l  u s e r  t e s t i n g )

This could be its own presentation but once you’ve built the prototype (we like to use Axure or Adobe XD depending on needed fidelity). 


Test your prototype against these 6 principles of usability with informal user testing.



Deliver and Test 
the Design

step 7 of 7

Ken - through end.



T O O L S  F O R  U X

• 3 M  VA S  

• A d o b e  X D  

• Z e p l i n . i o



3 M  VA S
• H E AT  M A P  E Y E  T R A C K I N G  

• D E V E L O P E D  F O R  A D V E R T I S I N G  

• C L O U D  S E R V I C E  

• R E A L - T I M E  R E S U LT S



A D O B E  X D
• E S TA B L I S H  A  V I S U A L  L A N G U A G E  

• H I G H  F I D E L I T Y  S C R E E N S  

• P R O T O T Y P I N G



Z E P L I N . I O
• C O M M U N I C AT E  D E S I G N  C O M P S  

• G E N E R AT E S  C O D E  S N I P P E T S   

• C S S  F R O M  C O L O R S ,  T E X T  S T Y L E S  

A N D  L AY E R S  

• H T M L  I M A G E  E L E M E N T S  F R O M  L AY E R S  

• M A N Y  E X T E N S I O N S …
zeplin.io



THANK YOU 

Please Ask 
Questions!



KRUTSCH.COM

http://WWW.KRUTSCH.COM

