
IA Summit 
2013

Baltimore, MD 

April 4-7 2013



PRESENTATIONS IN THIS PRESENTATION

Beyond mobile, beyond web 
by Scott Jenson

The world is the screen: elements of information environments 
by Andrew Hinton

Brand-driven design 
by Mike Atherton

Physical design methods and animation 
by Kate Tarling

Why we share: communicating social engagement 
by Angel Anderson

Taxonomy for app makers 
by Andy Fitzgerald

Selling design to human beings: 13 communication anti-patterns resolved 
by Martina Schell and James O’Brien

Hooked 
by Nir Eyal

The UX professional’s guide to working with agile scrum teams 
by Aviva Rosenstein

The Noun Project 
by Scott Thomas

IA Summit Main Program
IA Summit Org

  

http://vimeo.com/50545239
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/worldisscreen.pdf
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/brandtalk.pdf
http://www.slideshare.net/angelanderson/why-we-share-motivations-that-drive-sha
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/taxonomyforappmakers.pdf
http://www.youtube.com/watch?v=TDRQfGT6GtE
http://www.thenounproject.com
http://2013.iasummit.org/program/


        SOME THEMES….

- Web-centric Information Architectures  
translated to mobile devices make the mobile 
experience suck.

- Apps are on their way out of favor.  

- “Embodied” and “micro-interaction” continue  
to gain momentum as buzzwords.  Smaller, 
more targeted and focused interactions 
emanating from many tiny devices embedded 
in stuff in the physical  environment. 

- Top-down “librarian-style” webby information 
architectures won’t work in chaotic embodied 
environments.
 

- This era of interaction design is going to really 
suck for designers who are control freaks.

 
- CoMotion & CPOF’s IA still stands up as a 

uniquely embodied, “perceptual” way of 
looking at the world.  It fits in very well with 
the trending topics of this conference.  

- Very few conference speakers actually 
showed examples of what they considered to 
be excellent “embodied” IAs. I think 
CPOF/CoMo would have been a good example 
to share.

- A lot of presentations are using these 
humorous vintage photographs and 
advertisements.  Lots of BIG pictures with text 
overlays. 



Beyond Mobile, 
Beyond the Web

Scott Jenson

@ScottJenson



JENSON’S POINT:  We’re stuck 
in a rut with mobile. We have 
an antiquated perspective on 
mobile devices inherited from 
the world of applications (the 
original stovepipes). 

Watch a version of this presentation on Vimeo (not available from 
GD Network: http://vimeo.com/50545239

http://vimeo.com/50545239


Beyond Mobile, Beyond Web

• Scott Jenson: Apple Newton, Google, Creative 
Director at Frog

• Predicting the future of mobile devices in a 
non-incremental way.  The sociology of 
technology, “default thinking”: example from 
early TV, people reading radio plays.  It takes 
time to figure out what to use a new 
technology for.

• “Mobile Apps Must Die” blog post: 
http://designmind.frogdesign.com/blog/mobi
le-apps-must-die.html

“We look at the present through a rearview 
mirror. We walk backwards into the future.” 

-- Marshall McLuhan

http://designmind.frogdesign.com/blog/mobile-apps-must-die.html
http://designmind.frogdesign.com/blog/mobile-apps-must-die.html


GARTNER HYPE CYCLE



App Stores
Internet 
of things



THREE TRENDS IN MOBILE

Trend 1: App Glut. An app for every 
store and website you visit and 
every product you want to buy. 
The effort and friction around 
getting yet another app causes 
pain, and pain is a design 
opportunity. 

Trend 2: Smaller, cheaper tech.  Little 
sensors everywhere, a pill bottle 
that calls you if you forget to take 
your medicine. The Coming Zombie 
Apocalypse of Smart Devices – blog 
post.    

Trend 3: Cheap smart devices 
leverage other platforms. They’re 
cheap, they can’t afford to have a 
platform.  Devices offload their 
functionality to apps.

Trends 1 and 3 are 
in opposition to 
each other.  

http://designmind.frogdesign.com/blog/the-coming-zombie-apocalypse-small-cheap-devices-will-disrupt-our-old-school-ux-assumptions.htm
http://designmind.frogdesign.com/blog/the-coming-zombie-apocalypse-small-cheap-devices-will-disrupt-our-old-school-ux-assumptions.htm


WE’VE SEEN THIS BEFORE….

Yahoo: fixed set of hierarchical 
links to navigate the web. 
Overcome by search engines 
with one big search box.  
Indexing vs. Organizing.

  
Bruce Sterling’s “SPIME” concept 

(link to a YouTube video of a  
Google tech talk by Bruce 
Sterling).  As more sensors get 
embedded in the environment, 
we want just-in-time 
interactions with the things 
those sensors are embedded in  
– use it and lose it.  I don’t 
want to download the app for 
a ketchup bottle or movie 
poster or an individual bus 
company etc – I just want to 
use it once and forget it. 

http://www.youtube.com/watch?v=avCLyNRbw3Q


We have a model crisis.  
Applications are our model. 
Features, more, bigger, 
mobile as good as native.

We should play to mobile’s 
strengths to do things the 
web and apps can’t do.

Smaller, just-in-time sensors 
embedded in devices don’t 
need “features” – just one 
little interaction. If the 
device’s metadata can live 
outside of the device itself, 
then all the devices can 
interact with each other.   

LIBERATED 

INTERACTIVITY



The URL field is the core of the 
awesomeness of the web on the 
desktop. Browsers are driven by a 
command-line interface – very 
old-school. But it doesn’t 
translate to the mobile phone; 
why the web still sucks on 
mobile. 

The innovation needed is a discovery 
service on the phone to rival the 
URL command-line. 

A discovery service should inspect 
the devices around you that are 
transmitting interactivity and 
present them to you in ranked 
order. “I just want to search the 
things around me.” 

LOCAL DISCOVERY 
OF NEARBY 
CONTENT FROM  
YOUR MOBILE 
TECH



Notification bar on your phone (or 
whatever) should see all the stuff 
around you: the nearest metro 
station, the attractions, what’s on 
sale. Just-in-time, one interaction. 
No app store, searching, installing 
or deleting.  

“If Google had any guts, they’d make 
a Chrome phone that could do 
this.”

Prototype: uses Bluetooth to discover 
and parse SSID’s and related 
websites and shows you a list of 
the discoverable websites of the 
things around you. 

Biggest problem: need a just-in-time 
ecosystem of things broadcasting 
and things listening. 



The World is the 
Screen: Elements 

of Information 
Environments

Andrew Hinton

@inkblurt

andrewhinton.com



HINTON’S POINT: Interaction design is 
moving out of curated, controlled 
digital spaces (traditional IA) and 
toward smaller physical devices 
embodied in a messy environment 
that we can’t control. To design 
effectively for this era, we should look 
at pre-digital structural environments 
and design for the most stable layer of 
comprehension: perception.    

Download the whole presentation: 
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Docu
ments/Conference%20Reports/IASummit2013/worldisscreen.pdf  

http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/worldisscreen.pdf
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/worldisscreen.pdf
















Brand-Driven 
Design

Mike Atherton



ATHERTON’S POINT:  Branding isn’t 
about coming up with logos – it’s 
about defining the core value 
proposition for a  product or 
organization. The focus, clarity and 
values that branding demands can 
drive you to make the best possible 
product. 

Download the whole presentation: 
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Docu
ments/Conference%20Reports/IASummit2013/brandtalk.pdf

http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/brandtalk.pdf
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/brandtalk.pdf


















Physical Design 
Methods & Animation 
to Explore Problems & 

Communicate 
Design

Kate Tarling



TARLING’S POINT:  Physical design 
methods are about 
communicating with teams. It’s 
the highest-bandwidth method 
available, and one of the most 
challenging. Done right, your 
stakeholders, colleagues and 
customers can use what they 
learn from these methods to 
evangelize the user experience 
for you. 



USE MOVEMENT AND ANIMATION

-      PowerPoint’s click-through mechanisms for 
paper prototypes

- Draw out the different interactions on paper 
and move them underneath foamcore cut to 
the shape of the device you’re designing for. 

- Cut out buttons and other screen objects and 
swap them out on top of a paper sketch.

- Use your phone to make short film sequences 
of the prototyping exercises to share with 
remote team members.  A film is great at 
capturing context and rationale about why you 
made the decision you made (something you 
might neglect to capture in words and then 
forget six months later). 

- Most of us have Macs – use iMovie   

- Use AfterEffects – good for testing the speed of 
interactions, especially unusual or potentially 
disorienting animations and snapbacks. 

Filmed interactions are engaging 
– they can help a burned-out 
disenfranchised team get their 
groove back. 



USE ACTING & ROLE PLAYING

- Have team members act 
out the different personas 
and film them performing a 
scenario. 

- Live wireframing: a 
whiteboard with a webcam 
pointed at it.  

- LiveView = a company that 
takes a camera feed and 
streams it to any phone or 
computer.  

Clients come away with physical 
artifacts that can help them 
articulate what’s good about a 
particular design.    



USE QUESTIONS AS DESIGN TOOLS

- Help me understand…

- What part of this  interaction are 
you most or least sure about?

- What constraint or user behavior 
would make you reconsider that 
choice?

- What would you do here if there 
were no constraints?

- How is this better than what 
people had before?

-  
- What’s most important about this 

from [X stakeholder] perspective? 
From [Y stakeholder] perspective?



LEAVE YOUR COMFORT ZONE

-     Working in a low-fi, scrappy, messy way is 
about communication with your team as 
much as it is about the final design.

- Prototyping this way is physically tiring and 
time-consuming.  It’s a high-bandwidth 
communication mechanism with a fairly high 
cost.  Plan accordingly. 

- Practical strategy: plan out chunks of 
interactions to prototype at the same time. 
List Day. Ordering Day.  Etc.
 

- Practical strategy: Clarify the stage of design 
your artifact is for.  (This becomes 
increasingly necessary in agile environments).

- Practical strategy: Show multiple options on 
the same page or in the same context to help 
communicate the level of fidelity of the 
design. 



Why We Share: 
Communicating 

Social Engagement

Angel Anderson

@angel



ANDERSON’S POINT:  Sharing is 
an innate human behavior.  
Designers should learn what 
motivates sharing and how to 
design a sharing ecosystem 
ethically, effectively and 
responsibly. 

Watch on Slideshare: 
http://www.slideshare.net/angelanderson/why-we-share-
motivations-that-drive-sha 

http://www.slideshare.net/angelanderson/why-we-share-motivations-that-drive-sha
http://www.slideshare.net/angelanderson/why-we-share-motivations-that-drive-sha


STUDY

A bunch of children in a room 
in Zurich.  They can have 
two pieces of candy for 
themselves, or one for 
themselves and one for 
another kid on the other 
side of a barrier.

At around age 7, the majority 
of kids start sharing the 
candy instead of taking it all 
for themselves. (More of 
them share if they can see 
the other kid.)

  



RELATIONSHIP TYPES

Dominance: competition

Communal: kin & tribe

Reciprocity: universal

Sharing = evolutionary 
advantage and survival 
mechanism; minimized risk 
to the tribe.  



Why would someone 
bother to click a Share 
button on your site or 
app?

 
- Clout? Mayordom? 

Followership?
-   
- We love to be quantified 

and belong to an elite.

- Getting free stuff.    

Marketers should tap 
into this behavior, 
but these aren’t the 
underlying reasons 
why people share. 



UNDERLYING MOTIVATIONS FOR SHARING

- Bragging. “This is who I want you to think I 
am.”  Not all narcissism; some altruistic 
sharing provides useful and valuable 
information, but it always reflects back on us 
(we found this cool book, show, app, cause, 
etc.).  We’re looking for validation.  The FB 
“Like” button is a frictionless way to validate. 
It’s reciprocal: I share, you like.

- Complaining. Instant ice-breaker, gives 
newly-met people a common enemy (“This 
weather sucks!”)  Complaints can be 
constructive (Joshua Kaufman laptop 
incident).  The internet can amplify a 
complaint and lead to successful outcomes 
for “victims.”  Sharing this way is about 
getting agreement; creating a common bond.

- Reaching Out.  Tweeting “My mom is in the 
hospital you guyssss…” can immediately lead 
to waves of virtual encouragement, thoughts, 
prayers. FB needs a “Hugs” button to 
accommodate this impulse.       



HOW TO USE THIS INFORMATION IN UX

Think about why people are sharing in the context of the 
networks you’re building.  

Top 6 Social Design Characteristics:

1. Landscape:  We have an extremely crowded 
landscape of sharing tools. We have a hard time 
knowing what to post where.  How is your thing 
going to fit into that pool?

An idiosyncratic social layer cake:  
  Conversation = Twitter
  Family and friends = FB
  Professional trust = linked in
  Intimate friends = Path.  

But it’s different for everybody…

How to  help people deal with this landscape?  

- Let people make rules for what gets posted to 
different networks. E.g.  Ifthisthenthat lets you 
daisy-chain your social networking. If something 
happens on one network, do something else on 
another.  
- Allow cross-posting!  Gives people permission to 
try your thing without getting content stuck in it if 
you fail.  Google+ failed to do this (at first); no 
safety-net = slow adoption.

2. Frameworks: The language and interaction paradigms 
around how people share.  

Relationship frameworks are echoed in how people 
share.  

Turntable and Clout are “Dominance” platforms: he 
best win.  RDIO is “Communal”; “Neighborgoods” : 
trade things in your neighborhood, “Reciprocal” 
framework.  

Also Conversational Frameworks:  FB & LinkedIn = 
Reciprocal, a friend has to accept you.  Twitter = 
Asymmetric, anybody can follow anybody.  People also 
need a way to gracefully decline reciprocal 
relationships.
  

3. Social Objects:  What are the things you’re inviting 
people to share?    

Foursquare was the first to think of location as a social 
object – the main social object of sharing, with all the 
metadata around the location. 

Instagram = the photo is the main social object, and 
you can include other meta information around it, or 
not.  

Path = awake and asleep as a social object, which can 
create new behaviors (e.g. Path as a dream journal.  
For shopping sites, the social object might be “deals” – 
bragging, complaining about them.         

https://ifttt.com


4. Personal Boundaries:  We share a lot. Two 
trends: over-thinking (10 minutes to write 
140 characters; tyranny of groupthink); and 
digital tattoo – all your dumb sharing choices 
will live forever.  

We should be thinking about social tools that 
make us better at being social. E.g. “Social 
Sobriety Test”, won’t let you post unless you 
can complete a tactile agility test.  

5. Privacy:  Needs to be on the forefront of 
designer’s minds in designing for 
engagement. 

People are very willing to share very personal 
information as long as they get some value 
for it. I’ll share my location if I can get 
directions, etc.  
Because we’re sharing so much, privacy is a 
beast.  FB’s privacy statement is larger than 
the U.S. Constitution. To make something 
truly private on FB, need to click 50 buttons 
on 170 different options.  

Make sure users get value for the privacy 
they’re giving up, that choices are 
straightforward and consistent with 
expectations, and that the rules are clear.  

6. Friction: Interaction designers love making things 
easier, eliminating complexity.  

Tricky problem with sharing because you may 
need  friction to make the sharing 
relationship meaningful.  

Example: FB Birthdays = it’s too easy, doesn’t 
have as much meaning to get Bday wishes.  

FB’s “new” OpenGraph frictionless sharing 
model = all kinds of apps that can post on 
your behalf with no mediation.  Your 
friends/followers are looking at a computer 
log of everything you favorited, liked, listened 
to, tried on, etc.  You didn’t take the time to 
curate that list.  

As open graph frictionless shares are on the 
rise, designers should think about putting 
context back into those logs – e.g. you’ve 
been listening to Jeff Buckley for four days 
straight – are you OK?  Make it easy, but 
meaningful.   



Taxonomy for App 
Makers

Andy Fitzgerald

@andybywire



FITZGERALD’S POINT:  A taxonomy is an 
assertion about which attributes of a 
thing are most important for a 
particular use. Taxonomies and 
architectures define spaces. 
Taxonomies need to be flexible 
enough to account for the different 
kind of space that a mobile device 
represents (different from the web).   

Download the whole presentation: 
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shar
ed%20Documents/Conference%20Reports/IASummit2013/tax
onomyforappmakers.pdf

 

http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/taxonomyforappmakers.pdf
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/taxonomyforappmakers.pdf
http://connectingpoint.rc4s.com/sites/PrjCPOF1/cpof_id/Shared%20Documents/Conference%20Reports/IASummit2013/taxonomyforappmakers.pdf


Compares 2 Mobile Apps

Macy’s

Zappos

Finds one of them delightful, 
one of them not.    





































Macy’s vs. Zappos

Macy’s: Not delightful. Navigation 
patterns borrowed from the 
web. More than 50% of the 
interaction is navigation.  Small 
targets, no sense of “place”.

Zappos: Delightful. Immediately 
routes to content. Huge 
hit-targets, meaningful 
arrangement of categories.  
The “rhetorical argument” of 
the design of the site fits the 
mobile device it’s on. 

Exercise: search for a pair of plaid 
pants on Macy’s mobile app 
and Zappos’ mobile app. 
Compare. 



Amusing Post Script

At the end of this 
presentation, a woman 
raised her hand and said, “I 
worked on the team that 
designed the Macy’s mobile 
app.”  She said the entire 
design team tried to warn 
about these problems.  

Why were they ignored?  The 
product managers and 
buyers wanted to make sure 
their categories of content 
were represented equally in 
the navigation.  



Selling design to 
human beings: 13 
communication 

anti-patterns 
resolved

Martina Schell

James O’Brien



SCHELL & O’BRIEN’S POINT:  
Communicating with people 
is hard.  



1. Speaking different languages:  Resolve: be 
self-deprecating. People will tell you what 
they think you want them to need. Don’t 
let them do that. 

2. Not having a consistent design language: 
Too many different terms for the same 
thing. Be aware that it’s a problem for 
other people.  

3. Having KPIs (KPPs) that are different from 
other stakeholders’:  Realize that some 
stakeholders have a number they have to 
hit, or they get fired. Learn what your 
stakeholders value. Become the canonical 
source of “why” for your project.  

4. Not embracing everyone’s goals:  Say 
“Yes, and…” instead of no.  Don’t say no – 
it makes people defensive.  Don’t do the 
deliverables that the process demands; do 
the deliverables that push communication. 

5. Creating silos…around ourselves in the 
day-to-day design work. Be accessible to 
people.   

6. Living in the deliverables:  lavishly 
designing the wireframes, etc. A picture is 
worth a thousand words, but a wireframe 
is 1,000 words of lecture.  Live in the 
conversations instead.  A conversation is a 
higher-bandwidth way of dealing with a 
problem. Fifty percent of the time spent 
on wireframing could be more 
productively spent on conversation.  

7. Throwing the deliverables over the fence. 
Don’t do that.

8. Insisting on perfection.  Make sure people 
understand what’s part of the project now 
vs. what’s in the future or objective 
bucket.  Mark it clearly.
  

9. Presenting without contextualizing.  
Basically bikeshedding. Show last week’s 
solution next to this week’s.  Let people 
see how the design has evolved in 
response to feedback.  Talk about designs 
in terms of the goals they meet: “You see 
gamification. We see engagement, story 
and return users.”



10. Assuming others don’t “get” design.  Look 
at the iPhones, watches, shoes, workout 
gear and desktoys of your colleagues and 
clients. They probably appreciate and 
understand design.  They just might not 
have the vocabulary you do. Help them 
express themselves in design language, or 
try and parse theirs. 

11. Responding to how people say 
something, not what they’re saying.  
De-escalate conflicts by calling someone 
the opposite of what they called you. Be 
nicer than them.  Follow 
CaptainPicardManagementTips on twitter. 

12. Being overly defensive.  “It’s not me.”  It 
might be you, and even if it isn’t, being 
defensive won’t help.  Stay frosty. Pick 
your battles.
 

13. Not being defensive enough.  When the 
design calls for it, you need to speak up 
and defend your choices. Use goals and 
stories, and a language stakleholders will 
understand.  Know when you need to be 
persuasive. 



Hooked

Nir Eyal

@nireyal

Nirandfar.com



EYAL’S POINT:  There are common 
patterns to habit-forming 
behaviors. Businesses that want to 
build habits into their product 
should use these patterns to create 
an “itch” that their users must 
return to the product to satisfy. We 
should be ethical about how we 
use this model and what we hook 
people on.  

Watch on YouTube: 
http://www.youtube.com/watch?v=TDRQfGT6GtE

http://www.youtube.com/watch?v=TDRQfGT6GtE


What creates engagement?

What makes a habit?

“Why can’t we do it like _____?”

OMG businesses: those that 
fundamentally changed user 
behavior in new ways.  Eyal 
researched the patterns these 
companies used to create habits 
in their users.  



PAINKILLERS vs. VITAMINS

Painkillers: solve a quantifiable problem.

Vitamins: selling something 
unquantifiable – “health”.

A characteristic of habit-forming 
technologies is that the initial impulse 
to use the product is pleasure (or 
curiosity), and after using the product, 
not-using it becomes painful.

So…habit-forming technologies are 
selling a recreational drug.   



Habit-forming products create an itch.

A habit is a behavior that occurs without 
conscious thought.  A habit is when 
not-doing causes pain.  

…the weird stress you feel when you’ve got a 
text message waiting but you can’t answer 
it. 

If your business model requires habits (plenty 
don’t), you can use this methodology to 
create a “hook” – an experience designed 
to connect your solution to the customer’s 
problem with enough frequency to form a 
habit.  

Every habit-forming product has a hook.  





TRIGGER

The first step in connecting behavior to solution is a trigger.

Habits are built-upon in layers; repetition makes them 
stick.  Every new behavior needs a trigger.  

Two triggers: external and internal. 
External:  the trigger tells you what to do (an alarm, a call 

to action, authority).  A big button that says “Login 
now!” is an external trigger. 

Internal: the context about what to do next is in the user’s 
mind.  Emotions – particularly negative ones – turn 
into internal triggers; people turn to some activity or 
behavior to distract them from that state (depressed 
people check email more).    

Internal triggers in tech: lost = map; hungry = grubhub; 
bored = youtube; lonely = twitter.

  
First step in creating a hook is to know the customer’s 

internal trigger.  Every time someone experiences X, 
they use product Y.  Example: Instagram triggers = 
fear of losing the moment, nostalgia, “bragging” 
sharing behavior.  

The second step is to design an external trigger to lure 
someone into your product.  Viral channels, badges, 
notifications, etc are external triggers       

ACTION

Fogg behavior model: across the board, you need 
Motivation, Ability and a Trigger to perform 
any behavior.  A phone rings, you hear it 
(trigger), you want to answer it (motivation), 
but it’s in another room or you’re in a 
meeting – no ability. 

Action needs to be the simplest behavior a user 
can perform to get the “reward”. 







Companies fail 
because they make 
the actions too 
complex or 
numerous before 
reaching the reward.





VARIABILITY OF REWARD

Rewards have to be variable, 
unpredictable and mysterious. 

Animals and people are motivated by 
intermittent rewards.  Dopamine 
drives the search and variability 
spikes the dopamine system.  

Brains aren’t built for satisfaction.  
They’re built to keep us searching 
for the next reward.  It’s what 
keeps us alive.  

The unknown is fascinating! Our 
brains are prediction machines 
seeking to understand cause and 
effect.  Variability causes us to 
increase focus and engagement – 
it’s habit forming. 





















The UX professional’s 
guide to working 
with Agile scrum 

teams

Aviva Rosenstein



ROSENSTEIN’S POINT:  
Communicating with people 
is hard. Agile development 
methods can make 
communication even harder, 
and UX even more 
misunderstood. There are 
ways around it, but they’re 
hard, too. Do them anyway.  





Aviva did a study of UX pros on 
agile teams….

Almost all of the feedback about 
making UX better was about 
building trust relationships 
with team members. 

The basics of the Agile Manifesto:
- Individuals and interactions 

over processes and tools
- Working software over 

comprehensive 
documentation

- Customer collaboration over 
contract negotiation

- Responding to change over 
following a plan

http://agilemanifesto.org


HER FINDINGS…

1. Almost 30% of UX folks expressed no confidence in 
their understanding of their own roles and 
responsibilities (2 on a 5-point Likert scale).

2. More than 60% felt technical staff had no 
understanding of the UX roles and responsibilities.

3. 60% of UX and 80% of researchers did not feel a 
strong connection to their scrum teams. 

4. How many scrum teams did one UX designer 
support?  Range was 0-3.  Suggest there’s probably a 
relationship between the number of scrum teams 
you support and your sense of connection to the 
team.

5. Lots of designers had a hard time understanding how 
to quantify what they do. Managers can help clarify 
the UX role during onboarding. Clarify roles, clarify 
how involved the designer is expected to be, and 
how the designers are expected to interact with 
technical staff. 



RECOMMENDATIONS
Designers should be trained in agile process along with developers.  

Use a formal presentation to clarify UX roles at the kickoff:
- Here’s what we do
- Who we are
- Tools we use
- Times and ways to collaborate with us

Use design spikes as an input to development. Plan for cycles when 
devs are building non-dependent functionality while they wait 
for UX feedback from the last sprint. 

- Designers should familiarize themselves with tools and practices 
that are a better fit with agile methodology:

- Design studios
- Story mapping
- RITE studies
- Design spikes
- Unmoderated usability tests, click tests, card sorts, tree 

testing.

Include specific UX goals in the backlog and sprint retrospectives.

Enlist the help of product owners, scrum masters and dev managers 
to clarify roles:
- Facilitate brief intros at key milestones
- Communicate best UX practices
- Set team expectations early

Make a standard Agile UX intro deck for use throughout your 
organization; customize it to the project. 



“The greatest obstacle is convincing the team to go the final 
mile to deliver a great experience.” 

Reducing conflicts around product quality:
- Clarify the definition of “done” to include quality metrics
- Establish “minimum usable design” as a baseline metric for 

UX (smashing magazine)
- Executive sponsorship to evangelize product quality, adopt 

success and quality metrics, and provide goals and rewards 
for quality metrics

A general problem of agile teams: they’re great at rolling out 
patches and fixes, great at micro-level work, but there are 
lots of problems with the holistic design of the system.  
Tends to build up lots of usability debt over time.

Often there’s no framework for the design or overarching design 
patterns. 

Research the “Spike” model from extreme programming. There are 
technical spikes and functional spikes. Functional spikes 
resolve risks and unknowns while developers do 
non-dependent work. 

Look into Jeff Patton’s Story Mapping techniques – swimlanes for 
“less optional” to “more optional” functionality (basically TH 
and OBJ buckets).

Best practice is sharing the status of the design frequently, keeping 
and sharing a spreadsheet of design issues, etc.  Add 
communication channels to your practice to increase 
transparency of design decisions to scrum teams.  Establish 
regular communication channels – check-ins, weekly 
meetings, etc  Create a regular comms structure at least 
twice a week. 

Fighting for territory about what’s your job is not good for 
users.

  
Get everyone on the team to help defend and support the 

user experience. 
- All ideas get equal time and contribution
- Seek input, involvement and buy-in
- Get cross-disciplinary input with highly visible design 

products (design studies, persona focus, posting users 
stories and personas, associating them on walls).

- Include the development team in the research, 
including persona-development and other artifacts. 

- Share user research videos and feedback.

Increase your participation in the daily life of the scrum 
team:

- be a consistent voice in the dev lifecycle
- sacrifice your time to the blitzes
- you’ve got to attend scrum meetings!
- use any synchronous or asynchronous channels 

available – chat with them, sit with them. 

Stay aware of what’s happening outside your scrum silo
- Regular design-team meetings 

Read “The Agile Manifesto”
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THOMAS’ POINT:  Visual language 
is universal. As digital tech 
spreads around the globe, we 
need an open, shared source for 
better iconography in digital 
spaces.  We are all invited to 
help create that iconography via 
the Noun Project.  

Visit the Noun Project: http://thenounproject.com
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