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Stav UX 2024

"Much like late-stage capitalism, late-stage UX is
characterized by its market saturation, heavy
focus on financial growth, commoditization,

automation, and increased financialization.”

Source: https://trends.uxdesign.cc
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The State of UX in 2024

ENTER
LATE-STAGE UX
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Charakteristiky Late-stage UX

01

AUTOMATION

Al automates an increasing part of our
jobs and reduces demand for
designers in certain markets.

02

SATURATION

Supply of designers outstrips demand.

Market is still uncertain.

03

COMMODITIZATION

Focus on scalability and
standardization over differentiation and
delight.

04

FINANCIALIZATION

Greater influence of financial health,
shareholders interests, and business

metrics in design decisions.

05

DISINTEGRATION

Lack of trust in digital products makes
users either skeptical, complacent, or

susceptible to exploitation.

Source: https://trends.uxdesign.cc
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Budoucnost design
leadershipu

02-15-24

The big design freak-out: A
generation of design leaders
grapple with their future

Did business really break up with design, or did it just break up with a generation of design
leadership?

Jakob Nielsen on UX

Fewer UX Firms and Teams, More UX
Jobs

Sources:

https://jakobnielsenphd. substack com/p/ux-| roundup 20240226 #§fewer-ux-firms-and-teams-more-ux-jobs
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Member-only story

UX leadership is failing (and what
we can do about it)

Design spent years trying to get a seat at the leadership table. Butin
too many cases, the inability to drive real impact is resulting in
resources being cut and influence diminished.

@ Mike Kuechenmeister - Follow
m Published in UX Collective - 6 minread - Feb 22,2024

. N .
e Qs b ® 0

Member-only story

Are shareholders the real users?

Waves of layoffs in the tech sector are revealing the ultimate end user.
And it might be you.

@; T.Robert Roeth - Follow
m Published in UX Collective - 7minread - Apr3,2023
§s5 Q5 e M

Jeff Gothelf - 1st
Author, speaker, trainer and board advisor helping orgs...

2w-®

The latest tech layoffs have disproportionately affected designers and
researchers. That's a problem...

...because setting goals the right way in organizations explicitly demands a
robust research and design practice.
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https://uxdesign.cc/are-shareholders-the-real-users-5f53339963ae
https://uxdesign.cc/ux-leadership-is-failing-and-what-we-can-do-about-it-03f570f89bcb
https://www.fastcompany.com/91027996/the-big-design-freak-out-a-generation-of-design-leaders-grapple-with-their-future

Co si z toho vzit?

1. Musim chapat, jak v daneé firme uspet

Kde je v org design maturity modelu a umét s danou fazi pracovat.

2. Musim firmeé prinaset hodnotu

Moje prace musi prispivat k cilum, byt vidét a musim ji umét prodat.

9 Design Management & Leadership MasterClass
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Jak jste se

s timto tématem
uz setkali?




Pripomenuti - designova vyspelost

"UX maturity measures an organization’s desire and ability to successfully
deliver user-centered design.”

https://www.nngroup.com/articles/ux-maturity-model/

“The Service Design Maturity Model is a five-stage model that shows the
process of embedding service design into an organisation and structures the
transformation towards a service design-led company.”

https://koosservicedesign.com/blog/the-service-design-maturity-model-an-introduction/
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Pripomenuti - designova vyspelost
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deliver user-centered design.”
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K hodnoceni vyspélosti je hodné pristupu

Case Study: Understanding People and Products

CHI 2017, May 6-11, 2017, Denver, CO, USA

From Snake-Oil to Science: Measuring

UX Maturity

Jeff Sauro, PhD
Founding Principal
MeasuringU

Denver, CO 80206, USA
jeff@measuringu.com

Kristin Johnson, PhD
Associate Researcher
MeasuringV

Denver, CO 80206, USA
kristin@measuringu.com
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Permission to make digital or hard copies of all or part of this work for
personal or classroom use is granted without fee provided that copies are
not made or distributed for profit or commercial advantage and that
copies bear this notice and the full citation on the first page. Copyrights.
for components of this work owned by others than ACM must be honored.

A UX Maturity Model: Effective Introduction
of UX into Organizations

Lorraine Chapman and Scott Plewes

Macadamian Technologies
Gatineau, Quebec. Canada
{lorraine, scott)@macadamian. com

Abstract. Getting products out the door with a fantastic user experience (UX) is
becoming increasingly more important in all aspects of the business world
‘ge companies have raised the bar in consumer products in terms of UX de-
sign, which has leaked into non-consumer organizations and contexts. The same
people, who are also consumers, are now going to work with equally high ex-
pectations in their enterprise applications or even using their “consumer” prod-
uct at work. Naturally, organizations that create products have responded by
hiring consultants or professional UX designers. Yet, despite having the right
skills, organizations are not necessarily getting the results they want. Achieving
great UX design is not just a function or talent of individuals, it is an organiza-
tional characteristic. Understanding the organization’s “maturity” level is a ne-
cessary first step for improving the effective delivery of UX design and for
enabling the organization to advance to the proverbial “next level

Keywords: UX maturi
satisfaction.

. maturity models usability, user-centered design, user

1 Introduction

“I think in order to design great products, you need to have the culture in place.

Cordell-Ratzlaff, 2010

Abstract

A growing number of organizations want to better
understand how to properly grow and implement a User
Experience practice. While there is a general sentiment
that a more mature UX practice leads to organizational
success, there is surprisingly little data about what
constitutes UX maturity. This case study describes the
first steps into an empirically derived maturity model
and describes what we've learned from interviewing
seasoned UX professionals and surveying practitioners
from dozens of organizations. Preliminary results
indicate that our empirically-based approach is
understandable and flexible enough to be applied
across a broad range of organizations and industries.
Ultimately, our objective is to move the practice of
assessing UX maturity from snake-oil to science. To do
so, we aim to identify the variables that differentiate
immature from mature UX practices and establish a link
between UX maturity and company success.

Author Keywords

UX  maturity; maturity model; User Experience

The & Levels of UX Maturity

NN/g Nielsen Norman Group

DE GRUYTER OLDENBOURG

-com 2021; 20(1): 105-113

Brief Report

David Gilbert*, Holger Fischer, and Dirk Roder

UX at the Right Level

Appropriately Plan the UX Expertise Using the PUXMM - A UX Maturity Model for Projects

hitps://dol.org/10.1515/icom-2020-0029

Abstract: Usability and user experience maturity models
are used to evaluate the capabilities of an organization in
order to provide an assessment of their ability to develop
usable products. But, as the main focus of such models is
on an all-encompassing organizational level, they are dif-
ficult to implement in more complex organizations with a
wide range of diverse and interlinked projects.

This paper presents a project related UX maturity
model, which was developed at DB Systel to address this
issue: the PUXMM. It takes into account the nested in-
ternal customer relationships between departments and
subcontractors and applies a human-centered design ap-
proach. There are two practical application scenarios for
the PUXMM. It can be used to determine the UX matu-
ity level of an ongoing project and as checklist to align
a project to a desired maturity level from the outset

Keywords: UX maturity model, UX capability, human-
centered design, project planning, assessment

1 Introduc

In the digital age, software is increasingly becoming a so-
cially and economically formative factor [35]. The success
of a software solutionis substantially defined by its use.
A goo i ) [42] of b

faces is therefore indispensable. In the business environ-
ment, this applies both to the user group of the end cus-
tomer as well as to the employees of the same company.
Under the term “employee experience”, thereis a currently
growing discourse regarding the necessity of posifive ex-
periences with human-machine interfaces for employees

Bahn Systel GmbH,
120720221052 any, e-mail

37,50670 Kaln,

Ponto-Platz 1,

World Leaders in Research-Based User Experience

The 6 Levels of UX Maturity

Summary: Our UX-maturity model has 6 stages that cover processes,

design, research, leadership support, and longevity of UX. Use our quiz

to get an idea of your organization’s UX maturity.

By Kara Pernice, Sarah Gibbons, Kate Moran, and Kathryn Whitenton

on June 13, 2021

Topics:
Managing UX Teams

UX maturity measures an organization’s desire and ability to successfully

deliver user-centered design. It encompasses the quality and consistency of

research and design processes, resources, tools, and operations, as well as

the organization’s propensity to support and strengthen UX now and in the

future, through its leadership, workforce, and culture.

[15]. In addition, new interaction concepts such as “Dig-
ital Companion'” [2] or “Digital Twin®" [52) promise new
beneficial forms of human-machine interaction within or-
ganizations. Overall, human-centered design’ (HCD) [26]

ial for the i of successful so-

lutions within this environment.
Many companies are now facing the challenge of es-
tablishing or expanding HCD and everyone is looking for
ribe how it works. How com-

, every proj their

personal goals in the company are different, so there is no
“right" approach on how a UX strategy should look like.
Every project team must develop it for itself, so that ev-
eryone in the team stands behind it and endorses its im-
plementation. Existing UX maturity models focus on the
organizational level of a company. They lack the focus
on an operative project level and thus do not take into
account adequately the complexities of company struc-
din-

fluenced by subcontractors.
Larger companies, such as DB Systel, are striving for
2 UX maturity model that s oriented towards such an op-
erational level and that can be applied to the diverse land-
-ape of Therefc
was develc
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Systematic literature review of usability capability/maturity models
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1 Introduction

Many organizations have integrated User Experience (UX) processes into their

UXCM assessment, a questionnaire for the cap)
means of online survey of remote interviews and
a case study demonstrating the efficiency of the
industrial project

de this measurement even more problematic.
ard and efficient method to assess

methods and resources contribute toward

the production of UX artifacts demonst

the use of UX methods demons
with specific UX res

scale, a maturity scale, a rating scale ang
as measurable characteristics of UX proc
paper is threefold: a description of the meas|
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formal software development model because UX processes help improving the
user experience with their products and increasing organizational efficiencies [1].

User-Centred

[11]. It is by
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now general
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esign (UCD) is a methodological approach for product develop-
users and their needs at the core of the development process
a('c(‘plod that UCD should integrate UX processes
R

Your Customer Experience :
Maturity Index

Qualtrics

Digital CX Maturity: XMinstitute”

Assessment

SUMMARY

As customers interact more frequently with companies over digital channels, these experiences are increasingly
becoming the backbone of customer loyalty. But a company’s ability to design and deliver easy, emotionally
engaging digital interactions doesn't appear overnight. XM Institute's research shows they evolve through five stages
of customer experience (CX) maturity as they gradually master the six XM Competencies and 20 XM Skills. Use the
Digital CX Maturity Assessment to evaluate how you are currently performing across each of these Competencies
and Skills and determine where your CX program falls across the five maturity stages. Then review the information
provided on pages 3 through 10 to develop plans for making progress towards your digital CX goals.

FIVE STAGES OF DIGITAL CUSTOMER EXPERIENCE MATURITY

Any company can improve portions of its digital customer experience, but only those that go beyond superficial
changes will be able create lasting differentiation and increase loyalty. As organizations go about mastering the six
Experience Management (XM) Competencies - LEAD, REALIZE, ACTIVATE, ENLIGHTEN, RESPOND. and DISRUPT-
they will evolve through five stages of maturity:

1 Stage 1: INVESTIGATE. The organization is not focused on Digital CX as a strategic opportunity. Companies in

age
this stage should work on identifying the “best” first steps and building buy-in with senior executives to acquire
the resources needed for moving forward.

alue in Digital CX, they investigate how it can help their
This second stage of maturily usually begins with the
1 points, and key drivers of digital experiences.

Community  Enterprise  Pricing

X as a strategic priority, the organization taps into full-time
drive digital experience improvements. This is a powerful
mature different touchpoints (Contact Center, Location-
tion, beginning to construct customer journey maps. and
i considered one important component of the larger CX

in place, the organization systematically uses insights to
ts in engaging the entire workforce in Digital CX. In this
actively use CX metrics and insights to improve XM cross-
operational and experience data. This helps to build rich

oY siam duct more sophisticated research. They should also deeply
- od digital behaviors in all employees.

Srebuary2022 -~ T R O O S
Nikki Anderson NoN

Taylor&Francls
Toyor Fancs Goup

)

janizational User Experience (UX) Capacity
Alexandra Stp
York, USA

9 to adopt effective User Experience (UX) practices, but
‘ocess of trial and error because there is no standard
address this challenge, we present the UX Capacity
hensive tool for helping organizations understand the
practices and identify targeted improvement strategies.
terviews with UX professionals, the UXCAF includes 21
ity: people, resources, practices and processes, organiza-
and benefits. We apply the UXCAF to three organizations
s of any type and size can learn how to improve their
n increasingly digital world.

2016), while others only provide high-level descriptions and
do not address the unique challenges faced by individual
organizations (e.g, Chapman & Plewes, 2014). As a result,
there is no standard methodology for UX professionals to
systematically build an effective UX practice for their organi-
zation, leading many of them to instead adopt a time-
consuming and expensive process of trial and eror.

To fll this gap, MacDonald (2019) introduced User Experierice
Capacity-Building (UXCB) as “the intentional work to continu-
ously create and sustain overall organizational processes that make
quality UX work routine.” A key aspect of UXCB is the distinction
between the processes or behaviors that define an organization’s
UX capacity (eg. the use of UX methods and tools) and the
activities used to build or sustain that capacity, which may include

Jill-building workshops, company-wide events, hiring new staff,
or increasing the visibility of UX work (MacDonald, 2019).
Conceptually, UXCB is a three-part process in which (1) the
existing conditions of an organization inform the selection of (2)
capacity-building strafcgies aimed at achieving (3) specific out-
coamee at the i

verysector have
I products that
bxperience. At the
uild internal User
and for skilled UX
‘While some UX

byt tato prezentace ulozena po dobu 1000 let?

, 2014). This dis-
tinction between UX (design and research) and software develop-
mentis crucial, as both felds have developed their own techniques,

processes, and tools for getting their work done. T
differences, in turs, create a number of challenges in terms of
communication and collaboration (Bruun et al, 2018).

Building an _effective software development practice i
a complex process, and the industry has developed several
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K hodnoceni vyspélosti je hodné pristupu

Stages of
UX Maturity

Structured

a . Emergent
Limited Partly
. systematic
Absent . Fl.::::"t;:ir:]aland Variably
* Uneven . I'tlconsistint ffective
» Haphazard
* Ignored P o Inefficient

« Nonexistent » Aspirational

* Undiscovered

Sources:

https://koosservicedesign.com/blog/the-service-design-maturity-model-an-introduction/

Integrated

User-driven
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« Comprehensive
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.
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https://dovetail.com/blog/uxr-maturity/
https://www.nngroup.com/articles/ux-maturity-model/

Jeden z nejvice pouzivanych = NN/g

Stages of
UX Maturity
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¢ Undiscovered

Emergent
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o Inefficient
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https://www.nngroup.com/articles/ux-maturity-model/

Hodnoceni vyspelosti nejaké kompetence

KliCoveé proto, abyste ji mohli rozvijet a zlepsovat se

Definujte kompetenci
Stanovte kritéria hodnoceni

“You can’t manage what you can’'t measure.”

Nasbirejte data

Ohodnotte podle kritérii

|dentifikujte silné a slabé stranky nebo rozdil mezi sougasnym a cilovym stavem
Nastavte plan rozvoje

Kontrolujte progres

OOk w b=

~
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Proc je dobreé véedet, jak
vyspela moje organizace je?

19 Design Management & Leadership MasterClass
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Jakou informaci mi dava design vyspelost

— Chci tam pracovat? Na jaky typ problému se chci soustredit?
— Jaké metody maji vétsi pravdepodobnost prijeti?
— Jakeé projekty maji vetsi pravdépodobnost podpory?

— Jak muzu organizaci pomoci s rozvojem této kompetence?

20 Design Management & Leadership MasterClass
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Designova vyspelost organizace prakticky

1. Kde jsem (As Is)

— Dava mi navod, jak s organizaci pracovat, jaké aktivity maji nejvétsi Sanci na uspéch

2. Kde chci byt (vize, To Be)

— Dava mi smér, popis cilového stavu - napojeni na business cile, vizi a misi spoleCnosti

3. Kde mam nejvetSi mezery (Gap analyza)
— Rozpory mezi tim, kde jsem ted a kde chci byt

4. Jak mezery prekonat (Strategie)

— Navrh konkrétnich opatreni a co je na jejich realizaci tfeba (Design business case)
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1. Kde jsem (As Is)

VétSina popisu, co najdete online jsou pfilis high-level.

Stage 1: Absent

You are
here

Q
o

Absent

 Ignored
¢ Nonexistent
e Undiscovered

Explore

X
6-3 Strategy

Vision: UXis not included in missions
Planning & prioritization: UX is not
included in objectives or priorities
Budget: no UX budget

Q:E Process

Methods: No design or research
methods used

Collaboration: UX not included, even
at the end of the development cycle
Consistency: UX activities are one-off
and not reproducible

mﬁ Culture

Awareness: problematic
misunderstanding of UX

Appreciation & support: no respect
for UX and its value

Competency: no UX mindset
Adaptability: rigid processes

Integrate
|.ll|1 Outcomes @

Impact of the design: Poor-quality
design based on features, rather
than usability

Measurement: success metrics that

are unrelated to UX
Thrive

NN/g

People and Tools and
Resources Capabilities
Individual service Service design
design iasts are and
scattered across the expertise is self-
organisation, in which retrieved
no budget, time and (through books /
facilities are dedicated articles / trainings), but
to service design scattered across the
organisation.

First project team is Existing (adjacent)
formed by enthusiasts capabilities are
and/ or design brought together
agency. There s from different people.
missing budget and Organisations tend
management buy-in to buy capabilities
for service design through hiring a
initiatives. design agency.
More people get Capabilities are
involved and spreading outside of
incidental budgets the initial team. First
are created for service employees start to
design projects. specialise and CX /
Rooms and facilities SD departments are
are getting hijacked being formed.
for service design.
The majority of Unified capabilities,
people is engaged methodology and
with service design. language around
Dedicated service service design, as
design budgets are capabilities are being
now in place. decentralised within

The entire organisation
isinvolved in service
design. Everyone

is aware that all
decisions may impact
customer experience.

each team.

Strict methodology
is let loose and
experimentation is
stimulated, as the
design mindset is
ingrained in the
company culture.

Organisational
structure

Traditional siloed
structure, with

no assigned
responsibilities on
service design or
customer experience.

The first
multidisciplinary team
is being formed and
the first service design
initiatives are taking
place regardless of
structure

Interference with
the existing way

of working is felt.
Silos starts to suffer
under the demands
of multidisciplinary
teams.

The siloed structure

is broken down and
design-led foundation
is being laid. New roles
emerge and being
assigned in each team.

Organisational
structure allows for
close co-creation of
service experiences
in multidisciplinary
teams.

Metrics and
Deliverables

Customer-centric
metrics and
deliverables are non-
existent.

Deliverables of first
project being created,
like a customer
journey map. First
measurable results are
often lacking.

Project results are
becoming increasingly
apparent. First
customer-centric KPls
are set specifically for
the CX department.

C-suite is committed
to (X and SD and
may even assign a
Chief Design Officer.
Customer-centric KPls
go company wide.

Each initiative is

tied to customer-
centric metrics and
deliverables. Customer
centricity has become
an important KPI for
the entire C-suite.
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1. Kde jsem (As Is)

VétSina popisu, co najdete online jsou pfilis high-level.

Stage 1: Absent

You are
here

Q
o

Absent

 Ignored
¢ Nonexistent
* Undiscovered

X
6-3 Strategy

Vision: UXis not included in missions
Planning & prioritization: UX is not
included in objectives or priorities
Budget: no UX budget

@ Process

Methods: No design or research
methods used

Collaboration: UX not included, even
at the end of the development cycle
Consistency: UX activities are one-off
and not reproducible

fm Culture

Awareness: problematic
misunderstanding of UX

Appreciation & support: no respect
for UX and its value

Competency: no UX mindset
Adaptability: rigid processes

|_[]_[|_ Outcomes

Impact of the design: Poor-quality
design based on features, rather
than usability

Measurement: success metrics that
are unrelated to UX

NN/g

Explore

Prove

Scale

Integrate

Thrive

A d
A d
. *
*
®
A d
«*
People and Tools and
Resources Capabilities
Individual service Service design
desigr iasts are and
scattered across the expertise is self-
organisation, in which retrieved
no budget, time and (through books /
facilities are dedicated articles / trainings), but
to service design scattered across the
organisation.
First project team is Existing (adjacent)
formed by i ilities are
and / or design brought together
agency. There s from different people.
missing budget and Organisations tend
management buy-in o buy capabilities
for service design through hiring a
initiatives. design agency.
More people get Capabilities are
involved and spreading outside of
incidental budgets the initial team. First
are created for service employees start to
design projects. specialise and CX/
Rooms and facilities SD departments are
are getting hijacked being formed.
for service design.
L4
....
e
The majority of Unified capabifties,
peopleis engaged methodologyand ~ ¥ 4
with service design. language around
Dedicated service service design, as
design budgets are capabilities are being
now in place. decentralised within

The entire organisation
is involved in service
design. Everyone

is aware that all
decisions may impact
customer experience.

each team.

Strict methodology
is let loose and
experimentation is
stimulated, as the
design mindsetis
ingrained in the
‘company culture.

v

L]

Organisational
structure

Traditional siloed
structure, with

no assigned
responsibilities on
service design or
customer experience.

The first
multidisciplinary team
is being formed and
the first service design
initiatives are taking
place regardless of
structure

Interference with
the existing way

of working is felt.
Silos starts to suffer
under the demands
of multidisciplinary
teams.

The siloed structure
is broken down and
design-led foundation
* & jsbeing aid. New roles
erflegge and being
assignlﬁvxexh team.
0'.
‘e

..
e
.
.

Organisational
structure allows for
close co-creation of
service experiences
in multidisciplinary
teams.

Metrics and
Deliverables

Customer-centric
metrics and
deliverables are non-
existent.

Deliverables of first
project being created,
like a customer
journey map. First
measurable results are
often lacking.

Project results are
becoming increasingly
apparent. First
customer-centric KPls
are set specifically for
the CX department.

C-suite is committed
to (X and SD and
may even assign a
Chief Design Officer.
Customer-centric KPls
go company wide.

e

L

....
Each initiative is? 4
tied to customer-
centric metrics and
deliverables. Customer
centricity has become
an important KPI for
the entire C-suite.

e

L Z

L]

L]

L4

L4

People and
Resources

Individual service
design enthusiasts are
scattered across the
organisation, in which
no budget, time and
facilities are dedicated
to service design

First project team is
formed by enthusiasts
and / or design
agency. There is
missing budget and
management buy-in
for service design
initiatives.

More people get
involved and
incidental budgets
are created for service
design projects.
Rooms and facilities
are getting hijacked
for service design.




1. Kde jsem (As Is)

UziteCnéjsi zpracovani.

Laggard Early Progressing Mature
Exec Attitude Unconvinced Cautious Enabling Expecting
Scope Limited to user feedback Ad-hoc Discovery research Discovery research
wi cli w/ clients, non-cli
What does Market research Late-stage testing R CHIants, 1o comts
research cover? existing products Consistent, iterative Consistent evaluation
w/ clients usability testing of current products
What are the methods
being used? User/advisory groups Monitored Beta Explores new markets,
& Pilot programs audiences
How far does Log analysis
research reach? Lirnited 16 6rie blisiness Comprehensive Spans across
analytics and data organization
ue caman collection
Not limited to
Participatory design functionality
w/ clients, users, etc
Purpose Find what customers Usability test to predict Confirm current product Prioritize where to focus

Why is the organization
investing in design

don't like

the future (CYA)

decisions are sound

Establish shared

new innovations

Inform customer/market

research? understanding of segmentation
customers and markets .
Learn where to adjust
by product team
product strategy
Identify unmet needs
Staffing No dedicated Designers lead guerrilla Dedicated research Management
research team usability tests person or team within level position to
Who makes up the :
organization lead alongside
research teamin the Product management May outsource research R
organization? or marketing interacts to agency Product management P : 9
commercial etc
with clients and design support the

May hire perception/
market research firm

research team

Resources available
for non-research teams

to conduct research,
report findings
Audience Individual product team Product management Product management C-suite (CEO, CMO, etc)
Who uses the findings? Marketing Marketing Commercial leaders
Design Corporate Strategy
Engineering External partners
Governance None Little pre-research Research processes are Decisions are made
lanni managed, consistent consulting existi
What are the policies R e . . o
" design research or
to how research will Reports are emailed Follow best-practices
create need
be conducted and to stakeholders

consistently?

Little awareness of
best practices

Findings are available
for wider teams

for more research

Strategy, tactics,
findings are
consistently applied
across projects, orgs,
businesses



1. Kde jsem (As Is)

Customer Experience Maturity Matrix France

Actionable
zpracovani.

Stanovte si, jaka
Kritéria jsou pro vas
dulezita.

Budte konkrétni — jak
presne by se dany
level vyspélosti
projevoval v kontextu
va$i organizace?

January 2019

L . L
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1. Kde jsem (As Is)

Sbér dat a hodnoceni

NejCastéjsi metody
— Rozhovory

— Dotaznik

— Pozorovani

26 Design Management & Leadership MasterClass

POZNAVANT

13/ Stinovani

Doprovazejte uzivatele v béznych situacich.

L™

&
= PAg
,.\

POZNAVANT

7/ Hloubkovy rozhovor

Zeptejte se na to, cemu chcete porozumét.

POZNAVANT

14/ Etnograf v terénu

Poznejte komunitu zevnitf.

D%\
POZNAVANI

8/ Kontextovy rozhovor

Ptejte se uzivatell pfimo na misté.

POZNAVANI

18/ Dotaznik

Sesbirejte efektivné velké mnozstvi dat.

T
¢\ _

L]
-4

9/ Expertni rozhovor

Obrat'te se s otazkami na odbornika.



1. Kde jsem (As Is)

Customer Experience Maturity Matrix France
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2. Kde chci byt (To Be)

— Jaka je vize spole€nosti?
— Jakou roli hraje / muze hrat Experience design v jejim naplnéni?

— Jaky level je pro naplnéni této vize optimalni?
— Jaké si nastavit prubézné cile?

— Vyznacte si, kam se chcete dostat.

28 Design Management & Leadership MasterClass
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2. Kde chci byt (To Be)

Customer Experience Maturity Matrix France
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2. Kde chci byt (To Be)

VSimnéte si, ze ne
vsechny radky maji
cil pro zlepseni.

Prog?

Customer Experience Maturity Matrix France
January 2019
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3. Kde mam nejveétsi mezery (Gap analyza)

Co to ve skutecnosti
znamena dostat se z
Level 2 do Levelu 37

Jaky je rozdil mezi
cilovym stavem a
soucasnosti?

Customer Experience Maturity Matrix France
January 2019

333

- | | [
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4. Jak mezery prekonat?

Design business case

32 Design Management & Leadership MasterClass
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Design business case

Pro zvysovani vyspelosti | pro dalsi strategicka temata

33 Design Management & Leadership MasterClass

04

FINANCIALIZATION

Greater influence of financial health,
shareholders interests, and business
metrics in design decisions




WHRT IF 1 TOLD YOU

A GOOD USER EKI'EIIIEHBE GAN
AGTUALLY MAKE YOU MIIIIEMIIHEY

https://formester.com/blog/7-types-of-website-usability-survey-questions-to-ask-in-2023/
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Jak vetsinou vypada prezentace strategicke
designove potreby (napr. Design system)

1. Co je design system (v detailu)

— Ukazky komponent ve Figme, ukazky
dokumentace, atd.

2. Jak nam to designerim pomaha
— Ukazky jak se rychle posklada interface, atd.

3. Benefity (Optional) — ze nam to
Setfi €as a jsme efektivnéjsi
— 2x rychleji dame dohromady Ul
4. Co potrebujeme

— X milionu budget a idealné dedikovany tym o
alespon péti lidech

https://dribbble.com/shots/5520618-Design-System
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Jak vetsinou vypada prezentace st
designove potreby (napr. Design s

1. Co je design system (v detailu)
— Ukazky komponent ve Figme, ukazky
dokumentace, atd.

2. Jak nam to designerim pomaha
— Ukazky jak se rychle posklada interface, atd.

3. Benefity (Optional) — ze nam to
Setfi €as a jsme efektivnéjsi
— 2x rychleji dame dohromady Ul

4. Co potrebujeme
— X milionu budget a idealné dedikovany tym o
alespon péti lidech
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Struktura business casu

Executive summary

Definujte strategickou potifebu nebo prilezitost
Predstavte svUj pfistup k projektu a cile
Predstavte business benefity vaseho projektu
Odhadnéte naklady

Predstavte mozna rizika

Odhadnéte ROI

© N o 0o K~ L h =~

Predstavte moznosti rozhodnuti a dejte doporucCeni

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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A design system business case &
business benefits — the ultimate
guide

Q Matéj Kéninsky
(:\' Published in UX Collective - 33 minread - May 24, 2020
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Struktura business casu

Odhadnéte naklady
Predstavte mozna rizika
Odhadnéte ROI

© N o 0o K~ W~

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Definujte strategickou potrebu nebo prilezitost
Predstavte svUj pfistup k projektu a cile

Predstavte business benefity vaseho projektu

Predstavte moznosti rozhodnuti a dejte doporucCeni

Vztahnéte se k cilim a vizi organizace
« Konkrétni OKR nebo KPI

Priklady

* Time-to-market musi byt 2x kratsi

« Sjednoceni brandu na vSech
platformach
« ZvySeni produktivity o 30 %
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Struktura business casu

1. Design system — analogie (diim, auto)
2. Alternativni feSeni
. L ] ] - Staticka styleguide
3. Predstavte svuj pristup k projektu a cile . Souéasné nevyhovujici Fedeni
4. Predstavte business benefity vaseho projektu High-level project plan
. , « Jaké oddéleni musi
5. Odhadnéte naklady spolupracovat?
v v s s . ?
6. Predstavte mozna rizika Jak dlouho to bude trvat
« Jaké zmény tymu jsou tfeba?
7. Odhadnéte ROI « High-level roadmapa (zvazte faze)
8. Predstavte moznosti rozhodnuti a dejte doporuéeni Konkreétni cile

* Napfr. 2x rychlejSi time-to-market

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Dva zakladni typy business benefitt
- 1. Zvyseni trzeb
Struktura business casu 2. Snizoni nakiad:

Design system primarné snizuje naklady,

Nepfimo muaze ovlivnit i zvySeni trzeb.
Ukazte konkrétni benefity, které jsou
dllezité pro vasi organizaci.
* Konkurencni vyhoda — az 20x rychlejsi
release
Predstavte business benefity vaseho projektu « Sni¥eni nakladfi na tvorbu Feseni —
az 030 %

Odhadnéte naklady .
Predstavte mozna rizika

O d h 3 d n ét e RO I LEGACY DIGITAL DEVELOPMENT _ _DESIGN SYSTEM DIGITAL DEVELOPMENT

©® N O O b~ 0 DN~

Predstavte moznosti rozhodnuti a dejte doporucCeni

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Struktura business casu

Nemusi to byt rocket science, zvazte:

« Platy / head count

« Naklady na externisty

« Naklady na vybaveni, napf. nové
pocitace, licence softwaru, mistnost

Ukazte naklady
v , « Co potfebujeme, abychom mohli zacit
Odhadnéte naklady . Kolik to bude stat v prab&hu (jak dlouho

Predstavte mozna rizika bude projekt trvat, pripadné rocni

odhad nakladu)
Odhadnéte ROI

© N o e kw0 b =

Predstavte moznosti rozhodnuti a dejte doporucCeni

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Struktura business casu

Co kdyz véci nepujdou podle planu?
Mejte pripravené odpovédi na zakladni
otazky

 Nemuzeme sehnat lidi

« Technologické reSeni neni idealni

« Bude to trvat déle, nez jsme Cekali

Co kdyz se projekt neuskutecni?

« Jak vypada nas business, kdyz tohle
neudélame? Jakym rizikim se

Odhadnéte ROI vystavujeme? (vétSinou opak benefitl)

1.
2
3
4
5.
6. Predstavte mozna rizika
7

8

Predstavte moznosti rozhodnuti a dejte doporucCeni

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Opét, nemusi byt rocket science

135%

Struktura business casu

NET GAIN

/9 NET GAIN $871,400
= )

100

Overall costs, gains, net gains, and ROI from our Acme, Inc. example. (Large preview)

x Designéri a designérky se Casto boji
Odhadnete ROI odhadovat finance. DuleZité ale je byt

PFedstavte moznosti rozhodnuti a dejte doporugen| transparentni co se tyce predpokladu
a zjednoduseni.
(pozn. vice v materialech v ISu)

1.
2
3
4
D.
6
7
8

https://www.smashingmagazine.com/2022/09/formula-roi-design-system/
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https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab

Struktura business casu
1.
2
3
4
5.
6
7
8. Predstavte moznosti rozhodnuti a dejte doporuceni

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Nedavejte jen jednu moznost co s tim.

Typické jsou scénare nebo varianty,

napr.:

1. ldealni varianta

2. Konzervativni varianta
3. Neudélame nic

1. Interni projekt

2. Externi projekt

3. Mix
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Struktura business casu

Executive summary

Definujte strategickou potifebu nebo prilezitost
Predstavte svUj pfistup k projektu a cile
Predstavte business benefity vaseho projektu
Odhadnéte naklady

Predstavte mozna rizika

Odhadnéte ROI

© N o 0o K~ L h =~

Predstavte moznosti rozhodnuti a dejte doporucCeni

https://uxdesign.cc/a-design-system-business-case-business-benefits-the-ultimate-guide-cc2e09715ab
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Co rikate na

tohle?
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Zaver
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Co si z dneska odneést

1. Pochopeni designove vyspelosti organizace, se kterou pracuji mi zvysi
pravdépodobnost uspéchu mych strategickych navrhu.

2. Pri zvysovani organizacni vyspelosti musime byt konkrétni a stanovit si méritelne cile.

3. Business case nemusi byt slozity, ani nudny a netyka se jen ,byznys lidi".
Umet prodavat design a strategické iniciativy je kliCova kompetence design leadera.
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Dalsi zdroje
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MUNI

N 3/
i5 sno Design Management & Leader MasterClass # a;\"‘_

Interaktivni osnova

-~ Normlnf BIUSAAGZ=E. @G 6@ @m® @) (e

Téma 1: Design business case a organizacni vyspélost prakticky @

Klicové a dopliikové zdroje k probiranym tématim
@ =povinné

= doplrikové / pro zajemce

1. Pro¢ a jak prodavat design

Velmi slavné prednaska Mika Monteira, ve které osobitym zpisobem konfrontuje designery s jejich pfinosem
organizaci/agentufe.

@ Keynote - You have been lied to
Mike Monteiro

IxD2015 conference

Mike Monteiro: Keynote from Interaction Design Association on Vimeo.

2. Zaklady business casu v designu

@ A design system business case & business benefits — the ultimate guide
2020, Matgj Kaninsky
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Diskuze

49 Design Management & Leadership MasterClass



= =
X0 =
— =
D)

Diky ¥

50 Design Management & Leadership MasterClass



