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Tonight’s Topics!

* About me & 3 ideas

 Barriers to getting buy-in and what to do about it
* Final Thoughts and Resources

* Questions
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Background
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»- About me

« 18 years in the UX
Research Discipline

 UX Research Manager
at Alaska Airlines

« Based in Seattle
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- UX Research at Alaska Airlines

e July of 2017 with 1.5
researchers supporting
e-commerce.

 Today, 7 researchers and
6 Programs supporting
e-commerce and

company wide initiatives.
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3 ideas to keep In mind as
we walk thru this
presentation.
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Y- 1. Culture

Know the company culture in which you are working in
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- 2. User Centered Design and Empathy

User centered design process and empathy for your teams
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»- 3. Trust

Building and maintaining trust as a foundation for buy-in

Aaska

AIRLINES




»- 3. Trust

Building and maintaining trust as a foundation for buy-in
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A

Barriers to Buy-in and what
to do about it.
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Barrier #1: My team and
organization doesn’t
understand what | do and the
value | bring.
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A

Prepare
Elevator
Speeches

Helps people
understand what you
do and why it’s
important.

Alaska
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Examples
Hallway and elevator conversions

Grabbing coffee or lunch with team members to learn

each others’ roles
Chat with team member before and after meetings




Sound bites, brief snippets to prepare:

- Prepare answers to these questions

Describe your role as a UX
Researcher?

What is the impact of your
work?

Why do we need a UX
Researcher on our team?

Describe what your team
does?

Why did you become a UX
Researcher?

What does a typical day
look like for a UX
Researcher?

What value does your role
bring?

What is the difference
between a UX Researcher
vs Market Researcher?

What is a biggest
misconception about UX
Research?

Aaska
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Office
Hours

Be available for your
team to answer their
research questions
and concerns.

Example: Café UX Research — walkups to chat about
research questions and/or to have a snack!

Aaska

AIRLINES




A

Interactive
Lab Tours

Learn by doing

Alaska
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Example Agenda for Tour

1 hour interactive tour to include:

Presentation about UX Research (who, what,
when, where)

Demo of Usability Study (ask for a volunteer!)
Debrief with Food, Drinks and Goodie Bags
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UCD
Workshop

Learn by doing

Alaska
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»- Why is UX important?

Today, your user’s experience is a differentiator!

Increased revenue
Repeat sales e sonry
Market share, and is not a barrier to entry

°
: “THE CHASM”
» Gain a broader customer base
* Reduce liability and risk
. INNOVAT?I\S
* Increase brand reputation & word of mouth e
* Reduced support costs
| |
-l —

Alaska Crossing the Chasm by Geoffrey Moore

llllllll

Example: 2 hour Workshop - topics to include:

* The History of UX Research, Methods, Value

« UCD Process, Create Personas, Paper Prototype,
and conduct Usability Study

« Empathy discussion

17
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Activity
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- Prepare an elevator speech

* Envelope #1:

It includes a question, note card, and pen.

On the note card, write a one to two sentence sound bite in
response to the question (3 minutes).

Partner with someone next to you and read what your wrote
(1 minute).

Ask your partner to critique what you wrote (3 minutes).

Aaska .

IIIIIIII



A

Barrier #2: No one Is
Interested or excited about
UX Research...it’s boring.
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Unique Study

Announcements

Draws interest, is
memorable and peaks
people’s curiosity to

come to your session. Have a Theme
Email with Podcast or Video
Picture of Food and Drinks

Gif with announcement
Alaska Reminders in Slack/Teams channels
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A

Include a catchy
Study Title

A cool title peaks
people’s interest

“What's stress got to do with it?”
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Interactive

Sessions

Engaging sessions helps
teams understand,
iInternalize, and have a
common understanding

of the issues and themes.
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Activities for observers
» Positives, Negatives, Additional Questions
* Do, think, feel sheet
Slack/Teams chat channel for questions
Debrief between sessions
Provide Snacks




- Flip Board Notes
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>~ Notetaking form

Interview note taking guide Note taker name:

Think & Feel Noteworthy Quotes

About
Participant # ____

Say & Do Frustration | Delight

Aaska
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Activity
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- Create a catchy title

* Note card with a research study title and summary.
* On the note card, rewrite the title making it catchy, in

order to peak the interest of your team/organization
(5 minutes).
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Barrier #3.
My recommendations aren’t
taken.
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Bring them
with you

Make sure your team is attending
your sessions. If they are in the
field, bring them with you.
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Take the team to the airport to observe
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Participate In
the Data

Analysis

Include product team in the data
analysis process (and really the
entire process)

Aaska
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L

Affinity Diagraming Data Analysis Session
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Review
findings prior
to presenting

the report

Meet individually with team
members to review presentation
and feasibility of findings
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ALL MASTERPIECES

Scoftt Berkun — UX Researcher turned PM
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Interactive
Research
Reporting

In the meeting, present your
findings and have problem
solving workshop

Alaska
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Mental model research about how people book.
Presented insights and how might we statements,
followed by a workshop.
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#Barrier 4. Leadership doesn’t
value nor want to invest in UX

Research.
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Regularly
Communicate
the Value of
UXR

Define and talk about the
impact of your work
regularly especially with
leaders.
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Examples
1:1 Research Readouts with leaders (if possible)
Self Service Impact Dashboards
Monthly Newsletters
Monthly Impact Meetings
List type(s) of impact in reports




»- UX Research Team Metrics Dashboard

h Team Metrics > UX Research Team Metrics MVP ~ &

Projects Contacts Library Admin  Help

Filters v Group: All v  Year: 2019 v  Hide Filters

Changes will apply to all viewers once this dashboard gets published. Discard changes?

Overview

{+ Page Options v »* Edit Page

This is an overview of the 3 themes of KPIs. Click on each individual page from the list on the left to dive deeper into each theme.

Team Output (effort measures in progress) Business Impact

: Tactical and Traditional
Purple: Strategic and Ideal

Projects Completed Y1

53 /

Project load over the year @ Yyi +

Projects In-Progress vi

1.6

0.0 Impact Score 20

Note that the following legend is an estimate based on the model used to determine the
5 score above. This legend can change after receiving more data.

0 TACTICAL & TRADITIONAL (0-1.0)

%D %
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g,
Vg
4y,

4“% v

/"/770@/

O, e,
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$ ¢
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$ &

&
¥ f « Mainly Design Validation (0 — 0.50): Studies are likely more tactical while providing
Q

more validation and less impactful to the product strategy

Se[ b,
Aoy,
I, b,

Projects in 2018 @ Projects in 2019

« Design Direction + Validation (0.50 — 1.0): Studies are likely more tactical while
providing validation and informing design changes

STRATEGIC & IDEAL (1.0 and beyond)

« Design Direction + Strategic (1.0 — 1.35): Studies are likely a combination of
tactical and foundational while informing design changes and product strategy

Aaska
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Business Impact Score @ 48 Responses Yyi 3

Cross-Functional Team Engagement

Observers per research study on average @ 26 Responses Y1

Dashboard created via Qualtrics 45
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Explicitly list types of impact in the report

Impact List

v

v

v

Increase Revenue
UX Improvement
Bug detected

Common Understanding

36
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Give visibility to
your work in the
physical space

Get inspired Travel to airport
Leaders need reminders of the work | s Check-in
you are doing. Post on white boards, V L

~ Wait in terminal
. Board
inflight
w0
o Leave Airport

walls, in restrooms, etc.

Alaska
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Get other
disciplines to be
UXR champions.

This gives creditability to the
work you are doing and the
value you bring.
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Be prepared
and be
persistent

This time it might be no,
but next time it might be
yes.

Alaska
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Aaska JOB DESCRIPTION

AIRLINES

Job Title: UX Researcher Contractor
Duration: 6 month — with potential for extension
Start date: June 24" or sooner (if possible)

Role Summary
Come join Alaska Airline’s UX Research Team! We are a group of passionate researchers focused on bringing engaging and delightful
experiences to the planning and purchasing of airline tickets, the check-in process at the airport, and much more.

We are looking for a UX researcher to contribute and conduct research with little guidance and oversight. Alaska Airline’s UX Research
Team is a collaborative group, who works together on generative research activities to help inform business strategies and directions, in
addition to conducting evaluative studies to detect user experience issues and maintain the health of our digital offerings.

Scope

As an individual contributor, you'll work across several e-commerce product teams, partnering with other researchers, designers,
product managers to develop and maintain the user experiences for AlaskaAir.com, our mobile apps, and kiosks. You should be
familiar with Agile development, Lean UX, developing inclusive products, and have the ability to work independently. Having a passion
for teaching stakeholders about the user centered design process and user research is a plus, in addition to an appetite for delivering
unique and interactive reports to the teams.

Key Duties
- Advocate for usability, accessibility, and good user experience design throughout the product development process.
- Conduct large scale research activities with little guidance, including interviews, contextual inquiries, field visits, prototype
evaluations and more, focused on understanding our customers and their behaviors and motivations.
o Create generative and evaluative research plans, identifying goals, methods and timelines, developing participant
screeners and writing discussion guides.
o Moderate sessions and participate in notetaking and affinity diagraming activities to gather data and developing
o Synthesize insights into actionable insights and guidance: personas, journey maps, mental models, usability reports,
etc. for shared and future use. Balance the level of detail for documentation with time.
o Present research insights in a digestible story at different levels of depth depending on the audience. Reports will be
interactive and engaging.
o Present to diverse audiences including e-commerce team members and executives in an easy to understand way,
leveraging best practices of storytelling.
o Leverage existing sources of customer feedback and data such as analytics, satisfaction surveys, and best practices
research

39
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Don’t force it, let
it happen
naturally

Sometimes its best to
see how things grow
organically.
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Experience Mapping Program Example
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Having the support
from your manager
and skip level can
immensely help.

Your manager can be your
best advocate.

Alaska
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Final thoughts and
resources
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- Final Thoughts

* Work on developing an insights driven culture.
 Don’t look too far into the future.
 Don't expect everything to happen all at once.

 Have empathy for your team and organization.

........ ) 43



- Favorite resources

Facebook Research DOING RESEARCH  MAKING INSIGHTS STICK ~ REFLECTING ON OUR CRAFT  LEADING TEAMS  UX EQUATIONS

Making Insights Stick

10 Essentials for Every
Research Summary

Making research findings clear,
compelling, and known

a Laura Rivera
®' May 8,2017 - 5 min read

Getting Stakeholder Buy-in for User Experience Research Projects

Ryl

Creating a Research Podcast Empathy: It's Not Just for How to Use Video to Tell

TOMER SHARON

Foreword by Rolf Molich

o R

Every researcher wants that kind of Users Anymore Impactful Stories
www.amazon.com https://medium.com/facebook-research/insights/home

Aaska
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NN/g Nielsen Norman Group

World Leaders in Research-Based User Experience

Home Articles Training & Events Consulting Reports & Books About NN/g

UX Conference UX Certification In-House Training Online Seminars

Engaging Stakeholders to Build Buy-In

Get stakeholders on your side to launch the best possible UX design, content strategy, and other
design priorities

Arecent poll of creative project managers identified a lack of clarity, poor communication and expectation management amongst
stakeholders as the top 3 reasons projects get derailed.

It seems that to get usable sites live, we first need to get the stakeholders on our side and fully engaged. Forget, or fail, to do this
and the chances of scope creep, deadlines being missed and compromised work going live are greatly increased. For example, in a
UK survey of content strategists, it was revealed that up to 25% of content that had already been created never got published,
largely due to issues with stakeholder sign off.

The importance of buiding stakeholder buy-in is easy to say and hard to do well. Politics, time poverty, lack of knowledge — even a
lack of interest — are all the enemies of good stakeholder relations. But the good news is that there are tried and tested ways to
build strong, y supportive i ips with your stakeholders. This seminar will inspire you with case studies, tips and
techniques to transform the way you work together. Plus you’ll get to share some great war stories with your peers...

"I loved this course. | am used to pushing pixels around the screen, but as I've branched out into a UX

https://www.nngroup.com/courses/stakeholder-ux-
approval/

44
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