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HERE'S WHAT WE'VE LEARNED

Recap: Who to Ask & How to Ask

Test a sample of your target audience based on data
you have:

- Psychographics

- Behaviors

- Demographics

- Geographics
Ensure you have representation from each of the
relevant user segments
The goal of any research recruitment is to hit the
threshold at which you're no longer hearing new data -
once you're no longer learning new things, your sample
is sufficient
Attitudinal research = what users says
Behavioral research = what users do
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Data Analysis Research analysis is the umbrella term used to define

the process of classifying, organizing, and
transforming raw data into valuable information, and

eventually a conclusion.

General Problem
Specific Problem

Solution

Ideation:
Generate
Ideas

Prototype:
Test Ideas

Define:
Insight

Observe:
Material

Divergent I Convergent

Divergent ' Convergent
Thinking I Thinking

Thinking I Thinking
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Data AnaIYSIS Synthesizing insights is more than just making

observations.
g - Insights describe the trends founds in your data
@P and connect them back to the relevant product

objectives

- Insights are never neutral




ASKING THE RIGHT QUESTIONS

Scoping a Research Project

In order to shape our research approach efficiently, we must know 6 things:

e What are your baseline metrics?

e What are the product/business objectives?

e What is the product timeline including milestones that matter?

e What questions come up for you around the product/target audience?

e Based on what your team knows already, what is your best guess at those
questions?

e Whatis the intended impact of your research?
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Data vs Learningsvs Insights | ="~~~ 1. = o 00

Data

Unanalyzed collection of
observations about users i.e.
transcripts, notes, metrics, or
survey output

Ex. users can't find the
checkout CTA on an
e-commerce website
because it is consistently our
a frame, requiring them to
scroll

Learnings

Describe patterns in
collected data or summaries
across it

Ex. information architecture
is a barrier to users
navigating the webslte

Insights

Focused explanations of
opportunities, based on user
research and business
context

Ex. making checkout flows
more discoverable will raise
the user conversion rate and
revenue
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Data Analysis Tools
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Thematic Data Analysis [ 7ZEBW 15 W THLU TR T ET I

1. Bucket answers, observations, examples

By converting your key research questions into interview or survey questions
you should have a good sense of which information ladders up to answer each
of your research questions - summarizing each group of data this way is your

first step.
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1. Categorize data to form themes
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Thematic Data Analysis [ 7ZEBW 15 W THLU TR T ET I

2. Connect the dots between your learnings

Now that you have information about how your users think and act, it's time to
apply learnings to the product you're working on - it's important to make it
clear how this information is relevant in the context of your work.
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2. Affinity Map to build learnings
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Thematic Data Analysis [ 7ZEBW 15 W THLU TR T ET I

3. Unlock insights and recommendations

Lastly, your research is not complete until you make recommendations on how to
achieve product objectives by leveraging the insights you have shared. Remember,
the goal of research is not learnings, the goal is insight generation.
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3. Surface answers and opportunities to form insights
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4. Showcase data in ways that engage your audience
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Questions to Ask Yourself

- What are the major patterns and common themes in users’ responses?

- Did any findings surprise you, your colleagues, and/or the client? How so?

- In what context did users express the greatest emotional response to
questions?

- What interesting user stories emerged from the responses?

- How do people view this product overall and how does it fit into their daily
lives? How indispensable is this product to them? Why?

- What features were most important to these users?

- What did they like most about this product? What did they like least about
this product? Why?

- What values are most important to these users?

- How are these users different from other users?

- Are there any use-cases not adequately supported by the current

interface?
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Insight Development

As we've discussed, an insight must contain both a learning AND how it
relates to the original objective. This is where your scoping document
comes in handy.
- How do your insights relate to the objectives and metrics you had in
mind?

- How do your recommendations relate to the intended impact?

The best communication happens when our tendency is to speak in a

language of solutions, not learnings.

. ©

Q - Co-create solutions, don’t just deliver a list of problems to solve for.
D - Your stakeholders are your users too, think through their goals and

how they strategize.



Leverage Al for Efficient Analysis:

Identify trends in a Relate research Build and maintain
large data set as the learnings back to and strong research
foundation for your product objectives knowledge base

learnings

Connect research
application across
multiple projects
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BREAKOUT ROOMS - 10 minutes

Pick a product you work with now or
something you use as a consumer.

- Based on what you know, how do people
view this product overall and how does it
fit into their daily lives?

- Which data are you using to make these
conclusions?
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Resources

- Analysis in UX Research
Everything you need to know about analyzing your data, teasing out
meaningful insights, and synthesizing research to share with your
stakeholders.

- Continuous Interviews Template
The template is meant to be ground control for your continuous
interviewing. It includes multiple parts to take you from launching
your study to analyzing your results.

- Note-taking Template
Here is a ready-made template to take the best notes for your UX
Research. Adaptable to fit your needs and make things easier
during your research.



https://www.userinterviews.com/ux-research-field-guide-chapter/research-analysis
https://docs.google.com/spreadsheets/d/1JERPdAF9HG11PMaQqLQGE_kB33PC8jf7FwLZj9rWRCs/edit#gid=123966766
https://www.userinterviews.com/blog/research-notetaking-templates-methods

LET'S CONNECT

Contact information

LINKEDIN

UX Outloud | Coach

eniola@uxoutloud.com
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