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JUGUEMOS







INDIVIDUALMENTE




SUS NECESIDADES




SUS CARACTERISTICAS




SUS LIMITACIONES




s PARA QUE?




La finalidad es adelantarse a como

se comportaré el usuario en
distintas situaciones




;sCUANDO?




En etapas tempranas de los
proyectos y sus conclusiones se

concretan en la construccion de los
arquetipos de usuarios.




sQUE SE HACE CON ESTO?




La informacién recopilada definira
factores esenciales en el disefio y

los contenidos finales de la
plataforma online.




UN ESTUDIO BIEN APLICADO Y ANALIZADO ASEGURARA UNA
BUENA EXPERIENCIA DE USUARIO Y SENTARA LAS BASES PARA
OFRECER UN BUEN NIVEL DE USABILIDAD, POR LO QUE TENDRA EL

POTENCIAL DE DETERMINAR EL EXITO O FRACASO DE LAS
ESTRATEGIAS




POR ESTO, ESTA INFORMACION DEBE SER MANEJADA POR TODO
EL EQUIPO PARA SER CONSIDERADA EN LA TOMA DE DECISIONES

DE LAS ETAPAS POSTERIORES




Computador de
escritorio

Computador
portatil
(Notebook ...

Tablets
(iPad/Android

)

Smartphones

24 B4%

¢ Cuales de estos dispositivos usas a
diario?

54.14%

69,98%

80.46%

KO 9% H
- e



Encuestas

Y ETO DOS Entrevistas

Métricas del sitio (si existen)




RECOPILACION RS

Internet
Teléfono

DE DATOS




sCON QUIENES HABLO?




Las preguntas se aplican al publico
actual -si este existe- y a una

muestra representativa del target si
hablamos de un proyecto que no
esta online.




CATEGORIAS Demografica

Relacion con la marca
Adopciéon de tecnologias

DE PREGUNTAS




SE ORIENTAN A RECOLECTAR DESDE DATOS BASICOS COMO EL
GENERO, EDAD Y NIVEL EDUCACIONAL HASTA INFORMACION MAS

COMPLEJA SOBRE SUS GUSTOS Y HABITOS




ES IMPORTANTE INVESTIGAR, POR EJEMPLO, QUE COSAS HACEN
EN INTERNET, QUE TECNOLOGIAS USAN Y QUE TIPOS DE

CONTENIDOS CONSUMEN




"CONSTRUYENDO

PERSONAS”




Las personas o arquetipos
son “personas’ ficticias que

representan los diferentes tipos de
usuario que tiene nuestro sitio.




Dan una cara humana a la creacion

de la Experiencia del Usuario y
sirven como quia del disefio.




g,PARA QUE Medir si cada una de las

decisiones que toma un

SIRVEN LOS ecisiones qu
ARQUETIPOS?




%ITIQA\/R?NCID_LCJ)IES Generar un disefo centrado en

el usuario.

ARQUETIPOS?




¢ PARA QUE Recordarle al equipo de

SIRVEN LOS desarrollo que esté trabajando
ARQUETIPOS? para personas.




&PARA QUE Entender las necesidades de los

SIRVEN LOS usuarios en contexto de uso y
ARQUETIPOS? no en forma abstracta.




&PARA QUE Mejora la comunicacién entre

SIRVEN LOS los disefiadores y los equipos
ARQUETIPOS? de desarrollo.




Mejora la experiencia de uso

o, PARA QUE (UX) del producto porque

SIRVEN LOS convierte funcionalidades
ARQUETIPOS? aisladas en casos de uso

concreto.




Luisa Mena
24 ahos, soltera
Extudares de Leyes en Conospodn

Recentements nitalada on Santago para hacer tu
practca abory

Motivaciones y metas

Entender # contexio raconal Snanceno |

Mantenerse actushoado Para CONVrsar oon UG
profecores y ertregar trabagos de busn novel

POSCOnarss ete Sus Pared on of Al o o e
esruda y sspars rabagy

JOVEN
ESTUDIANTE

Contexto
Estuchants unwersdanA con rnteresces on of dmbo comercales
Nececta ectar rformada por exudo. y prictos laborad

Satclecho con 1ot COMedon, 66 Mencs sugents en relacdn a la
profuncdad de la rformacdn

Frustraciones y obsticulos

Su nueva vida en Santago ha merngdo su aooeso 3 la rado y Ia tele
como medos de riormacsin

Adworgimente, srtopa que cada vae tendrd menos. bempo ibre para
riormaris

Decasra usar ou Smpo 08 YENpons pars s

En su condiadn de sstudarnte, no 1o 48 B0 nscrdese 3 meados
pagacos.

Exigente y habil con la tecnologia
Movil por excelencia
Fidelizacion temprana

Reprecenta un ncho poco expliotado hacta
shora

Potercal wmuano de splcacones mdvies

Cormaponds & un c320 de Fdeizatdn rrprars
QU CONaVE 2 B SLESrOOON Yy Promoton O
JanO IS SUS DG



Robert California




- “ZoArchetype%"”

quotess

Tec_hnology 2

EXPERTISE LEVEL USER EXPEREENCE GOALS

Michele C.

lity

Motivating
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PERSONALITY — - — e e
App LU Software L= DEVICES & PLATFORMS
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REFERENTS & NFLUENCES MUSTDO

B35 TNy Tdoat dot Tw

Mdevrmeocenary procetses. Nol nic )
A Latem povm dodor ot amet S

Losen ipawm dolor sk amel
Mom poivere

Locen ipsem dolor of omet

infeger vivermo imperde! por
Losen ipsem dolor s omet

Relationship with Bl s, SRAS B
Brand & %product%

SEEK and VALUE..
H1%content or feature%
H2 Rank

H3 J

e

Prochuct IS...

User Persona Basic Layout

i




Susan

i

GOALS, BEHAVIORS & ATTITUDES:

% Susun folloess fushion orends, ieads lashico magazines, and pays
attenzlon o whather “avorize celebrities are weering,

v ks lnimprzes bz pezrs wilh hes Gashion sensz, pspeaally when
she’sthetlrstone 7o “snag thatnew bag that s sold out everywherel”

L)
Lo

PRIMARY PERSONA

largesr gip of rirene { poreaelal o osTamor

VALS: Experiencer

“Hive in the mameant and wanr immediats sarisfartion.
! ke looking good and weoring cool new ciothes,
shnes and accessariesthat make me lank andfael

special @

Trend-tocused home pase and New, Popular, Aswomn by... sectlons
New Items on sale - limlitad time/avaliebllity otters

SHOPPING STYLE:

hiick

PRODUCT SELECTION

CRITERIA
H Styla
':_l

13

O

:'_!

B Comfort
B Crirz
B eaturss

CHANNEL PREFERENCE

Il Ceopmp
’\.‘1 ore

- sVe

B Cnline Yo

SOURCE OF VISIT:
B Direct link/URL

B Cnlinead
B trcilpromo

ERrari=l B
yocial ki

ONLINE DELIVERY:

:_} Chlmetm

. )
wIiHN G wil

a

B Shiptastare

W - Uz onal

Spontaneous

CROS5S-CHANNEL SCENARIOS:

s

B Erowsoal slers, by online

ONLINE SHOPPING BEHAVIORS

M Fargain-huntinz
W Hosvordhing

VISIT ONUNE STORES TO:

—-—
U]

re "
B Caa what'e na .
M o0h WNat s POpUIdI

Scee whal’s cnsale

ONLINE GIFTING:

B Cthiptorecigplentasglit

SHOPPING FREQUENCY:

12 mn T Monkaly

ONUNE PRODUCT FOCUS

oaccodPRa

K Soprwtil e, Gl

time avallzo 2, onsale zad
PRODUCT KNOWLEDGE:

W adium

DEVICES USED:

g

Smartphone  Tabklat




| he Overachiever

- e

=)

()\\/ell ey .  Knowledge \ctivities & Interests

(;oals Frustrations & Pain Points Influencers

« Gamn tech o ' . an't know what F don't know ming
o Make [asting connections « Not sure whaere 1o stant
with mentors e N sure o ultimals

nsight about can+s (PO OF compsany 1ype)

ONs imited husiness caswual

Earn enough maoney in the
Summer 1o bhuy a ca with alder brothes
« Maintamn his 3 NOL an eariy rise

Ouestions

o« Howy will | Know
« Who will ] 2o to

 How do Il make s CITwont do any damage/




Weight Watchers Experience

Jenny has nad no experience with \Veight
Watchers herself, | lowever, her mom was
on ths plan when sha was growing Jp and
ccoked Weight Watchers friendly meals.
Currently, .enny 2ats the frozen Weight
Walchers meéls for lunch anc scmetimes
dinner.

Demogqraphics

35 years olc

Single, no chilcren
Urban

5'8

High technical abiity

2501b, BMI=38

Fubiliny meig i smgge

128 150

Lifestyla

QOKING HABITS
(LI
Eats out
rogalarty
ACTIVITY LEVEI

Awnare, bul
notdoing it

SCHEDULE
BERRRRRERIRRIRRNRERRRNORRRRERIEY

Organized Inconsistont Hactic

Cools, eats
ont eensslarally

Jaud Lo, 1ol
surrantly

Cooks olten

| Personas.Scenarios

high touch hepeful

Junny has bean baavy allhar e Sha rct orty winessed har own
ife larg hattle with weigh!, bit her family's tod. Growing 1p, Jenny
watchad rer momr, grandmather and auns expernence tre ups and
cowns of Irying to fose weignl. Now that sha 1as reached he” mid
ars. v wnrras sha will spand tha st of her e cotinuing with this
stuggle. She anrounzes to her fiiends that she has mace a dedsion
ard wil joning Waight Watchers today.

Jenny has judt bean ta her first meating 2nd Bams that with ver
Monthty Pass subscridtion sh2 has access to Weight Watchers
cTools, Ehe gots nome fraom work and afier chedsing her email and
acing on o Facebook, shz decides to heal up her dinner and spand
thes rast of the nigit in front of the corpuler checking out what is
WeightWatchers com

Goal

Jenny wants ¢ feel good aboult herself, especially when she gozs out
She wants 10 be 10 b2 seer for who she is not how big sthe Is.

Needs

« To leam how the weasite complements mestings / why to use he site

* To learmn how and why to usa the onine tools vs paser wols

* To find an nfounaion | leard o e meeting o 1o Hind aos=tiog

« To pick & focd plan

= To get encouragzment end motivation in-between meetings

* To get recagniticn from the sike, feedback a1a valldation

» To lparm how b prapars for 3 wainhl Inss pogeam. & shocx o on the right fnods
* To fdlow a program thal is fun and Interesting

* 1o reaa about how cthers had siccess

* To find Vaight Watciers products onling and in storas

Tasks

* Find put what sha gets with (he package

« | @aarn abait nnlina frarking »s panee trarcking

* Find pecpla !0 talk {0 ani read succass stodes/bloge/celumns
* Look tor a sropging 1st and get recipes

» Saarch for WaightWatchars product informstion

* Find food plen information

* Find rastaurant informaton and siluational lfestyle nformaticn
*» Find out how to get started with oxerciae

* Find nout how to rack he” weight anc food

* Find maeting information and locations

“I'm very excited to get started, I just need some
motivation to keep me going.”

Monthly Pass

Web Behaviors

EARNING STYLES
Jenny likes to have odtions when locking for
imarmation, espezially when she s online. She nay at
Lines read about a spedilic Wpic, Lul can Le easily
distractad and move quicly 1 something elss. lke &
video, She appreciatzs guidance, bt wantsto Fave
tha freedom 1o explore and lIkes yhen Inormaticn Is
persnializad ustinr hee She sasks nut adves rar
others balore making a dacis on and lorgs fcr
recogution inall aspects of her ire

WEB USAGE

Jenny Is 2 "people pareon.” She strongly desires a
peraoial eonnccton 1o aomaona anc applica tha
parsoiality trait whenon the web, Sha is oflen oaline.
amails, videos, texts. She rezds and poss te sodal
networking sites, She looss to messezge boards as a
way fo connect wih cthers,

Psychographics

CHALLENGES

Jenny'a challenges are emotional, Nthough ahe is very
happy in her paersona life, she hes batiled her weight all
her life and knows sha hes to make changes. She
needs someow L help guide he throug these
chances in food &nd fitness

JTIWATION
Jenny is raady lofacis axd lasa ha anght Sha ouns
it "o harsef to reinvert her reltionshp wth food and
la3rn 10w D exartise

DETINGATTITLDES

Jenny waits o stop e tamily cycle 2 waight gain and
loze the waight for good. Sha waits stop-by-ctap halp
from a waght loss plan and to be in contact with
someone o give 1er ancouragement so she doesn't
have o go through this journey donc.




Group Director Sarah [1 of 2]

COMMUNITY GROUP

PRIMARY

(e foviance

Cccupatiof€ommunity Group Director

Agc: 39

Home life: Single

Hobbies: Reading, socialising
Knowledge of B&D:

Low I High
Knowiedge of B&D CI:

Lew * Figh
Spedialist knowledge:

Low I High

Internet access:

Lew | High

Computer literacy:

Lew l High

My role is to help young
people to be confident and
self sufficient through their
creative work.

Background

Sarah

Professional dencer for 14 years
Works part-time at a stage school in North
London as a choreographer

Dance Now!

Maln remit Is to provide performance ars
experience for young people who 7o/l cutsiage
the schoo! curricuium.”

Meets twice a week at a local community hall

Has formed productive relationships with many
ocal bodies Including other community groups,
the police and youth services

Finds it difficult to find long-term funding as
most of the group’s work is not curriculum
based (uften a requirement for standard
funding sources)

About Sarah

Sarah Is an ex-dancer who runs a community-based performing arts
group — Dance Now! She started the group 5 years ago when she
moved to Barking and became aware of the lack of performing arts
provision for young people In Barking, Sarah hopes that the group will
be able to expand its activities but is constantly constrained by funding
and capacity issues as she is highly dependant on volunteers.

Internet Behaviour

Sarah

Perceives herself as not very interret 'savw'or
technical”

Uses a computer because 'she as too!’

Has broadband access at home

Administers Dance Now! from home (keeps
accounts, members lists elc.)

Dance Now!

Darce Now! has a website ceveloped and
maintained by a volunteer
Keenly aware that the website will become
‘defunct’ and out of date if the volunteer leaves
Website is basic but featurss lots of videcs and
clips
Views the webdsite as Important for:
« Raising the group’s profile
Showcasing the group’s work
« Informing others about their shows and
events
« Attracting new members




Relolion:
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2- Personality /- used device and platforms

3- Referents & Influences &- Domain delails

9 Must Do Must Newver

10 Brand & Product

relationship
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EL OBJETIVO DE LA INVESTIGACION ES RECREAR PERSONAJES Y

CONTEXTOS QUE REPRESENTEN ESCENARIOS REALES




Contexto de uso
Nivel de manejo de tecnologias

VARIABLES Motivaciones y metas

-rustraciones y obstaculos
Necesidades




LUEGO DE CONOCER

AL USUARIO







Como ya sabemos las acciones que necesitan llevar
a cabo, podemos crear la arquitectura de la
informacion, la navegacion y los wireframes

pensando en ayudar al usuario a encontrar lo que

necesita y completar tareas de forma mas facil,
rdpida e intuitiva.
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Sabemos cuanto estan dispuesto a pagar, qué cosas
valoran y cémo les acomoda més consumir los

productos y servicios. Basandonos en esto podemos
identificar el modelo de ventas mas apropiado.
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Al conocer sus habitos e intereses podemos tomar
las decisiones correctas en cuanto al tono y formato

de los contenidos a publicar, los canales a utilizar y el
horario y frecuencia de las publicaciones.




Cuando ya tenemos una propuesta inicial con

estos

elementos podemos complementar este trabajo con

tests de usuarios y pruebas de usabilidad en ¢

etapas, los cuales nos permitirdn evaluar si la
que estamos aplicando se adapta al publico o
0 Si necesita ser optimizada.

Istintas
Ogica

0jetivo




;DUDAS?




GRACIAS!

Presentacion disponible en www.nicolasespinoza.cl




