Lean User Testing

for Stressed Out Designers
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Give your design some respect.
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I'm D. White

15 years creative experience...
« MBA - TXWES
« B.S.,Journalism - TCU
 Texas Wesleyan - 2009 - 2018
« D.White & Company - 2018

| AM NOT A DESIGNER.




This is “& Company”

« Derek Reeves - Client Services Coordinator
» Shelly Jackman - Creative Director
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BLUEFIELD COLLEGE - Acceptance Pack with shirt

Cardboard tube mailer
8" h x 3.5 dia” (approx.)

REACH
YOUR PEAK

YOUR ADVENTURE

Shirt hangtag

REACH YOUR PEAK
Tob of lid A BLUEFIELD
p 3000 Cobuge Averue
Bawtuid, VA 24605 //@/‘\
NS
Ay City, ST 124 BLUEFIELD

OUTFITTERS,
REACH YOUR PEAK,

Acceptance letter Wood sticker

Mailing label/sticker to seal
container

Acceptance letter, shirt and
wood sticker rolled inside



Sales: 1-866-733-4630 | www.refinere.co

Introducing RefineRE’s Portfolio Intelligence Platform
RefineRE's state-of-the-art Saa$S platform finally gives commercial real estate
professionals clear, real-time access to ql| the data their organizations need to thrive.

With cutting-edge technology like Al and mochineJeormng. our platform aggregates
datain a visual format with reporting tools portfolio managers only dream of. Allin one
place, just one log-in, at a fraction of the cost of traditional platforms.

What RefineRE’s Portfolio Intelligence Platform Does

Aggregates your portfolio data - Get mmediate, Accelerates Project management - Focus on
central access to all the data you need to submit critical path deadlines that cut significant work

ELEVATOR SPEECH

brojects hours that can save thousands per project.

f-Negotiate  Optimizes your footprint - Never stop refining.
e, real-time Identify strategic opportunities to maximize your
e footprint and capture incredible savings.

tform syncs

h lightning-
BRAND VOICE ightning.

OUR BRAND

MAKING
WE'RE OBSESSED WITH
SMARTER COMMERCIAL REAL ESTATE DECISIONS

BETTER AND FASTER.

SCHEDULE YOUR DEMO TODAY:
WWW.REFINERE.CO

LOOR. DALLAS, Tx 75201 | DEMOSREFINERE.CO | 312-550-6690
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The sad days at Texas Wesleyan.

Brace yourselves.

W "Texas Wesleyan

UNIVERSITY
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I'm accepted!

What's next?




The happy days at TXWES.

Brace yourselves.
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It takes a lot of testing.

It's worth it.

DW&CO



Real Outcomes
Repeatability
Action

Regular Review

DW&CO



Testing is a wise use of student
tuition dollars.

How do you spend tuition money?
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“THE RIGHT THING IS
ALWAYS THE HARDEST
THING TO DO.”

- Jason Isbell

(Ask the PR person if the brand has value).
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Your work will not stand on its
own at a university.

Sorry.
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Anyone worked on any
“cute ideas?”

You know what I'm talking about. “Making it pretty.”

192
W A/
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Making it pretty
doesn’'t make numbers.

Let's be real.

DW&CO



“WHAT GETS
MEASURED GETS
IMPROVED.”

- Peter Drucker

DW&CO



Be strategic

Do your research

Start simple
Report

Repeat
DW&CO



Myth: Testing is time-consuming.

Let’s examine the higher ed design workflow.
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This is a tough job.

Higher ed: Medieval Times for book nerds.

DW&CO



Treats them like line cooks.

Assumes design expertise is common knowledge.

DW&CO



Treats them like artistes.

Assumes design expertise is not quantifiable.
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“THERE IS NOTHING

- QUITE SO USELESS
pf { AS DOING EFFICIENTLY
%= . |THAT WHICH SHOULD

7 1 NOT BE DONE AT ALL.”

~ R > - Peter Drucker
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You need test, smart.

Like, a system.

DW&CO



Designer is a strategic position.

This is the big idea you should remember.

DW&CO



Failing to plan is planning to fail.

Ben Franklin. Founded a little start-up called America.
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Be-strategie
Do your research
Start simple

Repeat

Report
DW&CO



Myth: Testing is expensive.

No. | have a whole ‘nother session on budgets. _LUZ
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Digital design embraced data.

Testing is as affordable as your local library.

Steve Krug

&
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Web Analytics 2.0

KRISTINA HALVORSON
MELISSA RACS
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Why don’t we all do this?

My theory: Sub-prime mortgages.
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Def: Lean user testing.

A system you cannot sustain is not a good system.
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Lean user testing is testing what
moves the needle and moving the
needle on your testing.

DW&CO



Act now: Create feedback.

DW&CO



Your audience is outside.

Go get ‘em.

DW&CO



Ask your students.

They know students who dropped out.

DW&CO



A system you can’t sustain sucks.

The Steve Krug stuff:

* Focus groups
« Listening Sessions
* Surveys

DW&CO



-Be-strategie
-De-yourresearch
Start simple

Repeat

Report
DW&CO



Myth: Testing can only be
performed by PH.D’s

LOL, No.
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The simplest tests can produce
the most profound results.

“KISS: Keep it simple, stupid.”

DW&CO



Your audience is outside.

A
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Repeat

Report
DW&CO



Bad tests can run off the rails.

Have you all ever seen Jurassic Park?
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Accurate vs. precise.

Summary of Analytics 2.0 and how it applies here. @
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Set some parameters
for your testing.

Don’t overdo it. It's called a blood sample for a reason.

DW&CO



Create testing models.

Research, think, hypothesize, test, observe and refine

DW&CO



Want a few to get started with?

« Polling

* Surveys

« Task testing

* Focus groups

« A/B testing

« Multivariate testing

DW&CO



Repeat

Report
DW&CO



Myth: It didn’t work.

That’'s not how testing works.
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Specific: Pick a specific project.

Map our interactions. How do our stakeholders experience things?
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Relevant: Align to bottom line.

Designers are great at alignment. Here's your anchor. Write it down.
Share it.
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Formalize it.

Write it down. ,L

DW&CO
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Myth: It's not worth it.

It's. Worth. It.

DW&CO



This gives you insight that’s
valuable to the institution.

DW&CO



Report on what matters.

Skip the rest.

DW&CO



Keep it brief.

Focus on what matters to your organization.

DW&CO



Do your research

Be strategic

Start simple
Repeat

Report
DW&CO



Holler:
Darren White
darren@dwhiteandco.com // @dwhite
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DWHITEANDCO.COM

 Read blogs

 Download presentations
« Schedule your call

DW&CO



