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Executive Summary
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The assignment that is of issue in this graduation project elaborates on Shipright.
Shipright is a digital tool meant to be used to capture insights for customer
research purposes. It offers a workflow to collaboratively process and analyze
feedback, in order to find insights about customers' experiences with software
products and possible directions to improve product design.

Shipright is meant to be used by scale-up SaaS companies to conduct user
research on their products' users. Saa$S (software as a service) is a software
licensing and delivery model in which software is licensed on a subscription basis
and is centrally hosted. The targeted SaaS companies are the small and medium
businesses (SMBs = up to 100FTE / up until 10M revenue) and Mid-Market
Businesses (100 - 500 FTE / 10M - 100M revenue). For outreach, though, the
minimum of company size is set on 10 FTE. This allows start-ups to be included
as a secondary target group.

Among this target group, user research is defined as the collection of user
feedback and the analysis of it to get to actionable tasks. All the actions that
goes around product decisions, revolves around product teams with typical
key members of Product Managers / Owners, UX-researchers, designers and
developers.

The problem encountered is that, though rich insights from user research is
desired, the fast-paced environment of scale-up companies prevents them from
being able to spend enough time and attention on user research. Shipright's
original design is able to help scale-up SaaS companies to collect and organize
feedback data from their products’ users, and to turn these data into insights. But,
users do not seem to fully understand the different steps to follow throughout
this analytical process. Besides that, team collaboration is not supported yet.

The project starts off with an exploration phase that is planned to last for 3 weeks.

To have an overview of my own activities in this phase, | would start this phase by

formulating the following Research Questions (RQ):

- How does Shipright work?

- How does user research in scale-up (and start-up) SaaS companies look
like?

- What design opportunities can be tapped into, in order to improve
Shipright?

The answers to these questions are compared with the two topics of Problem

Definition mentioned in the Introduction: unclear intended workflow of analysis
and lack of support for team collaboration in SaaS companies. Out of the
identified needs among the target group and the detailed problems from
Shipright's current design, three design opportunities are chosen:

1 How can product teams be supported in the analysis of raw data, so that
they can identify patterns in user feedback, as much as possible, during (
short) discovery sprints?

This design challenge focuses on the exploration of additional ways to bring

product teams closer towards finding patterns in collected feedback data.

The solution is expected to help them surface as much patterns in feedback

as possible, within the limited amount of time in the fast-paced scale-up

environment.

2. How can PM's / PO's / UX-researchers be enabled to store qualitative,
customer data in a structured way, using Shipright?

This design challenge focuses on exploring the proper use of themes and

theme-groups, so they can be used to further analyze insights (= group, compare

and/or combine). Eventually, it is expected to create a clear workflow that is

intended to store feedback data in a structured way.

3. How can customer facing teams and customers be made more involve in
the product development process?

This challenge focuses on improving the support of team collaboration by

Shipright. The results of the exploration showed that customer facing teams

(CS and Sales) are always actively involved in recruitment and interaction with

customers. Though, when it comes to interpreting the data they have collected

from the interactions, only the product team seem to be active.

The solution for the first design challenge is a Home screen for Shipright, that
guides users towards finding relevant data in Shipright. After finding them,
relevant customer insights can be derived. However, further exploration needs
to be done regarding a term to be used for imported feedback data in Shipright.
Also, additional research is recommended, to find out what aspects of Intercom
feedback data are relevant for analysis.

For the second design challenge, the solution is a redesigned workflow for insight
creation and a redesigned lay-out for the repository of all created insights. The
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new workflow for insight creation would show groups of Product Aspects and
Customer Types to tag insights with. The redesigned lay-out for the repository
for insights would show users that they can organize these groups in hierarchical
structures. However, more exploration is needed about showing the existence of
smaller-hierarchy groups during insight creation. More ways of showing product-
aspect and customer-type groups (in the Insights section) need to be explored,
too. In addition, different ways should be explored, of clarifying the possibility to
combine groups into new groups of higher hierarchy-level.

The solution for the third design challenge is a two-way integration between
Shipright and Intercom, that enables CS and customers to keep track with
creation of, and changes made in insights. With this two-way integration, analysis
lead can keep these two parties updated and use their knowledge to ensure
verification of insights and their importance. But, further research regarding
customer involvement in analysis is still to be done. Besides that, it still needs

to be ensured, that CS agents are aware of an insight and the respective
customers that are updated, when customers have questions / remarks about

it. Additionally, different options to involve other internal stakeholders, (besides
customer facing teams) in analysis, are to be explored. On top of that, it is
recommended to still explore ways of preventing analysis leaders from feeling
overwhelmed, when seeing notifications of colleagues' replies to insight-updates.
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Special Terms and Abbreviations

(Software) Bug
An error in software.

CRM (Customer-relationship management)

An approach to manage a company's interaction with current and potential
customers. It uses data analysis about customers' history with a company to
improve business relationships with customers, specifically focusing on customer
retention and ultimately driving sales growth (Bain & Company, 2018).

CS (Customer Support)

The CS department in a company focuses on the interaction with their customers,

to help them with any problems they encounter in (using) the company's product
and/or services.

CSV (Comma-Separated Values)

A text file that uses a comma to separate values. A CSV file contains tabular data
in plain text. These files are often used for exchanging data between different
applications (Hoffman, 2018).

Dock-section (term used in Shipright)
One of the two main parts in Shipright, in which imported feedback data are
stored and first insights from these data are made.

Documents (term used in Shipright)
Imported feedback data in Shipright. Highlights are made from these documents.

FTE (Full-time Equivalent)

A unit that indicates the workload of an employed person (or student) in a

way that makes workloads or class loads comparable across various contexts
(Eurostat, 2018). An FTE of 1.0 is equivalent to a full-time worker or student, while
an FTE of 0.5 signals half of a full work or school load (Zimmermann, 2002).

FullStory

A SaaS-application that enables other SaaS-companies to track their customers'
activities in their products. Company-specific information remain hidden for the
trackers'

Highlights (term used in Shipright)
Marked pieces of tekst, made from collected feedback data that are stored into
Shipright.
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IA (Insight Assistance)
New feature of Shipright that is still in development (see chapter 2, on page 47 -
48).

Inbox (term used in Shipright)
A place of storage in Shipright, that stores all feedback data right after import,
from all supported sources.

Insights (term used in Shipright)
Interpretations made from (pieces) of feedback data.

Insights-section (term used in Shipright)
One of the two main parts in Shipright in which insights get stored and further
analyzed, and from which insights can be shared with others (Shipright users).

Intercom
A live-chat-support tool used for business to interact with their customers. It
is meant to be used by modern internet businesses, for support and growth
purposes.

InVision
An internet-based application meant for quick prototyping of digital designs.

Lookback

An internet-based service meant to conduct remote user- and usability tests with.
It enables tests to be recorded on video and audio, so they can be studied later
on. Notes for these recordings can be made and stored as well. Also, it enables
others to observe the test with permission from the moderator.

Menu Hierarchy
An arrangement of information, tools, or functions. This is meant for users to
easily find these elements.

Mid-Market Business

A business in the middle range between small businesses and large companies,
typically having between fifty and one thousand employees. Midmarket
businesses are often subject to laws that do not apply to companies defined

as small businesses despite not having the resources of large companies. (BD
Dicitonary, n.a.). In this project, this refers to businesses with 100-500 FTE.
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PM (Product Manager)
The person in a (SaaS) company, who is in charge of the long-term vision of the
product and the roadmap (Cerrato, 2018).

PO (Product Owner)

The person in a (SaaS) company, who is in charge of the short-term vision of the
product. The PO represents the customer in the development team and is in
charge of prioritizing items for the backlog (Cerrato, 2018).

Product Backlog
A product backlog is a prioritized list of work for the development team that is
derived from the roadmap and its requirements (Radigan, n.a.).

Product Roadmap

A product roadmap is a high-level visual summary that maps out the vision and
direction of your product offering over time. A product roadmap communicates
the why and what behind what you're building. It's a guiding strategic document
as well as a plan for executing the strategy (ProductPlan, n.a.).

Revenue

Revenue is the amount of money that a company actually receives during a
specific period, including discounts and deductions for returned merchandise. It
is calculated by multiplying the price at which goods or services are sold by the
number of units or amount sold (Kenton, 2017).

RQ (Research Question)
A topic for investigation, formulated as a question that is answerable. Formulating
research questions is on of the initial steps in research.

Saas (Software as a Service)
A software licensing and delivery model in which software is licensed on a
subscription basis and is centrally hosted (Wikipedia, 2019).

Scale-up

A development-stage business, specific to high-technology markets, that is
looking to grow in terms of market access, revenues, and number of employees,
adding value by identifying and realizing win-win opportunities for collaboration
with established companies (Onetti, 2014).

Towards a Digital User Research Tool: A Digital Workflow of User Research for Software Companies

Slack

A cloud-based platform primarily meant to be used by businesses to
communicate internally. It also integrate with several services and supports
community platforms (for external communication).

SMB (Small and Medium-Sized Business)
A business with 100 or fewer employees is generally considered small (Rouse,
n.a.. In this project, this refers to businesses with up to 100 FTE

Start-up
A temporary organization designed to search for a repeatable and scalable
business model (Renderforest, 2019).

Themes (term used in Shipright)
Features in Shipright that are used to label insights, for categorization.

Ul (User Interface)

In information technology, the user interface is everything designed into an
information device with which a person may interact. This can include display
screens, keyboard, a mouse, and the appearance of a desktop (Rouse, n.a.).

UX (User Experience)
“User experience” encompasses all aspects of the end-user's interaction with the
company, its services, and its products (Nielsen Norman Group, n.a.).
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Figure 1.1: The assignment that is of issue in this graduation project elaborates on Shipright.
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Shipright is a digital tool meant to be used to capture insights for customer research

purposes.

Towards a Digital User Research Tool: Introduction

Grible and Shipright

The assignment that is of issue in this graduation project elaborates on Shipright.
Shipright is a digital tool meant to be used to capture insights for customer
research purposes. The product is primarily meant to be used by digital product
teams to help them capture relevant insights from support-and-chat-services,
internet websites, internet reviews, social media platforms, e-mails and CRM-
applications. With Shipright, these insights can be grouped, categorized and
shared among members of a product team. With this, it offers a workflow to
collaboratively process and analyze feedback, in order to find insights about
customers' experiences with software products and possible directions to
improve product design.

Shipright is released by Grible, a digital design agency based in the center of
Rotterdam. It offers digital solutions for its customers, which are relevant and easy
to use, accompanied by clear, simple and modern graphic designs. It realizes
such solutions with the young and ambitious team with mixed skills of data
science, full-stack development and user experience design. With Shipright,
Grible has started a Small Business (4 FTE), that is still positioned in the early
start-up phases.
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Why Shipright is Built

In general, almost all product teams consider feedback highly relevant for
product decisions, but difficult to act on. The sheer volume, diversity and/or
disorganized nature is experienced as overwhelming. As a result, user feedback
and research (data) are not consistently considered in design- or product
decisions and are hardly part of the development process. This increases the risk
of not building the right things on the right time (Grible [1], 2018).

Luckily, more forward-thinking product teams have started to adopt lean

approaches into their product development. Although, it was found that for SMB's

several problems in the process still occur with respect to:

- Recruiting people for studies;

- Collating interview notes;

- Do research debriefs/reports;

- Gathering user feedback from different internal teams;

- Aggregating user feedback from different channels (like email, support
system, ticketing systems);

- Keeping track and building up a searchable repository of user insights;

- Dealing with feedback from different user segments;

- Transferring knowledge from researchers to their product team;

- Limited awareness of proper user research approaches among many
customer-facing people in support or sales;

(Grible [1], 2018)

Shipright was built to tap into these problems, with the focus more specified on

the following goals:

- To enable teams to have all their user input available in one place.

- To enable teams to have a good process to discover and organize user
insights over time.

- To make it easy for all team members to explore user
insights.

- To make sure that research is never repeated, but complementary (to the
previous research), and becomes actionable faster.

(Grible [1], 2018)

Towards a Digital User Research Tool: A Digital Workflow of User Research for Software Companies

Shipright avoids associating feedback to features. The reason for this is to
cultivate continuous learning and to guide product teams to build rich insights
from user feedback over time. Also, Shipright helps in sorting out the most
occurring and most recently added feedback topics, and to discover similar
feedback. These functions form a good start to help users draw conclusions from
the vast number of findings easier (Grible [1], 2018).




The Target Group

Shipright is meant to be used by scale-up SaaS companies to conduct user
research on their products' users. Saa$S (software as a service) is a software
licensing and delivery model in which software is licensed on a subscription basis
and is centrally hosted. Some examples of SaaS-products are Microsoft 365 and SaaS SMB

Dropbox. (10 - 500 FTE)

See figure 1.2. The targeted SaaS companies are the small and medium
businesses (SMBs = up to 100FTE / up until 10M revenue) and Mid-Market
Businesses (100 - 500 FTE / 10M - 100M revenue). This group primarily entails
scale-up companies. For outreach, though, the minimum of company size is
set on 10 FTE. This allows start-ups to be included as a secondary target group.
Furthermore, in these companies, user research / design is part of the culture;
there is some level of UX-maturity to be recognized, but it is not fully matured
(company mentor, personal communication).

Among this target group, user research is defined as the collection of user
feedback and the analysis of it to get to actionable tasks that are to become
part of the product backlog / roadmap. All the actions that goes around product Developer  (UX/UI)
decisions, revolves around product teams with typical key members of Product Designer
Managers / Owners, UX-researchers, designers and developers (company
mentor, personal communication).

The Product Team The CS Team

Figure 1.2: These parties of PM's / PO's, Researchers, UX-designers, developers and CS-
teams actively interact with each other towards product decisions.

Towards a Digital User Research Tool: Introduction 23



In most of the targeted companies, SaaS SMB's, PM's / PO's (product leaders) are
the ones leading the user research analysis. Often, they work together with UX-
researchers. Developers and Designers (UX/UI) tend to focus on building product
features and prototypes, based on the results of user research. Out of all the key
members of the product team, Developers' and Designers' engagement in the
research process appear to be the smallest. In the larger companies, among the
target group, Customer Support (CS) teams are also engaged in the collection of
users’ data, as they are the ones who speaks to customers directly but are still not
considered part of the product team (company mentor, personal communication).

These parties of PM's / PO's, UX-researchers, designers, developers and CS-
teams actively interact with each other towards product decisions. An example
workflow that is identified from Grible's communication with the target audience
is given in figure 1.3. In this workflow, it is to be seen how user feedback gets
processed to a feature shipment.

It is common practice among these companies to release new features for
their products regularly. These releases would follow after user research,

when it is clear what product improvements are necessary. In theory, these
releases are aligned with Agile sprints (see Agile, page 49) that the companies
go through; new releases are made at the end of each sprint. Although, the
rate of new releases of features to occur is quite diverse (L. Nederstigt, personal
communication).

1. Customer writes in with
feedback

O
il

Customers

\

2.1 Preselect feedback

to be logged
7. Notify customers A
about new feature
Store feedback
6. Notify CS of feature
shipped
Build feature
T 5. Mark feature as ‘shipped’

& . O O
o fun (4

Developer PM/PO UX-Researcher

A

2.2 Select feedback to be logged

4. Review and prioritize feature
requests

3. Translate feedback into a
feature request

Figure 1.3: An example workflow that is found from Grible's previous conversations with the
target audience (C. Wiese, personal communication [Grible)).
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The Problem Definition

These scale-up SaaS companies do not have a full (user) research department,
due to the limited amount of staff and resources. User research in these
companies are conducted by a small team of UX-designers, product leaders and,
sometimes, dedicated researchers. As mentioned before, the research is meant
to gain insights about customers' experiences with SaaS-products and possible
directions for improvements in product design. These improvements range from
additional graphical features that adds up to product usability, to additions of new
technological adaptations.

See figure 1.4. The problem encountered is that, though rich insights from
user research is desired, the fast-paced environment of scale-up companies
prevents them from being able to spend enough time and attention on user
research.

Shipright's original design is able to help scale-up SaaS companies to collect and
organize feedback data from their products' users, and to turn these data into
insights. But, the analytical process to get to useful insights appears to still be
experienced as slow and complicated, and therefore an inefficient process. That
is because, users do not seem to fully understand the different steps to follow
throughout this analytical process.

Besides that, team collaboration is not supported yet. Different company team
members have to be able to easily communicate with one another. Firstly, the
ones who are conducting the user research (UX-designer, product leader, etc.)
have to work together to distinguish relevant data from the irrelevant ones and
discuss the relations between different data and/or resulted insights. Secondly,
the different stakeholders of the company (PO, UX-designer, lead programmer,
etc.) have their own view on relevant improvements and need to be enabled to
take the relevant insights in discussing possible directions to take. This is crucial,
because different things such as short- and long-term goals of the company,
and technological possibilities need to be considered, alongside user behavior
around the product.

Towards a Digital User Research Tool: Introduction

To enable SaaS companies to get relevant
customer insights, within the fast-paced
scale-up environments.

Unclear intended
workflow of analysis in
Shipright

o |
7 Rpd -

Workflow of use

\ Shipright —|

Lack of support for
team collaboration in
Shipright

N

8P -

Team collaboration

Figure 1.4: The main problem is to enable SaaS companies to get relevant customer
insights, within the fast-paced scale-up environment, using Shipright. Two topics are
recognized from this, regarding point of improvements for Shipright.
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Figure 1.4: Canny comes with an Intercom integration that enables SaaS support agents to
create 'posts’ about customers' requests on features.
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Figure 1.5: ProductBoard enables PMs to create a detailed Roadmap that can be shared
with internal stakeholders. It can be used to show criteria to be met and users can limit
access of information per different stakeholders.
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Competitiors

In this analysis three competitors are analyzed: Canny, ProductBoard, and
Airtable. The choice of these three is made because they provide SaaS products
closely related to the problem defined in ‘Problem Definition'. Each competitor
will be described shortly in this sub-chapter.

The use of Canny and ProductBoard is explored in their respective websites
(canny.io and productboard.com); ProductBoard is further explored using a trial
account. As for Airtable, it is used by Grible itself for which | have access to. The
results of this exploration are given in table 1.1 on the next page. As to be seen,
they are related to the following: feedback collection and organization, feedback
interpretation, internal collaboration, and customer engagement.

Canny

Canny comes with an Intercom integration that enables SaaS support agents

to create ‘posts’ about customers' requests on features. PM's get notified about
incoming feedback and requests by these posts, and from which customers. New
customers' feedback related to this post can be added, enabling PM's to see
which requests can be prioritized based on occurrence among their product's
users (Canny, n.a.).

ProductBoard

ProducBoard offers a public portal, in which its users can share with their
customers, what they are working on, what's been done and what they will work
on later. These customers can vote on the ideas and give feedback, from which
new ideas can be sourced. Also, it enables PMs to create a detailed Roadmap
that can be shared with internal stakeholders. It can be used to show criteria

to be met and users can limit access of information per different stakeholders
(ProductBoard, n.a.).

Airtable

Airtable is a tool that works like a spreadsheet, while enabling its users to
organize a broad range of information (Airtable, 2018). Users seem to like the
flexibility in metadata (= a set of data that describes and gives information about
other data) that is used (Grible [2], 2018).




Feedback collection

customers point out the significance of these shared information; the results are used to prioritize
features

CS creates 'posts’ about customers’ requests on features, which PMs get notified about Canny

A public portal in which feature-ideas and feedback can be outsourced from customers ProductBoard
Feedback organization

CS creates posts from customers' feature requests, to which similar requests from other customers | Canny

are added; PMs can see which requests are mentioned the most

Feedback from customers is listed and grouped towards needs by PMs ProductBoard
A spreadsheet-like tool with a broad range of features that can be applied to organize different Airtable

kinds of data; users have to decide by themselves how to apply the features

Feedback interpretation

Customer feedback are translated into feature requests by CS and PMs would relate all created Canny
feature requests with other factors (trends, technical feasibility, etc.)

Feedback from customers is listed and grouped towards needs by PMs ProductBoard
Internal collaboration

CS collect feature requests and PMs analyze them further Canny
Feedback is grouped towards needs; PM decides on features for these needs; features are shared | ProductBoard
with others internally via the RoadMap

Customer involvement

Customers' feature requests are turned into posts that are visible for them; PMs can assign Canny
different states to the post, so customers can keep track of the state of their request in product

development

A public portal in which companies’ ideas and plans for new features are shared with customers; ProductBoard

Table 1.1: Results of the competitor analysis.
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As to be seen in table 11, the results of the competitor analysis are grouped
in five different categories. They can be further related to the two problems
described in Problem Definition: Statistics on how many people visited

Portal

- Unclear intended workflow of analysis
- Feed baCk COU'eCtI On Gain insight into the traffic your Portal has received. See how many have visited each
- | | Portal tab and each Portal card. See the number of votes a given card has received in
Feed baCk o rga n IZatIO n relgtion to the number of people who've selected it to leam more.
- Feedback interpretation

-

Wiy WINSTON CHRISTIE-BLICK

- Lack of support of team collaboration
- Internal collaboration
- Customer involvement

How important is this to you?

Both ProductBoard and Canny are already a few steps ahead of Shipright in the
engagement of internal stakeholders and/or customers in product development.
However, they do that with feature requests/shipment as starting points. This Figure 1.6: ProducBoard offers a public portal, in which its users can share with their

by itself limits the extent of engagement to only being updated about results customers, what they are working on, what's been done and what they will work on later.
of analysis. For Shipright, there is the opportunity identified to provide updates

about recognized needs and problems among customers as well, which

eventually lead to updating them about features. By doing that, updated internal

stakeholders and customers will become more aware of what goes on during

analysis.
~ Il Product Discovery & Delivery - ©

Airtable comes with a broad range of features, with a lot of flexibility for usage. e EE——— Tiekets
This, however, comes with several tradeoffs in usability. As the flexibility is broad, i ol || el el S
usability is compromised (Steinbach et al, 2009). Because of that, several users bt i diad o R i
find it difficult to get data into Airtable, it becomes hard to set things up and to v s
present to others in the organization (Grible [2], 2018). * 563 Define soops of design Disconery Done 3

5 564 Generate ideas Discovery Done 3°

] 565 Create concept Discovery Done 5

7 566 Do user tests on chosen concept Discovery 3 Doing ' §

] 567 Improve concent based on test results Discovery Backlog

Figure 1.7: Airtable is a tool that works like a spreadsheet, while enabling its users to
organize a broad range of information
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The Assignment Description

Following up on the problem definition, the opportunity to design a digital
workflow that fits in the fast-paced scale-up environment is identified. This
workflow should enable small scale-up SaaS-company teams to collectively
collect customer data and should be clear in guiding them to turn these data
into useful insights. With this, the workflow should enable the target group to
gain deep understanding about customers' experiences with SaaS-products and
possible directions to improve product design. The current design of Shipright
will be taken as a starting point to design the digital workflow. The result is meant
to be solutions for proposed improvements of the current design of Shipright.

The scale-up SaaS company teams are aimed to, firstly, experience clear
guidance in the analytical process of turning customer data into the insights they
search for. Hereby, it is important for these teams to be able to identify occurring
problems and needs among their products' users. In other words, the digital
workflow should convey a clear analytical process that results in rich insights
about customers behavior around SaaS-products.

Secondly, team members (of both the user research team and the whole
company) should experience communicativeness among themselves, while
going through this process. Each of the team member active in performing the
user research should be able to communicate his/her view on the relations
between different data and/or insights about customer behavior around product.
Also, the relevant insights need to be communicated among the different
stakeholders, so that each one of them can take these insights to discuss
possible improvements in product design.

Towards a Digital User Research Tool: Introduction

The Approach and Results

See figure 1.8 on the next page. The project will start with an exploration of the
described problem definition. The goal with this is to narrow the problem down to
three design challenges. After the exploration, 2-week sprints will follow. In total
six different sprints are planned for this project and two sprints will be spent on
each of the resulted challenges. Per challenge, the first sprint will focus on scope
definition, ideation, and conceptualization. The second will focus on prototyping,
user testing, and concept improvement. After the last sprint is done, the project
will continue with documentation of all progress and results. Appendix | shows
the overall planning for the entire project.

The expected results of this graduation project are conceptual solutions for
a digital workflow, to be used by scale-up SaaS companies to conduct user
research on their products' users. These conceptual solutions are meant to
become proposals for improvement of Shipright. By the end of the project, a
proposed digital workflow design will be ready to be presented.

The outcome of this project is expected to give the company a good sense of
possible improvements for its current product. The company is expected to
consider several of the proposed solutions to be incorporated in the improved
version of Shipright. With that, a more relevant product for its target group can be
offered, leading to a strengthened business strategy.
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Figure 1.8: The project starts with an exploration phase, that will result in three design
challenges. Each challenge will be tackeled by two sprints; a total of four weeks per

challenge.
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2. Exploration

The project starts off with an exploration phase. The phase itself started by formulating three different Research
Questions:

How does Shipright works?
- How does user research in SaaS companies (10 - 500 FTE) look like?
- What design opportunities can be tapped into, in order to improve Shipright?

The goal of this exploration is to find answers to these questions. They will then be compared with the identified problems
that were mentioned earlier, in Problem Definition: unclear intended workflow of analysis and lack of support for team
collaboration in SaaS companies. Eventually three design opportunities are chosen, that would tap into these two
problems.
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Figure 2.1: To have an overview of all activities in this phase, this phase was kicked off by
formulating Research Questions (RQ).

Towards a Digital User Research Tool: Exploration

Exploration Set-up

The project starts off with an exploration phase that is planned to last for 3 weeks.
To have an overview of my own activities in this phase, | would start this phase by
formulating the following Research Questions (RQ):

How does Shipright work?
- What steps do you have to take throughout the use of Shipright?
- What positive and negative things are recognized in each step?

How does user research in scale-up (and start-up) SaaS companies look like?

- What is the theoretical approach that is applied by the target group in
user research?

- What are the different steps to be taken in the process?

- Which team members are actively involved in each step and which are
not?

- What is the desired level of involvement of each team member per
step?

- What problems and needs are recognized in each step?

What design opportunities can be tapped into, in order to improve Shipright?
- What needs among the target group in user research are recognized?
- What problems are identified from the current design?

To get answers to these questions the following methods are applied:

- Surveys

- Interviews (with Grible's product team, current Shipright customers and
potential Shipright customers)

- Literature review

- Review of the internal documents of Grible

- Review of Grible's communications with customers

The answers to these questions are compared with the two topics of Problem
Definition mentioned in the Introduction: unclear intended workflow of analysis
and lack of support for team collaboration in SaaS companies. Out of the
identified needs among the target group and the detailed problems from
Shipright's current design, three design opportunities are chosen. Further steps in
this project focuses on exploring these opportunities.
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How Does Shipright Work?

In this sub-chapter the results of my assessment of Shipright will be discussed.
The goal of this assessment is to experience Shipright firsthand, and gain better
understanding of the intended workflow. Each step of use will be described in
page 36 - 44. Table 2.1 (page 45) and figure 2.15 (page 46) will show the most
interesting findings | recognized from this assessment, regarding each one of the
steps (see Appendix Il for all findings). Eventually, these findings will be used to
pinpoint design opportunities to improve Shipright upon.

As mentioned in the Introduction, Shipright is meant to be used by SaaS
companies. Members of the company (usually Product Managers/Owners, UX-
researchers, or Head of Customer Support) can get an individual account after
purchase. After that, they can invite more of their colleagues and once agreed
on, additional individual accounts will be made for them too. All of them will have

access to the same Shipright platform (G. Mangnoesing, personal communication).

Shipright consists of two main parts: the Dock and the Insights section. The Dock
consists of the Inbox and Archive. Feedback data can get imported for analylsis
and these will get into the Inbox; data that have become irrelevant can be
archived and stored in Archive. In the Inbox, the first interpretations of feedback
data are made.

These interpretations are referred to as ‘insights' and get stored in the Insights
section, once made (in the Inbox). Once stored, all stored insights can be
reviewed in this section, using the ‘All insights' -view. Users can also create
themes, intended to be used to tag created insights with, for categorization.
Besides that, the Insights section includes a 'Summary' -view that shows insights
created in the past month, insights created most recently, and an overview of all

created themes. Users can choose one theme and view all stored insights tagged

with it. Thereby, they get to the ‘All insights' -view and can choose other / add
more themes to filter the stored insights with.

Figure 2.2 shows the buttons to be used to switch between the Dock and Insights

section during usage. Figure 2.3 on the next page, shows the menu hierarchy of
Shipright. In this hierarchy, only the most important parts relevant to customer
research are shown.
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Figure 2.2: Shipright consists of two main parts: the Dock and the Insights section.
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Figure 2.3: Shipright's menu hierarchy with the most important parts for customer research
analysis.
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Shipright Catch

messages in Shipright automatically. anywhere on the Web, right from your

browser.

Figure 2.4: Supported data sources to import customer feedback into Shipright: self-made
notes, CSV-files, e-mails, Intercom conversations, internet browser (Google Chrome /
Safari).
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Figure 2.5: Shipright enables users to pre-categorize data by customer/stakeholder name,

customer/stakeholder company name, and customer/stakeholder type.

— a
— 1. Store feedback data

Users can store feedback data they have collected from different sources (see
figure 2.4). Firstly, live-chat feedback data can be imported into Shipright. It
comes with an Intercom integration (Intercom is a live-chat-support channel,
used to interact with customers). Chat conversations done in Intercom will be
imported automatically to Shipright, once the integration is activated.

Secondly, Shipright supports feedback data collected from the internet,
which can be stored using the browser extension, Shipright catch. Interesting
information from all over the internet can be marked (using the computer's
cursor) and sent to Shipright for storage.

Another, source that is supported are CSV-files. CSV is a file format used to
store tabular data, such as a spreadsheet or database. Files in the CSV format
can be imported to and exported from programs that store data in tables, such
as Microsoft Excel or OpenOffice Calc. This format is useful for feedback data
originated from surveys and questionnaires.

Also, users are enabled to create separate notes in Shipright. Documentations of,
for instance interviews or meeting summaries, can be copy-pasted and stored as
a note to analyze later. Lastly, users are enabled to forward relevant e-mails from
customers and stakeholders to Shipright. These e-mails' content can be analyzed
later on.

Imported feedback data from all sources are stored in Shipright in a text format
and are named ‘documents’. These documents are stored in the Dock for analysis.
The following steps will explain this in more detail.

—

& ﬁ 2. Pre-categorize feedback

Feedback data from the various sources get into the Inbox (in the Dock section)
once imported. There, they can be categorized. Shipright enables users to do
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Q Y 2Filters

9 Past month & 1Person Clear

: Users can distill feedback data by using the search function, time filter, and
person filter.

so by customer/stakeholder name, customer/stakeholder company name, and
customer/stakeholder type. Figure 2.5 shows how this is done (in the Inbox).
These categories can be used to filter imported data in the Inbox and to filter
insights (created from imported data) in the Insights section later on (see step 7,
figure 2.11).

-
N
N— ﬁ 3. Distill feedback

See figure 2.6. The categorizations by name can then be used to distill the
feedback data. this can be done in combination with the time filter. Furthermore,
the search function can be used to add a search term as an additional filter.

N
Q a 4. Further data categorization: create themes

As mentioned earlier, users can create themes to tag to insights for
categorization. This is to be done in the Insights section, in ‘Manage themes' (see
figure 2.7 on the next page). Shipright enables users to create them under larger
theme-groups. While created in the Insights section, however, users can tag
insights with them in the Inbox; insights can only be tagged with themes, not
with theme-groups.

—

v . . R - . .

— ﬁ 5. Insight creation: create and categorize insights from

feedback

See figure 2.8, on page 39, and Appendix Ill. While going through imported data,
interesting pieces of information can be marked by ‘highlighting' them. These
highlighted pieces of information will be referred to as highlights in the rest of the
report. The workflow follows directly with the creation of an insight that can be
made up from these highlights.

These created insights are to be categorized using the previously created
themes. This categorization is part of the insight-creation process. Insights that
are already created are stored and can be enriched with more highlights. This
means that other highlights can be assigned to existing insights. Also, highlights
can be assigned to multiple insights, that can either be completely new or and
existing ones.
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Figure 2.7: Users can create themes to tag to insights for categorization. This is to be done in the Insights
section, in ‘Manage themes' There is also an option to tag insights with ‘no theme'.

Towards a Digital User Research Tool: A Digital Workflow of User Research for Software Companies




Highlight interesting pieces of feedback

& Nov I7th, 2018

Live session with Kanwar Anrora

The difference between the subsets of ‘potential feature requests’ and ‘new documents’
was not clear. He wasn't sure whether the potential feature requests was resulted from only
the new documents, or that it resulted from all documents which users may have or haven’t
read.

A suggestion from the participant. As the suggestions of potential feature requests are of
more value, compared to the other subsets (at least, this is what was assumed) it can be
given more space in the screen.

When looking at the Home screen, he didn'’t see that there were actually filters that could
help him towards the relevant information. He rated the feeling of being guided towards the

Tag insight with created themes

cein Thou

CHOOSE THEMES IT RELATES TO sach

Insights Repository
- - itial f
Participants' ideas i
tenti

Product aspects

Il do
# Relations between insights

UX/UI aspect Github
ses
q
e

\When Innking at tha Hame cscrean he didn't cea t

Create insight (= interpretation of the highlight)

W& VUV L7, ZUIo

° Live session with Kanwar Anrora
" Though
e * saches.
' Ux @ Create New
' | Confusing / Unclear use of design and/or structure.... itial feat
tential f

' Lack of UX buy-in to trust feedback / listen to feedb...
Il docun

' Influx in support & feedback triggers interest

A suggestion from the participant. As the suggestion

mnore valile camnared tn tha nther ciitheate (ot laact

Figure 2.8: The main steps of insight creation. See Appendix Ill for the complete workflow

of insight creation.
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Figure 2.9: Feedback data are categorized as followed: Theme group - Theme - Insight -
Highlight.
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Figure 2.10: Created insights are stored in the Insights section for further analysis. By

% @mmmm 6. Further interpret insights

Created insights are stored in the Insights section for further analysis. Hereby,
insights can be merged together, added themes can be adjusted, completely
new insights can be created, and insights that have become irrelevant can be
archived.

During insight creation, it was stated that new highlights can be assigned to
existing insights. Each insight will then be enriched with highlights overtime. By
looking at the number of higlights of a certain insight, the significance of that
insight could be decided upon (see figure 2.10).

Highlights per insight can be reviewed and copied or replaced throughout
different insights. It is also possible to create a completely new insight from
highlights that are already assigned to existing insights. By clicking on one of the
insights stored in the Insights section, the insight's details could be viewed, which
contained all highlights added to it.

Of course, highlights and insights can be removed as well.

clicking on a stored insight, you can view its details, that include the stored highlights. This
part of the Insights section is called ‘All insights'
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¥ wowss BB 7 Viewresults' summary

The Insights section includes two important parts: ‘All insights' and ‘Summary’.
‘Allinsights’ shows all the stored insights that can be filtered by theme.

The categories of customer/stakeholder name and type, and customer's/
stakeholder's company can also be used as additional filters. In the Insights
section, they are named ‘Audience filter' and these categories are added to
imported feedback data, not insights, as mentioned earlier. Though, insights can
be filtered by these, based on the name/type/company added to documents,
where highlights under insights are originated from (see figure 2.11).

‘Summary’ shows a number of different things. Firstly, it gives the top three
insights with the most highlights that are made during the past month, that are
named Trending insights' (see figure 2.12).. Secondly, it shows ‘Recently updated

insights', that refers to insights updated (= created and/or adjusted) most recently.

Thirdly, users can view insights per theme. In ‘Summary' they can choose one
theme, that will bring them to ‘All insights’ with the chosen theme set active as
filter. In ‘All insights' additional themes can be added as more filters.
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Figure 2.11: ‘Allinsights' in the Insights section. Insights can be filtered by customer's/
stakeholder's name/type/company, based on the respective categories added to
documents, where highlights under insights are originated from.
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Figure 2.12: ‘'Summary’' shows a number of things. One of that is the top three insights with
the most highlights that are made during the past month. These are named ‘Trending
Insights’.
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Figure 2.13a: The ‘share’ function is included per stored insight and generates a link to the
respective insights. This link can be copied and shared digitally with other users.
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Figure 2.13b: Each company-client gets a Shipright team account. Each user will be given
individual accounts to get access to the (team) account. Shared insights (see a) can only
be viewed by those who have individual accounts.
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= wommmm 8. Share results with colleagues

Separate insights can be shared with other users that have access to the same
Shipright platform. Users can add a description to the insight prior to doing that.
The ‘share’ function is included per stored insight and generates a link to the
respective insights. This link can be copied and users can include it in a message
(e-mail, chat, etc)) to share them. Also, it can be used as a reference for the
Product Backlog or Roadmap.

Shipright has companies as clients, in which different users are part of. Each
company client will be given a team-account and each individual user per client
will be given separate individual accounts to get access to the respective team
account. Shared insight-links can only be opened if you have an individual
account to the Shipright-team-account of issue.
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A G Alternative view on Inbox documents

Steps 5 and 2 explained how customer's/stakeholder's name/type/company
can be added to documents (= imported feedback data), and how insights can
be created from these data and tagged with previously created themes. To
provide more focus for users while going through these steps, Shipright offers an
alternative view on Inbox .documents. It shows each one of the Inbox documents
in an enlarged view. This function, though, can only be used to view new
documents that are not opened yet. The figure on the right shows a wireframe
screen that visualizes this function.

(@ Impeart [f]Create

note

NPS Survey June 3042017 1AM

By  Unknown survey

respondent

How likely are you to recommend Shipright to a friend or colleague?
8

What is the mast important reason for your score?
I really love the way | can higlight insights from all sorts of sources and eventually share this
with my team members, They love it tao and it saves everyone quite some time and gives

them a better feel for what our users are actually saying.

now

B —— 1710

Figure 2.14: The alternative view shows each one of the Inbox documents in an enlarged
view. This function, though, can only be used to view new documents that are not opened
yet.
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The positive and negative aspects | recognized in each step will be shown in
this page and the next. Figure 2.15, on the next page, shows the most interesting
ones, related to the two topics of Problem Definition (see figure 1.4 on p. 25).

Certain findings that are not related to these, but are still interesting, are given as
well and shown in table 2.4. These findings are distinguished by their positive/
negative nature, with the related steps of use shown. The full list of all positive
and negative findings in this assessment can be found in Appendix |I.

Other additional findings | Steps

Identified positive aspects

Users are enabled to have an overview of all the groups of insights that is created.

When you are viewing insights per theme: you can have an overview of the insights under that theme and use them to come up with
new, richer insights.

Insights stored in the repository can be reassessed, following by adjusting (= adding or deleting) themes that are assigned to them.

Insights in the repository can be adjusted by merging multiple ones with each other or copying / replacing highlights throughout
different insights.

Identified negative aspects

You cannot create themes while going through the imported documents.

5/6

There is a functionality included in Shipright, whereby users can merge multiple insights to create a new one. In the new insight, you
can still see the highlighted passages which the merged insights are derived from, but you cannot see the insights that are merged
together.

With the audience filter in the Insights section, it is not possible to see the departments each added person is from.

Insights can be sorted out based on the highlights included, but different highlights can still originate from one document describing
one person's opinion; this is a major flaw in the prioritization of insights based on the number of highlights.

Table 2.1 Interesting additional findings resulted from my assessment of Shipright
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1. Store
feedback data

2. Pre-categorize
feedback

3. Distill
feedback

4. Create
themes

5. Insight creation:
Create and
categorize insights

Identified positive aspects

Best practices guide to set up themes is useful to new users who are not that experienced in performing user research 1
Highlighting interesting passages feels very intuitive. 5
Identified negative aspects
The filter functionalities in the Inbox are not sufficiently noticeable. These should be made more distinct. 2/3
When tagging insights with ‘themes', it may be the case that users are not sure which theme to choose (they forget what each theme |  5/6
stands for / they simply wanted to postpone tagging); this is more likely to happen as the number of themes and insights grow.
The intended use of themes and theme-groups is not clearly communicated. 4/5/6
Different insights should be grouped with, compared to and/or combined with each other (this is already possible, but the possibility 6/7
is not clearly presented yet).

O ere O C O Related to < eed o PPO O ed OLLaboratio O or ea ep
Identified positive aspects
;Fo add a description to insights and highlights, and to be able to share these, can enable you to show where the insight is originated 8

rom.

Identified negative aspects
Transferring knowledge of insights is solely possible by sharing an insight (alongside the passages that led to the insight). Input from 8
other team members are limited if only separate insights are presented; different insights can possibly be combined or compared to
each other still.
Sharing insights is only possible with other Shipright users. 8

6. Further
interpret
insights

8. Share
results with
colleagues

7. View results’
summary

from feedback

Figure 2.15: Most interesting problems / needs identified from the steps of using Shipright,
found during my assessment. See the full list of identified problems / needs in Appendix II.
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Insight Assistance (IA)

An important goal in Shipright is to surface patterns in feedback. Patterns

are found by making highlights. Therefore, highlighting is at the core of how
users get value from feedback using Shipright. The tricky part is that patterns
would only surface with sufficient volume of related highlights and this would

not just happen; it needs some time and effort. Nevertheless, it was crucial to
demonstrate how insights surfaced from feedback during onboarding and users
should be convinced that they could manage to keep doing that over time.
Hence, anything to speed up and/or make highlighting easier, would help (Grible
(3], 2018).

IAis a new feature in development and with it the aim is to make it easier for
users to surface a pattern in feedback. Hereby, users are assisted in focusing on

a single insight and to find similar information from other documents, instead of
highlighting all potential insights per document and hoping for a cluster to appear
in one of multiple insights (Grible [3], 2018). Possible, similar contents are to be
recognized by cues of, for instance, nouns and verbs in the highlighted pieces of
text (due to confidentiality reasons, the exact cues cannot be shared publicly).

A concrete example for the use of these cues:

1 Nouns and verbs are predefined as cues for the IA in Shipright.

2. A user creates a highlight of the sentence “| want to analyze feedback".

3. The IA algorithm would look for sentences that would contain “want”
(verb), “analyze” (verb), and “feedback” (noun).

4. Documents that would contain such sentences would be suggested as

‘other documents with similar content’.

The workflow of highlighting and viewing suggestions are shown by figure 2.16 on
the next page.

User test on the IA

The concept of IA is prototyped and tested with three Shipright paid customers
(see Appendix IV). These customers are users who work a lot with English
Intercom-chat data. The test sessions were carried out by Grible and are not part
of this graduation project. Insights gained from the results are described in the
following paragraph.

From participants, it received an average rating of 5.5 out of 7. The way this
concept performed, seemed to be quite good. Participants tend to understand

it but did not respond with things like ‘Awesome!’ This might be due to the test
being focused on executing tasks one by one (see lessons learned), which
avoided the ability to realize/internalize the value of the overall concept/bigger
picture (Grible [4], 2018). It also appeared that the assistance was still slow in
finding suggestions due to the complexity of the input calculation, that it slowed
down the workflow of users (company mentor, personal communications).



Inbox

Search a [Filter

Yesterday

Conversation with Karin Dolor L]

] Karin Dolor: just talked to my colleagues about your

proposal last week. They are pretty enthusiastic...

Conversation with James Ipsum
m James Ipsum: Hi there! Just wanted to send you a
message to tell you | really like your product and...

Last Friday

Conversation with Lizy Lorem

Lizy Lorem: Can you share if there is any information
about the enterprise package? I'm missing some

Interview with John, Nike
B Johnis a 42 year old product manager at Nike,
responsible for the custom ID app recently

James Ipsum
Company X

July 15, 2018

Conversation with James Ipsum

James Ipsum:
Hi there! Just wanted to send you a message to tell you | really like your product
and appreciate the way you're improving things. Seems like you care about your
users a lot! | would love to see some possibility to intergrate with Slack though,
to share results with my team =

| Need for sharing through Slack integration ]
Cheers,

James Link to another Insight

Us (Support employe

Awesome James, thanks so much! Ill pass the credits along and have noted

your request for the Slack integration!

climents similar to “I would love to see some @ [@Filter

Conversation with James Ipsum
James Ipsum: Hi there! Just wanted to send you a

message to tell you | really like your product and...

3 documents

Conversation with Oletha Fandel

... integration section of your app, I'm missing the
Slack option that | thought you actually mentioned

Conversation with Gareth Primitivo
M .. Slackis areally important way to share progress
on a project e.g. or use it to do daily checkins in the

Conversation with Melissa Viognier

... Slack integration though for overall
communication and sharing results as well...

About Oletha Fandel

Company Y

@ July 15, 2018

Conversation with Oletha Fandel

Oletha Fandel:

Hi team! Are you there? | have a question related to integrations...

Us (Support employee):

We're here Oletha! Fire away... we're happy to help

Oletha Fandel:
Great! | just wondered where | am able to find more integrations since in the

integration section of your app, I'm missing the Slack option that | thought you

actually mentioned when we had our call lately? This is really something | need...

What insight does this give you? a

SUGGESTED INSIGHTS and then navigating to

t. I can check with the

| Need for sharing through Slack integration

(& Browse existing insights

Us (Support employee):

Please alsn let me know what colleaaue vou discuiesed this with 1]

[@Filter

Documents lar to “I would love to see some

Conversation with James Ipsum

James Ipsum: Hi there! Just wanted to send you a
message to tell you | really like your product and...

3 documents

Conversation with Oletha Fandel
... integration section of your app, I'm missing the

Slack option that | thought you actually mentioned

Conversation with Gareth Primitivo
... Slack is a really important way to share progress
on a project e.g. or use it to do daily checkins in the

Conversation with Melissa Viognier
... Slack integration though for overall

communication and sharing results as well...

Gareth Primitivo
Company V

@ July 15, 2018

Conversation with Gareth Primitivo

Gareth Primitivo:
What's up with the better communication around projects in this timetracking /

to do app? It's aimed at teams, right? You should think about adding this...

Us (Support employee):
Hi Gareth! Can you elaborate? How do you currently communicate with your

team in the context of doing ‘projects’ and documenting that in our app?

Gareth Primitivo:

Well... we use regular meetings and e-mail to communicate (althought that's
more externally to clients) but above all: Slack is a really important way to share
progress on a project e.g. or use it to do daily checkins in the morning with
people working on a project. That's why | mentioned it... utilizing Slack for this

somehow might be nice!

Us (Support employee):

| see! Thanks for sharing that use case. | can't really help you ut

we'll definitely consider something to make it easier to collaborate with your

User has created a highlight and sees that there are 3
documents in the Inbox that potentially contain similar
insights.

User views suggested documents with potentially similar
insights.

User creates insight from suggested documents

Figure 2.16: The prototype of IA that was tested.
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To answer this RQ, a literature review is done. This was meant to get familiar with
the theoretical approach applied by the target group in user research. In this
report Agile, Qualitative Data Analysis, and Product Discovery and Delivery will
be described. The results are meant to enrich the identified steps and related
stakeholders (see figure 1.3 in Introduction, on page 24) with more detailed
information. This detailed information will be used later on to pinpoint the design
opportunities and to narrow them further to specific design problems to design
for.

For further enrichment of the information, the target audience was approached
by the means of surveys and interviews too. The interviews, specifically, revealed
more detailed information about the involvement of each internal stakeholder

in user research. The results of these surveys and interviews are shown in
Appendix V. These results are summarized in this main report and will be shown
by the tables in pages 53 - 57. These results will ultimately be used, alongside
the findings of my assessment of Shipright, to pinpoint design opportunities for
Shipright's improvement.

Literature review

Agile

Agile is a particular approach to project management that is utilized in software
development. This method assists teams in responding to the unpredictability
of constructing software. It uses incremental, iterative work sequences that are
commonly known as sprints (LinchpinSEO, n.a.).

User research among the target group often follows the Agile approach
(company mentor, personal communications). As Shipright is meant to add value in
this, the basic principles need to be understood and considered throughout the
project.

The Agile Manifesto (2001) states the following principles, that are put into value,
when applying an Agile approach/process:

- Individuals and interactions over processes and tools

- Working software over comprehensive documentation

- Customer collaboration over contract negotiation

- Responding to change over following a plan

The agile process is iterative and incremental, with different development activity

performed in parallel, rather than sequentially. Each development activity is
repeated in different iterations and knowledge gained from one iteration is used
to build on the new iteration. Customers are involved in the iterations and receive
usable product versions in shorter increments (Cerrato, 2018).

Qualitative data analysis

As described in chapter 1, Introduction (page 21), Shipright is meant to be

used to capture customer insights from different sources of feedback, such as
support-and-chat-services. Insights that need to be captured are interpretations
of the meaning of feedback data. Also, Gibson and O'Connor (2017) stated that
qualitative analysis is concerned with meaning; data is a word which describe
valid information that can help a researcher answer his/her question(s). In other
words, Shipright supports qualitative analysis for its target audience. In order to
pinpoint design opportunities for Shipright's improvement, the broader context of
qualitative analysis is explored as well.

Formal systems for the analysis of qualitative data have been developed in order

to help researchers get at the meaning of their data more easily. These systems

involve:

- coding techniques for finding and marking the underlying ideas in the
data

- grouping similar kinds of information together in categories

- relating different ideas and themes to one another

(Rubin and Rubin, 1995).

There are many components to this type of analysis and they include:

- organizing the data

- finding and organizing ideas and concepts

- building overarching themes in the data

- ensuring reliability and validity in the data analysis and in the findings
- finding possible and plausible explanations for findings

- an overview of the final steps

(Gibson, O'Connor, 2017)

In the traditional development processes, there is an entire phase dedicated

to figuring out what you need to figure out. There might be weeks or months
available for discovery, with plenty of time to design just the right study and
include a lot of participants. This, however, is not realistic in Agile environments,



the field entails constant processes of learning, designing, building and launching

(Stockwell, 2017). ﬁ Are we meeting stakeholder needs?
The challenge is, of course, that research efforts are to be alligned with sprints ﬁ Can customers user it?

that are usually 2-3 weeks long (Stockwell, 2017). The considerations for choosing

. . . . . Do customers want it?
research methods in an Agile environment remain the same. You still need to:

- Narrow down a specific question to answer and hypothesize about Are we solving a relevant problem?
- Determine whether you are looking for trends or reasons
- Consider the most appropriate context for your research Are we driving a desired outcome?

- Think through whether you need to look at behaviors or attitudes
(Stockwell, 2016)

Product Discovery and Delivery

It is not possible to build a product without discovery and delivery. In this case,
discovery encompasses all the activities done, to the side of delivery. Discovery
entails all the activities done, in order to decide what to build. Product Delivery,
on the other hand, has to do with all the activities done, in order to build what is

decided (Torres, 2016). PRODUCT DISCOVERY

As Shipright supports qualitative analysis, it is to be used by SaaS companies to
decide what is to be built for their customers. In other words, Shipright is meant to
support Product Discovery among these companies. To find design opportunities
to improve it, it is therefore relevant to include the theoretical knowledge of
product discovery in this exploration.

What to build?

Most (software) companies tend to overemphasize Delivery, while

underestimating Discovery. This is influenced by the strong growth of Product

Delivery for the past 15 years (Torres, 2016); Facebook makes multiple new

feature releases daily (L. Nederstigt, personal communication). But, luckily, the

same growth of Product Discovery is identified nowadays; areas such as Agile, are

rapidly growing (Torres, 2016). Figure 2.17: Product discovery and delivery. It is important for discovery to start before
delivery.

Continuous Product Discovery entails the following principles:

- Small research.

- Conducted every week (with the target audience).

- Make product decisions based on all sets of findings, that are collected.

(Torres, 2017)
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In this, the main challenge that is to be tackled, is to prevent flops long before
Delivery. Therefore, the focus should not lie on features, but on outcomes for
customers that create values for the business. Hereby, the goal is to learn as fast
and as much as possible, rather than to build as much and as fast as possible
(Torres, 2016).

Throughout the process of Product Discovery, the following questions need to be
kept in mind:

- Are we meeting stakeholder needs?

- Can customers use it?

- Do customers want our solution?

- Are we solving a problem customers care about?

- Are we driving a desired outcome?

(Torres, 2016)

Along the Discovery process, the goal is then to have answers to at least one of
these questions. These answers can then be used as a yard stick (= a point for
reference) in continuing the process. Eventually, of course, all these questions
need to be answered. Agile is one of the tools to get to these answers. As we
move forward towards the future, newer tools will keep emerging. Though only
the tools that satisfy the following criteria should be adapted: it helps you to learn
faster and it helps you to understand what you are learning along the process
(Torres, 2016).

In order to get to those answers, several concrete steps need to be made:

- Firstly, define a clear desired outcome.

- Secondly, discover opportunities to drive that desired outcome.

- Then, discover solutions to deliver on those opportunities, by the means
of experiments (= prototyping and testing)

(Torres, 2016)

It is common among the target group to go through Product Discovery and
Delivery tracks. Both tracks are supposed to go in parallel with each other.
Although, the Discovery track is supposed to start a couple of sprints earlier than
the Delivery tracks. That is to make sure that Discovery-results can be used as a
foundation to set up Delivery-goals (company mentor, personal communications).

While in theory there are supposed to be separate teams for either tracks, in
practice the roles can overlap with one or more team members of the product

team. This is more likely to occur in the smaller-sized companies within the target
group. Hereby, it is still important for the Discovery track to be slightly ahead of
the Delivery track, and for the Discovery goals and results to be in tuned with the
Delivery counter parts (company mentor, personal communications).

Conclusion

From the findings that are collected, it can be concluded that Agile and
qualitative data analysis are to deliver to the modern Product Discovery. Hereby,
the focus is put on learning by making, in which companies are regularly
experimenting with (product) ideas, to present this to their (potential) customers
and collect feedback from. The feedback is then used to make product decisions.

The experiments include prototyping, testing, and learning. The prototypes
used for this can emerge in the form of working (digital) tools, but also sets of
questions, video representations, image representations or oral representations
of ideas. All these activities done to gain insight knowledge about customers are
part of the product discovery track. They occur in short increments of time, often
called sprints, which typically last for 2-3 weeks in the targeted SaaS companies
(company mentor, personal communication).

The need for customer collaboration in product discovery comes with the
focus on qualitative research. Hereby, the different steps of organizing data,
categorizing data, finding explanations for findings and creating an overview of
the next/final steps, have to be done within the short sprints. This is a problem
that is identified, as the sprints are too short to have all these steps completed.
(Stockwell, 2017).

In SaaS companies, a Product Delivery track goes in parallel with the Discovery
track. Whereas the goal of Discovery is to learn as much as possible in the
shortest amount of time, the goal of Delivery is to build as much as possible in
the shortest amount of time. Although, the Discovery track needs to start earlier,
to first find out if a product idea is good and if it makes sense for it to be build
(company mentor, personal communication). Successful findings of Discovery will
then be put in the backlog of the Delivery track (De Lichtenberg, 2017).



/7 Learning

Testing

Prototyping

PRODUCT DISCOVERY

PRODUCT DELIVERY

Figure 2.18: Product Discovery entails experiments done, to find out what to build to satisfy
desired outcomes for customers. Discovery results will be put in the backlog of Delivery
(De Lichtenberg, 2017).
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Product discovery among SaaS SMBs and Mid-Market Businesses

Table 2.2 shows the different steps of research in discovery tracks, that are
identified. These steps are derived from findings collected from surveys,
interviews, and Grible's internal documents and databases (see Appendices V,
VI, VII, and VIII). As it became apparent, only PM's / PO'’s, UX-researchers, CS-
teams and Sales teams are involved in these Discovery tracks. Although, UX/
Ul-designers and developers are desired to be engaged in the prioritization

of feature requests; Since they focus on Product Delivery, they can give input
regarding the feasibility of features.. In table 2.2, the related internal stakeholders
are given per discovery step. The following pages show the identified problems
and needs in these steps.

In chapter 1, Introduction, the steps of interaction between PM/PO, UX-
researcher, CS, Developer, Designer and Customers are given by figure 1.3 (see
page 24). Combined with the steps and internal stakeholders shown by table 2.1,
the complete steps in feedback analysis is concluded. This is shown in table 2.3
on the next page.

In these steps, the problems / needs are found. These are shown by tables 2.4,
2.5, and 2.6 (see pages 55 - 57). Tables 2.4 and 2.5 show those that are related
to the two topics of the defined problem in Shipright (see ‘Problem Definition'in
chapter 1). Other additional findings are shown by table 2.6.

Towards a Digital User Research Tool: Exploration

Steps in Product Discovery Internal Stakeholders Involved

0. Set up research .?. &
1. Decide on methods to ® ®
collect raw data AA M

. . - ® O
2. Hire and recruit participants AA Al
3. Collect data .?. a

©c 0O

4. Select data to be logged AA A
5. Consolidate data in a ® ®
format, accessible for analysis AA M

: © O
6. Link data to feature requests AA Aa
7. Communicate results with ® ® ®
internal stakeholders AA M M
8. Prioritize feature requests .?. a a

Legend

.?. PM/PO

0 @
M@ UX-researcher M Developer

Table 2.2: Steps in Product Discovery. For each step, the internal stakeholder involved are
given: PM/PO, UX-researcher, Developer, and (UX/UI) Designer.



0. Prepare research 5. Decide what to build
Set up research ® ™ Prioritize feature requests © © o ¢
AA M AA M M |
Decide on methods to collect raw data © ® Put prioritized feature requests in Delivery backlog ) O @ \
AA M AA M M |
Hire and recruit participants / approach customers e 0 © 0O
AA M LA M .
6. Build features
Build features ® ¢
1. Collect data [
Interact with participants / customers ) C O O Mark features built as ‘shipped’ ® (
AA A AL A M [ ]
Preselect data to be logged & 0 6 ©
AA M A AA .
7. Notify customers of new features
Store preselected data .?. a 9‘ 2@‘ Notify CS of new features ® e O
AA M
Notify customers of new features e 0
2. Select data to be logged e ) AA M
AA M
3. Interpret data
Consolidate data in a format accessible for analysis ® ®
Ad b
Link data to feature requests ® ® Legend
AA M .l
AlA PM/PO M@ Developer
Share feature requests with delivery team e o o O
AA M M M O © o
AA Cs Ml Research participant / Customer
Review feature requests e 0 o O ®
AA M M | g Sales

Table 2.3: Concluded steps in feedback analysis. The results shown in table 2.1 (on the
previous page) are combined with the information already known, as described in figure 1.3
in chapter 1 (see p. xx).
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Problem / Need Related to Unclear Intended Workflow of Analysis

Steps in Product Discovery

Related Internal Stakeholders

prioritize*

It is difficult to perform research continuously, as it is hard to identify the most important aspects of 0,1 PM / PO/ UX-researcher

research”

There is a need to view feedback from different segments of sources” 1,2,3.4.5 PM / PO/ UX-researcher / CS
/ Sales

There is a need to capture interesting information easily 34,5 PM / PO/ UX-researcher / CS
/ Sales

There is a need for the support of file images (to refer findings to) and insight visualizations 3.4.57 PM / PO / UX-researcher

/ Designers (UX/UI) /
Developers

There is a limited awareness of proper user research approaches among many customer-facing 2,3 PM / PO/ UX-researcher / CS

people in support or sales” / Sales

Vague data (no values) are often collected” 3 PM / PO/ UX-researcher / CS
/ Sales

There is no final results for several cases; this would be left behind, and teams would continue 0,5 PM / PO/ UX-researcher

working on other cases

There is a need to enable teams to have a good process to discover and organize user insights 4,5 PM / PO/ UX-researcher

over time

There is a need to make sure that research is never repeated, but complementary (to the previous 0,15,6 PM / PO/ UX-researcher

research), and becomes actionable faster

There is a need to get a view of the most pressing drivers, to know what to focus on and be able to 6,78 PM / PO / UX-researcher

/ Designers (UX/Ul) /
Developers

There is a very limited amount of time available for a proper research, while other types of work are
to be considered as well”

0,1,2,3,4,56,7.8

PM / PO / UX-researcher
/ Designers (UX/Ul) /
Developers

Problem / need Problems / needs already supported by Shipright
Problem / need” Problems / needs partly supported by Shipright
Problem / need Problems / needs not supported by Shipright yet

Table 2.4: Problems and needs that are related to unclear intended workflow of analysis in
Shipright.
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Problem / Need Related to the Lack of Support for Team Collaboration Steps in Product Discovery Related Internal Stakeholders

One person / department tends to do the data selection, while there is a need to engage all team 0,123 45,6,78 PM / PO / UX-researcher
members / internal stakeholders (representatives) in the process’ / Designers (UX/Ul) /
Developers
There is a need for transparency of the analysis results to enable the relevant stakeholders to be 3,4,56,78 PM / PO / UX-researcher
engaged in the research process” / Designers (UX/Ul) /
Developers
There is a limited awareness of proper user research approaches among many customer-facing 2,3 PM / PO/ UX-researcher / CS
people in support or sales” / Sales
There is a need to enable teams to make it easy for all team members to explore user insights 3,4,56,78 PM / PO / UX-researcher
/ Designers (UX/Ul) /
Developers
It is difficult to get outside employee and management viewpoints, and empathize with 0,5 PM / PO/ UX-researcher
customers
Developers tend to be lacking in empathy towards end-users, so they often do not understand 7.8 PM / PO / UX-researcher
that product decisions should make users understand the product / Designers (UX/Ul) /
Developers
There is a need to consolidate feedback and ideas from internal teams / stakeholders 3,4,56,7 8 PM / PO / UX-researcher
/ Designers (UX/Ul) /
Developers
Problem / need Problems / needs already supported by Shipright
Problem / need” Problems / needs partly supported by Shipright
Problem / need Problems / needs not supported by Shipright yet

Table 2.5: Problems and needs that are related to the lack of team collaboration in
Shipright.
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Additional Identified Problem / Need

Users tend to not provide feedback

Steps in Product Discovery

2,3

Related Internal Stakeholders

PM / PO / UX-researcher
/ Designers (UX/Ul) /
Developers

Users do not have any incentives to provide feedback

2'3

PM 7/ PO / UX-researcher
/ Designers (UX/Ul) /
Developers

Sometimes users do not understand what is being asked from them

PM / PO / UX-researcher
/ Designers (UX/Ul) /
Developers

There is a need to enable teams to have all their customer input available in one place

34,56

PM / PO / UX-researcher
/ Designers (UX/Ul) /
Developers

There is a need to inform customers about the status of feature requests

PM / PO/ UX-researcher / CS
/ Sales

Problem / need
Problem / need”
Problem / need

Problems / needs already supported by Shipright
Problems / needs partly supported by Shipright
Problems / needs not supported by Shipright yet

Figure 2.6: Additional problems and needs that are identified from surveys, interviews,
literature review, and analysis of Grible's internal documents and databases.
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Additional Exploration: FullStory Observation

um X | © Browse - Featured X | 8 20+ Amazing Solv X | G customer feedbac X | @ Mountain Far In order to see current users' behaViqr on Shipright,' remote ob;ervations via
FullStory are done. In these observations users' actions regarding different parts
i https:/[app.fullstory.com/ui/BWY01/session/5630612601831424:5661496570806272!5668906396( in Shipright can be reviewed; for privacy reasons however, the specific data

content are hidden. From these observations it can be seen if certain features are
recognized and used, based on users' clicking and scrolling behavior.

& BACKTO APP USERS > SESSION REPLAY PAGE INSIGHTS
The results of the observations are to be viewed in Appendix IX. From these
results the following are concluded:
ipright.co/dock/home 1159 x 630 CONSOI
- Most insights created are to be linked themes or insights that are
n already existing.
Past month Reta Past month
6 o - A lot of Inbox documents appear to be skipped, in the process of
— creating insights. The observations show that this occurred with
New documents Potential feature requests purpose; users had to go through the skipped Inbox documents first,
Document count Document covsit before actually deciding to skip them.
— - Some of the users took more time than the others, when making up
insights from highlights.
- None of the observed made use of the search function or Inbox filters
by customer name, company and type of document.
¢ » & ?
Past month Past month
P
Customers with most feedback Companies with most feedback
2 3
) 0:02/ 30:57 €6 NOTE AND SHARE X v SKIPPING INACTIVITY FU

Figure 2.19: FullStory is another SaaS-product that is used to observe users behavior in
digital products. Grible uses it to observe their customers' behavior in using Shipright.
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Several design opportunities have already become apparent from the findings
above. The project continued with tackeling each one of these opportunities.
Figure The design opportunities are formulated into the following three
questions:

Design Challenge 1:

How can product teams be supported in the analysis of raw data, so that they
can identify patterns in user feedback, as much as possible, during (short)
discovery sprints?

IA (see page xx) has the aim is to make it easier for users to surface a pattern in
feedback (= patterns of customer insights). It showed great potential in achieving
this goal, but still lacked in quality performance to actually speed up the analysis
workflow. This design challenge focuses on the exploration of additional ways to
bring product teams closer towards finding patterns in collected feedback data.
The solution is expected to help them surface as much patterns in feedback

as possible, within the limited amount of time in the fast-paced scale-up
environment. The next chapter (page 62 - 78) of this report shows the concept
that is created as the solution and describes additional findings that lead towards
it.

Design Challenge 2:
How can PM’s / PO’s / UX-researchers be enabled to store qualitative,
customer data in a structured way, using Shipright?

Gibson and O'connor (2017) mentioned different components of qualitative
analysis, among other things organizing data and building themes in data.
Shipright already contained themes and theme-groups that support this. But
during my assessment of Shipright | found that they still need to be improved
in their application. Figure 2.15 (see page 46 in this chapter) showed that the
intended use of themes and theme-groups is not clearly communicated.
Also, the possibility to group, compare and/or combine insights is not clearly
communicated.

This design challenge focuses on exploring the proper use of themes and
theme-groups, so they can be used to further analyze insights (= group, compare
and/or combine). The common way of categorization among the target group will
be explored and are to be applied in the use of these features. Eventually, it

customer insights, within the fast-paced

' To enable SaaS companies to get relevant

scale-up environments.

Unclear intended
workflow of analysis in
Shipright

tQ
%,

e Lack of support for
team collaboration in
\/ Shipright

\'x

: Design Challenge 1 supports the overall Problem Definition. Design Challenges

2 and 3 will lead to direct solutions for the two topics that are part of the main problem.



is expected to create a clear workflow that is intended to store feedback data in a
structured way. More about this is described in chapter 4 (page 80 - 99).

Design Challenge 3:
How can customer facing teams and customers be made more involve in the
product development process?

Figure 1.3 in chapter 1 and table 2.3 in this chapter, showed that customer
facing teams (CS and Sales) are always actively involved in recruitment and
interaction with customers. Though, when it comes to interpreting the data
they have collected from the interactions, only the product team seem to be
active. This is very unfortunate as customer facing teams are assumed to have
great understanding of customers’ problems and needs, since they interact
with customers on a daily basis. Also, figure 2.13a and b, on page 43, shows
that Shipright's original design enables users to share insights with colleagues.
But, shared insights can only be viewed by users who have individual Shipright
accounts.

This challenge focuses on improving the support of team collaboration by
Shipright. In chapter 5 (page 100 - 126) this problem will be further explored and a
resulting concept solution will be described.
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3. How can product teams be supported in
the analysis of raw data, so that they can
identify patterns and draw conclusions
from user feedback as much as possible?

The design challenge is narrowed down to the following problem: How to guide users towards the use of filters, to distill
feedback out of integrated live-chat-support data?

The targeted users are PM's / PO's / UX-researchers and CS-staff who work with live-chat data to analyze user feedback.
These types of consumers would not be familiar with the use of Shipright yet and would have just started using it for the
first time, as trial customers.

To tackle this problem, the following experiences are initially decided to design for: guidance, certainty, and freedom.
Based on these experiences, a concept is created and different iterations on conceptualization is done. The results of the
initial iterations are assessed by external parties and from those, it is decided to only include guidance and certainty in
the design scope.

With this conclusion, a final concept iteration is done which is tested with a new sample of users. This chapter of the

report describes the process that is gone through, from refining the challenge, to the final concept iteration, and to the
analysis of the results gained from collected feedback on the created concept.
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Design Scope

Who?

The targeted users are PM's / PO's / UX-researchers and CS-staff who work with
live-chat data to analyze user feedback. These types of consumers would not be
familiar with the use of Shipright yet and would have just started using it for the
first time, as trial customers. While in trial, all features and functions in Shipright
are available to use, though. Despite the focus on this specific group, users of a
prolonged amount of time would be considered to find benefits of the solution as
well.

What?

Based on the exploration in FullStory (see chapter 2, page 58, and Appendix I1X),
the available filters in the Dock'’s Inbox tend to not be used. This especially would
become a problem when the Intercom integration would had just been activated,
as a vast amount of chat conversations would be imported at once.

In other words, the scope is narrowed down to the following problem:
How to guide users towards the use of filters, to distill feedback out of
integrated live-chat-support data?

Why?

In the previous chapter (page 59) it was mentioned that the bigger design
challenge focuses on the exploration of ways, to bring product teams closer
towards finding patterns in collected feedback data. But, before they can find
patterns in these data, they have to get to the relevant ones first. This is especially
relevant when distilling user feedback of imported live-chat-support data, such
as Intercom. It is a problem among the target group (company mentor, personal
communication) because a vast amount of data would be automatically imported,
once integrated with Shipright. This will help users to have data and results from
analysis be consolidated in one place, but imported data would still consist of
both relevant and irrelevant ones. The vast amount makes it difficult to find the
relevant documents (= imported data, see Exploration page 36) in the Dock, from
which user insights are to be created and patterns of insights are to be found.

As observed in Fullstory, it is also found that existing users would often go
through documents that seemed to not contain relevant information about their
customers. Besides, none of the observed users make use of the search function
or filters by customer name, company and type of document that are available.
This shows that these functionalities are ‘hidden'in Shipright, while they would
have been helpful to get closer to the relevant information.

Towards a Digital User Research Tool: First Design Challenge

Integration with live-chat-
support tool (for instance
Intercom) activated

1
N’

Live-chat-support conversations
automatically imported into Shipright

Shipright Dock section

- A lot of data to distill -
- Available filters are not Distill imported documents
used (= feedback data)
— Not sure which

documents to be studied
Study relevant documents

Create insights

Shipright
Insights section

Figure 3.1: The problem problem occurred when users had activated the integration of
live-chat-support tools (in this case it was an Intercom integration). A vast amount of data is
imported, making it difficult for users to find the relevant ones to start analysis.
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Where and When?
Figure 3.1 visualizes these parts of the design scope.

How?
Assumptions made users have to be guided towards the use of
Certain assumptions are made beforehand. To begin with, it is assumed that the filters

basic principles of the IA (see Insight Assistance (IA) in chapter 2, on page 47 - 48)

can be applied to the eventual concept solution. Besides that, feature requests

from customers are assumed to be one of the starting points for discovery work.

Deeper customer needs can be derived from them and new features can be

decided to build based on the concluded needs. Guidance

Experiences to design for

To solve the problem, the experiences of guidance, certainty, and freedom
are decided to design for. These were, then, translated into the following sub-
challenges:

- To guide users towards the use of filters

- To get users to feel closer towards the relevant information

- To enable users to recognize presence of relevant information

- To give users freedom to judge the relevance of information

users have to recognize the relevant
information and feel closer towards it

Prior to ideation and conceptualization, a list of design criteria to adhere on were
set. The criteria were derived from the sub-challenges above. They are to be
viewed in Appendix X.

Certainty

\

| 2 while being guided towards the relevant
< information, they still should be able to judge
‘ on its relevance by themselves
Freedom

Figure 3.2: The experiences of guidance, certainty, and freedom are decided to design for.
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Present suggestions with a batch of five documents -3 | -2 -1 0 1 2 3

To guide users towards the use of filters

To get users feel closer towards relevant information

To enable users to recognize presence of relevant information
To give users freedom to judge on the relevance of information

Based on the specified experiences and sub-challenges
in Design Scope, a number of ideas are generated (see
Appendix XI). In this ideation process, | would start

to generate ideas myself. From the results, five most
interesting were picked out.

A filter for potential feature requests -3 | -2

These chosen ideas were created by iterating on other ideas
(create ideas to fulfill desired experiences, and each idea

as inspiration sources to create more ideas). The five most
promising ones will be described in this section. Figure 3.3
shows the summary of the evaluation of these ideas, with
respect to the sub-challenges.

To guide users towards the use of filters

To get users feel closer towards relevant information

To enable users to recognize presence of relevant information
To give users freedom to judge on the relevance of information

Present questions by the means of digital forms to initiate -3 | -2
feedback distillation

To guide users towards the use of filters

To get users feel closer towards relevant information

To enable users to recognize presence of relevant information
To give users freedom to judge on the relevance of information

Suggest customers to filter with, based on conversation -3 | -2
volume

To guide users towards the use of filters

To get users feel closer towards relevant information

To enable users to recognize presence of relevant information
To give users freedom to judge on the relevance of information

Let users choose the cues for IA from a set of example -3 | -2
documents

To guide users towards the use of filters

To get users feel closer towards relevant information

To enable users to recognize presence of relevant information
To give users freedom to judge on the relevance of information

: These Harris-profiles visualize the potential of each promising idea in tackling
the predefined sub-challenges.



‘Filter sentences’ Dock ‘ * Y Lorem ipsum dolor sit amet
“We wauld ke to. N e I I
- It would be great if. SRR | e dolor it amet, consacletuer adipiscing el sed dim
- Isthere a way to.. Insights Archive ESSRSREREnta | onummy nith eusmed tintidunt ut Boreet ‘magna aliquam erat
- We prefer to... volutpat _ -
-Ipreferl:o_. Lesamipas dolarsk amet Luan;alrn&.ﬂqntan;l.mmliunrad mmm::qﬁlhﬂnaﬂ
Sreuontne, | Volutpat
Epuasinatiacon .,
Lasemigm dokor ok arve:
m
ot
Epuasinatiacon .,
Y= |
w-
- New Dock-section: Suggested R
- 5 documents from the Inbox are selected, in which et
the ‘filter sentences’ appear e
SRS

- user goes through each messsage and make
highlights to create insights

- refresh selection and see a new batch of
suggested documents

W) v o

\\ B

- documents with no highlights go stratight into the
archive after refreshing

Figure 3.4: The first interesting idea is about using typical structures of sentences that often
occurred in relevant conversations and to present the suggestions in batches of five Inbox
documents.
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First interesting idea: present suggestions with a batch of five documents
See figure 3.4 on the previous page.

To guide users towards the use of filters

The filter with respect to this idea would be the ‘Suggested’ sub-section of the
Dock. This would be put on the very top, above Inbox and Archive. By doing so, it
is expected to stand out among the two other sub-sections.

To get users to feel closer towards the relevant information
The term ‘Suggested' is supposed to evoke the impression that the data would
be preselected before users go through them.

‘Suggested' itself would become a feature on its own, that would pre-analyze
the documents before showing them to users. Documents would be preselected
based on pre-defined sets of word-types or types of sentences. This is the same
principal applied in IA (see Insight Assistance (IA) in chapter 2).

To enable users to recognize presence of relevant information

Users are meant to be given an increased ability to recognize relevant
information, by providing five suggestions to analyze at each time. This is
intended to enable users to focus on just five documents at a time, instead of
tens or hundreds. With this increased focus, they are meant to become more
efficient in finding relevant information.

To give users freedom to judge the relevance of information

The term ‘Suggested’ is supposed to also evoke the impression that the
given choices are not definite yet and still need further confirmation (by users
themselves).

On top of that, the refresh button would enable users to skip on suggestions
viewed as irrelevant. They would do so by refreshing the ‘Suggested’ menu after
they would have created highlights from the suggestions (- documents) they
perceived as relevant.

Second interesting idea: a filter for potential feature requests
See figure 3.5 on the next page.

To guide users towards the use of filters

The idea is to include a filter that would lead users directly to potential feature
requests from customers. Although, it still has to be decided how users could be
guided towards using this filter.

To get users to feel closer towards the relevant information and enable users to
recognize presence of relevant information

As assumed in Design Scope, feature requests from customers are important for
discovery work. In other words, documents that would possibly contain feature
requests are assumed to be relevant. Thus, the filter by itself is expected to be
perceived as a means to get closer to and eventually find relevant information.

To give users freedom to judge the relevance of information

Freedom to judge on the relevance of information could be conveyed by putting
the emphasis on the resulted suggestions. Users would have to understand that
the results that would be given, are documents that would potentially contain
feature requests. Users still have to find out by themselves, which ones really
contain these requests.



O search

£ search

[;=] Potential Requests

New [:--] Potential Requests

Inbox

B Archive

Slack conversation with JoshuaDunbar @
E Grey [3:33 PM] Hey, Garry here, researcher at
Shipright, a startup based in Rotterdam. Can | ask

you a quick question? joshd [3:...

Conversation with Giovanna Hopkins @

[Grey 3:03 PM] Hey Giovanna, thanks for
sharing your answers. Your answers are very
interesting to me and because of...

Slack conversation with Chris McCraw @

g Grey [4:32 PM] Hey, Garry here, researcher at
Shipright, a startup based in Rotterdam. Can | ask
you a quick question? fool [4:4...

Slack conversation with Diego Ventura @

Figure 3.5: The second idea is an Inbox filter for documents with potential feature requests
from customers.
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Third interesting idea: present questions by the means of digital forms to
initiate feedback distillation

| like these customers the most: See figure 36.

The targeted users are the ones that would maintain close contact with
i customers. Because of that, it is assumed that they would have certain customers
in mind either in a positive or a negative way. Customers that are liked, could be
used to filter data towards the relevant information, and to start finding patterns
2 from the respective Inbox documents. Customers that are disliked, could either
T ——————= point out to harsh feedback that would still be relevant for analysis, or irrelevant
feedback that can be archived in the Inbox.

3- ——— To guide users towards the use of filters
Users would be enabled to answer given questions of which the answers would
be used as the actual filters. This idea is also solely directed to the experience
of guidance. This would have to be applied in combination with any of the other
interesting ideas.

| dislike these customers the most:

Figure 3.6: With the third idea, PM's/PQO's and support/sales teams would be asked about
the three customers they liked and disliked. This would be facilitated by the means of
digital forms and the answers would be use to filter imported data.



Customer name

customer 1 10 conversations Conversation volume
customer 1 8 conversations —
customer 1 8 conversations —
customer 1 6 conversations —
customer 1 4 conversations —

Figure 3.7: The fourth idea built on the previous one. The difference was that the customers
to filter with were suggested, that would had been based on the length of the volume (=
number / length) of conversations they had with the company.
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Fourth interesting idea: suggest customers to filter with, based on
conversation volume
See figure 3.7 on the previous page.

To guide users towards the use of filters
A similar case to the second interesting idea, it still had to be decided how users
could be guided towards using this filter.

To get users to feel closer towards the relevant information and enable them to
recognize presence of relevant information

Users are expected to feel closer towards relevant information, as they are
assumed to also expect larger volume conversations to be more likely to contain
relevant information. For the same reason, they are also expected to recognize
relevant information for analysis.

To give users freedom to judge the relevance of information

Similar to the case of the second interesting idea, freedom to judge on the
relevance of information could be conveyed by putting the emphasis on the
resulted suggestions. Users should understand that the documents that would
filtered out of the collection, would had been suggestions. It would still be up to
them to decide which of these suggestions are (inrelevant.

Fifth interesting idea: let users choose the cues for IA from a set of example
feedback data
See figure 3.8 on the next page.

This idea is supposed to be combined with the IA, in which it would initiate
preselection of imported documents; in the case of the original IA, this was
initiated by creating highlights (see Insight Assistance (IA) in chapter 2).

To guide users towards the use of filters
Users would be guided towards the use of filters by encouraging them to choose
the type of cues they would like to use to distill their feedback data.

To get users to feel closer towards the relevant information and enable them to
recognize presence of relevant information

As users could choose the cues they would like to use themselves for
preselection of data, an increased ability to recognize relevant information is
expected. This assumption is made because they will be encouraged to set
their own expectations, by choosing from the example results that are given
beforehand. With that they are also expected to feel closer towards relevant
information.

To give users freedom to judge the relevance of information

This is partly conveyed by the freedom to choose the cues for the IA to filter
imported data. Though, the above description only mentioned structure of
sentences, other types of cues, such as separate nouns / verbs / adverbs,
names or job title, could also be applied.



1. Present new users five different examples of documents

Lorem ipsum dolor sit amet

2. Let these new users highlight the
sentences that show feature requests,

Lorem ipsum dolor sit amet [— — Lisresm dolor st amest, consectatuer iscing el sed diam 1
B e o adipiscing dam in these examples

— - Lorem ipsum dolor sit amet

Loree e chicr o arv, crwsciubusr mfpiecing it et e
whipat

Lowm ipe cibior B ST, SoescEiuar BIpiscing s, e dem - I.m'pa.lndl*r_ﬂa’rli._ _m'ﬂlﬂﬂlﬂ' isci dﬂitﬁﬂ
b N . nenummy nibh euismed tincidunt ut laorest magna aliquam erat
Lormn e chr AT, SMRCEAY EEpng 6 wd dam Lorem ipsum dolor sit amet wolutpat

ohdpai L T Lorem ipsum dolor st amet, consectstuer iscing e, sed diam
nonummy nibh euismed tincidund ut laorest magna aliquam erat
wvolutpat

Lorem ipsum dolor sit amet

Lorue e chior st v, sorasctebusr aiplecig i, e dm
ki

Lorue e chior st v, sorasctetusr aiplecig i, e dm
- -

Lorue e chior st v, sorasctebusr aiplecig i, e dm
ki

Hikll

Y
3. The insight assistance uses the e e ez . .
. . e e
highlights as cues to search for e Lorem ipsum dolor sit amet
messages with possibly relevant Seatimomtass. | Lorem psum dolorsit amed, consactetusr adipiscing elit sed diam
nibh euismod tincidunt wt laorest dolore magna et
content for the new users. volutpat Lorem ipsum doior st amel consectabuer sdpiscing elf, sed
gmqm i e u L :

The search is not based on the con
tent of the sentences, but rather on
their structure.

Lonam ipsum dolor sit amed, consechetuer adiniscing elit, sed dam
nanumimry nibh euismad tincidunt ut lacrest magna aliquam erat
wolutpat

1

Figure 3.8: The fifth idea had to do with letting users choose the cues for IA from a set of
example feedback data.
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users have to be guided towards the use
of filters

Guidance

users have to feel closer towards the relevant
information and recognize its presence

Certainty

Freedom

Figure 3.9: Based on the results of initial concept iterations, it is decided to leave ‘Freedom’
outside of the design scope.

Concept

Different elements from the interesting ideas are combined into a concept. This
resulted in the subset concept. It entailed a Home screen for the Dock section,
that include different sets of filters to be used to distill imported data. Different
iterations of conceptualizations follow up on the creation of this concept. They are
described in Appendix XII.

The results (= previous versions of the concept) of these iterations are assessed
with external parties. From the findings, the relevance of filters towards feature
requests from customers is verified. This, indeed, proved to be the starting point
of analysis, as described in Design Scope in this chapter.

Also, it is concluded that providing freedom of judgment of the relevance of
information is not supposed to be given focus, regarding the created concept.
The reason is that, this was only of relevance once users would have used the
subsets and find preselected suggested documents to be analyzed. For the
subsets themselves, it is relevant to give concrete directions towards using filters,
before judging on the relevance of the suggested results.

But, it is also identified that the creation of a custom subset would be relevant for
users. This would serve for freedom, though for the goal of giving users freedom
to judge on the relevance of filters (regarding relevant information). Nevertheless,
the creation of this feature does not fit into the given time for this phase of the
project and is left outside of the design scope.

In other words, it is ultimately decided that the concept should solely focus on
guidance and certainty (see figure 3.9). This section of the report will describe
the concept that follows up on the mentioned iterations, with respect to the new
specified sub-challenges.



Sub-challenges Conceptualized solution

To guide users towards the use of filters

Subsets of filters would appear in the new Home screen of the Dock section

To enable users to recognize presence of relevant
information

chapter 2)

- 'Potential feature requests’ - and ‘Customers with most feedback’ -subsets

- Suggestions of customers in ‘Customers with most feedback' to filter with

- ‘New document' -subset enables users to view unread documents (that came
in the previous month) with the alternative focus view (see figure 2.14 in

To get users to feel closer towards the relevant
information

requests’ shown first

- 'Potential feature requests’ - and ‘Customers with most feedback’ -subsets
- The lay-out of the Home screen follows the Z-rule, with ‘Potential feature

Table 3.1: Summary of the conceptualized solution per sub-challenge.

To guide users towards the use of filters

The concept presents different sets of filters. These subsets would appear in

the new Home screen of the Dock section. This screen is the first screen users
would get to, in Shipright (see figure 3.10 on the next page). Each subset could be
activated by clicking on them. This would lead users to the Inbox, whereby the
corresponding sets of filters would be set active.

The exact filters that are included, are already existing in Shipright's original
design, except for the potential feature request filter. This is newly added, in order
to realize the 'Potential feature requests’ -subset.

To enable users to recognize presence of relevant information

The solution for this is conveyed by the ‘Potential feature requests’ - and
‘Customers with most feedback’ -subsets. Both of these subsets are named
literally after the results each would provide, when activated. As mentioned

in Ideation in this chapter (see page xx) feature requests are assumed to be
desired to be identified in Product Discovery and large conversation volumes
are assumed to be associated with the presence of relevant information. As the
names of both subsets reflected on each of their results, users are expected to
recognize the presence of relevant information in collected data, both are trying
to lead them towards.

The alternative view (see figure 2.14 in chapter 2, on page 44) is included in

Towards a Digital User Research Tool: A Digital Workflow of User Research for Software Companies

this concept as part of the ‘New document' -subset. In previous iterations for
conceptualization (see Appendix XD, it was found that this view on documents
provided more focus when analyzing imported documents. It is concluded that
this increased focus, would enable users to become more certain in judging the
relevance of documents and in creation of insights from relevant data.

To get users to feel closer towards the relevant information

For the same reasons described above, ‘Potential feature requests’ and
‘Customers with most feedback' are also expected to make users feel closer
towards relevant information they would had been after.

The results of earlier concept iterations, also verified the importance of feature
requests from customers for Product Discovery (see Appendix XII). To further
enhance the experience of guidance, ‘Potential feature requests't is placed on
the top left, as one of the bigger elements. This decision is based on the Z-rule;
in websites with low-level of text content, viewers tend to scan pages from the
top left to the top right, and would move on to the bottom left before getting to
the bottom right (Mialki, 2018). The same rule is assumed to be applicable for
the Home screen, as it is a screen with low level of text content of a web-based
software product.



The Home Screen
This will become the Home screen, that is the first screen

users will get to when opening Shipright. As such, the
given filters will be presented for them, providing guidance

towards using them.

# Home

Q O New

Insights

& Inbox

B Archive

Last 30 days

Potential feature requests
Sort out Inbox documents with potential

feature requests

VIEW DOCUMENTS

Do you consider this useful?

Create new subset
Create a new subset of filters, based

on your own specific needs.

Do you consider this useful?

Potential feature requests

Feature requests from customers are the starting points
for discovery work. This subset is therefore meant to let
users recognize the existence of customers' requests in the

collected data and feel closer towards them.

Last 30 days

Customers with most feedback

Filter inbox documents by customer
name

Bob Brown 16
Roberto Maraldi 12
Ben Lennon 1
Nina van Alstreek 8

Filter by another.customer

Do you consider this useful?

Suggestions
Let us know what other cards you

would like to see here...

LET US KNOW

Figure 3.10: The concept includes the use of subsets of filters. These subsets would appear
in the new Home screen of the Dock section. The Z-rule is applied to its lay-out.
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it

Customers with most feedback

Large conversation volumes are assumed to be associated

with the presence of relevant information. Based on this
assumption, this subset of filters is meant to let users
recognize the presence of relevant data and feel closer
towards them.

Last 30 days

New documents

View all new incoming Inbox documents

separately

VIEW DOCUMENTS

Do you consider this useful?

"‘

New Documents

Unread documents would be shown with the alternative
view (see How Shipright Works in chapter 2 on page xx).
Using this view, users are to become more certain in
judging the relevance of documents and in creation of
insights from relevant data.
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User Test

The described concept is then turned into a testable prototype, to be tested with
external parties. The test revolved around the concept's conceptual relevance.
For that, it is tested on the experiences of guidance and certainty.

For time-efficiency in the project, this user test is done alongside that of the
second design challenge. The prototypes of both concepts are tested alongside
each other and shared the same set-up and participants (see Concept and User
Test in the next chapter; page 88 - 95 and 96).

Approach Concepts design
See figure 3.11 for the setup. Each session lasts around 10 minutes (only the part challenge 1and 2

of the test that related to this design challenge). Participants are first presented
about Shipright's overall context of use and the concepts' scope of design. Then

they are shown the screen of the Home screen. They would then take a thorough Invision
look and answer a set of questions. These are rating questions used to determine prototype + Lookback
the extent each sub-challenge is supported by the concept. Hereby, they are T

encouraged to explain each one of their answers. The session is wrapped up with
having them answering a set of open questions and eventual details about their Video call
previous answers. Appendix XIV shows the materials used for this test. ‘

Recruitment

To recruit participants, certain Slack users are approached by the means of

sending out direct messages (DMs). Slack is an online platform that contained @
different communities of certain topics, for instance Product Managers and UX-

researchers. These Slack users are picked from specified Slack communities, in -

which the targeted users (POs / PMs / UX-researchers of SaaS SMB's and Mid-

Market Businesses) are part of. Figure 3.11 shows the participants recruited.
Moderator

(me)

Figure 3.11: The setup of the user test. The concepts for this and the second design
challenge are tested in one series of user tests.
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Insights from User Test

Sub-challenges Insight

To guide users towards the use of filters - There are no references towards the use of filters to be found in the Home
screen

To enable users to recognize presence of relevant - Without suggestions of topics, ‘Potential feature requests'is insufficient

information - The relation between all documents, new documents and potential

documents with feature request is unclear

To get users to feel closer towards the relevant See the second row above
information

Table 3.2: Summary of the collected insights from the user test.

The results of the test are visible in Appendix XV. In this sub-chapter, the
concluded insights from the tests will be described. The explanation will be
based on each of the predefined sub-challenges. A summary of these insights
are to be viewed in table 3.2.

To guide users towards the use of filters

The concept is concluded to fail to evoke guidance. This is reflected on the low
scores regarding to this sub-challenge: 1/7 from one participant and 3/7 from
two. There are no references towards the use of filters to be found in the Home
screen. Because of that, the participants did not feel guidance towards the use of
filters at all (see Appendix XV).

To get users to feel closer towards the relevant information and recognize its
presence

Furthermore, it is found that the guidance towards potential feature requests is
not sufficient. ‘Potential feature requests’ did increase the feeling of being closer
to relevant information, but still missed the exact topics of these requests (see
Appendix XV).
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Secondly, the presence of relevant information is not fully recognized. The
relation between all documents, new documents and potential documents with
feature request is unclear. It needed to be better communicated that each subset
results are originated from the new documents.
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Conclusion

In summary, the design challenge is narrowed down to the following problem:
How to guide users towards the use of filters, to distill feedback out of
integrated live-chat-support data?

The targeted users are PM's / PO's / UX-researchers and CS-staff who work with
live-chat data to analyze user feedback. These types of consumers would not be
familiar with the use of Shipright yet and would have just started using it for the
first time, as trial customers.

To tackle this problem, the following experiences are initially decided to
design for: guidance, certainty, and freedom. Based on these experiences, a
concept is created. It entailed a Home screen for the Dock section, that include
different sets of filters to be used to distill imported data. Different iterations of
conceptualizations follow up on the creation of this concept.

The results of the initial iterations are assessed by external parties and from
those, it is decided to only include guidance and certainty in the design scope.
With this conclusion, a final concept iteration is done which is tested with a new
sample of users.

From the insights of the user test it is firstly concluded that familiar references to
filters must be included in the subsets. Users should not be left guessing what
they could do with the subsets. Not only familiar, these references should be
clearly visible as well.

Secondly, it is concluded that ‘Potential feature requests’ need to be
accompanied with suggestions of feature-request topics. It was found that

these topics were desired to distill feedback with. While evaluating this comment,

| took a deeper look at the exact possibilities that were available in Intercom. |
realized that Intercom conversations could be tagged with ‘Feature Request’
before imported into Shipright; for the Intercom integration, it is possible to
specify these tags to select conversations to be imported as documents.

Suggesting feature-request topics is possible by using the same basic principle
of Word Clouds. Word Clouds are a method of visualization that shows a cloud
of words, picked from a selection of textual data. The more often a certain word
appear in these data source, the bigger and bolder it would appear in the Word
Cloud (Boost Labs, 2014).
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For the intended application for ‘Potential feature requests’, the selection of words
to suggest could be limited to nouns and verbs, for example. The specification

of the technical details would, however, be left out of the scope. For the concept
improvement, it is assumed that suggesting topics of feature requests is possible,
with the focus put on making these clear as filters to be used.
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4. How can PMs / POs / UX-researchers
be enabled to store qualitative, customer
data in a structured way, using Shipright?

The design challenge is narrowed down to the following problems:

1. How to make it clear (to analysis leaders) that product-aspect and customer-type categories could be created
during insight creation in Shipright's Dock section?

2. How to make it clear (to analysis leaders) that created insights can be organized towards a hierarchical
structure in Shipright's Insights section, using the categories?

The focus for the scope is put on the first problem, with the second taken to an extent. This will be further described in
‘Design Scope’ of this chapter.

For the solution it is decided to design for the experiences of certainty and freedom. Based on these experiences, a
concept is created and prototyped to be tested. From the results though, the experience of guidance also is concluded
to be designed for.This chapter of the report describes the process that was gone through, from refining the challenge, to
conceptualization, to the analysis of the results gained from collected feedback on the created concept.
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Design Scope

Who?
The target group to design for are analysis leaders of SaaS companies. This is
shown in figure 4.1.

What?
The design challenge is narrowed down to the following problems:

1 How to make it clear (to analysis leaders) that product-aspect and
customer-type categories could be created during insight creation in
Shipright's Dock section?

2. How to make it clear (to analysis leaders) that created insights can be
organized towards a hierarchical structure in Shipright's Insights
section, using the categories?

Prior to analysis, customer insights are to be labeled/tagged with a category. The
created categories would fall under either Customer Types or Product Aspect.
Insights are to be labeled with these categories when they are created in the
Dock section.

The focus is put on the first problem, as it would occur earlier in the analysis
workflow. By targeting earlier steps, it is assumed that problems in later steps of
analysis (= incorrect / insufficient data interpretation) are likely to be prevented
from happening. As the problem stated, it is related to the insight creation in the
Dock section.

To clarify the bigger context of the analysis workflow, the second problem would
be included too, though only to an extent. This entails redesigning the overall
layout of the ‘All insights' -part of the Insights section (see 2. Exoploration, ‘How
Shipright Works?, ‘7. View data summary' on page 42). This redesigned lay-out
should communicate the possibility to further organize insights towards a
hierarchical structure (see figure 4.2b on page 83).

Why?

In Exploration (page 59) it was mentioned that the common way of categorization
among the target group are to be integrated in the use of themes and theme-
groups in Shipright. In practice, labels would be used to categorize insights based
on Product Aspects. The categories applied would depend on what the created
insights would relate to, thus would emerge from data. Besides that, it is desired
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SaaS company

10 - 500 FTE

Analysis Lead

PMs POs UX-Researchers

Figure 4.1: The target group that was to design for were POs, PMs and UX-researchers
in SaaS companies. Throughout this chapter, these types of users will be described as
analysis lead(ers).



1. Translate raw feedback data into customer insights

Feedback
Feedback

Feedback

2. Assign categories to insights

i #_signt )
i i

i | GEETT
i nsiont ) §Y(_tnsignt )
_msioht ) G(_tmsioht )
' '

®
{} Customer Type

I Product Aspect

Figure 4.2a: Created customer insights are meant to be assigned to Product Aspects and
Customer Types.
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to view which Customer Types relate to which insights. This showed the need
to assign customer insights with Customer Types, next to Product Aspects (see
Appendix XlII). With the original design of Shipright, insights can be labeled and
structured using themes. But, these features are not always used to make the
labels (= Product Aspects and Customer Types).

Using the labels, insights would then be structured into a structure of groups and
sub-groups (see Appendix XlII). This hierarchy-creation is hecessary to eventually
identify customers' problems and needs (see figure 4.2a and Appendix XVI). It

is already conveyed by the original design, however, is still limited to just the
creation of two levels of hierarchy (see figure 2.7 in chapter 2).

Furthermore the possibility to create themes (= labels) are not clearly shown. As
categories would emerge from data, users are supposed to be aware of theme
creation already while creating insights. However, Shipright's original design only
shows this possibility in the Insights section (see figure 2.7 on page 38), while
insight creation occurs in the Dock section (see figure 2.8 on page 39).

Where and When?

The problem occurs when users go through the raw feedback data and created
their first interpretations of these, in the Dock section. Hereby, the categorization
process already starts. It continues in the Insights’ section, where users would
review all their first interpretations of data, in order to further analyze them
towards problems and needs among customers. As mentioned in "What?' the
focus is put on the part of the workflow that occurred in the Dock section.

How?

Assumptions made

To begin with, it is found that categorization based on Customer Names was also
desired (see Appendix XllI). The scope however, focuses solely on categorizing
by Product Aspects and Customer Types. Hereby, it is assumed that documents
in the Dock section (= imported feedback data) would already be assigned with
related Customer Names.

Secondly, it is assumed that customer-type and product-aspect categories could
be predefined (see "What?' in this section, on the previous page). As such, analysis
leaders should be made aware of this possibility. Despite that, it eventually still
depends on the data which categories are to be applied.

Also, figure 2.15, on page 46, shows that users may want to postpone tagging
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Figure 4.2b: After categorized, insight are to be structured towards occurring problems and
needs.
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their insights during insight creation. With this finding it is also assumed that
users may not feel comfortable to immediately categorize their data immediately.
Therefore, they are to be given freedom to categorize their insights or not.

Moreover, the hierarchy-creation is expected to occur in the Insights section.
Hereby, the overview of Product Aspects and Customer Types taken to analysis
have to be given. Hierarchy-creation, however, is only assumed for product-
aspect-categories. For customer-type categories, this was left out due to
possible overlap in product-aspect hierarchies (see figure 4.2b).

Lastly, they categories of Customer Types relate to the different types of
customers of a SaaS company. Examples of such types are: users in trial, churned
customers, and converted users. As for the categories of Product Aspects, they
relate to all aspects of the SaaS company's product. This not only include its
features, but also aspects like billing and (software) bugs. The exact customer-
type and product-aspect categories to be applied, will differ per company-client.

Experiences to design for

Based on these assumptions and specification of the design challenge, the
experiences of certainty and freedom are concluded to design for. These
experiences are then translated into the following sub-challenges to be tackled:

- To be aware of the existence of categorization means
- To feel free to (not) use categorization means

- To have an overview of stored data

- To feel enabled to structure data

A list of design criteria is made based on these experiences and sub-challenges.
It is eventually used for conceptualization. The list is to be viewed in Appendix
XVII.
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The Dock section had to make users aware
of the existence of categorization means
before applying them to structure created
insights.

The Insights section should make users
certain that the applied categories were
indeed used to structure these insights
and were to be applied in hierarchy
creation.

Certainty

W¥hile communicating the existence of
categorization means, the Dock section

>

« should show that users would be free to
v choose to either use them or not.
Freedom

Figure 4.3: The experiences of certainty and freedom were concluded to design for.




Ideation

Ideas were generated for each one of the sub-challenges. In this section of

the chapter, the most interesting ones chosen for each sub-challenge will be
described. Due to the larger scope of this design challenge, the evaluation of
ideas per design challenge is left out from this main part of the report; this is to
be seen in Appendix XVIII. Table 4.1 on this page shows a summary of the chosen
ideas for each sub-challenge. Figures 4.4 - 4.8 on the following pages will explain
each idea on its relevance.

Sub-challenges Most interesting idea

To be aware of the existence of categorization means | 1.1 To apply deviating color to the respective Ul elements
1.2 To present them with phrases that entail assigning categories to data

To feel free to (not) use categorization means 2 To ask users whether they want to use the respective means or not

To have an overview of stored data (for the Insights 3 To use the left and top sides of the screen to

section) give an overview
To feel enabled to structure data (for the Insights 4 To place ‘Add new' -buttons alongside
section) categories, that suggest the creation of new groups and sub-groups

Table 4.1: Asummary of the most interesting ideas.
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1.2 “Can you link this to a product
feature?”

The use of phrases that entailed
assigning categories to data. Using this
kind of phrases, users are expected to
understand that there are categories
existing, that they could use to
categorize their data.

1.1 Deviating color

To make categorization means stand
out by applying a color that deviates
from other colors used in the screen, to
them.

Figure 4.4: The use of elements with deviating colors. Figure 4.5: The use of phrases that entailed assigning categories to data.

2 To present categorization means with questions
Questions are expected to come across as less
persuasive, thus offering the intended freedom.

Figure 4.6: To ask users whether they want to use the respective means or not.
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3 Use the left and top sides of the screen to give an overview
This idea is to be applied for the Insights section. With this lay-
out, users are expected to be able to see these three elements
all at once.

Figure 4.7: To use the left and top sides of the screen to give an overview.

4 ‘Add new’ -buttons

This idea is to be applied for the Insights

section. Showing this button alongside the listed
categories would imply that they could create
new ones. By using different placements for this
button, it was to be communicated whether newly
created categories would be of the same level or
lower level of group-hierarchy.

Figure 4.8: To place ‘Add new' -buttons alongside categories, that suggest the creation of
new groups and sub-groups.
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Concept

For the scope of design described in Design Scope in this chapter, a concept

is created. The concept makes use of tags, of Product Aspects and Customer
Types. These tags are to be assigned to created insights in the Dock section.
These were used to group insights together in categories, that will be shown in
the Insights section. Because of that, these tags are referred to as ‘groups’ in the
concept. Table 4.2 shows an overview of all conceptualized solutions.

Sub-challenges Conceptualized solution

To be aware of the existence of categorization means | Customer Type:

- to be assigned to an entire document, before insight creation

- presented with a question in green, accompanied with an ‘add’ -button
- categories are shown in the shape of a label

Product Aspect:

- part of the insight creation

- presented with a question, accompanied with an ‘add’ -button
- groups are shown in the shape of a label

To feel free to (not) use categorization means - Functions of adding categories would appear as questions for users
- When adding groups, users can choose between creating
new ones or select from all previously created

To have an overview of stored data (for the Insights - Product-aspect groups are listed on the left side of the screen

section) - Customer-type groups are listed horizontally on the top side of the screen

- Created insights are listed in the middle of the screen

- Insights can be filtered using all groups listed; users can combine Product
Aspects with Customer Types to do so

To feel enabled to structure data (for the Insights - 'Add new' -buttons on the top and at the bottom on the list of product-aspect
section) groups
- When hovering or selecting a Product Aspect, a button ‘add sub-group' would
appear

Table 4.2: Summary of the conceptualized solution per sub-challenge.
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About: . o Can you say something about these
’ customers?

=% March 15, 2018

Fwd. from Bob Brown

share conclusions with my colleagues.

All the best,

Bob Brown

Email: bob@photos.io
Twitter: @bobby

Just wanted to send you a short email to tell you I really like your product ar
appreciate the way you’re improving things. Though, | would still like to be g

Figure 4.9: Once a customer name was added, users would be asked to say something

about the respective customer.
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As assumed in Design Scope, documents (= feedback data) in the Dock section
are already assigned with Customer Names. Once added, users would be asked
to say something about the respective customer. Clicking on that, would lead
them to a function to tag the added Customer Name with a customer-type group.
With that, the entire document is tagged with a Customer Type. Insights created
from highlights in the document will be tagged with the same Customer Type(s)
automatically.

In insight creation, the option to add Product Aspects to the insight to be created,
would be immediately visible right after the highlight is made. This enables users
to assign Product Aspects to insights separately.

All the created groups of Product Aspects and Customer Types, and all created
insights are visible in one screen of the Insights section. Users can view insights
per Product Aspect, Customer Type, or combination from both. Also, new groups
can be added in the Insights section. Additionally, sub-groups can be created
and existing groups can be combined into groups of higher-level-hierarchy. This
workflow is shown by figures 4.9 - 4.14 on this page and the following ones.

The function to add groups is shown alongside an ‘add’
-button with a 'plus’ mark. The combination of both is meant
to show users that they can add the respective type of groups.
Both are made noticeable with the green color.

All this is intended to show the existence of these
categorization means. The same elements are applied to
other functions to add groups, shown in the next figures.
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Though, its presence is increased with the green color, users

Alltags of predefined and/or previously created customer- are not persuaded to use it. This is conveyed by framing it as a

type groups were to be reviewed and chosen from. On top of
the list, the button to create a new group would be shown.

question. With that users are given the freedom to (not) use the
categorization means. This is also applied for the option to add
Product Aspects in insight creation, as shown in figure 4.11.

k ° Can you say something about these L o Can you say something about these
customers? customers?

018 . Bob Brown 018 . . Bob Brown
add new —_— UX R
1 BOb o ] E;Ob o esearc|

. Product Owner Product Manager . Product Owner Product Manager

o QD v e D
: way you obed  wayyoL  (USEEEEEG—_G WSS o be

ions with Enter types [ ons with Entertypes (2]

The tags would be listed as options to choose from and
shaped as labels too.

New groups can be created using the ‘add new' -button.

. @ QD © <

¥ March 15, 2018

Fwd. from Bob Brown

Once added, the tag would appear in the shape of a label, that
was expected to indicate that these were to be used for later
tagging, for categorization purposes.

Figure 4.10: Tagging an entire document with customer types. All insights that would be
created from highlights taken from the respective document, would have the added
customer-type groups (to the document) added to them automatically.
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——— Ininsight creation, the option to add product aspects to the
insight to be created, would be immediately visible right after
the highlight would have been made. This would appear as a
question for users.

end you a short email to tell you | really like your produc
ay you're improving things. Though, | would still like to b
1s with my colleagues.
X
What insight does this give you?
Can you add product aspects to this
insight?
tos.io
Save insight @

Need to share conclusions with colleagues

.

Would you like to add key
words to this insight? o add key words

——— New groups can be created using the ‘add
new' -button.

best,
rown

bob@photos.io
r: @bobby

CUTICTUSIOTTS WILIT 1Ty COUneayues.

Need to share conclusions|with colleagues

What aspect of the
product is this about? @) addnew

@ collaboration M@ importdata

monthly payment
data sharing

@ subscription plan

Save insight [@

Save insight ﬂ

Figure 4.11: Categorizing with product aspects in insight creation. Unlike customer-type
groups, product-aspect groups were to be added per created insight, instead of to an
entire document.
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Similar to customer type, tags for product-aspect groups
would also be shown as labels, that was expected to let users
understand they were meant for categorization.

Once added, the tag would appear in the shape of a label, that
was expected to indicate that these were to be used for later
tagging, for categorization purposes.

Insights can be saved without being tagged.
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All created Product Aspects, Customer Types,
and Insights are shown in one view. This is meant

to give an overview of stored data to users.

On the top side of the screen, the created customer-type
groups were listed horizontally.

+ add new

Past month 1 Insight found

I communication

To note deadlines in schedule

introduction

data sharing
attachments
billings

bug reports

privacy

preparation

£ ‘ + add sub-group

=+ add new

® o

=

{3 Manage product aspects

—— On the left of the screen, all created product-aspect groups
were listed vertically.

Figure 4.12: The redesigned lay-out for ‘All insights’ of the Insights section.
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Insights 22 Summary & CUSTOMER TYPES 23 Manage customer types
PRODUCT ASPECTS All customers Product Manager UX-researcher Professor PHD candidate BSc student MSc stud
All product aspects
£ search + Add

Show active v Sort by no. of people v

3 People

Last edited on 1 November 2018

—— In the middle of the screen, all created insights were listed.
Insights could be filtered by either Product Aspects or
Customer Types, or a combination of both.




The ‘add new' -buttons for groups and sub-groups are

meant to show the possibility to create a hierarchy in

product-aspect groups. With that, users are aimed to — Tocreate new customer-type groups
be certain of the possibility to structure their insights

and groups.

Insights 2% Summary B2 Categories CUSTOMER TYPES {3 Manage customer types

PRODUCT ASPECTS All customers Product Manager UX-researcher Professor PHD candidate BSe

All product aspects
£ search + Add

+ add new

Past month B All sources Show active v Sort by no. .. v/

) ?
I communication + add sub-group
4 Insights found =5 Merge ~* Move to (m Copy & Archive @ Remove

introduction

I atatshanng Need to share conclusions with colleagues 10 People
Last edited on 1 November 2018
I attachments
I billings
Need to create summary from research 5 People
I bug reports Last edited on 1 November 2018
I privacy
To note deadlines in schedule 3 People
Last edited on 1 November 2018
To create notes in documents 3 People
Last edited on 1 November 2018
£¥ Manage product aspects
—— To create groups of the same level of hierarchy. —— When hovering or selecting a product aspect, a button ‘add

sub-group’ would appear.

-~ To combine existing groups into higher-level-hierarchy groups.

Figure 4.13: Using the product-aspect groups, users were enabled to create a hierarchy of
insights. New, additional groups could also be created. Only the latter is possible for both
Product Aspects and Customer Types.
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Insights 88 Summary S CUSTOMER TYPES € Manage customer types

PRODUCT ASPECTS All customers Product Manager UX-researcher Professor PHD candidate BSc student MSc stud

-
=
Dock
I All product aspects
v L search + Add
-+ add new
Past month B All sources Show active v Sort by no. .. v
I shared items
5 Insights found =2 Merge —~ Move to [ Copy & Archive @ Remove
communication
preparation Need to share conclusions with colleagues 10 People
Need to create summary from research 5 People

Product Manager Last edited on 1 November 2018

To note deadlines in schedule 3 People

To create notes in documents 3 People

Product Manager Last edited on 1 November 2018

® o

C 2

{3 Manage product aspects

Figure 4.14: An example of an insight hierarchy based on Product Aspects. Insights
grouped in ‘Communication’ and ‘Preparation’ were grouped together, in a bigger category
of ‘Shared items'.
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To be aware of the existence of categorization means

This awareness is conveyed by showing the function to add groups alongside
an ‘add’ -button (see figures 4.9, 4.10, and 4.11). This button includes a ‘plus’
mark, that is assumed to be a common button used to add a hew element.
Some applications in which the ‘plus’ mark was used to add new elements were
Instagram, WhatsApp (Android), and MyFitnessPal.

As to be seen in the figures in the previous pages, the groups are shown in the
shape of a label. This is meant to indicate that they are to be used for tagging,
for categorization purposes (see figures 4.12, 4.13, and 4.14). This association,
between labeling and categorization, is made because based on earlier findings
it was assumed that the use of labels to categorize data was a common practice
among the target group (see Design Scope, Why? in this chapter).

In case for the Customer Type groups, the question that show them to be added
to documents and the respective ‘add’ -button, are shown in green, in order to
increase its presence. With that, an extra emphasis is put on this step, which is the
start of the workflow.

To feel free to (not) use categorization means

This freedom is conveyed by showing functions, to add groups, as questions. As
mentioned in figure 4.6 in Ideation, questions are expected to come across as less
persuasive, thus offering the intended freedom.

Also, when adding groups, users can choose between creating new groups or
select from all previously created. With this option, analysis leaders are given
freedom to choose which would be the most relevant for documents / insights.
Figure 4.10 and 4.11 show how this is to be done for both Customer Types and
Product Aspects.

To have an overview of stored data (for the Insights section)

The lay-out visualized in figure 4.12 is expected to give an overview of all created
insights and categories of Product Aspects and Customer Types. These groups
are to be used to filter the listed insights. For instance, the product aspect
‘preparation’ and customer type ‘PHD candidate’ could be selected, resulting only
the insight(s) tagged with both to remain in the screen. Insights not tagged with
these groups would disappear.

To feel enabled to structure data (for the Insights section)

- ‘Add new' -buttons on the top and at the bottom on the list of product-aspect
groups

- When hovering or selecting a Product Aspect, a button ‘add sub-group’ would
appear

As assumed in Design Scope, hierarchy creation was only expected to be relevant
for product aspects. It also was explained that the Insights section should make
users certain that the applied tags were indeed used to structure these insights
and were to be applied in hierarchy creation.

Using the groups, users are enabled to create a hierarchy of insights. This is
possible with ‘Add new' -buttons on the top and at the bottom on the list of
product-aspect groups. In addition to that, when hovering or selecting a product
aspect, a button ‘add sub-group' would appear. These features are meant to
show that structuring insights was possible, by creating a hierarchy in Product
Aspects. They are visualized by figures 4.12, 413, and 4.14.

Also assumed in Design Scope, customer-type and product-aspect groups
could be predefined. In the Insights section, users are enabled to define Product
Aspects and Customer Types they would like to structure insights with, prior to
insight creation. The created groups will then be available to select from, in the
Dock section (see figures 4.10 and 4.11).



The concept was turned into a testable prototype, that was then tested with
external parties. The test revolved around the concept's conceptual relevance.

For that, it was tested on the above-mentioned experiences and sub-challenges.

As mentioned in User Test of chapter 3, the user test for this challenge was done
alongside that for the first design challenge.

Approach

The user test is done remotely, as described in chapter 3. Each session lasted
around 30 minutes (only the part related to this challenge). Participants are first
presented about Shipright's overall context of use and the concepts' scope of
design. Then, they are guided through the entire workflow of insight creation

in the Dock section. They would be explained about each feature and function
included and are allowed to share their opinion. After that they are guided to the
Insights section, of which they get to see the redesigned lay-out,

After finishing their walkthrough, they are asked to answer a set of rating
questions, that relate to the defined sub-challenges (thus, the experiences
too) described in Design Scope in this chapter. Thereby, they are encouraged to
explain each one of their answers.

The entire walkthrough and materials used for this test are shown in Appendix
XIV of this report.

Recruitment and participants
This test shared the same recruitment approaches and participants. These were
described in User Test in the previous chapter, on page 76.

& ) = M Wed18:20 Q i
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CUSTOMER TYPES £ Manage customer types

Hida tis window €@

‘This is the Insights section, Gio ahead and take a good
look at this screen. You can hide this window (f
necessary.

Click ‘Next’ when you are done.

— B

Nov 14,17:03 13vi .
o vews User Test Sprint3and 4 .

: As mentioned in ‘User Test' of chapter 3, the user test for this challenge was
done alongside that for the first design challenge.



Insights from User Test

Sub-challenges Insight

To be aware of the existence of categorization means

- The workflow seemed to be clear from a PM perspective
- The workflow of insight creation could still be made more compact

To feel free to (not) use categorization means

- There is too much freedom provided in the insight creation, concrete
directions for users are needed

To have an overview of stored data (for the Insights

section) Types) is verified

categories

- The relevance of both main categories (- Product Aspects and Customer

- Itis important for the workflow to convey equal importance of both main

To feel enabled to structure data (for the Insights
section)

- Hierarchy creation is desired for Customer Types too
- The placement of certain elements caused some usability issues that had a
negative influence on this experience (see further description in this section)

Table 4.3: Summary of the collected insights from the user test.

The results of the test are visible in Appendix XV. In this sub-chapter, the
concluded insights from the tests will be described. The explanation will be
based on each of the predefined sub-challenges. A summary of these insights
are to be viewed in table 4.3.

To be aware of the existence of categorization means

Creating insights from feedback data, tagging them with labels, and structuring
them towards a hierarchy are familiar for a PM. Though, the workflow of insight
creation could still be made more compact. A lot of cognitive effort seemed to be
experienced by participants.

To feel free to (not) use categorization means

The extent of freedom for users, to choose to either make use of certain
categorization means proved to be rated positively (one with 6/7 and two with
7/7). However, it appeared that there was too much freedom provided in the

Towards a Digital User Research Tool: Second Design Challenge

insight creation. This caused the insight creation to feel overwhelming. More
concerete directions could be given for users, in this part of the workflow.

To have an overview of stored data (for the Insights section)

The relevance of both main categories was verified. Though it appeared that it
was important to keep both together when presented, as they share the same
amount of importance in data categorization. It is important for users to already

understand this during insight creation. This is not conveyed by the concept yet.

To feel enabled to structure data (for the Insights section)

The need to create a hierarchy in Customer Types is identified, to structure
insights. In 'Design Scope', it was assumed that this need for this main category
was irrelevant. Though, the results proved otherwise, as hierarchy-creation of
customer types is useful to review main conclusions of feedback analysis.
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On top of that, some usability issues in the concept negatively affected this
experience. Three things, in particular, were mentioned about this;

- The placement of the ‘add new' button, to combine different product
-aspect groups, is not clear of its function, as it stood apart from the
groups (see Appendix XV).

- The listed Customer Types are mistaken with access for internal
stakeholders.

- The existent of sub-groups could have been communicated more clearly.
By doing so, it would have had become clearer that the possibility to
create them exists in the workflow.
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In summary the design challenge was narrowed down to the following problems:

1. How to make it clear (to analysis leaders) that product-aspect and
customer-type categories could be created during insight creation in
Shipright's Dock section?

2. How to make it clear (to analysis leaders) that created insights can be
organized towards a hierarchical structure in Shipright's Insights
section, using the categories?

The focus for the scope is put on the first problem, with the second taken to an
extent.

For the solution it is decided to design for the experiences of certainty and
freedom. Based on these experiences, a concept is created. It makes use of
tags, of Product Aspects and Customer Types. These tags are to be assigned to
created insights in the Dock section. These were used to group insights together
in categories, that will be shown in the Insights section. These tags are referred to
as ‘groups'’ in the concept.

This concept is tested with three participants. From the insights, it was firstly
concluded that the workflow was clear from a PM perspective. But, the part

of insight creation could still be made more compact. As concluded, this was
caused because the steps of adding customer-type and product-aspect tags
were too separated from each other. Therefore, the workflow was perceived as
being more extensive that it actually was.

Secondly, as there is too much freedom provided in the insight creation, concrete
directions for users are needed. Although, freedom should not be completely left
out as users are still to be given the choice, which exact groups to be used to tag
insights with. Hereby, it is concluded that the experience of guidance need to
be designed for, alongside certainty and freedom. This led to the following sub-
challenges to be tackeled:

- To be aware of the existence of categorization means, in insight creation
- To be guided towards labeling insights, in insight creation

- To be free to choose groups to label insights with, in insight creation

- To have an overview of stored data, in the Insights section

- To feel enabled to structure data, in the Insights section

Thirdly, the relevance of both Product Aspects and Customer Types is verified,
but equal importance of both is not conveyed yet by the concept. From this, it is
concluded that the two main categories are to be presented next to each other
in both the Dock (insight creation) and Insights section. This also connects with
another finding, which is to enable hierarchy-creation for Customer Types too,
and not just for Product Aspects.

Adding on that, it was assumed previously that hierarchy creation for Customer
Types needed to be left out due to possibility in overlaps (see figure 4.2b on
page 83). The application of groups as filters in the Insights section, however,
makes it possible for customer-type hierarchies to overlap with product-aspect
hierarchies. As it is also desired, hierarchy creation for Customer Types should
be implemented in the concept.

Lastly, certain usability issues (see previous page) are identified in the Insights
section of the concept. This issues negatively affected the experience of
certainty, of the ability to structure insights.



5. How can Customer Support teams and
customers be made more involved in the
product development process?

The design challenge is narrowed down to the following problem: How to update CS teams and SaaS customers about
the translation of Intercom feedback data into separate customer insights?

The goalis to come up with a concept that enables CS teams and SaaS customers to be updated about the processing
of incoming feedback. The updates would feed on the engagement of both parties in the analysis process.

To tackle this problem, the following experiences are decided to design for: connection, significance, engagement,
and comprehension. Based on these experiences, a concept is created and prototyped to be tested. The user test that
follows up, results in insights which are important for concept improvement. This chapter of the report describes the
process that was gone through, from refining the challenge, to conceptualization, to the analysis of the results gained
from collected feedback on the created concept.
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Who?

The target group specified for this challenge includes the analysis lead, CS
teams and customers of SaaS SMBs and Mid-Market Businesses (10 - 500 FTE).
These companies are using Intercom to engage with their customers and collect
customer feedback, through their SaaS products.

Prior to tackling this design challenge, Grible's internal team has made a major
change regarding Shipright's business model. It is decided to focus more on
Intercom using SaaS companies. Though, SMBs and Mid-Market Businesses (10
- 500 FTE) are still targeted. The focus is put on this niche, before scaling up (G.
Mangnoesing, personal communications).

What?

The design challenge is narrowed down to the following problem: How to update
CS teams and Saa$S customers about the translation of Intercom feedback data
into separate customer insights?

The goal is to come up with a concept that enables CS teams and SaaS
customers to be updated about the processing of incoming feedback. The
updates would feed on the engagement of both parties in the analysis process.
Analysis leaders should be able to manage this engagement without asking too
much effort from both. With the focus put on Intercom using companies, the data
source taken for the scope are Intercom chat conversations.

The content of the update would be insights that are derived from customer
feedback in these conversations. These conversations would occur between CS
teams and customers.

The concept developed for the second design challenge focused on the creation
of hierarchy of insights. However, it is concluded that more research is still
needed regarding this topic (see Conclusion of chapter 4, on page 99). Because of
that, the scope of this challenge only includes separate insights, translated from
collected feedback.

Why?

In chapter 2 Exploration, it was described that Shipright's original design enables
users to share insights with colleagues. But, these can only be viewed by
colleagues who have individual Shipright accounts. With the findings described
in that chapter, it was assumed that customer facing teams should become
more involved in the analysis process. Additional interviews, showed that there

was a need for the involvement of both CS teams and customers in feedback
analysis, towards insights of problems and needs. To facilitate this engagement,
both customers and CS should be updated about the translations made from
collected feedback (see Appendix XX).

CS teams need to be aware of the significance of their work (= interaction with
customers), while customers of the significance of their feedback on the product.
From the perspective of analysis leaders, CS is needed to help them verify
interpretations of feedback (= insights). Customers are then meant to point out the
importance of these insights (see Appendix XX, XVI, and XXI).

Some of Shipright's competitors are already a few steps ahead of Shipright,
regarding the engagement of internal stakeholders and/or customers in product
development. However, they do that while focusing on feature requests/
shipment (see Competitors in chapter 1 on page 26 - 28). These should, however,
not be the focus in product discovery.

Literature Review in chapter 2 (page 51) described that desired outcomes are to
be focused on, not features. This shows the opportunity for Shipright, of providing
updates about customer insights, that steers the focus of analysis towards
outcomes desired by customers. With this, an increased quality of discovery
results is expected.

Where? and When?

See figure 5.1 on the next page. The update would be given once customer
feedback have come in and analyzed in Shipright. It would be provided digitally,
by the analysis lead using Shipright.

How?

Assumptions made

The following assumptions are made beforehand. Firstly, the analysis lead would
use Shipright, with Intercom integrated, to analyze feedback data. From created
highlights it could be seen which customer gave the feedback, when opening
the respective insight's details. Though, the names of the related CS staff, whom
have had the chat conversation with these customers, are not assumed to be
retrievable.

Secondly, not everyone of CS would have an individual account for Shipright.
The leading functions of CS (manager, head of, director of, etc)) are the ones who
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customers to receive it, is open to ideate
about.

Figure 5.1: Where? and When? of the design scope.
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are assumed to be having an account. Previous interviews showed that they are
more likely to kickstart the analysis process by preselecting feedback data to
be logged (also see figure 1.3 (page 24) and table 2.3 (page 54)), while regular

- To be aware of the involvement of CS and customers, in

CS agents would only focus on interacting with customers (see Appendix XX); . 1a_1: ilg sal\fvare of the difference between CS teams and
Shipright is not relevant for interaction with customers. customers

- To be aware of the ability to reach out to CS and
Thirdly, multiple internal stakeholders might have individual accounts to access customers
Shipright's team account of their organization. Except for the analysis lead, these
internal stakeholders are not assumed to be creating and analyzing insights but Analysis Lead

would only view the summary of the results.

Also, analysis leaders and all CS staff would have access to Intercom and all
conversations. Those with access to Intercom would receive notifications about
incoming messages or notes in chat conversations. These notifications could be
received via e-mail.

Experiences and sub-challenges
The experiences to design for are;

- To feel heard

- To feel involved in the analysis process
- To understand the translation of feedback into insights

- Analysis leaders have to experience connection with CS and customers.

- CS staff have to experience significance, that their interaction with Customer
customers are important, and engagement in the analysis process. When Support
updated, they also have to experience comprehension of the insight
creation.

- Customers have to experience significance of their feedback on the
product, and engagement in the analysis process. Similar to CS, they
have to experience comprehension of the the insight creation, when

updated.
Based on these experiences, the sub-challenges shown in figure 5.2 were - To feel heard :
defined. For the eventual conceptualization, a list of design criteria was set based - To feel involved in the analysis process

- To understand the translation of feedback into insights

on these sub-challenges. These can be viewed in Appendix XXII.

Customers

Figure 5.2: Sub-challenges to design for, per related stakholder.
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Ideation

To form a basis for ideation, the sub-challenges described in the previous section
are summarized in the following ‘How to's".

1. How to enable analysis leaders to send out updates?

It was assumed that the analysis would be done with Shipright. Though, the ones
who would receive the updates, including CS staff, would not necessarily have
access to the data in Shipright. (see Design Scope, How? on the previous page).

It is therefore a challenge to enable analysis leaders to still update CS staff and
customers about feedback analysis.

2. How to enable CS teams to receive and view updates?

Just as it is a challenge for analysis leaders to update CS staff about feedback
analysis, for the CS staff themselves it is a challenge to receive and view updates.
That is because they were assumed to not have individual accounts for Shipright
(see Design Scope, How?). Therefore, they are also assumed to not have access
to the feedback analysis data, thus need another medium to still be enabled to
keep track of the analysis.

3. How to enable customers to receive and view updates?
Similar to CS, customers also need another medium to be enabled to keep track
of the analysis.

4. How to make the translation of feedback self-explanatory?

The updates would have to be clear that created insights are based on collected
customer feedback. This is important for customers, so they could understand
that their feedback would feed on analysis. It also is important for CS staff, so they
could understand that the feedback they have collected are of importance.

Overall, the following ideas were chosen to include in further conceptualization,
(see Appendix XXIII for all generated ideas):
1. Update channels:

1.1 Blog posts and threads

1.2 E-mail

1.3 Intercom messages

2. Describe the "Who' ‘What' "Where', "Why', ‘When' and ‘How' of insights

Figure 5.3: A few of the options that were considered. ) ) ) . ) ) ) )
The choice for these ideas will be explained in this section. In the explanation, the

ideas will be related to the described ‘How to's.
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1. Update channels

The three considered options, listed in the previous page, will be described in

the following pages. The ideas will be explained based on the defined 'How

To's' Before jumping into description, the potential of each idea in tackling the
specified sub-challenges (see figure 5.2 in Design Scope) and the expected rate of
feasibility are visualized by the Harris-profiles in this page.

E-mail -3 -2 -1 0 1 2 3
cs

To feel heard

To feel involved in the analysis process
To understand feedback translation

Customers

To feel heard

To feel involved in the analysis process
To understand feedback translation

Blog post and threads

-3

-2

cs

To feel heard

To feel involved in the analysis process

To understand feedback translation

Customers

To feel heard

To feel involved in the analysis process

To understand feedback translation

Analysis lead

Awareness of the involvement of CS and customers

Awareness of the difference of customers vs internal

Awareness of the ability to reach out

Feasibility

Intercom messages

-3

cS

To feel heard

To feel involved in the analysis process

To understand feedback translation

Customers

To feel heard

To feel involved in the analysis process

To understand feedback translation

Analysis lead

Analysis lead

Awareness of the involvement of CS and customers

Awareness of the involvement of CS and customers

Awareness of the difference of customers vs internal

Awareness of the difference of customers vs internal

Awareness of the ability to reach out

Awareness of the ability to reach out

Feasibility

Feasibility

: These Harris-profiles visualize the potential of each idea in tackling the
predefined sub-challenges.




1.1 Blog posts and threads

To enable analysis leaders to send out updates

This option is about creating a blog post of what the product would do and
threads per created insight. With that, created insights could be related back to
the main goal of the product. This would also enable analysis leaders to create
a ‘story of product improvement’, making feedback translation clear for CS and
customers.

For this, it is assumed that companies already would have a product description
set (that they are already using for their websites). Additionally, the generation of
insight-threads should become automated, with a pre-set template that could be
used for different insights and feedback.

To enable CS teams to receive and view updates

As CS might have to be engaged in analysis, insight-threads could be a good
starting point for discussions of insights and feedback. Though, CS staff should
be made aware whenever new insight-updates get posted. Notifications about
newly posted insight-threads could be received via e-mail or Intercom (as notes/
messages).

To enable customers to receive and view updates

It is already a common practice among SaaS companies to put a page in their
website, that would show what their product was about. Insight-threads could
be a good extension of this practice. However, it is still to be considered that
published insights cannot be just made public; customers might not want other
customers to see what problems they are having with their products.

Figure 5.5: This option is about creating a blog post of what the product would do and
threads per created insight.
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1.2 E-mail

This option concerns sending out automated updates via e-mail. This method is
the most common in receiving messages. Because of that, it is expected to be
easily accepted by the target group.

To enable analysis leaders to send out updates

Analysis leaders could send out e-mails to customers and CS-staff about
feedback and insights derived from that. Specific e-mail templates were needed
for this, which could be easily automated and were applied often by organizations
already.

To enable CS teams and customers, to receive and view updates

In most e-mail accounts, users could track specific sets of e-mails received from
certain senders (for example Gmail and Outlook). With that, recipients could
easily track all updates of insights. This could be of use for possible discussions
with the analysis lead of the company, or to collect information to share with
customers.

Figure 5.6: The option of updating customers and CS staff by e-mail about created insights.
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1.3 Intercom messages

To enable analysis leaders to send out updates

Another option was to send out automated updates via Intercom. As Intercom
using companies were targeted, it was a valid assumption that updates could be
shared throughout these companies' Intercom channels. This idea fit well within
Shipright's new business model, in which Intercom is the source of feedback data
(see Design Scope, Who?).

To enable CS teams to receive and view updates

In the case of CS, updates could be sent as notes, instead of messages. These
notes were to be put in the respective conversations with customers, where the
exact feedback used for analysis would come from. \When sent as notes, they
would not be visible for customers. This might allow CS staff to discuss insights
with the analysis lead, in the background of an Intercom conversation.

As the insight-update could be viewed as a note, in the respective conversations
where feedback would come from, CS might be able to easily retrieve the exact
feedback that was analyzed. This could make the update easy to understand.
Having an internal conversation in chat conversations with customers, with notes
not visible for customers, was a function that was already available in Intercom.

To enable customers to receive and view updates

As Intercom using companies were targeted, it was expected for their SaaS
customers to be familiar with receiving information from Intercom. Receiving
insight-updates via Intercom was therefore, a good extension for this practice.

Customers would only get to see the updates when they were using the product.
Insight-updates were expected to be only relevant during usage; outside of that,
they were expected to be irrelevant for users. As such, customers would not be
bothered by the updates when they were not using their SaaS products.

Sent updates could be received as follow-ups to previous updates and could be
grouped as an Intercom conversation. With that, customers could relate incoming
updates back to previous updates and gain a perspective on the bigger (analysis)
process. This, by itself, might make the update self-explanatory.

Figure 5.7:In the case of CS, updates could be sent as notes, instead of messages. These
notes are to be put in the respective conversations with customers, where the exact
feedback used for analysis would come from. When sent as notes, they would not be
visible for customers.
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2. Describe the ‘Who’, ‘What’, ‘Where', ‘Why', ‘When', and ‘How’ of insights

To make the translation of feedback self-explanatory

This option reflected on including context in the format of updates. Not all
aspects of the 5\ and 1H might be necessary to be included, but for the insight-
updates to be self-explanatory it was assumed that the respective feedback
analyzed, should be communicated too. This would give CS and customers a
good context about insight-updates, so they could become aware of what the
company was working on at the respective moment.

Figure 5.8: Customers could be updated about feedback analysis by the means of
Intercom messages, and only get to see these updates during product use. Sent updates
could be received as follow-ups to the previous ones and grouped as one conversation.
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Internal Feedback on Ideas

The ideas described in Ideation, are materialized in different concept ideas. These
are described thoroughly in Appendix XXIV. Using these, the most interesting
ideas are presented on their potential of tackling the specified problem (see
Design Scope in this chapter). This presentation is done internally, with the
company mentor, which follows with feedback on the ideas. The exact results of
this feedback are also to be seen in Appendix XXIV. All concluded insights from
this feedback will be described in this section of the main report.

Firstly, Intercom is preferred as a channel to send out updates. It provides the
best balance of feasibility and solutions for the sub-challenges to design for,
compared to e-mail and blog post. Furthermore, it fits better in the new business
model of Grible, which focuses on Intercom using companies.

Secondly, we have agreed on the assumption that notifying customers about
the total amount of occurrences among the analyzed customer population,

is relevant. This is expected to give customers more context about analysis.
Customers would be given a sense of validity of the insight and that is expected
to increase comprehension of feedback translation.

Thirdly, adding CS agents and customer names could be automated. In Design
Scope, How? in this chapter it was described that this was not assumed for the
names of the CS agents. This, however, is possible with Shipright.

Furthermore, it is important for updates to refer to the content of feedback and
when it was given by customers. This is especially important when updating
customers, because there might be a prolonged duration of time in between
moments of feedback collection and steps of analysis. They would have to be
reminded of the feedback they gave before and shown that the feedback was
taken for analysis.

Lastly, certain moments of receiving updates can be assumed to be relevant.
These are shown by figure 5.9.
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Figure 5.9: CS is assumed to be updated whenever something is done to feedback and
insights derived from it (top). For customers, 4 different moments are assumed to be
relevant (bottom).
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Figure 5.10: The analysis lead would send out updates about feedback analysis, to
customers and CS staff, via Intercom.
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Concept

For the scope of design described in ‘Design Scope' in this chapter (p. xx)
a concept is created. This concept uses Intercom as a channel to enable
insight-updates to be shared with CS and customers.

The analysis lead would be enabled to assign different states to insights.
These different states relate to four moments of updates, for both CS and
customers (see figure 5.9 (on the previous page), 5.11 (on page 113) and 5.12
(on page 114));

- in storage: when an insight is created from feedback (created insights
would automatically be set as ‘In storage' in the Insights’ section);

- under consideration: when an insight is further enriched with a
number of highlights from a number of customers and is taken into
consideration (the number of highlights will be based on the total
number of customers and will be different per company);

- ready for delivery: when a feature / function is set to be built based
on the created insight;

- completed: when a feature / function based on the created insight is
released for use.

Minimal attention is paid to insight updates concerning the last two states.
The reason for this, is because they refer to how insights are to be translated
into features to build. This is off the scope, as it would occur after insights are
created from feedback (see ‘Design Scope', ‘What?" in this chapter). However
they are still included, as new features based on insights is the ultimate goal
for product improvement.

In further parts of this section, the concept will be described more
thoroughly. Thereby it will be explained in its relevance with respect to earlier
defined sub-challenges (and thus experiences) in ‘Design Scope’, ‘How?' of
this chapter (page 103). Table 5.1 on the next page gives a summary of the
conceptualized solution for the sub-challenges.
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Sub-challenges Conceptualized solution

For analysis leaders

Awareness of the involvement of CS and customers

Separate lists for colleagues and customers

Awareness of the difference of customers vs internal

- Separate lists for colleagues and customers
- Names of colleagues are tagged with their respective departments

Awareness of the ability to reach out

- A pop up message which describes that added colleagues and customers to insights get updated when
an insight status is changed
- Marking colleagues as important to ask for an increased involvement

For CS

To feel heard

The update shows that CS' work is taken for analysis

To feel involved in the analysis process

- The format of Intercom notes suggests that recipient CS can reply regarding unclarities/disagreements of
created insights
- CS marked as important are pushed to share their opinion

To understand feedback translation

- The updates appear in the analyzed conversation
- The updates show what the created insight is; new updates follow up on all of the previous

For customers

To feel heard

The update shows that their feedback is tracked, for analysis

To feelinvolved in the analysis process

The update shows that their feedback is tracked, for analysis

To understand feedback translation

- The updates show what the exact feedback is and when they gave the feedback
- The updates show what the insight is, created from their feedback

- Their second update shows the number of occurence of the given insight

- New updates follow up on all of the previous

Table 5.1: Asummary of the concept description, based on the predefined sub-challenges.
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Figure 5.11: The analysis lead would then be enabled to change the insight status to ‘Under
consideration’, ‘Ready for delivery', or ‘Completed’, throughout the further steps of analysis.
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28 Summary

Although it was found that CS need to be
updated about all activities in insights (see
figure 5.9), earlier interviews still showed that
continuous involvement of CS is not desired by
PMs. Because of that, CS-staff and customers

are given the same moments of insight-updates.

£ Database

LASTEDIT OCT 30TH, 2018

Viewallinsights = Need to share conclusions with colleagues

L search insic

5insights found |

Need to sh

communicatig

Need to cre

communicatid

To note de:

communicat

To create r

communicatid

Integrate w

Not relevant Good to know Very important

DESCRIPTION

Click to add description

Highlights  From 10 people

0/10 Chosen - Replace [ Copy @ Remove

Kris Muller

B In Demo Kris KM | is@krystal.com

I'd like an integration with excel.

{3 Settings

A Under consideration
In storage
Under consideration
Ready for delivery

Completed

a

P Find more highlights

LASTHIGHLIGHT JUN 19TH, 2018

& In Fwd. Helen Hopps el icom LAST HIGHLIGHT JUN 23RD, 2018
| work a lot with Microsoft Excel. It would be great if the data can be automatically imported. .

. ) @ David Klaus
8 InInterview David Klaus  (BK) Gonkeykong@gmail.com
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f.saldarriaga.r@gmail.com left their & Email:
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9:28 in Amsterdam, Netherlands
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tions I've taken the result of your work into _
is! I ted the followin 147+ {DOCK/INBOX -
analysis! I've created the following Hey Felipe,
customer insight: Qus
You gave us the following feedback on 10 October
o a — " 3
Need to share conclusions with 71 sessions 2018:
0:03 + /SETTINGS/PROFILE
colleagues BEREAS i “....and it would be nice to discuss things with my co-
L. . . workers...”
The insight is based on this
conversation. ° New visitor! We have tracked your feedback and created an insight
from it:
0:10 : /DOCK/HOME
1d - Note Need to share conclusions with colleagues
Suggested by Operator 22 sessions What do you think of this insight?
i i - 48:53 + /INSIGHTS/ALL
Spareate i || e e
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Ma
9 . Just now
- 9 sessions
Reply Note e 714 + /SETTINGS/TEAM
' Write a reply
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Try adding an article
D 1-50f 67 >

= EHH @ E @ Send and reopen
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Figure 5.12: When a highlight is made, and an insight is created, the insight itself would
be automatically set as 'In storage’. CS staff (left) and customers (right) who were added,
would receive these updates.
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For analysis leaders

To be aware of the involvement of CS and customers, in analysis

The awareness of the involvement of CS and customers is supported by
including lists of added customers and colleagues. As shown in figure 5.13, the
names of related CS staff and customers would be retrievable.

By clicking on a stored insight, in the Insights section, you can view its details. This
is kept from the original design (see figure 2.10 in Exploration on page 41). Figure
5.14 on the next page shows how these names are listed in insight details.

To be aware of the difference between CS teams and customers

Both lists are separated from each other. Also, names of colleagues are
accompanied by the internal department they are from (see figure 5.14). With this,
analysis leaders are expected to be able to distinguish customers from CS staff
(colleagues).

To be aware of the ability to reach out to CS and customers

\Whenever the insight status is changed, added colleagues (CS) and customers
would be automatically updated via Intercom. Firstly, a pop-up message would
appear when an insight is changed in status. This message would show that
added customers and colleagues will be updated about changes in insight status
(see figure 5.15 on the next page).

Besides that, analysis leaders are enabled to mark colleagues as important and
facilitate deeper engagement for them (see figure 5.16 on page 117 and figure
5.17 on page 118). With this concept CS-staff would receive the same updates

as customers, despite that the contrary was found (see Internal Feedback on
Ideas figure 5.9). The reason for that, is because it was still identified in earlier
interviews that continuous engagement of CS was not desired by PMs. Though, in
some cases, it would be necessary to provide more engagement of certain CS-
staff regarding to specific feedback, in order to learn about their view on it (see
Appendix XX). The function of marking colleagues as important and providing
them with increased engagement, is a solution to this.
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Conversation about : T
product use via -~
Intercom

Customer Customers
Support
Imported to Shipright:
- conversation
- name of Customer Support
agent
- name of Customer
\
Shipright with the
Intercom integration
activated
Distill feedback :
Make highlights from
feedback Analysis Lead
Retrievable from insights:
- conversation
- highlighted feedback
- name of Customer Support Create separate
agent insights from feedback

- name of Customer

Figure 5.13: Customers and CS agents who would have had a conversation with each other,
would be automatically added to an insight.
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OCT 30TH, 2018
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status is changed. By so, analysis leaders are
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Figure 5.15: A pop-up message would appear when an insight is changed in status.
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. helenhopps@gmail.com . gilbert@fullstory.com support
Kris Muller i
KM M Lily Hamburg
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Figure 5.14: The names of customers and colleagues who are related to an insight, can be
found in the insight's details.
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The ‘crown’ next to a colleague shows that he/she
was marked as important.

(W Copy W Remove

In some cases, specific CS agents may need to
be involved more into analysis, when a certain
insight needs further investigation.

Also, leading staff of CS may have to be involved

more than regular CS agents in analysis. As they
would preselect feedback data for analysis (see
figure 1.3 and table 2.3), they can represent CS'
view on feedback during moments of decision-
making.

Figure 5.16: Analysis leaders could mark added CS staff as important. They would get to
see more updates than customers.
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Leading staff of CS (Managers or Head of, for instance)

might not be automatically added, but can still be
added using the search function.

(© Search colleague or add more X

s’ Amanda Haynes

il

o amanda@fullstory.com s
Ayden Ali support
ayden@fullstory.com P
Jake Peterson

J jake @fijlistory.com support

Gilbert|Sands
gilbert@fullstory.com support
Lily Alarich support
lily@fullstory.com i

LAST HIGHLIGHT JUN 19TH, 2018

Important colleagues get to see more updates than
customers (for instance, when an insight is enriched
with more highlights or when its name is changed).
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For CS staff
Ayden Ali ¥ 2:35AMi To feel heard and involved in the analysis process
Ef See figure 5.17 for the exact updates for CS staff. Primarily, it is intended to show
I've taken the result of your work into them that their interaction with customers is valuable.
analysis! I've created the following
customer insight: Qualification Also, the format of Intercom notes is intended to convey the possibility for all
— recipient CS-colleagues to reply to it, if they feel necessary (also see figure 5.18
Need to share conclusions with on the next page). This is meant to evoke engagement in the analysis process.
colleagues N In that case, the analysis lead would get notified about this; as assumed earlier,
o : ame analysis leaders would have access to their company's Intercom environment
Wi Tt i 5 (sl 2 il ; and could get notified about incoming messages or notes in chat conversations
conversation. ® Email | !
(see Design Scope, How? at page 101 - 103).
Compar
1d - Note Furthermore, CS staff who are marked as important would get an update that
Suggested by Operator Compar would ask them about their opinion on the insight (see figure 5.16 and 5.18). This is
expected to let them be and feel even more engaged into the analysis process.
Uparading to Import survey Setting up Compar|
T.salgarraga.r@gimair.con Z3a ago To understand the translation of feedback into insights
Each new update would follow up on the previous, in the same chat conversation
° ) in Intercom. Therefore, recipients could retrieve earlier updates in order to gain
Ayden Al E ¥ 2:35AMin context about each new update. Besides that, the updates would appear as
notes (in Intercom) in the Intercom conversation that would have been analyzed
I've put an insight based on this (in Shipright) and would show what the created insight would be. With that, the
= e TR o EIG el o recipients would be shown that the created insight is based on
The insight is: Qualification that respective conversation.
Need to share conclusions with Moreover, when insights are put ‘Under consideration’, recipients would get
colleagues Name A notified about the number of other customers who mentioned things related to
) the created insight (see ‘Internal Feedback on Ideas’ why this is relevant).
10 other customers mentioned related ® Email f.
things.
Company
1d - Note
Suggested by Operator Company
Ubaradina to Import survev Setting up Company

Figure 5.17: Updates of an insight put ‘In storage’ (top) and ‘Under consideration’ (bottom).
The updates show that the conversation they (CS staff) had with customers are analyzed.
Recipients can reply to these notes by sending in other notes; notes will not be visible for
customers.
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f.saldarriaga.r@gmail.com 23d ago

I’ve made up this customer insight from
this conversation:

Need to share conclusions with
colleagues

I’d like to hear your opinion. What do
you think of it?

1d - Note

Suggested by Operator

Setting up
themes to...

Import survey
(csv) data

Upgrading to
a paid plan...

Reply  Note (2

Try adding an article

fS The FullStory team

9:28 in Amsterdam, Netherlands

BOX
Hey Felipe,
You gave us the following feedback on 10 October
2018:
GS/PROFILE ) ) ) ) )
“.... and it would be nice to discuss things with my co-
workers...”
We have tracked your feedback and created an insight
- from it:

Need to share conclusions with colleagues

What do you think of this insight?

TS/ALL :
good to know very important

Just now

SRS Write a reply

D © &

Figure 5.18: CS staff who are marked as important would be pushed into sharing their
opinion about the created insight. This was intended to increase their experience of
engagement in the analysis process.
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Figure 5.19: Customer update when an insight is just created and put ‘in storage'
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For customers

To feel heard and involved in the analysis process
To support these, the first update would show customers that their feedback was
tracked and taken for analysis (see figure 5.19 on the previous page). The created
fs The FullStory team insight would be related back to this feedback and would also be mentioned in
the second update.

To understand the translation of feedback into insights

The first update would show what the feedback from the recipient (= customer)
is, and when it was given. This is accompanied with mentioning the exact insight
that is created based on that feedback. With this, customers are expected to

9:28 in Amsterdam, Netherlands

30X understand that the insight is based on the feedback that they have given.
Similar to the case of CS staff, each new update would follow up on the previous.
@ Us from FullStory Therefore, customers could retrieve earlier updates in order to gain context about
each new update. Their second update would also include the number of other
iS/PROFILE ey Eailoe customers who mentioned related things to the insight. This is meant to give
YIRS, them an extent of an understanding why the insight was taken in analysis.
We’ve put an insight based on your feedback under
consideration:
ME

Need to share conclusions with colleagues

10 Other customers mentioned related things. You've
rated this as

'S/ALL good to know very important

Just now

S/TEAM

Write a reply @ @
| d £

Figure 5.20: Customer update when an insight is put ‘under consideration’ As the updates
would follow up on each other, newer updates could be traced back to the first update, in
which the customer's feedback was mentioned.
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User Test

The concept is then tested with external parties on its relevance. This revolves
around the previously specified experiences of connection, significance,
engagement and comprehension. Design Scope, figure 5.1 (page 102) showed
the sub-challenges derived from these experiences, for each of the related
stakeholders. The user test includes tests with representatives of each one of
these stakeholders.

These tests are done remotely by the use of Lookback (see User Test in chapter
3 on page 76 and figure 5.22 on the next page). For this test, although, an
adjustment in approach and recruitment are applied. These will be described in
this sub-chapter.

Approach
See figure 5.21 for the setup. As mentioned in Concept (see page 111) regarding to

the updates about created insights, the focus is put on the first two updates when
insights would be set as ‘In storage' and ‘Under consideration’. Minimal attention is

paid to the updates regarding insights set as ‘Ready for delivery' and ‘Completed;,
as these fell outside of the design scope. Although, it is decided to still present
these additional moments of updates, briefly, during the user test. That is
because this is expected to provide more of the overall knowledge with regards
to the broader context: updating customers and CS about product improvement
(not just feedback analysis).

Each session lasts around 20 minutes. Participants are first presented about
Shipright's overall context of use and the concepts’ scope of design. Then, they
would follow specified list of tasks. Each stakeholder representatives are given
different scenarios and lists of tasks. These are shown in Appendix XXV. At the
end of the test they would answer a set of questions. These are rating questions
used to determine the extent the sub-challenges, thus specified experiences,
are supported by the concept. Hereby, they are encouraged to explain each one
of their answers. The session is wrapped up with an additional interview to gain
more detailed answers about participants' experiences with the concept.

Recruitment

To recruit participants, certain Slack users are approached by the means of
sending out direct messages (DMs). To increase the success rate of recruitment,
only members of certain sub-communities for feedback collection are
approached.

These Slack users are picked from specified Slack communities, in which the
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Invision Invision
prototype prototype

Invision
prototype

Customers
- 3 users of SaaS-products

(each one is using
different products)

Analysis Lead

- 1 data analyst of a SaaS
scale-up company

Customer Support
- 1 former CS-manager of
a SaaS scale-up company
- 1 CS-agent of a SaaS scale-
up company

T T ]

Remote moderated
test

Moderator
(me)

Figure 5.21: The setup of the user test
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: The concept was tested with representatives of analysis leaders, CS staff
and SaaS customers. This revolved around the experiences of connection, significance,
engagement and comprehension. The tests were done remotely by the use of Lookback.

following stakeholders are part of:
- POs / PMs / UX-researchers of SaaS SMB's and Mid-Market Businesses
- (Head of) CS of SaaS SMB's and Mid-Market Businesses

Representatives of the third stakeholder, active SaaS customers, are not affiliated
with SaaS companies and feedback analysis. This requirement itself is set

to prevent biased opinions on what customers would like to see as updates;
familiarity with the context of issue would lead participants to judge the updates
from the perspective of SaaS companies, instead of the customers' perspectives.



Insights from User Test

The results of the test are visible in Appendix XXVI. In this sub-chapter, the
concluded insights from the tests will be described. The explanation will be
based on each of the predefined sub-challenges. A summary of these insights

are to be viewed in table 5.2 on this page.

Sub-challenges Insight

For analysis leaders

Awareness of the involvement of CS and customers

It had to be made clearer, that support staff and customers would get updated, right after insight creation

Awareness of the difference of customers vs internal

This difference is clearly shown

Awareness of the ability to reach out

- The need to engage customers in analysis and provide certain people of CS with an increased
engagement, are verified

- Itis not clear that all added CS (not just those marked as important) could verify insights given by updates

- Itis not clear that the analysis lead would be the one who update customers about created insights

- The insight status should be made more recognizable

For CS

To feel heard

- The need is satisfied, but should be extended:
- Besides verifying insights, CS should be able to propose ideas for features to be built too

To feel involved in the analysis process

CS staff should be able to ask for more engagement, in case they would need more information about
analysis to communicate directly to customers

To understand feedback translation

This need is satisfied

For customers

To feel heard

- The need is satisfied, but more involvement is still desired:
- Customers should verify a created insight based on their feedback
- Customers should propose features to be built
- Customers should keep track with completion of features

To feel involved in the analysis process

Same as in ‘To feel heard'

To understand feedback translation

It is desired to be informed about features that will be built and why these features are chosen

Table 5.2: Collected insights summarized per sub-challenges.
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Analysis lead

To be aware of the involvement of CS and customers, in analysis

The sub-menus showing the added customers and colleagues of CS are clear
in showing the involvement of both. Although, it had to be made clearer, that
support staff and customers would get updated, right after insight creation. At
that point, the concept did not show any notifications of this update occurring.

To be aware of the difference between CS teams and customers

This difference is clearly shown as each is grouped separately, with the
respective groups named ‘colleagues’ and ‘customers'. Furthermore, it is clear
that colleagues are of the CS department, as this is shown next to each name of
these colleagues.

To be aware of the ability to reach out to CS and customers

The need to engage customers in analysis and provide certain people of CS with
an increased engagement, are verified. The latter seems to be a familiar practice,
but the concept appears like it only enables important colleagues, to verify
created insight from customer feedback. As described in ‘Concept’, ‘For CS staff’
on page xx, all added colleagues are able to do so.

Furthermore, the concept is not clear in showing that the analysis lead could
update customers about created insights. As it is common for CS to inform
customers about such information, the same was assumed for the concept.

On top of that, the insight status should be made more recognizable. This is a
relevant finding, as changing the status enables the analysis lead to send out
updates to CS staff and customers. Of course, he/she should find the insight

status first, before changing it.

Customer Support

To feel heard

The need of CS to feel heard is satisfied. This becomes apparent by the positive
ratings on contribution to analysis (7/7 and 5/7). But, it was desired to propose
ideas on new features to build as well. It also is important to see how these ideas
would be taken throughout the analysis.

To feel involved in the analysis process
It is clear that support staff are enabled to reply to incoming updates. However,
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it is found that CS staff should be able to ask for more engagement, in case
they would need more information about analysis to communicate directly to
customers. Hereby, it is important that the analysis lead would be made aware
when the CS staff requested an increased engagement.

To understand the translation of feedback into insights
It is clear that the entire conversation could be reviewed, in order to check the
created insight and provide feedback on it.

Customers

To feel heard and involved in the analysis process

This need is satisfied, but more extent of engagement is desired by customers.
Customers should verify a created insight based on their feedback, and propose
features to be built. Also, they would like to keep track with the completion of
features, when decided to be built.

To understand the translation of feedback into insights

It is clear that the given insights are created based on earlier feedback. However,
it is desired to be informed as well, what features will be built and why they are
chosen, to satisfy certain insights.

Discussion

Certain points may have had influenced the results of the user tests. Firstly, only
1 representative for analysis lead, 1 for CS (and another one of whom the results
still is to be analyzed) and 3 for customers, were tested with. These numbers are
quite on the lower side and are to be considered in determining the significance
of the findings. On top of that, the CS stakeholder was only represented by CS
agents; none of the recruited participants were of leading functions in CS

Secondly, participants were explained about the context, while they went through
the prototype. This was done to save as much time as possible. But, this might
have caused the experiences to be rated more positive than they should have
been. The reason for that is because they received a lot of clarification from me;
from my previous experiences in user testing | was aware that unclarities can be
of a significant influence on user experience.

Another point concerns the experience of comprehension, for CS staff and




customers to understand feedback translation into insights. This might had been
highly influenced by the content of both the specific insights and highlighted
feedback included in the update of the prototype. It only showed one example
of a highlighted feedback, that was literally translated into an insight. In other
possible cases where the feedback would not be translated as literally into
insights, it is still arguable whether a comparable extent of comprehension would
be experienced.

Moreover, each update was presented one after the other on separate screens,
in this test. Because of that, it might not be completely clear that the updates
would follow up on each other. The intention is for all updates to follow up on the
previous updates of the same insight, so these previous ones could be retrieved
to gain more context about a newly incoming update.

In summary, the third design challenge of issue is narrowed down to the
following problem: How to update CS teams and SaaS customers about

the translation of Intercom feedback data into separate customer insights?
Hereby, the relevant stakeholders includes analysis leaders (PMs / POs / UX-
researchers), CS staff (leading functions and agents), and SaaS customers.

To tackle this problem, the following experiences are specified to design for:

- Connection between the analysis lead, and both customers and CS staff.
- Significance; that the work that the CS staff have done and the
feedback customers would have given, are both important for
feedback analysis.
- Engagement of CS staff and customers in the analysis process.
- Comprehension of the translation of feedback into insights, that updates
would contain.

A concept is eventually created to realize these experiences among the targeted
users. It enables the analysis lead to assign different states to insights, which CS
and customers would be updated about:

- In storage: when an insight is created from feedback (created insights
would automatically be set as 'In storage’ in the Insights' section);

- Under consideration: when an insight is further enriched with a
number of highlights from a number of customers and is taken into
consideration (the number of highlights will be based on the total
number of customers and will be different per company);

- Ready for delivery: when a feature / function is set to be built based
on the created insight;

- Completed: when a feature / function based on the created insight is
released for use.

Then, a prototype is created for this concept, and tested with a sample of the
related stakeholders. Insights concluded from the results are shown in table 5.2.
Reflecting back on the concept, however, several things are concluded too, next
to these insights.



Firstly, | believe that the names of customers and colleagues should have
been placed together with the stored highlights. The reason for this thought is
to make it clearer that the stored highlights are originated from the interaction
between the added colleagues and customers, thus better conveying their
contribution.

Secondly, | realized that none of the updates for CS shows the exact
highlighted feedback, that is translated to insights. Instead, CS recipients are
only shown that the insight is based on the entire chat conversation the update
would appear in. Supposed they would like to verify this, they would have had to
go through the entire conversation to find the exact feedback that was translated
to the given insight.

Lastly, I concluded that translations of insights into features, have to be
completely left out off the scope of this design challenge. Once insights are
verified in their translation from feedback, features based on those insights
should be ideated about. Customers and CS should then be involved in the
ideation too and their input needs to be taken to decide on a final feature to build.
These things create a large gap for further research, between the moment of
insight verification (to focus on) and feature verification (to be built). While both
eventually are necessary to be designed for, the latter stands too far apart from
the former that it does not fit in the design scope of this challenge.
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6. Proposed Concept

This part of the report will describe the proposed concept to improve Shipright as a user research tool for SaaS SMBs
and Mid-Market Businesses. The proposed concept is based on all insights gathered from the processes that are gone
through, in tackeling the design challenges. As described in the previous parts of this report these challenges are:

- How can product teams be supported in the analysis of raw data, so
that they can identify patterns and draw conclusions from user feed
back, as much as possible, during (short) discovery sprints?

- How can PM's / PO's / UX-researchers be enabled to store qualitative,
customer data in a structured way, using a digital product discovery
platform?

- How can customer facing teams and customers be made more
involved in the product development process?
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As described in chapter 3 the scope was narrowed down to the following
problem:

How to guide users towards the use of filters, to distill feedback out of
integrated live-chat-support data?

The targeted users are PM's / PO's / UX-researchers and CS-staff who work with
live-chat data to analyze user feedback. These types of consumers would not be
familiar with the use of Shipright yet and would have just started using it for the
first time, as trial customers.

To tackle this problem, the following experiences are decided to design for:

- Guidance
- To guide users towards the use of filters

To guide users towards the use of filters

- Certainty
- To get users to feel closer towards the relevant information
- To enable users to recognize the presence of relevant information

The first part of the proposed concept will be described based on these
sub-challenges in the following pages. Table 6.1 shows a summary of all
conceptualized solutions and figures 6.1 and 6.2, on the next two pages, the
visuals of the proposed concept. These solutions include improvements
concluded from the user test insights described in ‘Insights from User Test' of
chapter 3.

- Subsets of filters would appear in the new Home screen of the Dock section

- A reference, for each subset, to the bigger whole of all newly incoming

documents

- Each suggestion (in ‘Potential feature requests' and ‘Customers with most
feedback’) are shown alongside a search icon

To enable users to recognize presence of relevant
information

- 'Potential feature requests’ - and ‘Customers with most feedback' -subsets
- Suggestions of customers in ‘Customers with most feedback’ to filter with

- Suggestions of feature-request topics in ‘Potential feature requests' to filter

with

To get users to feel closer towards the relevant
information

- 'Potential feature requests’ - and ‘Customers with most feedback' -subsets
- The screen lay-out follows the Z-rule, with ‘New documents' given the most

prominence, followed with ‘Potential feature requests' and ‘Customers with

most feedback'’

: Summary of the conceptualized solution per sub-challenge. The ones shown in
grey are those kept from the previous version of the concept (see Concept in chapter 3).



A filter-subset for new incoming documents from A filter-subset for documents with, possibly, feature

the previous month. New documents are related with requests from customers. By showing potential topics
documents that are imported in earlier months. With this, of feature requests, users are meant to recognize the

the function of filtering to only those from the previous presence of relevant data in all that is collected.
months is presented better.

A Home

139 New 13 Are potentially feature requests!
139 documents
New o documents came
.
Insights . ® in the past month! Share 2
Inbox . ¢
You can view these Conclusions p
B Archi documents in the
rchive
Inbox Colleagues ,O
VIEW DOCUMENTS FILTER WITH ALL
Let us know!
. Let us know what other cards you would like to see
ee (7
e e
These people gave the Create your own subset of
most feedback filters
Bob Brown ,O Set up a specifc sut
based on your owr
Ana Allin ,O ! ‘
from all filters that are available in
Roberto Maraldi ,O Shipright
1
FILTER WITH ALL START CREATING
~—

Three suggestions of customers to filter documents with.
As concluded in chapter 3, this subset is relevant to let
users recognize the presence of relecant data and feel
closer towards them.

The option for users to compose a custom set of filters.
This is left out of the design scope but was concluded to
be a relevant feature for the proposed concept. Further
research is recommended for this feature.

: The subsets that are part of the proposed concept for the new Home screen of
the Dock section. This screen is the first users get to, when opening Shipright.



‘New documents' still should be viewed first, as users are
meant to understand that all subsets are originated from
this.

139 New
139 documents =9 He
Q New o documents came
o
Insights . M in the past month!
Inbox o ¢

You can view these
documents in the

B Archive

Inbox.

VIEW DOCUMENTS

These people gave the Create your own subset of
most feedback filters
Bob Brown O Set up a specifc subset of filters
based on your own needs. Select
Ana Allin O ! N
from all filters that are available in
Roberto Maraldi ,O Shipright.
FILTER WITH ALL START CREATING

A reference, for each subset, to the bigger whole. With that,
it is expected from users to understand that each subset
would create a selection of documents, out of a bigger set.
This bigger set include newly incoming documents from
the previous month.

: Design elements that are meant to help users to be guided towards the use
of filters and recognize the presence of relevant information. The subsets are placed
according to the Z-rule.

Let us know!

. @ Let us know what other cards you would like to see.

‘New documents'is made bigger than the rest, with all the
other subsets smaller and equal (to each other) in size.

13 Are potentially feature requests!

Share p
Conclusions p
Colleagues ,O

FILTER WITH ALL

Each suggestion is shown alongside a search icon (=
magnifying glass). This is an element that is used for search
functions in other Saa$S products. Therefore it is assumed
to be a clear reference to filters, so users can feel guided
towards the use of filters.



To guide users towards the use of filters

The conclusionof chapter 3 (page 78) showed that the concept failed to evoke
guidance. It was found that familiar references to filters should be included in the
subsets.

Based on these insights, the proposed concept includes a reference, for each
subset, to the bigger whole. With that, it is expected from users to understand
that each subset would create a selection of documents, out of a bigger set of
collected data (for instance, to filter towards potential feature requests with the
topic of ‘conclusions, out of all documents that came in the previous month).

Moreover, each suggestion (‘Potential feature requests’ and ‘Customer with

most feedback’) is shown alongside a search icon (= magnifying glass). This is an
element that is assumed to be a clear reference to filters. It would appear in most
SaaS products to convey the function to ‘'search towards something'’ (for instance,
the search function in Microsoft Words, Gmail, and Google).

To enable users to recognize presence of relevant information

The solution for this was conveyed, in the previous version of the concept, by the
‘Potential feature requests’ - and ‘Customers with most feedback’ -subsets. Both
of these subsets were named literally after the results each would provide, when
activated. However, the conclusion in chapter 3, showed that the relation of each
subset with all collected data should be clearly communicated. Furthermore, it
was found from the results that suggesting feature-request topics to filter with,
would have added value to the subset.

Based on these insights the proposed concept includes a reference for each
subset to the bigger whole, as described in the previous part of this section (also
see figure 6.2). Additionally, topics of potential feature requests are given. These
topics are placed alongside the described search icons, to clarify that users

can use them to look for for documents with content related to the respective
suggestions.

To get users to feel closer towards the relevant information

As described in chapter 3, the filters towards potential feature requests and
customers based on conversation volume were perceived as relevant. Therefore,
it was concluded that both would make users feel closer towards relevant
information they would had been after.

Especially, feature requests were verified to be important in product discovery
(see Concept in chapter 3). This subset is given more prominence than ‘Customers
with most feedback’ by placing it right next to ‘New documents'

This location is based on the Z-rule as also mentioned in chapter 3. ‘Potential
feature request' is the most important subset, but ‘New documents' still should
be viewed first, as users are meant to understand that all subsets are originated
from this. Following the Z-rule, ‘New documents'is placed on the top left,
following with ‘potential feature requests’' on the top right.

Also, following the Z-rule, ‘Customers with most feedback’ was placed on the
bottom left, as it is less important than ‘Potential feature requests’ Along the
horizontal path towards the bottom right of the screen, the minor elements of the
Home screen are placed. This is visualized in figure 6.2



The second part of the proposed concept entails a redesigned workflow for
insight creation in the Dock section and a redesigned lay-out for the ‘All insights'
-view in the Insights section. This concept would enable analysis leaders to tag
insights with Customer-Type and Product-Aspect groups, in order to categorize
them later in analysis. This is part of the insight creation (see figure 2.8 on page 39
and Appendix Ill, for the insight creation of the original design).

In the Insights section, analysis leaders would be able to view all created groups
of both Customer Type and Product Aspects, and all created insights. The insights
would already be categorized per group, with the groups meant to organize
insights towards a hierarchical structure.

As concluded in chapter 4 (see page 99), the experiences of certainty, freedom,
and guidance are to be designed for the proposed concept. This lead to the
following sub-challenges:

- To be aware of the existence of categorization means, in insight creation
- To be guided towards labeling insights, in insight creation

- To be free to choose groups to label insights with, in insight creation

- To have an overview of stored data, in the Insights section

- To feel enabled to structure data, in the Insights section

Of course, this affected the list of design criteria the concept needed to adhere
to. The adjusted set of criteria are to be viewed in Appendix XIX.

In this section, the proposed concept will be further described. Table 6.2 shows
an overview of the conceptualized solution per sub-challenge. After that, this part
of the proposed concept will be further described.

To be aware of the existence of categorization means, in insight creation

See figures 6.3 - 6.6 on page 135 - 139. To tackle this sub-challenge Product
Aspects and Customer Types are presented next to each other during insight
creation (also in the Insights section). Users are still able to add Customer Types
to an entire document, but these added types would be shown again in insight
creation (from the same document). By doing so, both steps of labeling with
customer types and product aspects are expected to be perceived as equally
related to the created insight, thus as less separated from each other.

Though, users still have to be aware that customer-type and product-aspect
groups are different. This is shown by applying slightly different shapes for each
type of labels (see figure 6.3a).

To be guided towards labeling insights, in insight creation

After adding a Customer Name to a document, a pulsing notification mark leads
users to tag it with a customer-type group. It helps users to navigate towards the
‘add’ -button for the tag. The steps to be taken are shown by figure 6.4. Similar

to the previous version of the concept, the tag will be automatically applied to
insights created from that document.

Also, when the insight creation box is opened (after making a highlight), ‘add’
-buttons for further tagging are immediately shown (see figure 6.3a and b). As
described above, automatically added Customer Types will be shown too. This,
however, is editable as it will be explained later in this section.

Additionally, users can search a group to tag insights with. If no results are given,
they are shown the option to create a new group. The related steps are shown

in figure 6.5. Users are being led to search throughout the predefined ones first,
before creating new groups.



Sub-challenges Conceptualized solution

To be aware of the existence of categorization - Customer Types can be assigned to an entire document, before insight

means, in insight creation creation

- Product Aspects and Customer Types are presented next to each other during
insight creation (also in the Insights section)

- Both are shown as labels, having slightly different shapes from each other

To be guided towards labeling insights, in insight - A pulsing notification mark leads users to tag documents with a customer-
creation type group; the same tag is shown, and to be edited, per insight in insight
creation

- 'Add'’ -buttons for Customer Types and Product Aspects are immediately
shown at the start of insight creation

- Users can search a group to tag insights with; if no results are given, they are
shown the option to create a new group

To be free to choose groups to label insights with, in | - Automatic tagging of Customer Type to insights can be edited in insight
insight creation creation (tagging it to documents is still to be done manually)
- Pre-created groups can be selected from

To have an overview of stored data, in the Insights - Product-aspect and customer-type groups are both listed on the left
section - Each list can be minimized when not used

To feel enabled to structure data, in the Insights - Hierarchy creation is applied for Product Aspects and Customer Types
section - Identified usability issues are fixed (see Insights from User Test of chapter 4

and figures 6.7 and 6.8 in this chapter)

Table 6.2: Summary of the conceptualized solution per sub-challenge. The ones shown in
grey are those kept from the previous version of the concept (see Concept in chapter 4).
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The proposed concept would present both categories, of Customer
Type and Product Aspect, next to each other during insight creation.
This is meant to make the proposed workflow compact, preventing

users from feeling overwhelmed while noticing the existence of
categorization means (= tagging insigts with Customer Type and
Product Aspect).

Product-aspect tags are given slightly
different shape from customer-type tags

@ Focus mode Archive document

Added by @

¥ March 15,2018 ¥ March 15,2018

Archive document

Added by @

@ Focus mode

Bob Brown
bob@photos.io

About: o Add customer About: E::@i'ho::m o Add customer

Fwd. from Bob Brown Fwd. from Bob Brown

Just wanted to send you a short email to tell you | really like your product and

Just wanted to send you a short

email to tell you | really like your

product and

Email: bob@photos.io
Twitter: @bobby

Email: bob@photos.io
Twitter: @bobby ]

Save insight @

appreciate the way you're improving things. Though, I would still like to be able to appreciate the way you're improving things. Though, | would still like to be able to
share conclusions with my colleagues. share conclusions with my colleagues.
Need to share conclusions with colleagues X Need to share conclusions with colleagues X
All the best, Tag with groups All the best, Or tag it with groups
(% _produg}, aspect ) (% customer type | (% _product aspect ) (# customer type ] ——
Bob Brown U Bob Brown _
—

Users are given freedom to choose groups
to label insights with. They can select the

groups thay they feel relevant, out of this
list.

@ 3-Month subscription BSc student

See more
N Group wor

@ No tags

Save insight @

"’

———» By clicking 'see more' the list of all created
labels would be shown. The relevant ones
could be selected to add to the insight.

Figure 6.32: The different steps of tagging with product-aspect and customer-type groups
are put together, so the workflow of insight creation becomes compact.
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— Product-aspect tags are slightly separated
from customer-type tags, with an increased
spacing in between both groups of tags.
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Groups that contain sub-groups are marked.

fy yOU TG IMIPTUVITY unriga. TTITuuygin, T Wwouiu o e 1o UGS TdTs o

s with my colleagues.

Need to share conclusions with colleagues X

Or tag it with groups

(-I- product aspect) (-l- customer type

) Attachments 2p- Billings
0S.10 ]
Bug reports @ Collabogation 2p
® roauklon
N taing
@ Scheduling 2p

@ 3-Month subscription
® Croive cooncy

Save insight @

Suppose that users think that

an insight may be related to
‘collaboration’ By clicking on it, they
can collapse it and view the specific
sub-groups to use for tagging.

\

Suppose that users already know
which specific sub-group they want to
tag insights with, they can also search
for a sub-group (see figure 6.5 on page
138, as well).

\

Ty GUNSUYuoo,

Need to share conclusions with colleagues X

Or tag it with groups

(+ product aspect ) (4 customer type |

(© Backto all
[e]

@ Collaboration
@ Communication

@ Summary @
() Dat"!:gharing
@ Shared items

Save insight @

To keep an overview of the list, only the main
groups are shown.

Figure 6.30: The main groups are listed. Groups that contain sub-groups can be collapsed,

by clicking on it. Users can also search for a sub-group.
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— Summary @
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@ Shared items
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About:

Focus mode

Bob Brown

N March 15, 2018

bob@photos.io

3 Bob Brown @
Q' bob@photos.io o Add customer

Bob Brown
¥ March 15,2018 bob@photos.io

Fwd. from Bob Brown

€ Addeusomer |Fwd, from E
e (Faey
Just wanted to se your product a
appreciate the we still like to be ¢

share conclusion:
il Remove customer

All the best,

i"° @ Focus mode

. Bob Brown
About: bob @photos.io

= March 15, 2018 .

Fwd. from E

TYPE
Just wanted to se

appreciate the we
°® share conclusion:

All the best,

o Add customer

Bob Brown
bob@photos.io

Product Manager

Tl Remove customer

your produg
still like to

The pulsing notification mark leads analysis leaders towards tagging
the entire document with a Customer Type. This is intended to create
guidance towards performing this step of the workflow.

Added customer-type group will be automatically added to insights
created from the same document.

Figure 6.4: Users would be led to the ‘add new' -button to add a customer type label,
by a pulsing notification mark. This would occur after a Customer Name is added to the

document.
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T Ty GUneagues.

Both buttons to edit/add Product Aspects
Need to share conclusions with colleagues X

and to add Customer Types are presented
——  Or tag it with groups

in insight creation. This is meant to guide

users towards using the respective groups
Users can search for a previously created _
¥ cusiomer pe

to tag insight with.
group to tag insights with.

\

. @ Back to all
10

@ Collaboration
@® Summary @

@ Data sharing

yuu o STUTL €1Tidin o e yuu 1 redairy mRe yuur pruuuct
@ Shared items
you're improving things. Though, | would still like to be
Save insight [‘il_]

vith my colleagues.

Need to share conclusions with colleagues X
Tag with groups —— : : :

9 group: Guidance is further enhanced by leading users towards

+ produMspect) (# customer type the step of searching through created groups first, before
It creating a new one.
Product manager See more v
.io
ltn my coneagues.
Save insight [_ﬂ’_] Need to share conclusions with colleagues X
—— Or tag it with groups

+ customer e

No existing groups found. Hit @ to create a new one.

Users can create a new group if the search
does not give results.

\

Save insight @

Flgure 6.5: Created groups (= labels) can be searched for and new ones can be created
using the ‘add’ -button in the insight creation box. This is possible for both customer types

and product aspects.
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To be free to choose groups to label insights with, in insight creation

As mentioned before in this section, automatically added Customer Types will
be shown at the start of insight creation (note that adding them to a document is
still kept manually). Hereby, users are given the option to remove them from the
insight or to add more Customer Types to it. They can do that before saving the
insight. As an example, in figure 6.6 it is to be seen how a Customer Type group is
removed.

Besides that, pre-created groups can be selected from. As shown in figures 6.3a
and b, all created groups can be reviewed and selected from. Users can check
the listed groups to use as tags. This (un)checking selections is the exact same
way applied in the original design, to add themes to insights (see figure 2.8 in
chapter 2, on page 39).

To have an overview of stored data, in the Insights section

See figures 6.7 and 6.8 on the next pages. The proposed concept would show
both product-aspect and customer-type tags listed on the left. To keep the
entire screen from containing too much elements, and negatively affecting the
overview, each one of the lists could be hidden and shown (see figure 6.8).

To feel enabled to structure data, in the Insights section

The elements described here are all to be seen in figure 6.8. Firstly, hierarchy
creation is applied for Product Aspects and Customer Types. This is enabled
by showing ‘add-new’ buttons placed on certain areas in the screen. Also,
the existence of sub-groups are shown with the respective marks on groups
containing them.

le 2 ray you’re improving things. Thc
NCi Nns with our colleaniies

Need to share conclusions with colleagues X
st, Tag with groups

(+ product aspect)<+ customer type]

vn @ Product manager %_Ux-researcher

b@photos.io

Dbobby
Save insight @

€ e wdy you re nmproving tuings. rnougn, we wouia Stll ke 10 De dol

Nn¢ 'S with otir eolleaniies

Need to share conclusions with colleagues X

st Tag with groups

(+ product aspect) <+ customer type
vn @ Product manager

yb@photos.io

2bobby

Save insight @

: Automatically added Customer Types can be edited per insight, in insight
creation. The group ‘UX-researcher' is removed after it is automatically added.




All created Product Aspects, Customer Types, and Insights
are shown in one view. Similar to the previous version of the

concept (see Concept in chapter 4), this is meant to give an
overview of stored data to users.

Insights
B2 MANAGE GROUPS

£ search groups

|

¥ Product asp 8 ¢ types

4/20 chosen Clear

+ add new

3-Month subscri...

The proposed concept would show both product-aspect and
customer-type groups listed on the left.

22 Summary B2 Group: £ Database

View all insights v Y Avply filters

L search insight

5 Insights found =% Merge & Archive @ Remove

—— The insights would be listed in the middle.

{¥ Settings

Show active v Sort by no. of people v

No tags I BSc student
_ Need to share conclusions with colleagues 10 People

Attachments 2p Creative agency

Last edited on 1 November 2018
Billings See more v
Bug reports Need to create summary from research 5 People

@ Communication  3p

Confirmation § :

To note deadlines in schedule 3 People

Last edited on 1 November 2018
Introduction

To create notes in documents 3 People
Note taking

Last edited on 1 November 2018
Preparation
Privacy Integrate with Microsoft Excel 2 People

Last edited on 1 November 20;

Seeless A
-~ To keep the entire screen from containing too much elements,

The tags acted as key terms in which related insights were
grouped in. Therefore they are also to be used as filters. and negatively affecting the overview, each one of the lists could

be hidden and shown.

Flgure 6.7: The overall view of insights and groups (= tags / labels) of Product Aspects and
Customer Types.
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Similar to the previous version of the concept, the placement of the ‘add
new' -buttons are meant to make users feel certain of the possibility to
organize insights in a hierarchical structure of groups (see figure 4.14 on
page 94, for an example).

This is further supported by showing a mark next to each group that
contains sub-group(s).

Individual work

I No tags I

I Attachments 2p I Lab research

Buttons to combine groups to create a group of a higher-level

hierarchy.
‘B Insights 22 Summary B2 Group £ Database
B2 MANAGE GROUPS
View all insights v Y Avply filters
(O search groups

¥ Product & cCi types £ search insight

4/20 chosen Clear  2/20 chosen Clear
[+ e | [+ s |

5 Insights found =3 Merge ‘& Archive @ Remove

Need to share conclusions with colleagues

ccommunication Product Manager

Billings Monthly subscri... 2»

MSc student

IG) Communication  3p

Bug reports I

I (@® PHD-candidate

I Paid users

I Confirmation

Need to create summary from research

ccommunication shared items Product Manager

To note deadlines in schedule

‘ Introduction I Add sub-group...
I Note taking Rename...

9 I Preparation I Remove...

@ I Privacy UX-researcher

‘ ’H + add new ‘

Seelgss A

To create notes in documents

shared items Product Manager

Integrate with Microsoft Excel

data sharing

WWhen a group contained sub-groups, this would be marked so it
would be visible for users immediately.

{3 Settings

Show active v Sort by no. of people v

10 People

Last edited on 1 November 2018

5 People

Last edited on 1 November 2018

3 People

Last edited on 1 November 2018

3 People

Last edited on 1 November 2018

2 People

Last edited on 1 November 20

Buttons to create new groups of similar-level hierarchy.

Flgure 6.8a: Hierarchy creation is applied to Customer Types as well.
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Sub-groups can be further collapsed to view lower-level-herarchy
groups.

Insights 22 Summary ! Groups &2 Database {3 Settings

B2 MANAGE GROUPS

View all insights v Y Avply fiters
£ search groups

¥ Product aspects & Customer types ,O search insight

6/20 chosen Clear

(© Backtoall I 3-Month subscri...
5 Insights found =G Merge & Archive @ Remove Show active v Sort by no. of people v

IG) Collaboration

X Need to share conclusions with colleagues 10 People
+ add new Creative agency
colla%aﬂon Last edited on 1 November 2018

I ® No sub-tags

I BSc student

See more v

I® communication 2p Need to create summary from research 5 People

B collaboration Last edited on 1 November 2018
@ data sharing

[omm | -
To note deadlines in schedule 3 People

See less A collaboration Last edited on 1 November 2018

To create notes in documents 3 People

9 collaboration Last edited on 1 November 2018

Integrate with Microsoft Excel 2 People

collaboration data sharing Last edited on 1 November 20,

Flgure 6.8b: An example of a group hierarchy that can be created.
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As described in chapter 5, the design challenge was narrowed down to the
following problem:

How to update CS teams and SaaS customers about the translation of Intercom
feedback data into separate customer insights?

The targeted users are analysis leaders (PMs, POs, and UX-researchers) of SaaS
companies (10 - 500 FTE) that use Intercom. Other relevant stakeholders taken
into the scope are their colleagues of CS and the companies' customers. The
concept enables analysis leaders to update customers and CS staff about the
translation of Intercom feedback data (- feedback collected from Intercom chat
conversations) into separate customer insights.

To tackle the specified problem, this part of the proposed concept is designed for
the experiences of connection, significance, engagement and comprehension:

- For analysis leaders
- To be aware of the involvement of CS and customers, in analysis
- To be aware of the difference between CS teams and customers
- To be aware of the ability to reach out to CS and customers

- For CS staff
- To feel heard
- To feel involved in the analysis process
- To understand the translation of feedback into insights

- For customers
- To feel heard
- To feel involved in the analysis process
- To understand the translation of feedback into insights

In this section, the respective part of the proposed concept will be described
based on these sub-challenges, per relevant stakeholder. Table 6.3 on the next
page shows an overview of the conceptualized solutions.

Update moments

In chapter 5 it was concluded that translations of insights into features, have to
be completely left out off the scope of this design challenge. Because of this, it is
decided to remove the insight states of ‘Ready for delivery' and ‘Completed’ (see
Concept, Update moments in chapter 5). Instead, the state of ‘In focus' is added,
meaning an insight is given focus in product improvement.

In other words, the proposed concept included the following insight states per

insight:

- In storage, when a highlight is made and the insight is created

- Into consideration, when the insight is further enriched with a number of
highlights from a number of customers and is given more attention (the
number of highlights will be based on the total number of customers and
will be different per company)

- In focus, when the insight is verified in its significance and taken for
product improvement

Customers and colleagues would get updated about changes throughout these
states of insight, that is to be made by the analysis leaders.



Sub-challenges Conceptualized solution

For analysis leaders

Awareness of the involvement of CS and customers

Separate lists for colleagues and customers next to highlights

Awareness of the difference of customers vs internal

- Separate lists for colleagues and customers
- Names of colleagues are tagged with their respective departments

Awareness of the ability to reach out

- New update moments: In storage, Into consideration, and In focus

- Check insight creation to be updated before saving (in the Dock section)
- The updates sent are shown as ‘'sent messages' in insight details

- Marking colleagues as important to ask for an increased involvement

- Notification in Shipright when a colleague replies to an update

For CS

To feel heard

The update shows that CS' work is taken for analysis

To feelinvolved in the analysis process

- The format of Intercom notes suggests that recipient CS can reply regarding unclarities/disagreements of
created insights
- CS marked as important are pushed to share their opinion

To understand feedback translation

- The updates appear in the analyzed conversation

- The updates show, which feedback the insight is based on

- The updates show what the created insight is; new updates follow up on all of the previous
- The number of occurence of the given insight is shown

For customers

To feel heard

The update shows that their feedback is tracked, for analysis

To feel involved in the analysis process

The update shows that their feedback is tracked, for analysis

To understand feedback translation

- The updates show what feedback is taken for analysis, and when the customer gave that feedback
- The updates show what the insight is, created from their feedback

- The number of occurence of the given insight is shown

- New updates follow up on all of the previous

: A summary of the concept description, based on the predefined sub-challenges.
The ones shown in grey are those kept from the previous version of the concept (see

Concept in chapter 5).
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The option to update people (who are added to the
document) is presented in insight creation. With

that, analysis leaders become aware that they can
be lupdated once the insight is saved (= stored in the
@ LASTEDIT OCT SOTH, 2018 o you a short email to te Insights section).
Status intaconsidaralion = you're improving things. Though, | would still like to be able

nvith my colleagues.
In storage

Need to share conclusions with colleagues X
Into consideration

(+ product aspect)<+ customer type

5.10

See more v

@ These people are added to this document.

In focus

/A In storage Ayden Ali
Rated by 10 customers In;storage l Felipe Fraser
Sheer eonaeaaron Update them about this created insight.

Ready for delivery

Completed Save insight @
ght’s status?

o the insight will 4

Floure 6.0 How the insight-status-feature is shown in the proposed concept (top) and how ~igure 6.10: The proposed concept includes a check box to update added customers and
it was shown in the previous version (bottom). colleagues in the insight box.
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S P — s CS staff who are not automatically added, can still be put in the list
c b Wl M manually. This is, however, only possible for those having an individual
[ctrelerant Socdtole oy Lo mecian B I chsioner Shipright account. This possibility is relevant for leading functions of CS
ustq . . «

Description (they are assumed to have their own individual accounts see page xx).
Click to add a description to this insight We he

insigh

Need 5

7 Added customers and colleagues are listed
What

separately from each other.
Highlights Colleagues 3 people

O search person Each colleague who is listed, is tagged with the

department he / she belongs to. It is also shown that

e he / she is an internal stakeholder.

Anita Smeed
‘ anita@live.com Product Manager | | |

@ 9:28 in Berlin, Germany

These are included to clarify the difference between
added colleagues and customers.

i q 2 TestingTime
Annie Bernstein . &
‘ bernsteina@gmail.com Product Manager | |}

@ &:28inZurich, $ v« and

& Aragon Research

payiciKians
oduct Manager l ' l
. donievkenaBamancon @ 0:28 in Morgan Hill, USA

By putting both lists next to the highlights, the
involvement of both customers and colleagues who
are listed, is meant to be better conveyed.

Figure 6.11: The proposed concept includes both lists alongside the stored highlights,
per insight. This is expected to show the contribution of CS and customers in analysis
(customers were the feedback sources and CS collected this feedback).
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@ Back to all insights

28 Summary

Need to share conclusions with colleagues

Not relevant Good to know

Description
Click to add a description to this insight

Highlights

. Amanda Hayes
aamanda@fullstory.com

Ayden Ali

ayden@tulstory.com

JG Jay Garrick

ayden@ulstory.com

Dock section as well.

Very important By 10 customers

Customers 10 people

Customer Support

Customer Support

Customer Support

in a separate notification menu. This is to be seen from the

By marking colleagues as important, they would be pushed to share their
opinion on the created insight with the update. The discussion about the

insight is then meant to follow up on this update, in Intercom using notes
(see figure 6.13). This feature is meant to convey the connection between
analysis leaders with related customers and colleagues.

£ Database

LASTEDIT OCT 30TH, 2018

A Status In storage v

z

Colleagues 3 people

L search person

Internal

@ 9:28 in Rotterdam, Netherlands

Internal

@) 9:28 in Rotterdam, Netherlands

Internal

@ 9:28 in Rotterdam, Netherlands

Notifications about replies to sent updates would be viewable

strengthened.

£¥ Settings

> Sent updates

Customers

We have tracked your feedback and created an
insight from it:

Need to share conclusions with colleagues

What do you think of this insight?

6d

Ayden Ali

Based on this conversation, I've created the
following customer insight:

Need to share conclusions with colleagues

What is your opinion on it?

Jay Garrick

I’'ve taken the result of your work into analysis! I've
created the following customer insight:

Need to share conclusions with colleagues .
~

The insight is based on this conversation.

Flgure 6.12: An overview of the insight details, of the proposed concept.
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When clicking on the updates for customers,

Customers

We have tracked your feedback and created an
insight from it:

Need to share conclusions with colleagues

What do you think of this insight?

Customers

We've taken an insight based on your feedback
into consideration:

Need to share conclusions with colleagues

10 Other customers mentioned related things.

Sent updates are shown as ‘sent messages. This serves as visual feedback
for analysis leaders, after sending out insight-updates. By so, the awareness
of the ability to reach out to customers and colleagues are meant to be

2w

3d

analysis leaders would get to see the general part
of update content and all previously sent updates.

In case updated colleagues reply back to their

updates in Intercom, the analysis lead would see
a notification mark in Shipright. Clicking on one of
these (grey) updates will bring them to Intercom, to
enable them to see the reply and/or follow up on it.
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For analysis leaders

Awareness of the involvement of CS and customers, and of the difference
between both

See figure 6.10 on page 145. Similar to the previous version of the concept,

related customers and CS-staff would be automatically added to created insights.
The lists of both names would be separated from each other. Also, names of
colleagues would be accompanied by the internal department they are from.
With this, analysis leaders were expected to be able to distinguish customers
from CS staff (colleagues).

New in this concept, is that both lists will be shown next to the highlights. With
this, analysis leaders are expected to to make it clearer, that the highlights
were made from conversations between customers and CS staff. Thus, the
involvement of CS and customers is assumed to be better conveyed.

Awareness of the ability to reach out to CS and customers

To design for this awareness the insight-creation-box would, firstly, show the
names of colleagues and customers who have had the conversation, that would
be analyzed. It includes a check box to verify the insight creation to be shared
with them. As such, the analysis lead is meant to become aware that he/she will
(not) send the update. This is visualized by figure 6.9 on page 145,

Secondly, all sent updates are shown as ‘'sent messages' in insight details. This is
to be seen in figure 6.12 on the previous page. This is applied to ensure analysis
leaders that updates are sent (or not).

Thirdly, colleagues can be marked as important. Analysis leaders can do this to
ask for further engagement of these colleagues. This is also visualized in figure
6.12. Figure 6.13 shows the exact content of the update for important colleagues.

Figure 6.13 also shows that recipient CS colleagues can reply back to updates
and start discussing the given insight. When this happens, analysis leaders will be
notified in Shipright. This way of notification is shown in figure 6.12.

f.saldarriaga.r@g...

& ¢
Ayden Ali z

Based on this conversation, I've created
the following customer insight:

Need to share conclusions with
colleagues

What is your opinion on it?

1d - Note

Grey Lemon @
| do not fully agree with this insight. |

believe Felipe referred to another need

with his feedback.

Suggested by Operator

Upgrading to Import survey Setting up
a paid plan... (csv) data themes to...
Reply Note (7

: Insight-update for colleagues marked as important. They would be pushed to
share their opinion on the created insight with the update.




The aspects annotated in this figure, serve for
providing context of the given insight. This context

The first update starts with mentioning that the
work of the recipient is taken into analysis. This is to
is meant to let recipients understand the meaning
and significance of the insight.

show that their work is valuable, so that they know
their contribution is heard.

- T > - 1a f.saldarriaga.r@gmail.com 23d ago
In storage | Into consideration
d Ayden Al
I’'ve taken the result of your work into l , .. . 1
° analysis! I've created the following I’ve taken an insight based on this

customer insight: conversation into consideration!

Need to share conclusions with sl

colleagues . .
9 ~— Need to share conclusions with

The insight is based on feedback in this colleagues

conversation: .
10 other customers mentioned related

“.... and it would be nice to discuss things.

things with my co-workers...”

Just now - Note
Suggested by Operator

1d - Note

f.saldarriaga.r@gmail.com left their @ Email:

1@ f.saldarriaga.r@gmail.com 23d ago
[ ]

Based on this conversation, I've verified
an insight to improve our product upon:

~—— The update mentions the created insight

The update shows, which feedback the insight is

based on

Need to share conclusions with

colleagues
The number of occurrences of the insight, among

10 other customers mentioned related customers, is given

things.

Just now - Note New updates follow up on all the previous;

previous updates can be reviewed when a new one
comes in

Sunnectad hv Onerator

Flgure 6.14: Updates for colleagues not marked as important. Each one of the updates for
CS staff would mention that the conversation they had with customers is taken for analysis.
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For CS

To feel heard
See figure 6.14 on the previous page. The update shows that CS' work is taken for
analysis. This is intended to show that their work has been valuable for analysis.

To feel involved in the analysis process

The format of Intercom notes suggests that recipient CS can reply regarding
unclarities/disagreements of created insights. Figure 6.13 shows an example
scenario, in which a recipient CS replies back due to a disagreement.

As mentioned earlier, CS staff marked as important will be asked to share
their opinion on the given insight. As such, they are expected to experience an
increased involvement.

Besides that, when receiving updates, recipient CS can reply to ask for more
information about insights. This is possible for all CS recipients (see figure 6.15).
This would be of relevance when they would like to know more about an insight
to communicate towards customers they interact with.

To understand feedback translation

See figure 6.14. To begin with, the updates appear in the analyzed conversation
when sent. Because of that, recipient CS can understand that the given insight is
based on that conversation. The updates would appear as notes and will not be
visible from the customer’s end of the conversation.

Also, the updates show, which feedback the insight is based on and states the
created insight. With that, recipients are meant to understand the exact source of
the insight creation so it can be evaluated.

As to be seen in figure 6.14, new updates would follow up on the previous. This
enables users to scroll back to view all the previous ones. Previous updates are
expected to give context about each newly incoming updates.

Lastly, the number of occurrence (among customers) of the given insight is
shown. This is meant to give recipients an understanding about the significance
of the insight (more occurrences = more importance, from the user's point of
view).

f.saldarriaga.r@g...

Upgrading to
a paid plan...

on/19412306488

Need to share conclusions with
colleagues

The insight is based on feedback in this
conversation:

“....and it would be nice to discuss
things with my co-workers...”

1d - Note

Grey Lemon

Can | have more information about this
insight? Felipe wanted to know if he was
the only student who mentioned

Suggested by Operator

Import survey Setting up

& . e

(csv) data themes to...

Note

f.sal

¥ 23

Qualifi

N

0O O O

Manag

Last v

: With the proposed concept, CS could make request an increased engagement
by replying to an update they would have received.



By stating that their feedback is taken for analysis,
their input is shown as valuable. This is to let
them know that they have been heard and are
contributing to analysis.

9:28 in Rotterdam, Netherlands

Hey Felipe,

You gave us the following feedback on 10 October
2018:

“.... and it would be nice to discuss things with my co-
workers...”

We have tracked your feedback and created an insight
from it:

Need to share conclusions with colleagues

What do you think of this insight?

goad to know very important

Us from FullStory

Hey Felipe,

Based on your feedback, we’ve verified an insight to
improve our product upon:

Need to share conclusions with colleagues

The aspects annotated in this figure, serve for
providing context of the given insight. This context
is meant to let recipients understand the meaning

and significance of the insight.

Into consideration

Hey Felipe,

We've taken an insight based on your feedback into
consideration:

Need to share conclusions with colleagues

10 Other customers mentioned related things. You've
rated this as

good to know very important

Just now

Write a reply GIF @ @

10 Other customers mentioned related things. You've
rated this as

very important

Just now

Write a reply @ @ @

Flgure 6.16: Updates for customers. They would receive all their updates following up after
each other, in a new thread (separate from the conversation they have had with CS).
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They show what feedback is taken for analy-
sis, and when the customer gave that feed-
back.

The number of occurence of the given insight
is shown.

New updates follow up on all the previous;
previous updates can be reviewed when a new one
comes in
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For customers

To feel heard and involved in the analysis process

See figure 6.16 on the previous page. The update shows that their feedback

is tracked, for analysis. By showing this, recipient customers are expected to
understand the value their feedback has, for product improvement. This feedback
is meant to be interpreted as their (= the customers’) contribution.

To understand feedback translation

In figure 6.16, it is also shown how customers get notified about the exact
feedback taken for analysis. The updates that came out of it is also shown.

This provides context about why and when the insight is created. The ‘why' is
further conveyed by the number of occurrence, of the given insight among all
customers, that shows the significance of that insight. Similar to the updates for
CS, new updates for customers will also follow up on all the previous.

Towards a Digital User Research Tool: A Digital Workflow of User Research for Software Companies
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7. Overall Conclusions and
Recommendations

In Introduction it is described that the target group includes SaaS SMBs and Mid-Market Businesses (10 - 500 FTE). For
this audience, the following problem was described: the fast-paced environment of scale-up companies prevents
product teams from being able to spend enough time and attention on user research.

Shipright's original design is meant to tackle this problem, but it still is not optimal as a solution. Two topics of Problem
Definition are recognized:

- The intended workflow for analysis is unclear.

- Support for team collaboration is lacking.

As described in the last sub-chapter of Exploration, three design challenges are chosen in order to improve Shipright
upon these topics. In this part of the report, the proposed concept described in the previous chapter will be reflected
upon the defined problem. In doing so, the solution for each design challenge will be discussed. Based on the remaining
gaps between the proposed concept and defined problem, recommendations for further steps will then be given. Table
7.1, on the next page, shows a summary of this chapter.
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To enable SaaS companies to get
relevant customer insights, within the
fast-paced scale-up environments,
using Shipright (main problem).

The intended workflow in Shipright is
unclear (first topic of problem).

Support for team collaboration is
lacking in Shipright (second topic of
problem).

The Dock Home screen that guides
users towards finding relevant
documents in Shipright, from which
customer insights are to be derived
from.

To show groups of Product Aspects
and Customer Types to tag insights
with, during insight creation in the
Dock section. In the Insights section,
users are then shown, that they can
use these groups to organize insights
in hierarchical structures.

To enable CS and customers to keep
track with creation of, and changes
made in insights.

: Summary of the overall conclusions and recommendations.

- Further exploration needs to be done regarding
a term to be used for imported feedback data in
Shipright.

- Additional research is recommended, to find
out what aspects of Intercom feedback data are
relevant for analysis.

- More exploration is needed about showing the
existence of smaller-hierarchy groups during
insight creation.

- More ways of showing product-aspect and
customer-type groups (in the Insights section)
need to be explored.

- Different ways should be explored, of clarifying
the possibility to combine groups into new
groups of higher hierarchy-level.

- Further research regarding customer
involvement in analysis is still to be done.

- It still needs to be ensured, that CS agents are
aware of an insight and the respective customers
that are updated, when customers have
questions / remarks about it.

- Different options to involve other internal
stakeholders, (besides customer facing teams)
in analysis, are to be explored.

- It is recommended to explore ways of preventing
analysis leaders from feeling overwhelmed,
when seeing notifications of colleagues' replies
to insight-updates.



In Proposed Concept the solution for this challenge is described as a Home
screen in Shipright's Dock section, that presents subsets of filters to be used to
distill collected feedback data (see page 129 - 132).

This solution is meant as an overall support for the two topics of problem
definition (see the introduction of this chapter). These two topics are related to
the steps of analysis process that start with feedback-data-interpretation. Before
arriving at these steps, however, analysis leaders have to find the relevant data (=
documents) that ‘can be analyzed' first. The described solution taps directly into
this particular step by guiding users towards the use of filters to get to these data.

The experiences of guidance and certainty are decided to design for. In Proposed
Concept, on page 129, three sub-challenges regarding these experiences are
described. Two of these sub-challenges are concluded as not fully solved, with
the first part of the proposed concept. The following part of this sub-chapter will
describe this further.

How is the problem solved?

The first sub-challenge, ‘To guide users towards the use of filters', is expected to
be solved. The reason for that is because users are immediately presented the
filters to be used, every moment they open Shipright; the Home screen with the
subsets of filters will be the first screen they get to (see figure 6.1 on page 130). In
addition, in figure 6.2 on page 131, it can be seen that the Home screen includes
the following elements:

- References, for each subset towards the bigger set of documents

- The use of familiar icons for suggested filters

These aspects are found to be necessary to solve this sub-challenge, as shown
from the insights gained from the user test done with the previous version of the
concept (see table 3.2 on page 77). With their inclusion in the proposed concept,
it can be assumed that it is able to guide users towards using the filters, thus
getting them closer towards relevant customer insights to start the analysis.
This also brings the assumption that the two topics of Problem Definition is
successfully supported.

' Categorize insights &
H find patterns

: The first part of the proposed concept taps into the step, that occurs before
team collaboration and workflow of use come into play.



To get users to recognize the presence of relevant information
Regarding certainty, one of the defined sub-challenges was ‘To get users to
recognize the presence of relevant information’ The term ‘documents' for

imported feedback data is kept in the proposed concept, from the original design.

Users, however, may get confused what ‘documents’ stands for; especially
with the new business model of Shipright with the focus put on Intercom
conversations, as sources of feedback data. Because of this, the sub-challenge
mentioned, may still not be sufficiently solved.

Further steps:

For further steps, it is recommended to look into a name that could properly
represent the imported feedback data. Despite that the focus of data source

is shifted to Intercom chat-conversations, other data sources (see page 36, in
Exploration) should not be neglected in this. In other words, ‘documents'have to be
renamed with a term that represents the focus on Intercom chat-conversations as
data source, while still not neglecting other sources of data that are included.

Looking at this from another angle, it could also be concluded that users need to be
made aware that ‘documents’ stands for imported feedback data. This calls for an
introduction during first (trial) use of Shipright, in which this is properly explained.

To get users to feel closer towards the relevant information

With the elements included in the proposed concept (see figures 6.1 and 6.2,
and table 6.1 (page 129)), it is still arguable if this concept is enough to get users
feel closer towards the relevant information. The reason for that is because, not
enough time and effort are given yet into research about relevant aspects of
Intercom chat-conversations; what aspects from this type of data source are
relevant for analysis? The choice of subsets for the Home screen should then be
based on the answer to this question.

Further steps:

With Shipright's new business model, it is recommended to perform research to find
out what aspects of Intercom feedback data are relevant for analysis. For that the
following RQs are recommended:

- What aspects of Intercom chat-conversations are commonly included in
analysis, among SaaS SMBs and Mid-Market Businesses (10-500 FTE) that
use Intercom?

- What aspects of Intercom chat-conversations need to be included in
analysis, among this companies?

- What are the aspects (existing features and functions) of Intercom that can
be taken into fulfilling these needs?

To be summarized, this part of the proposed concept is meant to be an overall
support for the two topics of Problem Definition. It is intended to be so, by guiding
users towards the use of filters, to distill imported feedback data in Shipright. This
is supported by the proposed concept, but further exploration needs to be done
regarding a term to be used for imported feedback data in Shipright.

Also, additional research is recommended, to find out what aspects of Intercom
feedback data are relevant for analysis. The answers to this, should then be
implemented into the concept-solution, in order to let users feel closer towards
the relevant information that they are after.



The solution for this design challenge is meant to directly support the first topic
of Problem Definition: the intended workflow of analysis is unclear. In Proposed
Concept (page 133 - 142) it is described that the solution entails a redesigned
workflow for insight creation in the Dock section and a redesigned lay-out for the
‘All insights’ -view in the Insights section.

Also stated in Proposed Concept, the experiences of certainty, freedom, and
guidance are decided to be designed for. Four sub-challenges to be solved, are
derived from these experiences. The proposed solution supports all of these sub-
challenges, but certain ones are still not fully solved yet. These will be thoroughly
discussed in the following parts.

How is the problem solved?

Overall, the intended workflow of analysis is meant to be clarified, by showing
that insights are to be tagged with groups of Product Aspects and Customer
Types, during insight creation in the Dock section. In the Insights section, users
are then to be shown, that they can organize their created insights, by structuring
these groups in hierarchies. As the groups act as filters (see figure 6.7 on page xx),
tagged insights will be taken into the hierarchical structure.

As mentioned in Exploration on page 59 - 60, the original design of Shipright
does not communicate the intended use of themes clearly. As found in interviews
with the target audience (see page 81 - 82 in chapter 4, and Appendix XIII),
insights are commonly categorized by group-types of Product Aspects and
Customer Types. This familiar practice is made explicit in the use of themes,

as described for the second part of the proposed concept. By aligning the use

of these features with the familiar practice in analysis, insight categorization is
assumed to be made clearer.

As stated, created insights can still be structured further. However, certain
aspects still remained unaddressed, regarding this part; these will be described in
the next parts of this sub-chapter.

Unclear intended
workflow of analysis in
Shipright

: Solutions that support clarification of Shipright's intended workflow.



To be aware of the existence of categorization means and to be guided
towards labeling insights, in insight creation

See figures 6.3a and b on pages 135 and 136. The proposed concept is expected
to show the existence of product-aspect and customer-type groups (to tag
insights with). But it is still arguable whether the existence of sub-groups is
sufficiently communicated (see figure 6.3b). This is related to the scenario, in
which the list of sub-groups has become very long over time. As shown in figure
6.3b, the proposed concept only shows two layers of group-hierarchy-screens:
that of the main group and that of the sub-groups. Smaller sub-groups (sub-
sub-groups) are included in the latter screen. However, this may cause users to
lose overview on all the groups existing to tag with, as the number of smaller-
hierarchy groups (sub-groups, sub-sub-groups, and so on) grow over time. This
issue is especially relevant when users do not know yet, which specific groups to
use for tagging (see the top option in figure 6.3b).

Further steps:

Regarding this issue, it is recommended to explore ways to communicate the
existence of smaller-hierarchy groups, during insight creation. It should be
considered that the overview of all groups needs to be maintained.

To have an overview of stored data, in the Insights section

With the proposed concept, users are expected to be aware that all created
Customer Types, Product Aspects, and insights are shown in the respective view
of the Insights section. However, the presentation of both customer type and
product aspect groups in the Insight section could be refined. During this project,
the need for both main categories in analysis are verified by three participants.
Though presenting both together, including group hierarchies in each, still evokes
the question if there is a different way to do that. The problem that could occur, is
that the view on all created groups may make users feel overwhelmed, when the
number of groups has grown a lot after some time.

Further steps:

Regarding this issue, different ways of showing product-aspect and customer-type
groups need to be explored. As the focus of the design scope was put on insight
creation in the Dock-section, the exploration for this was very limited. As to be seen
in the second sub-chapter of chapter 6, the proposed solution still resembles the
original design, groups that are used to tag insights with are shown on the left,
with the insights on the middle of the screen (also see figure 2.7 in Exploration).

For the exploration, completely different concepts from the original design can

be considered. Also, it needs to be considered that both group-types of Product
Aspects and Customer Types have to be presented with an equal amount of
importance (see Insights from User Test and Conclusions in chapter 4, on page 97).

To feel enabled to structure data, in the Insights section

According to the scope of this design challenge, the redesigned lay-out for the
Insights section's ‘All insights should show possibilities to organize insights in

a hierarchical structure (see figure 6.8a and b, on page 141 and 142). With the
elements included, it is expected that the creation of groups of similar hierarchy-
level and of groups of lower hierarchy-level (= sub-groups) are made clear.
However, it is still arguable if the possibility to combine groups into groups of
higher hierarchy-level, is already clarified sufficiently by this redesigned lay-out.
This concern stems from the way the respective button for this function is named
(see figure 6.7 and, 6.8 a and b); it is named ‘add new', exactly the same as the
button meant to create new groups of similar hierarchy-level. Reflecting back

on the proposed solution this may create confusion among users, regarding the
functions of both buttons.

Further steps:

Regarding this, different ways should be explored, of clarifying the possibility to

combine groups into new groups of higher hierarchy-level. Some concept directions

that can already be proposed are:

- Renaming the respective button for the function in such a way, that this
possibility becomes clear to users.

- Further designing the user-workflow for this function, in such a way that
the steps and included Ul-elements communicate the possibility of issue.

In summary, the intended workflow of analysis is expected to have become
clearer with the concept solution. Reflecting back on the proposed solution,
however, more exploration is needed about showing the existence of smaller-
hierarchy groups during insight creation. Also, different ways of showing product-
aspect and customer-type groups (in the Insights section) need to be explored.
Hereby, it is important for the view to include as little elements as possible.
However, the equal amount of importance for both types of groups should still be
conveyed. Additionally, also related to the Insights section, different ways should
be explored, of clarifying the possibility to combine groups into new groups of
higher hierarchy-level.



The solution for this design challenge is meant to directly support the second
topic of Problem Definition: support for team collaboration is lacking. In Proposed
Concept (see page 143 - 152) the solution for this challenge is described as

three different states that can be assigned to insights, in which analysis leaders
decide on the states that are relevant to insights. When an insight is created,

it automatically will be assigned a state and throughout the course of Product
Discovery tracks, the insight status per insight will be edited. With a proposed
two-way integration of Shipright and Intercom, CS teams and customers will be
updated about these edits. In other words, collaboration is supported by enabling
CS and customers to keep track with creation of, and changes made in insights.

For this design challenge, different sub-challenges are defined to be solved,
regarding three stakeholders: analysis leaders, CS staff, and customers. In this
sub-chapter the remaining gaps between the proposed concept and the above-
mentioned topic of Problem Definition will be discussed.

How is the problem solved?

As mentioned above, team collaboration is supported by enabling CS and
customers keep track with the creation of, and changes made in insights.

As described in Proposed Concept, this is done by the means of updates in
Intercom. All CS staff will be given general updates, though the analysis leaders
can pursue certain people to be given more updates. These updates are then
meant to make analysis-related information transparent for CS. This transparency
is expected to feed on collaborative interpretation of customer feedback. The
initial steps of this are included in the proposed solution (see figures 6.13, 6.14,
and 6.15, on pages 148 - 150); further steps (= physical meetings, presentations,
informal discussions, etc.) however are left out of the scope.

Lack of support for
team collaboration in
Shipright

: The solution for the lack of support for team collaboration in Shipright.



Customer-involvement should have been left out of scope

As a point of reflection, the involvement of customers should have been
completely left out of scope. In hindsight, this deviated from the topic of Problem
Definition of issue; the topic only is related to internal team collaboration.
Additionally, customer-involvement still needs to be looked deeper into,
separately. Regarding this, it is important to find out to what extent created
insights need to be shared with customers. During the user tests it is verified

that their verification is relevant for insights, regarding product improvement.
Though, it is still arguable if any insight can just be shared openly with customers,
considering protection of companies' intellectual property.

Further steps:

Based on the above conclusion, additional research regarding customer-

involvement in product improvement is needed. Proposed RQs for this:

- Which types of insights can be shared publicly with customers and which
cannot?

- To what extent can insights be shared public for customers?

For CS to feel involved in the analysis process

The proposed solution is expected to support involvement of CS in analysis.
However, a certain aspect is overlooked. Supposed that insight-updates for
customers are included in the concept as described in Proposed Concept; if
customers reply to their updates, it needs to be ensured that the support agent
who will reply back, knows about the insight. This is not supported yet by the
proposed solution. As described, these updates will be sent via Intercom as a
new ‘message’ for customers, which they can reply to. When a customer replies
to an insight-update, there will be no guarantee that they will get back a response
from the CS agent they gave product feedback earlier. In fact, chances are high
that another CS agent will respond, who is not aware that the customer have
given feedback earlier and/or totally not aware of the insight (given in the update)
at all.

From the moment that such CS agents see such reply to a customer-update, they
are expected to feel less involved in the analysis process. This is hypothesized
because they will come across something that is new, which is obviously is
ongoing among their company and its customers.

Further steps:

This issue can possibly be tackled if insight-updates for customers are included in
the analyzed chat conversations too, similar to the updates for CS (see page 148 -
150, in Proposed Concept). These updates would then be visible for the respective CS
agent as well. This agent will then be informed of the insight-update immediately.

If more clarification is needed from the analysis lead about the insight, he/she

can reply to his/her insight-update to ask about it before responding to customers
insight-update-replies (see figure 6.15 on page 150, the customer will not be able to
see them asking about the insight). When a recipient customer replies to the insight-
update, the customer will then be ensured to speak to a related CS agent who is
aware of the given insight.

Involvement of other teams, besides CS

Regarding to this involvement, it will be discussed how the proposed solution
stands with respect to other customer facing teams and other internal
stakeholders, besides CS.

The concept supports updates to be sent to analyzed Intercom-conversations,
which are to be viewed in Intercom. As described in Design Scope of chapter

5, the target group taken into the scope includes companies that use Intercom.
They would use Intercom to interact with customers and based on that, all
customer-facing teams (besides CS are Customer Success, Sales, and Customer
Happiness, for instance) are assumed to have access to the company's Intercom
platform. With this, it can be concluded that the proposed concept is able to let
customer facing teams, in general, be involved in analysis.

Those having access to the company's Shipright account, can also be involved.
As described in Proposed Concept (figure 6.11, on page 146) CS staff who are

not automatically added can still be put in the list manually. The possibility to

be added to an insight is only described for leading CS, but basically, all internal
staff with access to the company's Shipright account can be added to the list

of colleagues per insight. This is however is also a limitation; those without an
individual account cannot be added, cannot be involved in analysis. This is
especially relevant in the early stages of Shipright adoption (during trial period
and shortly after purchase), when the number of users in a company-client is still
low; not everyone who has to be involved, has individual Shipright-accounts yet.

Also part of the proposed solution, is that analysis leaders will get to see



notifications in their Shipright accounts whenever updated colleagues reply
back to their insight-updates (see figure 6.12 on page 147). Reflecting back on it,
though, they may be left feeling overwhelmed seeing that they have to respond
back to multiple colleagues. Regarding support for team collaboration, this is an
important aspect to be considered in further steps.

Further steps:

For further steps, different options to involve internal stakeholders without access
to Intercom or Shipright, have to be explored. An example solution for this could

be to share insight-updates via e-mail, that includes an option to schedule a
physical meeting. Also, it is recommended to prevent analysis leaders from feeling
overwhelmed in further concept-iterations, when seeing notifications of colleagues’
replies to insight-updates. An example idea for this is to put all added colleagues in
one group-conversation, so the analysis leaders can respond to them all at once.

In summary, team collaboration is supported by enabling relevant stakeholders
to keep track with creation of and changes made in insights. Further research
regarding customer involvement in analysis is still to be done but, supposed that
insight-updates for customers are included, the concept needs to be improved.
This improvement is about ensuring CS agents to be aware of an insight and
the respective customers that are updated. With that, they are also ensured

to feel involved with analysis that would go on among their companies and its
customers. Furthermore, different options to involve other internal stakeholders,
(besides customer facing teams) in analysis, are to be explored. Hereby, those
without (possible) access to the company's Shipright account and Intercom
platform, should be included in the scope. Lastly, it is recommended to explore
ways of preventing analysis leaders from feeling overwhelmed in further
concept-iterations, when seeing notifications of colleagues' replies to insight-
updates.
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