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Horizon 4

TV interface design
Wireframe | prototyping | product testing | Ul

Liberty Global is the world’s largest international TV and broadband company. | worked on their TV platform
Horizon 4, which service is provided across 12 countries with a total of 21 million users, including brands like Ziggo,
UPC and Virgin Media. While | was working there, the product was launched in Germany, Switzerland, The Nether-
lands, Belgium and Chile with a much improved NPS score compare to the old version Horizon 3. | was very glad

that | could be part of this journey.



| worked on many area of the product, from high level feature design to Ul changes across the platform, from product test-
ing and researches to maintenance of visual components. My main responsibility includes:

- Interaction design: create user flow and wireframes.

- Visual design and delivery to developers.

- Create prototypes to review and test ideas.

- Update and maintain visual design components of the library, clear speccing and documentation.
- Review works from developers.

- Present and communicate design to all stakeholders.

The main challenge we had was to make a design that fulfills 12 different country’s requirements, law, business contract,
different languages, etc. The design needs to be restrained in order to fit all kinds of requirements and the current structure.

Another challenge was that at the time | joined the team, there was no time and budget to do any testing. We spent a lot of
time debating design decisions because they are all opinion based. We initiated the process by starting to do it quick and
dirty: simply going to the canteen or other departments like HR or finance, who has no idea what we are doing. Gradually
we managed to set-up a proper room that we can observe and record, and a participants pool with internal employees form
different department. By the time I’m about the leave, the higher management seems to get the value of testing and could
probably allocate budget for it.
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This is an example of what | do at work. On the TV platform, users
are allowed to create their own profile, so they can create their own
channel line-up, receive more accurate recommendations, have
their own watch list and bookmarks, etc. Through a workshop we
found out the profile creation flow is not very clear and intuitive. So
an optimization is needed.

There are 3 steps to create a profile. First, users choose a colour
and type a name; second, they can pick the channels they watch the
most and rearrange the order; third, they can pick favourite genres
to get better show recommendations.

| first evaluated the current flow and marked out the pain points.
Below is a shortened version of the flow.

Manage profile channels list Choose your preferred genres
™
ol Clearst Confirm

There is no clear benefit why If a user get out of the flow After channels are picked, Users need to pick at least 3
a user should create a profile. during the process, all steps user don’t know how to channels to get started. This is
before will be lost. confirm or get out of it. mentioned at no where. If they
(Currently by hitting a BACK picked less then 3, they need to

button on the TV remote.) go back to the previous step.

There is no feedback after the
entire process.



The biggest change of this iteration was that the value picker of channels was taken
out. Users can operate in the same modal instead of jumping to another one. It has
instant feedback.

Next to that, | also

1) re-wrote the copy together with our copy writer to make the benefit and instruction
more clear.

2) added a function to the flow that after each step, the system can remember what
the users had done earlier. So they don’t need to repeat the whole process again when
coming back.

3) added a recap message after the user finish the entire process.

While presenting this to the PO, | got a new requirement of adding a function, which
is a filter for the channels. Also we got a complaint from Chile. When users add all
channels as their favourite, the channel numbers suddenly change. The reason is that
channel numbers are not continuous. It could be from 1,2,3,4 and suddenly jump to
10. So after adding all channels as favourite, their channel no. 400 suddenly became
channel no. 91. People are confused about it.

You've successfully created
your profile!

Profiles

New By creating a profile, you can:

* Make your own channels list

+ Get personalised recommendations

+ Add programmes to your own
watchlist

v>7/ V'

Manage personal channels

Select all Clear list Confirm

NPO 1HD

NPO 2 HD

NPO 3 HD

RTL 4

RTL 5

SBS6
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So I need to work on the new requirement and solve the complaint. After trying a few ideas, | thought maybe it’s better
to re-look at this from a new angle. | considered a duo screen option.

The benefit of this is that it make space for the channel filter, users get stronger feedback, reduces the number of clicks
on the remote, and hopefully make the process more clear. I’'m also considering removing the ‘Add all’ function. It is
a nice-to-have, but may create more problem than benefit.

As of the time I'm writing this piece, I’'m preparing a user test with a Framer prototype to see how participants interact
with this whole flow. Mainly to check:

- If this flow is better than the current one

- Do they understand the filter function

- Do they use the ‘Add all’ function at all

Choose your channels

ar list Next step

Hypothesis

H1. Users have an easier time using the duo screen solution than the current solution.

H2. Users can add channels as their favourite

H3. Users use the filter.

H4. Users understand the ‘favourite all’ and ‘clear list' button (copy or icons)

H5. Users can reorder channels.

H6. Users understand the difference between ‘channel genre’ and ‘recommendation genre'.

Testing

Need to test both the current flow (on box) and the duo screen flow (prototype).

Half of the participants start with the box and then prototype; the other half do the other way
around.

Observe: Which flow is easier to understand and operate. (H1)

Step 1: Choose colour and type name
Only still images to go through with participants. No questions.

Step 2: Channel picker

Main prototyping testing part.

Task 1. Add NPO 1,2,3 and RTL 7 as favourite. (H2)

Task 2. Add all sports channels as favourite. (H3, H4)

Task 3. Reorder: put RTL 7 as the 1st channel; put Sport channel X as 2nd channel. (H5)
Question: For your own preference, how many channels would you add as favourite? How
likely would you use the ‘Fav all’ function? (H4)

Step 3: Genre picker
Still image fo show to the participants.

Question 1. What do you see? (H6)

Question 2. What do you think it is used for? (H6)

Question 3. How is this related to the previous step? (Optional and question need to be
formed better.) (H6)

Step 4: Recap / feedback (optional)
Still image to show to the participants.



This is another example. Currently there are push notifications from the editor to the users.
These notifications show up at system boot-up, recommendations at video on demand area,
or by toast messages. However, they can be easily missed by the users. So a messaging
inbox is added for all notifications and users can look for them at any convenient time. This
needs to be a function across platform available on TV, website, tablet and phones. | worked
together with a designer mainly responsible for mobile devices.

| do think it make sense to have a place for the providers to communicate to its users. But |

think in general people don’t want to be bothered again next to all kinds of messages they

receive each day, They just want to relax and watch some shows peacefully. So we tried to
design this as less un-intrusive as possible. Here we use TV and phone as examples.

Graph see next page.

Horizon 4 is a product that keeps evolving. My role
also kept on evolving as | worked on a lot of different
area of the product. Above are just 2 examples of the
work | do at Liberty Global.

The main tools | use during the project are:

Sketch - for wireframe and visual design
Confluence - design speccing

Zeplin - handover to developer
Principle - Idea testing and animation
Framer - prototype for user testing

dJira - for sprint planning




Messages are profile based.
There is a editing icon under-
neath each profile which can
lead to the setting page. A
small indication is put there as
a gentle reminder.

If it is a show push notification,
it will lead to a detail page of
that show.

SETTINGS 1830
Messages Gans Messages <
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Users access message inbox in When entering inbox, new New Voice command All messages are kept for X
the setting page. messages will have a label snres amount of time before auto
D T Note that on a phone, the which only appears for a few P = delete. This requires minimum
setting is always under certain seconds. Then all messages effort for the users to interact
profile (no profile means general have the same status. This with them.
profile). This is because phones way the users are not forced
are rather personal. A users is to click on them to remove the
likely only using his/her profile. unread state.
) Whereas a TV is more public

If a family/user does not use and shared among all family If it is about system update or

profile, they can also access members. new features of the platform,

it directly at the setting from a it will open a new page or

contextual menu. modal for more information.




ShleepBetter is a Dutch start-up based in Amsterdam. Its mission is to help organizations and people sleep
better by offering workshops, assessments, coaching, and a unique and scalable sleep coaching app. My work is
focusing on the UX and Ul design of the app, which was launched in App store and Google play by the end of 2017.
Since its launch, the app has been featured on App store and online media Product Hunt. The team was nominated
as the startup of the year in 2017 by Sprout in the Netherlands; and made it to the French Les Echos top 6 startup
list at CES 2018 in Las Vagas.

ShleepBetter

Native app design
UX | Ul | wireframe | interface




Working process

Well, it has been a pretty good start, but the app available online is still very basic.

There are a lot more development under going.

Due to limited resources and time constraints, usually | discuss the UX part with the
project manager and one of the founders briefly, quickly go through the wireframing
and come to the Ul design. | send the source files to developers together with design
guidelines. I'll get feedbacks from the user testing, and the process repeats.
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SLEEP DEBT FUNCTION

We will be allowing the user tc calculate the users slzep de

SLEEP DEBT
0 hours |

- [Gox te enter h

Enler 1he hous of slegn you... //’
i'/

Meed to feel rested :]

Weekday night D
Weekend night U

Calculate

FUNCTIONS BUTTON
We will be adding several function:
separately, we want to add one bu

1. Add a functions button to the bottom mer
fi) Make icon
L

® A
n= here

Plan My Journey tine My actions

2. Create a screen to select a function: sleep coach, |
debt, relaxation. All functions should have a little ico
This is where | made these circles

My Actio

< SLEEP DEBT CALCULATOR

O Sleep debt calculator|

O Sleep coaching

O Relaxation
O letlag

Enter the hours of sleep you...

Need to feel rested H

Weekday night

Weekend night T

Calculate

Fast pace lo-fi to hi-fi

<  SLEEP DEBT CALCULATOR

Enter the hours of sleep you...

Need to feel rested ™

Weekday night

Weekend night

Calculate




On board screens

WELCOME!
2
52

SLEEP BETTER WITH SHLEEP

Already signed up? Login

‘)

DAILY VIDEO COACHING

SLEEP EXPERT
DR. ELS VAN DER HELM, PHD

YOU'’LL BE HEALTHIER

YOU'LL BE
MORE PRODUCTIVE
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Hi! I'm Shleepy the Sheep.

MY SHLEEP PLAN @

ADD TOPIC

ADD A NEW TOPIC

YOUR SHLEEP SCORE ’

Session 1

= Recommended module for you

w - A A BREAK UP WITH YOUR

RELAXATION RELAXATION SNOOZE BUTTON

Relaxation exercises for more Use relaxation ¢

At Shleep, we'd love to learn about your
sleep. These questions will only take you
a few minutes. Let’s go!

Your a fine sleeper! (s :
- > restorative sleep
» Knowledge
Question 1
How much do you sleep on a weeknight? How much you sleep s SNOOZING .
| . 10 days: Stop snoozing chal-
Let’s focus on this first | f
enge!
How well you sleep B Mynotes

So the time actually spent asleep, which

may differ from the time spent in bed. A PAYING OFF YOUR
Your sleep SLEEP DEBT FALL AND STAY v

rough average is fine!
environment & habits
Change your evening routine ASLEEP &

to ensure better sleep Br

Let’s get all the stars! ADD TOPIC
We will coach you to
sleep better.

GETTING v
ENOUGH SLEEP &

Let’s start! @ SNOOZING v .

Plan

( ) THE RIGHT

RHYTHM

Sleep scan and plans TECHNOLOGY v

For first time users, they will be asked to take a sleep scan to find out where they
have problems of sleeping. A score will be given after the scan and related plans SLEEP NEED v
will be recommend to them according to the scan and score. Under each plan there AND SLEEP DEBT .
are series of coaching videos and exercises they can go through to understand the
problem and improve it by doing the exercises.




MY RITUALS SLEEP HABITS

TURN ON NOTIFICATIONS
START WINDDOWN

SLEEP HABITS > 10:00 m» .

Reminders to keep you committed
to the habits you want to build

Repeat: Tu Th Sa  Su
SLEEP TIPS ()
Tips & tricks to improve your
sleep DO A BREATHING EXERCISE

SLEEP BENEFITS
Bite-sized info about sleep facts DIM LIGHTS BEFORE BED

&sleep benefits

GET SUN IN AFTERNOON

CHECKINS : =
Keep up on your sleep sessions
TAKE A NAP .
o C)
My rituals My rituals

)
. : Sleep rituals

Here the users can switch the reminders on and off to keep their new
sleeping habit. They can also set the time and the repeating date.



SUBSCRIPTION

Keep Shleeping Better!

Get access to all app content with over 100
sessions to help improve your sleep

Most popular!

Monthly Forever

9%9 99
€12 €499

Per month*

Redeem a code

Continue

No, thanks

Recurring billing, cancel anytime

*billed as one payment

Enter your promo code

50% W

SUBSCRIPTION

Keep Shleeping Better!

Get access to all app content with over 100
sessions to help improve your sleep

Monthly Your Forever

€12” | plan |€499”

Continue

No, thanks

Recurring billing, cancel anytime

SUBSCRIPTION

Keep Shleeping Better!

Get access to all app content with over 100
sessions to help improve your sleep

Monthly

Continue

No, thanks

Recurring billing, cancel anytime

Payment plans

If the users want to do more exercises or would like to have more in-depth coach from a sleep expert,
they can purchase the extra service. There are 3 plans available, and they can also redeem code for
discount. Once they’ve purchased, they can either upgrade their plan or cancel from a different page.



IN - ACCESSORIES

Website architecture | responsive design
wireframe | interface | user flow

IN-ACCESSORIES is a contemporary jewelry label from Amsterdam/Rotterdam. An online webshop is needed
to present and sale their collections. Since one of their main concepts is to encourage customers to co-create the
jewelry pieces with the designers, a real time responding interface is also needed to be integrated on the website.



| ACCESSORIES

HOME
R Minimalist jewelry. Inspired by nature. Co-created with you.
BROWSE ALL >
¥ UP IN THE AIR

¥ DEEP IN THE SEA

¥ BLOOM IN SUMMER

¥ FAR IN THE EAST

BASICS

READY TO WEAR

TICKETS

STOCKISTS

MY ACCOUNT

CHECKOUT

ﬁﬁn Q

000

Deep in the Sea Up in the Air Bloom in Summer Far in the East

IN accessories offers contemporary jewelry for modern, independent and creative women of all ages. Each piece is inspired by nature and
has a minimalistic stule with a little touch of cuteness.



Checkout — Confirmation
[ Page flow and wireframe
Cart
efore the project started, we first tried to figure out who the target audience
[ Before th ject started first tried to fi t who the t t audi
ghsd I_*[lﬂ‘ 225 was and what their preferences were.
o] | e Dl == o After that, all the necessary information were categorized and a page flow was
i i i created to define the architecture of the website.
HOME Then, after several initial concepts, basic page setups were decided to guide the
user interaction on each page.
| I l |
Account Concept Contact Terms & Condition FAQ

‘COLLECTON NAME

|
HOME
NAVI
NAVI
NAVI
NAVI
NAVI
NAVI

HOME

NAVI

NAVI

NAVI

NAVI

NAVI

NAVI

NAVI NAVI

Follow us Follow us
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ccnions make.

MacBook

The webshop is also responsive, so
the client can shop on all devices with
the same experience.
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Interface design

The original idea of co-design was to let customers ‘drag & drop’, drag
what they like, drop for different combinations and adjust details. But after
discussing with our developer, we found this was not doable under the
given budget and time frame. So we switched to a ‘drop-down menu’
interaction.

Customers interact with the drop-down menu on the right side to design
their jewelry piece. The image on the left and the price at the bottom will
adjust accordingly. The image is floating, so customers can always look
at their design result even when the right side selections gets long and
needed to scroll down.

The pictures on this and next page are the initial sketches, concepts, wire-
frame and the final result.

© Checkout Search Products
Choose elements: C:D) @
0 '—-7‘ =
Choose material: . )
silver gold bronze brass
Choose length: 3cm 6cm 10 cm

Customization panel

Choose elements:

Choose material:

siIveAr‘ gold bronze bléss.

Choose length:

Price calculation




Step 1t chain length

Step 2

Step 3

Step 4

Step 1

Step 2

Step 3

Step 4: bead material

When was the last time you've smelled a summer flower under
the bright sun? Wear our beautifully designed Floral Bracelet and
let the rays of the sun jump around you. Discover the abstract
beauty of only wearing the flower stamen in the center or spread
the joy by adding the blooming petals.

Step 1: Choose 1 or 3 bracelet(s) ~
3 - top, centerplece and bottom v
Step 2: Design the bracelet(s) =
Step 3: Choose the chain material v
Final total
EUR 215.00

1 ADD TO CART



Sustainable Dance Club

User research | creative facilitation
Concept development | Website design | App design

Sustainable Dance Floor (SDC) is a Rotterdam based company focusing on creative concepts of sustainable
clubbing. It is known for its innovative sustainable dance floor that can capture the dance movement and transform it
into electrical energy, which is used to power up the club.

The project goal was to build a proper brand image among the target groups and increase the awareness of both the
brand and its product. It was a big strategic project. UX was part of the whole process to provide good user experience
to SDC’s touch points.



After inside out analysis of SDC’s own strength and weaknesses, competition, economical situation, brand image, etc, we found the core issue of building a brand image and

increasing awareness is to develop interactive touch points that can create rich user experience to SDC’s target group.

So the stakeholders and all SDC’s touch points were analyzed using Harris Profile. The result showed the website and the dance floor were the most important and selected
for further develop for better user experience. The goal was to encourage more interaction between uses and these two touch points.

The current SDC website was purely informative and did not involve any user interaction. It was the same situation of the dance floor as well: there was hardly any feedback
for people when dancing on it.

So the mission became to how to engage more people to the website and enhance the dancing experience.

website | E- Facebook | SDF | Media Brochure | Product Customer
newsletter exposure sheet/journal | service
report
Communicate | +++ ++ ++ +++ | ++ ++ + ++
brand
message
Audience +4++ ++ + + + + + +
coverage
Motivate ++ + + +++ | + + + +
people to
dance
Connection ++ ++ ++ ++ 0 + + ++
between SDC
and the
target groups
Connection +++(0) | 0 +++(+) |+++ |0 0 0 0
between the
target groups
Final score 13(10) |7 9(7) 12 4 5 4 6

Sustainability can be Fun.

Sustainable Floor

Fun Web

Reason-to-believe Touchpoints
1 I

How to express




Target group

To understand more of the tar-
get group, We recruited people
from that group for interview and
co-design sessions.

The user need is concluded into a
event journey starting from prior
till after the event. The users’
expectation, demands and wishes
are sorted in sequence along the
timeline.

PRE DURING

Energy produced

Tips of dance movement Keep / break record

Find people

Tips of loosing weight to go together Games...
Agenda See other’s Maps Interacti.o‘n
Schedule comments Competition
Ranking S Share this moment
Sustainable ranking Dress up ame level of interest DJ's job hare their feeling

AFTER

Publish own opinion
Express oneself

Tips of dance movement Have a place for discussion

Stay in touch afterward  Tips of loosing weight

Up grade

and sharing ideas

Information of the Own personal info Music send out Visual dignals / find tribe Body Language
party/event View other’s profile beforehand Same (digss) code
Symbol
Know what Find mind-like people Earn credits

they can expect

Before entrance, show identity or hierarchy

Get the information they
want.

Know what they can expect
party, people, band....

Pre-set party modes Find the same group and

stand out from it

Get excited during the party
by all kinds of acitvities
they can join

Show credits they earn

Free tickets / game...
Free downloads

Intensify the great memories
Word-of-mouth

> Event time line

Find proficients / Talents to talk to

All information about SDC / SDF...
The design / development process / result



Co-design outcome

The co-design session brought us loads of new inspirations,
covering both touch points and online/offline situations.

We categorized and weighted all the ideas according to our

requirement. ldeas with high score were to be strengthened;
ideas with average scores were to be tried to integrated with
the best ones; ideas with low scores were eliminated.

The result pointed us to the direction of gamification and
personalization. A personalized dancing experience with more
fun and competition might be the best incentive to enhance
the playfulness. Possibilities were to build connection between
the dancer and the dance floor. Meaning the floor module can
give various responds to the dancers based on their identities.
At the same time, the bound between online and offline also
needed to be increased.
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Technology consideration
The main consideration were:

1. How to utilize SDC'’s existing technical strength-LED
light real time respond and data transmission-to increase
the visualization of the intangible dancing effort of gener-
ating electronic power?

2. How can the dance floor recognize the position of
each dancer? The most wide-use indoor positioning
technologies we considered were: wi-fi, bluetooth, RFID
and barcode.



The website Pk Send as e-news

Brief revie
View larger _#_ P‘re'vl:us = ; SDC news G
The website was redesigned to be more interactive. It - ; - leave comments — ————. N |Whet's Ippesing - ;
was like a Facebook event page from nowadays. People | '®népage — OnSOC.com S i " i ""p::;' & Join community? ’— Sign up
can invite their friends, share ideas and post pictures etc. o Upload yours \ — Sk
websites [e.g. i [ 5rod|‘Ets info
FJI'*I'} i Portfolio ‘—"'ﬁ)wnlmd Prgduct'—' Link to SDC lab
. . General info || S | sheet e —d
The dance floor interaction e ' .
invite peaple « Event infarmation Y g"’ 4 Generalinfa
We chose RFID + Bluetooth for the real time feedback. R | ——— g :
v Mission statement
. . Erim 20¢ - Up-coming J, 3 \fﬂ
Each floor module was installed with a pressure sensor and a RFID ID/tickets A
reader to identify different person. Combining the signal transmitter R ! f""“? i,
and the pressure sensor, the amount of energy each person had location | oining people ," ! Clients
generated could be detected. —_— I :
Activities - : ! Contact
The combination of RFID and bluetooth increased the detect accura- l J ," S
cy and made sure the interaction is both ways. — . e : K —
% —_—
The problem was that most smart phones did not have a build-in S _’ Ll Ll_ T
RFID tag, so extra accessory would be needed. They can be picked e 4 ]
) ; = SDCfanclub . ¢, |
up at the entrance of a event. Or it can be left out to compromise the = = = i brtgs = Greds
: w0 COMMUNI - -
location accuracy. et ' STy ’ e .i
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SDCID - !f tant j 1
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RFID tag Smart phone App. | —
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Brand new ideas ~ Becommanty
Clients’ projects =
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RFID reader SDC server

o
SDC website



We introduced a game app to cover the online/offline gap.

When start dancing, the app automatically calculate the number of participating dancers. The dancer’s performance will be evaluated with the other participating
dancers according to the amount of generated electricity. Their position of this time will be shown. Other people can also view this on the website in real time. The
result of the history can also be reviewed. While dancing, the app displays all kinds of dazzling effects representing the speed and amount of electricity generating to
enhance the dancing atmosphere.




Teey

Each floor module consists of a Bluetooth transceiver and a pressure sen- ‘ - = ol . i
Sor. . NaeLE I . -

The smart phone app sends out signals through the Bluetooth, so that the
floor can identify the person. The pressure sensor calculates the energy
being generated. The combined data from the v transceiver and a pressure
sensor should be able to identify “who generate how much watt”. The data
will send to both the dancers’ phones and the SDC server, so people who'’s
browsing the website can see the event and energy generation situation in
real time.

Screen light
U o “,‘ 5 e i
USALSO: FACEBOOK FUIGKR YQUTUBE RSS
i SDC website
LED light
The landing page visual is the dance floor. When hover the
mouse over each floor blocks, different menu will pop up.
resresassinnnninn i finn T e e
@S Transmitter Who

@ Sensor Data SDC server



Real time dancing

Bird view of generating energy

SEEUSALSO: FACEBOOK FLICKR YOUTUBE RSS




Goodbaby Europe

User research | product testing

GOODBABY is a leading company in the field of durable juvenile product. They are engaged in the research and
development, manufacturing, marketing and sale over 90 countries.

| was working at one of Goodbaby’s overseas R&D offices located in Utrecht. One of my main tasks was to conduct
user researches and product tests.

Here is one example of researches of a new product.



About the product

This CarryCoon was an innovative baby car seat. The concept was when not driving, the parents only need to take the inner layer (the carrier) to-
gether with the baby, leaving most of the weight inside the car, creating natural parents/child interaction and increasing baby mobility.

We did 2 focus group in the concept phase to see if parents can adopt this new lifestyle and check the features they wish to be integrated.
At the prototyping phase, we did a four day usability test to improve the product details.




Focus group

Pre-questionnaires were sent out to the participants 2 weeks upfront to collect information of their current experience.

During the session, participants talked over the interesting points from their pre-questionnaire, and shared their positive

and negative experience of using their current products.

Dear participants, we are doing a user research about infant car General
seat and mobility. Your opinion is very important and will help us
to develop the best possible user experience in child product. This
questionnaire is more about your own story of being a user of child Age:
products. So there is no right or wrong answ ot

tell your story in any words or drawings or ¢

Gender: M / F

Before your arrival, we would like you to re:
experience of child mobility. Please fill in th

It will take you about 10 minutes. After finis

Mei@gt t before 13" August. Please try to recall (or imagine) the time when one of your children was
just a baby (until 1 year old). Imagine you and your family doing the daily
routine, maybe just like what you did this morning. You get up, feed
your baby, and have breakfast with your family...

Next, can you try to tell us step by step what actions you take when you
move from point A to B with your baby, no matter if it is at home or
‘outcide vour home?

How do you carry your baby when moving around? Or what products do
you use to help you with it? (Maxicosi, infant carseat, baby carrier, bicycle
seat, sling, or just by hand?)

Are there some obstacles that bother your travel? (Stairs, parking lot, Can you mention some brands of the products that you use for the

crowded people, surroundings...etc.) above?

 and other children?

‘What would you wish to have when facing these troubles?




The main part of the focus group was to have the CarryCoon concept and prototype presented and tried out by the participants. Each
of them needed to give feedback of whether there’s a need, which features they would like to be included, what did they not like about
it, etc.

In the end, all feedbacks were documented and the important ones were highlighted. The questionnaire scores were also analyzed. The
outcome showed this concept did have a market, therefore all result were presented to designers for future reference.

Bill Board
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Second place
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5z option of Baby 5 4 4 4 5 2,5 3 4 4 asal 4 3 4 3 3 4 3,50 3,77 | &3 option
Bjorn Bjorn
Q4: ease of putting 3 3 4 5 4 5 5 4 4 4,11 5 4 5 4 5 5 4,67 4,33 | Q% ease of
baby into a car baby into a
Q5: safety in car 4 4 4 4 4 5 3 4 3 3,89 3 4 4 4 5 4 4,00 3,93 | as: safety
Q: freedam of 4 4 4 3 4 4 3 4 4 3,78 3 4 3 3 2 2 2,83 3,40 | 26: freedar
moving mMOaving
Q7: purchasing 4 4 2 3 5 4 3 5 4 aze] 25 3 35 2 4 2 2,83 3,80 | 97 purcha
decision decision




This session was mainly observing user behavior.

Participants were asked to try all functions after a short in-
troduction of the product, to see how intuitive the product
was to potential users. While trying, participants needed
to express what they feel and why they feel that why.

Short interviews were conducted before and after the ob-
servation, to open up the topic and round up the session.

In the end, participants needed to put the product in a
price category and rate the product in many aspects.

All result were presented to designers and integrated into
next round of development.

3 min |Introduction TKD office Mei
7 min |Currentusing +  Warm up — participants starte Competitive environment TKD office Mei Olaf
experience to think about their current -« User behaviour
using behaviour
10 Explain & present «  Observe how easy/clear for TKD office Olaf Mei
min CarryCoon participants to understand
instruction
10 Participantsto +«  To see how well the . How much the participants can Garage (Dummy and carrier Mei Olaf
min take out the participants understand of the ~ remember from the instruction in CC hard shell, inside the
dummy from instruction . How difficult/easy is the learn curve |car)
insidethecar +  To observe their using *  Pros and Cons in terms of usability
process
To put on the . Same as above . Same as above Garage Mei Olaf
carrier in natural
position
Un-wrap the + Same as above = Same as above Garage Mei Olaf
carrier
Put the carrier - Same as above . Same as above Garage Mei Olaf
inside the hard
shell
Special check - Does the participants feel If the indication buttons work Garage Mei Olaf
safe to drive now sufficient enough
10 To put on the «  To see how well the *  How much the participants can TKD office Mei Olaf
min carrier in up-right participants understand of the =~ remember from the instruction
position instruction *  How difficult/easy is the learn curve
+  To observe their using *  Pros and Cons in terms of usability
process
To put on the = Same as above . Same as above TKD office Mei Olaf
carrier in nursing
position
Participantsto +  To see how much price they =  To see how much price they are TKD office Mei Olaf
choose a are willing to pay willing to pay
price(range)
10 Round-up . Rating of user friendliness of+  To understand the user friendliness | TKD office Mei Olaf
min questionnaire each action of each action
Round-up +  To get other feedbacks that =  General feedback TKD office Mei Olaf
feedback participants didn’t get chance

to express.




1 09:30 - 10:30

2 10:40 = 11:40

3 11:50 - 12:60

4 13:30-14:30

5 14:40 - 15:40

13 15:50 - 16:50

Utrecht

Location: Herenstraat 13

First name

Dennis.

Melinda

Marjolein

Marjolein

28/3/14 First name

1 09:30-10:30

2 10:40 - 11:40

3 11:50 = 12:50

4 13:30 - 14:30

5 14:40 - 15:40

13 15:50 - 16:50

Utrecht

Location: Herenstraat 12

Cor

lulie

inge

Rupert

1/4f14 First na

1 09:30 - 10:30

2 10:40 = 11:40

3 11:50 - 12:60

Merijn

Berdine

Laura

Van Vet

Hildering

Buter

Van Zoelen

Tolboom

Snijder

Pontier

Van Houdt

Faneyte

Den Braver

Girl

Girl

Girl

Girl

Girl

Bay

Girl

Girl

Boy

Musch Boy
Sijtsma @irl
Kneubuehl-van

Der Vlist ail

E3S

31

31

Family situation
Married, 2 Children, Swis
oy, & yrs girl

Cohabiting, 2 Children

Married, 2 Children, Bwis
girl, 2yrs girl

‘Cohabiting, 1 Child

Married, 2 Children

‘Cohabiting, 2 Children

Married, 4 Children

‘Cohabiting, 1 Child

‘Cohabiting, 2 Children

Married, 2 Children

Married, 1 Child

Cohabiting, 2 Children

Cohabiting, 2 Children, 1 yr

oy, 4 yrs girl

Married, 1 Child

Married 1 Child, 12 menths.

boy, 26 wks pragnant

Living candition

Houten, rural,
storage house

Utrecht, urban,
family house

Hilversum,
urban, family
house

Wianen, rural

Houten, urban

Soest, rural

Leusden

Utrecht

Utrecht

Utrecht

Vianen

Uithoorn

Ermelo, rural,
family house

Amersfoort

Eemnes.

Car park

in front of house

an street, public

in front of house

Education level Profesion

HBO

wo

HBO

MBO

MBO

HBO

HBO

HBO

MBO

HBO

in front of house, HEE

private

20 sec walk,
public

HBO

Officer, IET department

Health researcher

Group Teacher

Unemployed

Lawyer

Receptionist

Service Manager

Intermediary Consultant

Grant Advisor

Salesmanager ICT

Cook.

Technical System Administrator

Location Manager

Horme care worker

NS employe

ICT in Rivm

Science at Louis Bolk Institute

Primary schoal

Government | Public Services at City

of Utrecht

Industry

Whalesale - and retail at Honeywell

Building Solutions

Financial institutions Manpower

Other business services at Evers +
Manders subsidy advisers

ICT at Actebus

Catering

ICT at Rsbobank

1335

2,35

143

5

7

Care and welfare at Salvation Army 12

Care and welfare at Allezorg

Logistic and transport

‘What Is mast applicable to
you?

|am a gerson who often tries
out new products and | find it
fun to do.

| am epen to trying naw
products, but buy 3 product,
usually after a while.

|am a person who often tries
out new products and | find it
fun to do.

Ik ben een persoon die vaak
nieuwe producten uitprobeert
en ik vind dit leuk om te doen.

|am a person who often tries
out new products and | find it
funto do.

| am open to trying new
praducts, but buy 2 praduct,
usually after a while.

|am a person who often tries
out new products and | find it
fun 1o do.
1am a person who often tries
out new products and | find it
fun 1o do.

1am a gerson who often tries

urr mews mrdsrte s | find i

English level

™

®

Do you live In an urban ara
rural area?

Rural
Urban
Urban
Rural
Urban

Rural

Do you live In an urban or a
rural area?

Rural

Urban

Virnan

another:

Destinations, what are the reasons?

Time

Duration, how far or how long do you travel from A to B?

Frequency

How do you carry your baby when moving around? What product do you use to help?
(maxicosi, baby carrier, bicycle seat, sling, by hand?} Name the brand please

‘What else do you need to take with you (other than the children}

‘When taking out the carrier, Is it easy or difficult to pull the lever?

Difficult 01 2 3 4 05 Easy
Is it easy or difficult to take out the carrier?
Difficult 01 02 03 4 05 Easy

Is it easy or difficult to put on the carrier in the natural carrying position: pull the ring
and adjust the strap?

Difficult 01 2: 3 4 05 Easy
Does this position feels natural to you or not?
Netnatural ©1 02 Q! 4 5 Natural

‘When putting the carrier back, Is it easy or difficult to click in the carrier to the hard
surface ?

Difficult 01 02 03 4 05 Easy

Is it easy or difficult to push the carrier down?

Difficult 01 2: 3 4 05 Easy
Now do you feel your baby is safe or not? (safe to drive?)

Notsafe ol 02 03 04- -05 Very safe

Is it easy or difficult to put the baby in and out the car?
Difficult  01- 2 3

05 Easy

‘When putting the carrier up right, is it easy or difficult to pull the hook and adjust the

strap?
Difficult 01 2: 3 4 05  Easy
Is it easy or difficult to put on the waist belt?

a 4 AR Facw

Pidrale a1 2.



THANK YOU



