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Why This App?

Selection Process

Twelve app ideas were displayed with an
image, title and one line description. Seven
people were chosen to select the app that
they would invest in. Each voter was given a

Choose 3 Apps
quarter, nickel and penny to choose their ____]70 = — 1
three favorite ideas. The app with the 3 3 _-‘ | |
greatest amount of money or number of 274 34 f B

votes was chosen. Brew-O-Meter

ok

Cant

Criteria

App should solve a unique or challenging
problem.

<

but overwhelmed?
i find wehich

App should have broad appeal.

25¢ | k
‘PW—Z Market Pixie

? fex take too long?
Letthis app save you time and money.

App should not have a saturated market.

and like ?

Keep track of the art seene around you.

this app to visuolize your

<KX

App should be achievable with today’s
technology.
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Interviews

Hypothesis

My hypothesis is that the amount of work involved in camping
preparation and set up is prohibitive for many people. Camping is
relatively simple in concept, however, the sheer amount of work
involved may prevent people from committing to the activity.
Additionally, many people do not own the equipment needed for a
comfortable camping experience. Thus, they may be open to paying for
services to ease the pain points.

Goal

The goal of interviewing was to understand why people choose
camping over other forms of lodging. What are the processes involved
in planning and camping trip and what areas are enjoyable or
frustrating. What are the difficulties experienced along the journey and
what workarounds do they use.

Screener

In order to find potential users, a group email was
sent out to co-workers and extended friends looking
for candidates that matched the following criteria:

* Is head of household or travel planner for family

» Has camped or has an interest in camping

» Uses websites to book travel

* Uses services such as cleaning, grocery delivery, Uber, etc.
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Interviewees

+ Candidates: 2 male, 2 female

» Age range: 25 - 47

* Household: 1 -4 people

+ Careers: Education, Technology, Marketing, Human Resources
* Audio and photos were captured and transcribed to OneNote
+ All interviewees were compensated for their time

Sample Questions

*  Why do you choose to camp over other forms of lodging?

» Can you describe for me a typical camping experience?

* How would you describe yourself as a camper?

» Do you own your camping equipment?

* What information do you gather before planning a camping trip?

»  What aspects are frustrating about camping?

* What are some activities in camping that take longer than they should?

+ Is there a story that you can share about one of your more interesting
camping trips?

Contextual Inquiries

Two of the interviewees were given “Show me scenarios” where they
demonstrated the process for planning a camping trip including: location
research, booking process and communicating to other campers.
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Competitive Analysis & Feature Inventory

Market Research - n
Competitive analysis was conducted to study current camping i e . S
service availability and industry standard travel booking tools. T ——
Direct and analogous competitors were identified through the

interviewing process along with Google searches for popular

websites used for travel. Expected and desired features were o —

documented and images were collected to reference key features. -ipCamp2jpe Recreation.Govjog

Outcome P

Although there were many successful websites for arranging travel and -

renting equipment, | was unable to find a service that replicates what N ' T e
Sherpa has to offer. This would be a unique business proposition.
|E1‘rLfr 5 il :d :;‘2 Sharing Favorites Weather Pe‘;:,g;a: Easy Maps GF; f Blogs esu'iﬂj

R Sigatggialiegin o ®© 0 © © © © © © © © o
recreation.gov/ direct Goverment park service site o ° ° e e ° e ° 9 0 9 0
parks.state.wa.us/ direct Official Washingron State Park site 0 9 o e e ° 0 o e 9 9 9
—— ) O © ®© O © © © © © O ©°
- ) @ 0 ®© ®©& © © © © ©o© © o
g R Teael booking e & ®© 0 9 & © © © © © o o
google.com/flights analogous Airline booking site Q ° 0 o e ° ° ° Q ° o Q
tripadvisor.com analogous Booking and advisory site o 0 ° 9 o e e o Q o 9 °
P ) © © ©& ©¢ © © © © ©o0 © o
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Synthesizing a Strategy

Affinity mappi
in
pping, personas, feature priorities and user fl
r flow.
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xt about the summer camping trip-
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Affinity Map

Distilling the Data

Once the interviews were conducted, individual user needs and behaviors were transferred to post it notes and grouped by key components in the
travel planning process. Emotional influences and larger trending needs were prioritized as areas to focus on because of their impact on whether
someone decides to camp. The target audience was identified through this exercise and personas were derived to represent key user groups.

Deciders

This group represented initial positive
or negative attitudes toward the
camping experience. Needs were
based around services and purchases
that simplified camping experience.

Location Influences

This group represented ways to help
inform campers on favored locations
suited to their criteria. Needs were
based around search capabilities,
information filtering and several forms
of recommendations.
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PRIMARY
School Administrator PERSONA
Palo Alto, CA

The busy camper who needs a little help.

“It’s a lot of work but it’s worth it. 1 want to ereate memories with my kids.”

Teresa is a single mom who likes to spend time away from work with her two kids. Life is busy for Teresa and her
children are involved in several activities. Every year, Teresa takes the family on a large group camping trip with
several close families. Teresa is a planner and likes to prepare way in advance. She feels like she has to because
“it's a mad rush to book a site”. Reservations will fill up early leaving her to camp away from her friends. Teresa
spends one week every summer preparing for this camping trip. She wants to bring everything but only has enough
room for the essentials. Friends will either bring her additional items or she will borrow to make sure the family is
comfortable. Teresa cherishes these special times with will do whatever it takes to make this a trip to remember.

BEHAVIORS
* Loving parent who enjoys spending time with her children
* Works overtime on a regular basis
* Involved in school sports and extra-curricular activities
* Close with several families through school and church
. * Never has enough time for herself

e Strives to provide a safe environment for her children

GOALS

) * Build memories with her family
J‘ * Enjoy her time camping and get a break from work

e Keep her kids busy and active
‘ * Participate in more multi-family events

CHALLENGES

* Planning can take a long period of time

* Equipment is expensive and borrowing equipment is a hassle
e Car space is limited which requires friends to haul equipment
* Preparing for all circumstances (weather)

* Secure a location close to other families
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) SECONDARY
Business Owner PERSONA
Boston, MA

The host that everyone depends on

“My friends want everything done for them.”

Nick is a 30 year old married man who owns a landscaping company. When Nick isn't working long hours, he
enjoys getting outdoors with his wife and friends. Every year Nick plans 3-4 camping trips with hopes to inspire his
friends to get out more. He serves as the trip organizer arranging group meals and activities. “Camping provides
balance in my life. It's my time to connect with people and get away from devices.” He has accumulated a
collection of gear that he doesn’t mind loaning out as long as his friends are respectful and bring it back. I like
helping others, especially my old college buddies. [ just wish there was an easier way for them to get them
outdoors.”

BEHAVIORS
* An avid hiker who is always looking to spend more time outdoors
* Usually serves as the organizer for group camping trips
* Curious in nature and spends a lot of time researching websites for interesting geography
e Listens to forums and experts for camping advice
* Enjoys connecting with friends and taking a break from devices

e Authentic personality who prefers rustic travel to feel more like a local

GOALS
* Wants to camp more often for work/life balance
¢ Find new locations to visit and explore
* Be aleader among his friends by inspiring them to enjoy the outdoors

® Share his love of camping with others like his father shared with him

CHALLENGES
* Convincing friends to go camping
e Initial cost of investment for friends who may want to camp
* Friends’ prep and pack time takes too long and can be a detractor

* Friends borrow gear and don’t always give it back
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Feature Priorities & Initial User Flow

MVP

The MVP for this app will focus on a core experience of search filtering,
recommendations, sharing information and booking. The key MVP
differentiator will be the ability to purchase services. Purchasing
reserved campsites is a lower priority although on the list.

Save Google Map location l ‘lle A ‘ﬂmr

Recommended campsites
serve campsite
Sove details to emall Reserve campsite

Rewards for renting camping gear

Location based search

tion
round informa
co=d profite Settings

=3
Sharable itinerarl TR

Map based search
Filtered searches

User recommendmmns
Setup confirmation

Purchase rentals and services
Reservation Hold

AirBnB like ratings system

Most papular campsite recommendation

Campsita reseling/rensierifg  jcer sdded images

—> UN BxRECTED

BTy &

Save details to text

Arrival/Departure Notifications
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ing equipment
Foarder O \mage based search

Campsite layout tool

Image tagging Profile bullder

Low 1ePhet

Initial User Flow

A simple user flow was created as a sketch to identify the key steps
in how the primary user would interact with the site. The intent was
to keep the focus at a high level and expand scope as needed. The
flow proved to be a living document that went through several
levels of iteration.

Edit existing trips

customization.

No o

¥ v

Campsite is already.
booked. Ready to Create Profile
customize.

Save Order

Features

User recommendations | Map/Location based search | Saved favorites |
Campground information | Campsite reselling/transferring | Filtering |
Sharable itineraries | Setup confirmation | Purchase rentals and services |
Reserve campsite | Profile Settings | Reservation Hold | Save Google
Map location | Save details to email
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Initial Designs

Sketches, a pivot and a paper prototype.

L [ X<
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First Sketches & Pivot

Sketches

It took one round of sketching before | realized that the MVP was still
out of scope. The reality of “Expedia meets REI" was apparent and so the
scope was reduced to focus only on the “Deciders” and leave the
“Location Influences” for post MVP. Users can arranging services on
existing reservations which still met the needs of the personas.
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Pivoted User Flow

The primary user flow was changed to reflect the pivot from travel
arrangements and services to services only. This will require a user
to input their existing reservation which was already planned as a
red route. The flow was transferred to paper sketches and compiled
into a paper prototype for testing.

[ AR &
N
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Sitemap & Cardsort

Pre-Cardsort Sitemap Input From Card Sorting

A content list was generated to account for all of the content and * Added How It Works under Home Screen
screens required for Sherpa. This list was sorted into groupings * Moved My Favorites under My Account

and transferred into a sitemap which shows how users will + Added a Help node

navigate through the site, what sort of content they will need to * Moved Purchases below Order History
support their goals, and what sort of language they will use to + Rearranged some of the equipment categories

identify things. The same list was then given to two participants
for grouping and arrangement in order to validate assumptions. .
Post-Cardsort Sitemap

Sherpa Site Map Erer—— Sherpa Site Map
Befare Card Sort After Card Sort.

UXD Presentation | Peter Zahn 14
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Paper Prototype & Feedback

Testing

Sketches were placed in front of two participants for early

feedback on website purpose, design placement and screen flow.

Users were only provided with context that the website was
camping related and that they needed to purchase a tent for
their camping upcoming trip. Sessions were audio recorded and
feedback was transferred to OneNote for referencing.

Feedback Highlights

@ Layout felt intuitive

@ Understood concept

€© Expected to book a website

© Wants campground inputs to auto-populate instead of typing
€© Wants to add gear in one place and not for each campsite

@ Wants to learn more about the company to gain trust

© Transition from pick gear to summary page felt confusing

€© Summary page felt like final screen

© Wants optional button to set up gear
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Wireframes & Prototype

0 r r ] r e.
Lo-fi wireframes, medium-fi screens and a clickable prototyp
- ;

N g
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Evaluating, Revising & Lo-Fi Wireframes

Technical Evaluation Lo-Fi Wireframes

Input from the paper prototype, research from pattern evaluations and
additional screens were incorporated in with the previous designs to
create the low-fi wireframes. These drawings captured the entire primary
flow sequence and were used as the starting point for digitizing the app.

An evaluation of mobile requirements as well as pros and cons
of app framework was conducted. My target audience used a
desktop/laptop for nearly all information gathering, booking
and purchases. Mobile devices were used for onsite or in-
transition goals such as checking in or getting directions. In the
case of Sherpa, a responsive website met the technical o,
requirements of the feature set. S
£

e o

IA Revisions

The information architecture of content divided into
campsites, campgrounds and trips left participants confused.
Users expected camping equipment, shopping carts & trips
and wanted an easier way to divide equipment between
campsites. The user flow and site map were revised to
reflect these changes translating to the navigation displayed
in the wireframes.

e
L e e
| EEEE
= e, e
= e

==
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Medium-Fi Wireframes

Lo-fi drawings were imported into Sketch and
digitized to increase fidelity and represent
how the final layout may look. Areas of focus
included content hierarchy, screen flow and
feature concepts. The wireframes were
annotated with notes to capture thoughts on
screen element behavior and purpose.

Testable Content

@ General layout of screens

@ Design patterns with correct icon meaning
@ Navigation between screens

@ Affordances and prominence to guide users

@ Titles and key text to convey concepts

Elements such a color, images and
description text are items to include in the
next round of wireframes if users tested well.
The goal was to test early and often to
correct mistakes before moving on to the
next stage.
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A Shop Gear  ContactUs  About Sherpa Login Sign up

o SHELTER SLEEPING
- -

Features

ESSENTIALS COOKING  FURNITURE  LIGHTING

Outdoorsman Elite 4 Person Tent

o 290 Ratings

ok ok ok d 43/5

© 511 un

o
Include Setup o o

‘ ’ P = Share Link |

i@ e

W Add to Faverites

o Formany of us, our very frst expenience of leaming about the calestial badlies begins when we saw our first fall moon In the sky. It s trufy a magnificent view even to the naked eye Ifthe
night s clear, you can see amazing detall of the lunar surface just star gazing on in your back yard.

o Naturally, 35 you grow

 your lova of astranomy, you wallfind many cslesti| bodiss fascinating. But the moon may always ba our frst love bacsusa is the ane far away space object that has

the unique distinction of fying tiose to the sarth and upon which man has walked.

Cart.png

First Time Screen.png

. =
Checkout-Confirmation.png

Checkout-Billing.png Checkout-Confim.png

Home-Empty.png Heme-Filled.png Shopping-ProductLevel.png

deng

Checkout-Deliverypng

Shopping-ProductLevel-Finishe

Annotations
Shop gear item level
1. Active menu items display in bold.

2, Breadcrumb providing page location and
hyperlink to shopping category

3. Images of shopping items that magnify in
existing window on selection

4. Ratings hyperlink that moves user to ratings
section of web page.

5. Price that fluctuates based on length of
travel. Longer periods lower gear price.

6. Hyperlink that displays popover explaining
pricing structure.

7. Checkbox that enables basic service plan as
default on check out.

8. Primary action button which adds item to

shopping car.

9. Button which displays menu option for how
to share page link.

10. Button which adds item to favorites list

under profile.

Checkout-Payment.png Checkout-Servicepng

—

Shopping-TopLevelpng Sign up.png

18



A
Shenpa

Clickable Prototype & Sketch

B T =

Until this stage, Sherpa was only a

concept composed of discussions,

paper ideas and digital wireframes.

Allowing users to sample the app in L st
the early stages would validate : '
whether the designs enabled users to =
accomplish their target goals in an B ——
intuitive way. Would users know

where they are at all times and would

they understand how to navigate ; ;

between screens?

Using Sketch, all interactive elements

on screen were enabled to show

intended or proposed functionality.

Primary elements were active while e s
secondary elements were linked to a — = =
placeholder screen to reinforce S
affordances. Consistency in behavior
was required to reduce cognitive load

and focus on completing tasks.
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Usability Testing

Four participants using the product and providing meaningful feedback.

UXD Presentation | Peter Zahn

Session 4
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Participants & Discussion Guide

Recruiting Participants

Two out of the four previous interviewees were recruited for

usability testing. Their profiles offered a close match to the
target user and would prove to be ideal candidates. Two s
additional participants were recruited through workplace o - 30 Minutes) -
searches. Their profiles had similar needs to the personas, Clickable PrototyPe a'\'est e
and also provided valuable feedback. Sherpa Usability

—

summary
Task Scenarios o reoe

3. Conclusion

In order to understand what works and doesn’t work, , R
people needed to interact with the prototype. To be s e 2
effective, tasks scenarios were created to provide ::;::::‘;“iiii’:fiiﬁ&‘i’mmwmmw o
users with a goal that aligns with the personas. ;M;mm:;“;;““w;wm?:‘f?“l
These tasks, along with an introduction of the N‘;"ijﬁfwu; \3;1»:::;::::7;‘3’;‘?;1”.‘ i
project, were published into a discussion guide and "‘”,:v;?“m;,,“;ie;m';“fom;n”
reviewed with each participant before testing. o e e e conscam e 2

and audio for note

5 e
captuing SOMWEIE B we begh?

nave any queston®

Example:

v Now that you have added a tent to your cart, you will Task! M,M.n.mmmvwmm:;;::’;“j::;i’:f:::::ﬂ;
need to verify the order and continue to purchase. . Yo g S

1. Walk me through how you would view your cart. o

2. Walk me through how you would to start the checkout
process.
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Usability Testing

The goal of our usability testing was to understand if our
designs were intuitive, easy to use and workable for the
target audience. The tests were conducted as
observations with no additional help using the product
beyond the written task scenarios.

Participants were given a laptop on location and asked to
“think aloud” as they complete their tasks. Each session
lasted between 20-30 minutes and participants were
compensated for their time. Sessions were screen
captured and audio recorded to analyze and debrief the
results.

Overall, the tests yielded positive results. At a product
level, users completed most tasks successfully and
understood the flow. At a screen level, users felt
comfortable with the layouts and navigation with
exception to the getting started and sign up pages. Sign
up in particular would require a re-design to align with
their mental models. Key feedback from the findings
were identified and analyzed during the next stage of the
process.

o Enter a reservation o Order service °
o
J I
. lu:o i
‘\ ]
f

Spmd more time

Plcl gur - \ mﬁhng mrsmullm

i P

-

_________

Set up my campsite
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Synthesizing the Findings

Plus/Delta Map

Observations were transferred from

audio/video recordings onto post-it notes and ” G-OPtLL
arranged on a whiteboard. Feedback was , N D=t ToRfSE
categorized as something that went well or ! OF WESSITE

needed improvement and aligned with user
goals. The output was a mapping of data

which will inform insight on areas that need ] KA e soccessrous lﬁ“
improvement. —
= d K Siened VP SuccessPoud
X * ‘
Key Obser\latlons y/y A ComPLETED Rulcvnse SeccESSFULLY s

@ All users understood purpose of website

@ Shopping flow was intuitive

@ Users actually wanted this service in real life .

© Sign up and login together was confusing
€ How it works steps felt interactive

€© Trip price made users hesitate to purchase
© Inability to edit shopping cart created angst
€© Users had concerns with secured payment information

€© Users wanted basic browser navigation

UXD Presentation | Peter Zahn 23



A
Shenpa

Next Steps

Where do we go from here?
FEEDBACK INTEGRATION SECONDARY FLOW
Incorporate user testing Build out secondary
insights into designs. Sflow and additional

paths.

UXD Presentation | Peter Zahn

/

/

VISUAL DESIGN

Begin work on visual
look and feel of final
product.

-\"
rd

PROTOTYPING

Validate hi-fi designs
through testing.
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