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‘I was swimming in data”
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Lines of Enquiry

Subquestions

Collection Methods

A

Collection Tools

Analysis Tools

Co-design Method

Planning
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Semistructured
Interview

Questions
Card sorting
‘ Journey map

0?47 0?07
| ? | \I?/I
Design Generative
ethnography research
Observation Co-create
Journey map ideal service

Service map

Clustering

Personas

Jser experience journey
System or service map




TACSI Methods & Tools

Youth Refuge Reform example

Meet & greets

Semi-structured
interviews

Rapid
ethnography

Generative

research

Research Method

Set up sensitive engagement

Casual Build rapport
i Select respondents
conversation |dentify assumptions to test
Interview Understand

Journey mapping
Card sorting

Life experiences and what helps/
hinders in supports and services
Life needs aspirations and
motivations

Service shadows

Insight into
Refuge/ daily experience

Understand how youth want/need to be
assisted in resolving homelessness and
build a life that they value

Develop analysis of the experiences, views,
and perspectives of a sample of service
users across youth refuges.

Examine potential service design responses
or processes arising from the findings

|dentify key service design issues and
potential solutions.

Participant Identify gaps in service
. offerings to meet needs
observation
Co-design
Paper Opportunities and possibilities for
) a better refuge experience
prototyping
Tool Output

In order to




Surface

Deep

What People:

Say
Think

Do
Use

Know
Feel
Dream

Methods:

Interviews

Observations

Generative
Sessions

Knowledge:

Explicit

Observative

Tacit

Latent

Image Source: ‘Convivial Toolbox: Generative Research for the Front End of Design’
by Liz Sanders and Pieter Jan Stappers



Collection methods

- Talking (i.e. semi structured interviews) Wt do pegple say?

« Observing (i.e. rapid ethnography) Wyt &lopeople ace

* Making (i.e. generative co-design activity) Wit do peaple dream?”



Analysis tools

» Patterns (clustering) Wit hemes W@%{i@'@?

* Cohorts (personas) Wit are rew and wiexpected ways To group conorts

* Experiences (journey maps) wirt gre tie highs + lows?” Barviers + ferefits?”

- Ecosystems (systems maps) How does wiat we've leamed fit

ifo 4 lavger context?



clustering




From analysis to clustering

Observations Key Quotes Assumptions

Bl | pEE

Insights Opportunities

HEaun




Clustering

Theme 1 Theme 2 Theme 3 Theme 4
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personas



PATIENT

-.‘ ZAINAB

Zainab lives in Wayo Matti in
Wamba LGA. She has two children—
the younger is two years old and the
elder is seven—and she is currently

pregnant with a third.

She has been married for nine years. Her hus- home birth. Since then, village health workers
band, Ali Musa, is a teacher and a farmer. Zainab have come to encourage her to go to the clinic
occupics her days with houschold chores and for antenatal care. Ali Musa was convinced and
making sure her children and husband are well- decided that Zainab should start doing so. Zainab

fed; she helps with farming, too. It’s a lot of work knows the delivery is supposed to be safer at the

but she wants her children to have opportunitics clinic, but she has been warned by neighbors that
that she did not have. She only finished senior the staff are mean, will not let her squat to g
sccondary school, and can read and speak English  and may charge her toos
Jjust a little bit. She doesn’t have a mobile phone of
her own but occasionally uses Ali
or receive calls.

Beth

Foster Carer for the child

Every morning, she sells akara
fast snack made from ground |
with her sister to make a little ¢

cherishes that time to talk abo . “f keep a little money aside so
f::'::hf:; ?sls:a:s::nl;::::: that when | get another baby at
she hasn't experienced before. A Q = least | can race out and buy

Her two children were born at ho WhFat / ne?:d to be prepared
labor was casy and, at the time, s 2 - Foster Carer

About her

Beth has a two bedroom home and fosters up to two children at a
time. She's in her sixties and prefers

the easier to manage younger toddlers and babies.

Thelr perzpective of their rezponzibliitiexz
. It's up to her to provide the child with a loving envi-
‘ (s SoRL Pl " 1 o S0 ronment where they can feel safe and reach their potential- things
ek Serefs?, ' . ) :
¥ S that their parents aren’t currently able to provide. Beth keeps the
vl 0 e birth parents separate from her relationship with the child, but
always speaks well of them in front of the child.

Effect thiz haz on reztoration

Children thrive with Beth although their time with her is explicitly
temporary. She only does crisis care as she likes being able to
support the child going back to their parents as she believes that

that is best place for the child where possible.
pjs 5DE,TOYs o Hisions, pingiys ;o
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Anatomy of a persona

Personas in Context (Blog Post)

1. Segments — What are the extremes or groups of
cohorts we want to represent?

2. Characteristics — Who is this person and what do
we need to know about them?

3. Barriers and benefits — What are the key things
that help and hinder this person? Why?

4. Needs and wants — What's the job to be done?

5. Motivations and incentives — What drives this
person’s behaviours?

6. Supports and Influencers — Who else is in their
network (positive or negative)?


http://reboot.org/2015/06/18/user-personas-in-context/

Persona Templates

SEE & HEAR @

Environment
What friends say and do
What the market says and does
What peers say and do

THINK & FEEL

What really counts?
Major concerns

FEEL

Worries and aspirations

)

SAY & DO

Attitude in public
Appearance
Behavior toward others

PAIN

Fears
Frustrations
Obstacles

GAIN

Wants/Needs
Measures of success

© brand manual 2014
2009-2014

92 -

Service Innovation Handbook © Lucy Kimbell and BIS Publishers

Service innovation handbook

3 Behaving and experiencing

Creating a persona/storyworld

Use this to describe someone in their world

The backstory
My family, study and work background. ..

Beliefs about change Key insights
How | think about the future. ..
Goals and values Issues and challenges

The future | want is...because

Devices and technologies

“ 1 think/feel/know..."
Things | have with or around me (eg car,

TV, mobile phone).. .because...

Current situation

Mynameis...Myageis...llivein...with...
How and where | spend my time. ..My work
andincome. ..

Workarounds

Relationships with organizations

Formal/informal. . .occasional/frequent

Capacities and resources

| caneasily...lcan'teasily...My skills
are...because...

Strong ties with...

People, places and organizations

Weak ties with...

People, places and organizations



user journeys




Exploratorium Visitor Experience Map
Where do you support the paths of different visitors?

TOUCH POINTS

VISITOR KEY MOMENTS

Marketing
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Digital Media

Q.

L4 ~

People

GET THE IDEA

Local Adult

A

Tourist

A

¥
Hispanic
Family

I

th
Member
Family

Discovers Exploratorium on .
travel site

Discusses with hotel concierge

Heard about Exploratorium .
on Univision o

Unsure if it's the right place .
for them

Is triggered by fond .
memories

Receives Exploratorium
communications

Pre-visit
Grounds
- '.~

Transit

PLAN THE DAY

Rents a Zipcar

Plans day around visiting
multiple tourist destinations

Talks with family about going
Learns about Spanish options
Considers cost deeply

Looks up member
benefits

Arrival & Entry

Orientation

-----

GET INSIDE

= Needs to meet friends there

* Asks about Spanish support

Mobile Device

At Exploratorium

Places to Go, Things to See

Places to meet and rest

= Seeks alcohol
= Buzzed and wants munchies

DO THE MUSEUM

= Feels pleased at the depth of

the content

* Needs to keep family together, old

and young
= Pleasantly surprised that translation
is free
= Seeks special member check-in or * Feels pride and belonging
benefits

= Wants to skip line
= Feels extra frustration with crowds

= Looks for favorite exhibit

= Feels frustration if it isn't there

Retail

Mobile Device

Exit

WHAT'S NEXT

= Wants to continue social activities
for the night

= Seeks spot to rest and recharge

= Gathers the troops

* Feels proud of San Francisco

expl ratorium’
dapti th
map by adaptive path
Post-visit |
Digital Media

People

RETURN TO LIFE

Plans another date

Reviews on Trip Advisor
Crashes in hotel

Shares photos with family

Wants to get more involved



Risk Threshold

Removal
|“ g w"

Removal

Removal
1 G New Baby | New Baby
{ | | é.
| / N
A~ J N
-’

Early Intervention Preservation

o Family Experience
% Notifications

~ Services



Anatomy of a user journey

[ntroduction to Designing Experiences

(Video)

1. Scenes — What happens when and why? What is
the intended outcome of each situation?

2. Actors — Who is doing what? What is the role?

3. Props — What are the tools and touch points that
are used”? How do these create behavioural

cues?

4. Sensory experience — What does this moment
feel like? Look like? Sound like? Smell like?

5. Emotional experience — \What are the highs and
lows?


https://www.dropbox.com/s/su0la0v5mf135mx/161205%20Mcdonalds%20v1.m4v?dl=0
https://www.dropbox.com/s/su0la0v5mf135mx/161205%20Mcdonalds%20v1.m4v?dl=0

User Journey Template

Before

Highs

Lows

What were they doing? Thinking? Seeing?
Feeling? Hearing? Giving? Getting? Who else do

they interact with?



systems or
service mapping



The Wider System: Current Flows

Destabilising Forces

Trauma
Addiction
Mental Health

rty

Stable
Job & private rent
Transitional Housing

Somewhat Stable
Rooming House

Private rental — )

Time limited
treatment/institution

(Prison) . _  ————————— === Social housin
g
Motel
Health
OOHC Care

3

Unsupported Homelessness
Motel, Rough Sleeping, Car, Family

— C A

Too Big Access Point
Need less of this

Too Small
Need more of this

Stabilisation (CSA’s)
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Anatomy of a service or

_FACS

Policy, Process, Practice, .-
Recruitment, Training

Cacown vl or
Caseworker

Goal
To keep children safe, and get my
paperwork done.

Perception
Some parents are a risk to
children.

An estimated 90% of FACS
recommendations are
accepted by the magistrate

Determines relationship

and acts as an
intimediary to services

Referrals

Can provide
transformative or
shallow services

/
7
N
A
~
A\
\

Goal \
To support a large number of \
families and meet targets.

Perception
Removed children need foster
carers, and birth parents
need services.

Commissioning and
Monitoring and
Evaluation

FACS

systems map

Goal
"~ 'To make good decisions quickly,
i for children.

Perception
To thrive, children need
\_ Pbermanency as soon as
" possible.

Legal support and

final orders

Goal
To do what it takes to get my
family thriving at home.

Perception
FACS has taken my kids and
won’t help me.

Carers are in high
demand, in a position to

egotiate contact and pay b

Recruitment, training and
supervision can vary

Triage and
allocation of FACS

: cases

Can help parents build
new skills, or prevent
positive relationships

'Kinship

-
r/

To provide an environment for
children to thrive.

Perception
We can provide what birth
parents can’t.

1.

2.

Entities — Who are the actors and organisations?
What are their goals and objectives?

Flows — What information or resources flows
from one place to another?

Movement — Where do people transition to or
from?

Blockages — WWhat creates barriers or unwanted
outcomes”?

Influencers — What drives or incentivises
decisions or power dynamics?



Your
Opportunities
are Only as
Strong as

your Insights

Frame a slew of how might we
questions based on your
insights

» reducing key challenges /pain

points

- amplifying what works
Generate opportunities that
respond to the how might we’s

- Rank using matrices that the
reflect key principles, types of
outcomes you want to see, or
horizons of innovation
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THE AUSTRALIAN
CENTRE FOR SOCIAL
INNOVATION

We develop, test and spread
innovations that change lives.

tacsi.org.au
@ozinnovation

Thank you!
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