
www.flickr.com/photos/katerha/8435321969

Storytelling in design 
 The power of stories & how they can be used for multi-device design

by Anna Dahlström | @annadahlstrom  
Funkas	
  Tillgänglighetsdagara,	
  Stockholm	
  13	
  April	
  2016

http://www.flickr.com/photos/dahlstroms/4411448782/
http://www.annadahlsrom.com


Once upon a time  
in a city called ‘Lund’...

xxxxwww.flickr.com/photos/ulfk/7976687420

http://www.flickr.com/photos/dahlstroms/4411448782/


There where  
plenty of story times

www.flickr.com/photos/excomedia/sets/72157622519563566with/5233990438

http://www.flickr.com/photos/dahlstroms/4411448782/


We travelled  
through those stories

www.flickr.com/photos/conorkeller/7860288604

http://www.flickr.com/photos/dahlstroms/4411448782/


“ We are as a species addicted to stories. ” 
-  The Storytelling Animal by Jonathan Gottschall 

www.flickr.com/photos/namkeng/3209117837

http://www.flickr.com/photos/dahlstroms/4411448782/


Storytelling  
Storytelling  

Storytelling



www.flickr.com/photos/g-ratphotos/3404474275

“ If you can’t tell it, you can’t sell it. ” 
-  Peter Guber 

http://www.flickr.com/photos/dahlstroms/4411448782/


www.flickr.com/photos/g-ratphotos/3404474275

“ Results repeatedly shows that our attitudes, fears, hopes, and values are 
strongly influenced by story. In fact, fiction seems to be more effective at changing 
beliefs than writing that is specifically designed to persuade through argument 
and evidence." 

Entering fictional worlds radically alters the way information is processed. ” 
-  FastCompany, Why storytelling is the ultimate weapon

http://www.flickr.com/photos/dahlstroms/4411448782/


Stories  
as persuasion tools



www.flickr.com/photos/saucef/7184615025

Not just for messaging but also 
an integral part of the design process

http://desktopwallpaper-s.com/19-Computers/-/Future/


www.flickr.com/photos/g-ratphotos/3404474275

“ Storytelling is at the heart of everything ” 
-  Steve Levitt 

http://www.flickr.com/photos/dahlstroms/4411448782/


www.flickr.com/photos/carlosfpardo/6791950592

Stories capture our imagination  
& shows us something new

http://www.flickr.com/photos/dahlstroms/4411448782/


www.flickr.com/photos/declanjewell/2181100986

http://www.flickr.com/photos/dahlstroms/4411448782/


‘ Now you see me. ’



Javier Perez via http://the-wonderist.com/2013/11/05/how-to-see-things-with-new-eyes

http://www.flickr.com/photos/dahlstroms/4411448782/


‘ Now you don’t. ’



www.flickr.com/photos/g-ratphotos/3404474275

“ Historically, stories have always been igniters  
of action, moving people to do things. ” 

-  Peter Guber 

http://www.flickr.com/photos/dahlstroms/4411448782/


Stories have the ability to motivate,  
change & create connections

https://www.flickr.com/photos/kwl/4116389731/



Every story  
takes us on a journey

Image via Shutterstock



Storytelling can  
provide powerful call to actions

www.flickr.com/photos/piermario/4188959762

http://www.flickr.com/photos/dahlstroms/4411448782/


We do our best  
to understand & help

https://www.flickr.com/photos/stickkim/7491816206



a b



Google & social are  
our new home page

https://www.flickr.com/photos/useanthonyryansphotos/7946386402

https://www.flickr.com/photos/useanthonyryansphotos/7946386402


Users now land  
smack in the middle

https://www.flickr.com/photos/beginasyouare/5857248016/



To some extent we’ve  
lost control

https://www.flickr.com/photos/shipcreak/8702139933/in/photostream/



Source: Open Signal http://opensignal.com/reports/2015/08/android-fragmentation/



It’s the start 
of something new

Screenshot: apple.com

Screenshot http://www.apple.com/uk/watch/ 

http://apple.com


Smart homes are the  
new smartphones

Screenshot fromThe Next Web http://thenextweb.com/insider/2015/12/23/2016-predictions-for-iot-and-smart-homes/#gref

http://thenextweb.com/insider/2015/12/23/2016-predictions-for-iot-and-smart-homes/#gref


Screenshot: Minority Report

What we previously  
only saw in movies…



…in concept 
videos…

Screenshot: Minority Report Source: https://www.corning.com/cala/en/innovation/a-day-made-of-glass.html

https://www.corning.com/cala/en/innovation/a-day-made-of-glass.html


…and more movies, 
is happening.

Screenshot: Her



“Alexa, play my  
Melodifestivalen playlist ”



Screenshot: Minority Report Source: https://medium.com/@maxbraun/my-bathroom-mirror-is-smarter-than-yours-94b21c6671ba#.ndwoxzamc

https://medium.com/@maxbraun/my-bathroom-mirror-is-smarter-than-yours-94b21c6671ba#.ndwoxzamc


The device  
that changed everything

https://www.flickr.com/photos/ivyfield/4731067268



Commute

Sequential usage

Morning Work

Simultaneous usage

+

Multi-tasking

+

Extending

+

Complementing

OR

“ 90% of users start a task on one device and then complete it on another. ” 

-  Source: Google

http://services.google.com/fh/files/misc/multiscreenworld_final.pdf


The end 

The basic structure of a journey

The beginning  The middle 



The end 

The basic structure of a story

A beginning  A middle 



What  
makes for a good story?



www.flickr.com/photos/perolofforsberg/6691744587

I asked my dad for  
3 principles around good storytelling

http://www.flickr.com/photos/dahlstroms/4411448782/


01  
Captures the imagination



www.flickr.com/photos/g-ratphotos/3404474275

“ If you can imagine yourself in a situation,  
it’s infinitely scarier. ” 

-  Brad Falchuk 

http://www.flickr.com/photos/dahlstroms/4411448782/


Users need to  
be able to relate

www.flickr.com/photos/estherase/1292315618

http://www.flickr.com/photos/dahlstroms/4411448782/


We need to  
understand who they are

www.flickr.com/photos/cannedtuna/4852756417

http://www.flickr.com/photos/dahlstroms/4411448782/


02  
The dynamic of the story



What are the events  
& people that tie it all together

www.flickr.com/photos/erin_ryan/2584551310

http://www.flickr.com/photos/dahlstroms/4411448782/


The ever important 
”red thread” narrative

www.flickr.com/photos/pulpolux/3692396234

http://www.flickr.com/photos/dahlstroms/4411448782/


03  
An element of surprise



www.flickr.com/photos/g-ratphotos/3404474275

“  In general there should be a basic idea of where the story is going, but not 
for every character. You don't know who's going to die and who's going to start 
becoming more important.  

Big picture-wise, there’s a basic idea, but you need some surprises too. It’s like 
driving from New York to LA: you know you’re going to get to LA, but there’s 10 
different routes you could take. ” 

-  Brad Falchuck 

http://www.flickr.com/photos/dahlstroms/4411448782/


Include an element of  
surprise & exploration

www.flickr.com/photos/conorkeller/4028043294

http://www.flickr.com/photos/dahlstroms/4411448782/


Let users  
find their way around your content

www.flickr.com/photos/conorkeller/3879321839

http://www.flickr.com/photos/dahlstroms/4411448782/


How  
do we go about it?



How a story is told impacts  
the human experience of its audience

Image via Shutterstock



Dramaturgy  
knowing how to apply & structure  

elements to tell a story



Act three 

Three act structure

Act one 
Setup Resolution

Act two 
Confrontation

inciting 
incident mid point climax

confronts the main 
character

tries to solve the problem but 
don’t yet have the skills

the dramatic question is 
answered

PLOT POINT ONE PLOT POINT TWO



Identify the (product) lifecycle & its stages

Setup ResolutionConfrontation

inciting 
incident mid point climax

confronts the main 
character

tries to solve the problem but 
don’t yet have the skills

the dramatic question is 
answered

PLOT POINT ONE PLOT POINT TWO

Act three Act one  Act two 

Awareness Consideration Purchase Post..



Apply the three act structure

Setup ResolutionConfrontation

inciting 
incident mid point climax

confronts the main 
character

tries to solve the problem but 
don’t yet have the skills

the dramatic question is 
answered

PLOT POINT ONE PLOT POINT TWO

1. Becomes aware  5. Takes action 
/ no action 

4. Makes a decision 

3. Looks further into it 

2. Starts to consider 

Act three Act one  Act two 

Awareness Consideration Purchase Post..



Awareness Consideration Purchase Post..

1. Becomes aware  5. Takes action 
/ no action 

4. Makes a decision 

3. Looks further into it 

2. Starts to consider 

Act three Act one  Act two 

Map the experience

Setup ResolutionConfrontation

inciting 
incident mid point climax

confronts the main 
character

tries to solve the problem but 
don’t yet have the skills

the dramatic question is 
answered

PLOT POINT ONE PLOT POINT TWO
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Image via Shutterstock

Identify where  
the biggest barriers may be



www.flickr.com/photos/31878512@N06/4945216951/in/photostream

Look at where  
you want to delight them

http://desktopwallpaper-s.com/19-Computers/-/Future/
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STAGES

DOING

FEELING

Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel

People choose rail travel because it is 
convenient, easy, and flexible.

Rail booking is only one part of people’s larger 
travel process.

People build their travel plans over time. People value service that is respectful, effective 
and personable.

EXPERIENCE

Rail Europe Experience Map

Kayak, 
compare 

airfare

Google 
searches

Research 
hotels

Talk with 
friends

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Paper tickets 
arrive in mail

• I’m excited to go to Europe! 
• Will I be able to see everything I can?
• What if I can’t afford this?
• I don’t want to make the wrong choice.

• It’s hard to trust Trip Advisor. Everyone is 
so negative.

• Keeping track of all the different products 
is confusing.

• Am I sure this is the trip I want to take?

• Website experience is easy and friendly!
• Frustrated to not know sooner about which 

tickets are eTickets and which are paper tickets. 
Not sure my tickets will arrive in time.

• Stressed that I’m about to leave the country 
and Rail Europe won’t answer the phone.

• Frustrated that Rail Europe won’t ship tickets 
to Europe.

• Happy to receive my tickets in the mail!

• I am feeling vulnerable to be in an unknown place in 
the middle of the night.

• Stressed that the train won’t arrive on time for my 
connection.

• Meeting people who want to show us around is fun, 
serendipitous, and special.

• Excited to share my vacation story with 
my friends.

• A bit annoyed to be dealing with ticket refund 
issues when I just got home.

View 
maps

Arrange 
travel

Blogs & 
Travel sites

Plan with 
interactive map

Review fares

Select pass(es)

Enter trips Confirm 
itinerary

Delivery 
options

Payment 
options

Review & 
confirm

Map itinerary
(finding pass)

Destination 
pages

May call if 
difficulties 

occur

E-ticket Print 
at Station

Web

raileurope.com

Wait for paper tickets to arriveResearch destinations, routes and products

Live chat for 
questions

Activities, unexpected changes

Change 
plans

Check ticket 
status

Print e-tickets 
at home

web/
apps

Look up 
timetables

Plan/
confirm 
activities

Web

Share 
photos

Share 
experience 
(reviews)

Request 
refunds

Follow-up on refunds for booking changes

Share experience

Buy additional 
tickets

Look up 
time tables

Opportunities

Guiding Principles

Customer Journey

Information 
sources

RAIL EUROPE

THINKING

• What is the easiest way to get around Europe?
• Where do I want to go?
• How much time should I/we spend in each 

place for site seeing and activities?

• I want to get the best price, but I’m willing to pay a 
little more for first class.

• How much will my whole trip cost me? What are my 
trade-offs?

• Are there other activities I can add to my plan?

• Do I have all the tickets, passes and reservations 
I need in this booking so I don’t pay more 
shipping?

• Rail Europe is not answering the phone. How 
else can I get my question answered?

• Do I have everything I need?
• Rail Europe website was easy and friendly, but 

when an issue came up, I couldn’t get help.
• What will I do if my tickets don’t arrive in time?

• I just figured we could grab a train but there are 
not more trains. What can we do now?

• Am I on the right train? If not, what next?
• I want to make more travel plans. How do I 

do that?

• Trying to return ticket I was not able to use. Not 
sure if I’ll get a refund or not.

• People are going to love these photos!
• Next time, we will explore routes and availability 

more carefully.

Ongoing, 
non-linear

Linear 
process

Non-linear, but 
time based

Communicate a clear value 
proposition.

STAGE: Initial visit

Connect planning, shopping and 
booking on the web.

STAGES: Planning, Shopping, Booking

Arm customers with information 
for making decisions.

STAGES: Shopping, Booking

Improve the paper ticket 
experience.

STAGES: Post-Booking, Travel, Post-Travel

Make your customers into better, 
more savvy travelers.

STAGES: Global

Proactively help people deal 
with change.

STAGES: Post-Booking, Traveling

Support people in creating their 
own solutions.

STAGES: Global

Visualize the trip for planning 
and booking.

STAGES: Planning, Shopping

Enable people to plan over time.

STAGES: Planning, Shopping

Engage in social media with 
explicit purposes.

STAGES: Global

Communicate status clearly at 
all times.

STAGES: Post-Booking, Post Travel

Accommodate planning and 
booking in Europe too.

STAGE: Traveling

Aggregate shipping with a 
reasonable timeline.

STAGE: Booking

Help people get the help they 
need.

STAGES: Global

GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL, POST-TRAVEL

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Mail tickets 
for refund

Get stamp 
for refund

Source: http://adaptivepath.org/uploads/documents/RailEurope_AdaptivePath_CXMap_FINAL.pdf

http://adaptivepath.org/uploads/documents/RailEurope_AdaptivePath_CXMap_FINAL.pdf


Delivering  
the right content at the right time on the right device



Storytelling  
across devices



01  
Define device roles & hand-off points



device 
browser 
screen 
input method 
connection speed

Any 

anytime 
anywhereUsed 



Source: http://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-marketing-statistics/

http://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-marketing-statistics/


Each device is different.  
Make the most of it

Browse 

Research 

Buy & Pay 

Get notified

✓ ✓ ✓

✓ ✓ ✓

✓ ✓ ✓
✓ ✓

✓



Source: https://citymapper.com/london

https://citymapper.com/london


02  
Design systems of components



Designing for multiple devices  
is a bit like building lego

www.flickr.com/photos/boltofblue/4418442567



It's about modules rather than pages

Home - large
Header& Nav

Hero

Footer

Featured products

Featured categories

1 Header& Nav

2 
Hero

11 Footer

3 
Category

4 Category

6  
Categ

6  
Categ

10 
Prod

9 
Prod

8 
Prod

7 
Prod

1 Header& Nav

2 
Hero

10 Footer

3 Category

4  
Categ

5  
Categ

6  
Product

7  
Product

8  
Product

9  
Product

Header& Nav

Hero

Footer

Home - small

Featured 
categories

Featured 
products



Gradually build your module library

Hero - large Hero - small

Featured products - large Featured products - small

Single product - large Single product- small

Also used for:  
• Module REL01 - Related products

1

3

4

1

2

3

1

2

1

2

3

4

2

3

1

2

3

1

2

1

1



Making sure it  
works across devices…



…and can go  
anywhere

Screenshot: Minority Report Source: https://www.corning.com/cala/en/innovation/a-day-made-of-glass.html

https://www.corning.com/cala/en/innovation/a-day-made-of-glass.html


03  
Consider notifcations part of the interface



https://www.flickr.com/photos/pure9/2603089643

“ They should demand our attention only at truly 
demanding moments. ” 

 
-  Josh Clark,  

Smart Watches, Wearables, and That Nasty Data Rash

https://www.flickr.com/photos/pure9/2603089643


It’s starting  
to know me

Screenshot: apple.com

Screenshot http://www.apple.com/uk/watch/ 

http://apple.com


Less annoying  
& more useful

https://www.flickr.com/photos/randar/22304246799

Screenshot http://www.apple.com/uk/watch/ 

https://www.flickr.com/photos/randar/22304246799


04  
Consider the wider context



A talks to B talks to C 
talks to D talks to …

… understands the user



Screenshot: http://www.withings.com/activite/en-US



05  
Cater for different input methods



www.flickr.com/photos/ljrmike/7675757042 www.flickr.com/photos/jorgeq82/4732700819



We’re not her(e) 
just yet, but…

Screenshot: Her



www.flickr.com/photos/jorgeq82/4732700819Source: apple.com

http://apple.com


06  
Embrace the chaos



Plan for multiple  
entry & exit points

www.flickr.com/photos/danieldslee/6913766642

http://www.flickr.com/photos/dahlstroms/4411448782/


Image via Shutterstock

Consider non-linear  
& new forms of storytelling



Source: http://www.theguardian.com/help/insideguardian/2015/mar/09/introducing-moments-from-the-guardian-app-built-for-apple-watch

http://www.theguardian.com/help/insideguardian/2015/mar/09/introducing-moments-from-the-guardian-app-built-for-apple-watch
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STAGES

DOING

FEELING

Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel

People choose rail travel because it is 
convenient, easy, and flexible.

Rail booking is only one part of people’s larger 
travel process.

People build their travel plans over time. People value service that is respectful, effective 
and personable.

EXPERIENCE

Rail Europe Experience Map

Kayak, 
compare 

airfare

Google 
searches

Research 
hotels

Talk with 
friends

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Paper tickets 
arrive in mail

• I’m excited to go to Europe! 
• Will I be able to see everything I can?
• What if I can’t afford this?
• I don’t want to make the wrong choice.

• It’s hard to trust Trip Advisor. Everyone is 
so negative.

• Keeping track of all the different products 
is confusing.

• Am I sure this is the trip I want to take?

• Website experience is easy and friendly!
• Frustrated to not know sooner about which 

tickets are eTickets and which are paper tickets. 
Not sure my tickets will arrive in time.

• Stressed that I’m about to leave the country 
and Rail Europe won’t answer the phone.

• Frustrated that Rail Europe won’t ship tickets 
to Europe.

• Happy to receive my tickets in the mail!

• I am feeling vulnerable to be in an unknown place in 
the middle of the night.

• Stressed that the train won’t arrive on time for my 
connection.

• Meeting people who want to show us around is fun, 
serendipitous, and special.

• Excited to share my vacation story with 
my friends.

• A bit annoyed to be dealing with ticket refund 
issues when I just got home.

View 
maps

Arrange 
travel

Blogs & 
Travel sites

Plan with 
interactive map

Review fares

Select pass(es)

Enter trips Confirm 
itinerary

Delivery 
options

Payment 
options

Review & 
confirm

Map itinerary
(finding pass)

Destination 
pages

May call if 
difficulties 

occur

E-ticket Print 
at Station

Web

raileurope.com

Wait for paper tickets to arriveResearch destinations, routes and products

Live chat for 
questions

Activities, unexpected changes

Change 
plans

Check ticket 
status

Print e-tickets 
at home

web/
apps

Look up 
timetables

Plan/
confirm 
activities

Web

Share 
photos

Share 
experience 
(reviews)

Request 
refunds

Follow-up on refunds for booking changes

Share experience

Buy additional 
tickets

Look up 
time tables

Opportunities

Guiding Principles

Customer Journey

Information 
sources

RAIL EUROPE

THINKING

• What is the easiest way to get around Europe?
• Where do I want to go?
• How much time should I/we spend in each 

place for site seeing and activities?

• I want to get the best price, but I’m willing to pay a 
little more for first class.

• How much will my whole trip cost me? What are my 
trade-offs?

• Are there other activities I can add to my plan?

• Do I have all the tickets, passes and reservations 
I need in this booking so I don’t pay more 
shipping?

• Rail Europe is not answering the phone. How 
else can I get my question answered?

• Do I have everything I need?
• Rail Europe website was easy and friendly, but 

when an issue came up, I couldn’t get help.
• What will I do if my tickets don’t arrive in time?

• I just figured we could grab a train but there are 
not more trains. What can we do now?

• Am I on the right train? If not, what next?
• I want to make more travel plans. How do I 

do that?

• Trying to return ticket I was not able to use. Not 
sure if I’ll get a refund or not.

• People are going to love these photos!
• Next time, we will explore routes and availability 

more carefully.

Ongoing, 
non-linear

Linear 
process

Non-linear, but 
time based

Communicate a clear value 
proposition.

STAGE: Initial visit

Connect planning, shopping and 
booking on the web.

STAGES: Planning, Shopping, Booking

Arm customers with information 
for making decisions.

STAGES: Shopping, Booking

Improve the paper ticket 
experience.

STAGES: Post-Booking, Travel, Post-Travel

Make your customers into better, 
more savvy travelers.

STAGES: Global

Proactively help people deal 
with change.

STAGES: Post-Booking, Traveling

Support people in creating their 
own solutions.

STAGES: Global

Visualize the trip for planning 
and booking.

STAGES: Planning, Shopping

Enable people to plan over time.

STAGES: Planning, Shopping

Engage in social media with 
explicit purposes.

STAGES: Global

Communicate status clearly at 
all times.

STAGES: Post-Booking, Post Travel

Accommodate planning and 
booking in Europe too.

STAGE: Traveling

Aggregate shipping with a 
reasonable timeline.

STAGE: Booking

Help people get the help they 
need.

STAGES: Global

GLOBAL PLANNING, SHOPPING, BOOKING POST-BOOK, TRAVEL, POST-TRAVEL

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Relevance of Rail Europe

Enjoyability

Helpfulness of Rail Europe

Mail tickets 
for refund

Get stamp 
for refund

Your 
best friend

Source: http://adaptivepath.org/uploads/documents/RailEurope_AdaptivePath_CXMap_FINAL.pdf

http://adaptivepath.org/uploads/documents/RailEurope_AdaptivePath_CXMap_FINAL.pdf


07  
Design for the individual



Users  
are different

www.robotshop.com/blog/where-is-wall-e-1391



https://www.flickr.com/photos/expressmonorail/3084577531

“ If you want to imagine how the world will look in just a 
few years, […] skip Silicon Valley. Go to Disney World. ” 

 
-  Wired  

Disney’s One Million Bet oOn A Magical Wristband

https://www.flickr.com/photos/expressmonorail/3084577531


“ Are virtual assistants the new search? ” 

 
-  Fortune Tech Debate  

Facebook,  Google And The Battle For Intent

https://www.flickr.com/photos/expressmonorail/3084577531

https://www.flickr.com/photos/expressmonorail/3084577531


https://www.flickr.com/photos/expressmonorail/3084577531

“ Absolutely. ” 

 
-  Fortune Tech Debate  

Facebook,  Google And The Battle For Intent

https://www.flickr.com/photos/expressmonorail/3084577531


08  
Content + Context is king



www.flickr.com/photos/jox1989/5143301136

To deliver value we must understand 
the reason & intent behind actions



www.flickr.com/photos/jox1989/5143301136

Prior knowledge &  
“who” plays a key role

http://desktopwallpaper-s.com/19-Computers/-/Future/


09  
Timing is everything





What & What not 





10  
Work with experience goals



https://www.flickr.com/photos/expressmonorail/3084577531

“ If you want to imagine how the world will look in just a 
few years, […] skip Silicon Valley. Go to Disney World. ” 

 
-  Wired  

Disney’s One Million Bet oOn A Magical Wristband

https://www.flickr.com/photos/expressmonorail/3084577531
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Map out experience goals

It 
knows me  
& what I  

want

Awareness Consideration Purchase Post..

Offers are 
relevant & 

timely

Viewing  
them is 

seamless

It knows  
what matters 

to me

Finding  
what I need  

is easy It just  
works

Paying is 
seamless

It just  
works

It  
keeps being 

relevant



Ensure there is 
 a good balance

www.flickr.com/photos/17207222@N02/5601758478

http://www.flickr.com/photos/dahlstroms/4411448782/


1. Becomes aware  5. Takes action 
/ no action 

4. Makes a decision 

3. Looks further into it 

2. Starts to consider 

Act three Act one  Act two 

…avoid ending up with this

Setup ResolutionConfrontation

inciting 
incident

mid point climax
confronts the main 

character
tries to solve the problem but 

don’t yet have the skills
the dramatic question is 

answered

PLOT POINT ONE PLOT POINT TWO
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We cannot be at 
 the top all the time

www.flickr.com/photos/alexnormand/5992512756



1. Becomes aware  5. Takes action 
/ no action 

4. Makes a decision 

3. Looks further into it 

2. Starts to consider 

Act three Act one  Act two 

More realistic

Setup ResolutionConfrontation

inciting 
incident mid point climax

confronts the main 
character

tries to solve the problem but 
don’t yet have the skills

the dramatic question is 
answered

PLOT POINT ONE PLOT POINT TWO
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1.   Define device roles & hand-off points
2.  Design systems of components 
3.  Consider notifications part of the interface 
4.  Consider the wider context 
5.  Cater for different input methods 
6.  Embrace the chaos
7.  Design for the individual 
8.  Content + Context is king 
9.  Timing is everything 
10.  Work with experience goals 
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Map out experience goals

It 
knows me  
& what I  

want

Awareness Consideration Purchase Post..

Offers are 
relevant & 

timely

Viewing  
them is 

seamless

It knows  
what matters 

to me

Finding  
what I need  

is easy It just  
works

Paying is 
seamless

It just  
works

It  
keeps being 

relevant



www.flickr.com/photos/jox1989/5143301136

Whatever we create & whoever it is for,  
we want people to do something

http://desktopwallpaper-s.com/19-Computers/-/Future/


Javier Perez via http://the-wonderist.com/2013/11/05/how-to-see-things-with-new-eyes

http://www.flickr.com/photos/dahlstroms/4411448782/


What do we want our users to see?  
What is the story we want to tell?



Where do we want to take them?



- Wilson Minor

“ We’re not just making pretty interfaces. 
We’re actually in the process of making an 
environment where we’ll spend most of 
our time, for the rest of our lives.  
We’re the designers. We’re the builders.  
What do we want that environment to 
feel like? What do we want to feel like.  ”

http://www.flickr.com/photos/funch/4679422945/



It all start with  
Once upon a time...

www.flickr.com/photos/snugglepup/3317051065

http://www.flickr.com/photos/dahlstroms/4411448782/


www.flickr.com/photos/snugglepup/3317051065

Or maybe  
Once upon a design...

www.flickr.com/photos/snugglepup/3317051065

http://www.flickr.com/photos/dahlstroms/4411448782/
http://www.flickr.com/photos/dahlstroms/4411448782/


www.flickr.com/photos/katerha/8435321969

Thank you. Questions?
@annadahlstrom 
www.annadahlstrom.com

http://www.flickr.com/photos/dahlstroms/4411448782/
http://www.annadahlstrom.com

