otorytelling in

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

by Anna Dahlstrom | @annadahlstrom
Funkas Tillganglighetsdagara, Stockholm 13 April 2016



http://www.flickr.com/photos/dahlstroms/4411448782/
http://www.annadahlsrom.com
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There where|
plenty of story times
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www.flickr.com/photos/excomedia/sets/72157622519563566with/5233990438 t
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through those stories

www.flicRr.com/photos/conorkeller/7860288604
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http://www.flickr.com/photos/dahlstroms/4411448782/

Storytelling
Storytelling

Storytelling



“If you can’t tell it, you cant sellit. ”

- Peter Guber


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

" ‘Reaults repeatedly showa 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.’

Cntering fictional worlda radically alters the way information is processed. ™

- FastCompany, ‘Why storytelling is the ultimate weapon


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

otories

as persuasion tools



Not juat for messaging but =

an mtegral part of the deS|gn process

www flickr.com/photos/saucef/7184615025


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

* Storytelling is at the heart of everything ™

- Oteve evitt


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

otories capture our imagination

www flickr.com/photos/carlosfpardo/6791950592


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 dont.’



" ‘Hustorically, stories have always been igniters
of action, moving people to do things. ~

- Peter Guber


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

otories have the ability to motivate,

'3

change & create connections




Image via ShutterstocR



www.flickr.com/photos/piermario/4188959762


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

to understand & help
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https://www flickr.com/photos/useanthonyryansphotos/7946386402
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DEVICE FRAGMENTATION
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We have seen 11,868 distinct August 2014 August 2015
devices download our app in

the past few months. In our
report last year we saw 3,997.

This is the best way of visualizing the sheer number of different Android
devices that have downloaded the OpenSignal app in the past few months.
From a developer’s perspective, comparing fragmentation from this year to
the previous year, we see that it has tripled, with even more obscure devices
from around the world downloading the app. If you want to understand the
challenge of building an app that will work on all devices that want to
download it, this image is a good place to start!

This is the best way of visualizing the sheer variety of Android devices that
have downloaded the OpenSignal app over the past couple of months. This
graph shows the challenge that faces Android developers; over 24,000
distinct devices can immediately use their app, making optimization a real
challenge. In two years Android Fragmentation has more than doubled from
the 11,868 we saw back in 2013.

We have seen 24,093 distinct
devices download our app in
the past few months. In our
report last year we saw 18,796.
In 2013 we saw 11,868.

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



A whole new era for apps.

Apple Watch isn't just a different location for your favourite apps. It's an entirely different way to

experience them. A time-saving feature called Glances condenses the most relevant information

from each app into a form you can easily scan on the fly. And because Apple Watch can tap you

t's the start )

of Something new ——=

on the wrist, you'll be aware of notifications instantly.

,l l'l'l l'l' l"l"l 1" l"l"l";',l’,
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http://apple.com

new smartpnones

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

What we previously

only saw in movies... < - -
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Screenshot: Minority Report



!

o |
ooom CDI l,CB»P
o 7:10AM
CHANNEL 4

I ; 3 sHT YE
9 W ORDER TO ELIMINATE DOUBT SEMI-FINALIST CAUC
V I e O S 00

s

o

Source: https://www.corning.com/cala/en/innovation/a-day-made-of-glass.html
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amazon echo
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Always ready, connected, and fast. Just ask.
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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




start a task on one device and then complete it on another.

Google
Morning (ommute Work —— OR
Multi-tasking —m
Complementing

Extending


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

The bawic structure of a journey

The end



The baaic structure of a story

The end



‘What

maRes for a good story?
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(aptures the imagination



1 you can imagine yourself in a situation,
its infinitely scarier. ”

- Brad TFalchuk


http://www.flickr.com/photos/dahlstroms/4411448782/
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www.flickr.com/photos/estherase/1292315618
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http://www.flickr.com/photos/dahlstroms/4411448782/
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The dynamic of the story
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What are the events



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

T .

ed thread” narrat

www.flickr.com/photos/pulpolux/3692396234



http://www.flickr.com/photos/dahlstroms/4411448782/
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An element of surprise



" ‘In general there should be a basic idea of where the story is going, but not
for every character. You dont know whos going to die and whos going to start
becoming more important.

Big picture-wise, theres a basic idea, but you need some surprises too. Its like
driving from New York to LA: you know youre going to get to LA, but theres 10

different routes you could take. ”
- Brad Falchuck


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

—

:'l
Include an element of
surprise & exploration
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How

do we go about It?
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‘Dramaturqy

Rnowing how to apply & structure
elements to tell 3 story



PLOT POINT ONE

inciting
incident

confronts the main
character

Setup

Three act structure

PLOT POINT TWO

mid point
tries to solve the problem but
dont yet have the skills

Act two

Confrontation

climax

the dramatic question is
answered

Act three

Resolution



Identify the (product) lifecycle & its stages
fwareness B Couideration || Purchase JPout.

PLOT POINT ONE PLOT POINT TWO

Inciting
incident mid point climax

confronts the main tries to solve the problem but the dramatic question is
character dont yet have the skills answered

tlct two Act three

Nl Confrontation Resolution



flpply the three act structure
wareness | Consideration | Purchase Jpeat.

PLOT POINT ONE PLOT POINT TWO

Inciting
incident mid point climax

confronts the main tries to solve the problem but the dramatic question is
character dont yet have the skills answered

tlct two Act three

Nl Confrontation Resolution



Map the experience

S 2. Starts to consider

fct one fct two fct three

Setup Confrontation Resolution



‘| dentify where

the biggest barriers may be
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you want to delight them
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Rail Europe Experience Map
Guiding Principles

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.

Customer Journey

STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel Post Travel
o Enter trips Review fares Confirm Delivery Payment ' Review & ' . . .
RAIL EUROPE Research destinations, routes and products @ e i i " i " i o : Wait for paper tickets to arrive
Select pass(es) itinerary options options confirm
Destination
Look up ch
; ange Check ticket Share
pages eck ticke . .
time tables p|an3 status E't|Cket Prln’[ photos
at Station
- ‘:I Get stamp
raileurope.com Live chat for —_— for refund
. " questions : : -_
Plan with Map itinerary : :
interactive map (finding pass) : : Share
| experience
: difficulties : tickees
. occur .
: : View
Blogs & Kayak, 5 : : maps web/
Travel sites CoTrpare : : : Print e-tickets apps
anare v v v at home Paper tickets - Plan/
1 arrive in mail Look up confirm
Talk with . —_— timetables Arrange activities Refqugst l\]{lall tlgke;s
friendS g Research \ travel retunas or retun
searches hotels
e \What is the easiest way to get around Europe? ° | want to get the best price, but I'm willing to pay a e Do | have all the tickets, passes and reservations ® Do | have everything | need? e | just figured we could grab a train but there are e Trying to return ticket | was not able to use. Not
e Where do | want to go? little more for first class. | need in this booking so | don’t pay more * Rail Europe website was easy and friendly, but not more trains. What can we do now? sure if I'll get a refund or not.
THINKING * How much time should I/we spend in each e tHO;V m#CZ will my whole trip cost me? What are my shipping? when an issue came up, | couldn’t get help. e Am | on the right train? If not, what next? * People are going to love these photos!
place for site seeing and activities? rade-ofis - * Rail Europe is not answering the phone. How e What will | do if mv tickets don't arrive in time? e | want to make more travel plans. How do | * Next time, we will explore routes and availability
¢ Are there other activities | can add to my plan? else can | get my question answered? y do that? more carefully.
* |I'm excited to go to Europe! e |t's hard to trust Trip Advisor. Everyone is * \Website experience is easy and friendly! e Stressed that I’'m about to leave the country ° | am feeling vulnerable to be in an unknown place in e Excited to share my vacation story with
e Will | be able to see everything | can? SO negative. e Frustrated to not know sooner about which and Rail Europe won’t answer the phone. the middle of the night. . . my friends.
FEELING * What if | can’t afford this? * Keeping track of all the different products tickets are eTickets and which are paper tickets. e Frustrated that Rail Europe won't ship tickets ¢ Stressetq that the train won’t arrive on time for my e A bit annoyed to be dealing with ticket refund
e | don’t want to make the wrong choice. is confusing. Not sure my tickets will arrive in time. connection. - -
w wrong ! o Am | sure this is the trip | want to take? u v wi veint to Europe. ' . . . * Mesting people who want to show us around is fun, issues when | just got home.
® Happy to receive my tickets in the mail! serendipitous, and special.
EXPERIENCE Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe
Opportunities

GO B A L 1 ——

Communicate a clear value
proposition.

Help people get the help they
need.

STAGE: Initial visit STAGES: Global

Make your customers into better,
more savvy travelers.

Engage in social media with
explicit purposes.

Support people in creating their
own solutions.

STAGES: Global

PLANNING;, SHOPPING, BOOKIN G /5 —

Enable people to plan over time.
and booking.

STAGES: Planning, Shopping STAGES: Planning,

Connect planning, shopping and
booking on the web.

Visualize the trip for planning

for making decisions.

Shopping STAGES: Shopping, Booking

Aggregate shipping with a
reasonable timeline.

Arm customers with information

Improve the paper ticket
experience.

STAGES: Post-Booking, Travel, Post-Travel

Proactively help people deal
with change.

Source: http://adaptivepath.org/uploads/documents/RailEurope AdaptivePath (XMap FINAL.pdf

POST-BOOK, TRAVEL, POST-TRAVEL m

Accommodate planning and
booking in Europe too.

STAGE: Traveling

Communicate status clearly at
all times.



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

‘Delivering

the right content at the right time on the right device
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aCross devices
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Define device roles & hand-oft points



device

browser

screen

input method
connection speed

anytime
anywhere




Device Preferences Throughout the Day
Most Weekday Tablet Usage Occurs Between 8pm and 9pm

.

Tablets popular
at night

PCs dominate

: working hours
g Mobiles brighten :
N i the commute & :
3
a :
: QO R\Z
R S Qe W
E ‘ Q\O?V‘@\ ,,,,, : 0@?,@“ p ' Ovtl /@Q p ' \$0®\ ...... ; QQ} ‘2,?@\, ..... '
P «6 QA V‘Q ..... Q?“@ @Q@ /cb? ..... N
p \,?‘ ,\q}’* ’’’’’’’ Q“\, Qv . & e 4 QQ. ...... QQ ......
e e} ........ Q,\’ @. ..... @ o
<>
(' CO m S C O R E © comScore, Inc.  Proprietary. Source: comScore Device Essentials, Monday, 21* January 2013, UK 31

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


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

cach device is different.
MaRe the most of It

Browse

Get notified



Near

Places

1:32
L

San Francisco Zoo

Source: https://citymapper.com/london

: B

32/
CITYMAPPER

Get off soon at

Fast Street

= Camberwell Road

O

= Westmoreland

East Street



https://citymapper.com/london
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Design systems of components
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Tt'a about modulea rather than pages

Home - Home -

Header& Nav 1 Header§& Nav .

Header& Nav

HeaderSi Nav
Hero
4 Category — et
b b
——

/ 3 9 | 10
Prod | Prod | Prod | Prod

Featured products —_—
L1 oot —

5

Featured categories N

(ategory

Featured
products




Gradually build your module library

Hero - Hero -

P E— ]
I S —
Featured products - Featured products -

* Module RELO1 - Related products

Single product - Single product-






rHANNEL 4

anywhere

WDER TO ELIMINATE DOUBT

7:10AM
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o

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
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Consider notifcations part of the interface





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

A whole new era for apps.

Apple Watch isn't just a different location for your favourite apps. It's an entirely different way to
experience them. A time-saving feature called Glances condenses the most relevant information
from each app into a form you can easily scan on the fly. And because Apple Watch can tap you

on the wrist, you'll be aware of notifications instantly.

It’s staurti

ol - e

i ——— I —"
to Rnow me I

_ AT —
=

l’l’l l'l l’l 1'7'1" l'w’l’l

Wl
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http://apple.com
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& more useful Y <


https://www.flickr.com/photos/randar/22304246799
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Consider the wider context



fl talks to D talks to C
talks to D talks to ...

... understands the uaer



IFTTT Signin  Join

Results for "Fitbit Nest Thermostat"

Browse Recipes

Fitbit Nest Thermostat

2 Recipes found

Wake up to heat

by ksilvester & 39 adds W 2 favorites

Set Nest to low temp when u're

sleeping
by pblancka & 0 adds W 0 favorites

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



0o

(ater for different input methods



www.flickr.com/photos/jorgeq82/47
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Mac iPad iPhone Watch TV Music Support

l
W

%
AT experience
you've néver experienced.

Source: apple.com



http://apple.com
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Fmbrace the chaos




‘Plan for multiple
entry & exit points

/photos/danieldslee/6913766642


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

Conwider non-linear t= = )

_ : gl e
& new forms of storytelling {
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Breaking news

8 5

You might have missed _ For the weekend

66 If you must eat Paddington review - a

meat, save it for bear-hug of a family
Christmas treat

% % % X

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

s

Live football

Newcastle
rapss(sses/

Chelsea
58



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

Rail Europe Experience Map

Guiding Principles

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.

Customer Journey

STAGES Research & Planning Shopping Booking Post-Booking, Pre-Travel Travel Post Travel
Enter trips Review fares - - Ry
RAIL EUROPE Research destinations, routes and products i mssssssssssssssdl sy E[).onflrm De![ly oy i Pa;;ment $ Rev'?.w &
Select pass(es) itinerary : options | options | confirm |
Destination
Look up Chan . Sh
pages : ge Check ticket . . are
time tables olans status E-ticket Print photos
at Station
- ‘:I Get stamp
ra“europe_com Live chat for e — for refund
Plan with Map itinerary fiestons
interactive map (finding pass) Share
il experience
DOING difficulties tickets
occur
Blogs & Kayak, : View web/
Travel sites compare : Print e-tickets maps apps
ariag v v v at home Paper tickets C Plan/
1 arrive in mall Look up confirm
Ik with —_— timetables Arrange activities Request Mail tickets
ionds Google Research travel refunds for refund
searches hotels \

s the easiest way to get around Europe? ° | want to get the best price, but I'm willing to pay a e Do | have all the tickets, passes and reservations ® Do | have everything | need? e | just figured we could grab a train but there are e Trying to return ticket | was not able to use. Not
. do | want to go? little more for first class. | need in this booking so | don’t pay more * Rail Europe website was easy and friendly, but not more trains. What can we do now? sure if I'll get a refund or not.
HINKIN * How much time should I/we spend in each ° tHOéV m#C: will my whole trip cost me? What are my shipping? when an issue came up, | couldn’t get help. e Am | on the right train? If not, what next? e People are going to love these photos!
place for site seeing and activities? rade-ofis - * Rail Europe is not answering the phone. How e What will | do if my tickets don’t arrive in time? e | want to make more travel plans. How do | * Next time, we will explore routes and availability
¢ Are there other activities | can add to my plan? else can | get my question answered? do that? more carefully.
* |I'm excited to go to Europe! e |t's hard to trust Trip Advisor. Everyone is * \Website experience is easy and friendly! e Stressed that I’'m about to leave the country ° | am feeling vulnerable to be in an unknown place in e Excited to share my vacation story with
e Will | be able to see everything | can? SO negative. e Frustrated to not know sooner about which and Rail Europe won’t answer the phone. the middle of the night. . . my friends.
FEELING * What if | can’t afford this?? * Keeping track of all the different products tickets are eTickets and which are paper tickets. e Frustrated that Rail Europe won't ship tickets ‘ Stressetq that the train won't arrive on time for my e A bit annoyed to be dealing with ticket refund
e | don’t want to make the wrong choice. is confusing. Not sure my tickets will arrive in time. connection. - -
9 o Am | sure this is the trip | want to take? Y to Europe. ' . . . * Mesting people who want to show us around is fun, issues when | just got home.
® Happy to receive my tickets in the mail! serendipitous, and special.
EXPERIENCE Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe Relevance of Rail Europe
Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe Helpfulness of Rail Europe
Opportunities

GLOBAL . PLANNING,, SHOPPING, BO O K IN G /50— POST-BOOK, TRAVEL, POST-TRAVEL m

Communicate a clear value
proposition.

Help people get the help they
need.

Support people in creating their
own solutions.

Accommodate planning and
booking in Europe too.

Arm customers with information
for making decisions.

Enable people to plan over time. Visualize the trip for planning

and booking.

Improve the paper ticket
experience.

STAGE: Initial visit STAGES: Global STAGES: Global STAGES: Planning, Shopping STAGES: Planning, Shopping STAGES: Shopping, Booking STAGES: Post-Booking, Travel, Post-Travel STAGE: Traveling

Make your customers into better,
more savvy travelers.

Engage in social media with
explicit purposes.

Communicate status clearly at
all times.

Connect planning, shopping and
booking on the web.

Aggregate shipping with a
reasonable timeline.

Proactively help people deal
with change.

Source: http://adaptivepath.org/uploads/documents/RailEurope AdaptivePath (XMap FINAL.pdf


http://adaptivepath.org/uploads/documents/RailEurope_AdaptivePath_CXMap_FINAL.pdf
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Design for the individual
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> how the world will lot

) ilicon Valley. Go to Disney Wo

‘Disney’s One Million Be

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


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

“ fre virtual assistants the newsearch? ™

- Fortune Tech Debate
Facebook, Google {Ind The ‘Batile For ‘Intent

https://www_flickr.com/photos/expressmonorail/3084577531


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

‘¢

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


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

03

(Content + Context IS RINg



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

.ﬁ






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

09

Timing Is everything







‘What & ‘What not



. Martin Belam X
MartinBelam

Massive . to BT Sport for scheduling a "Hi
can we sell you extra services?" call to me
while the #Europal.eague is on

FAVORITE y'
1

6:28 PM - 22 Oct 2015

F’ Heply to @MartinBelam

Trends

#NationalCatDay #FocusTonight #GOPDebate #HTGAWM Bob Ross Halloween
Gopalgan] #wd15 America Tim Fargo

© 2015 Twitter About Help Terms Privacy Cookles Ads info



10

Work with experience goals



> how the world will lot

) ilicon Valley. Go to Disney Wo

‘Disney’s One Million Be

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


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

Feel good

Hygiene

Map out experience goals




Map out experience goals

Feel good

Hygiene



www. i Rrcai/pbekekionani@ies /5601758478

La an T e

-



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

...avold ending up with this

ED 2. Starts to conaider 1. Makes a decision

3 {1 1] S

= conf-or ts the main 1 I8 SR NS JA EH N 0 M8 Y the:dian atic question is
2 chiracter dontyet 1a1ethesklls a15\vered
SHEEELT

IR AR RRR A Rn AR A AR R nnnA R nA e

fct one Act two fct three

Ny Confrontation Resolution



"We canneot be at
the top p all the time

ww.flickr.com/photos/al



PLOT POINT ONE

Delight

-

inc'ting
N7 112Nt

cor 'main

Feel good

Hygiene

fct one
Setup

More realistic

mid point
tries to solve the problem
don't yet have the s+

Hct two

Confrontation

PLOT POINT TWO

climay

1ramatir -

fct three

Resolution



1. Define device roles & hand-off points

2. Design systems of components

3. (onsider notifications part of the interface
. Consider the wider context

o. (ater for different input methods

6. Embrace the chaos

(. Design for the individual

8. Content + Context is Ring

9. Timing is everything

10. WorR with experience goals



Map out experience goals






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 aee?
What is the story we want to tell?



‘Where do we want to take them?



* Were not just making pretty nterfaces.
Were actually in the process of makingan
environment where we'll spend most of
our time, for the rest of our lives.

What do we want that environment to
feel like? What do we want to feel like. ™

- Wilaon ‘Minor

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



wwwflickr.com/photos

-~


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

www flickr.com/photos/snt

o


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

‘Thank you. Questions?

(@annadanlstrom
www.annadahlstrom.com


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

