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CHECK OUT
THE POSTERS!

http://www.poetpainter.com/thoughts/category/Models--Frameworks/
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Pull all of the
“Juxtaposition”
cards

NO SHRINKWRAP!

6,000

Bonus Cards

53 regular cards

L 1,000 will
be unused

A

2 “call to action” cards

L 3200 will
be unused

A

1 order card

5,000 sheets

This is the core product baing sold.

1 UNIQUE SET
Each set =

52 regular cards
+2 “call to action" cards

Sequence = Same sequence i
you stacked Sampie Packs A-G

5,000

Full Decks of Cards

598 sheets

This is for conferences, where each attendes
is gven a set of the same 13 cargs, But, not
everyone is given the same carg. To end up
with 13 different carcs, you have to trace
with cther attendees,

52 UNIQUE SETS
Each set =

13 of the SAME card.

2,392

Conference Trading Packs
(52 unique sets x 46 of each)

‘e

400 sheets

This is a free preview that
samples 7 (or 8) different
cargs, One pack per person

8 UNIQUE SETS
Each set =

7 (or 8) regular cards
+ 1 order card

2,800

Sample Packs
(8 unique sets x 400 of each)

Listed in order, with top card
(ilustration facing out) listed first.

Sample Pack A (B8 cards)

Positive Mimicry, Pattern Recognition,
Value Attribution, Limiteg Duration,
Humor EMect, Trigger, Story, Surprise

Sample Pack B (8 cards)

Famikarity Bias, Proximity, Peak-Enc Rule,
Self-Expression, Sequencing, Serial Position Effect,
Autonomy, Social Proof

Sample Pack C (8 cards)

Scarcity, Visua Imagery, Status Quo Bias,
Sensory Appeal, Periodic Events, Competiticn,
Limited Access, Affect Heuristic

Sample Pack D (7 cards)

Duration Effects, Chunking, Priming,

Recognition over Recall, Appropriate Challenges,
Set Completion, Variable Rewards

Sample Pack E (7 cards)
Commitment & Censistency, Contrast, Loss Aversion,
Delighters, Shaping, Need for Certainty, Limited Choice

Sample Pack F (7 cards)
Reputation, Uniform Connectedness, Framing,
Curiosity, Achievements, Collecting, Feedback Loops

Sample Pack G (7 cards)

Ownership Bias, Conceptual Metaphor, Authority,
Ancheoring & Adustment, Status, Gifting,
Aesthetic-Usability Effecs
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Local .
Businesses Advertisers

USER TYPES: $ $

1. Are we missing any audiences?

2. For each audience, what is the value prop?

($) .
Local ! ~ Paid Pros
AU d ience ' (Videographers, Journalists, etc.)
who is this???\ \\\‘
Volunteer
Contributers

who is this???7?



Aﬂ

FRICTION

(Joshua Porter)
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Espresso Espresso Macchiato Espresso con Panna

Caffé Latte Flat White Cafe Breve

Cappuccino Caffé Mocha Americano




DrUgS World Anti-Psychotics

(tranquillizers)
* Atypical Typical
Clozapine Haloperidol
Olanzapine Thioridazine
Sulpinde Pimozide
Risperidone Fluphenazine
Quetiapine Chlorpromazine
Ziprasidone Perphanazine
NRIs CBD-
« ATOMOXELINg Benzodiazepines
*Bupropion .. Alprazolam
«Mathylphenidate '{c;tracylchcs l )i‘:u,cp'«ml -
Eugeroics Ir‘t‘;{:ﬁ'}:‘lk Flunitrazepam  Sedative
Adrafinil o - Temazepam Hypnotics
* Modafin SSRIs 7 Lorazepam Alcohol
«Fluoxetine Cholinergics Ether
F tine Nicotine Barbiturates
Sertraline Betel Nut Chloroform

MAOIs Muscarine Methaqualone +

Depressants

(e e Narcotic Analgesics , .
\Uppers;) - : Codeine Methadone ( dU\\'[lC[’S)
Piperazines Fentanyl Morphine
DLt Heroin Opium
A== Hydrocodone Oxycodone
Methylxanthines
Phenethlyamines
MDEA , Dissociatives
MDA Salvinorin A DXM
* MDMA ! Ketamine
Methylone PCP
2CB Nitrous Oxide
DOM Ibotenic Acid
Mescaline Muscimol  *
Tryptamines Deliriants «
AMT Scopolamine
* DMT Atropine
LSD Hyoscamine

« Psilocybin

Hallucinogens

TR
\ ._(|I_,'f‘_1 J




Matzah at once represents the bread of

slavery anc the tread of recemption

The smaller piece represents
the bread of affliction, and is

eawn dunng the blessing
over matzah

The fTour cups of wine
represent the four stages
of the excdus: freedom,
redempion, delverance,
and release

g
o B
e B
= B

The larger piece
represents the Passover
sacrifice. It is eaten &t
the end of the meal

why do we eal
only matzah?

why do we
recline?

In ancient btmes,
reclining was a
sign of freecom

SEDER
Kadish

Wash Hands

Karpas

Afikomen

- Joseph des

+ Israeltes enslaved

PASSOVER

Passover is the first of three Pilgrimage holicays, celebrating
both the harvest : » Jawish libaratio
celebrates the exodus and the beginnin;
celebrates the first harvest anc the receiving of the Torah
Sukkot celebrates Goo's protection of the Jews curing the
exocus, &5 wel as the final harvest.

08es

s and Aaron confrant Pharoah

Mosas retums 1o Egypt

Mosas born
+ Mosas acoepted as leader

- Mosas saved from Nile
- God unleashes ten plagues

- Mosas flees Egyp
+ God appears to M

pt

Israel leaves Eqy

+ Israed arives in Singl desert

< Story of Passover

Wash Hands

Bless Bread

o

Bless Matzah

why do we dip
herbs twice?

Bitter Herbs

Remember Hillel

o

‘

Eat Meal

Afikomen

o

Grace After Dinner

Hallel
Finish Seder

Jewish tradition includes ritual
hanc-washing before meals. On
Passover, however, hands are ’
also washed before cipping
karpas in saltwater because in

atzah
ancient iimes, people washed maRzs
their hands tefare all dipping
. e
The greenery (typicaly karpas
parsley or celery)
reprasents Speing
©99

g is ancther symboel of
and new beginnings
Traditionally, the Passover meal

begins with eating the egg

Charoses represants
the mortar used by the
sraelles as slaves,

charoses

why co we eat

bitter herbs?

maror 5

Bilter herbs sarve as

a rerincer of the
hardships of slavery.

shank

The shank bone
represents the Paschal
sacrifice, It is not eaten

The coor is opened 0 show
loyalty to God anc faith in Goc's
protection. A glass of wine is
poured for the prophet Elijah
who is invited into the house

0

* Traditions during the telling of the
e slory of Passover include asking
®* four questicns and spilling wine for

each plague as they are named. P

blocd frogs
flies disease bors hall

@@

locusis darkness

death

—+ Mases parts Red Sea
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The Elements of User Experience

A basic duality: The Web was originally conceived as a hypertextual information space;

but the development of increasingly sophisticated front- and back-end technologies has
fostered its use as a remote software interface. This dual nature has led to much confusion,
as user experience practitioners have attempted to adapt their terminology to cases beyond
the scope of its original application. The goal of this document is to define some of these
terms within their appropriate contexts, and to clarify the underlying relationships among

these various elements.

Web as software interface

Visual Design: graphic treatment of interface
elements (the "look" in "look-and-feel")

Interface Design: as in traditional HCI:
design of interface elements to facilitate
user interaction with functionality
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Interaction Design: development of
application flows to facilitate user tasks,
defining how the user interacts with

site functionality

Functional Specifications: "feature set":
detailed descriptions of functionality the site
must include in order to meet user needs

User Needs: externally derived goals

for the site; identified through user research,
ethno/techno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

task-oriented

Concrete

A

Completion

A

/ Lz sy
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S e
S Sie aries /
Y
Abstract Conception

Jesse James Garrett
jig@jjg.net

Web as hypertext system

Visual Design: visual treatment of text,
graphic page elements and navigational
components

Navigation Design: design of interface
elements to facilitate the user's movement
through the information architecture
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Information Architecture: structural design
of the information space to facilitate
intuitive access to content

Content Requirements: definition of
content elements required in the site
in order to meet user needs

User Needs: externally derived goals

for the site; identified through user research,
ethno/techno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

information-oriented

This picture is incomplete: The model outlined here does not account for secondary considerations (such as those arising during technical or content development)
that may influence decisions during user experience development. Also, this model does not describe a development process, nor does it define roles within a
user experience development team. Rather, it seeks to define the key considerations that go into the development of user experience on the Web today.

© 2000 Jesse James Garrett

http://www.jjg.net/ia/




Strategy:

User needs, research, site
objectives

Scope:
Functional Requirements

Structure:

Interaction Design & Information
architecture.

Skeleton:
Navigation, Information Design,

GUI Design.

Surface:
Visual Design (Skinning)

EARLIER

» LATER

HIGH

IMPACT
A

LOW
IMPACT

P 77 )]
7 Y W h
7T / /

9
i 8 4 X7

els to inform







Intelligence Dweeb Social Ineptitude

Nerd

Geek Dork

Obsession




Network & Neighborhood Pages

Hero Carousel
Featured Callout
Featured Videopinion
Featured Stories
Featured Channels
Blog

Featured Story
Featured Person

Blog Post Editor
Development e

themes for Jan (¥ - edit

Stories Landing Page

°remove

(V4) release " add media
* Usable Ul and features
* + site wide retrofit
* +admin flavor
Refinement

* Polish
* Bugs
* Client review and rework




v

Videopinions Admin
Refinement
Capture Dallas
Channels
Registration
Oct 5 Deployment

V2

Nov 2

Channels

Capture Dallas (Alpha 3)

Refinement

v3

Dec 5 Jan 11
LAUNCH

4
vd B

“Curation”
(Home/Network/Neighborhood Pages)

Capture Dallas (Alpha 3.5)
Refinement
Production Infrastructure
Stories Landing Page
Mega Topic Drop Down Menu

Feb ??

Admin Controls

Shows

Directory

Studio

etc.

Network/Neighborhood-- sub pages
Point/Counterpoint & 50P:1Q




Development
options for Feb ¢

(5) release




"Published Videgpinion”




Use concept moaels to converse



‘ !I Lawrence Livermore

Estimated U.S. Energy Use in 2008: ~99.2 Quads National Laboratory

Net Electricity
Imports

Solar 0.01

12.68

S| Electricity 27.39
Generation

39.97 Rejected
20.54 Energy
57.07
2:29
Residential
11.48

Commercial
8.58

Industrial
23.94

Trans-
portation
27.86

Source: LLNL 2009. Data is based on DOE/EIA-0384(2008), June 2009. If this information or a reproduction of it is used, credit must be given to the Lawrence Livermore National Laboratory
and the Department of Energy, under whose auspices the work was performed. Distributed electricity represents only retail electricity sales and does not include self-generation. EIA
reports flows for non-thermal resources (i.e., hydro, wind and solar) in BTU-equivalent values by assuming a typical fossil fuel plant "heat rate." The efficiency of electricity production is
calculated as the total retail electricity delivered divided by the primary energy input into electricity generation. End use efficiency is estimated as 80% for the residential, commercial and
industrial sectors, and as 25% for the transportation sector. Totals may not equal sum of components due to independent rounding. LLNL-MI-410527
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THESE CHARTS SHOW MOVIE CHARACTER INTERACTIONS,
THE HORIZONTAL AXIS 1S TIME. THE VERTICAL GROUPING OF THE.
LINES INDICATES WHICH CHARACTERS ARE TOGETHER AT AGIVEN TIME.
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Wanxy.org: Pirating the Oscars 2003-2009

Title Oscar Year US Release Dai Screener Relea Cam Leak Telesync Leak R5/Telecine Le: Screener Leak Hetail DVD Leal US Release to F US Release to ¢ Screener Relea Ceremony Date Screener
Australia 2009 Nov 26,2008 Dec 23, 2008 Dec 7, 2008 Jan 23, 2009 11 58 31 Feb 22, 2008 Yes
Bolt 2009 Nov 21,2008 Dec 16,2008 Nov24, 2008 Nov 28, 2008 Jan 8, 2009 3 48 23 Feb 22, 2008 Yes
Changeling 2009 Oct 24, 2008 Dec 4, 2008 Nov 25, 2008 Jan 11, 2009 32 Feb 22, 2008 No
Defiance 2009 Dec 31,2008 Dec 15, 2008 Dec 31, 2008 0 0 16 Feb 22, 2009 Yes
Doubt 2009 Dec 12,2008 Dec 10, 2008 Jan 20, 2009 39 39 41 Feb 22, 2008 Yes
Frost/Nixon 2009 Dec 5, 2008 Nov 25, 2008 Dec 9, 2008 4 4 14 Feb 22, 2009 Yes
Frozen River 2009  Aug 11,2008 Sep 27,2008 Dec 28, 2008 149 149 92 Feb 22, 2008 Yes
Happy-Go-Luc! 2008 Oct 10,2008 Dec 10, 2008 Aug 14, 2008 -57 Feb 22, 2008 No
In Bruges 2009 Feb 8, 2008 Mar 13, 2008 Jun 9, 2008 34 Feb 22, 2008 No
Hellboy Il 2009  Jul 11, 2008 Jul 14,2008 Aug9,62008 Aug 13,2008 Oct26,2008 Oct28,2008 3 107 Feb 22, 2008 Yes
Iron Man 2009 May 2, 2008 May 1,2008 May 4, 2008 Aug 14,2008 Sep 12, 2008 -1 104 Feb 22, 2008 Yes
Kung Fu Panda 2009 Jun 6, 2008 Dec 3, 2008 Jun 7, 2008 Aug 3, 2008 Oct 23, 2008 1 58 -122  Feb 22, 2009 Yes
Milk 2009 Nov 26, 2008 Dec 2, 2008 Dec 12, 2008 16 16 10 Feb 22, 2009 Yes
Rachel Getting 2009 Oct 3,2008 Nov 19, 2008 Feb 22, 2008 No
Reveluticnary F 2009 Dec 26,2008 Dec 15, 2008 Dec 24, 2008 -2 -2 9 Feb22, 2009 Yes
Slumdog Millior 2009 Nov 12,2008 Nov 18,2008 Dec 23, 2008 a1 a1 35 Feb 22, 2009 Yes
The Curious Ca 20089 Dec 25,2008 Dec 10, 2008 Dec 30, 2008 5 5 20 Feb 22, 2008 Yes
The Dark Knigh 2009  Jul 18, 2008 Dec8,2008 Jul 19,2008 Jul 22, 2008 Sep 3,2008 Nov 12, 2008 1 a7 -968 Feb 22, 2009 Yes
The Duchess 2009 Sep 19,2008 Nov 25, 2008 Nov 28, 2008 Dec 10, 2008 70 70 3 Feb22, 2009 Yes
The Reader 2009 Dec 12,2008 Dec 18,2008 Jan 21, 2009 40 40 34 Feb 22, 2008 Yes
The Visitor 2009 Apr11,2008 Nov 15, 2008 Sep 19,2008 Sep 20, 2008 161 161 -57  Feb 22, 2009 Yes
The Wrestler 2009 Dec 17, 2008 Dec 3, 2008 Dec 28, 2008 11 11 25 Feb 22, 2008 Yes
Tropic Thunder 2009 Awug 13, 2008 Aug 17,2008 Oct 15,2008 Oct22,2008 Oct 30, 2008 4 70 Feb 22, 2008 Yes
Vicky Cristina E 2009 Awug 15,2008 Oct 23, 2008 Dec 17, 2008 Jan 1, 2009 124 124 55  Feb 22, 2008 Yes
Wall-E 2009 Jun 27,2008 Nov 23, 2008 Jul 2, 2008 Jul 6, 2008 Sep 8, 2008 5 Feb 22, 2008 No
Wanted 2009 Jun 27, 2008 Jul 8, 2008 Jul8,2008  Jul 27, 2008 Oct 16, 2008 11 Feb 22, 2008 No
3:10to Yuma 2008 Sep 7,2007 Nov 10,2007 Sep9, 2007 Oct 7,2007 Oct 10, 2007 Dec 21, 2007 2 Feb 24, 2008 No
Across the Uni 2008 Sep 14,2007 Oct 29, 2007 Jan 3,2008 Jan 21, 2008 11 11 66 Feb 24, 2008 Yes
American Gang 2008  Nov 2,2007 Nov 23, 2007 Jan 13,2008 Oct 23, 2007 Jan 30, 2008 -10 -10 -31  Feb 24, 2008 Yes
Atonement 2008 Dec 7, 2007 Dec 10,2007 Sep 17, 2007 Dec 21, 2007 -81 Feb 24, 2008 No
August Rush 2008 Nov 21, 2007 Nov 26, 2007 Feb 27, 2008 5 Feb 24, 2008 No
Away from Her 2008 May 4, 2007 Nov 10, 2007 Mar 2, 2007 Aug 24, 2007 -63 -63 -253 Feb 24, 2008 Yes
Charlie Wilson's 2008 Dec 21,2007 Dec 27,2007 Dec 30, 2007 Apr 4, 2008 9 9 3 Feb 24, 2008 Yes
Eastern Promis: 2008 Sep 14,2007 Nov 19,2007 Sep 18, 2007 Nov 22, 2007 Dec 12, 2007 4 Feb 24, 2008 No
Elizabeth: The ( 2008 Oct12,2007 Nov?24, 2007 Oct16, 2007 Dec 13, 2007 Jan 24, 2008 4 Feb 24, 2008 No
Enchanted 2008 Nov 21,2007 Dec 18,2007 Nov 24,2007 Dec 27,2007 Feb 26, 2008 3 Feb 24, 2008 No
Gone Baby Gor 2008 Nov 19,2007 Nov 21,2007 Oct 20, 2007 Dec 21, 2007 Jan 24, 2008 -30 32 30 Feb 24, 2008 Yes
I'm Not There 2008 Nov 21,2007 Dec 10, 2007 Dec 12, 2007 21 Feb 24, 2008 No
In the Valley of 2008 Sep 14,2007 Nov 20, 2007 Oct 1, 2007 Feb 4, 2008 17 Feb 24, 2008 No
Into the Wild 2008 Sep 21,2007 Nov 15,2007 Oct 16, 2007 Feb 2, 2008 25 Feb 24, 2008 No
Juno 2008 Dec 5, 2007 Dec 18, 2007 Jan 2, 2008 Jan 13, 2008 Apr1, 2008 28 39 28 Feb 24, 2008 Yes
La Vie en Rose 2008 Jun 8, 2007 Nov 19, 2007 Sep 12, 2007 Nov 5, 2007 96 96 -68 Feb 24, 2008 Yes

Lars and the Re 2008 Oct 12, 2007 Dec B, 2007 Feb 10, 2008 Mar 14, 2008 121 121 66 Feb 24, 2008 Yes
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How applications are traditionally designed:

User Interface

Logic

(Visual explanation from Adaptive Path)




How applications are traditionally designed:

User Idterface

(Visual explanation from Adaptive Path)
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User Interface

(Visual explanation from Adaptive Path)
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How modern appl

User Interface

Logic

(Visual explanation from Adaptive Path)
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OBJECTIVE #3
OBJECTIVE #2A

'
Demonstrate value Sommumca'.re L Vo"fe ?,f . .
(and process) User Experience Design Envision unseen
(and all this includes) opportunities

with real projects

“VALUE. VISIBILITY. VISION.

OBJECTIVE #5
JECTIVE #4
L;arn all V:ﬁ can c‘:_bf;}"‘ °Urd Define processes Build and strengthen
customers, their achivities an (including tools), roles, a vital design team
the context of those activities and responsibilities

AcCross groups




HOW LONG WILL IT LAST?
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US ANNUAL CONSUMPTION per capita 2006 (grams)

29

193g

76g

\9

(6uiquunjd sutod 3Mm) ¥31dd0)
8¢

i HOW MANY YEARS LEFT ,
IF THE WORLD CONSUMES AT TODAY’S RATE % \N‘\
Reserve base
Annual global consumption
(assuming global consumption=global production)

HOW MANY YEARS LEFT|

IF THE WORLD CONSUMES AT HALF S
THE US CONSUMPTION RATE
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Figures do not take into account changes
in demand due to new technologies
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When Are You
at Risk?

Internet
Explorer

284

days of risk




y,
/
/ -
/ .
/ J/ \
- N\
/
/ \
:'/
l" "’ ."4
/ \ <
\ \ -l
| \ Wwe
\ / ‘.I \_-l
rd J \
S ] A\
\
/ | \
f 7 \
J / \
| / \
| / \
| f |
| |
| ' |
J
/
Friends <
\
l , |
| |
| \ |
\ \ |
\ \ J
\ \ J
\ \ f
\ ) f
f
/
\ /
N\, \ /
| ¥
\ / A
\ / V-
/ am €
\ _/ f
\ r
\ /
\\ / /
\ __/

< —
d — ;
< ———— p
.\k- c
) i~
g s

qQ -l Availability of your personal data
on Facebook (default settings)

[~ 1 1K 1B
& ; o 9 | ; Number of People
— 40 5M




Friends

-l Availability of your personal data
on Facebook (default settings)

Number of People




Friends

Availability of your personal data
on Facebook (default settings)

Number of People




2009 (Nov)

Friends
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Availability of your personal data
on Facebook (default settings)

Number of People
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2009 (Dec)

Friends

Availability of your personal data
on Facebook (default settings)

Number of People
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2010 (Apr)

Friends
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Availability of your personal data
on Facebook (default settings)
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READY, SET, GO

MISSION(S) TO MARS

Though most missions TO THE RED
5T HAVE FAILED, THE SUCCESS
ELY IMPRO

SOURCES: CORNELL UNIVERSITY,
EUROPEAN SPACE AGENCY, NASA,
¥ RUSSIANSPACEWEB.COM

L MARINER 4

Success. Refumed
2limages. First
successful flyby.

MARS 3

Partial success. Orbiter
obtained eight months of
data. Lander landed but
gathered only 20 seconds

- of data. First successful
landing on Mars.




Became an official FINALS
- R Ofympic sportin 1998 R (- RE-E) [ A low rotation rate

% Polished
February 27,15:00 Men @ ) ) ) ) (3-4 revolutions) granite
creates strong curl
Two teams of four... u n
/R /R /‘R /K\ THE HACK HOG LINE SWEEPERS
Starting Stone must be released Brush ice in front of
e take tums point before reaching line stone to control its path —
to throw eight stones ‘ “ —
— -— - < —
ONE GAME o
07
Consists of 10 “ends” Backline @ 12ft @
Umpire Stone glides on frozen water droplets s‘;?:::.c Umpire
'TheHouse' WEIGHT
‘ () Graphic: Ciaran Hughes

Source: VANOC, Graphic News  17=20kg




The recent failure in the housing and credit markets have

resulted in a slowdown in the US economy. 2007 GDP growth was
estimated at 2.2% but in 2008 it is projected to be just 0.9%

@ UNEMPLOYMENT RATE In percentage, seasonally adjusted
@ PAYROLL EMPLOYMENT Number of jobs, i thousands, seasonally adjusted
@AVG. HOURLY EARNINGS For production and non supervisorory workers on private nonfarm payrolls, seasonally adjusted

@CUHSUHER PRICE INDEX | Allitems, US. city average, all urban consumers,1982-34=100, 1-month % change, seasonally adpusted 26%

@ PRODUCERS PRICE INDEX | Finished goods, 1982=100, 1-meath % change, seasonally adjusted Ist 0tr08

@U.S. IMPORT PRICE INDEX | ANl imports, 1-month percentage change, mot seasonally adjusted -0.

o
—

@PRUDUCIWHY Output/hoer, nonfarm business, quaterly data,% change from previows quater at annual rate, seasonally adjusted Source: Bureau of labour statistic Graphics: RAJ




Ml Ch 3 el An d erson theportfolio.ofmichaelanderson.com

. : lunyboy@yahoo.com | 304-382-5145
RESUME / INFOGRAPHICS HC 63 BOX 2340 | ROMNEY, WV 26757

Layered Area Plot : Area represents relative energy expendature over time

IADT Fairmont
ADJUNCT FACULTY

Fairmont State
ADJUNCT FACULTY

Eaglesmith Golf Advertising
SCORECARDS | SIGNAGE | PERIODICAL

COMAR, Inc.
Fairmont Printing MAGAZINE DESIGN
PRE-PRESS OPERATOR
Anderson’s Corner
MARKETING | WEB

—— Signs by Brother Bill
SIGNAGE | INSTALLATION | RETAIL

s

The Sign Shop

WORDPRESS

DIGITAL VIDEO
— ILLUSTRATOR VECTORIZATION ( GRADUATION !:\\LDIZ)EIEGN
TYPOGRAPHY P ORTHEOR S ~

— WRITING FLASH INFOGRAPHICS

— Potomac State | PHOTOGRAPIY |  PHOTOGRAPHY
COMPUTER SCIENCE Fairmont State ' INDESIGN
COMPUTER SCIENCE — Fairmont State WERB DESIGN
Independent Study

ELECTRONIC PUBLISHING

VISUAL BASIC | PHOTOSHOP

DAILY INTAKE
& OUTPUT

PRIMARY SKILL SETS

a. Digital Photography, Photoshop
b. Layout, /nDesign, Typography
¢. /llustrator, Vectorization, Signs
d. Flash, Animation, Scripting

e. Web Design, Wordpress, CSS

f. Copywriting, Editing, Research

Il coffee intake

_ Il focus

ey - communication
' productivity

Pie slice = represents % personal time investment



WWHICH LOOKS LIKE THIS FOR WEB BASED APPLICATIONS
USING AN HTML FRONT-END

ALL THAT BACKEND
STUFF WE TRY ToO

STAY AWAY FROM!

behavior (JavaScript)

presentation (CSS)

content (HTML)

PRESENTATION LAYER
(WE OWN THIS)




ALL THAT BACKEND
STUFF WE TRY To

STAY AWAY FROM!

N ¢ N THE SIMPLEST TERMS POSSIBLE..

& -y, 3}

T, f \

PRESENTATION
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understand
inform

converse

/77 72

NN

N

N
§

XN

N

SN

persuade

teach
capture attention
ald In recall

make people laut




Ahem. Notice how |
avoided defining
"WHAT is a concept
model?"’
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Chart Suggestions—A Thought-Starter

Variable Width Table or Table with Bar Chart Column Chart Circular Area Chart Line Chart Column Chart Line Chart
Column Chart Embedded Charts —  BE=a
A 0 — ) = . /\/ %
ol —
ol ol
| l | l
Many Items Few Items Cyclical Data Non-Cyclical Data Single or Few Categories Many Categories
Two Variables Many | | | | | |
per Item Cateigorles Few Categories Many Periods Few Periods
| | |
|
One Variable per Item
| Over Time
Among [tems
| Column Histogram
‘ Few
. Single — Data —
Comparison Variable | Points
Scatter Chart Two |
Variables
What would you Line Histogram
Relationship — : 5 — Distribution Many
like to shows: | |
Points A
Bubble Chart
O O [ 4 [
> OO - Composition Scatter Chart
ree
°©00 O Variables Two
——— Variables —
Changing Static
Over Time 3D Area Chart
Three
Few Periods Many Periods ———— Variables —|
| | . | |
Only Relative Relative and Absolute Only Relative Relative and Absolute Simple Share Accumulation or Components
Differences Matter Differences Matter Differences Matter Differences Matter oleotal Subtracti(;n to Toral of Corr}ponents
1 ] ] ]
S(Iulcked lgO% ( lSIuck((aﬂ SIAucked( I:00% Stacked Area Chart Pie Chart Waterfall Chart Stacked 100% Column Chart
olumn Chart olumn Chart rea Chart with Subcomponents
— u_:I_D_u

HHT

Sia\iks

R

=

www.ExtremePresentation.com

© 2009 A. Abela — a.v.abela@gmail.com



7
PN = =y
e apOout CO

about relationships

A GUNBEPT M[]I]H. US[S / preses, proportions & changes over time )
VISUALS & TEXT TO MAKE SENGE
OF COMPLEX INFORMATION




20 Avuome Things shoatsy ESACO

More than 2 billion pounds of bacon is produced in the U.S. each year

Bacon Contains

Bacon is one of the oldest processed
meats in history. The Chinese began
salting porlf bellies as early as

“Every morning
I wake up and I smoke
a cigarette, and then I eat
five strips of bacon. And for
lunch I eat a bacon sandwich,
and for a midday snack, bacon,
a whole damn plate. And I
usually drink my dinner.”

\ Grandpa Gustafson
In the 16th Century, \ “Grumpier Old Men”
European peasants would proudly \_
display the small amount of bacon N
they could afford

Yorkshire il Popular Flavors

Tamworth

Bacon bits

sold at supermarkets » f Bsatcodn laa}y is Lnebw on
ne ne Saturday betore Labor Day
are actually 200 Ib In 2010 it will be on

vegetarian PRl rodie September 4th
approximately

20 Ibs of bacon

Thin sliced
li .
Regular sliced

Thick sliced
|
lice I pe

WICANHASINTERNETS.com







Create a concept model representing...

A. YOU!
B. UX Methods
C. LONDON

(or some aspect of London
such as travel or food)






word

OBJECTS

word
word

SHAPES

1ay refine

« TYPOGRAPHY * COLOR * |CONOGRAPHY

PATTERNS ME@OR pQSITIVE & NEGATIVE SPACE

©




OBJECTS

word
wovd

BALANCE -
RHYTHM . PROPORTIQN « EMPHASIS . UNITY - coN
. TRAST

&: )~ [ refine [ refine refine

. . ICONOGRAPHY
""""""" pOSITIVE & NEGATIVE SPACE* TYPOGRAPHY + COLOR
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understand
inform

converse

/77 72
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N
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SN

persuade

teach
capture attention
ald In recall

make people laut
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understand reveal patterns teach
inform simplif capture attention

clari Inspire ald in recall
converse persuac make people laugh
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» Banks

Advertising

» Intellectual Property (IP)

Bad Debts

» Bookkeeper Fees

» Conflict Depletion

_ Benefits .o

» Contracting Insurance N@gOtZCZZLan /

» Customers Interest P?’ZCZ?’lg

» Dependencies Services
Office Expenses

. ESU"WC‘.(H}] Rentﬂ_ease

» Ethics Repairs Professional

_ Supplies . :
. FI"OI”(‘ ana Keeping customers SI I I
’ Taxes Services IS

® |Incorporation Travel/Ent. Agreement

s Insurance Meals Documents
Utilities

Wages

> Invoices Other Invoiwcing TOO I S

2 Politics

» Presentation

Negotiations

» Pricing

> Self Discipline

> Skills

Project
> Taxes Management

» Third parties

» Tools

Establishing Yourself:

Getting set up Insurance Tax Prep! Expenses!
as a legal entity

Business Checking & Office?

Savings Accounts

Trademarks? Copyrights?
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List all of +Le objeC-Ps/v\Odes

\‘ AssoCiated witl, your Closen -FOP]C.

\
\
\\\\\\\x\k\x&\\&\\\\\:’

Don'4 worry 00 mucl, about
classifications ov abels. Bv\%, do
think about some “clusters” based
on shared Chavacteristics and/ ov

relations L\}PS
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" User Expe rience

I-nfurmatinn
/- Architecture

Interactio rq

" Design |

~ Design

Human Computer

Interaction

|
| .
1 /User
Interface
/| Design
|
|

Human

Factors /

Engineering

Usabilty ——

User-experience
design

Industrial

Interaction

Usability

tg!]lh’ll"'g"f' ny

Human-computer
interaction

As you can see, most of the disciplines fall at least partially unc
umbrella of user-experience design, the discipline of looking
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Offering Delivery

Business
Goals + Context

Sponsor’s
return on investment

Value

User’s
return on experience

‘ User’s
. Goals + Context

Product + Service + Channel + Process
Information
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Lovco(,r&‘,y

best for

business

less overlap means less
thante for suttess

Suttess setret: when what's good for the
users i1s wha{:'s good for the business
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Professional
growth

Craft

Networking

| Tracking
Marketing your Sales Leads
services
Negotiating /
Pricing
Legal
Contracts
Project
Good Management
Consulting
Skills
Invoicing

Health Insurance
+Dental?
Expenses / Taxes



Sophisticated Classic Modern Graphic

INSPIRATION » Pl | INSPIRATION

-~ Horchow |
~ Jayson Home & Garden
Restoration Hardware

Shabby Chic




Salsa Cruda

1 arge jatapeno chie, seeded | mince
Vaapredonon dke
Jgrtccoves  mince

1/4 cup cilantro leaves m

1 teaspoon salt

Pinch of ground pepper
2 tablespoons lime juice

- — ~ -




Ratatouille (serves 4 to 6)

saute until
aromatic over

- medium heat (1 saute until
6 cloves garlic min) translucent (4-5 | mix in and cook

| min) ntil col
1 medium (200 g) deeupe;scﬂ onrn'n)
onion

1 Tbs. (16 g)
tomato paste

3/4 cup (180 mL
chicker': c(ar ) simmer, stirring often

vegetable stock until vegetables are | Stir inand

tender (10-12 min) heat until
cogpant warm (1 stir in

cggplant min) and take
1 medium (140 g) off heat
zucchini

5 medium (100 g)
brown mushrooms
(cremini)

1 medium (150 g)
green bell pepper
14-1/2 oz. (411 g)
can diced tomatoes
5 sprigs Italian
(flat-leaf) parsley
4 sprigs Basil

salt & pepper

2 Tbs. olive oil
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Wihat are te relationslips
between your dentified objeC-Ps?

Explore diffevent shapes and
combinations of shapes fLad
might communicate fLose
velationsips. o for q_v\ﬂw\-[»]-[»y.
And sketcl, your deasl!
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Browser-based Player-based

Flash & Flex
Silverlight

XUL (+XULRunner)
OpenlLazlo

XForms

Reduced maintenance Combined benefits

Client-based

Rich

Ja client

Java/Swing or SWT

Intuitive Ul

Location independence of thin and rich clients

Immediate response



INTERFACE LAYER

SOLUTION LAYER

ENABLINGTECHNOLOGY LAYER

©2003 Gravity Tank Inc.




The Strategy Canvas of the Short-Haul Airline Industry

high
Other
airlines
Offerings
Southwest Car
o \
low .\T . T . T |
| meals I seating | friendly frequent
price lounges choices hub service  speed departures
connectivity

Factors of Competition



Z
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& |dentity L/(c';
&5 %
'?}
Social
Space
‘%. .
Activity Relationships

Distribution (Viral)



presence

relationships

conversations reputation

O~ B R
g B @=o
O K

Flickr Twitter Digg




United States Postal Service | Customer Experience Toolkit

Whose worldview?

CUSTOMER VIEW

POSTAL VIEW
SERVICES & CHANNELS INTERFACES & GOALS
Brick and Mortar o Q= A
Click-n-Shi ;:;‘.‘—‘: ¢ \s Send cookies
Rl Contract Units ° \/ ks
é\'?:':;?s Consignments ’Q\\\ y ‘ S(Tzslt\lgﬁgﬂlsng
Vending ATM o%\\ \\
Passport « Pay a bill
Application N\ \
N \ Moving
PC Postage \
Travel overseas




y

Stephen
Principal UX
Architect
US - Interactions Designers KRK - Front-End Engineers
: y " midoa?  midSept? |
: , additional folks” | :
: . (per Mitty) | :
Jeremy ' Chuck | Travis . Jakub Jarek
Lad 0/ ML A W P
@ ad:i%%enal
person”
(per Mittu)
Becky Sherman?
Information Architect/
Design Researcher Needed Needed

IxD RIA Engineer




The answer is: all of the above, and many more. This (certalnly incomplete) graphic shows just the major strands within the
different academic disciplines that might have something to contribute to persuasive design.



We had these personas follow typical use scenarios

Searcher

Non-user Descript

Naomi

1 the Sllowing pages, we have taloen four personas
and developed goal-orfnmed scenanas 1o hsowe the
QuTers experiance. AL 43Ch ey meracsien rec

oosses depict bamwers 03 puccessiy egperente

e

ORGANIZERS

Teen

J4

®.

2




Expert Mindset

“users” seen as subjects
(reactive informers)

Design-Led

Generative
- . Design Research
Critical Design
Cultural
Design + Emotion Generative
Probes esig otio .
User-Centered . .
Design Participatory
Design
Contexual
Inqui
Usability =
Testing Lead-User “Scandinavian”
Innovation Methods
Human Factors
+ Ergonomics
Applied
Ethnography

Research-Led

Participatory Mindset

“users” seen as partners
(active co-creators)

An Evolving Map of Design Practice and Research (Sanders, 2008)
http://[www.dubberly.com/articles/an-evolving-map-of-design-practice-and-design-research.html|




WHAT cAN BE DONE WITH EcLipse RCP, usiNnG SWT or SWTSWING

<>CP WITH FLEX FOR Ul FRAMEWORK
RCP, wiTH minimal SwiNG orR SWT Ul, MOSTLY FLEX OR
OTHER TECHNOLOGIES IN WINDOWS
AIR INTEGRATION WITH EXTERNAL FLEx orR HTML
WINDOWS
AIR INTEGRATION WITH EcLIiPSE RCP CONTENT



EcLipse RCP Ul MANAGEMENT

OPEN WINDOW WITHIN RCP, FOR Ul MANAGEMENT

|s THIS NEEDED AT ALL?
OR NEEDED AT A ‘PLATFORM’ LEVEL?




MuLTiPLE AIR APPS,
COMMUNICATING WITH
EACH OTHER?

INTEGRATION WITH A FAT CLIENT
APP?

ABILITY TO P’ OR ‘DOCK’

MULTIPLE AIR

APPLET INTEGRATION INTO AIR?
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Geographical Places

Building Interiors,
Caves, etc.






Persistent Global
Controls

Geographical Places

Building Interiors,
Caves, etc.



Map, News,
Character Stats

Persistent Global

— = ——— — —
EXTRAS

EXTRAS
SUBMISSIONS: POETRY ANNOUNCEMENTS: UPCOMING EVENTS

Penguins are cool and lay by the pool July 27 . Rockhopper Returns
Penguins are funny and very yummy

_ _ : _ ' - Climb aboard the Migrator and
Pengumg are nice with sugar and spice purchase new items in his store
Penguins where are they? Splash!
Look at them dash!

Aug 3 - New Clothing Catalog
- New gear for the outdoors
» New Pin Hidden

- Dilys

The penguin waddles'_, huddles close to friends Aug 10 - Post Cards
But in Club Penguin, the fun hever ends!
Dash from place to place without a care
Type yourself a little prayer
I love Club Penguin, oh so much!
But now it's time for lunch !

;
So the penguin waddles, huddles close to friends , COLLECTIBLE PIN
But in Club Penguin, the fun never ends! )

Tea Unicorn

Next pin hidden on: Aug 3+




Map, News,
Character Stats

Persistent Global
Controls

Geographical Places

Building Interiors,
Caves, etc.



PIZZAS MADE 7|

Chai ™ . CHEESE MISTAKES 2
| e T HOT SAuce
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Map, News,
Character Stats

Persistent Global
Controls

Geographical Places

Building Interiors,
Caves, etc.

Games




PENGUIN

Part of the @ALT‘:BEMEP' Company

Map, News,
Character Stats <>
Persistent Global Q
Controls

Geographical Places

Building Interiors, -~
Caves, etc.

Games




EENGUIN

Part of the @ALT%?EM# Company

Map, News,
Character Stats <>
Persistent Global @
Controls

Geographical Places

Building Interiors,
Caves, etc.

Games



EENGUIN

Part of the @ALT:B%HEF Company

Map, News,
Character Stats

Persistent Global
Controls

Geographical Places

Building Interiors,
Caves, etc.

Games

Global Popups,
Profile,
Navigation, News

Persistent Global
Controls

Various
Applications

Plug-Ins, related
tools

Context-Specific Tasks,

Contextual Help



Wihat are te relationslips
between your dentified objeC-Ps?

Explore diffevent shapes and
combinations of shapes fLad
might communicate fLose
velationsips. o for q_v\ﬂw\-[»]-[»y.
And sketcl, your deasl!
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#1 Fear of Teens
Never discovering their
purpose in life.

#1 Fear of Parents

Not passing their
values unto their children.

- e, S S SR

!

0to 5 YEARS
CARETAKER |

ROLE:
* Protector
* Provider
* Pray

Foundation: Growing in
and in Favor with G.0.D.

MAKING
G.0.D.'s
VALUES MY
PRIORITIES

Bar Mitzvah
‘Son of the Commandments®
Ownership

™

5to 12 YEARS
coP

ROLE:
® Teach
¢ Train
¢ Discipline
» Pray

Wisdom, Stature
and Man

R e R S
g s e Y, .:&“r_‘iﬂ;aﬁmﬁll it o 20

JETTY OF
ADOLESCENCE

‘%o

-y,
-

-

)

12 to 18 YEARS - “Where there is no vision the people perish”

Proverbs 29:18
COACH ROLE: Teach, Model, Encourage & Pray

RESPONSIBILITIES | RESPONSIBILITIES RESPONSIBILITIES

ROLE:
* Listen
* Support
* Advise
L ] Pny
68% of college graduates
are currently returning home
looking for financial
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: s
Tracking Negotiating /
Sales Leads Pricing
Legal
Contracts
Networking GOOd- a‘
Consulting
Skills
Maintaining / Craft
Nurturing
Network Invoicing
Project
Management
Marketing

Professional

your services
growth

Expenses / Taxes Health Insurance +Dental?



I

S50, you want
to go out on
your own?

Skulls, Tools & Documents
you’ll need to think about...

by Stephen P. Anderson | poetpainter.com

Right Signature - virtual
signatures for contracts

Y P
B Tdﬂdl?’lg 2 M arCOWA\'Vho are your customers? Brand

Web Sute?

(High Level, Rovgh G""“’FH!)

Suppli :
HPPHES Getting set up as

a legal entity

Fixed Price? Hourly? Daily?
Sub-contracting rate?

Fixed Price? Hourly? Daily? Nggotiating H
Sub-contracting rate? ..
P reing Professional
Tracking Sales o
S Agreement
Opportunities
Good
Consulting
Networking Skills Invowcing &
Time Tracking
Contractor Network
Marketing / C RA FT Customer
Promoting your Relationship
Who are you? What do you . M
offer? And how will people ﬁbS eroices . andg ement
out about you? PTQ]@CZ
Focus? Competitors? Channels Managemen /
Positioning Statement Accounting
Est. Quarterly
. Taxes
Professional .
XPEISC T Bookkeepin
Growth Tracking =00 P8
Small business CC
Health (& Dental) Business Checking & Office
Insurance Savings Accounts Space?
Operating

Insurance for loss or
damages

Trademarks? Copyrights?

Agreement Liability Insurance



The product

f

/

:-s, oo G
$ £ |12
c g .’é
& : g
What is feasible . .
given time, What is desirable to
resources, and our customers?
technology?

What is valuable to
our business?
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© Dpavid // Armano darmano.typepad.com




Social Systems

© David // Armano  darmano.typepad.com

SLIDESHARE



Challenges can originate from any wave.

Artifacts

Interactions

Behaviors

Culture

World




Challenges can originate from any wave.

—&’\ﬁ :
‘;»\

—— - Deep layers
\\\ - ARy Uncover the underlying nature
- of our humanity.
\\..
Artifacts
Interactions .
w— ——
Behaviors — - T
— -\\ \
Culture ~
Physical
World
Cognitive

Emotional

e ——

Spiritual
\






Nature:

icebergs
ripples
beehives
things in orbit
trees/branches
roots
caterpillar
paths/trails
spirals

coral reefs
skeleton
body
night/day
mountain
canyon
seashell
whirlpool
tidal wave
avalanche
tidal wave
ant colonies
birds/flying
apple

DNA

Toys:

blocks

shape sorting
Lego bricks
caterpillar
stacking rings
russian nesting dolls
Rubik’s cube
puzzles
playing cards
game boards
piggy bank

Universally R

Familiar (or Nostalgic) Things:

Carton of Cola Bottles

Meat Grinder
Funnel

potted plant
hub and spoke

matchbook/box of matches

cocktail (with layers)
weights (barbell)
scales

pie

toolbelt / toolbox
hourglass

lamp
juggler / juggling
hamburger
skyline
staircases
lightbulb

Swiss army knife

(Mostly) Timeless

stone wall / bricks with mortar
radar

staircase

trivial pursuit model wedges
pocket watch / locket
baseball diamond

things at a carnival or circus
revolving door

umbrella

balloon(s)

three-legged stool
cornerstone/arch
pillars/columns

mixed drink

stereo / media components
hourglass

railroad tracks

bird’s nest w/ eggs

door / doorframe

Choose metaphors that are...

lecognized
Supports the Message



Are {L\ere Av\y 9ood W\e}APL\ors
that could SV\PPOWF And extend

yowr Cov\CeP+ W\ode\(?
Or, does exploring metaplors
S%gg&ﬁ new Wﬂ\ys 40 V]Sv\d\\\y

represent your COv\Cep-P?

Explove {lese options...
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O vi.sualize.us |

Home Pictures + Sign up

safe filter is on

_Search all pictures

signup — log in

Hey! These pictures were bookmarked with VisualizeUs. o
You can also collect your favorite images easily. GETPAID & LOVE ART?
2_?4 ﬁd[éy (A} | Become an Artist
¥ | ‘TODAY!
pictures tagged With "indeeSign" more infodesign images: popular

(almost) tmpry

SN\

N \\ \\ \\
ey NN

IR

10w e

l

NS San 1 iove you
Tower his mech
O

l

\r‘l

Tumblr Digital Nostalgia / Wired Italy Alternative Energy / GOOD.is -
+

+

-

+

| R EEEE: IS THATY -
eyl +

: +

+

http://vi.sualize.us/tag/infodesign/

LEARN MORE!

Dragoart.com

Advertise Here

related tags

infographics
statistics
diagrams
Illustrations
maps
barcharts

ul
infographic

schemas


http://vi.sualize.us/tag/infodesign/
http://vi.sualize.us/tag/infodesign/

MSIMN % News Entertainment Sports Money Lifestyle More | biNg

OUR DISTRIEUTION PARTNER

TllPICS CONTRIBUTORS FUN STUFF~ PARTICIPATE
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PERIODIC TABLE OF VISUALIZATION METHODS

|

Data Visualization
Visual representations of quantitative data in schematic

|

Strategy Visualization
The systematic use of complementary visual represento-

¢

form (either with or without axes) tions in the analysis, development, formulation, communi- zu ﬂ"
cation, and implementation of strotegies in organizations. facilitation
>J< " Information Visualization || Metaphor Visualization >3E< | >3¥< LE | <$E> | >38< >
‘a The use of interactive visual representations of dota to om- Visual Metophors position information grophically to or- e "m 'm t ‘t
plify cognition. This means that the dato is tronsformed into ganize and structure information. They also convey on p
@rtesian an image, it is mapped to screen space. The image con be insight about the represented information through the meeting metro map temple story tree cartoon
coordinates changed by users as they proceed working with It key characteristics of the metaphor that is employed race template
>31< H Concept Visualization || Compound Visualization >3t< | > {:}( >4 < 3t >3%< 3t
l Methods to elaborate (mostly) qualitative concepts, The complementary use of different grophic represen- ‘o ? s nr Fu Ri
fine chart ideas, plans, and analyses, tation formats in one single schema or frome Lommusication ﬂlgh lan concept btidge fonal rich pkmre
diagram sceleton
SH< | >HP< | >0< | >@0< | >< | >L< | >U< | <G> <{}> >P< | >< | >@< | 2L< | <@> | >B< | <> o3
area chart | radar chart parallel hypetb!ic q(! timeline vena mindmap W"ifg concentric argument swim fane gantt perspectives |  dilemma parameter | knowledge
cobweb coordinates tree diagram diagram oppositions circles diagram chart diagram diagram ruler map
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spectogram | data map treemap wne tree ”s’.mauﬂ A ddai‘a;;; ’fm sneem:(( Wm;' synergy map f:r:m ﬁ:d argunﬁmion mzr:c(?:m per knot::;dze iagram be:.ve;‘ r.t in
Process Note: Depending on your location and connection speed it can take some time to load a pop-up picture. version |.5
Visualization © Ralph »
Structure
Visualization >1< >Pi< | >8< <o> >{1< o >I3< | >< | >31< <n> >3< & 0
Overview Sll P‘ St °C H° Fd Ft "q I.d PO s SIII IS TC
Detail supply performance | strategy map | organisation house of feedback failure tree magx life-cycle porter's s-cycle stakeholder ishikawa technology
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ow do

design process
J. French (1985)

A Compendium of Mode's l

hy Hugh Dubberly

French also wrote from an engineering perspactive. He sug-
gested, “The analysis of the problem is a small but important
part of the overall procass. The cutput is a statement of the
preblem, and this can have three elements:
- a statemant of the cesign problem proper
- imitations placed up the sokiticn,
@.9. codes of practice, statutory requirements, customers
standards, date of completions
- the criterion of excellence to be worked to."

The conceptual design phase "takes the statement of the
problem and generates broad sclutions to it in the form of
schemas. It is the phase that makes the greatest demands
on the cesigner, and where there is the most scope for strik-
ing improvements, It is the phase where engineanng science,
practical knowledge, production methods and commercial
aspacts nead to be brought together ., *

In the thirg phase, “schemes are worked up in greater detail
and, i there is more than one, a final choice between them
is made. The end product is usually a set of general ar-
rangement drawings. There is (or should be) a great ceal of
feedback from this phase to the conceptual design phase

In the detailing phase, “a very large number of small but es-
sential points remain to be decided.”
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Unit of measure

f managers collectively )

with respect to use of Capabilites possessed by the

ention and symbolic organization as a whole as
distinct from the individuals.
Some companies perform

extraordinary feats with ordinary

Those ideas of what is right

" and desirable (in corporate
“ and/or individual behavior)

which are typical of the
‘ Systems ) Organization and common to
’ maost of its members
The processes and

procedures through which
things get done from day
Inization chart and to cay
3. inying baggage that show
Create and irts to whom and how tasks
pursue a unique divided up and integrated
advantage
2. 4.

Resagment tha Exploit unique

market to create advantage
industrywide

1.

Do more and
better of the

* Footrote
Source: Scurces
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App|E'S Tipping POint: MaCS FOI’ The Masses Created by Paul Nixon, January 12,2005  [http://veww.nixlog.com, paulZnixleg.com)

The Sweet Spot. Until January 2005, Apple had no iPod or PC products that served the mass market. With the launch of iPod Shuffle and Mac mini they have finally converged two product paths with the
mass market in mind. This will not enly drive more iPod sales (via the Shuffle), but also fulfill the promised "halo" effect of the iPod products as PC users jump to the Mac mini. Over the course of 2005, Apple
will continue to dominate and grow its MP3 player market share, while steadily growing its PC business through the Mac mini. As with the eriginal iPod, the Mac mini could build slow, but serious momentum
in the market place.Within a one to two year timeframe, the Mac mini could bring Apple to a tipping peint in which a combination of factors create strong double digit market share in the mass-PC market, as
Windows-based PC's continue to suffer from viruses and adware and users are drawn to the elegant and affordable simplicity of the Mac mini.

These things do not happen by accident. The graphic below illustrates extreme patience and foresight from Apple to bring users to the platform by innovating increasingly towards the mass market over time
without sacrificing the middle or high-end markets.In the end, the iPod continues to be the vehicle that drives Apple's ultimate goal: Switching. In many cases the biggest hesitation to switch was price. With
the Mac mini this concern is now moot.We could very well be witnessing the early fruits of a five to ten year business strategy from Apple that has been in the works since the first iPod. If it works -- Apple will
go down in history as a company that patiently built its brand equity through high-quality products and design - and then, when the time was right and audience the largest, brought their superior
computing experience to the masses.  -- Paul Nixon

MP3 Players ® Personal Computers
The Sweet Spot
' $100 $500 - h ﬂ‘
i | R - | —_ - .
iPod Photo iPod 40 GB iPod U2 iPod 20G8 Pod Mini iPod Shuffle iPod Shuffle Mac mink eMac Book iMac GS Powerbook Power Mac GS
Price
sss ss | s s ss sss Reflected by market segments
$99 $499 rLaRy dhiac il
$149 $799
$249 $999 $999
Mass MP3 Market  Mass Computer Market
$299 Price breaks through  Price breaks through $1299 $1299
psychological 5100 psychological $500
$349 mass market barrler.  mass market barrier. $1499 $1499 $1599 $1499
Simplicity and price  Simplicity and price
make purchase less  make purchase less $1899
$399 risky for mass market  risky for mass market, $1799
iPod "Halo" fEthect : "Too Cool To Resist" Effect $1999  $1999
As the number of PC users purchasing Low Mac mini price coupled with great
$499 iPods \’.Qn!inlh?'.--lo mcrease - perhaps Low Mac mini price coupled with great design and decent specs Increases $2499 $2499
5599 pr-:-n-?n_tmll'y with the new Shuffle - the design and decent specs increases temptation for current Mac owners to buy
Mac mini presents the first real low cost, temptation for PC users switch. Mac minis as back-up machines, test $2799
low risk opportunity to become a B -
switcher with minimal cost and overlap of machines, media hubs, second or third $2999
current PC equipment. w ’ ’ ’ @ ‘ ‘ Macs for the house, etc.
PC owners with iPods Market Opportunity
- . By number of potential buyers
High-end Market Middle Market Mass Market Middle Market High-end Market ot 8 GVen price poit.
Market: High-end Market: Middle Market: Mass Market: Middle Market: High-end
Wants: Design, features and Wants: Sensible balance between Wants: Low price, even at the expense Wants: Sensible balance between Wants: Design, features and
performance regardless of price, Most design, features and performance of performance and features, Basic design, features and performance performance regardless of price, Most
storage space, Best features, Best within reasonable price range. More utility outweighs performance, Cool within reasonable price range, More storage space, Best features. Best
performance, storage space, Better features. Better design can inspire impulse buy if the storaqe space, Better features. Better performance
performance price is right, performance
Type: Early adopter. Must be first Type: Early adopter, Must be first
to own, Trendsetters, Type: Upper mainstream buyers Type: Mass market buyers, Typically Type: Upper mainstream buyers to own, Trendsetters
Group between mass market and early seek most utility for the dollar, Lower Group between mass market and early
Results: Higher price, fewer buyers, adopters, Make educated purchases the price, the better adopters. Make educated purchases Results: Higher price, fewer buyers,
Results: Lower price, more buyers, Results: Lowest price, most buyers, Results: Lower price, more buyers,
Solidifies brand in the marketplace, Expands brand in the marketplace Solidifies brand in the marketplace,

© 2005 Paul Nixon, www.nixlog.com, paul@nixlog.com
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*Embrace accidendts

*Explove different perspectives

* SKETCH!

*Get feedback (does +iis communicate?)
*PLAVI (don't settle on first ideal)
*Ask “Can a 5 yr. old understand s

*Replace or reinforce fext witl, visuals
* Think 10" and 1' views

*Use a consistent visual (anguage
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