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In the present day, product development for matured markets requires a research me-
thod of user needs that even users do not yet anticipate. In order to create attractive
experiential value, it is necessary to develop products, systems and services not from
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Abstract. The “Experience Vision: Vision Centered Design Method” is a com-
prehensive method which makes it possible to propose new and innovative
products, systems and services that are currently unavailable, as well as propos-
ing advances for those that currently exist. It encompasses the entire HCD
(Human Centered Design) process, and presents a new vision with experiential
value for both user and business from an HCD viewpoint.

This paper discusses a set of eight formats developed as a practical design
tool for implementing this method. They include Goal setting of the project,
Intrinsic user value, Policy of business value, Persona, Value scenario, Activity
scenario, Interaction scenario and Experience vision (summary). Case studies
showed effectiveness and usefulness of the formats as a design tool for this
method.

Keywords: experience vision, vision centered design method, structured
scenario.

Introduction

the viewpoint of technology, but from the viewpoint of value to be provided.

Under such circumstances, it often happens that the problem solving design
approach for existing products, systems and services no longer works sufficiently, and
therefore a new design approach is expected as a complement. This is a vision
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centered design approach that can create new products, systems and services which
propose new visions from the viewpoint of HCD (Human Centered Design) and are
sure to be introduced and attractive to people and society in general. Since 2007, the
authors organized a working group within the Ergonomic Design Research Group of
the Japan Ergonomics Society. In 2012, we completed development of the “Expe-
rience Vision: Vision Centered Design Method”, a comprehensive design method
which consistently allowed for the introduction of HCD into the design process
(LI[2](3].

In this paper, the formats prepared for this method are first explained, and then the
effectiveness of the formats are confirmed by showing examples in which the formats
have been used.

2 Framework for Vision Centered Design Method and Formats

The following eight formats are available within the vision centered design method
and can be utilized in the design processes.

. Goal setting of the project

. Intrinsic user value

. Policy of business value

. Persona

. Value scenario

. Activity scenario

. Interaction scenario

. Experience vision (summary)

0NN W

By superimposing each format on the relevant component of the framework for the
vision centered design method, the location of each format can be illustrated (Fig. 1).
Proceed with processes from the left side of the framework to the right side using the
formats, and the information to be used in the investigation of user requirement doc-
uments and business planning documents can finally be output. Each format will be
explained in detail hereinafter.
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Fig. 1. Framework for Vision Centered Design Method and formats
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2.1  Goal Setting of the Project

At the beginning of the process, set the goal of the project. Summarize the outline of
the project, basic information, goal, contents of activities and schedule, members, and
budget plan from the viewpoint of users and business (Fig. 2).

2.2  Intrinsic User Value

Identify the intrinsic user value by reading out the users' needs from the user informa-
tion and analyzing them hierarchically. First, position the user facts obtained through
interviews, observation and introspective research in the lowest fields of the format as
the lowest base needs. Subsequently, utilize the Superior-Subordinate Relationship
Analysis Method [4] to search for the needs of the upper hierarchy. The users' activity
goal is located in the upper field of the user facts as medium needs and the intrinsic
user value is extracted above that. It is not always necessary to have three hierarchies.
The number of hierarchies differs depending on the result of the analysis (Fig. 3).

‘ [ Goal setting of project | . | = = ¥ Intrinsic user value

Outline value
- <Topneads>

User’_s aclivity goal
Er—

Fig. 2. Goal setting of the project format Fig. 3. Intrinsic user value format

2.3  Policy of Business Value

The policy of the business value demonstrates the strategy for the project theme, and
thus the policy is to be identified based on the business information including the
business domain, business environment (opportunity and threat), management re-
sources (strength and weakness) and business strategy. In the format there is a list of
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items for each piece of information. These items are to provide general viewpoints for
investigation, and therefore it is acceptable to make a choice or study other items
depending on each project. The policy of business value is described in the lowest
field of the format (Fig. 4).

2.4 Persona

Set up the persona from the user information. The persona should finally be devel-
oped by elaborating the image of the intended users step-by-step from the list of users
and stakeholders, the cast and then to persona.

In addition to the goal of the persona, basic information, characteristics, roles and
preferences should be described in the format while considering the relationship with
the project theme. To promote understanding of persona by members of the develop-
ment team, enter a key phrase which simply illustrates characteristics and the goal of
the persona in the upper field of the format. Furthermore, to imagine a visual under-
standing of the persona, a photograph or an illustration should be inserted. When us-
ing images and graphic content, it is important not to infringe on any copyrights and
portrait rights.

The persona format is especially prepared for the development of the persona,
however, it can also be utilized in the cast phase by changing the degree of detail of
user information (Fig. 5).
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Fig. 4. Policy of the business value format Fig. 5. Persona format
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Fig. 6. Value scenario format Fig. 7. Activity scenario format

2.5 Value Scenario

The value scenario illustrates the images of users and concepts on products, systems
and services by focusing on the values. In the upper field of the format there is the
area to be used for investigation on intended users. Enter elaborated content along
with the project theme in the sequence of the list of users and stakeholders and cast
from the left. On the middle left side of the format there is the field for the intrinsic
user value of the user aspect and the policy of business value of the business aspect.
The respective content studied in the previous processes should be transcribed and
checked. Based on this input information, derive a value scenario for both user
and business viewpoints. Specific user images and ideas for products, systems
and services should not be described here as they have yet to be materialized in this
phase. This is in order to prevent any restrictions which could happen in the subse-
quent idea generation phase. Once the value scenario has been fixed and described
in the center field, study for envisioned scenes and describe them in the field at the
right end.

Evaluate the value scenario from both user and business aspects using the evalua-
tion field at the bottom of the format. The user aspect evaluation puts an emphasis on
satisfaction for the HCD, and thus attractiveness and novelty become important
viewpoints (Fig. 6).
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2.6  Activity Scenario

The activity scenario describes the affectivity flow and emotion of the persona
in relevant scenes based on the goal of the persona. First, transcribe the scene to be
investigated from the value scenario format into the field at the left end of the format.
Next, narrow down the essential points of the persona for the scene from those in the
persona format, and then describe them in the upper persona field. Here, the goal of
the persona should be described in a form of activity level. Based on the input infor-
mation, create and fill in the activity scenario which describes what sorts of activities
are utilized for the persona to achieve the goal in the relevant scene. Here again, spe-
cific products, systems and services are not to be described as they are still in a stage
prior to the creation of ideas. Subsequently, extract the tasks from the activity scena-
rio as parts of the activities, and then enter them in the task field at the right end. The
user aspect evaluation of the activity scenario should be emphasized on effectiveness
of HCD (Fig. 7).

2.7 Interaction Scenario

The interaction scenario shows the interaction between the persona and product, sys-
tem and service. First, transcribe the tasks abstracted from the activity scenarios to be
investigated in the right end field of the format. In the upper part of the persona field,
a persona which is the same as the activity scenario format is normally described.
Here, the goal of the interaction should be specified. Describe the interaction scena-
rios chronologically in detail by considering the interaction which occurs in the
course of the utilization of products, systems and services by the persona in accor-
dance with tasks. Within this, specific products, systems and services, as well as ideas
of the interaction, are expressed, therefore, technical factors required for the specifica-
tions is also identified. For a more detailed investigation without missing descriptions,
investigate using features of hardware, software and human-ware. Abstract require-
ments for tangible specifications from the described interaction scenarios, and then
enter them in the field of comments for specifications at the right end. The user aspect
evaluation of the interaction scenario should be emphasized on efficiency of HCD
(Fig. 8).

2.8 Experience Vision (Summary)

The contents studied using the seven formats so far are summarized in the experience
vision format. Transcribe each item of the format by phase or after the completion of
all phases. For the last, fill in the user requirements and the business plans in the
planning document field at the right end of the format. The experience vision format
is used to overview the entire field and to confirm and investigate the proposed expe-
rience vision. This is also effective not only to study one proposal but to study and
compare multiple numbers of proposals (Fig. 9).
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(_:/,. Experience vision (Summary)
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Fig. 8. Interaction scenario format

3 Three Scenario Formats

Fig. 9. Experience vision format

The three scenario formats have the same item layout as the framework for the Vision
Centered Design Method so the interrelationship of the scenarios can easily be
understood. The entire structure can be tracked simply by placing the three formats
side-by-side (Fig. 10). At the upper part of each scenario format there is a field for
objective users. These are elaborated upon step-by-step as they move from the left
side to the right side and become persona in the end. In the middle there is the field in
which scenarios are described. At the beginning, enter two items of information; the
intrinsic user value and policy of business value in the left end. While continuing to
work from the left to the right by inputting entries of user settings from the top, three
scenarios can be derived in three layers over the three formats. At this time, the busi-
ness setting can be input from the bottom, as shown in the framework of this method,
although there are no business fields within the format.
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Fig. 10. Correlation between three scenario formats
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A wardrobe-type washing machine

- Can wash with air

- Can use the same procedure as tidying up clothes

- Can wash and store clothes simply by placing items inside
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Fig. 11. Completed formats and an image of the product, system and service created by the case

example
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The interfaces for these three scenarios are scenes and tasks. The specification
comments which are output at the end are the link between the structured scenario and
the next planning document.

There is a field for the evaluation of derived scenarios below each scenario format.
The Vision Centered Design Method emphasizes evaluation from both user and busi-
ness aspects including four viewpoints of the user aspect and five viewpoints of the
business aspect as general evaluation viewpoints. Utilize these viewpoints by marking
their boxes considering the theme and goal for the project. It is also possible to add
new viewpoints along with each project theme and goal. The evaluation viewpoints
can be weighted and scored. Enter comments for each evaluation viewpoint in the
comment field, fill in the total comment and then move to the next phase.

4 Application of the Method and the Formats

The case example shown here is created to verify usefulness and effectiveness of the
formats. In this case example, the new experience values are created from the intrinsic
user value and the policy of business value relevant to the theme “Washing,” and then
“A wardrobe-type washing machine using an air washing function and a collaborative
laundry service” are proposed as an idea for a definite product, system and service in
accordance with user activities and interactions (Fig.11).

5 Summary and Future Work

In this paper, eight different types of formats developed as practical tools for the vi-
sion centered design method have been illustrated. In addition to this, a case example
using these formats showed usefulness and effectiveness of the formats. We continue
our activities to advance this method and its formats through a wide range of practices
including practical workshops intended for business and academic parties and
information exchanges.
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