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This image includes the text: Who? Clinical Research Coordinator. Clinical Research Associate. Policy Development Officer. Trainer. Instructional System Designer. Technical Advisor. Strategic Planning Advisor. Clinical Deputy Program Manager. Small Business Liaison Officer. Stakeholder Engagement Lead. Project Manager. Design Thinking Practitioner. Human-Centered Design Strategist.
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This image includes the text: Why? HCD process starts with the people you are designing for and ends with new solutions that are tailor made to suit their needs. [HCD phases] Initiate. Immerse. Synthesize. Ideate. Prototype. Implement.
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This image includes the text: What people, say, what people do, and what they say they do are entirely different things. -Margaret Mead.
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This image includes the text: What is it? Interviewing. Fly-on-the-wall observation. Contextual inquiry. Walk-a-mile immersion. Archival Research
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This image includes the text: You must talk to people.


Slide 9




This image includes the text:  What it is not.
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This image includes the text: Interviewing.
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This image includes the text:  When? A satisfied customer is the best business strategy of all.
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This image includes the text: Ethnographic methods. This image includes the text: What is it? Interviewing. Fly-on-the-wall observation. Contextual inquiry. Walk-a-mile immersion. Archival Research.
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This image includes the text: Tips for a good interview.
· Recruit a representative sample.
· Write a script or questions.
· Introduce yourself and the purpose of the research.
· Order questions from general to specific.
· Avoid close-ended and leading questions.
· Ask process and routine questions.
· Ask what services they use most and why.
· Find out what they love and what could be better.
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This image includes the text: How. 
· Understand and set. 
· Framework for Behavior
· Expectations
· Attitude
· Structure
· Timing
· Ask Questions that elicit insights.
· Sequence (Order)
· Quantity (S, M, L)
· Specific examples (sampler platter)
· Exceptions (hold the mayo)
· Replacement (corn instead of rice)



Slide 15




This image includes the text: Interviewing for the non-researcher. Break out session 1.
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This image includes the text: Activity – Interviewing. Your customer wants to know why and how people choose their doctors. Your team is tasked with finding out what is important to them when choosing physicians.
· Ask how they chose their current doctor, are there different requirements for their children, dig for stories, feelings, emotions around past experiences. 
· Note observations and opportunities.
· Switch and Repeat.
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This image includes the text: Empathy2. 
· Seek to understand.
· Who are you designing for?
· What environment they are in.
· When they experience your widget.
· Where they experience.
· How they seek to improve.
· Ask questions that elicit insights.
· Engage all the senses.
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This image includes the text: Ethnographic methods. This image includes the text: What is it? Interviewing. Fly-on-the-wall observation. Contextual inquiry. Walk-a-mile immersion. Archival Research.
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This image includes the text: Interviewing for the non-researcher. Breakout session 2.
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This image includes the text: Activity – Walk-a-mile immersion. Your customer wants to create products to optimize at home learning for grade school children. Kneel and immerse yourself in the world of children using their parents' workspace.
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This image includes the text: Interviewing for the non-researcher. Take-aways.
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This image includes the text: questions.
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I was the anchor for our closed-circuit news and programming which included conducting interviews with local businesses and doing human-interest stories. As a communications major in high school and who, what, when where how and why ruled the day.  It was the foundation of interviewing for a would-be journalist. While interviewing is not just that, it forms the basis for getting good data. 



The why x5 is important because if you have ever been around an inquisitive 5-year-old, you know that you might give them an answer only to hear “why” several more times. As a mother trying to make dinner that may get annoying, but children have figured out that all things have layers, and the first answer may not be sufficient.
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I've had many jobs that required me to use a vast array of interview skills even when I wasn’t specifically called out as a “researcher”. My background ranges from roles in clinical research, public health, policy, program management to customer experience, across public and private sectors, academia and government. For over 20 years it has been my job to talk to people. So, the “who” can be a couple of things. 



The who here comprises not just who does the interviewing, but who the interviewing is for, and ultimately who gets interviewed. Which in turn dictates why we do it, why we need it and what the insights are used for.
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Why?







HCD starts with people and end with people. While interviewing can be done in the Initiate phase, that sort of interviewing usually consists of stakeholder interviews to gauge interest and define project purpose and to perform impact analysis. It is generally the sponsor telling you what they believe the research question to be or what the point of the work is. The ethnographic research that follows will serve to validate or negate early assumptions and hopefully uncover insights that will be used to drive empathy to design better products and services.



During the immerse phase of design is where you get into the why. Why customers make the decisions they do and feel what they feel about their environment and your product. We interview to understand, to build empathy. If you have taken HCD 101 you know why that’s important. Shameless plug.



Interviewing is key, but is it the only trick in the bag? 
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No it is not. How else might we understand our customers and their needs? Ethnographic research is included in the “immerse” phase or what some call “looking” phase of human-centered design, which is really the work that we do to observe human experience. There is also participatory research and evaluative research, which we will not go into today, but know that the rabbit hole does go deeper.



Ethnographic research seeks to study human behavior in its natural setting (or facsimile) and is derived from anthropological study methods. Additional ways of looking engages the user at different levels and allow for different degrees of expression of ideas and preferences. Using different approaches allows innovators to offer solutions that people sometimes don’t even realize they wanted. Who knew we needed 1000 songs until Apple gave us the iPod?
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What people say, what people do, and what they say they do are entirely different things.



 - Margaret Mead



Margaret Mead
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Margaret Mead, was anthropologist who studied many facets of the human condition. Her theory of imprinting found that children learn by watching adult behavior.



She famously said “What people say, what people do, and what they say they do are entirely different things.” This is what ethnographic research seeks to uncover.
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The five basic methods of conducting ethnographic research are Interviewing, Observation, Contextual Inquiry, Immersion and Archival Research.



Interviewing, which is our focus today is speaking directly to someone in a structured manner to elicit information that will help derive insight on their experiences, preferences, and environment. Interviewing is powerful because you are going directly to the source and unlike a survey can make clarifications in real time that may cause a user to refine their answer.



Here called “Fly-on the wall” Observation, the observation method helps to minimize impact and maximize discovery. In situations where you can not interact directly, or you would prefer to minimize your presence as a researcher, you may want to kind of just blend into the wallpaper. How many times have you heard someone say “man If I could have been a fly on the wall at that meeting!”? The TV show “Under Cover Boss “ is a classic example of observation without the distraction of being seen observing. So is stalking, but I digress, and for the record am vehemently against such practices.



Contextual Inquiry is basically the way Margaret Mead’s statement in realized. Similar to the fly-on the wall, it means placing yourself in the users environment, however you may use prompts to ask them to complete a particular activity, then you step back and watch and offer nothing else until or unless there is another activity to be performed. It is contectual inquiry because the observation hinges on the level of specificity of the task. This method helps to deepen your empathy for users experiences and may challenge previous assumptions of how you though things were being done. This is usually where we find the work arounds folks may have forgotten to mention (often as they didn’t realize they were doing it.



Walk-A-Mile Immersion forces you not feel for, but feel what your users, customers are experiencing. Sympathy is I feel for you, empathy is I feel as you do.



We’ll concentrate mainly on Interviewing today but will dip our toe in the method pool in a bit. Archival research while included in ethnographic research is secondary research as you are reviewing documentation and not getting the information firsthand.
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The takeaway is you must talk to people. This statement supports the thesis that a better customer understanding begets a better customer solution. One way to understand is by simply going right to the source – to speak to your customer.



Our focus today is about connecting directly with customers to better understand their motivations and challenges. Ultimately, we're working to provide them solutions, and we'll understand best how to do this if they are directly involved in designing the solution.
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Not a smoke-filled room grilling them incessantly about every nook and cranny of their life. It is also not a free form tell me whatever you want story telling hour. It is a shred experience and when done well, it falls between structure and discovery. It is important  to connect with interviewee - goal is to connect in the beginning minutes to reduce anxiety and allow them to drop defenses so you can get authentic and honest feedback. You must start with the end in mind.
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Here’s something you probably don’t need a study to tell you. People like telling stories about their experiences. In design thinking we typically refer to this as their “lived experience”, which basically means they own the story either directly or by proxy. For an example if I were looking to find out about services provided during VA hospital visits to improve Veteran’s care experiences, I could talk to the Veteran direct or a spouse or other care giver that takes them to appointments or sits with them when being seen.



The good thing about interviewing is that it challenges your assumptions (which by the way there is nothing wrong with having). In the best cases you unlearn something you held as fact prior to the research (biases). This has the added benefits of deepening your empathy and increasing credibility with your stakeholders. Again, folks like to be included. You ever see poll results and said Hmph, nobody asked me what I think!?



When delivering your product, service, or policy you can then honestly say “you spoke and we listened”. It does mean you do everything they user wants, it does mean you acknowledge their point of view.
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When do you interview? Well you might have been involved with an ice breaker activity, especially if you have ever been to a Center of Excellence training. What shameless plug? Or more likely as you are sitting here a part of this event you interviewed with someone to get that seat. Now a days increasingly that may have been a virtual interview, which has its own set of concerns. But personally, you may have had to interview a caretaker, and I am sure you really thought about the kinds of questions you would ask to ensure the safety and well-being of a loved one. Or maybe during the stay at home era you have taken on some remodeling. You would certainly need to ask some insightful questions of a potential contractor.



In our work lives asking questions (the right questions) gets teams good results, and what more important it gets customers good results, and that is the reason we wan to get this right. Design thinking or Human-centered design is all about getting to unarticulated needs and bringing delight. If we understand the customer,  and solve for the challenges they have (whether or not they think they told us) it drives customer satisfaction. It’s when you hear the customer say “how did they know?” or “this just FEELS right” or even “I didn’t even know I needed this” that you know you have asked the right questions and solved for their most pressing need. In services it is usually comments about ease, convenience and efficiency that let you know you are providing solutions that make it pleasant for people to use your website, help center, etc.
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So, we start with asking questions. I know I just said don’t grill people, and don’t chop it up for hours, so how are you supposed to know you are asking the right questions and how to do that?
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Recruit a representative sample of participants based on characteristics that best represent your target audience. Use a screening questionnaire with a large pool to choose from: 

•Select participants based on relevant attributes

•Or exclude from the study, based on attributes that might affect the study  (e.g. specific job title; use of the Web an average of once a day; makes purchasing decisions for their organization)



To prepare

Do research on the domain ahead of time 

Develop an “interview script” to guide you through the interview, but be ready to improvise and change gears 

Structure the script: General > Specific 



Ask process and routine questions

Ask what services they use most and why ​

Find out what they love and what could be better 
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Glad you asked!  



In order to get juicy, mouth watering content (sorry it is lunch time), there are some solid considerations you should keep in mind when interviewing.



Framework for behavior means that 

They may be star struck if you represent an org and may either tell you what they think you want to hear or they blast you by airing their grievances. The battle for structure means you cannot let them direct your time, you need to ask the questions and achieve the goal of the interview. So one best practice is to tell up front that you will leave 15 mins at end to address any other ideas they may have, and it gives you the out to redirect session if they begin to take over. 



Expectations: and Attitude go together. Let people know up front whether and how much you may engage. Sound weird? It helps to know why someone is not laughing at your dad jokes. Sometimes you don’t want to lead their answers, and we usually want to smile or engage. Some people want to give you what they think you want to hear. If you really want to be sure you get “just the facts let them know you will neither agree nor disagree with their statements.



Battle for Structure - sometimes interviewees do not know exactly the goals for an interview or any research activity, so they come with their own expectations and may take over the time with their own agenda.  It is important to prioritize the questions you want to ask. It’s always more valuable to go down a rabbit hole and keep exploring deeper levels of an initial question than stopping with one answer and moving to a second (think the 5 whys etc.)



Keeping all of these in mind as you consider timing and watching the flow of the conversation is important.



Now how do you get the best content smorgasbord?
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Ethnographic research is included in the “immerse” phase or what some call “looking” phase of human-centered design, which is really the work that we do to observe human experience. There is also participatory research and evaluative research, which we will not go into today. Simply remember that all that you are doing is attempting to see things from another’s point of view, and there are several ways to do that.
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Let’s practice shall we?



First, I’d like everyone to write down what sort of questions they think will help the organization derive valuable insights. Remember you are ordering up juicy content. How much, how often, when does it happen, what would you rather have happen, what would you like more of, less of. Finally how does it make you feel? What’s the best part, what’s the worst part. If there were no barriers, rules, insurance company decisions, what would you love to see happen?



Now I realize it may seem as if I gave you all the questions, but I promise you I haven’t. When you are speaking with someone about their specific challenges, more questions will come up.



Reiterate Instructions 



3 participants: interviewer, interviewee, note taker



You will have six minutes, then be asked to switch if someone else would like to be interviewer. You may switch all roles or just the one. For the interviewer I want you to ask about the persons experience with choosing a doctor. Positive, negative, urgent needs. Try to understand the emotions that are tied to finding a doctor.  How important is it to them.



For the interviewer, Follow up prompts: tell me more about that. Look for visual cues.



For the interviewee, please share your actual experience looking for a doctor. You of course need not reveal any personal information you don’t want to,but try to think of what you may have experienced the last time you had to do this.



And for the notetaker, please record key takeaways and themes observations regarding types of questions or follows you might ask, notice the way the respondent answers, or any a-ha moments. Jot down anything else you observed or heard







BREAKOUT ROOMS

Broadcast Message to switch up



RETURN FROM BREAKOUT ROOMS

Return to main, ask to share



[Recruit participants]
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Now you have asked and observed the interview process. Did you find the you had any similar experiences to the ones being told by the interviewee? Do  you think that made you more empathetic to their cause or challenge? What if you had never had to look for a doctor so were only hearing it second hand? How much more insightful would it have been to have had to go through it yourself as a point of reference? Shared experiences increase empathy.



It is not enough to say I think the customer needs this or that. What do they say is the first level, but really understanding them comes at somewhat of a personal risk to ourselves. This is empathy squared. Now while you don’t necessarily need to hook yourself up to a labor contraction machine ( although you might), sometimes finding a way to more personally experience your customers challenges is necessary to truly design solutions that will let them know you get them. You think this guy is going to tell his wife “just breathe” again?
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Ethnographic methods seek to help us understand in deeper ways what our customers are feeling, thinking, experiencing. Telling us is good, showing us is better, but sometimes you just have to walk a mile in another's shoes to get the point. If that means quitting coffee for a week to see what withdrawal is like for your energy monitoring app, or taking the stairs with your knee bandaged up to simulate difficulties customers with knee pain experience on a daily basis, so be it. You ever try that baby food you gave to your kids? Did you spit it out?



Deepening your empathy will better inform your decision making. The better you understand people’s motivations the better understand their needs.
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We are going to try something a bit different than we usually do for the CoP. Since I couldn’t have Amazon drop off labor contraction simulators to each of you, we’ll have to settle for the next best thing. 
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Your customer wants to create products to optimize 

at home learning for grade school children. Kneel 

and immerse yourself in the world of children using 

their parents' workspace.

Activity: Walk-a-Mile Immersion
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Remember that Walk-A-Mile Immersion forces you not feel FOR but feel WHAT your users and customers are experiencing. Sympathy is I feel for you, empathy is I feel as you do.



To simulate what the little people might experience, I am going to ask you to kneel in front of your desk, or hunch to get closer to approximate the experience a child would have in trying to make mom a or dads space work for them.



Cameras off, mics too in case you bang your head! &@$%!

We’ll take just a few minutes to walk not quite a mile in our customers shoes.

How does it feel, what can (can’t) you see, find where you would put snacks & drinks, try typing on the computer or writing on a note pad. 

Jot down anything you observed as cumbersome, things you wish you had right now, work arounds you may already use.

Where would pencils and pens go

Are there any dangerous aspects? What could mitigate that?

Would they way a child hops in and out of a chair scuff the floor? What could mitigate that?

What about what’s not there? Like parents? Would they need to be, how might you create an enclosure or environment that mitigated the parent standing over the child?



Dulled and heightened senses.



Reiterate Instructions 

BREAKOUT ROOMS

Broadcast Message with time limit

Return to main, ask to share





RETURN FROM BREAKOUT ROOMS



[Recruit participants]



Anyone want to share what they learned, unlearned or just found interesting?
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Ethnographic research seeks to study human behavior in its natural setting (or facsimile) and is derived from anthropological study methods. One of the most fundamental ways of doing this is through interviewing the people whose lived experience matters to, an informs the developers of a product, service or policy. I hope this has been informative, and there are no bruised knees or bumped heads as we attempted to introduce you to seeing your users and customers through their eyes. What’s that called again? Right…empathy. I am very grateful you have chosen to spend your hour with us.
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Any Questions?
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Welcome to Behind the Glass; Interview techniques for Non- Researchers. You may think you know what happens with user interviews, and how to do it. I mean its just asking questions, right? How hard can that be? Or maybe you’ve always wondered what happens on those user interviews and how someone decided to make “swipe left” the code for rejection.
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