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The Three Lenses of Human-Centered Design

The human-centered approach to 
innovation integrates the needs of 
people, the possibilities of 
technology and the requirementstechnology, and the requirements 
for business success.
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Generating New Experiences:g p
Requires Two Fundamental Phases
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Source: Maschi, S. (2012)。The experience economy. In 2012丹麥服務創新研修行前補充講義。台北市：中國生產力中心。
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Source: http://www.designthinkingforeducators.com/toolkit



Find Stories & ThemesFind Stories & Themes

5Source: http://www ideo com/work/human-centered-design-toolkit/ 5Source: http://www.ideo.com/work/human-centered-design-toolkit/



Walt Disney ever said:y

• “When we consider a new project, we really study it ... 
not just the surface idea, but everything about it.“ (p. j , y g (p
47)

• "I definitely feel that we cannot do the fantastic things 
based on the real, unless we first know the real.“ (p. 
71)
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Source: Thomas, F., & Johnston, O. (1995). The illusion of life: Disney animation. New York, NY: Hyperion.



Learn from Disneyy

• The important factors of Disney’s animation business 
lies on the “Story” and “Character.”y

• First, there must be the big, simple idea: the story you 
can tell in two sentences. For example:
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Source: Thomas, F., & Johnston, O. (1995). The illusion of life: Disney animation. New York, NY: Hyperion.



Learn from Disneyy

A baby elephant is 
considered a freak 
because of hisbecause of his 
enormous ears, until 
an enterprising mousean enterprising mouse 
discovers a way to 
tum this liability into a 
startling asset. (p. 
368)
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Source: Thomas, F., & Johnston, O. (1995). The illusion of life: Disney animation. New York, NY: Hyperion.
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Learn from Disneyy

• If your idea is complicated in the beginning, 
there should be much more thought and discussion g
before even starting the picture. 

• In our experience, a picture that attempted to 
continuous excitement and dramatic tension never 
held the attention of the audience. It seemed to dull 
their sensestheir senses. 

• There could be a strong underlying theme, but 
the story had to be told with a balance of tempos andthe story had to be told with a balance of tempos and 
fresh ideas.
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Source: Thomas, F., & Johnston, O. (1995). The illusion of life: Disney animation. New York, NY: Hyperion.



Character v.s. Persona
• Chinese Introduction:

http://www.slideshare.net/uxstudio/kickoff-day21p // / / y

• Book:
Pruitt, J., & Adlin, T. (2006). The 
persona lifecycle: Keeping people in 
mind throughout product design. 
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g p g
Boston: Elsevier.
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1. Persona Family Planningy g

12Source: Pruitt, J., & Adlin, T. (2006). The persona lifecycle: Keeping people in mind throughout product design (p. 61). Boston: Elsevier. 12Source: Pruitt, J., & Adlin, T. (2006). The persona lifecycle: Keeping people in mind throughout product design (p. 61). Boston: Elsevier.



6 Steps in Conception and Gestation phase
1 Id tif i t t t i fC ti 1. Identify important categories of users.
2. Process the data.
3 Id tif d t k l t

Conception

3. Identify and create skeletons.
4. Prioritize the skeletons.

l l d k l
Gestation

5. Develop selected skeletons into personas.
6. Validate your personas.
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Step 5: Develop selected skeletons into
PersonasPersonas

An example skeleton (left) being transformed into a foundation document (right)
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Source: Pruitt, J., & Adlin, T. (2006). The persona lifecycle: Keeping people in mind throughout product design (p. 238). Boston: Elsevier.



Step 5: Develop selected skeletons into
PersonasPersonas
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Source: Pruitt, J., & Adlin, T. (2006). The persona lifecycle: Keeping people in mind throughout product design (p. 199). Boston: Elsevier.


