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Consultant, speaker and
Faculty at Simplilearn.
Ben has presented at
conferences on the topic
of design thinking and
user experience.
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Ben leads the basic and 
advanced UX worshops
for Simplilearn and is a 
faculty member at Kent 
State University in the 
USA.
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A bit more about me…
• dbenwoods.com

• linkedin.com/dbenwoods

• Upcoming presentation to 
be livestreamed on 
February 24th (time to be 
determined) 
https://2018.worldiaday.org/location/kent-
ohio-united-states

Woods says that good UX means taking 
human nature into account. “What we try to 
do is engineer and design processes, 
systems and interfaces around the way 
people work,” he says. “It's a competitive 
tool for our clients and for our customers.”



Resources for you

• dbenwoods.com/iDigital



As we begin…
• Please set aside your laptops (you don’t need them)
• Please silence your phones

• There will be a lot of material to cover, and a lot of activity.



UX Essentials: The Big Idea

Develop empathy for customers.
Design is a process and everyone can do it!

Use empathy to design solutions with customers.



What are we going to do for 2 days?
• Learn how to see things through the eyes of our 

customers.
• Develop empathy for customers.
• Exercises to stimulate creativity.
• Think like a designer.
• Use the User-Centered Design Process to solve a 

problem.
• HAVE FUN!



Module 1: Background
• Key Topics

• What is UX? Design Thinking? Anyone can design
• User Experience Design as a tool for competition
• Why User Experience Design matters

• Activity: Drawing

• Ask yourself:
• Where do you see UX and design everyday?
• Where can design thinking and UX be used in your job?
• What is the User Centered Design process?
• Have you ever loved the appearance of a product, but hated using it?
• Does design have measurable effects on business?



Introduction

• Please share:
• Your name
• Role
• What do you want to learn in this workshop?

https://flic.kr/p/7eXqUm



Let’s talk 
about this 

chair.



J



Discussion
• Think about a product, website, app or service you really 

enjoy using.

• Now, think about one that you hate using.

• What are the differences?

• What is it that makes one enjoyable, and the other not?
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What about people?

https://flic.kr/p/UnFBqn



UX Venn Diagram
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Let’s watch a video
• David Kelley, IDEO



THE USER CENTERED 
DESIGN PROCESS



The User Centered Design Process
• UX is all about 

research, ideation, 
design, testing, 
learning.

• It’s a continuous 
improvement
process.



DESIGN & BUSINESS



Design Pays.



www.hbrreprints.org
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Beating the Market with Customer 
Satisfaction

 

by Christopher W. Hart

 

If you’re looking to boost customer satisfac-
tion, one of the most promising places to start
is customer service. Unfortunately, it’s also a
place where long-term goals tend to buckle
under short-term financial pressures. Compa-
nies try to meet Wall Street’s immediate de-
mands by cutting costs through automation
and outsourcing—despite a growing body of
research conclusively showing that customers
are fed up with lousy service and that in-
creased satisfaction has a positive impact on
consumer spending, cash flow, and business
performance.

In a groundbreaking 2006 study, University
of Michigan business professor Claes Fornell
and colleagues showed the relationship be-
tween customer satisfaction and financial suc-
cess by creating a hedge portfolio in which
stocks are bought long and sold short in re-
sponse to changes in the American Customer
Satisfaction Index (ACSI). Developed by the
University of Michigan’s National Quality Re-
search Center, the ACSI is an indicator of eco-
nomic success that reflects levels of customer
satisfaction with goods and services purchased
from about 200 companies in more than 40 in-

dustries; it’s based on interviews with more
than 65,000 U.S. consumers each year.

Collectively, as the exhibit “Why Service
Matters” demonstrates, the companies with
high customer-satisfaction scores have blown
the S&P 500 out of the water, especially over
the last few years. Not only have they pro-
duced higher stock returns, but their stock val-
ues and cash flows have been less volatile.

How are these results possible, given efficient-
market theory, which says you can’t consistently
outperform the market? It’s because today’s
stock valuation methods fail to incorporate the
kind of information that forms the basis for
making stock trades in the ACSI portfolio. If
they did, the ACSI portfolio would closely track
the S&P 500.

Customers’ attitudes improve or deteriorate
as people notice consistent quality differences.
Changes in companies’ customer satisfaction
scores don’t happen overnight; they have to
work their way through complex value chains
that ultimately affect quarterly profits and
stock prices. (This accounts for the modest per-
formance difference between the ACSI portfo-
lio and the S&P 500 in the study’s early years.)
As the ACSI companies have attained higher
levels of customer satisfaction and the laggards
have been sold short, the fund’s performance
has significantly improved. A decrease in
Home Depot’s ACSI score, for instance, led the
fund to sell the DIY retailer’s stock short—and
that was consistent with the company’s poor fi-
nancial performance and downgrades by stock
analysts, even before the current housing
downturn added to the company’s woes.

The implications of the ACSI study will dif-
fer from one company or industry to another.
In businesses with long purchasing cycles, like
life insurance and durable goods, changes in
customer satisfaction will take a while to make
a difference in a company’s sales, ability to in-
crease prices, and so on. (After all, how often
do you need to replace your dishwasher?) In
many service-intensive industries, however, if a
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Why Service Matters

A study of 200 companies shows a clear correlation between higher levels of customer satisfaction
and higher stock prices.

This document is authorized for use only by Ben Woods (BEN@DBENWOODS.COM). Copying or posting is an infringement of copyright. Please contact 
customerservice@harvardbusiness.org or 800-988-0886 for additional copies.
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http://www.theacsi.org/national-economic-indicator/financial-indicator





Why does UX matter?
COMPETITION





http://www.telecomlead.com/telecom-services/vodafone-digital-program-will-cut-cost-improve-user-experience-
80860

Under the Digital Vodafone 
program, the mobile operator will 
be using digital technologies to 
deliver engaging digital 
experience to customers. 
Investment in innovative digital 
technologies is expected to create 
incremental revenues 





As operators drastically 
reduce complexity… they 
can also refocus their 
attention on 
understanding customer 
behavior… offering 
appropriate content and 
access services—all 
bundled easily into existing 
operator invoices. 

https://www.atkearney.com/documents/10192/7026987/The+Future+of+Telecom+Operat
ors+in+Europe.pdf/04e78f77-ea18-43f0-9503-5866190685e8



40% of UK mobile users said they would increase spending 
with their carrier if it operated more like a leading digital 
brand, while 52 per cent of all respondents would 
recommend their carrier to friends and family.

http://www.telecomtv.com/articles/mobile/mobile-service-providers-fail-to-meet-the-digital-first-user-experience-16114/



In a digital world, everyone 
competes with everyone.



https://flic.kr/p/7dxM6p



https://flic.kr/p/6gao66



https://flic.kr/p/mN2xM4



https://flic.kr/p/9HVyFL



https://flic.kr/p/hqPiqa



https://flic.kr/p/hqPrtA



Digital Disruption / Creative Destruction
• What’s next?

• Industrial Goods
• Grocery Stores

• Who is winning? The companies who are able to best 
execute User Experience capabilities – companies who 
start with customer outcomes and design their business 
from there: Amazon, Apple, Google, Facebook, etc. 



“At some point, Orange realized that many people control their bank accounts from 
mobile apps. That’s why the company thinks it’s a good idea to become a bank on its 
own… “We are creating a mobile bank with our high level of requirements, not a small 
product from a little-known German startup”… German fintech startup N26 now has 
100,000 customers in France and 500,000 users around Europe. It’s weird that the 
CEO of a big French company with tens of millions of customers sounds so 
worried about competition.”



THE TELEPHONE 
COMPANY HAS CHANGED



https://flic.kr/p/aTXAYV



Messaging
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Digital Disruption in Telecom



Customers demand more and have 
more choices than ever before.
Choices are now differentiated 
by experiences.



The User Centered Design Process
• UX is all about 

research, ideation, 
design, testing, 
learning.

• It’s a continuous 
improvement
process.



ACTIVITY: 
PICTURE CONSEQUENCES



Picture Consequences
• https://www.wikihow.com/Play-Consequences



ACTIVITY TIME: 
15 MINUTES



DEBRIEF: 
5 MINUTES



SIMULATION:
A BETTER POTATO CRISP 
CONTAINER



Lay’s is the number one maker 
of potato crisps in the world



But they are seeing 
intensifying competition



And there are other substitutes
• New Potato Crisp brands (Kettle)
• International/Local Brands (Chio)
• Popcorn
• Pretzels
• Nuts
• Tortilla Chips
• Etc



WE NEED TO DESIGN A NEW WAY 
OF PACKAGING POTATO CRISPS 
THAT PEOPLE WILL LOVE


