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The discipline

Experience Architecture is a discipline rooted in addressing 
each of the five Ws (and one H) frequently referred to in 
journalism, education, philosophy, and theology from the 
perspective of the user.

 

Experience Architecture in digital development is a “glue” for all 
the disparate functional groups and facilitates collaboration 
among those groups.



Experience Architects function as the representatives of the user 
for the entire lifecycle of a project.



Experience Architecture is focused primarily on the journey of 
the user; on the “what happens between point A and point B.”
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The five Ws (and one H)

Who is the user?


Where is the user?


What does the user do?

When might the user access your concept?


Why would the user engage with your idea?


How would the user experience your creation?
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Who is the user?

What motivates them?  What’s their story?
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WORK SOCIAL CASUAL 

Nathan 
Stylish Urban Casual 
28 years old, single 

Brooklyn, NY 

HIS STORY 

Nathan buys clothes based on 
his own look and style, the label 
is secondary. He does have 
brand loyalty – but his brands 
are urban, a bit dissident and 
thoroughly progressive.  He 
works as a designer in the 
technology field so most of  his 
clothes are multipurpose.  He 
seeks comfortable clothes that 
work within his ‘casual but cool’ 
social environments. !

WARDROBE 

“It has to be the right look; the 

label is kinda secondary to me” 

Persona


ASPIRATIONS 

Staying true to his 
own sense of 
authenticity and to his 
counter-culture 
aesthetic.!

FRUSTRATIONS 

When something he 
is into goes too 
mainstream.  !

TASKS 

He shops when he 
needs to shop, mostly 
as things wear out – 
or as his tastes shift.  
He shops socially on 
occasion.!

GOALS 

Making sure his look 
is authentic; Not 
looking lame, unless 
it is ironically looking 
lame.!

M
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$65K! $175K!

SOCIAL SPHERE 
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progressive,!
adventurous!

conservative,!
conventional!

STYLE & SHOPPING APTITUDES 
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Where is the user? 

Where does the user spend their time?  Where would they  
encounter the concept you are developing? 
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Ecosystem


Mobile

Data Repository (TBD)

Brand.com

Healthcare 
Providers

Professional 
Site

Paid

TV

Search

Display

Sponsorships

Print

Packaging

Social

Twitter

Facebook

YouTube

Flickr

Brand

Core Assets

Products

Tools 
For Life

Personalized 
Content

Database
Communications
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What does the user do?

What do they do – and what do they want to do?  What do 
they do, versus what they say they do?
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Scenario


In this scenario, The Overachiever tests, logs her numbers, communicates with friends 
and then searches for healthy recipes. 
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1)  The Overachiever tests her blood using a meter 

2)  She records her numbers using the branded iPhone App, and 
checks her patterns for the last ten days 

3)  She logs on to her account at Brand.com and enters her food 
into the diary there 

4)  She Tweets her numbers 

5)  She navigates to Facebook, where she sees that one of her 
friends has commented on a new recipe she has tried for 
sugar-free chocolate-chip cookies 

6)  She clicks the link and ends up on a healthy cooking site 

7)  She notices that the recipe has been sponsored by brand 

8)  She “likes” the recipe and then decides to “share” it with all of 
her diabetic friends   
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User Flow


Functional Search & Retrieve

1) She searches for [Quick and Easy Chicken Dinner] using Google.  She glances over the list and 
sees a link for [Quick and Easy Chicken Dinners] on [Brand.com] 

2) She clicks the link and lands on a page on [Brand.com].  The page [Our Top 50 Quick and Easy 
Chicken Dinners] has a large image accompanied by a paragraph of copy explain that this list represents 
the 50 highest rated quick and easy chicken dinners.  Below is a list of those recipes. 

3) She decides, in addition to [quick and easy], she’d also like [Italian] recipes.  She uses the tags she 
finds in the upper right-hand corner, she clicks on the [Italian] cuisine-type tag. 

4) She navigates over to a list of  [quick and easy and Italian] recipes. 

5) She scans the list, and she finds [Parmesan-Crusted Chicken in Cream Sauce]; it is rated 5 stars. 

6) She navigates over to the recipe and takes a quick look over it. (an additional visit to this recipe is 
added to the trend map)  

7) Scanning further everything looks good - except - she’ll need to fry the chicken – easy enough, but 
she’s never really been good at frying things. 

8) Looking further down the page, she sees a module [Ask an Expert]; she notices the question that 
has been posed to the expert is [what is the best way to fry chicken?]  

9) She notices that the [Brand expert], hasn’t answered the question yet – but several other Kraft users 
have, and [Katie G] whose status is [Expert Chef] has answered: [make sure you keep the oil temperature 
below 375 degrees - use a deep-frying thermometer to the check the temperature].  She has an “Aha!” 
moment, realizing that she’s never paid any attention to the temperature of the oil. 

10) She clicks the [more link] and reads the entirety of [Katie G.’s] answer.  [Katie G] has listed [5 tips for 
frying chicken]; wow!  She discovers that frying is much easier than she thought. 

11) Inspired – she clicks the [send/share] button on the recipe and sends it to herself. 

12) She’s got nearly every ingredient already – except the [Brand Product]– so she adds that to her 
[shopping list] which she clicks into and sends immediately to her smart phone. (a hit to it is added to the 
trend map)  

Ask 
Response

Ask 
Module

Brand.com
Recipe Page
Shopping List Modal

user 
information

7

Facebook Comments

Shopping List

Send to Smart Phone

Google
Search Results

Search Results

user 
information

tags

Brand.com
Curated Landing Page

Our Top 50 Quick and Easy Chicken Dinners

Brand.com
Recipe Page

Parmesan-Crusted Chicken in Cream Sauce
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Search Results

quick and easy and Italian

Search Results
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Home Page
Ask Response Open
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When might the user access your concept?

When would a user interact with your idea?  Is there a 
specific time of day or an event that drives the user to your 
idea?  
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A Day In The Life

 “My increasing health is not just in these results; it's also in what I do…I also feel that my active 

participation in the Diabetes Online Community enhances my health care.” 

SUMMARY: The Overachiever  takes their condition head on by educating themselves and others around them. They 

actively communicate to help others learn, understand, and cope with their condition. Being vigilant about their treatment  

and education allows them to be trusted sources for the diabetes online community. 

MORNING MID-MORNING NOON AFTERNOON EVENING NIGHT 

Wake Up 

Test 

Bolus for 
breakfast 

Tweet 
numbers 

Eat breakfast 

Shower 

Update 
online food 

diary 

Test 

Mobile log 
results 

Go to work 

Have snack/juice 

Lunch out 

Bolus for lunch 

Tweet 
numbers 

Snack 

Injects insulin 

Gym Dinner 

Sleep 

Bolus for sleep 

Update 
online food 

diary 

Test 

Mobile log 
results 

Mobile log 
results 

Test 

Mobile log 
results 

Comments 
on diabetes 

blog 

Searches for 
healthy 
recipes 

Test 

Mobile log 
results 

Test 

Mobile log 
results 

Tweet 
numbers Reads online 

diabetes 
news 

Facebook 
comments 

Note: Actions above are color coded as follows Core Assets Social Paid Healthcare Providers 
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Why would the user engage with your idea?

Why would the user elect to interact with your idea? Is 
your idea a tool, a diversion, a service?
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Scenario Based on “Why”


Preliminary	
  IA

360i	
  LLC–	
  Proprietary	
  &	
  Confidential

Version	
  1.05
February	
  02,	
  2010

Key

External	
  
Site Email <Category>

Content
<Category>
Content

<Category>	
  
Collection

Navigation	
  
Element

Newsroom
4.2

Customer	
  Service
4.3

Market	
  Watch
4.4

Careers
4.5

Foundation
4.6

Sponsorships
4.7

Question	
  /	
  Goals	
  Navigation Utility	
  NavigationProduct	
  Navigation

ING	
  USA	
  	
  -­‐	
  Consumer

Home
[individuals]

0.0
Home

[agents/resellers]

0.0.3

Home
[plan	
  participants]

0.0.1

Home
[plan	
  sponsors]

0.0.2

Accounts
logins
8.0

Login
8.1

Products	
  
&	
  Services

5.0

<Category>
Content

<Category>
Content
Products	
  
&	
  Services

Direct	
  
Banking

Retirement
1.0

<Category>
Content

<Category>
Content

Retirement	
  
Products

<Category>
Content

<Category>
Content

Retirement	
  
Content

<Category>
Content

<Category>
Content

Retirement	
  
Tools

<Category>
Content

<Category>
Content

Retirement	
  
Calculators

Insurance
2.0

<Category>
Content

<Category>
Content

Insurance	
  
Products

<Category>
Content

<Category>
Content

Insurance	
  
Content

<Category>
Content

<Category>
Content

Insurance	
  
Tools

<Category>
Content

<Category>
Content

Insurance	
  
Calculators

Investments
3.0

<Category>
Content

<Category>
Content

Investments	
  
Products

<Category>
Content

<Category>
Content

Investments	
  
Content

<Category>
Content

<Category>
Content

Investments	
  
Tools

<Category>
Content

<Category>
Content

Investments	
  
Calculators

Tools,	
  
Calculators	
  &	
  

Forms
6.0

<Category>
Content

<Category>
Content
Tools

<Category>
Content

<Category>
Content

Calculators

<Category>
Content

<Category>
Content
Forms

<Category>
Content

<Category>
Content
Glossary

[	
  Questions	
  ]
0.1

How	
  do	
  I	
  prepare	
  
for	
  retirement?

0.1.1

How	
  much
	
  life	
  insurance	
  do	
  I	
  need?

0.1.3

How	
  do	
  I	
  provide	
  
for	
  my	
  employees?

0.1.5

How	
  do	
  I	
  
roll	
  over	
  my	
  401(k)?

0.1.2

How	
  do	
  I	
  save	
  for	
  college?
0.1.4

How	
  do	
  I	
  secure	
  my	
  
family’s	
  future?

0.1.6

How	
  do	
  I	
  avoid	
  being	
  
overtaxed?

0.1.8

What	
  does	
  this	
  recession	
  
mean	
  for	
  me?

0.1.10

How	
  do	
  I	
  compare	
  
to	
  my	
  peers?

0.1.7

How	
  do	
  I	
  begin	
  to	
  plan	
  
my	
  finances?

0.1.9

[	
  Goals	
  ]
0.2

[	
  Starting	
  A	
  Family	
  ]
0.2.2

[	
  Adjusting	
  for	
  Change	
  ]
0.2.3

[	
  Planning	
  for	
  Your	
  
Business	
  ]
0.2.4

[	
  Retiring	
  ]
0.2.6

[	
  Getting	
  Started	
  ]
0.2.1

[	
  Estate	
  &	
  Trusts	
  ]
0.2.7

[	
  Changing	
  Jobs	
  ]
0.2.5

Terms	
  &	
  Privacy	
  Content

Insurer/Investor	
  
Disclosure

10.0

	
  ING's	
  Privacy	
  
Promise
11.0

Terms	
  of	
  Use/
Online	
  Privacy

9.0

About	
  ING
4.0

Contact	
  Us
4.1

Email	
  Form
4.1.1

Search
7.0

<Category>
Content

<Category>
Content
Results

1 
1 1 

2 2 
2 

3 

3 

4 

4 

4 

The Independent Idealist  

3 
About 

Goal 1: Realistically plan for retirement 

Goal 2: De-mystify financial products and find out if there are any other products or services than can help reach long and short-term goals 

Goal 3: Quickly and easily look at her 403(b) program online; Is the company I have my 403(b) with socially responsible; do they give back? 

Privacy 
Promise 
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How would the user experience your creation?

How would the user access your idea?  How would the 
interface look and behave?  How would it function?
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Wireframe
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Architecting an idea for digital consumption

When ideating for digital, form follows function.  



Consider the cognitive environment in which 
your idea will exist. How will users perceive, 
remember, think, speak, and solve problems relative to 
your idea in the digital environment?



Work with existing digital paradigms and 
constructs and innovate reasonably using 
models that have proven to be successful.
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The Goals: Coherence, Relevance, & Resonance

In digital…




Coherence is the logical interconnection of a group of 
discrete elements to create an overall sense of 
understandability.



Relevance is the quality of having a direct bearing on the 
matter at hand (or a matter of particular interest); pertinent; 
distinctive.



Resonance is achieved by intensifying an emotional 
experience; by evoking a sense of empathy, richness, or 
significance.
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QUESTIONS?

Email: lance.m.love@gmail.com 
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APPENDIX

Concept Worksheet Template
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Concept Worksheet Template
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From the 
perspective of 

the user
 Who
 Where
 What 
 When
 Why
 How


Coherence

Who will find this idea 

coherent or logical? Who 
will "get" it?  Who would 

you like to target?


Where would this 
concept be the most 

understandable?


What would be the 
most  

understandable 
way to present this 

idea?


When would a 
person logically 
seek this idea?


Why would 
someone 

logically use 
this concept?


How would this idea 
be expressed in the 

most understandable 
way?


Relevance

Who will find it relevant or 
pertinent either right now, 

or in the longer term?


Where would this 
idea be the most 

pertinent?


What would be the 
most relvant way to 
express this idea?


When would 
this idea be 

most relevant?  
When would it 

have direct 
bearing? 


Why would this 
idea be 

relevant?


How would this 
concept be relevant, 

pertinent, or 
distinctive?


Resonance
 Who will find it evocative or 
emotionally significant?


Where will this idea 
emotionally 
resonate?


What would the be 
the most 

emotionally 
significant way that 
this idea could be 
expressed?  What 
would resonate?


When would 
this concept 
resonate?


Why would this 
concept evoke 
empathy?  Why 

would it 
intensify an 
emotional 

state?


How would this 
concept evoke a 

positive emotional 
experience?


•  Answer these questions (or derivatives of them) to help define and focus a concept or idea; this method works particularly well for digital. 
•  A separate worksheet may be completed for each role in the project.  For example one for ‘the stakeholders’, one for ‘the contributors’ etc. 
•  When the personas have been created you may do a specific worksheet for each of the personas – ignoring the “who” column.  
•  Keep this process FLUID and NARRATIVE, the process should be fun.  


