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RESEARCHER | ABOUT
Gini Martinez is a former small business owner who conducted UX research to innovate new services for her
clients before she had even heard of the concept.

While pursuing herMA in Applied Cognitive Psychology for User Experience Research at Claremont
Graduate University, she conducted qualitative and quantitative foundational research which directly
impacted the design and development of a mobile application at a Los Angeles startup.

An award-winning public speaker with 20 years of client
collaboration, Gini values curiosity, deep listening, and
empathy to best understand users’ and stakeholders’
needs. Over the years she has developed her storytelling
and presentation skills while designing professional
development materials and facilitating group workshops.
Gini brings big-picture strategic thinking and a love of
cross-functional teamwork to any project.

It was Gini’s passion for delivering value to business
through human-centered designs that solve real-world
healthcare problems that led her to her most recent role as
a UX Research Intern with the Inland Empire Health Plan
(IEHP). She currently manages the Games and Interactive
Technology lab at CGU.
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CASE STUDY 1 | IEHP CUSTOMER SATISFACTION SURVEY RESEARCH

IEHP CUSTOMER SATISFACTION SURVEY RESEARCH | PROJECT SUMMARY
During my UX Research internship at the Inland Empire Health Plan (IEHP), I was tasked with revising the
marketing and communications department’s Post Project Customer Satisfaction (PPCS) survey to
increase survey response rate and produce more nuanced, actionable data that we could use to refine and
improve client services.

I was the sole researcher on this project, which took place over 2 weeks within a 4-month hybrid internship
as a UXR within the marketing and communications department of a government sponsored health plan. I
conducted all qualitative research interviews in person and fielded all feedback via email.

IEHP CUSTOMER SATISFACTION SURVEY RESEARCH | SURVEY REVISION PLAN
During the meeting to review the current PPCS survey I noticed most of the questions were binary choice
(yes/no) and asked about the rationale behind that decision. I suggested using a Likert scale instead so we
could capture more nuance within the customer experience and was asked to revise the survey over a
2-week period.

CURRENT STATE FUTURE STATE
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Response Rate = 38% Unspecified increase

Completion Rate = 58% Unspecified increase

Based on conversations in previous meetings, I knew that senior leadership wanted to prioritize providing
Gold Star Service to our internal clients, so my objective was to capture valid data that would uncover any
gaps in service and could be easily acted upon. I developed the following research questions:

● How satisfied are clients with their experience?
● Which areas can we improve upon when delivering our services to clients?
● Which elements of the experience positively influence client satisfaction?

TIMELINE
MILESTONE STATUS DUE DATE

Create survey revision plan Completed 8/07/2023

Schedule and conduct interviews Completed 8/08/2023 – 8/09/2023

Revise survey Completed 8/14/2023 – 8/17/2023

Program survey questions in Qualtrics Completed 8/17/2023

Share preview link with leadership for feedback Completed 8/18/2023

Finalize survey Completed 8/21/2023

Present revised survey at department-wide huddle Completed 9/19/2023
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METHODS
PROCEDURE

1. Review current survey questions
to identify any gaps in
knowledge and interview team
members to fill those gaps. 

I had a combination of casual conversations and
formal interviews with the following team designers
and leadership:

● Hannah – Jr. Graphic Designer
● Anna – Graphic Designer
● Yahya – Director of Brand Design &

Experience

2. Identify constructs to be
measured and develop
hypotheses.  

Based on the current survey, interviews, and
discussions in previous team huddles, I identified
the following constructs to measure:

● Communication 
● Courtesy 
● Respect 
● Professionalism 
● Satisfaction 

○ with deliverable 
○ with experience

After identifying the constructs, I developed the
following hypotheses:

1. If a client's expectations of the deliverable
are met, they’ll score higher in satisfaction
(SAT). 

2. If a client feels they received timely
communication, they will score higher in SAT. 

3. If a client feels they received clear
communication, they will score higher in SAT. 
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4. f a client feels they were listened to, they will
score higher in SAT. 

5. If a client feels their subject matter expertise
was valued, they'll score higher in SAT.

3. Plan preliminary analyses of
survey responses. 

● Descriptive statistics w/ 95% CI 
● Correlational 
● Multiple regression 
● Conducted in RStudio Excel

4. Identify questions to be revised
or removed, then revise and
generate questions based on
survey methodology best
practices. 

Based on interviews, I identified questions that
could be eliminated due to being more
relevant for teammembers rather than
clients.

The Word doc showing my rationale for all edits
can be found HERE.

5. Finalize questions in Qualtrics. The final survey can be previewed HERE.

6. Upload redesigned logo to
Qualtrics.

The organization recently had a complete brand
refresh but the new logo hadn’t been
uploaded to Qualtrics yet. I made sure to
upload the new logo so that my immediate
supervisor–director of brand design and
experience–wouldn’t be distracted by the
old one when reviewing the new survey.
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IEHP CUSTOMER SATISFACTION SURVEY RESEARCH | DESIGN RATIONALE
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IEHP CUSTOMER SATISFACTION SURVEY RESEARCH | LEADERSHIP FEEDBACK
Overall, leadership was pleased with the revisions I made. Leading with a negative prompt (“disagree”) for
the Likert scale questions generated some questions and pushback, with one stakeholder suggesting via
email that I change the prompt to lead with a positive (“agree”) instead.

My response:

I certainly understand the inclination to lead with “agree” first. I do not recommend doing so for the following
reasons:

1. Switching the valence of the instructions to lead with agree means we have to switch the valence of the
response set, which will increase the amount of mental processing required by respondents. The
current response set resembles a number line in math, in which you’ll find negative numbers on the left,
zero in the center, and positive numbers to the right.

2. Respondents who take the time to read, will experience mental fatigue faster, directly impacting the
accuracy of their responses and survey completion rate.

3. Respondents who don’t read, but heuristically map a math number line to the response set, will
unintentionally provide negative responses where they intended to provide positive responses.

4. Switching the valence in the instructions is considered leading the respondent to our desired response
and can result in biased data. I will have to note that caveat in all my reporting of results and that must
be considered when making decisions based on those data sets.

5. Yes, there is a slight risk of biasing respondents negatively by presenting negative responses first, but
the question becomes– Would we rather end upwith data that is slightly skewed negative, so we are
motivated to keep striving to improve or would we rather end upwith data that is skewed positive,
giving us a false sense of achievement and leaving us blind to gaps in service quality?

Ultimately, the senior director favored phrasing that best maintained the integrity of the data, so I did not
make any additional edits.
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I presented the final version of the Post Project Customer Satisfaction survey at our department-wide
huddle and suggested next steps should include:

● Brainstorming strategies to increase client department leadership buy-in .
● Developing messaging to introduce the revised survey .
● Incentivizing client teammembers to increase response rates.

IEHP CUSTOMER SATISFACTION SURVEY RESEARCH | PRESENTATION SLIDE DECK
The executive summary presentation slide deck can be found here.

IEHP CUSTOMER SATISFACTION SURVEY RESEARCH |WHAT I LEARNED

What worked well? ● I was able to schedule interviews within 24 hours

What challenges did I
encounter?

● Our department of 42 people had to share one Qualtrics account
● Leadership didn’t quantify the desired increase in response/completion rate
● Leadership lacked experience with rigorous research and data-driven

decision-making
● It took 4 weeks for project managers to begin utilizing the revised survey in

final project communications
● There was significant organizational inertia with respect to developing

effective messaging and incorporating incentives

What would I do differently
and/or additionally?

● As a result of this experience, I developed a series of questions (which I kept
with me at all times in a notebook) that I needed to ask whenever I was first
tasked with a project by leadership

● Had I continued with IEHP beyond my internship, I knew I needed to become a
cheerleader for rigorously-obtained data and show how/why it’s useful
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CASE STUDY 2 |MHNUSABILITY TESTING RESEARCH

MHN USABILITY RESEARCH | PROJECT SUMMARY
For my master’s level Interaction Design & Usability Testing class, I ran an unmoderated usability test of
Managed Health Network’s mobile “Find a Provider” workflowwith concurrent think aloud.

I was the sole researcher on this project, which took place within the constraints of a 16-week class without
any outside funding. I conducted all qualitative and quantitative research in person as well as remotely.

MHN USABILITY RESEARCH | TEST PLAN
Managed Health Network (MHN) offers (among other things) group behavioral health plans for mental
health services and substance use disorder treatment. I am choosing the MHMmobile website “Find a
Provider” workflow experience because I have experienced it as a member when I had to find mental health
care for a loved one. From that experience, I believe it could benefit from a single sample correlational
usability research study and subsequent design recommendations. If you or a loved one are in crisis, you
may feel overcome with emotion, your heart may be racing, and you may be breathing fast. With these
emotional and physiological responses in mind, the process of finding a mental health care provider needs
to be simple and easy to navigate.
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RESEARCH GOALS
QUESTIONS

1. Are users able to complete the “Find a Provider” mobile workflow successfully?
2. Is the “Find a Provider” mobile workflow a positive experience for the user?
3. Is there a relationship between the website design’s lack of responsiveness on a mobile device and

the lack of positive experience a user has with the workflow?
4. Is there a relationship between lack of positive experience and lack of successful workflow

completion?

In order for the business to meet its goals, health plan members need to be able to access their benefits
and find appropriate providers easily, which requires successfully completing the “Find a Provider” workflow.
In other words, MHN users need to be able to use theMHNmobile website to effectively, efficiently, and
satisfactorily achieve their goal of finding a behavioral healthcare provider. Keeping in mind the
behavioral health focus of the website, providing an experience that is positive should correlate positively
with successfully completing the workflow.

The goals of this summative usability testing research project are to:
A. Evaluate how many users can successfully complete the “Find a Provider'' workflow
B. Evaluate users’ perception of their success
C. Evaluate how many interactions users have with the workflow interface
D. Evaluate how frequently users express the workflow as a positive experience
E. Evaluate how users rate the ease of the workflow
F. Evaluate the relationship between website responsiveness and ease of workflow
G. Evaluate the relationship between a positive experience and successful workflow completion
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HYPOTHESES
➔ H1: Users are not able to complete the “Find a Provider” workflow successfully.
➔ H2: The “Find a Provider” workflow is not a positive experience for users.
➔ H3: The website design’s lack of responsiveness on a mobile device is positively correlated with the

lack of positive experience a user has with the workflow.
➔ H4: Lack of positive experience and lack of workflow completion success will be positively correlated.

Hypothesized Problems Users Will Encounter
1. MHN web design violates Gestalt principles and cognitive biases best practices
2. MHN web design is not responsive on mobile device

Metrics
1. “Find a Provider” workflow successful completion by users

a. Metric: Issues-based rating [0-Success, 1-Success with Uncertainty, 3-Success with Errors,
4-Technical Fail, 5- Fail]

b. Metric: Efficiency [compare ideal # of times (14) they should click/touch/interact versus
actually click/touch/interact with a page]

c. Metric: Perception of successful task completion [7-point Likert]
2. “Find a Provider” workflow positive experience for users

a. Metric: Predicted Ease Score [7-point Likert]
b. Metric: SEQ (Single Ease Question) [7-point Likert]
c. Metric: Behavioral/Physiological [Frequency of negative/frustrated/confused facial and verbal

expressions captured via video recording]
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DATA
The bulk of the data collected will be quantitative, however I will also collect some qualitative data.

PARTICIPANTS
Individuals age 18+

SCREENER
I will screen participants prior to bringing them into the lab with a short questionnaire.

QUESTIONNAIRE
● Have you ever had to seek medical or mental health care for a loved one or close friend in an urgent

situation?
● Have you ever had to seek medical or mental health care for yourself in an urgent situation?

SAMPLING
Because this is my final project for Interaction Design & Usability Testing class, I will be using convenience
sampling and recruiting from friends, family, and classmates.

SAMPLE SIZE CALCULATION
$$$$ $$

HYPOTHESIS 1 Adjusted Wald
Confidence Interval:
Confidence Level = 95%
= .50𝑝

Adjusted Wald
Confidence Interval:
Confidence Level = 95%
= .50𝑝
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Critical Difference = 10%
Estimated n = 93
Confidence Interval:
Confidence Level = 95%
Critical Difference = 2.4
Actual Obtained n = 5

Critical Difference = 25%
Estimated n = 12
Confidence Interval:
Confidence Level = 95%
Critical Difference = 4.0
Actual Obtained n = 5

HYPOTHESIS 2 Confidence Interval:
Confidence Level = 95%
Critical Difference = 2.4
Actual Obtained n = 5

Confidence Interval:
Confidence Level = 95%
Critical Difference = 4.0
Actual Obtained n = 5

HYPOTHESIS 4 Difference of two means:
Actual Obtained n = 5

Difference of two means:
Actual Obtained n = 5

Seeing as I have not previously conducted a study for the efficiency metric as a benchmark against which
to test, I do not know the expected proportion of users who will meet my efficiency metric. Therefore, I
designated that proportion to equal .05 (essentially a coin toss).

Due to the mental health and substance use treatment center focus of this workflow, I want to increase my
confidence that I will not commit a Type I Error, and therefore set my alpha equal to .05 (z = 1.96).

Again, due to the mental health and substance use treatment center focus of this workflow, I think it is
important to detect a small difference between expected and observed outcomes, therefore I set the ideal
critical difference value to 10%. Noting the large sample size required to detect this difference and the
increase in cost, I also calculated a sample for amake it work critical difference value of 25%.
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My calculations can be found here.

DESIGN & PROCEDURES
HYPOTHESIS 1
Users are not able to complete the “Find a Provider” workflow successfully.

DESIGN
Correlational, single sample

TASK DESCRIPTION
Unmoderated prototype test of MHN mobile “Find a Provider” workflow with concurrent think aloud.

HYPOTHESIS 2
The “Find a Provider” workflow is not a positive experience for the user.

DESIGN
Correlational, single sample

TASK DESCRIPTION
Unmoderated prototype test of MHN mobile “Find a Provider” workflow with concurrent think aloud.

HYPOTHESIS 3
The website design’s lack of responsiveness on a mobile device is correlated with the lack of positive
experience a user has with the workflow.
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DESIGN
Correlational, single sample

TASK DESCRIPTION
Unmoderated prototype test of MHN mobile “Find a Provider” workflow with concurrent think aloud.

HYPOTHESIS 4
Lack of positive experience and lack of workflow completion success will be correlated.

DESIGN
Correlational, single sample

TASK DESCRIPTION
Unmoderated prototype test of MHN mobile “Find a Provider” workflow with concurrent think aloud.

GENERAL PROCEDURES
INTRODUCTION
The introduction script with verbal agreements can be found here.
The NDA can be found here.
The informed consent form with time commitment can be found here.

During the introduction I will give the participant a letter-sized envelope with a fake MHN membership card
inside. I will not tell the participant what is in the envelope, only that it will be required to perform the
necessary tasks and they will be told when to use it at the appropriate time. The goal is to try and simulate a
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real-world scenario in which a MHN user will need to retrieve their membership card from their wallet or
purse when trying to complete the “Find a Provider” workflow on the mobile website.

PRE-TASK QUESTIONS
Item 1: “Overall, how difficult or easy do you expect this task to be?” [7-point Likert scale, very difficult–very easy]

SETTING UP THE TASK
Like I said, I’d like you to “think aloud” as much as possible. By that I mean that I’d like you to speak your
thoughts as you move through the task. The website we are testing offers behavioral health plans for
mental health services and substance use disorder treatment. The pages you will be testing are designed to
help the health plan members find a provider for themselves or a loved one.

Try to remember a time when you had to seek medical or mental health care for a loved one or close friend
in an urgent situation. Start here on this page of the website and think aloud as you find a provider for them.

POST-TASK QUESTIONS
Item 1: “Overall, how unsuccessful or successful do you think you were at completing this task?” [7-point Likert
scale, very unsuccessful–very successful]
Item 2: “Overall, how difficult or easy did you find this task?” [7-point Likert scale, extremely difficult–extremely easy]

DEBRIEF
Debrief resources can be found here.
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ANALYSIS
● Issues-basedmetric:

Adjusted Wald proportion analysis 95% CI
● Efficiencymetric:

Interaction frequency, proportion analysis 95% CI
● Perceived Successmetric:

Mean score, proportion analysis 95% CI

● Predicted Ease & SEQmetrics:
Mean difference paired samples t-test

● Behavioral/Physiologicalmetric:
Frequency, proportion analysis 95% CI

● Website Responsiveness <-> Easemetrics:
Pearson’s r correlation test

● Success <-> Positive Experiencemetrics:
Pearson’s r correlation test

DELIVERABLES
● Interactive Prototype
● Detailed Findings Report
● Summary Presentation & Slide Deck
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TIMELINE
MILESTONE STATUS DUE DATE NOTES

Create Test Plan Completed 10/28/2022

Create Prototype Completed 11/04/2022 I created a prototype in order to learn new
skills in Figma. Ultimately, I used the live
mobile website for testing in order to
simulate as close to a real-world
experience as possible.

Collect Data Completed 11/18/2022

Submit Report Completed 12/02/2022

Present Findings Completed 12/09/2022
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BUDGET

ITEM EXPENSE NOTES

30-min Remote Unmoderated Live Mobile
Website Usability Test with Concurrent
Think Aloud & Analysis of Data for 13
Participants

$15k - $35k Source: measuringu.com

30-min Unmoderated Live Mobile Website
Usability Test with Concurrent Think Aloud &
Analysis of Data for 5 Convenience Sample
Participants

$0
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MHN USABILITY RESEARCH | TEST REPORT
EXECUTIVE SUMMARY
➔ Based on the current usability test, the ceiling success rate for MHN members navigating the “Find a

Provider” workflow is 64%.
➔ I recommend that MHN incorporate simple, inexpensive redesigns based on users’ feedback, such

as a modal panel with an annotated example insurance card, which could have a potentially
significant impact on the workflow success rate and proportion of uncertainty.

➔ I recommend that MHN test redesign elements against current success rate data to measure
increase in success and decrease in uncertainty.

BACKGROUND&RESEARCHQUESTIONS
Managed Health Network (MHN) offers group behavioral health plans for employers to provide mental
health services and substance use disorder treatment to their employees. Members can access MHM via
desktop and mobile websites. Having experienced the “Find a Provider” workflow as a member, I believe it
could benefit from a single sample correlational summative usability research study and subsequent
design recommendations.

RESEARCH QUESTIONS
1. Are users able to complete the “Find a Provider” mobile workflow successfully?

a. H1: Users are not able to complete the “Find a Provider” workflow successfully (get to the screen
with map and list of providers).

2. Is the “Find a Provider” mobile workflow a positive experience for users?
a. H2: The “Find a Provider” workflow is not a positive experience for the user.

3. Is there a relationship between the website design’s lack of responsiveness on a mobile device and
the lack of positive experience a user has with the workflow?
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a. H3: The website design’s lack of responsiveness on a mobile device is positively correlated with
the lack of positive experience a user has with the workflow.

4. Is there a relationship between lack of positive experience and lack of successful workflow
completion?

a. H4: Lack of positive experience and lack of workflow completion success will be positively
correlated.

METHODS
PARTICIPANT SCREENING
Convenience sample of individuals 18+

SAMPLE
n = 5
Ages: 21 - 64
Male : Female = 4 : 1

METHOD
Unmoderated live website test of MHN mobile “Find a Provider” workflow with concurrent think aloud
administered in-person or via Zoom.

DATA COLLECTED
Qualitative & Quantitative
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FINDINGS
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HYPOTHESIS 1
● Issues-based rating

[Success - Success with Uncertainty - Success with Errors - Technical Fail - Fail]
Success Rate = 20%
Technical Fail Rate = 20%
Adjusted Wald 95% CI = 2-64%
! Potential maximum success rate of 64%

● Interaction Efficiency
[# of times users click/touch/zoom/pinch/interact with a page]
Mean#of Interactions = 64
95% CI = 4 - 124 interactions
! Ceiling of 124 interactions misses the mark of the ideal 14 interactions

● Perceived Success
[7-point Likert scale]
Mean Score = 3.4
95% CI = 1.5 - 5.3
! Potential perceived low success score of 1.5

HYPOTHESIS 2
● Uncertainty

[Frequency of Uncertain facial and verbal expressions]
Mean#of Uncertain Expressions = 13
95% CI = 5 - 20 Expressions
! Potential minimum of 5 uncertain expressions

● Ease
[Predicted Ease Score correlated with SEQ]
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Mean difference = .4 (not statistically significant)

HYPOTHESIS 3
● Website Responsiveness & Ease

[Interactions due to lack of responsiveness correlated with SEQ]

Pearson's r = .51 (not statistically significant)
! Users age 21 had 0 interactions due to lack of responsiveness, while
users age 54 and 64 had a mean of 63.5 interactions due to lack of
responsiveness, which likely canceled each other out.

HYPOTHESIS 4
● Success & Positive Experience

[Issues-based rating correlated with Uncertainty]
Pearson's r = -.88 (0 means no association)

! More uncertainty was associated with less success.

All study data can be found here.

LIMITATIONS
● Convenience sample
● Sample does not reach estimated size for statistical power
● Sample skews male
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RECOMMENDATIONS BASED ON USER FEEDBACK
● Redesign homepage to minimize overwhelm and uncertainty.
● Add modal panel to workflow with an annotated example insurance card to improve success rate

and reduce proportion of uncertainty.

MHN USABILITY RESEARCH | EXECUTIVE SUMMARY PRESENTATION SLIDE DECK
Interactive presentation slide deck can be found here.

MHN USABILITY RESEARCH |WHAT I LEARNED

What worked well? ● Results validated several of my hypotheses, despite having to conduct 3 tests
remotely and my sample being underpowered.

What challenges did I
encounter?

● Due to the time and budget constraints of a class assignment, I was unable
to recruit enough participants to reach statistical power.

● Again, due to constraints, I had to conduct some tests in person and others
remotely via Zoom.

What would I do differently
and/or additionally?

● Due to the sensitivity, importance, and high risk (to the business) of the “Find
a Provider” workflow, I would like to recruit closer to my estimated sample size
of 12 participants.

● I would like to conduct follow-up testing after implementing the suggested
design change strategies.
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CASE STUDY 3 | iOS EMOJI FOUNDATIONAL RESEARCH

iOS EMOJI RESEARCH | PROJECT SUMMARY
For my master’s level UX Strategy & Design class, I explored the problem of identifying and differentiating
between small emojis on the iPhone after developing presbyopia (age-related farsightedness).

I was the sole researcher on this project, which took place within the constraints of a 16-week class without
any outside funding. I conducted all qualitative and quantitative research remotely. While I utilized many
free resources, I also paid for some out of my own pocket.

WHAT I KNEW:
1. Since developing age-related farsightedness (but not regularly needing reading glasses to read text)

I had trouble seeing and differentiating between emojis in the iOS menu on my phone.
2. One other friend expressed experiencing this same problem.
3. 80% of North Americans have age-related farsightedness.
4. iOS emojis are 3cm2 (on the iPhone 13 mini).

WHAT I WANTED TO LEARN:
1. Do iOS users with farsightedness, who like to utilize emojis in their social media communications, have

trouble seeing and differentiating between emojis in the text menu?
2. How prevalent is this in the population?
3. What are the attitudes and behaviors of users that can help inform next steps toward a solution
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iOS EMOJI RESEARCH | DISCOVERY PROCESS
In order to find out if and how this emoji problem exists in the world for other people, I needed to be clear
about what I wanted to explore, from the user’s perspective. First, I developed a radical problem statement.

I needed some additional provisional assumptions–regarding users’ demographics, psychographics,
behaviors, needs, and goals–to test, so I created a provisional persona.

It was important to identify the characteristics of participants I would need for my discovery research, so
utilizing my provisional persona, I identified a targetmarket.

With a problem statement, provisional persona, and target market identified, I was able to develop the
unique benefits I hoped to provide users into a value proposition.

PROBLEM STATEMENT
Today, when people experiencing presbyopia (age-related farsightedness) try to incorporate emojis into
their text and social media posts, via their mobile device, they struggle to discern the tiny images and are
left to abandon the endeavor so as to not choose the wrong image and experience embarrassment.

This is unacceptable because it precludes nearly 80% of the population (in North America) from using
emojis, which are a fun and essential part of modern digital communication.

I envision a world where everyone can quickly and easily recognize and utilize emojis on their mobile
devices.
I am bringing this world about through a mobile application that seamlessly integrates with iMessage on
any iOS mobile device.
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PROVISIONAL ASSUMPTIONS
DESCRIPTION

AGE 40+

GENDER Men and women

EDUCATION Some college or more

GEOGRAPHY United States

OCCUPATION Professionals

HOUSEHOLD TYPE Married with children

HOUSEHOLD INCOME 75k+

BEHAVIORS

LIFESTYLE Busy

ROUTINES ● Grocery shops every Sunday
● Gets takeout every Thursday

ACTIVITIES ● Volunteers as high school debate judge
● Likes to hike new trail once/mo

TECHNOLOGY iOS devices

SOCIAL MEDIA ● Text
● Tweet
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● Slack
● Discord

SHOPPING BRANDS ● Trader Joe’s
● Nike
● Amazon

ENGAGEMENT LEVEL High

HOBBIES & INTERESTS ● NCAA sports
● Binge watches entire season of Station Eleven after its release

NEEDS&GOALS

NEEDS ● To feel they’re expressing all facets of themselves
● To not feel like they’re missing out on parts of a conversation

ATTITUDES ● Thinks emoticons/GIFs/memes enhance digital comms
● Appreciates efficient modes of comm

PAIN POINTS ● Unable to identify an appropriate emoticon quickly and easily
● Unable to feel confident about incorporating emoticons into digital

comms via mobile devices

CHALLENGES ● Can’t see small emoticons
● Can’t differentiate between different similar emoticons

EXPECTATIONS ● Quick
● Easy
● Helpful

JOBS TO BE DONE Be more expressive in their digital comms on their iOS device
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EMOTIONAL STATE ● Frustrated
● Feels left out
● Stifled

BLOCKERS & OBJECTIONS Does not want to download a separate app solution

TARGET MARKET
People who experience presbyopia (age-related farsightedness) and use an iOS mobile device.

VALUE PROPOSITION
A mobile application that empowers people experiencing age-related farsightedness to easily recognize
and confidently utilize emojis in iMessage on their iOS device

EXPLORATORY QUALITATIVE RESEARCH
Once I had a value proposition, I developed an exploratory qualitative research plan to gain greater
insights into if and how this emoji problem exists in the world for participants.

RESEARCH PLAN
RECRUITING PARTICIPANTS Friends & family

SAMPLE SIZE 3-5

METHODS/TOOLS In-person & Zoom

SCREENING ● 40+
● Wears corrective lenses for farsightedness
● High engagement in digital social communications
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ASSUMPTIONS ● Difficulty seeing emojis
● Difficulty differentiating between similar emojis
● Do not feel confident using emojis outside of frequently

used
● Want easy, convenient, helpful solution

DEMOGRAPHICS COLLECTED ● Age
● Family
● Gender
● Occupation

SAMPLE QUESTIONS 1. What types of social media do you use?
2. How do you feel about using emojis in digital

communications (texts or social media)? [Can you
elaborate on that?]

3. How would you characterize your feelings about using
them?

4. Can you talk a little bit more about that in your
personal communications?

5. Which emojis do you typically use in a digital
communication?

6. Why do you use those emojis?
7. Can you describe any challenges you’ve faced when

trying to incorporate emojis into your digital
communications? [Can you elaborate on that?]

8. Is that the only challenge you’ve encountered?
9. Have you ever had trouble seeing the emojis?
10. If you have trouble seeing the emoji, does that impact

your use of emojis in any way?
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11. How have you been able to overcome these
challenges?

12. Do you always have your readers with you?
13. If there was an app that would make it easier to

incorporate emojis into your digital communications,
what would you think?
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SNAPSHOT OF EXPLORATORY RESEARCH RESPONSES
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The exploratory qualitative research validated my assumptions about users’ experiences, desires, and
goals. It also provided new insights into users’ motivations for using emojis (connecting with family,
professional norms), obstacles to wearing reading glasses (vanity), and revealed anxiety felt over choosing
the wrong emoji, whether due to their inability to accurately discern what it is or not knowing if it had an
alternative meaning.
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I recommended to research if a solution to these problems already exists, explore if this problem exists more
prevalently in the greater population, and consider a possible need for a common uses vs. Urban Dictionary
feature. Ultimately, I decided to put a pin in the last recommendation because it was outside the scope of
discovery and the problem space.

Next, I used the results of the exploratory qualitative research in hand to research solutions in the
marketplace and conducted a competitive analysis of direct and indirect competitors to inform next steps
in the discovery process.

iOS EMOJI RESEARCH | COMPETITIVE ANALYSIS
I consulted Mobileaction, Dun and Bradstreet, Apollo, Crunchbase, and the App Store to gather existing
solutions and analyze competitor strengths, weaknesses, opportunities, and threats. I downloaded every iOS
solution I identified to my iPhone and tried them out myself to get a feel for how they worked and to better
understand features and bugs referenced in user reviews.
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SNAPSHOT OF COMPETITIVE ANALYSIS FINDINGS
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The competitive analysis revealed that 6 iOS apps offer large emojis and 30% of those seamlessly integrate
with iMessage. Integrating with iMessage means they could be used without having to leave iMessage and
open a secondary application to insert an emoji into a text, which fulfills the users’ desire for a simple and
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easy solution. However, none of those apps solve the emoji problem as part of their value proposition and
60% of them had not been updated since 2016.

Example of 2 existing app solutions
integrating with iMessage

I recommended creating a concept evaluation plan to identify the next round of high-level questions to
ask, develop hypotheses to test, and select the appropriate methods and tools to be used.
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iOS EMOJI RESEARCH | CONCEPT EVALUATION PLAN

HIGH-LEVEL OBJECTIVE: We need to test our hypotheses regarding users’ attitudes and behaviors toward the emoji
problem and potential solutions to better understand their needs prior to designing and
prototyping our solution.

RESEARCHQUESTION 1 Do farsighted users with iPhones like using emojis?

UNDERLYING ASSUMPTION Users think emojis are a fun and valuable part of digital communications.

HYPOTHESIS 1 If farsighted users with iPhones use emojis in their text messages, then they value them as
an important part of digital communication.

RESEARCHQUESTION 2 Do farsighted users with iPhones have a hard time differentiating between small emojis?

UNDERLYING ASSUMPTION Users who are farsighted are more likely to have trouble seeing small emojis.

HYPOTHESIS 2 If a user is farsighted, then they are likely to have trouble seeing small emojis.

RESEARCHQUESTION 3 Are farsighted users with iPhones, who have trouble seeing small emojis, willing to
download a separate app solution?

UNDERLYING ASSUMPTION Users are more likely to prefer simplicity and do not want to have to switch back and forth
between iMessage and a different application to solve their small emoji problem.

HYPOTHESIS 3 If a user finds emojis hard to see, they are more likely to be willing to download a separate
app solution.

METHODS

HYPOTHESIS 1 - HOWWE
MEASURE

● Attitudes
● Rate Likert statements scale 1-5
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HYPOTHESIS 2 - HOWWE
MEASURE

● Attitudes
● Rate Likert statements scale 1-5

HYPOTHESIS 3 - HOWWE
MEASURE

● Attitudes
● Rate Likert statements scale 1-5

PARTICIPANTS

RECRUITING TACTICS ● PollPool
● social media (twitter, linkedin, instagram)
● friends
● colleagues
● irl social network

SCREENER CRITERIA ● Must have presbyopia (men & women age 40+)
● Must use iOS device
● Must use emojis in texts
● Must reside in North America

SUGGESTED NUMBER OF
PARTICIPANTS

● Interviews: 3 - 10 ppl
● Quantitative: ≥ 20 ppl
● Survey: ≥ 100

RESOURCES ● Qualtrics — Student account
● GoogleForms — free
● SurveyMonkey — $25/mo
● UserInterviews — $175/mo (60 sessions/yr)
● PollPool — free-ish (poll coins)
● SurveySwap - free-ish (need to take others’ surveys)
● SurveyCircle - free-ish (need to take others’ surveys)
● Reddit - free
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SAMPLING ● Convenience
● PollPool
● social media (twitter, linkedin, instagram)
● friends
● colleagues
● irl social network
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TIMELINE
1. IDEAL OPTION - 6 WEEKS

● Recruiting participants takes placeApril 11 - April 29 (need time to build up points on PoolPoll, SurveySwap, & SurveyCircle)
● Collecting surveys takes place semi-concurrently April 18 -May 6
● Will check in with stakeholders after collecting surveys (tentatively on April 29) to give a sense of what we think we found

and if any revisions need to be made
● Data analysis will be completed byMay 13
● Report of findings will be delivered to stakeholders onMay 20
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2. MAKE IT WORK! OPTION - 3 WEEKS

● Recruiting participants takes place April 11 - April 20 (need time to build up points on PoolPoll, SurveySwap, & SurveyCircle)
● Collecting surveys takes place semi-concurrently April 13 - April 20
● Will check in with stakeholders after collecting surveys (tentatively on April 22) to give a sense of what we think we found

and if any revisions need to be made
● Data analysis will be completed by April 25
● Report of findings will be delivered to stakeholders on April 29
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MATERIALS
SURVEY DRAFT

What this study is about

The purpose of this study is to understand how people use emojis on an iPhone. Your participation in this study will help us
create potential new apps.

Your participation in this study is voluntary

You can leave the survey at any time by closing your browser.

Informationwewant to collect

We will ask you some questions about how you use emojis in the survey.

Howwe ensure your privacy

The researchers will not have any identifying information about you. We may publish research reports that include your
comments and answers but your data will be anonymous. This means your name and identity will not be linked in our
research reports to anything you say. We will delete your personal data after two years. If you have any questions, please
contact Gini Martinez at gini.martinez@cgu.edu.

Your consent

Please sign this form showing that you consent to us
I give my consent:
◦ Yes
◦ No
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SCREENERQUESTIONS

1. Do you own an iPhone?
◦ Yes
◦ No

2. Do you wear corrective lenses (glasses or contacts) to see objects up close?
◦ Yes
◦ No

3. If no, has your doctor ever recommended that you wear corrective lenses (glasses or contacts) to see objects up close?
◦ Yes
◦ No

LIKERT SCALE QUESTIONS

Please read each of the following statements carefully and rate how strongly you agree with each one.
1-Strongly disagree 2-Somewhat disagree 3-Neither agree nor disagree 4-Somewhat agree 5-Strongly agree
1. I like using emojis in my text messages.

2. I think emojis are a fun way to express myself in text messages.

3. Sometimes it is hard to see the details of emojis in the keyboard menu.

4. I do not think emojis are important for communicating in my text messages.

5. It is easy for me to find the best emoji in the keyboard menu to convey my feelings.

6. I value having a diverse menu of emoji images to choose from.

7. I cannot always tell the difference between emojis in the keyboard menu.
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8. I like taking my time to find the right emoji for a text message.

9. I am often concerned I will choose the wrong emoji because I cannot see the menu clearly and my message will be
misinterpreted by the receiver.

10. I like to use other emoji applications besides the one that comes standard with my iPhone.

11. Sometimes I send an emoji in a separate text message so it will appear larger to the receiver.

12. Sometimes I worry I will accidentally send the wrong emoji in a text because I could not see it clearly.

13. If the emojis in the keyboard menu were larger, it would be easier for me to choose the right one.

14. It is important to me that I use the same emoji keyboard menu as the people I text with.

15. I like to use unique emoji images that make my text messages stand out from other people’s.

16. I would be willing to download a separate application if it made emoji details easier to see.

17. I find it easy to see the differences between different emoji images in my iPhone keyboard menu.

18. I would use emojis in my text messages more often if I could tell them apart more easily.

19. I would not download an application just to make sure I can choose the right emoji.

20. I think it is fun to try new applications on my phone.

OPEN ENDEDQUESTION

21. If you have trouble seeing the details of emojis in the standard iPhone menu, what current workaround methods do you
use?

DEMOGRAPHICS
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22. What is your year of birth?

23. Gender Identity (select all that apply) [OPTIONS ORDER WILL BE RANDOMIZED]
◦ Non-binary/non-conforming Transgender

◦ Male

◦ Prefer not to say

◦ Female

◦ Self-identify______________

24. Are you of Hispanic, Latino, or of Spanish origin?
◦ Yes
◦ Maybe

◦ No

25. How would you describe yourself? (select all that apply) [OPTIONS ORDER WILL BE RANDOMIZED]
◦ Prefer not to say

◦ Middle Eastern or North African

◦ Native Hawaiian or Pacific Islander

◦ Asian American or Asian

◦ American Indian or Alaska Native

◦ Hispanic or Latino

◦ African American or Black

◦ White or Caucasian

◦ Self-identify______________

26. What is the highest level of education you have completed?
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◦ High school

◦ Some college

◦ Associates degree
◦ Bachelor's degree
◦ Master's degree

◦ PhD or higher

QUANTITATIVE SURVEY RESEARCH
Once I had a concept evaluation plan in place, I was able to create a quantitative survey within Qualtrics.
Because I needed participants who only use iOS devices, I screened for individuals who have been given a
more general diagnosis of farsightedness, rather than a more specific diagnosis of age-related
farsightedness so as to not further constrain my potential participant pool. While I had proposed 6-week
and 3-week timeline options in my concept evaluation plan, the constraints of an academic semester
presented an even shorter timeline of just 2 weeks. Due to the tight schedule, I was not able to take full
advantage of the survey sharing sites.

WHAT ACTUALLY HAPPENED TIMELINE - 2 WEEKS
● Recruiting participants took place April 24 - April 29 (recruited mostly from Twitter, LinkedIn, Reddit,

family, and friends)
● Collecting surveys took place simultaneously April 24 - April 29
● Checked in with stakeholders after collecting surveys and began analysis
● Data analysis completed byMay 3
● Report of findings was delivered to stakeholders onMay 6
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After publishing my survey, I began posting it to various social media sites–Twitter, LinkedIn, Reddit–and
inviting classmates to share with their friends and family. I also posted to several survey sharing
sites–PoolPoll, SurveyCircle, and SureySwap–and began taking other researchers’ surveys to help build up
points.
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iOS EMOJI RESEARCH | RESULTS & RECOMMENDATIONS
Despite having only one week of data collection, I was able to obtain a respectable sample of n = 35, with a
mean age of 50, and a ratio of 2:1 females to males. I was able to make meaningful analysis of the data and
recommend next steps.

With regard to participants having trouble seeing emojis and differentiating between similar emojis, the
data clustered around the mean. While this did not overwhelmingly signal that the emoji problem exists in
the majority of the population, it did further confirm the problem exists and that more discovery is
warranted. I did find a positive relationship between participants who had trouble seeing small emojis and
those who would be willing to download a separate app solution. In fact, there were approximately 5
extreme users who were highly enthusiastic about downloading a separate app solution.

Extreme users who have trouble seeing small
emojis and are willing to download a separate
app solution
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iOS EMOJI RESEARCH | EXECUTIVE SUMMARY PRESENTATION SLIDE DECK
Presentation slide deck can be found here.
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iOS EMOJI RESEARCH |WHAT I LEARNED

What worked well? ● I was able to acquire reasonable sample sizes for both the qualitative and
quantitative research.

● There were clear insights gleaned at each step of the research process (I
suspect that is not always the case).

What challenges did I
encounter?

● The learning curve was my primary challenge, as this was my first UX
research project. I didn’t know what I didn’t know.

● The timeline to turn around the quantitative survey research was tight.

What would I do differently
and/or additionally?

● Fairly early in the process I caught myself being driven by potential solutions
rather than the problem and found that to be a distraction. Going forward, I
would allocate a place (shared doc, notebook, whiteboard) for ideas related
to potential solutions from the start, so that they can be recorded for future
reference and free that cognitive space for problem discovery.

● I would have recorded the qualitative interviews. It would have been nice to
have audio snippets and screenshots of participants for my deliverables.

● I would have included many of the qualitative interview questions in the
quantitative survey questionnaire. I would have included more
psychographic questions in the survey questionnaire. In hindsight, I saw how
valuable it was to capture participants’ attention for the survey and I should
have capitalized on that by gathering as much information from them as
reasonably possible.

● I would have included a final question in the quant survey asking if they were
open to being contacted for follow-up questions.

● I would keep a running diary of what I did at each step, why I did it, what
resulted from it, and what that meant for the project. This would be useful for
communicating to stakeholders later on as well as influencing future
research projects.
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CASE STUDY 4 | OPTUM FIELD RESEARCHANDOPPORTUNITY JOURNEYMAP

OPTUM FIELD RESEARCH AND OPPORTUNITY JOURNEY MAP | PROJECT SUMMARY
For my master’s level UX Research Methods class, I conducted a field study to determine any challenges a
patient might face when visiting Optum’s Rowland Ave. medical offices. I then developed a journey map to
illustrate opportunities to improve the experience for phlebotomy users.

I was the sole researcher on this project, which took place within the constraints of a 16-week class without
any outside funding. I conducted all field research in person.

RESEARCH OBJECTIVE
Regardless of the purpose of their visit, patients visiting a medical office may feel vulnerable and are likely
experiencing some degree of mental or physical discomfort or stress, which may heighten their sensitivity to
a negative experience. Optimizing the patient experience to facilitate positive outcomes can impact both
future patient behavior as well as outcomes, which can directly impact Optum’s business objectives. With
this in mind, I am going to conduct a field study to determine any challenges a patient might face when
visiting Optum’s Rowland Ave. medical offices.
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SCOPE
● Arriving at the Rowland Ave. site
● Parking
● Checking in for their appointment

Note: Due to this being a class assignment, the 45 minute time limit, and not having any relationship with
Optum, I can only observe the parking lot and waiting rooms. I will not likely take any photos due to privacy
concerns.

OPTUM FIELD RESEARCH AND OPPORTUNITY JOURNEY MAP | RESEARCH PLAN
RESEARCH QUESTIONS

1. What challenges do users face when visiting the Optum Medical offices on Rowland?
2. Can these challenges be mitigated or solved with a digital tool?

ASSUMPTIONS
● Building entrances aren’t clearly marked to indicate which is most appropriate depending on a user’s

reason for visit, which can contribute to a negative experience.
● Interior design of space is difficult to navigate if it’s a user’s first visit, which can also contribute to a

negative experience.

Spaces I will potentially* observe:
● Priority 1 - Parking lot - 15-45 min
● Priority 2 - Urgent Care waiting area, level 15-30 min
● Priority 3 - Medical Care waiting area, level 15-30 min
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*Due to privacy concerns, I want to be as unobtrusive as possible. If I can obtain enough valuable data from
a distance in the parking lot, I will spend the bulk of my time there. If not, I have a contingency plan to move
inside. I really don’t know what to expect, so I am prepared to adapt and adjust as needed.

METHOD
● Passive
● Unstructured
● Observational
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OPTUM FIELD RESEARCH AND OPPORTUNITY JOURNEY MAP | DATA
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OPTUM FIELD RESEARCH AND OPPORTUNITY JOURNEY MAP | JOURNEYMAP

MAP FOCUS
After collecting my data, I discovered there are several different types of users who visit the Optum Rowland
Ave. medical offices:

● Urgent Care visitors
● General surgery
● Primary Care
● Cosmetic surgery
● Ear, Nose, and Throat
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● Radiology
● LabCorp Phlebotomy

I chose to focus my journey map on Phlebotomy users. My assumption is there are 2 different types of
phlebotomy users—

1. Preventative Care: those who have their blood drawn annually (or more often) to track and/or
manage

2. Diagnostic Care: those who have an acute or chronic issue that requires investigation and diagnosis

Because healthcare is unique in that the business cannot choose a segment of users to serve (although
they can certainly neglect segments’ needs) and it is in the business’ best interest to optimize experiences
for the most vulnerable users in order to facilitate patient outcomes, I decided to focus my journey map on
the most vulnerable phlebotomy users:

Those who suffer from Trypanophobia* (fear of needles) and are visiting the Rowland Ave. site for the first
time for a diagnostic blood draw

*1 in 4 adults suffer from Trypanophobia per the CDC.

I am attaching a screenshot of my journey map, however a link to the Mural board can be found HERE.
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OPTUM FIELD RESEARCH AND OPPORTUNITY JOURNEY MAP |WHAT I LEARNED

What worked well? ● I was able to spend 45 minutes observing users and the environment.

What challenges did I
encounter?

● Observing and taking notes as a sole researcher was incredibly challenging.
● Privacy was a significant challenge to acquiring qualitative findings.
● A single visit of 45 minutes is not enough time.
● The rain made it challenging to observe from outside.

What would I do differently
and/or additionally?

● I would take a team of 2-4 additional researchers.
● I would observe in the morning, at lunch time, and in the afternoon.
● I would observe on multiple days of the week, if possible.
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GIT LAB RESEARCH | GAMES AND REMOTE TEAMBUILDING

GAMES AND REMOTE TEAM BUILDING | PROJECT SUMMARY
Within the Games and Interactive Technology lab at Claremont Graduate University I led a team of 3 on a
project exploring the challenges of fully remote work teams and the role online games may play in
overcoming those challenges. The project involved literature review, qualitative interviews and subsequent
analysis, survey design and analysis, and final report.

GAMES AND REMOTE TEAM BUILDING |MYROLE
My role included:

● Facilitating project operations
● Literature review
● Develop interview guide
● Interviewing
● Thematic analysis
● Survey design
● Write final report

GAMES AND REMOTE TEAM BUILDING | FINAL REPORT
Read the final report HERE.
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MARKETING RESEARCH | BRAND LOYALTY RESEARCH

BRAND LOYALTY RESEARCH | PROJECT SUMMARY
Within a 16-week graduate level marketing research course I collaborated on a team of 3 to evaluate which
subscription video on demand services have the highest brand loyalty. The project involved literature
review, mixed-methods survey design, ANOVA analysis (n = 105), and final report.

BRAND LOYALTY RESEARCH |MYROLE
My role included:

● Literature review
● Survey design
● Survey analysis
● Write final report

BRAND LOYALTY RESEARCH | FINAL REPORT
Read the final report HERE.
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Exploratory UX research helps you to identify user needs to 
effectively develop and communicate usable solutions.

Why Conducting UX Research 
Is Essential for Product  
and Content Usability

By Gini Martinez
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satisfactorily,”1 is essential to a product’s success. 
However, before product content can be designed 
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user goal achievement, those goals need to be 
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user experience (UX) research comes to play. UX 
research is the methodological process of 
gathering contextual feedback from users 
regarding their jobs to be done and any related 
pain points. UX researchers are curious to make 
discoveries about users and the goals they are 
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work produces are an essential reference for any 
product team.

Getting to Know Your Audience
Imagine you’re working on a product that helps 
connect people who like to pet dogs with people 
who own dogs and are happy to let strangers pet 
them. (In this example, both the people seeking 
dogs to pet and the people providing the dogs 
would be considered users, but for the purpose of 
this exercise, we will focus solely on the former.) 
Conducting qualitative exploratory UX research 
by interviewing a handful of people who like to 
pet dogs can help a product team to empathize 
with who they are and what they need in order to 
create the most valuable solution (product) for 
them and communicate that solution effectively.
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Research can help us to better understand the 
goals of people seeking dogs to pet:
• What motivates people to want to pet dogs?

Maybe the goal is to relieve anxiety, to study
the pet-able-ness of different breeds, to lower
blood pressure, or to have some fun.

• What barriers do people encounter when trying to
achieve their dog petting goals? They might have
trouble locating dogs nearby or with owners
who don’t mind sharing their dogs with
strangers.

• What about the context in which users are trying
to achieve their goals? Maybe people like to plan
��	�������	��������	������		��������±��������
in real time.

Research can tell us more about the 
demographics of people who seek dogs to pet:
• Are young people more interested in petting

dogs?
• Do potential dog petters live in apartments or

single-family homes?
• Is it more common for full-time students or

employees to seek out dogs to pet?
Research can shed light on the psychographics of 
people who seek dogs to pet:
• What do they believe in? Maybe they are parents

who think it’s important to socialize their
children with dogs but aren’t allowed to keep
one in their apartment.

• What do they value? Maybe they prefer
alternative means to treat high blood
pressure versus taking medication.

• What do they aspire to? Maybe their goal is to
one day meet a dog from each breed and
check them off their bucket list.

Research can shed light on the behavior of people 
who seek dogs to pet:
• Are they likely to join community groups?
• Do potential dog petters follow a lot of animal

content on social media?
• Is it common for them to keep a To Do list?

All of these elements not only help product 
development, but content development as well.

Informing User-Centered Design
If you’re familiar with the double diamond2 
approach to design thinking, you know that it 
begins with divergent thinking, which is about 
being curious and keeping an open mind about if 
and how a problem exists in the world. Divergent 
thinking is the essence of discovery and 
discovery is the theme of exploratory UX 
research. With that in mind, you can see that UX 
research focuses deeply on the problem potential 
dog petters have. Insights gleaned during UX 
research can help to inform user-centered design 
decisions made about the product.

How insights gleaned during exploratory UX 
�	�	�����������²�	��	����������������
����	���	�
who seek dogs to pet might look like:
• $��������
���	����������±������������	���	����	�

on the go? Maybe the solution needs to be a
mobile application.

• Are many potential dog petters parents? Maybe
��	������		�����±��	�����±��������I
��	�����
dogs.

• Is it important to track the breeds they’ve pet?
Maybe there needs to be a master list tab
where they can check them off one at a time
after petting a dog from each breed, like a
birdwatching app.

What if all a product’s users don’t share the 
same characteristics?

They won’t, and that’s okay. Discovering trends in 
the goals, demographics, psychographics, and 
behaviors of a product’s target market is the 
objective of exploratory UX research. Often a UX 
research team will capture the most important 
trends and turn them into a persona (or personas, 
if a product has multiple market segments).

!��	�����������±����������	�������	²	����
meaningful key attributes of a product’s target 
market.3 Highlighting and organizing those 
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attributes succinctly onto a single page provides 
team members with a valuable reference to help 
guide and focus decisions made about the design 
��������	����
���	��������N�4�	�±����������	�������
usually have an alliterative name and include a 
photo to help make them memorable to all the 
product team members.

Know Your Personas

Here we have Excited Eliza, named so because 
she gets very excited whenever she meets a new 
dog. It’s the highlight of her day and always 
soothes her anxiety. Eliza is a self-aware, 
������ 	�Q�����I����	�����±�����	�������	�	�
student who misses her family dog since moving 
away. The applications she uses multiple times 
daily include her calendar, a mindfulness app, 
and a popular photo sharing app. She values 
spending time outdoors with dogs and other 
people away from her academics but needs help 
making that happen.

Having essential insights about Excited Eliza at 
��	���±��	������������	���	�	����	�������	�����
creating the solution to her dog petting needs. UX 
research insights support the decision-making 
process for designers, information architects, 
developers, writers, and so on, enabling them to 
produce a user-centered product that facilitates 
	

	����	Q�	
±��	��Q����������
���������	�������
achievement for people seeking dogs to pet.

UX Research Sets the Stage for 
Product Success
Getting UX research into the hands of product 
team members empowers them to create with the 
user in mind, which contributes to the product’s 
usability and ultimate success.

While user feedback should be systematically 
sought after and valued throughout a product’s 
lifespan to maximize its impact on product 
design and usability, it ideally predates the 
product’s existence in the form of exploratory UX 
research. After all, how can you know what 
solution to create if you don’t know exactly what 
the problem is or who has it? J
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 Not all of a product’s 
users will share the same 

characteristics, and that’s okay. 
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Using Empathy to 
Reframe Conflict and 
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to Collaboration
By Gini Martinez 

Practicing empathy can reframe your viewpoint and lead to better team outcomes.
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and find their contrasting behaviors aggravating. It can 
help to realize they are really just different expressions 
of the same personality trait characterized as 
conscientiousness.

Successful collaboration 
involves sharing ideas, 

information, and resources 
while working in a coordinated 
and mutually supportive way 
towards a shared objective.

Personality Influences  
Work Behaviors
Personality is defined as “a bias towards particular 
traits (characteristics) that in turn affect behavior” 
(Oseland 2012, 2). Because our personality, among 
other things, influences our behavior, individual 
differences in the workplace can often be attributed 
to these traits. Extensive research conducted on 
personality over the past several decades has 
deepened psychologists’ understanding of how they 
can impact teams. Becoming familiar with the 
different personality characteristics and how you 
might see them play out within your collaborative 
environment is the first step to becoming better at 
interacting with them. 

The Big Five Personality traits is a five-factor modelof 
characteristics that includes (Goldberg 1992): 

• Openness 
• Conscientiousness
• Extraversion
• Agreeableness
• Emotional Stability.

The five factors are typically assessed in the following 
ways3, (Cannon-Bowers and Bowers 2011; Sackett 
and Walmsley 2014): 

• Openness - the degree to which a person is 
curious, broad-minded, open to new ideas and 
new experiences.

Have you ever felt anxious being part of a team 
that never sends out an agenda prior to a 
meeting? Have you ever found it difficult to 

contribute your ideas to a project because of a 
colleague who dominates every single conversation? As 
a technical communicator, you likely find yourself 
working in collaboration with others involved in content 
or product development. The process of coming 
together to achieve a common goal or objective can be 
a fulfilling aspect of your work, but it’s not without its 
challenges. Whether you’re part of a formal team or an 
ad hoc version, it’s sure to be composed of varying 
personalities and approaches to achieving a project’s 
goals. The upside to being surrounded by diverse 
individuals is that they bring an array of ideas, which 
can be a boon to strategizing and problem solving. The 
downside is butting against opposing styles of 
communication and team engagement, which can 
create conflict and become a roadblock to achieving 
team goals. How you navigate these conflicts impacts 
your success as a team as well as your mental health. 
One important interpersonal skill that can help you 
manage both is empathy.

When Individual Differences 
Become Barriers to Collaboration
Successful collaboration involves sharing ideas, 
information, and resources while working in a 
coordinated and mutually supportive way towards a 
shared objective. Collaborating cross-functionally with 
experts in varied domains can boost creativity and 
innovation, and improve decision making. It can also 
help to build stronger relationships between individuals 
and groups, and promote a sense of shared ownership 
and responsibility for project outcomes. But what 
happens when the best minds for a project have 
conflicting approaches to work? 

Have you ever struggled to complete your project tasks 
because they depend on a research report a teammate 
has been procrastinating? If you are organized and 
always on top of your work, this situation can elicit 
frustration. Have you ever experienced a colleague who 
obsessed over every little detail of an upcoming 
informal meeting? If you tend to strive for good enough 
instead of perfection, you might find that exhausting. 
You might have a hard time relating to these teammates 
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Openness
High – Moves the weekly meeting from a conference 
room to a local cafe
Low - Rejects all ideas that don’t align with their 
perspective

Conscientiousness
High – Sticks to the plan no matter what the cost
Low – Keeps their options open until the very last second

Extraversion
High – Proposes all team events be in person
Low – Can’t bring themselves to submit their work for 
an industry award

Agreeableness
High – Leaves their Calendly wide open to 
accommodate everyone else’s schedule 
Low – Never answers emails outside 9:00 - 5:00

Emotional Stability
High – Reframes project setbacks
Low – Catastrophizes when the project veers slightly 
off course

Understanding that behavioral differences are likely 
rooted in longstanding traits such as personality can 
help you to appreciate others’ differing needs so you 
can engage in more constructive behaviors. This is 
where empathy comes in. 

Using Empathy to  
Reframe your View 
Empathy is considered by psychologists to be composed 
of two dimensions: cognitive (thoughts) and affective 
(feelings) (Healey and Grossman 2018). Empathy is often 
described as being able to take the perspective of 
another person or to imagine yourself in their shoes. It 
involves asking yourself what might the other person be 
thinking or feeling. Perspective taking provides a non-
judgemental lens through which you can view others’ 
behavior. It facilitates positive social behaviors, like 

• Conscientiousness - the extent to which a 
person exhibits impulse control, organization, 
procrastination, perseverance.

• Extraversion - the extent to which a person is 
sociable, warm, energized by social situations, 
sensation-seeking, assertive, talkative.

• Agreeableness - the extent to which a person is 
respectful, trustworthy, empathetic, generous 
with resources, cooperative, flexible, tolerant.

• Emotional Stability - the extent to which a 
person responds to stressors with negative 
emotions, how much they tend toward anxiety, 
and their tolerance for adverse stimuli. 

Each trait exists on a continuum, so a person can be 
high, low, or somewhere in the middle and express 
these traits accordingly. For example, someone 
scoring higher in emotional stability might exhibit 
self-confidence under stress, while someone scoring 
lower might respond to stress by ruminating or 
worrying. Most people tend to fall somewhere around 
the middle of the scale for each trait. Research has 
found personality traits to be stable over short 
periods of time5, but a person’s score can change 
throughout the course of their life due to normal 
development. It’s important to note that these traits 
in their extremes are not evaluated as being good or 
bad, and there are potential positives and negatives 
to scoring higher or lower on any of them. 

The Big Five personality test is sometimes confused 
with the Myers-Briggs Type Indicator (MBTI) or 
Enneagram of Personality typing tools, so you may 
be wondering what’s the difference between the 
three assessments.  Unlike MBTI and Enneagram, 
the Big Five were developed by researchers, are 
data-driven, and assess traits on a continuum 
instead of sorting people into distinct personality 
boxes. The most important difference, however, is 
that the Big Five allows for people’s traits to change 
over their lifespan, which is important if you score 
lower on openness and need to learn new 
interpersonal skills, like empathy (Soto and 
Jackson 2013).

It’s helpful to recognize extreme expressions of the 
Big Five within the context of the workplace, so I’ve 
included examples of each trait below.
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to that stress is being expressed in your direction. 
Practicing empathy in this circumstance can help you 
reframe the situation and maintain your sanity.

Putting Empathy into Action for 
Better Team Outcomes
Keep in mind that while personality traits tend to be 
stable over short periods of time, people can learn how to 
adapt their behavior in certain situations, such as 
collaborating at work. Learning to connect workplace 
behaviors with personality traits and becoming aware of 
your own tendencies, empowers you to modify your 
approach as necessary. In this way, learning how to 
handle conflicting workplace behaviors can not only make 
for a smoother experience and facilitate project outcomes, 
and it will make you a more desirable teammate. 

If you’re aware of your own personality traits and 
recognize what you need to collaborate effectively, you 
can articulate those needs to your team. By letting 
them know that you prefer an agenda prior to meetings 
to organize your thoughts, you’ll be valued as a good 
communicator. If you recognize conflicting approaches 
as individual differences (instead of personal attacks 
against you or the group), and express an openness to 
finding mutually beneficial solutions, you’ll be valued as 
someone who can work through challenges and 
obstacles and is open to new ideas. Most importantly, 
seeing teammates through the nonjudgmental lens of 
empathy helps forge mutual trust and respect, which 
are fundamental to any collaboration.

But how can you know how your colleagues are biased 
toward the Big Five personality traits? Google “Big Five” 
and you’ll find a plethora of free online assessments. 
Taking the test and sharing your results can be a fun 
team icebreaker. But really, practicing empathy doesn’t 
require knowing how all your colleagues score on a 
personality assessment. If you find yourself locking 
horns with a teammate, it doesn’t really matter if you’re 
certain it’s because you both lie on the opposite ends of 
openness. You can still try to see the situation from 
their perspective.

Empathy is not a cure-all for dysfunctional teams. 
Sometimes you will find yourself working with openly 
hostile individuals who challenge every new idea or 
being led by someone who is unsure of themselves and 

resource and idea sharing or coordinating efforts toward 
a common goal, all of which are part of successful 
collaboration. When we understand where a team 
member is coming from, or understand why their style of 
engagement is in direct conflict with ours, it helps to 
dampen our emotional reaction so we can respond 
productively instead. Practicing empathy makes you a 
better teammate, and while relationships involve 
multiple people, sometimes it only takes one person to 
shift the dynamic of a collaborative experience.

Empathy is often described as 
being able to take the perspective 

of another person or to imagine 
yourself in their shoes.

What Practicing Empathy  
Can Look Like 
Maybe you score higher in extraversion and you’re 
frustrated because it feels like you’re the only person 
doing all the problem solving during meetings. What if it 
just so happens the rest of the team scores lower in 
extraversion? If you tend to jump right in and offer up 
thoughts or suggestions, try taking the perspective of a 
person who is less comfortable asserting their ideas 
that way in a group setting. Next time you feel the need 
to contribute, wait thirty seconds to see if someone 
else speaks up first. Practicing empathy in this 
circumstance can help you change your behavior to 
better serve the group and project outcomes.

It could be you score lower in conscientiousness and 
tend to procrastinate as part of your creative process 
(yes, that’s a thing) and you’re annoyed by your 
colleague who keeps badgering you to complete your 
task early (Shin and Grant 2016). What if it’s just that 
your colleague scores higher in conscientiousness? Try 
taking the perspective of someone who is constantly 
striving to achieve. While it may feel like they’re judging 
you for not completing work within their preferred time 
frame, they’re likely more stressed by the exceedingly 
high goals they set for themselves and their response 
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allows more assertive team members to steamroll right 
over them. You may have to consult a third party to find 
a mutually beneficial resolution or simply fortify your 
personal boundaries. Practice empathy when you can 
and give yourself some grace when you just aren’t up to 
it. At the very least, you’ll learn not to take it personally 
when others behave differently from you. g
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