THE CONTEXT* OF USER EXPERIENCE

*context, noun: the set of circumstances or facts that surround a particular event, situation, etc.
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mauvyrusset.com

This diagram was inspired partly by a post by Peter Merholz on the Adaptive Path blog titled “Noodling on experience” (http://www.adaptivepath.com/blog/2007/01/19/noodling-on-experience)
and partly by discussions about “context” at the 2008 IA Summit - both of which got me thinking about the different aspects of “context” that need to be considered when creating experiences.
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About the Person

Amy is a 32 year old IT professional (strong web and analytical abilities).
She is a driving enthusiast and has purchased 3 new cars in the last 10
years (knowledgeable about the domain).

About the Situation

Amy’s current car is almost paid off and she is looking for another. She wants
a high performing, USA made car, with all wheel drive and room for 4 or 5
adults (motivation). She prefers to do her research on the web ahead of
visiting specific dealers to avoid the “hard sell” (activity).

About the Experience

Amy is looking for reviews from experts and other buyers on cars that meet
her criteria — she also wants to see realistic pricing, not the inflated pricing
she thinks the dealers will tell her (expectations). Amy is excited about
buying a new car, but wary about the usual “dealer experience” (emotions).

About the Interaction

When Amy goes to Edmunds.com she sees the “new car section” and the
“search for cars” area (comprehension). She starts to filter down the list of
cars by her criteria (control).

Amy’s interactions with the site cause feedback:

Amy uses some “filter a list” controls that she hasn’t used on the web
before — increasing her web abilities.

She learns about all wheel drive types — increasing her domain
knowledge.

She changes her mind about restricting herself to a USA made car —
changing her motivation.

She also decides to check out her top choices on the manufacturers
sites to “build her own” — modifying her activity.

Her expectations about “real pricing” where not met - changing her
expectations for the future.

The lack of information about “real pricing” takes much of the
excitement from her experience and she resigns herself to
more interaction with dealers — affecting her emotional state.
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