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Analysis: conclusions and tips

• Keep main aim clear
• Immerse in data (transcripts and use space)
• Connect (on emotional level too)
• Categorize: select quotes and create themes
• Accept subjectivity
• Triangulation by >3 researchers
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Rich Visualisations:

reports, posters,
documentary, cardsets,
personas, storyboards,
scenarios, mindmaps....
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• To support empathy:
photos, anecdotes, raw data

• To support inspiration:
open ended visualizations

• To support engagement:
     involve stakeholder and connect

results to other research and
design outcomes

Communication:
conclusions and tips
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Basic atmosphere controller for living rooms
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Thank you


