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Within the Microsoft Dynamics Research and Development Team, the Global User Experience Group — which extends from Redmond, Wash., to Fargo, N.D., and Vedbaek, Denmark — has spent the past four years working toward a holistic understanding of how people actually get work done so that Microsoft Corp. can build software that supports users more effectively. Microsoft’s unique commitment to deliver on the promise of RoleTailored productivity drives the software strategy that enables the People-Ready Business. By combining the worlds of business process automation and personal productivity and adding access to online communities, we have developed a new type of environment designed around the specific work that people do. It features a familiar user interface, integrated collaboration capabilities and a process-centric design — all aimed at making people more productive in their specific jobs.

RoleTailored Design — We Have the Vision 

At Microsoft, we believe that the key to helping businesses become more agile and productive in the global economy is to empower individual workers. To accomplish this, we are creating a new generation of software that will help people improve their efficiency and focus on the work that adds the highest value to their business; we call this RoleTailored productivity.

We Are Building RoleTailored Applications Today

Microsoft Dynamics™ GP

· Role Centers for 21 roles

· RoleTailored business portal experience

Microsoft Dynamics SL

· RoleTailored business portal experience 

· RoleTailored business intelligence experience (BIO for Microsoft Dynamics SL)

Microsoft Dynamics NAV

· Role Centers for 21 roles (to be introduced in an upcoming release)

Microsoft Dynamics AX

· RoleTailored experiences (coming in a future release)

· Enterprise Portal experience enhanced by adding Role Centers that are tailored to the major roles defined in the customer model in Microsoft Dynamics AX 5.0

Microsoft Dynamics CRM

· Implementation of a RoleTailored approach for sales, marketing and services

· Additional Role Centers (to be introduced in an upcoming release)

Customer Model — We Are Research-Driven

To build software that is tailored to the work done by specific people and companies, it is necessary to have an in-depth understanding of today’s businesses and their people. The Microsoft Dynamics Customer Model is the tool we have created that allows us to document, capture, visualize and share how people work within departments and how that drives performance across organizations. It helps ensure that Microsoft® business management software, including Microsoft Dynamics, is based on a thoroughly researched, consistent set of people and processes applicable to businesses. 

The Customer Model not only facilitates our communication with customers and partners, it is also used by our global development teams as a common language for everyone designing the product. This helps ensure that we focus on a common set of people, processes and pain points, and that we can deliver more consistent and efficient designs.

Customer Model Statistics

· More than 1,400 interviews or observations conducted with real users 

· Visits to 280 sites at companies and partner shops

· Fifty-eight roles defined in the Microsoft Dynamics Customer Model

· Five departments defined in the midmarket segment: Operations; Finance; Human Resources; Sales and Marketing; IT and Partners

· Fifteen departmental organization charts defined

· Thirty-three process groups defined that represent the work people do within business scenarios

· Across those groups, 155 processes and subsequent tasks and steps defined

The User Experience Center

The User Experience Center at our North America and EMEA Convergence events are the largest research events of the year for the Microsoft Dynamics product team. Although we perform user research throughout the year, we’ve discovered that this event gives us access to some of our key personas. Here, our product development team can get direct feedback on our new designs, as well as a better understanding of our customers and the work they do. 

Our research methods include these:

· Usability Lab studies. Microsoft monitors participants who are asked to complete a task without guidance. Through observation, nonleading questions and “think-aloud protocol,” Microsoft is able to learn how a user approaches the task and can modify design based on user feedback. 

· Cognitive walk-throughs. Reviewers step through a user interface while we evaluate its inherent “learnability”; we ask, “Can the user instantly see what action to perform to get work done?”

· Card sorts. Participants organize description cards into piles they feel belong together and generate names, labels or descriptions for the piles. This helps us understand users’ conceptual models of information so we can appropriately design the presentation of information in the software.

· Affinity diagrams. Similar to the card sorts, this exercise helps us identify key processes, activities, task flow and associated pain points within a particular user task or feature.

· Guided interviews. Using open-ended, conversational questions, we probe into a user’s actions or experiences to gather qualitative insights. 

· Participatory design. Similar to the guided interview, participants are asked to identify tasks or actions that they find difficult to perform. Participants then collaborate with designers to re-work pain points to better suit that individual’s goals. 

· Experiential learning. These self-guided activities are “hands-on learning,” which helps attendees identify their learning and behavioral styles at work. 

· Desirability studies. Developed at Microsoft, this method focuses on the intangible aspects of a user’s experience — fun and enjoyment. These studies are used primarily to assess subjective ratings of user experiences including visual appearance and the emotions that are evoked by the design. 

· Contextual inquiry. We observe people while they work and ask a few goal-directed questions to determine their tasks and goals and a basic understanding of their problems and frustrations.

· Focus groups. These groups deliver qualitative feedback via first impressions and tell Microsoft if customers like something and how useful it would be.

· Surveys. If a discussion is not required, surveys — via phone, Web or e-mail — allow us to get answers from dozens to thousands of users, across geographic regions and markets, quickly and inexpensively. 

Microsoft Usability 

The research we are conducting at Convergence represents one small part of Microsoft’s overall investment in user research, which is made up of the following: 

· 1,100 studies per year (10,000 participants)

· 10,000 game study participants

· 1,700 site visits 

· 43 Usability Labs across the globe, including the Microsoft campuses in Vedbaek, Denmark, Fargo, and Redmond

History of Microsoft User Experience Research

First User Experience Lounge, 1998, Great Plains® Software

· Four employees (three designers and one technical writer) conducted three studies. 

· Over 200 customers attended.

· Participants received Great Plains pens, cups and other souvenirs until we ran out!

User Experience Center, Convergence 2007 San Diego, Our Ninth User Experience Event

· We have 10,000 square feet of space reserved.

· The center will be manned by more than 100 employees (planners, program managers, designers, user researchers).

· We will conduct 65 studies. 

· We have pre-recruited 400 participants for one- to two-hour studies. Half were recruited through User Experience Central.

· All participants will receive Microsoft® software.

· Hundreds of walk-ins are expected to participate.
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