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UNINSPIRING WORKSPACES PASSIONLESS EMPLOYEES
ABUNDANCE OF PAPERWORK LEGACY DEVELOPMENT
METHODOLOGIES STAGNANT CREATIVITY PRESSURE
TO DESIGN FOR INTERNAL STAKEHOLDERS RATHER
THAN THE USER TOO MANY STEPS REMOVED FROM
THE CUSTOMER LACK OF RESPECT FOR DESIGN CEO
CHOOSES OUTSIDE AGENCY OVER INTERNAL TEAM
NOT SURE HOW TO PROMOTE CREATIVES UPPER
MANAGEMENT TOO REMOVED FROM THE ACTUAL
WORK LACKING FREEDOM TO EXPRESS YOUR IDEAS
DESIGN BY COMMITTEE LACK OF FUNDS FOR CAREER
DEVELOPMENT MEDIOCRITY IS ACCEPTED
MANAGERS KNOW LITTLE ABOUT DESIGN PEDANTIC
SCRUTINY OF DESIGN WORK PRESSURE FROM
COMMUNITY TO ADHERE TO WEB STANDARDS
DESIGN DECISIONS MADE BY THE SALES TEAM
DESIGNS ALTERED BY CONTENT MANAGEMENT

“Let’s take that offline.”
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Doing design

The work

Telling people about your design

Publicity

Convincing people to let you design

Relationships

Credit: Khoi Vinh
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a lot of companies, when they’re looking
“ For
to hire an agency, they’ve already decided

The work

20%

Publicity

40%

Relationships

40%
Design

that they want to work with design. When
you’re in-house, they’re not necessarily sold
or bought into it. I think a key skill that you
need to have is the ability to influence and
draw people in.
Irene Au

Director of User Experience, Google
Credit: Khoi Vinh

Few things build trust better
than results.

happiness is highly correlated
“ Customer
with whether they feel ‘listened to,’ and

that in turn has a high correlation with
whether they can see their ideas filtered
through your design process and
manifested in the product.
Ted Boren
Co-worker

idea of design divorced from engineering is
“ The
laudable, but the way it so often plays out makes
it implausible. Yes, in theory, the design team
should come up with a perfect solution and the
engineering team should be smart enough to
figure out how to pull it off and neither should
ever have to talk to each other. The resulting
product would look exactly as designed and
would work perfectly….

on trucking you radical dreamer.
“ Keep
Here’s a quarter for the jukebox.
Jack Shedd
bit.ly/divide

LESSON LEARNED

Create influential relationships that will
engender trust and confidence in your
work. Remember, it’s 40% of your job.

“Let’s take a 5-minute
bio break.”

TO: SUPPORT@
FROM: CAMERON@

TO: CAMERON@
FROM: SUPPORT@
CAMERON,
WHAT WOULD YOU LIKE YOUR
GROUP ADDRESS TO BE?
SINCERELY,
SUPPORT

TO: LISTS@
CC: CAMERON@
FROM: SUPPORT@

IS DL-MOBILE AVAILABLE?
BEST,
CAMERON

MR. LIST PERSON,
PLEASE CREATE THE
FOLLOWING GROUP ADDRESS
FOR CAMERON MOLL:
“DL-MOBILE-AVAILABLE@”

LESSON LEARNED

Great communication skills create the
shortest distance between an initial idea
and a successful user experience.

“Let’s not try to boil the ocean.”

FRONT
END

BACK
END

map of the process] is about as
“ [A
much help in navigating a designer

TEST

individual creativity
bounded rationality
individual methodology
access through learned + interpreted schemas and heuristics

leap of faith

individual creativity

individual creativity

through the process as a diagram
showing how to walk would be to a
one-year old child.

leap of faith

Bryan Lawson

leap of faith

How Designers Think

col l a bor at ion
for problems with compounding complexity
requires protocols for disagreement and a desire for a common ground

organizational politics

protocols for debate, mediation, and issue resolution

governance

boundaries for disagreement

desire to focus on the problem, mutual respect, motivation to make progress, a general agreement about the problem solving sequence, and egolessness

project issues

br and rules

debate, discussion and argument towards agreement

client identity forces

Fluid Process

Understand that problems can be wicked. Map existing patterns to problem and
select activities from situation, team capabilities, budget, constraints and input accuracy.
Be proactive and flexible enough to change with the problem.

disagree
Satisfice

Know that anything more than ‘good enough’ is
impractical and pick tasks that maximize action.
Know when to stop and move on to the next useful activity.

audience
constraints

opportunit y
idea, market, blue sky
possibly a wicked problem

→

↘
→
↗

think

The Impact of Language

Voice and language are quickly becoming key diﬀerentiators in
the cluttered world. Constantly consider semantics and assign,
remove, or invent terminology as needed by the brand and
the solution. Build a vernacular that is diﬀerentiated, protectable
and resonates with the audience it is intended to serve.

SKETCHING

WIREFRAMES

GRAYSCALE

IMAGE COMPS

HTML/CSS/JS

“good enough”

→

business
constraints

technical
constraints

Shared Understanding

Suspend disbelief to seek true values and opportunities by egolessly
and objectively investigating business, technical and audience needs.
Come to an agreement about a clear & collective problem definition
through the creation of visual decision making artifacts.

→

→

output

product, service or solution

early & often

make

balance micro-focus & macro-focus
egolessly delivered

Visual Language

Build or endorse a brand language for the project.
Learn and utilize the brand character and rules of combination
and grow the depth of the brand with the depth of the solution.
This fosters quicker adoption through building support over time.

interactions.acm.org/content/?p=33

ego

personal identity forces

Visual Decision-Making

People respond to visual information far better than long prose.
Egolessly deliver a logical, structural representation of the synthesized
information. Isolate the product, the problem, the purpose and the people
in the problem, arrange them spatially, and make a platform for generating
a response and exposing new opportunity. Output could be a diagrammatic
model, a wireframe of an interface, a screenshot of a website, a 3D rendering
of a product, or any of a number of outputs depending on the project
requirements and the activity selected.

LOW FIDELITY

HIGH FIDELITY

balsamiq.com/products/mockups

bit.ly/sketch

LESSON LEARNED

Bring people along in your thinking.
Paint the big picture, and then avoid the
“illusion of agreement” by prototyping
early and often. Remove fidelity when it
isn’t necessary for agreement.

The purpose of the
Design Excellence Program is to
raise the quality of the design
provided to the organization.

“Do we have the bandwidth?”

(1) Build up the knowledge and capabilities of the
designers working for the organization.
(2) Strengthen long-term relationships with others
who may influence the work.
(3) Establish the culture and environment
necessary for good design to flourish.
Credit: John Dilworth

1) KNOWLEDGE & CAPABILITIES
Annual design review

cameronmoll.bigcartel.com

flickr.com/photos/mag3737/

1) KNOWLEDGE & CAPABILITIES
Annual design review
Weekly design reviews

uie.com/articles/critique/

1) KNOWLEDGE & CAPABILITIES
Annual design review
Weekly design reviews
In-house workshops

Fundamentals of Typography
HTML/CSS I
HTML/CSS II
First Principles of Visual Design
Design Leadership & Communication
UPCOMING

Design Before the Prototype
Communicating with Non-Designers
Getting to Know China

Web Accessibility Checklist

1) KNOWLEDGE & CAPABILITIES

MARKUP

Separate structure from presentation and use proper markup for
that structure. For example, mark up lists as lists (<ul>, <ol>, <dl>)
rather than text with a <br> tag after each list item.

IMAGES & MULTIMEDIA

•

•

Be sure all images have an alt attribute, leaving the text for
decorational images blank (e.g. alt="").

•

Always add alt text when images are also links.

•

HTML

•

HTML headings rather than something such as a <p> tag with CSS
styling that makes it look like a heading.

In general, be brief with alt text (e.g. “Notre Dame Cathedral”),
but provide detail when it conveys meaning (e.g. “Son standing at
his father’s graveside with mother in arms”).

•

Provide a transcript, captions, and/or sign language translation
for all audio and video with speech.

•

Provide a “described” version of a video when description is
necessary for unsighted users to understand content. (The
described audio track can either be distributed with the video
content, or as an audio only file.)

•

Be sure that all videos, if they don't autoplay, have, at the very
least, an accessible Play control.

•

When text can be rendered just as well by the browser as it can in
an image, avoid using images for text. (Image replacement
techniques are often an acceptable alternate, but also consider
translation requirements when using text in or as images.)

•

Avoid CAPTCHA s unless you have no other choice, and even then
they should be avoided. However, if you must use them, provide
an audio CAPTCHA alternative.

headings (e.g. <h1>) are very helpful for blind users.
Properly mark up the sections of a page and body copy with

•

Give pages meaningful and accurate titles using the <title> tag.

•

Indicate the primary human language of the document using the
attribute in the <html> tag, and indicate any passages in a
secondary language using the lang attribute on other tags
wrapping the relevant text (e.g. “<span lang="es">Hola</span>
means Hello”).
lang

Annual design review
Weekly design reviews
In-house workshops
Design conferences
etc.

•

Provide “Skip to content” links at the top of the markup order in
pages with large numbers of navigational links before the main
content.

•

Always indicate headers in data tables using <th> tags, and
associate all data cells with their header.

•

Be sure tab order is logical using tabindex, if necessary. (If your
HTML is in the proper order, then using tabindex isn't necessary.)

VISUAL APPEARANCE & CONTENT

FORMS

•

Be sure your page is still usable when images are turned off. (This
may include making sure that contrast is still sufficient if you
happen to be using a background image and that image is
removed.)

•

Always label all form fields with the <label> tag. If a form field
has no specific text label on the page, add one, and hide it with
CSS or use the title attribute.

•

Be sure pages remain usable when users enlarge text up to twice
its original size.

•

•

Be sure each element on a page is reachable and can be
manipulated via the keyboard.

Use fieldsets (<fieldset>) with legends (<legend>) to associate
prompts with radio buttons and check boxes. For instance, a form
asks “Gender:” and offers radio buttons that say “Male” or
“Female”. Then “Gender:” should be enclosed in a <legend> tag,

•

Whenever possible, write descriptive headings and link texts
which can be understood when read out of context (e.g. no “click
here” links).

•

For color-blind and low-vision users, be sure your content and
background have sufficient contrast.

•

Do not use content that flashes or blinks more than three times a
second.

•

Do not hide the focus indicator. When a user uses the keyboard to
tab from element to element, it should always be apparent where
they are.

•

Do not require users to perceive font, color, or other styling
changes in order to understand meaning. For instance, don’t say,
“The highlighted word in the previous paragraph is the most
important,” or “Items marked in red are errors and need to be
corrected,” unless the word or items are indicated in some other
way.

DYNAMIC CONTENT
•

Do not use JavaScript events that radically alter the page or load a
new page when fired.

and all three elements (<legend> and the two radio buttons with
their label text) should be enclosed in a <fieldset> tag.
•

Identify all input errors in text (in addition to any images or
icons), and place the error notification either next to the affected
field or in a prominent location such as the top of the page with
an anchor link to the affected field.

•

Provide help links or inline instructions for completing fields
when necessary.

•

Do not permit users to complete important actions without a
confirmation or a way to undo.

•

Avoid using HTML elements in nonstandard ways (e.g. form
elements for navigation, links for form submission, etc.).

TESTING
•

Test all pages for markup validation (http://validator.w3.org). If
your page does not pass validation, there should be a good reason
for it.

•

Test all pages for color blindness using simulators or browser
plug-ins. (Recommended: http://colororacle.cartography.ch or
http://www.vischeck.com)

•

Test all pages for accessibility using an evaluation tool (http://
wave.webaim.org), but only after you have done all you can to
ensure it is accessible using the recommendations here.

•

Have your pages reviewed by an accessibility expert.

May 2008 version 1.0. Document created by Aaron Cannon (cannonaw@ldschurch.org).

bit.ly/checklist

2) INFLUENTIAL RELATIONSHIPS

3) CULTURE & ENVIRONMENT

Internal departments
Local colleges & universities
Vendor relationships
etc.

NorthTemple.com

LESSON LEARNED

Establish the culture and environment
necessary for good design to flourish.
northtemple.com

“We’re determined to
leverage our synergy with
this new initiative.”

HAPPY COG NY

flickr.com/photos/zeldman/2762898452/

SIMPLEBITS LLC

CAMERON MOLL LLC

flickr.com/photos/simplebitsdan/2180699421/

flickr.com/photos/authentic/739210948/

LESSON LEARNED

Uninspiring workplaces are a detriment
to creativity only if you allow them to be.
Find inspiration everywhere. Make the
case for occasional telecommuting.

Rest assured that the only way
anything will ship “perfect,” exactly
the way you want it, without flaw or
blemish, is if you have complete and
total control in the entire process, i.e.
personal projects.

“I just got dilberted. Again.”

LESSON LEARNED

Know when to exit.

Thank you.
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