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Face	2:	Interpret	

•  The	main	objec<ves	are	to:	
– make	qualita<ve	analysis	of	research	phase	
(interviews,	visits)	

– make	sense	of	thoughts	using	variety	of	tools	
–  Interpret	observa<ons	based	on	abduc<ve	
reasoning	

– WHY??????????????	



Your	POV	
	quest	



Why	qualita<ve	analysis?	

•  If	we	assume	that	you	collected	tremendous	
amount	of	info	during	your	discovery/research	
phase,	then	you	need	to		<dy	up!	

•  Analysis	of	qualita<ve	data,	i.e.	observer	
impression	involves	data	examina<on,	
interpreta<on	via	forming	an	impression	and	
repor<ng	in	a	structured	form	

•  QDA	methods	
– Coding	
– Recursive	abstrac<on	



Coding1	
•  Coding:	analy<cal	process	in	which	data	is	
categorised	to	facilitate	analysis	

•  Usually	a	word/short	phrase	
•  Summa<ve	,	essence-capturing,	evoca<ve	
a\ribute	to	a	por<on	of	language-based	or	visual	
data	

•  heuris<c,	link	between	data	and	idea	
•  Coding	is	not	a	precise	science:	it’s	primarily	an	
interpre<ve	act	

•  Usually,	solitary	act	(“The	lone	ethnographer…”)	

1	Saldana	J.	(2009).	The	coding	manual	for	qualita<ve	researchers.	SAGE.	



Coding	types	
•  Open	coding:	label	words/phrases	in	transcript	
•  Axial	coding:	regroup	similar	labels	into	
categories	(large	data	set	/	numerous	coding)	

•  How	to	code:	manually	/	CAQDAS	
•  What	to	code:	
–  emo<onal	aspects	(feelings)	
–  cogni<ve	aspects	(meanings,	percep<on,	intui<on)	
–  factual	aspects	(facts)	
–  personal	aspects	(experience,	beliefs)	
–  aetude	

•  Use	Empathy	and	affinity	maps!	
	

	



Open	coding	example1	

1	Saldana	J.	(2009).	The	coding	manual	for	qualita<ve	researchers.	SAGE.	

TEEN	ANGST	



Axial	coding	example	



The	challenge	of	coding	

•  Not	easy	since	needs:	
– organiza<on	
– perseverance	
– deal	with	ambiguity	
– crea<vity	
– extensive	vocabulary	



Prac<ce	coding	

•  Look	at	all	your	interviews	and	peak	the	one	
you	believe	is	the	most	relevant	

•  Each	team	member	analyzes	the	same	
document	alone!	

•  15	minutes	to	do	coding	
•  The	coding	will	then	serve	to	generate		
– Empathy	map	and	affinity	map	
–  rela<onship	matrix	and	concept	map	
	



Empathy	map	

•  Focus	on	1	persona	per	empathy	map	
•  Use	different	post-its	colors	for	different	quadrants		
•  Go	through	your	QA	of	interviews,	audios	and	videos	
(previous	task)	and	fill	the	map	with	notes	about	the	
4	traits	

•  Feeling/thinking	traits	should	be	inferred	from	
observa<ons	(e.g.	voice	tone,	body	language…)	

•  May	be,	from	this	mapping,	you	will	sart	feeling	
user’s	need	



Recycling	issues	-	businessman	
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Affinity	map	

•  Remove	notes	from	empathy	map	and	think	how	to	
regroup	them	in	different	categories	(e.g.	on	
whiteboard)	

•  Name	categories	
•  Brainstorm	each	note	to	see	if	it	shouldn’t	be	moved	
to	another	category	

•  Think	of	the	category	that	need	to	be	focused	on	
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PERSONAL	
IMPACT	

RECYCLING	
COMPLEXITY	

BAD	
HABITS	

LAZINESS	

about	

and	

induce	people	

such	as	

CONFORMITY	

RECYCLING	
NEED	

DROP	IN		
THE	OCEAN	

CLIMATE	
CHANGE	

poten<ally	
envisions	

as	a	

for	



POV	quest	

Sherlock,	the	Abduc<ve	Reasoning	Master!	



•  ABDUCTION?????????????????	
	
•  LOGIC	REASONING	METHOD	

•  ABDUCTION	≠	INDUCTION	≠	DEDUCTION	

•  PATTERN:	PREMISE+RULE+CONCLUSION	



•  DEDUCTION	
– means	determining	the	conclusion.	
– When	it	rains,	the	grass	gets	wet.	It	rains.	Thus,	
the	grass	is	wet.	

•  NEVER	USE	THIS	REASONING	FOR	FINDING	
POV!	



•  INDUCTION	
– means	defining	the	rule	(auer	many	tries)	
– Example:	The	grass	has	been	wet	every	<me	it	has	
rained.	Thus,	when	it	rains,	the	grass	gets	wet.	

•  NEVER	USE	THIS	REASONING	FOR	FINDING	
POV!	



•  ABDUCTION	
– means	determining	the	best	precondi,on.	It	is	
using	the	conclusion	and	the	rule	to	assume	that	
the	precondi,on	could	explain	the	conclusion.	

– Example:	When	it	rains,	the	grass	gets	wet.	The	
grass	is	wet,	it	must	have	rained.	

•  USE	THIS	REASONING	TO	BUILD	YOUR	POV	



•  HOW	APPLYING	ABDUCTIVE	REASONING	

• SIMPLY	ASK	
«	WHY	»	QUESTION!	
• OR	«	5	WHYS	»	



POV	formula<on	
•  Reframing	of	a	design	challenge	into	an	
ac<onable	problem	statement	that	will	launch	
you	into	genera<ve	idea<on	

•  3	components	
–  specific	user	
–  users’	need	
–  insight	

•  Defining	Insight	
–  hardest	part	of	POV,	because	…	
–  ...	An	insight	is	a	provoca,ve		statement	of	truth,	that	
reflects	a	clear,	meaningful	percep,on	into	human	
behavior	in	a	par,cular	context	



GOOD/BAD	POV	examples	
BAD	POV	 GOOD	POV	

N
U
TR

IT
IO
N
*	 A	teenage	girl	needs	more	

nutri<ous	food,	because	
vitamins	are	vital	to	good	
health.	

A	teenage	girl	with	a	bleak	outlook	needs	to	
feel	more	socially	accepted	when	ea<ng	
healthy	food,	because	in	her	hood	a	social	
risk	is	more	dangerous	than	a	health	risk.	
	

*From	d.school	method	card	on	POV	

M
EC

HA
N
IC
	 A	driver	needs	his/her	car	to	be	

fixed	urgently,	because	it	is	his/
her	only	possible	transport	
solu<on	to	go	to	work.	

A	shy	educated	female	driver	needs	to	feel	
trust	from	repair	shop,	because	good	and	
honest	diagnos<c	is	a	basic	condi<on	to	keep	
clients’	fidelity.	

ST
RE

SS
	

A	kid	needs	to	cope	with	stress	
during	exam,	otherwise	he/she	
has	higher	probability	to	fail	it.	

A	primary	school	kid	with	stress	issues	needs	
to	feel	school	support	before	exams,	because	
reducing	pressure	on	children	shoulders	is	a	
basic	rule	for	a	more	fruiyul	personal	
emancipa<on.	
	



THE	PERSONA	YOU	PLAN	
TO	DESIGN	SOLUTION	

FOR	

REFLECTING	OUTCOMES	
FROM	AFFINITY	MAP		
(E.G.	1	CATEGORY)	OR	
CONCEPT	MAP	(MAIN	

BRANCH)	

ABDUCTIVE	REASONING:	
CONCLUSION=OUTCOME	

FROM	AM	OR	CM	
	



A	BUSINESS	MAN	WHO		
RARELY	CHALLENGE	
HIMSELF	

NEEDS	TO	FEEL	THE	NECESSITY	
TO	CHANGE	HIS	NEGATIVE	
ATTITUDE	ABOUT	RECYCLING	

DOUBTS	ABOUT		
THE	IMPORTANCE		
OF	RECYCLING	

WHY	SUCH	DOUBTS?	

CONFORM	HIMSELF		
TO	MATES	ATTITUDE	

BAD	HABIT	CATEGORY	
FROM	AM	

RELATIONSHIPS	
AND		

CONCEPT	MAP	
	



Crau	good	insight	

•  rules	
–  be	authen=c:	it	comes	from	your	personal	judgment	
–  be	non-obvious:	or	not	too	simplisitc,	caricatural	
–  be	revealing:	when	reading	it,	things	make	sense	
–  inform:		especially	give	meaningfull	percep<on	of	
human	behavior	in	par<cular	context	

–  inspire:	since	the	POV	is	also	the	star<ng	point	for	
Idea<on	step,	its	formula<on	should	foster	crea<ve	
thinking	

–  be	memorable:	shouldn't	be	too	long	to	be	
remembered	easily		



A	BUSINESS	MAN	WHO		
RARELY	CHALLENGE	
HIMSELF	

NEEDS	TO	FEEL	THE	NECESSITY	
TO	CHANGE	HIS	NEGATIVE	
POSTURE	ABOUT	RECYCLING	

DOUBTS	ABOUT		
THE	IMPORTANCE		
OF	RECYCLING	

WHY	SUCH	DOUBTS?	

CONFORM	HIMSELF		
TO	MATES	NEGATIVE	
OPINION	

GROUP	CONFORMITY		
COUPLED	WITH	LOBBYING		
STRONGLY	POLLUTES	
OBJECTIVE	REASONING	

“ET	VOILÀ!	ZUPA	
GOTOWA!”	

	 	 	 	 	 	 	 	 	 	 	 	
	 	 	 	 	 	 	 	Pascal	Brodnicki,	French-Polish	cook	


