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Abstract ?\
As digital technology became popular, mass production aEd consump went a

— embedded in electronic devices and computers prove y and user control

— is coming to the forefront. The User experience, Which not onlyprovides elements that

are convenient to use but also attempts to tn@semotlorx as joy and fun has been
or

receiving recent attention. This study pre ethod rect deficiencies among
users by facilitating achievement of | aI 90¢ ough the actant model, and by
supplementing the establishment of arlo for the user through canonical
narrative schema.
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1. Introductloh\\o *
1.1. Rise o@ entere S|gn

As the d f indus @ zation that focus on manufacturing were phased out by digital
technology, the tre n traditional (single line) mass production and consumption
changed; custo ultiple line production systems and variations in consumption
patterns emergegd. With a variety of products now available to consumers, only those
products appeal to consumers sell. Therefore, existing manufacturing and advertising
strategi t emphasize product functions and performance are changing to satisfy
emands by focusing on consumer tastes.
social structure for production-distribution-consumption includes the
/producer at one end and the buyer/consumer at the other. During industrialization,
people generally purchased products based on the intentions of the seller/producer.
Today, however, sustainability depends on manufacturing and marketing products that
satisfy the preferences of consumers.

Thus, “consumer behavior research” and “user-centered designs” have been
introduced. These methodologies involve analyzing consumer intentions and behaviors to
improve products or services; further, they incorporate consumer feedback into the
production process. Consumer behavior research is conducted by special marketing
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experts, but user-centered designs are created by the persons in charge of product
planning, production, sales, and feedback. User-centered designs facilitate product
modification, which enables quick feed-back and increases efficiency.

Cooper et al., (2007) proposed the “goal-directed design process,” in which products
are designed based on users’ needs. It emphasizes investigating users in the modeling
process to understand appropriate contexts for design. An estimated scenario is then
established and reflected in the design.
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Research ) Modeling Definition / Definition / DESE" Support
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Figure 1. Goal-directed Design Process ?\
1.2. The Importance of User Interface, Usability, and User\Experie @
To apply user-centered designs, product planning a \( ctign p ses must be

flexible. Because the manufacturing industry reliessemProduction fa s and processed
raw materials, it is difficult to change product cording %?«et conditions and

consumer demands. In the growing software industry, however ts advanced digital
avzb?e

technology, improvements and innovations ¢ asily

Embedded software promotes convenie age. A user fpterface (Ul) is necessary for
effective communication and interacti twee ser and the object. Usability
enables users to understand oper thodg ¢ nd control objects conveniently.
To increase the usability, it éary to pla d improve the software from the
viewpoint of the users.

In addition to Ul and usab#ity, rlence (UX) is an important element.
Generally, consumers se product the products integrate additional elements
such as pleasure, seﬁ , and ¢dun“with the basic features of software, including
consistency, Visi d error_preyention. UX is currently receiving attention, with its
advantage of b 0%able o @ ing a favorable impression on consumers with only a

little i |mpr nd wit having to change the product.
The Int onal Or ion for Standardization (ISO) defines UX as “a person’s

perceptlons and resp at result from the use or anticipated use of a product, system,
or service.” Besi physical factors, the mental factors include sensitivity, trust,
disposition, an&e (preference). Chung & Yoon (2011) defined UX as “all the
processes ts followed and experienced by the user when interacting with a

and
particulawgt in certain environments”.

O
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Figure 2. Elements and Environment for UX
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2. Utilization of the Persona Method

2.1. Appearance of the Persona Method, and its Merits

To improve UX, it is necessary to identify exactly what consumers want. Although
there are a variety of effective methods such as surveys, direct interviews, and behavioral
observations, companies have recently begun using the persona method.

Cooper (2005) proposed this method to create virtual users, or ‘personas,” based on
observations of actual consumers. It is designed for specific types of individuals with
specific needs. Earlier, the market segmentation model was typically used by companies;
it classified consumers according to demographic characteristics and buying behaviors.
The persona method creates characters according to behavior patterns determined through
research on buyers who use specific products.

Cooper (2007) identified seven basic steps for creating personas: (1) iﬂentify.
behavioral variables; (2) map interview subjects to behavioral variables; (3) ideqti
significant behavior patterns; (4) synthesize characteristics and relevant go '%ﬂheck
for redundancy and completeness; (6) expand description of attributes and@ rs; (7)

, i@bs, behavior
inthe interview by

designate persona types. .
Three to seven personas created by this process have\ﬁent na
patterns and aims of using the product. Robert Reima Qs nswe
Dan Saffer (2010) that “Cooper's fundamental wa
characters had goals and behaviors that could Besferved b
developed a powerful design method: meet ersonas %oals with the product by
designing for their behaviors, and the degigpris,much more to be successful.”

The chief merit of the persona me i ws favorable reviews from all
consumer groups by satisfying only fined group. By targeting a few
users as top priority among the ermined following research, it is
possible to obtain effective result e trave uitcase with wheels, which was developed

for flight attendants but la came p with passengers, is one example of a
product that was originally=developed 11, targeted group.

B@sed om%sonas

ersonao a-based scenarios are built. They are short stories
identify gasers, "their lifestyles, and the purposes of using the product
nding of environments in which the products are used as
between users and products. Persona-based scenarios may
predict user satisf ccording to the legitimacy of the design.

Cooper (ZOQ@sented persona-based scenarios in five steps; (1) creating problem
and vision  stategents, (2) brainstorming, (3) identifying persona expectations, (4)
constructhﬁmtext scenarios, (5) identifying requirement.

Ther @ o clear standards for building scenarios when using specific methodologies.
A r &1 creates a plausible story, much like a fairy tale or a conte as in Brown(2007)
o

2.2. Building Sce

After establi
that descri
Scenarios
well as of the relatj

Unger(2009). Cooper (2007) rarely mentioned specific methods for building

rios. He merely defined three steps: (1) viewing the process of satisfying user needs
from a broad perspective (i.e., context scenario); (2) presenting the process for using the
products in detail (i.e., key path scenario); and (3) comprehensively presenting problems
in various contexts (i.e., validation scenario).
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3. Utilization of Semiotic Narratology

3.1. Role and Applicability of Semiotic Narratology

In this paper, the author proposes the use of structuralism (semiotic narratology) in
persona-based scenario building to improve the UX. Semiotic narratology is the study of
narratology that emerged to analyze the structure of the narrative style of storytelling (e.g.,
folktales, fables, novels, and films). The author also conducts a semiotic analysis
developed by French structuralism scholars.

Semiotic narratology can be used in other fields as well, i.e., commercial advertisement,
marketing or film script, because it condenses the story structure to a simple diagram.
Propp (1928), a folklorist, investigated numerous Russian folktales and concluded that the
stories commonly flowed in a diachronic order of 31 steps, beginning with absentation
and culminating in marriage. In particular, he described a character’s behavi as a,
function and a minimal element in the story.

He classified the characters into seven types according to synchronic function: ero,
(2) sought-for person, (3) false hero, (4) dispatcher, (5) donor (6) helper, @) villain
Function was an invariant that remained unchanged in .the mes and
personalities were variants that changed according to t text model can
condense most stories into simple diagrams. V

3.2. The Semiotic Actant Model and Aims of PeQ V

Greimas (1966), a structuralism semiotic @’ther ab Propp s character model
and completed the actant model, comp ; elements the hero as subject, (2) the

sought-for person as object, (3) the di eras, (4) the helper and (5) donor as

aides and (6) the false hero and viI con% nto opponents, and a part of this
role is considered the receiver.

This model rearranges 5| along t axes. The first ‘axis of desire’ refers to
the subject’s efforts to obtamt objegt ond axis of transmission’ refers to the
sender notifying the rec of the i tahce of the object. The third ‘axis of power’
refers to the actlons help rqand*opponent in helping or disturbing the hero in
attaining his goal.

If there is a cy or al@ tign in one’s daily life, a need arises that the character

must solve; teps are initiated. The sender sends a message regarding the
ultimate g multlp&vers, and the character who recognizes the importance of
the objective becom ubject whose behavior results in action. He or she receives
help from the hel feat the opponent; and the goal is accomplished by obtaining the
desired object; ing to the story is then in order. Once the story begins, the axis of
transmission comgs into operation, which is followed by the axis of power and the axis of
desire—a ing their roles and completing the story. This sequence can be represented
by the f ng diagram.

""" SENDER == OBJECT =+ RECEIVER [-=- (1) Axis of Transmission

----- HELPER ==t SUBJECT [-¢*¥ OPPONENT [-*- (2) Axis of Power

(3) Axis of Desire

Figure 3. Greimas’ Semiotic Actant Model
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The six elements and three axes of the actant model can be applied to the structure of
production and the consumption of a product. First, when the axis of transmission
becomes operational, the producer [sender] reminds passive consumers [receivers] of the
usefulness and importance of the product [object]. Second, when the axis of power is
activated, attractive advertisements and various support elements [helpers] are mobilized
to stimulate consumer decisions and behaviors. Competing products [opponents] as
obstacles are eliminated. Third, when the axis of desire becomes operational, some
consumers aim to obtain the object by actively buying the product. Fog (2005) applied
this actant model to storytelling marketing but didn’t mention the activation of three axes.

The actant model is applicable even after a purchase. To properly deliver the product
with producer’s [Sender] intention to the passive consumer [Receiver] via the publicity
[Axis of Publicity], it is necessary to mobilize improved usability and UX elements
[Helper] while simultaneously removing the disadvantages of use [Opponents] to
eliminate confusion and anxiety and to induce immersion. [Axis of Immersion] Rassives
users can then become active users [Subjects] who enjoy the true value of t
[Object] while accomplishing their goals [Axis of Product Use]. Each h¥~has
different aims of using the product, so three to seven actant models shou ared as
the number of personas.

Persona’s \y
Product A QConsumer s of Publicity
Usability &

Disadv s
| UX Elements =] At U{%\ K\@ + (2) Axis of Immersion
(3)&&uct Use%

Figur @Actlve s@\,emlotlc Actant Model

3.3. Semiotic Nar ema%User Context
In building a Perse a -bas 3@1 0, it is necessary to comprehensively examine the
social, ecop te por ierdrchical, and cultural contexts faced by the user. These
elements, re dto a ontext must be understood to explain the use of certain
products by the persog eir dissatisfaction with certain functions, and ways to satisfy

them.

Semiotic na y analyzes the character’s context through canonical narrative
schema and de ines the direction in which the story progresses. Canonical narrative
schema joq%that the operation of the actant model triggered by the activation of the
three a@ s certain directivity, and grasps the principles by which actions occur.
Grei nnected Propp’s 31 steps, a few at a time, proposing a new concept of the

es of tests. The qualifying test, in which an adventure begins with the aid of the

r, the decisive test that overcomes a hurdle through a confrontation, and the

glorifying test finally results in the attainment of the object. If these tests are inserted in

the story from the initial to the final state, the canonical narrative schema will be
completed.
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Initial Qulifying Decisive Glorifying Final
State Test Test Test State

1. Absentation 11. Departure 15. Guidance  23. Unrecognized  31. Wedding
i H i Arrival

9. Mediation 14. Receipt of Agent 22. Rescue i
30. Punishment

Figure 5. Greimas' Canonical Narrative Schema

In the story structure, the deficiency or absentation in the initial state is visible through
the three tests and reaches the final state, thereby resulting in satisfaction or resolution.
Propp’s 31 steps are assigned to each sequence in the following order. ¢

If the aforementioned process — in which the three axes of the actant re
activated — is a synchronic analysis focusing on the relationship betwee aracter
and function, then the three tests of the canonical narrative schema f f@achronic
analysis that grasps the order of events sequentially. \ﬁ’ @

The canonical narrative schema can be applied i rstanding context and
building scenarios as per persona method. When thé8eencounters duct for the first

time [Initial State], he/she aims to overcome deficiejicies o% ation by using the
product; however, the user may not know its ures, what_can be gained by using it, or
how exactly to operate it. Product characteri @nd meﬁ@t be highlighted to attract
the attention of the consumers, and the cy must_be maximized by providing clear
descriptions so that users become aw their iciencies and their need for the
product.

eliminate entry-level barrie rovin ility with measures such as running an
automatic tutorial using video clips or g the level of difficulty. Then, when users
understand the basic ir%:tions f ing the product [Decisive Test], immersion

(engagement) mustb? tained tQ accomplish the goal that has been presented in the
initial state. It isﬁg le ta, i

When full-scale operations 2‘}o%&oduct geg% Qualifying Test], it is important to

i e users’ abilities by gradually providing obstacles
according to thﬁx of diffi . When most functions of the product are understood
[Glorifyin, i is nec to help users improve applicability and acquire new skills
through encauntering Wted problems and repetitive use of functions so that they
can rise to the status nced users.

Through this p , users can rise from the basic level to the intermediate level, and
eventually to vanced level, while enjoying a sense of accomplishment and
immersion. [Final State] Of course, it is also possible to create individual scenarios where
users at e p can be set up as individual personas as below.

% Basic Intermediate Advanced .
Encounter Accomplishment
Level Level Level

Figure 6. Application of Narrative Schema to Building Persona Scenarios

4. Conclusion

The persona method identifies a task that will help consumers achieve their goals when
they use a certain product. However, there is a deficiency of specific explanations
regarding the establishment of personas and scenario building.
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It appears that using the synchronic/diachronic analysis methodology of structuralism
(semiotic narratology) can compensate for deficiencies of the persona method. The actant
model captures the aims of each persona in the synchronic view and facilitates the
accomplishment of goals. A canonical narrative schema is helpful in understanding user
contexts of personas as per the stages and levels; further, it is useful for developing
suitable scenarios. It is also considered beneficial for drawing detailed plans that improve
the usability of Ul or for identifying the appropriate timing to provide a diversified UX.
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