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Hello

• Senior UX Consultant at Nomensa, Bristol

• Previously a socio-economic researcher

• Academic background in experimental & 
human factors psychology

@timdixon1980

Dr Tim Dixon
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We will cover

• What is value?

• Measuring value in UX

• Value in context



What is Value?
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Value [noun]: The regard that 
something is held to deserve; 

the importance, worth, or 
usefulness of something.

Oxford English Dictionary
https://www.lexico.com/en/definition/value
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Value is purpose 
at scale

Ikigai: a Japanese philosophy 
defining an individual’s purpose



8

Value is purpose 
at scale

Organisational value: derived from 
shared purpose

WHAT

HOW

WHY
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Business value • E.g. McKinsey Design Index

• Measuring & driving design performance

• Breaking down silos between physical, 
digital & service design

• Making user-centric design everyone’s 
responsibility

• De-risking development by continuous, 
iterative research
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One way of removing silos and focusing on 
the entire business is to leverage Acquisition, 

Behavior and Outcome metrics.

This will allow, nay force, our senior business 
leaders to see the complete picture, see more 

of cause and effect, and create incentives for 

the disparate teams to work together.

Avinash Kaushik 
Google Marketing Evangelist,  Occam’s Razor blog
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Holistic value
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Holistic value: Case study
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People’s Collection Wales

Participants will have open and free access to a 
trusted virtual platform and programme of 

mediated and unmediated services. This will 

provide the opportunity for every person in Wales, 

and those interested in its culture and heritage, to 
improve their understanding and achieve 
accredited skills to publish their own material.

• Programme of activities both on and off-line

• Work across 5 streams

• 2013-16 evaluation 
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People’s 
Collection 
Wales: 
holistic value 
generated…

Social Innovation

Operation
al

Societal



Measuring 
value in UX
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Value drivers:
Interval vs. External
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Value types:
Social vs. Economic
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Value matrix:
Social & Economic vs. Internal & External
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Value drivers in context

Discussing accessibility programme 
with a large enterprise

• Legal and moral imperative

• But in context of an organisation going 
through cultural transformation...

o How to demonstrate value of the 
programme?

o How to bring people across the 
organisation onboard?

o How to support that cultural change?
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Internal: Innovation

• (Social) Staff given chance to 
learn/create/develop skillsets

• (Economic) Potential spin-outs, 
new products, services

The results of inclusive 
design for accessibility always 

leads to a better product 
for everyone.

Head of Xbox, 
Phil Spencer
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Internal: Operational

• (Social) Increased satisfaction and 
confidence in approach 

• (Economic) Longer term savings 
from improved processes 

Put an end to short term ‘plaster’ for 
accessible design. Update who content 
creation process to be inclusive.

Project 
lifecycle
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External: Individual

• (Social) Improved experience 
keeps these customers online

• (Economic) Increased sales, 
reduction in calls to call centre

A core customer demographic for the 
company are elderly…
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External: Societal

• (Social) Positive sentiment 
towards company increases.

• (Economic) Growth in sales leads 
to increased regional GVA

Individuals who use the products share 
their experiences. Other organisations 
take note.
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Value measurement:
Impact as a proxy

Looking for the ‘golden thread’ 
that casually connects the inputs 
to the impacts.

Need to consider the 
‘counterfactual’: what would have 
happened anyway?

e.g. £

e.g. 
work done

e.g. 
Products / 

report

effects of 
product/ 

report

Outputs:

Activities:

Inputs:

Outcomes:

knock-on 
effects of 
outcomes

Impacts:
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Strategic framework
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Establishing metrics

Map backwards….

Identify:
Ultimate goals
Intermediate steps

Determine:
Activities
Causal link

Consider:
Assumptions
Counterfactual



29

Example metrics: 
project-specific, e.g.

• Novel product/service development

• Patent applications

• Spin-off projects or companies

• Training and development carried out

Innovation
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Example metrics: 
project-specific, e.g.

Operation

• Change in staff experience

• Staff confidence change

• Efficiencies generated within 
organisation

• Monetary savings from efficiencies
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Example metrics: 
project-specific, e.g.

Individual

• Measured experiences (e.g. SUS, task 
completion)

• Reported attitude changes 

• Use/purchase/clickthrough

• Retention, referral (e.g. CLV)
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Example metrics: 
project-specific, e.g.

Societal

• Sentiment change (e.g. social listening)

• Wellbeing changes

• Health, environmental etc. factors

• Net changes generated by the above 
(SROI)
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Timings 1

2

3

4

Estimating Impact
For due diligence

Planning Impact
through strategy

Evaluating Impact
To demonstrate value

Monitoring Impact
To improve offer



Value in 
context
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We match the human challenges 
faced by the non-profit sector with 
volunteering opportunities for the 
User Experience (UX) community
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OUR MISSION
To enable positive change in the 
world by connecting the non-profit 
sector with the UX community while 
championing digital design
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OUR VALUES

Humanitarian

We actively promote human welfare and 
social reform.

Philanthropic
We freely offer our expertise and give 
back to the communities that raised us.

Creative

We challenge conventional thinking. 
Always.

Meritocratic

We earn respect through initiative, 
proactiveness and shared knowledge.

Inclusive

We welcome involvement from all and 
give equally to all.
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We are helping to grow 
the UX community by 
facilitating a whole range 
of workshops, to suit all 
groups and individuals.
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Work at:

International Citywide

Charity support

NFP Support

Projects

Events & Future leaders

NYC LON
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Workshopping 
value at scale

• Prioritising value drivers

• Backward mapping

• Metrics

• Counterfactual

The bigger picture



41

Citywide (e.g. London) (TBC)

Theory of change



42

International (TBC)
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It is imperative for us to 
consider how all that we 
do makes an impact on 

the world around us.

Chuck Robbins
CEO, Cisco
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SPEAKERS
INCLUDE
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Thank you!
Interested in exploring value and impact further? 

Fancy a free canvas to begin your measurement journey?

Contact me at Nomensa:

tdixon@nomensa.com

And come to our workshop at EuroIA 2019
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Resources
• Measuring the Value of UX, Tim Dixon: https://www.uxmatters.com/mt/archives/2018/02/measuring-

the-value-of-ux.php

• Purpose, Value and Digital Impact – A Framework, Tim Dixon, 
https://www.nomensa.com/blog/2018/purpose-value-and-digital-impact-framework

• Balanced Value Impact Model, Simon Tanner: https://www.kdl.kcl.ac.uk/what-we-
do/consultancy/strategic-thinking-and-practice/balanced-value-impact-model/

• The Green Book: Appraisal and Evaluation in Central Government: 
https://www.gov.uk/government/publications/the-green-book-appraisal-and-evaluation-in-central-
governent

• Theory of change, Nesta: https://www.nesta.org.uk/toolkit/theory-change/

• Occam’s Razor, Avinash Kaushik: https://www.kaushik.net/avinash/


