
THINKING STYLES Advanced Training Course
Class #1
@indiyoung



thinking styles
session 1: why thinking styles

session 2: finding affinities

session 3: making thinking styles

session 4: using thinking styles

the problem with personas
awareness of unconscious bias
necessary data characteristics
participant sketches & nicknames

establish the focus
the thinking styles working session

describing & labeling segments
time & place for demographics

check your work; compare & matrix
using segments & measuring value
making segments from existing data
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housekeeping
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you’ll see a new slide deck each week on the 
indiyoung.com platform under My Courses/…

usually 12 hours before the Wed class meeting

before each class
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if some emergency ruins your schedule: 
you can shift to Group A (Wed) or Group B (Fri/Sat)

please let my assistant Nathan know (in Slack)

before each class
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daylight savings shifts differently

different dates for different countries

for example
• 21-Oct London 6:30pm = San Francisco 10:30am
• 28-Oct London 5:30pm = San Francisco 10:30am
• 04-Nov London 6:30pm = San Francisco 10:30am

before each class
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emergency plan:

if Indi’s power/internet goes out before/during class 
… check Slack under the course channel for a message

the message will either be from Nathan or Indi, and 
will establish a revised time that we can finish the 
class

if your power/internet goes out during class, you can 
watch the recording of that week’s class (you will still 
qualify for the certificate if you do the homework)

before/during class
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I will stop at certain points to ask for questions

during each class
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• I upload the recording to the indiyoung.com 
platform a few hours after the Wed class meeting, 
after the video finishes processing

• there is no recording of the Fri/Sat (Group B) class

• these recordings will remain on your My Courses/… 
page for:

• Live: 4 months from course start date
• Follow-along: 6 weeks from course start date

after each class
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after each class

Group A homework due (for review) Sunday pm

Group B homework due (for review) Thursday noon

or earlier (yes!)

if you don’t finish the homework by the next class, 
Indi will not review it

(if you are aiming for the six-course certification, 
homework is required)

(why? too difficult to review homework retroactively)
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prerequisites for Thinking Styles:

• understanding of Listening Sessions (concepts at 
surface vs. depth)

• read Medium essays tagged Thinking Styles
• watch latest talk & one “other recording”

recommended reading for Cultivating Patterns:
• read Medium essays tagged Thinking Styles
• Chapter 11 in Mental Models
• Pages 116-119 in Practical Empathy

before we begin

https://rosenfeldmedia.com/books/mental-models/
https://rosenfeldmedia.com/books/practical-empathy/
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why thinking styles



first: what are thinking styles?
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• demographics-free* archetypes representing 
different philosophic approaches to a purpose

thinking styles are
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• demographics-free* archetypes representing 
different philosophic approaches to a purpose
• based on patterns across participants in 

deep research**

thinking styles are
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• demographics-free* archetypes representing 
different philosophic approaches to a purpose
• based on patterns across participants in 

deep research**
• where any person might switch thinking 

styles based on life event or context

thinking styles are
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• demographics-free* archetypes representing 
different philosophic approaches to a purpose
• based on patterns across participants in 

deep research**
• where any person might switch thinking 

styles based on life event or context
* except when inner thinking is caused by personal demographic characteristics, 

such as discrimination, physiology, culture, environment
** derived from problem-space listening sessions about people’s purpose

thinking styles are
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Robert J. Sternberg, psychologist,
Thinking Styles, Yale University, 1997

24
Credit: thanks to Amelia Cole for finding this for me
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the distinction between style & ability is crucial: 
• ability refers to how well someone can do something
• style refers to how someone likes to do something

for example:
• ability to do the laundry
• style of doing the laundry

• ability to find a job
• style of finding a job 
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thinking styles are used for

strategy ideas & design
figure out which path to take for our organization 
based on knowledge of who is thinking what as 
they pursue their purpose 

A. create tailored/differentiated experiences 
by thinking style + lens (discrimination, physiology, 
culture, environment)

B. track strength/weakness analysis of your 
solution over time, by thinking style 

C. frame other studies by thinking style (e.g. 
surveys, card sorts, usability tests, big data 
models, etc.) for cross-reference

D. clarify the matrix of scenarios, with casts 
of characters based on different thinking 
styles

A. define metrics of support by thinking style 
+ tower/block (layered on OppMap)

B. realize who we are not supporting 
(recognize the narrowness of current 
solutions) (aligning org’s capabilities 
beneath towers then doing gap analysis)

C. prioritize who to support first/next/not 
(urgency based on who is being harmed) 
by thinking style + lens (discrimination, physiology, 
culture, environment)

focus on diverse solutions based on knowledge of 
who is thinking what as they pursue their purpose 
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required:
framing your study, recruiting, and 
listening sessions

very helpful for validity of data:
concepts & summaries

optional, but helpful to clarify summaries:
cultivating patterns

27

to make thinking styles



listening sessions

concepts & summaries

cultivate patterns

recruiting

frame 
study

layer 
MMD

thinking 
styles

participant sketches

transcripts

align 
capab.

gap 
analysis

priorities 
strategy

job 
stories

purpose 
metricsSource: Indi Young

hypothetical placeholder thinking styles 
(if not already researched)

typical problem space study timeline

draft thinking styles 
(validated after 2nd

and 3rd studies)
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the problem w/personas (but not all of them)
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Source: Megan Davis “The Customer Is Always A Character,” https://www.linkedin.com/pulse/customer-always-character-characters-personas-megan-davis/
Source: Megan Davis “The Customer Is Always a Character: Characters for Personas https://www.linkedin.com/pulse/customer-always-character-characters-
personas-megan-davis/

30

see also: Mike Leigh’s 
film Happy-Go-Lucky
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also an actor
also complains about most personas

Cheryl Platz,
Design Beyond Devices



1. marketing informed heritage
2. make-believe details
3. the same persona (with different demographics)
4. role-based assumptions
5. horoscope-like usage
6. solution specific (blinkered by the org’s solutions)
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the problem with (most) personas



dual heritage of personas

marketing informed Cooper/Goodwin 
informed

personas
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https://neilpatel.com/blog/customer-who-doesnt-convert/
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dual heritage of personas

marketing informed Cooper/Goodwin 
informed

personas

to make people aware of a 
product: define where the 
“market segment” will come 
across an ad

this is done using
big data + answers to surveys

good results = enough people saw the 
message that an expected percentage 
acted on it … don’t know why
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dual heritage of personas

marketing informed Cooper/Goodwin 
informed

personas

to make people aware of a 
product: define where the 
“market segment” will come 
across an ad

this is done using
big data + answers to surveys

good results = enough people saw the ad 
… don’t know why

CC BY-NC 4.0 INDI YOUNG

to make a solution that 
people can use: define what 
they need

this is done using
qualitative research 
(generative & evaluative)

good results = represent 
possible users & buyers

37



marketing informed Cooper/Goodwin 
informed

CC BY-NC 4.0 INDI YOUNG

choosing a college

Source: https://www.theprimacy.com/blog/why-personas-matter-in-
higher-education-and-how-to-bring-them-to-life-on-your-website/

Lily & Ken
Lower Grade Point 

Average (less serious)

Robert
Higher Grade Point 

Average (serious student)

Georgia
Older Student (lots of 
other life experience)

Michael
Low-Income (worried 

about paying)

Source: Cal State East Bay, via Indi’s memory 38



1. marketing informed heritage
2. make-believe details
3. the same persona (with different demographics)
4. role-based assumptions
5. horoscope-like usage
6. solution specific (blinkered by the org’s solutions)
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the problem with (most) personas



https://neilpatel.com/blog/customer-who-doesnt-convert/
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Cooper/Goodwin 
informed
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choosing a college

Source: https://www.theprimacy.com/blog/why-personas-matter-in-higher-education-and-how-to-bring-them-to-life-on-your-website/
41
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https://neilpatel.com/blog/customer-who-doesnt-convert/
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“I agree that people put all sorts of irrelevant crap 
into their personas. It dilutes their credibility … 
Demographics are seldom necessary when it comes 
to designing structure and flow.” Kim Goodwin

45



1. marketing informed heritage
2. make-believe details
3. the same persona (with different demographics)
4. role-based assumptions
5. horoscope-like usage
6. solution specific (blinkered by the org’s solutions)
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the problem with (most) personas
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causes unnecessary work + confusion
for teams during ideation & design
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https://neilpatel.com/blog/customer-who-doesnt-convert/
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these are the same goals
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these are the same goals
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Marianne

classic service level

Lauren

silver service level

Dr. Samuel Smith

platinum service level

demographics very similar …
and subject to unconscious bias

based on # of transactions, instead of 
philosophy toward investment

50



“One client used a photo of a young blonde-
haired woman. That persona would get 
dismissed as ‘The Blonde.’” Sophie Dennis
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all three personas appeared equally in 
these mental spaces: 
Form Understanding of Investing
Form Investment Goals, Plans
Get Assistance with Buy/Sell Decisions
Have Confidence Making Buy/Sell Decisions
Enact Buy/Sell Decisions
Monitor Investments
Calculate Yearly Taxes
Manage Personal Information
Administer Funds

52
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two different philosophic approaches to investing 
(from that initial study):

“too much information to make solid decisions”

“it’s working as I expected”

support these two thinking styles differently



1. marketing informed heritage
2. make-believe details
3. the same persona (with different demographics)
4. role-based assumptions
5. horoscope-like usage
6. solution specific (blinkered by the org’s solutions)
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the problem with (most) personas
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Credit: Steven Bradley, Vanseo Design, 2019 https://vanseodesign.com/web-design/a-guide-to-user-personas/ 
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Credit: Steven Bradley, Vanseo Design, 2019 https://vanseodesign.com/web-design/a-guide-to-user-personas/ 

not all  project managers   have the same thinking style
product designers

not all  project managers   are in the same context
product designers
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doing it the 
right way

many answers & 
perspectives 

respected 
expert

a few “bug-finder” thinking styles
(software developers)

I know the “right method” to figure 
this out. I prefer to work 
independently of groups, though I 
will guide others to the answer. I 
love showing my finished work to 
others, and am proud of 
innovations I came up with. 

I’m certain people around me 
have the answer and I seek their 
input, and help them in kind when 
I can. I explore all the solutions 
out there because I don’t think 
there is one “right way.”

I’m confident that I can figure this 
out. I’m expert at this area, after 
all. Others come to me for the 
answer. I am an elegant coder 
and teach others what I know 
without any ego.
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but what about B2B?

example: IT administrators – typically divide the customers by 
whether they have a simple vs complex network

look by purpose

a large network may have extra communication issues and 
larger teams than a small network; are just extra pieces

example approaches to their purpose 
live-and-let-live: let’s get the minimum working, and I’ll fix 
thing as they come up
make this perfect: I’ll spend late nights and weekends trying 
to get this right for rollout, so nothing goes wrong



1. marketing informed heritage
2. make-believe details
3. the same persona (with different demographics)
4. role-based assumptions
5. horoscope-like usage
6. solution specific (blinkered by the org’s solutions)
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the problem with (most) personas
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same personality for all 
aspects of their life??!

60
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not horoscope: different guiding principles for different contexts

purpose: driving a car

• Choreography – being aware of all my partners are moving on 
the road, including pedestrians, is how we all can “dance” 
together with grace, doing no harm

• Winner! – just like a game, if I get ahead of others, go around 
obstructions, and get there a tiny bit faster, I win

context: going to visit friends for dinner
context: commuting to work
context: driving my daughter, who missed the bus, to the airport 

on time to meet her team to fly to the championships



1. marketing informed heritage
2. make-believe details
3. the same persona (with different demographics)
4. role-based assumptions
5. horoscope-like usage
6. solution specific (blinkered by the org’s solutions)
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the problem with (most) personas



Source: https://www.behance.net/gallery
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Source: https://www.behance.net/gallery
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there were 3 main personas:

exercising – yoga, running

office worker – hydrate!

medical condition – doctor says hydrate!
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Source: https://www.mainepublic.org/post/lessons-flint-clean-water-everyones-right
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awareness of unconscious bias
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demographics rarely cause reasoning

70
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demographics rarely cause reasoning

except:
in reaction to discrimination
because of physiology
associated with culture
in reaction to surrounding environment

71
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for example:

I cannot see well and am navigating this busy sidewalk 
without causing undue harm to anyone or to myself, like 
that embarrassing time a couple of months ago.

I just got a rejection email from the conference organizers, 
and I’m wondering if it’s the subject of my talk or if it’s 
because I’m a black woman, and I wonder how to find out.

I shouldn't go for that promotion at work, and just keep 
my head down, because as an immigrant my English isn't 
good enough.

72
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a positive example: dScout

• decided that binary gender question for their recruits 
(scouts) was not in keeping with progress

• researched how to ask about gender

• they no longer allow clients asking for research recruits to 
select by gender

• “question the question.”

77



CC BY-NC 4.0 INDI YOUNG 78Source: Amber Westerholdm-Smyth, Ministry of Justice, UK; article in 2020, https://medium.com/uxr-content/your-personas-probably-suck-heres-how-you-can-build-them-
better-b2b32a45c93b
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better-b2b32a45c93b



Source: Kaycee Collins created much better personas than what I saw at Schwab in 2000. http://www.kayceeacollins.com/schwab

good data
… but … 

demographics
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Article: published 11-Sep-2018
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Article: https://blog.kalamuna.com/news/how-reduce-bias-your-ux-practice-persona-scenarios
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“woke” in terms of experience design means:

I try not to fall prey to cognitive bias
I recognize what systemic bias is
I aim for more goals than only ROI
I avoid using demographics to refer to a user
I am aware that my own culture is one of many
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example thinking styles
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marketing informed Cooper/Goodwin 
informed

personas

problem-space 
research informed

thinking-styles
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go to the extreme of avoiding ALL demographics

• no personal names
• later, a character name in a written scenario is 

okay
• no faces

• an icon or graphic that is non-human is okay, but 
unnecessary

• you could use a face for a character later in the 
written scenario

87
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the name of the thinking style:

represents the core approach to the purpose 
that the group shares (like a philosophy)

is a name anyone in the group would be proud 
to use to describe themselves

88



purpose: choosing a major

I had a previous experience/influence that 
really touched me. I feel that I have a gift or 
talent that I should develop. 

I’m looking forward to independence, 
maturity, and being with a peer group in the 
same predicament. I’m interested in meeting 
new friends and exploring areas of interest.

I want to be level-headed and prepare myself 
for the future. It’s key to make my future 
comfortable with a high-paying job. 

I was told that college is the next best step for 
me, but I haven’t decided what I want to do in 
my life. I will try out this major and see if I like 
it or if something else comes up.

Passionate About 
the Topic

Look Forward to 
the College 
Experience

Means to an End

Exploring Paths
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Let This Be a Lesson
If people are being careful, doing things according to guidelines, accidents should never happen. When an 
accident happens and the other person is at fault, I want to make sure that person becomes aware of the 
mistake he made so that he won’t make it again and cause cost, extra work, and pain to yet another person. It’s 
a “teachable moment”. It would be great if my insurance company would convey the message so that I don’t 
have to risk him lashing out at me. Conversely, if I am at fault, I make a change to my habits which I enforce 
over the next few weeks until it becomes reflex. I never want my bad habits, whether in my driving or my home 
maintenance, to cause any sort of setback.

Troubled About It
I am afraid that this incident is going to cost 
me a lot–not only in terms of fixes, but also 
in terms of future costs and mental and 
emotional cost. How will I get through this? 
I don’t want people to think of me as guilty, 
nor high-risk in terms of insurance. I will 
work at getting people to side with me and 
support me so that these costs are 
diminished and I can live with myself.

What Insurance Is For
This is what insurance is for; it’s not a big deal. Accidents 
happen, whether someone is to blame or whether it was an “act 
of nature”. I don’t want to argue about who is to blame. If the 
company asks for more and more documentation, pictures, and 
statements, then the process has gotten far too involved. 
Furthermore, because accidents happen, I expect my rates to 
remain the same. The insurance company ought to have done 
all the necessary calculations to ensure they can cover 
whatever will happen.

purpose: get through this near-miss accident
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Segments: Healthwise, Becky Reed

Resigned Stressed Sidetracked

CC BY-NC 4.0 INDI YOUNG

purpose: trying to lose weight

91
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go to the extreme of avoiding ALL demographics

after careful consideration of how necessary it is, 
you can add back in one or two demographics for:

• purpose
• discrimination
• physiology
• culture 
• environment

92



• demographics-free* archetypes representing 
different philosophic approaches to a purpose
• based on patterns across participants in   

deep research** (not invented)

• where any person might switch thinking 
styles based on life event or context (not horoscopes)

* except when inner thinking is caused by personal demographic characteristics, 
such as discrimination, physiology, culture, environment

** derived from problem-space listening sessions about people’s purpose

thinking styles are
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source: Indi Young

PEOPLE

problem space solution space
user = someone with a relationship/potential to your org

product backlog 
validated user story 

+ prototype

PRODUCT 
DEVELOPMENT

opportunity backlog:
JTBD, lean, agile, 

continuous dual track
PRODUCT 

DISCOVERY

CO
NT

IN
UO

US
 D

UA
L 

TR
AC

K

strategy
person = has a variety of tools to apply

product strategy may 
have something to do 
with technology, but it 
has everything to do 
with people

opportunity map (mental model thinking styles
diagram above/capabilities below) +

maintain a single source 
of knowledge (and 
potential futures)

bridge to other methods

usually hurriedtake time here 
once a year CC BY-NC 4.0 INDI YOUNG 94



Frame studies by: PEOPLE’S PURPOSE
UNDERSTAND PEOPLE’S INNER THINKING, EMOTIONAL REACTIONS & GUIDING PRINCIPLES AS THEY PURSUE A PURPOSE

Q
U

A
N

TI
TA

TI
VE

Q
U

A
LI

TA
TI

VE

OPPORTUNITY
HOLISTICALLY UNDERSTAND PEOPLE’S APPROACHES 
ACROSS A  VARIETY OF <SOCIAL, MENTAL, MANUAL, 

MECHANICAL, DIGITAL TOOLS> … IN ORDER TO 
SUPPORT A BROADER SET OF THINKING STYLES

(AKA: FUTURES CONE, FOUNDATION, EXPLORATORY)

KNOWLEDGE CREATION (data collection techniques)

GENERATIVE
CREATE NEW IDEAS FOR A <SYSTEM, SOLUTION, 

PROCESS, TOOL> … IN ORDER TO 
SUPPORT PEOPLE WHO <DO, USE> IT 

EVALUATIVE
UNDERSTAND AN EXISTING <SYSTEM, SOLUTION, 

PROCESS, TOOL> … IN ORDER TO 
<MAP, JUDGE, IMPROVE, ADJUST> IT

listening session, empathy interview, non-directed interview

user interview

customer feedback

card sort

diary/camera study

participatory design

biological assessment

qualitative survey

cultural probe

contextual inquiry

eye tracking

intercept survey

clickstream analytics

search analytics

text mining

predictive analytics

A/B test

unmoderated assessment

online assessment

triangulation

lab usabilityintercept usability

QA testing

CC BY-NC 4.0 INDI YOUNG
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not to constantly update our personas

frame by the purpose a person is pursuing

 purpose-focused 

a purpose is not a moving target based on 
technology that is shifting

the solution (lens of the solution) is not the point



necessary data characteristics
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follow wherever they go, even if it doesn’t 
seem associated to the topic you asked about

… because that is what is top of mind for them

from the course 
Listening Deeply

98



CREATED BY: INDI YOUNG

typical conversation 
surface
explanation
opinion 
preference 
statement of fact
scene setting
generalization
conjecture

giving direction
warning
advising
persuading
moralizing
judging
agreeing
shaming
analyzing
probing
reassuring
distracting

banter to ease tension
make them understand me
make them feel better
impress them
make them laugh, jokes

social goals responding intentions
connect with the other person
fix it for the other person
disagree/debate 
plan an exit strategy 
space out
question, probe

listening deeplydepth
inner thinking
emotional reactions
guiding principles

to understand someonecognitive 
empathy

cannot develop cognitive empathy up here
from the course 
Listening Deeply



inner thinking - active thought process at a 
time and place, whys & wherefores, decision-
making, indecision

emotional reaction – emotion, feeling, that 
causes an action or decision or thought process

guiding principle – rule or foundational 
instruction for making decisions

CREATED BY INDI YOUNG

from the course 
Listening Deeply
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dive in deeper:
1. micro-reflection
2. find the root
3. pin to a place & time
4. turn passive into active
5. the importance of silence

from the course 
Listening Deeply
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participant sketches & nicknames
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participant sketch

sketch: to help you remember this individual, by 
providing a shorthand prompt for you to hold the 
strong guiding principles & inner thinking from 
the listening session in your mind during the 
thinking styles working session

format: the participant sketch can either be a 
paragraph or a set of lists

105
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what key guiding principles am I focused 
on as I pursue this purpose at this time?
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participant sketch

sequence: write the sketch quickly in the 15-20 minutes 
right after your listening session

• if you go on to comb transcripts for concepts & write 
summaries, you will develop very rich cognitive 
empathy for this person

• keep it focused on ~10 strongest guiding principles & 
inner thinking, NOT all of them! 

• you can cast some key concepts as emotional reactions
• write the sketch according to the format (next slide)

107



listening sessions

concepts & summaries

cultivate patterns

recruiting

frame 
study

layer 
MMD

thinking 
styles

transcripts

align 
capab.

gap 
analysis

priorities 
strategy

job 
stories

purpose 
metricsSource: Indi Young

typical problem space study timeline

draft thinking styles 
(validated after 2nd

and 3rd studies)
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participant sketches
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participant sketch

format: the participant sketch can either be a
paragraph or a set of lists

like an actor, be this person as you write your own sketch

a. represent inner thinking, reactions, guiding principles
b. use first person voice
c. write in present tense
d. capture their turns of phrase, significant names, words
e. if writing a list, start each item with a verb
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Inner Thinking Emotional Reactions Guiding Principles
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Sketch (paragraph format)



Geometric Explosion
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first formula is for inner thinking and
guiding principles: 
verb + key point + supporting detail(s)

second formula is for emotional reactions:
feel emotion + key point + supporting detail(s)
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Emotional ReactionsInner Thinking Guiding Principles
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participant nickname

purpose: to help you remember this individual

format: 1-2 words, represent the context of the 
individual, not their thinking style, so you can 
tell them apart from other participants

NOT a thinking style label, which is a group 
name distilled from a set of individuals

nickname is a unique memorable context
115
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nickname is a unique memorable context

example nicknames not unique 
to this individual

- confident & mindful
- scientist at heart
- things happen for a reason
- the secret
- connect the dots
- clean answers

example nicknames with 
unique memorable context

- hootenanny pit
- rather be outside
- physicality of dance

- black octopus
- I wanna fight
- stronger, tougher, kinder

- I’m a tinkerer
- share my costs
- desire the bling
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in this class,
we skip the nickname

nickname was already created



validity of data
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in the end, we focus on only 2-4 strong guiding  
principles that a group has in common 

• at that level we are certain that the participant strongly 
carries these 2-4 guiding principles

• the participant may also follow additional guiding 
principles that are different from others in this group

• if we don’t know for sure the participant carries the 
guiding principles strongly, we drop them from group

from memory?! how do we know that we’re not being biased?



listening sessions
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participant sketches

here is where you forge the deep 
understanding—cognitive empathy

this is just a reminder 
of each person
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a peek at one of the airline studies: 
a transcript & a combed sheet

(see how deep we usually go)
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homework
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listening sessions
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participant sketches
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homework logistics – Live class participants
Live: We will share a Google sheet with you, either Group A

or Group B. (Links are on the Class page on indiyoung.com)

• Create a tab in that sheet.
• Put your name on the tab plus one of the following indicators:

• “wip Pat” if you are not finished yet (Work in Progress)
• “r Pat” if you are ready for review
• “* Pat” appears when the reviewer has commented on it
• “? Pat” if you have questions about the reviewer comments
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Group A homework due (for review) 16-May pm

Group B homework due (for review) 20-May noon

or earlier (yes!)

if you don’t finish the homework by the next class, 
Indi will not review it (if you are aiming for the 
six-course certification, homework is required)

(it’s too difficult to review homework retroactively)

homework logistics – Live class participants
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homework logistics – Live class participants
On the platform: Please find links to the homework materials, marked 

with HW. You can also download the answer sheet for self-review. 

You are also welcome to look at other people’s tabs.

If you want, you can partner for the homework. Solicit partners on 
Slack in the #4-thinking-styles channel.

* means you have Reviewer Comments on your homework. You 
can check Reviewer Comments on other people’s tabs, too.
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homework logistics – Follow-along participants
Follow-along: You will do your homework using the Excel spreadsheet 

on the platform (assuming you can open it). There will be no 
homework review by Indi, but there is an answer sheet you can 
use to check your work. There are also lots of other helpful 
materials up there, if you have extra time to build your skills.
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participant sketch

you write the sketch from memory

in our homework, you have transcripts instead of actually 
doing the listening sessions and concepts & summaries 

  
(I didn’t want to assign 8 hours of homework!)

from memory, not concepts & summaries with quotes

128



An airline (real client study):
• What are we missing in terms of 

perspectives from frequent travelers?
• Can we validate the thinking styles?

Purpose: “what went through your mind during 
your recent day of air travel?”

There were 100 participants, of which these 
are close to the final set of 20. 
The study had the recruiting attribute of 
some people with elite services, some people 
with fear of travel, people traveling in upper 
class, frequent travel; half travel w/kids or 
groups and half solo/couple. CC BY-NC 4.0 Indi Young

homework background
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for live course 
participants
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where is my focus of attention as I 
put myself out there in the airport 
and on the plane on the day of travel?



1. There is a folder of transcripts shared on Google drive. 

2. On the Sign-Up Sheet, put your name next one or two 
transcripts. (Let’s try to cover all the transcripts between us.) 

3. Read a transcript, which will take around 30 minutes.

4. On the 202105 Homework 1 Sheet, scribble down only ~10 
strongest guiding principles & inner thinking for this person. 
You can recast as emotional reaction if helpful. Spend 15-20 
minutes writing these concepts. (during or after reading)

5. (Write the concepts as either lists or paragraphs. You do not 
need to do both. You can play with the two formats to see 
what’s comfortable.)

6. The idea is to represent the whole of this person with regard 
to the purpose of “day of air travel,” with special focus on 
which concepts represent them strongly.

CC BY-NC 4.0 Indi Young

homework write the participant sketch



announcements
ideas, essays, recordings 
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@indiyoung

indiyoung

indiyoung

ROSENFELD MEDIA
ALL-BOOKS DISCOUNT:

DISAPPOINTEDFALCON20

design strategy & inclusivity
.com

• courses
• coaching
• workshops for your team
• recorded talks 
• diagrams, examples, books
• consulting
• research studies
• app: diagram-generator

inclusive-software

stay connected … over the years

SLACK: CONVERSATION & QUESTIONS
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