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INTRODUCTION

Design the Conversation is a website designed to synthesize the latest research on conversation, design,
and the under explored area of shaping conversation in our workplaces; a place where together we can explore
what new and exciting ways design processes and methods could further benefit our world. From the onset,
| wanted this site to be a place that strengthens the design community, by encouraging each designer to
challenge what they know about their niche of design and feel a sense of bravery about expanding their role in
business, tackling tough (and sometimes uncomfortable!) topics and supporting interdisciplinary groups as an
equally contributing member.

Like many graduate students, arriving at this particular version of my thesis has been a long,
arduous journey. While | had always wanted this research to pull from various disciplines of study: linguistics,
psychology, anthropology, cybernetics, business (to name a few), the process of making this research cohesive
and digestible, encouraging (vs overwhelming), and relatable to designers has been the most difficult, but most

rewarding part of this journey. | hope my efforts aid in shining light on the opportunities designers have.

The changing study of form

“...new, expanded forms of design practice do not abandon the traditional concerns of
form-giving and making that have defined design in the past. It is the concept of form
that has grown more supple and complex...” (Buchanan, “Introduction: Design and

Organizational Change” 9)

Over the last twenty years, designers have been applying their unique mix of hard and soft skills
to push the boundaries of where they study and apply form to their work. Essentially, this means the way
designers shape “things” have gone beyond communication (design using signs, symbols and images) and
construction (design of artifacts/products) to tackle new, complex issues that require an understanding of the
human experience -- how people relate to people -- as well as the larger system of themes that emerge within
the collective human experience. These new applications of design are what educator and speaker Richard
Buchanan calls third and fourth order: “Instead of focusing on symbols and things, designers have turned to
two quite different places to create new products and to reflect on the value of design in our lives. They have

turned to action and environment” (Buchanan, “Design Research” 10-11).
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Buchanan's 4 orders of design

Designers working in “action” (third order) spaces often study services, experiences, interfaces and information;
they are primarily focused on relationships between humans and the objects that support their interactions.
Their work may not always directly result in a tangible artifact or new service. Designers working in “thought”
(fourth order) spaces are often taking holistic perspectives, seeking to understand the core values or ideas that
hold systems together. Their work is focused on the intangible, and they are most often found in organizations
that have implemented a design focus at the core of their operations.

Yet, for all the documented success of the new roles designers have played outside of communication
and product development, many businesses are either unaware or resistant to this shift: “What our research
demonstrates, however, is that many companies have been slow to catch up... over 50 percent admitted
that they have no objective way to assess or set targets for the output of their design teams. With no clear
way to link design to business health, senior leaders are often reluctant to divert scarce resources to design
functions” (Sheppard, et al.). Designers searching to apply their design skills in a more expansive way across the
organization have often found a severe lack of opportunity, both internally in the form of “moving up” as well as
externally, through job boards.

In addition to the lack of job opportunities, many designers practicing first and second order design
are simply unaware they could apply their unique mix of skills in broader contexts. Despite interacting with

a mixed bag of design specialties during their education, designers often enter a workforce segregated by



specific specialties in design, such as UX Design, Graphic/Visual Design, or Instructional Design. These groups
target specific skillsets and interests, and while niche design work will always remain vital, segregation misses
an opportunity to discuss relevant, broader applications of design research and themes, to challenge individual
perspectives and open up career possibilities.

It is with appreciation of these newer, more abstract and intangible areas of design that | have
synthesized the latest research across various disciplines related to conversation, such as human needs in
conversation, types of conversation and conversational offenders in our workplaces, with traditional design
tools, methods and processes, to imagine how designers could effectively apply well honed skills in exciting

ways that may push the boundaries of our work and offer new opportunities for designers in the workplace.

No one type of design

It is my belief that design itself is fluid - what is significant about the art and practice of design is what
we share: the iterative processes, overlapping tools and methodologies, an inquisitive nature, how we frame
challenges, among others. Some of us are stronger in one area over another; we each have specific and unique
educational backgrounds and experiences, diverse capabilities with technology and software, different abilities
to sketch, etc.

It is in appreciation of the blending and overlapping in the practice of design, that | chose not to focus
on any one specific type of design or designer in my research. The purpose was to be inclusive, to say: “Anyone
can do this!” as well as to avoid getting into any ideology over semantics.

| use the term “designer” without anchoring it to graphic design, industrial design, packaging design,
as a few examples, to connect with a broad range of designers and design work. | reference “design thinking”
without weighing in on whether any particular family of thought (IDEO, Stanford d.school, as a few examples) is
the “right” one. | approach design thinking as a mindset, not a framework.

Ultimately what is imperative is that we elevate design - that there are a wide range of opportunities
for us to take any special mix of talents and apply them in ways that excite us as designers, that better our
communities, that aid in tackling our world’'s most crucial challenges, and that bring together our cohorts across

the discipline-divide in purposeful work.



RATIONALE

“A design approach as an integral part of the business strategy enables enterprises to
systematically create value propositions for the people they address. It allows us to
integrate stakeholder-specific approaches in an overarching vision, and to design artifacts
and systems that are useful and meaningful for everyone in touch with the enterprise. It
fosters relationships by exploring, meeting, and exceeding real human needs and turning

them into business initiatives, products, and services” (Guenther 21).

Many of our businesses are at a critical crossroads: we have recognized the limitations of traditional,
bureaucratic, hierarchical top-down styles of operations.... And we have recognized the benefits of agile, nimble,
human-centered styles of operations. But appreciation for a design approach hasn't always meant wider
adoption.

Why?

It's a complicated road - there is no ‘one right way’ there.
Figuring out the right approach for your organization will need to consider a multitude of factors at the
center of feasibility, viability, and meaningfulness.

It can be costly.
Integrating new software, hiring new people, training - these costs can add up to be a significant
investment.

It doesn't happen overnight.
As the Forbes.com article “Don’t Think AARP is Synonymous With Innovation? You Don't Know AARP”
suggests, instilling a new mindset across an organization may take years to accomplish.

It requires buy-in from risk-averse stakeholders.
When applying creative processes to strategy development, those more comfortable with “tried and
true” business methods may be skeptical of newer, participatory styles of leadership.

It is difficult to measure success.
Sometimes a design-led approach results in indirect benefits, which can be difficult to track and
measure on a balance sheet.

It would be impossible to address all of these concerns on one site, especially when doing so might
require an intricate understanding of a particular organization. But | can advocate for one facet that supports
efforts across all 5 of these areas: conversation.

The power of focused, purposeful conversation can help organizations discuss a myriad of paths



forward, aiding groups in finding alignment, ensuring confusion doesn't result in unnecessary costs, and it
can inform people about the complex topics related to transformation. At its best, conversation can help turn
assumptions into understanding, the cynical into the empathic.

But good conversations don't just happen (or rarely do). Just like any great product, they are the result
of much planning and consideration, and require a good captain at the helm. Designers, | believe, are up for the
challenge of the captain role. The tools and methods employed by designers over the last twenty years have

prepared them to tackle the abstract nature of designing conversation.

Poor conversation is a waste of a valuable resource: time

“Most companies have elaborate procedures for managing capital. They require a
compelling business case for any new investment. They set hurdle rates. They delegate
authority carefully, prescribing spending limits for each level. An organization’s time, in

contrast, goes largely unmanaged” (Mankins et al).
How is our time spent at work? Often, it is in “phone calls, e-mails, instant messages, meetings, and
teleconferences,” which causes “organizations to become bloated, bureaucratic, and slow” (Mankins et al.).
Here are a few stats to illustrate the magnitude of the costs associated with poor conversations in our
organizations:

. A 2016 Harvard Business Review article notes how one study showed the cost of “a single weekly
meeting of mid-level managers was costing one organization $15M a year” (“Estimate the Cost of a

Meeting with This Calculator”).

« In Doodle’s 2019 State of Meetings report, US companies wasted over $399 billion as a result of poorly
organized meetings, which resulted in a number of undesirable outcomes: stealing necessary time
away from the rest of the respondent’s workload, causing confusion around actions and loss of focus

on projects, slowing progress, and alienating clients (“State of Meetings Report”).

« Astudy done by Microsoft, American Online and Salary.com determined workers only actually worked
a total of three days. The other 2 days were considered time wasted. Pointless meetings was listed at

the top of reasons why (Belkin).



Also striking - about one third of Americans believed that these poorly organized (or canceled)
meetings were what posed the biggest threat to their company (“State of Meetings Report”). In a simple Google
search you can find countless popular articles written about meetings, such as “Stop the Meeting Madness”
(Perlow et al.) and “Crushing morale, killing productivity - why do offices put up with meetings?” (Jenkins),
illustrating a pervasive frustration we are not addressing across business.

Taken from a more holistic vantage point, this prevalent waste means that our biggest opportunities
to converse about strategy, to debate, to clarify, to align, to forecast, to collaborate, prioritize, understand, to
frame problems, to form connections... are often considered unstructured, and lack purpose and direction.
The cost has been tremendous, impacting the economy’s bottom line into the billions, and wreaking havoc on
morale.

It means that there are so many missed opportunities for organizations to engage stakeholders
around a shared mission, to satisfy the human desire to have value and purpose in their work, to feel a sense
of belonging, to create a corporate identity that positively reflects the millions of tiny touch-points that happen
each day within an organization’s literal and figurative walls.

And what about time for reflection? As John Dewey famously said “We do not learn from experience.
We learn from reflecting on experience” (Dewey 78). Various studies agree; the research from one indicates
how workers who were given time to reflect outperformed a group who had not: “On average, the reflection
group increased its performance on the final training test by 22.8 percent than did the control group” - even
though the control group worked longer (Nobel). Thus, it is arguably just as important for organizations to
give time and purpose to conversations with the self, just as time as given to conversations with teams and
managers.

| believe the art of conversation design can take back the reins, give workers their valuable time back,
save organizations money, improve the experiences around daily communicating and collaborating... among so

many other benefits more fully explored throughout my thesis site, DesigntheConversation.org.



We need designers designing conversation

Design the Conversation is not about telling people what to say, how to say it or when to say it; it is
about laying the groundwork for understanding - what human beings need to feel satisfied in conversation,
what tools and methods designers have mastered over the last twenty years that could be beneficial to
planning purposeful conversations, so we can better engage and align groups who have come together for
discussions around concepts both big and small.

But first, you have to start by understanding what is meaningful to people when they converse, what
boxes — once checked — allow people to actively listen and empathize, what factors — like time and team
leadership — play havoc on our ability to communicate effectively, and how our own internal dialogue — like
fear of failure — can play out in group dynamics.

Design the Conversation is research that recognizes that while conversation is an act, it is ultimately the
experience of a conversation one walks away remembering.

So... how can designers make it a good one?

PROJECT
I'm fascinated by how a process like conversation, that is such an integrated and considerable part of
every person’s day is largely ignored in today's workplaces, rather than seen as a vastly untapped opportunity.
But as words like culture, mindset, and engagement become more important to today's leaders, | believe taking
a hard look at our organizations' conversations is a portal to understanding our coworkers and our corporate
identity better, to achieve alignment around strategic initiatives and company mission, to aid in tackling silos
or a corrupted culture dynamic, as well as to reduce the massive costs and emotional toll conversational bloat
takes on how individuals rate their value or success within their company’s established paradigm, regardless of
whether it is perceived or real.
Ultimately, this project is the synthesis of research across many disciplines, where the art of satisficing
— a term designers need to be more familiar with — can showcase how designers need not experiment and

learn, iterate and develop with the rigor of a scientist.



As Don Norman writes:

Designers are interested in major change, in major effects. Designers do not
need to know the exact optimum setting of parameters: they need to satisfice,
not optimize. These two principles: big effects and satisficing mean that design
can use faster tests with less experimental care, with less attention to small
biases and with less precision and rigor. Designers are only interested in big
effects, not the tiny ones studied by the scientist. Our methods do not have to be

perfect; they have to be good enough. Design needs experimental methods that

are appropriate for the practical world (Norman “Design Education”).

With this research, | hope to shed light to an opportunity to further develop the impact design can have across
business, but also to showcase how a designer can pull from a mixture of disciplines, and synthesize data in a
way that can be “good enough” to teach, to empower, to encourage, to challenge the status quo, of the practical
world we live in. Thus my first deliverable is the research | have performed across psychology, sociology,
linguistics, anthropology, cybernetics, and design (among others), and the connections I've made between
conversation and conversational needs to the tools, methods and processes designers can use to make
conversation more thoughtful, strategic and focused. | truly believe that better conversation could make our
time feel more valued, while saving organizations from bloat and waste. (See Appendix Il for full text.)

For my second deliverable, inspired by the antiidisciplinary movement, | created a website that would
house the written content, providing free and open access to anyone interested in the subject of conversation
design, rather than focus solely on submission to a peer reviewed journal, where valuable information may
never be discovered. | believe the topic of designing conversation will become more popular over the next five
years, and with it my site will become a place that designers can come to build knowledge and understanding,
without requiring access to any database - further accomplishing my goal that this research feel approachable

with an “anyone can do this!” appeal. (Screenshots of the website can be found in Appendix Il.)



RESEARCH QUESTIONS
At the onset of my research, these questions helped guide my studies:

*  Which disciplines are performing current research on topics related to conversation, both inside and
out of organizational contexts?

« Are designers already designing conversations? What will | bring that is new to this space?

*  How can we take a holistic approach to the topic of designing conversation? (How can conversation
design be elevated past single, project specific, work?)

* How can | synthesize this research as a guidebook and resource without it becoming a “how-to"?

DEFINING AUDIENCE
Type of research
In his 1999 speech “Design and the New Learning,” Richard Buchanan implored that design research
be expanded to tackle research beyond the clinical level, writing about it: “gathering data and assembling facts
is only a small part of the challenge of research to advance the understanding of design” (“Design Research
19). He encouraged two types of research be sought by institutions: Applied research, “which seeks to establish
connections among many individual cases,” and basic research, which “seeks to establish which are the
significant facts and connections in our experience of design” (“Design Research” 19). | believe my thesis falls
somewhere between applied and basic studies as | try to elevate conversation design beyond just “how-to”
apply to any single project, any single type of design practice, or any single opportunity to measure and track it.
Audience
My writing is focused on being approachable and down to earth - my intention was for it to feel
“doable” for a single, lone, designer, or a whole team of experienced designers, all seeking to broaden their
impact within their organization. My audience is first and foremost designers who are interested in how deeper
design can impact their position, make their work more meaningful and valuable to their organization, and as a
way designers can feel emboldened to tackle new areas of work at the intersection of other disciplines.
A secondary audience may be to the academic community, allowing institutions to see the overarching

story of modern design work. This could influence the development of academic programs and course



offerings, especially in the traditional design school framework, as evidence of the type of work designers are
tackling in practice as they seek to answer how best to educate the next generation of designers as well as fund
design research.

| believe this thesis may be of interest to design ‘think-tanks’ such as AIGA, or IDEO, who are always
interested in the current pulse of design research. | think some of the research could trickle down to impact
local organizations and meetup group conversation as designers discuss future opportunities.

And finally, | believe this research would be of interest, in an encapsulated version, in design-focused

journals such as Design Issues.

PROCESS

The main methodology | followed for my research was similar to that of most design thinking
frameworks: Discover, Define, Develop and Deliver. Within each stage, there were phases of divergent and
convergent thinking and doing - followed by periods of reflection. This allowed time for new considerations to
unfold and connections to be made between ideas and concepts within the various disciplines of research.
Discovery Phase

This phase started long before | knew what specific topic | wanted to delve into for my thesis: 2017.
Together with Thomas O'Donnell, then the program director of University of Baltimore’s MA Communication
Design program, an Independent Study we called “Hybrid Thinking” was developed. The term Hybrid Thinking
was inspired from an article in FastCompany.com called “Forget Design Thinking and try Hybrid Thinking”
which defined it as “the conscious blending of different fields of thought to discover and develop opportunities
that were previously unseen by the status quo” (Patnaik). As a former accountant, this topic was especially
interesting to me as | tried to figure out how | was going to marry previous career paths with my design
education. During this course | first encountered the previously referenced “4 Orders of Design” popularized
by Richard Buchanan and, needless to say, | was hooked. The following summer, | applied and was accepted as
AARP’s Enterprise Strategy Social Impact Agenda intern for a 12 week, summer-long practicum.

During this time, | was on the front lines of a strategic transformation - watching a large, bureaucratic,

and traditional “top-down” organization attempt to shift into a design centric, nimble and innovative one. The
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struggle was real; many people had been there over twenty years, which was both a blessing and a curse.
Culture was ingrained; identity molded. The Enterprise Strategy team was the [relatively] new man on the block,
and was still in the midst of defining and establishing itself - it was tasked with the difficult duty of influencing
the mindset, goals and activities of those they ultimately had no formal authority over.

| was the only designer that had applied; most (if not all) of the other applicants were MBA students.
To me this reflected a larger shift in the business world's perspective (as well as a testament to the open-
mindedness of AARP) and a sure sign that organizations were interested in approaching the “same old
problems” with new, outside the box approaches, by integrating creative processes to solve dilemmas that
addressed the human dynamics at the root of becoming and being innovative. As a designer, | felt like |
provided numerous ways to help them tell better, more persuasive stories for influence, better visuals for
buy-in, and | saw first hand how a designer working outside traditional department roles could really aid
organizations.

Ultimately, it came time to pick a thesis topic. Due to the COVID-19 pandemic, my thesis was forced to
shift around to adapt to the restrictions at the time. My initial concept was to test conversation design on real
working user groups and reflect on the experience, however, as workers transitioned to virtual spaces, those
who had been initially excited to participate became hesitant due to the added stressors of working home life.
| knew a shift would be needed to accommodate this reality and after much discussions with my thesis group
and committee, | decided to create a website that would house the extended amount of synthesized research,
which would allow people to directly interact with the information and concept of conversation design.

For full Literature Review of the discovery phase, please see Appendix I.

Define Phase

This phase was really about drilling down and focusing on what | wanted to include in the project and

how it would best be “delivered”. Once a website was decided, | returned to all the books and articles I'd read

since 2017 and reviewed each, selecting topics and concepts to include.

n



early concepts mapping, August 2020 “journey” mapping, November 2020

You can see from the left photo, which showcases randomly placed, loosely thought “ideas”, that concepts such
as “interdisciplinary,” and “human needs in conversation,” and “tangible vs abstract” were there from a very
early stage. From the right photo, you can see sections, identified by color had taken shape (now taped because
I'd moved them so many times the post-it no longer stuck!) and the path through the material had been flushed
out, as well as individual posts had been identified. The scope of the project had now clearly taken shape, and |
was ready to begin writing and developing the site to hold it all.
Develop Phase

Now it was time to write each section and the next few months were spent writing the material for the
site, developing the style (brand) of my site, creating wireframes, building the site, hiring a wordpress guru for
support, hiring a editor to review the written material, and then finally adding content to the site and polishing

it extensively. Wireframes will be shared in the next section on branding.

WRITING

My writing process was iterative, meaning | went through many versions of outlining, revising, adding
content, reading aloud, and sharing the material before it was sent to an editor for final proofing and then
added to the website.

On the wall above my computer, | had one word printed on a page: Satisfice. This term, inspired by

famous designer Don Norman, is a combination of “satisfy” and “suffice” which always reminded me that my
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goal was to bring a satisfactory level of understanding to this new topic -that research as a designer must
reflect the practical world we live in. To be practical, my writing always needed to be approachable, down to
earth, and encouraging.
Each “post” got their own document, organized by section on Google Drive. Thus my original “tangible
vs abstract” post it note became “designers toolkit and methods” post it, which finally became a post titled
“Tools of the Trade” on the site. | also entered all the sections and titles onto a spreadsheet so they could be
tracked as | wrote each one and easily shared with my committee if needed. This spreadsheet was updated

constantly as each section and post was revised so that it would reflect its current stage of production.

BRANDING
Identity / Typefaces

All of my visual choices for the site reflected this continued commitment to practical and approachable.
For headlines and identity the font family of Baloo Tamma 2 was chosen. This had the right personality for
the site as well as the practicalness of being an accessible Google Font, so it could streamline with the website
easily. Google Fonts describes the font as one with “bounce,” but only “slightly” while being “carefree yet
confident, sprightly yet versatile”. It felt like it could be describing conversation itself.

For body copy and smaller headlines, the highly legible Open Sans was chosen. This font is also in
the Google Font library so it would streamline with the site. Described as a humanist font with a “neutral,
yet friendly appearance” | felt like this more serious font would blend nicely with Baloo Tamma, while still

maintaining the approachableness | was seeking in bringing the content to life.

Design the
Conversation

final identity for DesigntheConversation.org
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Baloo Tamma 2

Baloo Tamma 2

Baloo Tamma 2
Baloo Tamma 2

Open Sans
Open Sans
Open Sans
Open Sans

In keeping with my desire to keep the site visually approachable to reflect the content, | chose a vibrant

and lively color palette. These colors are also carried through in all the graphics.

Colors Name Hex Values
white, black ffffff, 000000
bright blue #1197bc
brick red #7d2617
orange #f3723f
yellow #fed11f
beige #foedd0

14



Look, Tone & Feel

My original style guide described the goal of the website’s look, tone and feel as this: “Overall the site
will focus on simple layouts, graphics, and hierarchy, featuring a blog-style landing page. Photographs will be
of real people in workplace environments, supported by visuals of commonly seen designer tools and activities.
‘Cheesy’ stock photos will be avoided and vector graphics will be limited - the site needs to feel authentic and
relatable, viewers need to connect to they think ‘I can do this too!. Photos will be warm and approachable
and will include a mix of genders, races, etc. Tone of copy text will be informal and relaxed and as close to
“conversational” as it can be to support the images and message”.

| feel | have achieved this on my site. Below are a few of the photographs and images from the site that

continue to support the look and feel I've established.

Photographs and Graphics
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Though some changes have been made to these original concepts, | believe the website as it has been

developed and designed remains true to my original wireframing. Through iterative processes of design and

revise, as well as discussion with committee and fellow design students, the inclusion of more vector graphics

was made to reflect the subject matter, with more ability to be adaptable for better representation of gender,

race and age.

For screen shots of the website, see Appendix Il.
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LIMITATIONS
The research and subsequent website is not:

A field guide.
My intention is not to show a how-to field guide, as design (and conversation design) expansive nature
makes it difficult to capture all the nuances and intricacies of each situation.

All encompassing.
Due to the nature of the subject matter, and the desire to lay down the essentials without being
overwhelming, | have not included every facet of conversation, design, and conversation design.

The solution to everything.

It is not my intention to convey that conversation alone can solve all of our problems - only that it is
an overlooked area with much potential to explore. The purpose of this research and website is to
showcase the potential, synthesize research across the disciplines, and encourage us to be brave!

PROMOTION OF WORK

The best way to present human-to-human design research will be through inperson interactions and
engagements in the future, when the world returns to gathering post COVID-19.
Current

Plans to market Design the Conversation will start with the participation in the Service Design Network's
virtual “Do Good - Give Back” Campaign. This effort is calling upon practitioners, students, agencies and
academics to share their work in any way that could benefit others through the hashtag #SDDay21 and
#ServiceDesignDay on June 1.

It has always been a dream of mine to submit a paper to MIT Press’s Design Issues. Once | have
defended this project and graduated, | am planning to condense and submit my research for review.
Future

On the national level, one of the conferences | plan to submit my research for at a later date, when in-
person events have returned, is the AIGA Design and Business Conference.

At a local level, I would also like to submit my research for a discussion as part of a AIGA Baltimore
Community Meeting. At this time, there is no upcoming event planned, but | will revisit the site to ensure | am
aware of the next scheduled meeting.

On a micro level, I would like to work with Megan Rhee, program director of University of Baltimore's
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MFA Integrated Design, to develop a small project that | believe could fit in with the current University of

Baltimore’s “Design Thinking” course, which | will discuss further in the next section under Next Steps.

CONCLUSION

We've reached new opportunities for design and designers today, but with this comes new
responsibilities and a new awareness of how design can impact the world in a negative way. Wicked problems
are here to stay; they question our very future and ask us to adapt in ways we are not accustomed to.
Designers trained in understanding the nuances of the way we communicate can help mediate through this
uncertainty, supporting groups who need to speak more directly with each other, creating open and safe
environments for the best, most novel and feasible ideas to crawl up to the surface.

This cannot happen in a bubble. As Milan Guenther writes in Intersection: “In every project or program
we are involved in, we find elements that don't fit together, and conditions that prevent good relationships
from developing. When relationships fail, it is rarely a single issue that can be blamed. It is the interplay of
all the parts which, together with the circumstances at hand, lead to a complex picture of problems and
shortcomings” (448). This means that designing better, more thoughtful, more purposeful conversation may be
extremely valuable to a single team or single product development initiative, but unless we want it to have real
impact, real value to business and our communities at large, we need to start thinking BIGGER. We need to go
beyond a focus on human-to-human interactions, to how formed communities of humans interact. We need to
look at systems of humans, communities, and nations, factoring in all the social, biological, and technological
influences.

Next Steps

| truly believe this research could aid designers across all of design’s niches. In additional to the desire
to submit to conferences once in-person events begin again (as discussed previously under Promotion of Work),
I would love to do the following:

Short term:

Research to develop the right social media platform, where topics related to conversation design
could be further explored. This could look like interviews with influential designers, tips and tricks to
experiment with conversation as well as ways to measure conversation successes.
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Long term:
Further develop the website to include more “chat challenges” as well as get feedback from designers
who have interacted with the site to find opportunities to make the site more interactive.

Develop a small project that could fit into one of UB's current courses, such as PBDS 719 Design
Thinking, a graduate level course. | believe the “Conversation Mapping” exercise from my site, on the
page “Design for Common Ground” (see Appendix llwould be a fun and applicable way to introduce
students to the importance of conversation in their work.

Final thoughts

Though the role of “conversation designer” may never become the norm, my hope is that more
organizations come to appreciate the value of designers placed throughout the ranks, outside of the traditional
roles, where there is an ever increasing need for connection - between each other as well as to the best,
most novel ideas. We have to start considering conversation deeper than its messy variables. What are the
patterns, what are the static elements we can plan for? This thesis has attempted to nail down as many of those
elements as possible by examining what things we can shape about our future conversations can give us power
over them.

Designers can use many of the tools and methods we've be