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EU 2020  Growth Targets
http://ec.europa.eu/europe2020/europe-2020-in-a-nutshell/targets/index_en.htm

USER EXPERIENCE

USE R  P E R S O N A

place & context

behaviours + activties

relationships
objects props & things
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“It is not enough that we build products that function, 
that are unuderstandable and usable - we also need to 
build products that bring joy and excitement, pleasure 
and joy, and yes beauty, to people’s lives.”

creating pleasurable interfaces
progressing from prodduct tasks to product experiencesPhysiological

Safety

Social

Biological & Physiological Needs
Basic Life Needs - air, food, drink shelter, warmth, sleep etc.

Safety Needs
Protection, security, order, law, limits, stability , property, morality,  etc.

Belongingness & Love Needs
Family, affection, relationships, workgroup, etc.

Esteem Needs
Achievement, status, responsibility, confidence, achievement, respect of others etc.

Cognitive Needs
Knowledge, meaning, self awareness, respect for others etc.

Aesthetic Needs
Beauty, balance, form etc.

Self Actualisation
Personal Growth, self fulfilment

Transendance
Helping others to self-actualise, creativity, problem solving, sponatneity

Functional

Reliable

Usable

Convenient

Meaningful

Pleasurable

focused on tasks

focused onexperiences

features, facilities, functions

people, activities, context

fulfills practical needs

secure & consistent interaction

can be used without difficulty

intuitive & connected to the user

enriching experience worth sharing

has personal significance

Esteem

Self
Actualisation

Maslow’s Heirarchy of Needs
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