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INTERVENTION POINTS
Time
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PROUD/UNCERTAIN

great creation,
but how relevant?

website is
engineer
oriented

INTIMIDATED

fun shapes!
DELIGHTED

app looks
fun + easy
EXCITED

REJECTED

Windows only
software

FRUSTRATED
steep learning curve 

APPREHENSIVE
complex training 

AUTODESK

SEGMENT USERS
Currently all users
access the same list
of products. If Autodesk
truly wants to reach
new users it must
create easy access
avenues for distinct
user groups to �nd
what they need. What
if the splash page
let you self-identify as
creator vs. collaborator?

1
BE SUPPORTIVE
...of all platforms,
that is! Collaboration
software must be 
available on all
platforms, because
users do not self-
segregate in the
ways that engineers
do.

2
INTEGRATE, NOT
INTIMIDATE
By integrating the user’s
training session into
his �rst model, it helps
build con�dence and
reduces the number
of commands to memorize.
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FORM FOLLOWS
FUNCTION
To attract makers and
creative professionals,
create functional printable
templates such as cars,
pencil holders & utensils.
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“Wearing the sticker 

“There were so many
commands I wasn’t sure how
I would remember them all.
I’m sure someone thought
they were intutive, but that
wasn’t me.”

Autodesk has taken a bold step from technical tools to creative, accessible artforms

“When I saw the app
on the app store, I
thought, this isn’t just
for engineers, this is
for me.”

Segment
users

Be supportive

Integrate, not
intimidate 4 Form

follows
function
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