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1.1 The Problems
Declining revenue
High distribution and circulation costs
Waning readership
Classifieds moving online (for free)
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1.2 Mission statement

To provide the newspaper industry with a modern
and sustainable form that maintains a symbiotic
relationship between the consumer and provider.
With the decline in advertising revenue and readership, the
newspaper, in its current form, is unsustainable. In order to keep
the newspaper business going, the relationship between the
provider and consumer needs to strengthen.
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1.3 About the Service Design course
Services constitute more than 78% of the US economy. The service
sector has been increasing substantially while the commodities and
manufacturing sectors experienced a steep decline. Yet service
providers have historically under-utilized design in its business strategy
and development.
The Designing for Service Studio class will extend the idea of design
as more than aesthetics and provide the opportunity for students to
practice embodying its perspective and process, mapping design
theory to project process. Students will spend the semester in teams,
working with the Pittsburgh Post-Gazette to deeply understand their
stakeholders’ experiences, needs, and desires. We will explore the role
of journalism and news in society, the volatile sector as a whole, and the
challenges facing newspapers in America. This human-centered design
approach will employ ethnographic research methods, allowing teams to
uncover insights and observe patterns. Students will learn to synthesize
these findings into appropriate models, prototype concepts, and look for
opportunities. The design solutions are intended to inform elements of
the paper’s competitiveness, creativity, development and future service
innovations. The final deliverable will be refined solutions as illustrated in
a presentation and process document.
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1.4 The Team
Joey Fung
Joey has a passion for all forms of design, with experience in
product, web, and graphic design. He earned a BS in Industrial
Design from California State University, Long Beach, and is now
working towards a master’s degree in HCI at Carnegie Mellon
University.

Jan Zheng
Jan graduated from University of Maryland, Baltimore County
with a BS in Computer Science and a minor in Psychology. He likes
thought-provoking games, gadgets, and designs, and has experience
in web design, Flash, audio, and game programming. He now pursues
a Masters in Human Computer Interaction at Carnegie Mellon.

Smitha Papolu
Smitha is currently finishing up her Masters degree in HumanComputer Interaction at Carnegie Mellon. She has experience
in web design and development and is constantly intrigued by
design research methods that help guide her designs. She holds
a BS degree in New media and Interactive Development from the
Rochester Institute of Technology.

Mike Sparandara
Mike came to CMU’s Masters of Human Computer Interaction
program after working for three years as a User Experience
Designer in the San Francisco Bay Area. Before that, Mike received
his BS in Computer Science from Tufts University. Mike’s interests
run the gamut of HCI-related fields and he always looks for an
opportunity to learn something new.
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2.1 Introduction to the Exploratory Phase
We started with exploratory research to get a basic knowledge
of the news industry. This research showed us how the existing
landscape worked. We looked at how information went from
being reported to being discussed by consumers. We observed
news consumption habits, the perceptions of various sources,
and the reasons people consume information.

2.2 Brainstorming
We created an Affinity Diagram to combine our knowledge
so our group would have a mutual understanding of the
Post-Gazette and their place in the news industry. Affinity
Diagramming is a brainstorming technique that allows disparate
ideas to be collected and organized.

2.3 Territory Map
We created a territory map (Fig 2.2) to consolidate our
group’s understanding of how the news industry works.
The hard facts start at the center and filter down
to everyone in the public square. The public square is a
metaphor for the town forum where the community
discusses and shares information on current events. With
each level, the news gets filtered with a certain bias,
intentional or not.
Facts are reported on by the Iron Core. The Iron Core
includes accountability news such as investigative
journalism, witness reports, and news photography.

12
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Fig 2.1 : Affinity Diagramming

The Iron Core feeds the news providers, such as
the editors, designers and news anchors.
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2.4 Survey
We posted a survey online to research news consumption habits. While
it was not limited to Pittsburgh, we did get a good cross section of age,
gender and income. We asked about consumption frequency, duration,
and the methods and media used to receive news. Our survey asked
in what topics they were most interested, and how they connected with
people for social events or classifieds.

Our survey results indicated that people over 45 years old have
the same amount of interest in news no matter how local or broad,
while people under 35 cared little for their immediate area and
more about national news.

Country

interest

Our survey results from 128 respondents found that 68.7% checked the
news at least a few times a day, 48.2% of online readers spent less than
15 minutes consuming news, and 60.6% of newspapers subscribers
spent more than 15 minutes consuming news.

Unexpectedly, we noticed a normal distribution for readers’ frequency of
news consumption and duration of news consumption. People tended to
receive news information a few times a day, and spent about 15 minutes
consuming it.

State
City

Duration of
news consumption

Neighborhood
Block

18 - 24

35 - 44

45 - 54

55 - 64

65 +

age

15 min.

Fig 2.4 : Age vs location of interest

few times a day
Frequency of news consumption
Fig 2.3 : Duration and Frequency
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25 - 34
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The 35-44 group was where interest in national news dropped and
hyper-local news spiked. We hypothesized that people typically
bought houses and started families at that age, which lead to
greater concern for their immediate locality

The most prominent observation for this data was
the overall interest in news, which was significantly
greater over 45. A couple Post-Gazette employees
believed there was a point where people’s interests
changed and they started to read newspapers. Our
survey was only taken at one point in time so this
could not be confirmed.

lawrenceville

2.5 Interview locations
The indicated neighborhoods in and around
Pittsburgh were where we interviewed people
to see how they consumed news and what they
thought of the Post-Gazette. Most of these
interviews were open and conversational, so
we could get a breadth of information on the
problem space.

strip
district
station
square

highland
park

shadyside
oakland

squirrel
hill

southside

swissvale

forest
hills

braddock

Fig 2.5: Interview Locations
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2.6 Insights

Pride

Ritual
Entertainment

Gratification

Entertainment

Vanity

Comfort
Nostalgia

Self
Promotion

Hometown

Fig 2.6 : Insight 2 – Vanity

Hometown
Fig 2.5 : Insight 1 – Comfort

Our first insight was comfort (Fig 2.5). People find comfort in ritual, in
nostalgia, and in entertainment, and Pittsburgh expatriates find comfort
in reading about their hometown. Many people who read the newspaper
set aside part of their day specifically for news consumption. People
used this ritual both to escape from their personal stress and to reflect
on what’s going on in the world.

16
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Our second insight was vanity (Fig 2.6). People take pride in what they
know. They feel gratified when they get the information they need,
and even use events mentioned in the news to network or promote
their business. People feel pride not only for being in the loop and not
appearing ignorant, but also for consuming from a prestigious
news source.

ometown
Pride
Ritual

Gratification

Entertainment

Fear

Vanity

Friends

Comfort
Self
Promotion

Nostalgia

Reader

Family

Hometown

Fig 2.7 : Insight 3 – Fear

The third insight from our exploratory research was fear (Fig 2.7).
Several people we interviewed felt that local news only reported
on crime, and many people consumed news because they needed
to know what was going on around them—not to appear in-theknow, but rather to ensure the security of the those they cared
about.
Our observations from the survey and interviews led us to our
three insights of comfort, vanity, and fear (Fig 2.8). While there are
other reasons for people to be informed, we found almost all of our
observations fell into one or more of these three categories. These
insights also hold the most potential for further research into the
motivation behind them.

Fear
Friends

Family

Fig 2.8 : Complete Insight Model
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2.7 Hunt statement

We want to understand the infrastructure
required for people to satisfy their latent
needs of protecting their ideals and legacies
through recognizing the motives behind their
habits and behaviors.
Once we finished our exploratory research, we created our
Hunt Statement. Now that we had oriented ourselves to the
problem domain, we knew to focus on the motivation behind news
consumption, so that whatever we developed could meet the news
consumers needs.

18
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3.1 Introduction to the Generative Phase
Our next step was to move into generative research. In this stage, we
engaged potential users in activities to collect emotive data based
on their experience with news media. We wanted to both confirm our
insights from the exploratory phase, and to understand the goals and
desires of our potential customers. By generating design documents
with actual users, we could gather various perspectives and keep
our design user-centered. We then formed typologies from the
information gathered to represent our user base and understand for
whom we were designing.

3.2 Not so mad libs
“Not so Mad” Libs were used to find the reasoning behind our
insights. The sentences were structured to address vanity, comfort
and fear so we could see what concerns people had that led them to
consume the news.

red no longer
“not so mad” libs

Directions: Fill in the blanks with any words or phrases you feel are most
accurate. If you’d like to add more, feel free to write on the back. When finished,
please follow the directions on the bottom of the page. Thanks, and have fun!

In general, I’m most afraid of _______________.
To protect myself, I ______________. When I look
in the mirror, I see ________________. I always
_______________ or I feel like I missed something.
I enjoy myself the most when I __________________,
and I have more fun if it’s ___________________.

We also wanted to see how people viewed the newspaper (now that
those concerns were fresh in their minds) and how they would get the
information they needed.

To me, the newspaper is _______________. The

This was the most useful of our generative methods for finding trends
in newsreaders’ behaviors.

_____________ section. That section represents

______ important part of the newspaper for me is the
everything _____________. I usually get the news
______________. I would ______________
the paper if it had more __________ in it. I read the news so
that I ________________.

Fig 3.1 : “Not so mad“ libs handout
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3.3 Word cloud mapping
We created this word cloud to see how people
connected various issues and themes. Some words
were forms of media, abstract ideas, or insights
we found from our Exploratory Research.
While it did confirm the importance of our
original insights — vanity, nostalgia, and fear —
we found many people circling words related to
entertainment. We decided to group nostalgia and
entertainment under a larger category: comfort.
One mistake we learned from this word cloud was
that the example, Pittsburgh connected to PostGazette, tended to prevent people from circling
those two items or connecting them to anything
else. Another was that we should have printed
them with a varying layout of words, in case the
spatial proximity of certain words influenced what
people connected.

red no longer

Circle or highlight the words that are important
to you and connect them to related words.
Example shown below.

television

commentary

local businesses

money

neighborhood

police

radio

fact

politics

fear

knowledge

sharing

internet

obituaries

hometown

authority

fame

thankfulness

magazine

rituals

empowerment

job

subscription

your block

newspaper

free

law

home

family

sports

schools

murder

retirement

war

Post-Gazette

friends

headlines

bias

human rights

neighbors

economy

empathy

Pittsburgh

routine

nostalgia

identity

informed

entertainment

stories

events

pride

record

Tribune

trust

news

opinion

terrorism

local

subscription

comfort

shopping

collaboration

safety

in depth

blogs

community

personal

winning

current

love

opportunity

communication

Fig 3.2 : Word cloud mapping handout
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3.4 Behavior sampling
We used Behavior sampling to get more specific findings of
how people read the news. In our survey we asked how often,
how long, and through what media people consumed the
news, but this time we wanted to observe a specific day in the
life of someone who consumed news. We asked people basic
questions like how and from whom they consumed news, where
and with whom they consumed news, how the news made them
feel, and if they shared the news with others.

red no longer

Please answer these
questions at the end of
the day

1. Did you consume (heard / read / watched / listened to) a piece of news today?
If yes, how and from whom?

2. Where were you when you read / heard / watched this news (describe your
surroundings)
Time(s) of day:
People around you:
3. List and describe any other activities you were doing at the same time

4. How did the news make you feel?

Is this something you've been following?
5. Did you share this with anyone?

yes

yes no

no

With whom did you share this? Why or why not?

Where did you share this (tell someone, or post it online, etc), why or why not?

Were there any reactions from others when you shared this? Please explain.
Fig 3.3 : Behavior Sampling handout
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3.5 Quality and emotion map
The quality maps were handed out to see how people
viewed the Post-Gazette and how that compared to other
news sources, such as The New York Times, magazines,
or blogs. We wanted to see what they thought of the
content, format, and timeliness of the various news
providers, and how those thoughts connected to their
opinion of the news provider.

red no longer
Draw connections between the news source and the adjectives.

current
trendy
well written
sophisticated
beautiful
fresh
quick

Post-Gazette
Tribune Review
The New York Times
Local Newspapers
Daily News, City Paper

behind
old fashioned
poorly written
crude
ugly
stale
slow

easy to read

Print News

hard to read

useful

paper-based news

useless

informative
engaging

Online News
nytimes.com, post-gazette.com

unbiased
easy to use
personal
accurate

waste of time
boring
biased

News Aggregators
Google News, digg

Blogs

hard to use
distant
inaccurate

Talking Points Memo, Gizmodo,
Huffington Post

Fig 3.4 : Quality and Emotion map handout
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3.6 User typologies
Starting from our insights of vanity, comfort, and fear, we reviewed
our research, looking for the most commonly found emotions and
associations. We took the 12 most common themes from our 71 usergenerated documents and grouped them into our categories of vanity,
comfort, and fear.

Using the distance from the center to measure importance,
we graphed data from the generative research, forming three
typologies to represent our potential users.

vanity
popularity
materialism

familiarity

appearance

close ties
(family/friends)

entertainment

control

om

fe

fo

loneliness

r

a

c

change

harm
unknown

Fig 3.5 : Behavior map
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3.6.1 The Comfort Seeker
Our first typology was the Comfort Seeker. This is someone that is likely
older, probably a homeowner, and takes life more slowly. They like
the familiarity of their family and friends. The Comfort Seeker may be
controlling since they do not like change, and fear the unknown.

vanity
popularity
materialism

familiarity

appearance

close ties
(family/friends)

entertainment

rt

appear informed

control

om

fe

fo

loneliness

r

a

c

change

harm
unknown

Fig 3.6 : Comfort Seeker behavior map
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3.6.2 The Worry-Wart
Our second typology was the Worry-Wart. This is most definitely a
parent, likely a new parent or one that has only one child. They are very
protective, and as such, become alarmed with change or anything that
may harm their family. This person must also maintain control, and seek

out information to prevent harm. The Worry-Wart is less interested in
being entertained or popular, and is more concerned with their family’s
well being.

vanity
popularity
materialism

familiarity

appearance

close ties
(family/friends)

entertainment

control

om

fe

fo

loneliness

r

a

c

change

harm
unknown

Fig 3.7 : Worry-Wart behavior map
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3.6.3 The Sophisticate
Our third typology was the Sophisticate. This is someone old enough to
be a major news consumer, but young enough to be the life of the party.
Appearance is a major concern for this person, somewhat in looks and
possessions, but primarily in appearing knowledgeable. This person

wants to be the one others look to for advice. This person neither wants
to be known as a know-it-all nor to appear ignorant. The Sophisticate is
less concerned with change or harm and close ties are only important if
they control one’s popularity.

vanity
popularity
materialism

familiarity

appearance

close ties
(family/friends)

entertainment

control

om

fe

fo

loneliness

rt

appear informed

r

a

c

change

harm
unknown

Fig 3.8 : The Sophisticate behavior map
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3.6.4 Final typology map
The final typology map (Fig 3.9) shows a comparison of the three
different sets of behaviors that we identified in our research.

vanity
popularity
materialism

familiarity

close ties
(family/friends)

appearance

control

om

fe

fo

loneliness

r

a

c

change

harm
unknown

Fig 3.9 : Comparison of user typologies
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4.1 Research synthesis

4.2 Design directions

Taking what we learned from our generative research and three
user typologies, we were able to synthesize core details regarding
user behavior.

We wanted our design to address our research insights of
relevancy, immediacy and the push and pull of information.
Therefore, we envisioned a future where people are connected and
a part of the news experience.

Comfort Seekers care only for news relevant to them, and dislike
the hassle of searching for information.
Sophisticates want information immediately so they can stay in
the loop.
Worry-Warts want information which is relevant to their fears
pushed to them immediately.

34
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5.1 Brainstorming

5.2 Persona
Meet Julie.

We brainstormed as a group to come up with as many different
design ideas as possible. We didn’t throw out any ideas and
encouraged far-out and innovative new ideas. We then talked over
each idea as group, and created a pros and cons list for each idea.
We took the most favorable ideas and filtered them by several
different measures. These measures included user validation,
feasibility analysis and relation to the Post-Gazette’s
core competencies.

She’s a persona we created based on
our typologies so our team would have
a mutual understanding of for whom we
were designing.
34 years old, married
has a 4 year old son
wants the best for her son
real-estate agent

Professional Goals
wants to out-sell her competition
wants to be the model mom

Likes
merlot
her iPhone (a lot)
netflix-night Fridays
weekend trips to NY

Dislikes
watching sports
things that take a while
being left out

38
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5.2.1 Julie’s behavior map
Her behavior map shows that she encompasses aspects of the
comfort seeker, worry wart, and sophisticate. She is a relatively
new mom, so being in control and keeping herself and her son out
of harm are major concerns for her. She is also career-oriented

and wants to be the “model mom,” so popularity and appearing
informed are also important to her.

vanity
popularity
materialism

familiarity

appearance

close ties
(family/friends)

entertainment

rt

appear informed

control

om

fe

fo

loneliness

r

a

c

change

harm
unknown

Fig 5.1 : Julie’s behavior map
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5.3 Feasibility model
Since saving the newspaper requires a redesign they can afford
and can implement quickly, we plotted our ideas to measure their
feasibility based on the cost and perceived value to the PostGazette.

information hub, while costly to set up, would be affordable to
maintain and would fortify the transition from being a newspaper
company with a website to an information company with
a newspaper.

We decided that an investigation request and usage tracking
would both add significant value and be relatively affordable. An

affordable
• street team
• investigation request

• multiple views
on same story
• iReports
• town crier

• usage tracking

• grassroots marketing

perceived
low value

• Pittsburgh
information
hub
• every article podcasted
• redesign website
• redesign print look / format
• public displays
• redesign content
• customized print

cost-prohibitive
Fig 5.2 : perceived value vs. cost graph
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perceived
high value

5.4 Concept validation
After considering the pros and cons of each
of our ideas, we hit the streets again to see
what real users thought. We wanted to gauge
the reaction of each of the ideas and see if
potential customers would actually want to use
them.

Fig 5.3 : Concept validation with users
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6.1 PG Connect
PG Connect is the umbrella product under which
Ask PG and PG Source reside. Besides creating
a unified brand for the new PG products, PG
connect also adds news customization and new
delivery methods.
PG Connect introduces a new recommendation
engine to the PG web properties. This
recommendation engine is able to track users’
reading habits and suggest other news stories
tailored for them. PG Connect is able to make
these determinations based on aggregate user
data as well as user preferences. This system
would also rely on an opt-in user identification
system.
Furthermore, PG Connect would introduce a
new suite of push delivery services. Stories and
other information are able to be pushed directly
to a user’s iPhone, SMS or email account swiftly
through this new system. User settings would
allow for “quiet” times or further customization
of what news to push out. This would ensure that
all PG readers can receive the timely news they
want, when they want it.

My account | Log out | Preferences

TODAY’S HIGHLIGHTS

Recommendations

SEARCH ARCHIVES

ASK

Clashing data bombards new
parents as old-school ideas
fall by the wayside
Read More »
LIVING »

SOURCE
Alerts (2)
One of your investigation
requests is in the top 5 !
more

Kids & Creativity - the Gong
Show
Read More »
MUSIC AND CULTURE »

American Revival at the
Byham

Fig 6.1 : PG Connect Personalized home page
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logged in: julie

LIVING »

Read More »
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logout

connect

6.1.1 PG Source
PG Source positions the PG as the first and only
place a Pittsburgher needs to go to find local
information.
PG Source becomes the new home for
Pittsburgh knowledge. PG Source provides
street-level information including: trash
pickup and recycling days, parking zones and
restrictions, food delivery options, utility
company contacts, et cetera.
PG Source also becomes the new home for
Post-Gazette Archives and all other Pittsburgh
historical data. Currently the archives of the
PG are hard to get to and are oddly priced.
With PG Source all PG+ members receive
unlimited access to PG Archives. Non-PG+
members can still access the archives, but at a
fixed price per story.

My account | Log out | Preferences

logout

SOURCE

NEIGHBORHOODS

logged in: jane
ARCHIVES

ASK

Enter Address and pick the information you want to search
Address
(ex: 4629 Bayard Street or Bayard st.)

OR
Neighborhood
Sou
South Oakland
OR
Southshore
Zip
Southside Flats
Southside Slopes
TRASH AND RECYCLING

PARKING

STREET CLEANING

UTILITIES

CONSTRUCTION

FOOD DELIVERY

SEARCH

Fig 6.2 : PG Source
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6.1.2 Ask PG
Ask PG is an online forum for PG readers to
request story investigations directly from the
Post-Gazette. PG+ members would be allowed to
file a request online and the community of PG
Connect members could vote on them. A story
request becomes popular by being voted to the
top of the list. At this point, the Post-Gazette
would then report on the top ideas and keep the
community apprised of the investigation status.
It is the duty of the PG staff to moderate the
forum. The list should not contain duplicate
requests or requests for stories that have
already been written. The forum should also
be devoid of any defamatory or ill-intentioned
requests. The PG staff would also have the
ability to respond directly to any given request
to provide additional details or feedback.
Ask PG creates a community connection
between the Post-Gazette and its readers. This
connection is incredibly important as the line
between news consumer and creator continues
to blur. Ask PG is a lightweight mechanism for
tying the news consumers into the reporting
process.
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Fig 6.3 : Ask PG Investigation Request page

6.2 How it works
Today the Post-Gazette works like this: PostGazette staff take advantage of their
resources to distribute news through their
print products and website to the community.
Users can give feedback through PG+ on the
web, or by calling or writing a letter to the
Post-Gazette staff.
With our system, the existing model will
continue, but with additional modes of
distribution such as email and mobile, and a
better relationship through PG Connect. Usage
tracking of PG Connect members feeds a
recommendation engine to present news in a
way that’s relevant to the user. Ask PG gives
the community a direct link to the editors and
journalists so they have a say in what news gets
produced. With the user contributing to news
production, they feel a greater connection
to the Post-Gazette and develop a stronger
interest in the news.

community

print

web

community

print

web

PG Connect
ask PG

PG Source

staff

staff

Custom View

resources

resources

recommendation
engine

PG +

Fig 6.4 : Post-Gazette’s

Fig 6.5 : Post-Gazette’s model with the addition of

current model

PG Connect
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6.4 Interaction model
they care about more prominently. Similarly, the news they usually
don’t read moves farther down or to the side of the page, and only
displays the titles of the articles. PG Source will remember the
user’s settings, and display their local information. On Ask PG, users
can vote on existing requests, but cannot submit their own.

Our interaction model shows the content available to users based
on their membership.
For users without a membership, or who are not logged in, PostGazette.com will look essentially the same as it does today. If they
go to PG Source, they will be able to search the content, but will
not have access to archived news. On Ask PG, they can view the
existing investigation requests and current investigations, but they
will not be able to vote or submit a request.

For PG+ members, PG Connect gives them the additional benefit
of pushing news to their mobile device. On PG Source we add the
ability to search through the Post-Gazette’s archived news for
free. On Ask PG, they have the ability to submit an investigation
request they would like to see happen.

Once users log in, PG Connect will deliver their news in a hierarchy
that is most relevant to them, showing the headlines and news

ASK PG

PG Source

PG Connect

PG +

View existing requests
Vote on requests
Submit Requests

Personalized content
Archive access
Search content

Logged in

View existing requests
Vote on requests

Personalized content
Search content

Personalized content

Not logged in

View existing requests

Search content

No benefits

Mobile push messaging
Personalized content

Fig 6.6 : Interactions with PG Connect based on membership
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6.5 Why PG
The Post-Gazette would be well suited for our design as they are
the trusted, authoritative source for local news in Pittsburgh. They
already have the infrastructure for investigating and delivering
news, so in effect we are simply adding onto their existing core
competencies to create a better news service.

6.6 Benefits
PG Connect gives the Post-Gazette some extra benefits as well. The
valuable features should increase the PG+ member base, building
the community the Post-Gazette is hoping to foster. The usage
tracking of PG Connect members used for tailored content also
gives the Post-Gazette the ability to sell targeted, personalized
advertising space, which increases ad revenue. Depending on the
growth of PG Source, it has the potential to be a new home for
classifieds.

6.7 Tradeoffs
With any design, there are going to be tradeoffs. In our case, the
biggest one is the cost of implementation. In today’s economy, it
may be difficult to get approval for possibly risky ideas. The PostGazette will likely have to hire a few more workers to maintain
these new services, and finally there must be a culture shift in
the way editors and consumers relate to each other. With Ask
PG, the editors will have to listen to the consumers more before
they choose what to investigate and what to print. They still get
the final decision, but they’ll have a better understanding of the
market’s desire.
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7. conclusion
7.1 Design Summary
7.2 Process Summary
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7.1 Design Summary

7.1 Process summary

The Pittsburgh Post-Gazette is losing its voice over Pittsburgh
and its place as the Public Square, and readers are dwindling.
Advertisers and others are looking for more viable alternatives,
and subsequently, will further reduce the Post-Gazette’s revenue
stream. To regain its revenue stream, the Post-Gazette will first
need to re-establish its position as “the voice of Pittsburgh,” and as
the go-to place for information.

Our PG Connect solution started with people and culture, not with
technology. By starting with ethnographic research, we were able
to build a solid understanding of the problem space. We focused
our problem around the community, and our solution around the
stakeholders.

Our solution came from the realization that Pittsburgh PostGazette needed a stronger online presence. We envisioned the
Post-Gazette as becoming the new metaphorical Public Square,
a place where everyone goes for all information related to
Pittsburgh. To accomplish this, we conducted ethnographic and
other forms of research to discover exactly what the PostGazette needed to do to recapture its audience.
Our solution, PG Connect, aims to establish the Post-Gazette as
the main information resource for Pittsburgh. Ultimately, the
direction of PG Connect is to make information more convenient
for the Pittsburgher. The two core services, Ask PG and PG Source,
tie the Gazette closer to the city. Ask PG provides a more direct
interface to the Gazette, and PG Source provides a simple way
to find information about the city. PG Connect wraps the two
services into PG+, and adds a personalized delivery model.
PG Connect is not meant to be revolutionary. Instead, PG Connect
is meant to build a stronger connection between the Post Gazette
and the citizens of PG. It’s meant to be the center of information,
and to give people information when they want it.
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We used Shelley Evenson’s Analysis-Synthesis Bridge Model to help
drive our project. We began by defining why we thought the PostGazette was losing revenue through a territory map. We then
gathered data using interviews and a survey to generate our
insight model.
Our insight model illustrates the reasons people read news
– ‘nostalgia,’ ‘vain,’ and ‘fear.’ Using these insights, we created
exercises to confirm our insights, and to see additional patterns,
values, habits, and emotions people had with the Post-Gazette and
news in general. With this information we created three typologies
to represent our users. We found that many people wanted
breadth, immediacy, and the ability to push and pull information.
Then we brainstormed different designs for the Post-Gazete, and
conducted a feasibility analysis. We determined that three ideas:
investigation requests, user tracking, and an information hub or
directory, would be viable for further development.
We realized that the Post-Gazette would benefit from a stronger
online presence. Our ideas revolved around digital media, so we
created the PG Connect brand to tie our two designs: Ask PG and
PG Source. We used a persona to describe how the concepts would
be used through a couple scenarios. Finally, we created mockups
and an interaction model to determine how PG Connect would fit in
with PG+ and into the Post-Gazette’s current system.
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