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I've been drawing comics for as long as I can remember. Like many comic 

book fans, when I was younger, I dreamed of becoming a professional comic 

book artist. But I was also extremely interested in computers, and comics 

quickly took a back seat as a hobby as I trained to become an engineer and 

later, a designer and product manager. In 2003, I decided to spend more time 

on my hobby by drawing a weekly webcomic with my former colleague Tom 

Chi. I wanted to make it funny, and to do so, I picked a topic I knew well

Human-Computer Interaction and user experience. That was the beginning 

ofmy intersection between my hobby and my professional life. 

A couple of years later, Bill Buxton, who was working on his book Sketching 

the User Experience, met up with us at a CHI conference in Portland. Sketch

ing was of course on his mind and during the course of our conversation, he 

asked ifwe' cl ever considered using comics to aid in our designs. We hadn't, 

but the idea was intriguing. So intriguing, in fact, that I tried it on my very 

next project at Yahoo!. We presented about our experience to IA Summit the 

next year, just when Rosenfeld Media was getting started. Lou Rosenfeld, 

with his boundless optimism, suggested that the topic was worth writing 

a book about. 

At this time, user experience was just finding its legs and a lot of energy 

was spent sharing tools of the trade: practical tools like wireframing, card 

sorting, user research, personas, and more. The idea of using comics to story

boa�d a use case wasn't new even then-there are examples from the 1980s 

and probably earlier of storyboards depicting how someone would use a 

hypothetical product. But it seemed that this technique was an inadvertent 

casualty of the field's maturation and many had forgotten the importance of 

sketching a story before any design work was done. 

Since that first presentation, I was encouraged by those who used and 

adapted comics for various uses-at Adobe, eBay, Google, Adaptive Path, 

and many other organizations. I started seeing examples of comics in use in 

education, the military, and business books. The movie industry has under

stood the power of storyboarding for years, but now product creators were 

recognizing how they could be applied elsewhere. 

Still, I saw a lot of hesitation and resistance. Mostly, people felt they couldn't 

draw or weren't confident they could convince their organization to invest 

time in comics. The goal of this book, then, is not to show off some brand new 

technique but rather to bring back an old tried-and-true technique and help 

you gain the confidence to use it in your work. I hope comics make their way 

into your already rich toolbox. 
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