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SAVI / INDIANA UNIVERSITY
UX Design Lead - via HTC - 2024-2025

Make community data

easier to use.

A shared experience for discovery and
deeper analysis.

Seven separate applications made the
platform harder to understand and
navigate.

— Audited the existing tools and
compared other data platforms.

— Defined Browse and Pro Tools around
different user intentions.

— Built Figma components, flows, and
delivery specifications.

= 52 SAVI

Pro Tools Dashboard

Create a project and add communities and indicators to create custom profiles, reports, and visualizations.

0

New Project

Create a new project to organize all

of your data and visualizations

o
g6

Build Custom Profile

Use a saved community to create a

custom profile by selecting the
indicators to display

Pro Tools dashboard concept - 2025

A two-part experience model connecting product direction to interface design.
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Add Indicator

Search the SAVI Data Catalog to
add specific indicators to your
project for easy visualization

Linl

Create Chart or Graph

Use the Indicators and Communities
in your project to to quickly
visualize data in charts & graphs

&

Add Community

Add communities to a project to
quickly create custom profiles,
reports, and charts

N

Customize Map

Display indicator data on a map and
and customize by adding assets,
adjusting colors, and boundaries

Pro Tools <

T

J

Upload Data

Upload your own datasets to
generate charts, graphs, or add
assets to a map

2

Build Report

Use your project profiles, maps, and
visualizations to assemble a custom
report for a community
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MERCK
Digital Experience Architect - Mobiquity - 2020-2022

Turn discovery Into
experience direction.

Understanding customer needs within a
complex, regulated organization.

The team needed a common view of
healthcare-professional needs and
organizational constraints.

— Designed and facilitated stakeholder
discovery.

— Synthesized customer research into a
needs landscape.

— Facilitated ideation and visualized
concepts for prioritization.

Customer-needs landscape

O ceamn

Cardiologist

| want news and
updates on
available
treatments for
heart failure

KK | like to know what's the latest
on treatments to ensure I'm
providing the right care for my
patients. I tend to rely on
Google when trying to find
information on a drug. | also
like to check in with other
HCPs to see what's working
for them.”

Goal #1: "l have a question”

A person searches on Google

Search experience storyboard

A research-informed basis for deciding which experience opportunities to validate next.
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] Key Activities

€29 MERCK oererite roer Exornce

MVP Focus

+ Check society sites like ACC, AHA, JACC to find new information on .

newiexisting drugstreatments.

+ Check emailsinewsletters for updates

+ Search for specific articles to help understand how products improve

care for various patient types

+ Search on google to see where to find more info about a specific

drug/treatment

® Friction/Pain Points

Optimize HCPs time by providing them with relevant
articles through Doximity (sponsored content)
Provide timely content: send up to date information
and promotions via SMS text

Future Opportunities

+ HCPs are frustrated by the lack of cohesiveness of information across .
platiorms
+ Lack of visibilty for new products or very ltle time to know about them °

¥ Insights

« Google s the primary starting point for HCP info

« HCPs prefer third-party sites for resources

* Most HCPs are unaware of Merck sites

Arrives at any Merck property

Interacts with search

Share reprints as content in MyVeeva
Gain a presence on additional sites beyond D
such as Medscape, Epocrates, and UptoDate

Optimize efficiency and discoverability by aggregating
valuable content in a cardiology hub

Improve discoverability with SEO campaigns that
target specific keywords to improve search results for
ICPs.

Increase value based on activity by providing
recommendations (alerts) to HCPs based on content
views in the hub, MyVeeva, or Doximity.

Provide deeper levels of engagement by offering
personalized promos created as a result of CRM
activity: links to different content topics, based on what
they clicked

Q search keywords

A Merck Website

- Search strip is pinned to the top of the page
+ Search term s prefilled in the search box
+ Search term is highlighted in page copy

Q search keywords©
Relevant filters
() ©

Recommended content

A Merck Website

box Interacts with search filters
XK Q search keywords©@
b Relevant filters
© ©
Top results
A Merck Website

- Search stripe expands to reveal recommended

content and h-scrolling filters

- Filters are prioritized based on popularity

Google images

+ Filter is appended to end of search box similar to

+ Search box expands by pushing page down to
reveal a carousel of search results




SAFECO / LIBERTY MUTUAL

Information Architect / Principal Product Designer - 2016-2019

Give a complex portal a
coherent structure.

Information architecture and content
strategy for an agent platform.

A large content estate and parallel
initiatives needed to fit one agent
experience during platform migration.

— Mapped current and future information
architecture.

— Defined taxonomy and audience-based
content frameworks.

— Aligned separate initiatives through
shared experience models.

Object-oriented Content Model: Products

How the objects manifest into the Ul

Filter to only products

I've written / or current
Concise rules for
State approval

Related documents
and policy forms PRODUCT -
FORMS JURISDICTION BULLETINS

Vocabulary to distill
into glossary

Functionality or stand-
alone applications used in
conjunction with this
product

Object-oriented content model

Information architecture proposed at Q4 2016 / Tree Test 1

List of all changes to this
version of the product

ssssssssssss

‘ NEWS ‘ SSSSSSSS

PROFILE ‘
il m
RRRRRRRRRRRRRRR SUB-NAVIGATION
OVERVIEW

AUTO PROPERTY SPECIALTY ‘
INF

ON-PAGE INFO SUB-NAVIGATION

SUPPORT
SUB-NAVIGATION
BILLING

ssssssssssss

DDDDDDDDD
FFFFF

Content architecture

A reusable architecture for navigation, content delivery, and publishing decisions.
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SAFECO / INSTANT INCENTIVES
Principal Product Designer - 2018-2019

Make the reward more
engaging.

A distinctive agent interaction with a
lightweight implementation.

Reward-reveal animation concept

An established incentives platform needed

Safeco Now?® | customers v Enter customer, poicy, email, claim or phone Q )
a more engaging reward reveal and BT
Clea re r ad m I n |Strat|0n ] Instant Incentives - Rewarding Safeco Producers
' PayPal YRR Pyl ccount e pertepate e

— Designed the agent interface with the Earned YTD Available to Claim

product owner. 1/$25 2 e ]

. Activated offer tracker

— Prototyped a new game mechanic e e

using animation and simple logic. i | 1171050 %
— Defined supporting employee

administration WOrkﬂOWS Agent rewards interface concept

Safeco President’s Award recognition for the redesigned incentives experience.
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GAZE
Lead Product Designer - Founding team - 2023-2024

From product idea to a
buildable MVP.

Hands-on product design for peer-to-peer
video reviews and commerce.

The early team needed a coherent first
experience and a practical scope for an
initial release.

— Shaped mobile and desktop flows in
Figma.

— Prioritized core journeys with product
and engineering.

— Connected prototypes to development
handoff.

Gaze mobile sign-in design

A design foundation and prototypes supporting the early alpha.
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Q,gaze

Signin

Don’t have an account? Sign up here!




APOTHEM

UX architecture, design direction & delivery

Bring a premium brand
into a working store.

E-commerce UX for a time-sensitive
product launch.

The new brand needed a differentiated
Shopify experience ahead of an upcoming
launch.

— Audited competitors and developed
recommendations.

— Created the sitemap, flows, wireframes,
and prototype.

— Partnered with design and development
through delivery and training.

. e
—
i | (s
l [ ]
=] [=] (=] [=] =]
I

AAAAA

\\\\\\\\\\

Sitemap, responsive wireframe, and content model

An end-to-end commerce experience and a maintainable site for the client team.
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NEW
STUFF

v v v

BEST ™ WHAT

SELLERS — WORKS
TOGETHER

< >

GETIT TODAY

ooooooooooooooooooooooooooo
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T-MOBILE

UX track across responsive sprint delivery

.......

Self-service across =T
screens and teams.

uuuuuuuuuuuuuuuuuuuuuuu

nnnnnnnn

UX across upgrades, support, billing,
usage, and navigation. |

Customer dashboard and usage wireframe

Multiple creative and technical vendors oo BT [crooon EBEETT] [ cpooron  EENEN ]

were operating across separate agile s oece [ Py o0 e

processes. S =

@ Next Tuesday m

— Designed functional sections across five W
viewports.

— Coordinated requirements and T
: : : —
interaction patterns across sprints. OO

— Connected design direction, EER - |

Responsive checkout concepts

wireframes, and engineering delivery.

A shared approach to responsive self-service during a major platform transformation.
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NEW YORK & COMPANY

UX design and information architecture

Continued >
suems ‘ I bood ]

== = = = = =) =) =) =) =) =) =)
=] [= =] = = =) =) == =) =) =) =) =]
EEEEEEE E ) =) ) =) =
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Make checkout feel like -
one journey.

b

i

I

i

Desktop and mobile commerce during an
ATG platform migration.

0002000000080A0H

Site architecture

The redesign had to connect shopping, =
basket, and checkout behavior across

devices. L
— Defined category and checkout flows. =

— Created IA and wireframes for desktop = %

and mobile. ==

— Worked through client reviews with | —
deSign and de|ivery teams. Checkout wireframe

A consistent commerce framework with a more streamlined checkout approach.
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AMAZON VENDOR CENTRAL

Organize around
the vendor’s work.

A coherent experience model for fragmented vendor tools.

Information Architect - Retail Systems - 2014-2015

ILLUSTRATIVE SUMMARY

01 02 03

Understand — Organize — Connect

Current tasks and Products and orders. Contextual help.
tool boundaries Payments and performance. Clearer transitions.

A direction for consolidating vendor experiences and simplifying workflows.
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— Deliver

Prioritized design and
delivery roadmap
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HOWIES

UX architecture and e-commerce experience

Translate a catalog
brand into commerce.

Preserving a distinctive voice while
modernizing shopping.

Storefront design

The clothing brand'’s print-catalog
personality needed to survive a transition

= N | N
to a new digital platform. % = =l El' =
—1 =1 B @ =
_ = ==
— Defined the sitemap, shopping flows, = =
and homepage wireframes. =
==
— Worked with the client’s designers and =
brand guardians. = =]
— Connected catalog storytelling to digital ==
commerce patterns. Site architecture and shopping flows

An experience structure for a brand-led store and its NetSuite transition.
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AFFLIGEM

UX architecture and interaction design

Make exploration
intuitive.

An experiential framework for an
interactive global brand site.

Template catalog

The site needed unconventional
exploration without sacrificing orientation
or usability.

— Translated creative concepts into an
experience model.

I ,.‘M‘I‘ A
— Defined the sitemap and reusable weitcnd PG ‘“'ﬁﬂi
template catalog. : N I

v 3 6
— Worked with creative technologists on Affigem 00090

responsive interactions. Canvas and template model

A navigable structure supporting an expressive, interactive experience.
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SAFECO NOW

Product design, research & experience architecture

Refresh the portal

without losing the work.

An incremental approach to agent-facing
navigation and content.

New |A, a design system, and connected
tools had to fit around core sales and
service journeys.

— Facilitated design-thinking work with
stakeholders.

— Connected research and experiments
to portal design decisions.

— Refined pathways to key destinations
through testing.

Workshop sketches

Safeco Now portal design

A practical, incremental refresh strategy for the agent experience.
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ZURICH

Freelance Information Architect - Ogilvy & Mather

From customer intent to
local solution.

A location-aware entry point for a global
iInsurance site.

A global homepage needed to route
free-text customer needs to
country-specific products and services.

— Defined requirements with
stakeholders.

— Designed the homepage interaction
and states.

— Specified routing behavior and technical
requirements.

Tell us what matters most to you and
we will show you how we can help.

e When user selects continue, the epplcation
wdentifies keyword from the enfered text,
ﬁa-uﬁndahlcn&,u-ngoeoha and then
adds the mew “moment” info the tray.

| am pragnant wih twins
“] am pregnant with
Continue \.‘ Eadng®
‘ [T Betheny
“Looking after my new “3pending mors oms “Getting that comer
“Leaming $panich” boen batyy” weth my Samily” ofoe | wart” |
s Fau - Varerze I - Mobart - (= -
( El Lifectyle Family Community Finanoec Hoaith 13 ,

Homepage interaction wireframe

Interaction specification

An intent-based module connecting global entry to local offerings.
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Introduction

Keywords torelevant fertusness cegones

s ot (1 s e e e e
or exarmple. the keyword “pension” in e

I oo whd mep o Gtentctegy

woudin &mmm




ADDITIONAL EXPERIENCE

A broader body
of UX work.

Information architecture, interaction design, and delivery across sectors.

CHAD HALSTED / UXARCHITECTURE
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BADOO

Digital Director / UX - Exposure - New York

Design the flow beyond
the screen.

The Green Room ey The Glam Room —
Ambassador greets attendee at Ambassador greets attendee at Ambassador greets attendee at
It \ce of The Green Room the ent Room the entrance of The Shoot

i

An event-to-social system connecting
registration, capture, and publishing.

Event experience flow

An on-site photo campaign needed assets ﬁ
and participant data to move between o B
physical and digital touchpoints. I D e Fj::):/::z::\‘;
— Mapped registration, event activation, — s |

and campaign amplification. . —
— Defined flows across screens, printers,

profiles, and the campaign site.

'\Facebook\J {,Twitter \J

— Worked with developers on platform

Campaign process flow

integration and data transfer.

A connected event experience spanning physical capture and social distribution.
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BING / DISCOVERBING

UX strategy and architecture - Exposure

A campaign platform
built to evolve.

A scalable brand-marketing experience
for a changing product.

Marketing groups needed a flexible
destination for campaigns while product
capabilities continued to change.

— Facilitated cross-group requirements
workshops.

— Designed the sitemap and
desktop/mobile interactions.

— Connected future product needs to a
reusable platform model.

Site architecture

Map feature wireframe

A robust structure for campaign landing pages and product discovery.
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MSN / DISCOVERMSN

UX strategy & delivery - Exposure

One brand story. Web
and mobile.

UX strategy for a brand-marketing site
concept.

The concept needed to present a broad
content proposition consistently across
screen sizes.

— Developed the overall UX strategy.

— Created sitemaps, process flows, and
wireframes.

— Partnered with the team through design
and development.

A connected desktop and mobile experience proposal.
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\0
msn

Bing

Makn VSN pour MoTecese  Gostightso MOM

OME DISCOVER
news

entertainment

Mobile

MOBILE IMAGE

Tagline for the mobile section

NEWS APPS

MSNBC App
Today App

Rachel Maddow App

NBC Nightly News with
Brian Williams App

Meet the Press App

| Entertainment

o

|Mon|7

=

[zeg

|Communla!hns

News

Static news introduction that remains the same on each news page
(the default browse page and for each app). This will be a general
overview of what news have to offer for the mobile device.

,

b Introduction copy describing
the current highlighted sub-
nav item (mobile browse).
This will describe the NEWS
browsing experience and tie
to the screenshot to the left.

We'll send you a text

SCREENSHOTS OF MOBILE BROWSE
EXPERIENCE

Visit us on your mobile

2 sweite ] e 120052 Jf Rotow

© Mcrozont Legal | Prvacy | Advertzers Microsoft

~ ~
\9 DINg
mMsnN
MSN Mobile . ‘l
< Back home 4 )
News

Browse on your mobile to get breaking news from MSNBC.
Get local news, broaden your worldview or get political. Scroll
through our four news apps for up-to-date coverage.

< All news 4 )

MSNBC App

\
W[n?houe 7 _

ownload on Zune

------.-_ - jﬂad-:_:-_::

J

Visit MSN Now

mobile.msn.com

Follow MSN: n t

Mobile pivot model

© Microsoft Legal | Privacy Microsoft
\.

Mobile Ul wireframe
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TIGER BEER

UX strategy & architecture - Exposure

One campaign.
Connected touchpoints.

An experience model linking a campaign
hub, mobile app, and social channels.

A campaign spanning multiple
destinations needed a coherent path for
participation.

— Mapped the overall experience and
user journeys.

— Designed flows and wireframes for the
hub, iPhone app, and Facebook.

— Worked across visual design and
technical execution.

© 2010 Tiger Beer

Campaign hub wireframe

A common UX framework for the campaign’s digital touchpoints.
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PARTNER EVENTS

TRAFFIC DRIVERS

Experience model
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REI

Give every homepage
story a purpose.

Reusable templates connecting commerce, expertise, and brand.

User Experience Architect - via Filter Digital - 2015-2016

ILLUSTRATIVE SUMMARY

01 02 03
Announcement — Storyline — Evergreen
Lead with a Connect an editorial Make enduring
timely message narrative expertise useful

A flexible homepage approach supporting different editorial and merchandising needs.

CHAD HALSTED / UXARCHITECTURE

04
— Event

Give participation
a clear path
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BIRRA MORETTI

UX architecture - Exposure - London

Map a place-based
mobile experience.

Location, exploration, and mobile
Interactions.

The app needed to connect
location-based content with a simple
mobile experience.

— Defined the application map and
process flows.

— Designed iPhone wireframes and
interaction states.

— Mapped geolocation and
augmented-reality exploration.

A specified mobile experience linking content, place, and discovery.

CHAD HALSTED / UXARCHITECTURE

LOGO

< Home

Your perfect day 10f6

,1. Morning: where would you have a coffee?

Name

(e !

Location

Map Open map and pin on location

Has newspapers?

Good for coffee?
Attentive staff?

Good to linger?

© Blemra Morett! Legal | Privacy
\

Mobile interaction wireframe

< Home

Local loves View all local loves

Photo

themboan | LaStName, Firstname Y.

0]

MAI

PIN oalour

PIN oclowr

PIN oolowr

PIN palour

© Blerra Morettl Legal | Privacy
\

Location-map wireframe
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SAVE THE CHILDREN

UX architecture - Exposure - London

Join the campaign
touchpoints.

A connected iPad, social, and backend
experience for Push for Change.

The campaign needed a clear participant
path across on-site interaction and
connected systems.

— Mapped the experience across iPad,
Facebook, and backend services.

— Created process flows and an
application map.

— Designed wireframes for the participant
experience.

Process and application map

A defined path from campaign participation to supporting system actions.
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Prees for
Change

(call to action)

1ab.

Prees for
Changs

(call to action)

“PRESS
ACTION" +1

ountsr

ACTION" =1

Ofine
move 1o Fad

Data DB

Statue / Wall

Thank you
(confirmation)

1Pad App

Proceszed PM

6b.
FaceBook

StC Page

10.
Spread the

Word
(data capturs)

1
Thank you

(confirmation)

Save the Children
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BING LYRICS

UX strategy & architecture - Exposure

OIr g

Make the next action
clear and worthwhile.

A campaign concept encouraging
search-engine adoption.

The promotional experience needed to
connect a creative incentive with a clear 0.
user action. o

— Pitched the campaign concept and UX e
approach.

IMAGE

— Developed process flows and
landing-page wireframes.

© Microssft

TN ey ] |

Have you ever sang the wrong lyrics?

Shes 5 page

Waks ing your tomepace | Diccaediog com

Gallery of entries I |

Prizes & rules |

Popular submissions (T TN
A, Song tede
. Maurls a nisl orcidapibus sit amet magna
INAGE

frinit gestas etgilla eu sollicit gestas et arcu.
- Sophie K. WY |1 B3
At Song tede

Mauns a nisl orcidapibus sit amet magna
frinit gestas etgilla eu sollicit gestas et arcu.

- First K, AK
/ [ B3

Armt, Song trde
“Mauris a nisl orcidapibus sit amet magna
frinit gestas etgilla eu sollicit gestas et arcu. ~
- Amyone K, NY " v
Arts sthe

Mauns a nisl oradapibus sit amet magna
frinit gestas etgilla eu sollicit gestas et arcu. ”

- Fumt K, AKX " m

Armt, Song trde
“Mauris a nisl orcidapibus sit amet magna
frinit gestas etgilla eu sollicit gestas et arcu. *

- First K, AK EHt

Never let it happen again

Make Bing your Homepage and
have all of Bing’s integrated search
features right at your fingertips

Make Bing my
Homepage
Get a free music track and

be entered to win

* $20 on Amazon.com
(this week)

Tell my story

Get a free music track
and be entered to win
* VIP concert tickets
(this month)

* $100 on Amazon.com
(this week)

— Guided the experience through visual
design and development.

A complete campaign experience model from incentive to action.

CHAD HALSTED / UXARCHITECTURE

Landing-page wireframe

blng Lyrically

Home Submit your story allery of entries

Share youkstory @

‘et

Never get your lyrics
wrong again...

Spread the wor d:

&'ﬁ
&!

Campaign design

Prizes & Rules

/

“Wooaah, livin
an

ell us about your own mistaken ymmnem-a S
wsempnuanwwn 100

draw for VIP. concen okets nuryo\l.

23



DE BEERS

Information architecture - Sapient - London

Make corporate content
easier to connect.

De Brers

Information architecture and a
cross-linked media experience.

Media center: content listing

A large corporate site needed clearer —
journeys and better relationships between R S
content and media. norelll Kty

Conflict diamonds
Envionment Botswana

Search by tag

— Developed personas, process flows, "
and Sitemaps. Browse by type Recent press releases  E)rss Events Featured media

Israeli Diamond Videos = Images Speeches
Confer
ocation

lore events °

19/01 Headline text here headline
eadli

— Designed the site’s information
architecture. - WF i

— Specified a media center using tags to
connect assets and posts.

Media center: overview

A structured content experience with purposeful links between related material.
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MANGAHIGH

User Experience Architect - London

Game-based maths.
Designed for teachers.

STeelE a | §
A -
s fBlEs 2
2128

i g

An early product experience for teaching | | & T =T
and learning. .
Teacher interface wireframe
The product needed to make game-based |
learning simple and useful within teachers’ T T T T

Maths T | | Lesson queue
real Work. D e

yyyyyyyyyyyyyyyyyyyyyy

nnnnnnnnnnnnn

— Worked with the founder on features
and priorities.

uuuuuuuuuuuuuuuuuuuuuuuuuuuuuu

- Specified teacher and author workflows.

TEREERE

— Connected product concepts to iterative
design and development Author interface wireframe

A launched early product developed through ongoing feature iteration.
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MARTINI 150

UX architecture - Exposure - London

Design the experience
behind the campaign.

A social-photo film experience with
supporting moderation tools.

The consumer journey and the operational
workflow had to fit one campaign system.

— Captured requirements and user
journeys.

— Designed entry flows and participant
wireframes.

— Specified CMS, administration, and
moderation interfaces.

'E YOU HAVE W
{ES TO CELEBR
| THE LEGENDS
IE MARTINI'150
IVERSARY EVER

CREATE YOUR FILM TRAILER »

Creative concept

1| artini on
U
Campaign i i
e uee Crammamony [ 7] Choose nds = Adphotos |+ S ONSIE
site user
J L /’»' )
/"3‘
[
/]
Details of the
Event

|
|
|
- P ~ "‘

/

Facebook Notification Pacebook | /

from friend/ad Landing/ [
[VE{-1g Create an ents

Participant journey and moderation flow

A defined consumer experience supported by operational tools.
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Market optional
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MICROSOFT AZURE / WP7

UX architecture & delivery - Exposure

Bring product content
to a mobile platform.

A mobile app and content-management
model.

The experience needed to organize Azure
content within the interaction patterns of
Windows Phone.

— Created process flows, content maps,
and wireframes.

— Designed home and panorama
interactions.

— Specified a CMS and collaborated
through release.

Knowledge App

- s

Early app visual concept

A mobile product-content experience delivered for the Windows Phone Marketplace.
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WINDOWS AZURE
home

CYAVI(S

. gpplication
services ev

elopment

customer
evidence

157
applications

Windows Azure

Windows Phone home design



NBA FANTASY

User Experience Strategist - New York

Lineup
Make league setu —
PG Steve Nash - PHX [PG] Trade Drop [ps [-]| - - SEA - LAL @UTA -
u SG Ray Allen - SEA [SG] # Trade Drop Hou - @PHX - - @POR  @LAL
G Stephon Marbury - NYK [PG] & = Trade Drop DET @CHI = - @NN - @TOR
= SF Tracy McGrady - HOU [SG, SF] Trade Drop @SEA - @R - - NOK
PF Jermaine O'Neal - IND [PF, C] ] Trade Drop @PHI @MIL - @MA - NJN
F Gerald Wallace - CHA [SF, PF] ] Trade Drp  [F__[7] MIA - - ecH emL -
FC Danny Grainger - IND [SF, PF] ] Trade Drop @PHI  emMiL - @M < NN
c Samuel Dalembert - PHI [C] Trade Drop IND  @B0S " - ORL  @DET
UTL Carlos Boozer - UTA [PF, C] = Trade Drop [u_[+] | ecesw = DEN -  @DAL PHX
Bench Bonzi Wells - HOU [SG] Trade Drop @SEA - @POR - - NOK
R h 1 = = f Bench Mike Bibby - SAC [PG] Trade  Drop - @MEM @sAs - GSW - elAc
eS e a rC a n d I n te ra Ctl O n d e S I g n O r a Bench Eddie Jones - MIA [SG] Trade Drop o @CHA WAS o IND
. Bench Brandon Roy - POR [PG, SG] || Trade Drop @SAs = HOU -  @LAC SEA
CO m | eX S etu O u rn e Bench David West - NOK [PF] - Trade Drop [Bench[~] | - LAC - DEN  @Hou
p p J y' Bench Tayshaun Price - DET [SF] =] Trade Drop @NYK - ORL - @TOR - PHI
Bench Boris Diaw - PHX [SF, PF, C] e SEA - LAL  eUTA

2| |w| |=
AN
sl RIR
A ENE
5

gl [dId
2

©
i
o

Lineup interaction wireframe

League Configuration required many

St el 2 Chrge Pek Brsten i Chargs Actopck 2w for TeMéal

decisions and a clearer path through e N T

th e Player Indo |
l I l_ . [estog
B .9:‘.8. b Town Steve Nash PHE-PG] e

B W T 14

I =T 7 ~

— Synthesized user research and task R[S ————

: I | [ e e |
" A, Py 4 2 13 ? X o © 2 © © w -
ana ySIS | ey

— Designed a wizard-style setup |5 . = wismsaais e ]|

— Developed dashboard and lineup T el
Wireframes. Draft interface artifact

A clearer sequence for the decisions involved in creating and running a league.

CHAD HALSTED / UXARCHITECTURE




TRIBEDECIDE

UX architecture - All Star Directories

Test the product model
before scaling it.

A proof of concept for social
decision-making.

Site architecture

The concept needed to motivate
participation while supporting a
sustainable product model.

— Mapped the service and information
architecture. -

— Designed question listings and
navigation states.

— Developed a proof-of-concept
experience around decision journeys.

Question-listing wireframe

The proof of concept launched; funding to scale was not secured and the project was paused.
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BING + OPRAH

UX architecture & delivery - Exposure

IMAGE

Coordinate a journey ong ——
across organizations. -

5 .0rg. Your
donation will be put owards heiping fund a
ci3s5r00m project of your cholce.

@RI

. . . Ch Bi d We Gi Bing Education M.
A multi-party holiday promotion. cose e =
Cj $ 500,234 s ) e Help give $1 million to schools
Our goal is here w Help Bing help schools this holiday season.
= \ m 2 o 1 :w , donate $1 mil Help now!
(  HepBinggive |

OPRAH,S FAVORITE BING HELPS m'e'e it a“ m.“ $ XX,0000 to date Our goal $ 1m Our dream Great stories
THINGS EDUCATION ]

Oprah's

The participant journey crossed Bing, |
Facebook, DiscoverBing, and e . Sy
DonorsChoose. B

. hl ids /
Connect with more of Oprah's eam more ways that B '‘Quote from kids / school”
Vis ; ":ea c helps education < >
= Stay in the know
Sign up here to learn more about Bing and education

Spread the word
Tell your friends about the

— Mapped the process across e [T =
organizations and platforms. i (D D S

[STAY INFORMED |

— Created the sitemap and landing-page
wireframes. e ——

— Guided the experience through design
and technical delivery.

Landing-page wireframe Campaign design

A connected campaign architecture across multiple partner systems.
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GRAND HOTELS

UX architecture - Exposure - New York

Connect a family of
hotel sites.

UX strategy, information architecture, and
iIntegration planning.

Related hotel sites and their supporting
systems needed a shared architecture.

— Mapped the technical ecosystem.

— Defined UX principles and the
information architecture.

— Created conceptual wireframes around
integration points.

“““ et Cartan 01 = e
(Comporate) (Rooms, Offers & Packages CMS) , Blip.tv ;
R (Viges hostng) :
Rzom photos & retes )
Vet wrytcs | 1w zen : Videcs
——— e > " | Legh —— »
3
— ? GrandLifeNYC._com
Troecaorma e R S
r =
| a A |
Regquest ke I
Registration
(EmaliCampaign Mgt.) |
Emel records

Technical and experience architecture

A common structural view connecting the sites and supporting systems.
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SAFECO / INSTANT INCENTIVES

Agent incentives:
redesigning participation

A valued rewards program, held back by a difficult legacy experience.

Sole designer - Agent and admin experiences - 2018-2019

CONTEXT

Qualifying policy activity earned reward opportunities, but
registration and aging technology made participation and
support harder.

ADMIN AGENT

RESPONSIBILITY

| owned the agent and admin experience, working with
product and business owners to connect reward rules,
campaign administration, and the reveal interaction.

Campaign & rules ——> Qualify

Configure campaign
and reward rules

Policy activity
earns opportunity

——> Participate ——> Reveal
Enter the Experience the
campaign reward reveal

One design scope across business rules, administration, and agent interaction.
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SAFECO / INCENTIVES

Fix the friction
people work around.

The program was valued even when the process got in the way.

Findings from the project

ILLUSTRATIVE SUMMARY

01 02 03

Enter — Qualify — Attribute
Reduce registration Make campaign Reduce manual
friction opt-in explicit code handling

Three design priorities: easier entry, explicit campaign opt-in, and a better reward reveal.
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— Reward

Build anticipation.
Give clear feedback.
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SAFECO / INCENTIVES

Product design and interaction specification

P rototype a System that Game mechanics — lightweight and scalable Q)

To have a greater chance of capturing the attention of agents and creating stickiness for the overall
experience, we can utilize more & different vehicles to deliver the “reward” for our agents.

can vary. s

., W -,

. e W,

-, -, -

., - -

- Lo vty over ™ T+ eyt oy s
An experience framework that connects Storvboars g pgem 5
creative variation to operational control. Initiate L

Experience Reward

Rewards framework and storyboard

The rewards interaction needed to support Admin Sitemap
changing campaigns while remaining
lightweight to implement.

— Developed the rewards framework and
experience landscape.

Audience Incentive Payout

Campaign Audience Incentive

— Worked with product, business, and
channel-engagement partners. L o L, SR o .

— Connected game concepts to
administration and reporting needs.

Administration sitemap

A scalable design approach for changing themes and reward experiences.
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SAFECO / INCENTIVES

Design priorities and interaction concept

Make the next design
decisions explicit.

Proving out the new ,,,)—v\’?l'Eﬁ experience m

Initiate Play Win!

A small set of changes with a clear Version 1
p u rpose . .National Sales Meeting

Showing a new experience for TMs

The redesign had to improve the
experience without adding unnecessary Version 2
implementation complexity. e & now oxperionce for agents

*  Quick implementation of new theme

(1 day)
* Branching experiences based on

— Streamline the registration path. predeterminectrewerd

— Add explicit opt-in for each campaign.

— Prototype a more engaging
reward-delivery interaction.

Prototype themes for reward delivery

A testable direction connecting participation, attribution, and reward feedback.
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SAFECO / INCENTIVES / SCALE

One reward framework.
More ways to play.

Keep reward logic stable. Change the creative experience.
Experience architecture and interaction specification

DESIGNED FRAMEWORK

01 02
Shared engine —> Shared interaction
Campaign rules Initiate
Pre-set reward Choose / play
Reveal

Reusable interaction specification for GIF, MP4, and HTMLS5 creative assets.

New themes use the same interaction specification and underlying reward logic.
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—s Variable presentation

Themes and backgrounds
Characters
Animations



WORKING TOGETHER

Where | can
make a difference.

Senior individual contribution with the perspective to connect the whole system.

CHAD HALSTED / UXARCHITECTURE
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SAFECO / CONTENT STRATEGY

Information architecture and content strategy

Let content structure
guide the experience.

A deeper view of taxonomy, audience
needs, and publishing models.

The portal needed shared principles that
could outlast individual page designs.

— Organized content around audience
and task needs.

— Defined reusable models and
publishing structure.

— Connected governance and design
decisions to the experience framework.

Guiding principles

Information (content) greatly loses its value due to excessive noise and weak organization. Following these
four guiding principles will ensure that information will be accessible to agents where and when they need it.

Radical simplification

9 The best information,
not all the information

e Multiple pathways to
the same content

o Relevant & personalized
to my role and activity

Guiding principles

Industry, products, and processes can be complicated,
so make finding information as simple as possible

Always present the *best* information first, and give
users the ability to reveal older or alternative versions

The terms a user navigates through in *browse* mode
should return the same content when used for search

Prioritize information according to my role (agent /
employee) and recent activity whenever possible

Safeco Now — Organizational Strategy | v5/R2/ July 2017

The MY AGENCY section will surface all data, information, and content related to the agency. It is
geared toward the Principal user role. and provides all tools and information necessary to mange the
agency'’s relationship with Safeco.

Orient users to the NEW experience
360 dearee view of Safeco system
Surface urgent & important messaging
Land Safeco campaigns

Provide access to “legacy” tools

oo h N2

Surface recent activity & content

. Feature carousel for campaigns &

. Lists for recent activity and content
. Data feeds for agency performance

g CONSUME goal NAVIGATE FUNCTIONAL focus INFORMATIONAL

E <

§ TECHNICAL voice PROMOTIONAL DATA information CONTENT
Objectives Features & Functionality Ownership & Governance

* Programming strategy | Set quarterly

marketing promotions .
by executive team

+ Enhancements | Owned by Online

and metrics Experience
. Quick links to legacy tools and new « Operations | Managed by Online
task flows .
Experience

Strategic content framework

A common basis for organizing, delivering, and maintaining agent content.
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MERCK / EXPERIENCE STRATEGY

Keep the path from
evidence to concept visible.

A deeper view of discovery, synthesis, ideation, and visualization.

Digital Experience Architect - Mobiquity

ILLUSTRATIVE SUMMARY

01 02

Discover — Synthesize

Organizational and customer Needs, jobs, and opportunity
context areas

03 04

Explore — Validate

Workshop ideas and visual Prioritize the next experiment
concepts

A shared sequence for turning learning into the next design experiment.
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Ideation and prioritization workshop
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