Creating
Delightful
Experiences

How to find the perfect
balance between what
users need and what the
business want.




In the next hour

3 Projects in 45 minutes

~2 min

About me

3 things about me

~40 min
3 Projects @ One Drop*

*Briefly on One Drop

1. Using Al to help people create and stick to healthy habits
2. Increasing User Engagement in Week 1: The Sign Up Flow

3. Increasing User Engagement in Week 1: The First Time Use experience

~15 min

Q&A

Anything that was unclear, unexplained, unsaid



There and back again...

3 things about Sara Traversari

1. A Globe trotter

I worked in Italy, Silicon Valley, London, and now New York, experiencing all
sorts of working environments.

2. The Collectivo Design Café

| started hosting free events for designers, user researchers, and anyone
involved in product development, that want to learn more about other
people experiences. This allowed me to provide mentorship as well as to
learn more about other designers and product people experiences.

3. I love reading and learning

I'm very passionate about cognitive science and behavioral psychology; I'm
a voracious reader of sci-fi, crime novels and fantasy; I'm learning to play
the clarinet and sometimes | like dabbling with my painting gear.




BRIEFLY ON

ONE DROP

Helping people with chronic
conditions take control of

their health

On iOS and Android




BRIEFLY ON ONE DROP

Helping 3 million people
worldwide reimagining

what's possible

Screenshots

iPhone

Reimagine
possible

One Drop is a free, award-winning app for people
living with diabetes, pre-diabetes, high blood
pressure, and high cholesterol.

One Drop simplifies staying healthy, so that you can

reach your full potential.

Apple Watch

Get personalized advice
from your coach

\

Proud of you! You've almost
reached your activity gosl

o How do you feel?

charge of my e again

Change habits with
customized content

an -ll'-\
o

Learriflg Résources

Ready 10 @Xplore your first topic?

Welcome, Rick!

Mealthy change b
steps, Explore th
One Drop and les

Topics
Let's Get Started >

Review basi: Information about type 2 dabetes,
meet your coach, and get tips for success

® Living with Type 2 Diabetes >
Dig deeper inno the causes, effects, and
complications of type 2 dabetes.

Why Blood Sugar Matter

One Drop runs on iOS and Android and lets you
track all your health data in one place, be part of a
supportive community, and explore health news,
recipes, and tips.

Know what to do next
with health forecasting
and insights

(v

<

Glucose Forecast

ave)
Next 8 hours

Updated 2 mine sge .
Your ghucose is likety 10 go low
In 6 hours.

122 146 124 65

Snack time! A small snack
1 hour before a low can help
keep you in range.
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Your blood pressure has been
increasing over the\ast week.

Check in with your coachto explore

why.We're here to help.

Tab|’ Ofc n

Using Al to help people
create and stick to
healthy habits

How to increase self-monitor behaviors
of hypertensive members



PROJECT OVERVIEW

Data showed Hypertensive Members' low engagement with Blood
Pressure self-monitoring. This could bring to poorer health outcomes.

TEAM MY ROLE
Behavioral Support Squad Design Lead
(PM+Devs&Data Scientists+QA) - Research activities

- Design and validation

- Support during the delivery phase.

My work impacted the success definition of
the project and defined the metrics to
consider. It ultimately changed the behavior
of our members.

PLATFORM AND TIMELINE

Android and iOS
8 weeks from the Discovery to

Design&Validation.

This project launched in May 2022.



SITUATION

Low engagement with Blood Pressure self-monitoring

Clinical studies show that self monitoring 2x/week prevent complications due to hypertension.

One Drop premium members were below this threshold.

25%

BP logging 2x/wk peaks in week 2: 20%
(by this time, all members have received devices)

20%

15%

Levels off in weeks 8-14 (9-10%)

10%

Steep decline through week 7 (9%)

5%

Declines at slower rate week
through week 20 (6%)

Blood pressure weekly logs
Only 20% of members log BP in
week 2 after initial app open;
15% in week 4,

9% in week 8

6% in week 16.

0%
' Week 01 Week 02 Week 03 Week 04 Week 05 Week 06 Week 07 Week 08 Week 09 Week 10 Week 11 Week 12 Week 13 Week 14 Week 15 Week 16 Week 17 Week 18 Week 19 Week 20 \

Pop. size n=408 n=394 n=364

!



SITUATION

Two ways to log blood pressure

One Drop delivers a smart blood pressure cuff to qualified members that syncs automatically with
the One Drop app. Data showed that most qualified members had synced their device.
Members can also log their blood pressure readings manually in the app.

Members that logged at least twice at week 2

80%

Use a connected device

Select your blood pressure cuff

>

Today, 8:50 AM

Withings BPM Connect

. ’

A&D Blood Pressure Monitor

20%

Log manually




TASK O: FIND A WAY

Investigate why

| conducted semistructured user interviews with members and PCPs to understand better the
member experience when dealing with self-monitoring blood pressure.

Members semi-structured

interviews

Members find the action of self-
monitoring generally cumbersome.
They also think that self-monitoring is
not necessary and that blood pressure
is not a priority, not even for their

doctor, unless is symptomatic.

PCP semi-structured

interviews

Doctors know that self-monitoring is a
cumbersome activity and that if they
ask too much to their patients they are
less likely to comply. Doctors have a
“system” to keep an eye on blood
pressure, accordingly with the health

profile and behavior of their patients.

Research Outcome: a

different definition of success

This research brought me to push for
changing our definition of success:
mimicking what doctors do, a better
definition is tailored to the member
health profile and behavior and that
looks at the consistency of self-
monitoring instead of the pure

frequency.




TASK O: FIND A WAY
Current Experience

The As-Is analyses and the interviews insights provided me with pain-points and opportunities to
improve the current user journey. In particular in the phase called “Learning&Habit Building”.

Blood Pressure Self Monitoring
User Journey

Learning & Habit Building

Members have set up their cuff and the
first automatic log is received by the
app.

Pre-acquisition Cuff Set up

Episodic state Steady state




TASK 1: DESIGN PROMPTS AND REINFORCEMENTS

Design Hypothesis: a nudging system of prompts and reinforcements

To increase self monitoring and produce better health outcomes,

One Drop will deliver a nudging system that serves prompt and reinforcement messages tailored to the
member health profile and behaviors, using an Al engine that learns and adapts to the member’s evolving
health profile and behaviors.

Success will be defined accordingly with the member's health profile and self-care attitude and will depend on
the consistency of the acquired behavior.*

*Member A never monitored and starts monitoring 2/month for 6 months in a row, becoming a consistent member. The new target for

member A now is to self-monitor once a week.



Table of contents

Mapping the nudging system

system is made of 4 elements: the API, the Artificial

Intelligence engine, the user behavior, and the app

All case scenarios are described into this chart. The ﬁ '

behavior. At each step, these components have
specific roles and will affect the Ul with the aim to
generate the sequence of prompts and reinforcement

messages most pertinent for the user.

| used this chart to prototype and user test the system. I (




TASK - DESIGN PROMPTS AND REINFORCEMENTS

Design Validation - deliver prompt and reinforcement nudges

Nudge mechanics

With this test | wanted to see what
mechanics work better when it came
to nudge the user in doing something
they were not thinking to do.

The challenge was to avoid being

ignored or annoying.

Nudge timing

This test helped me understand better
in which moments the user is most
receptive to a nudge about something
they were not thinking about. | found a
total of 9 ideal moments for both

prompts and reinforcements.

Nudge language

The language used in the prototype
was the language used by the doctors.
| wanted to find the right balance
between precision and understanding

for the One Drop members.



TASK - DESIGN PROMPTS AND REINFORCEMENTS

Design Validation - Scenario walkthrough

Finding a formula for prompts and reinforcements

This test helped me validate whether the mechanics proposed are aligned with the participants’ expectations. | also

collected insights on prompt/reinforcement deliveries.

This helped me identify a formula for prompts and one for reinforcements.

Example of nudge mechanics and timing

Example of in-app message language tested

Monday, October 5

Check your blood pressure

Your blood pressure was a little high
yesterday, Try to relax before checking it
again.

Remind me:

In 2 hours at [###][##] V

In 4 hours at [###][##]

Ok, see you later!

In 8 hours at [###][##]

8:21 il -

Today O®

Keep it up with your Blood Pressure Readings!
Checking often helps you and your doctor make
better decisions about your treatment. See how

Welcome, Andrea!
Today is going to be a good day.

. Working with Your One
Drop Coach

I\ Read- 4 Min

Try Logging Your Meal

Add

5

w

. Try Logging Your Medications

8

Add

Your Reminders Missed Reminders

O Glucose 7:00 am

Today

821 il 7 -

Today O®

Welcome, Andrea!
Take a moment for self-care: Check your blood
pressure now. Why?

1. Working with Your One
Drop Coach

I\ Read -4 Min

2. Try Logging Your Meal

22 Add

3. Try Logging Your Medications

22 Add
Your Reminders Missed Reminders
O Glucose 7:00 am
Add or Edit

Today My Journey

8:21 ol T -
Today 0@

3 Blood Pressure Readings! Checking often
helps control the side effects of your
fe treatment. Make it 4 now

Welcome, Andrea!

Today is going to be a good day.

Your Reminders Missed Reminders
You don't have any reminders today.

Add or Edit

Featured Topics

Building a Physical Activity Routine That
Works for You

o

Today Guidance My Journey




TASK - DESIGN PROMPTS AND REINFORCEMENTS

Validation outcome

140+ nuggets with quotes, 10 insights, 3 general takeaways
helped me identify how to structured a Prompt and a
Reinforcement message.

“% BLOOD PRESSURE X
Anatomy of a Prompt
y P Andrea, you are so close!
Elements that make a prompt more effective for our Members Check one more time.

You checked your blood pressure [x] weeks in

Objective: to prompt our Members to do something they are otherwise arow. Make it [x+1]!

unlikely to do
Remind me later

e Acknowledgement of previous good actions, if applicable ° o 0 o
WEEK 1

OPENER “I'm listening, tell me more” WEEK2  WEEK3  WEEK4  Today

e  Callto action (it's not always a button)
WHAT “What are you asking me to do”

e  Show a motivation for the call to action - be concise
WHY “I'm intrigued, | didn’t think about this or | knew and | wasn't considering it

e  Explain the consequences of the action Call to action, if applicable and
be concise 3 one proP 3m ago
EXPECTATIONS “What am | gaining from it, what will happen if | do this” Great job stepping on the scale today!

e  Alternatives to the action (optional) Go the extra mile: check your blood pressure now
FORGIVE “What if | can't do it now? What if I'm still not sure?” to see how it changes with your weight.




TASK - DESIGN PROMPTS AND REINFORCEMENTS

Validation outcome

140+ nuggets with quotes, 10 insights, 3 general takeaways
helped me identify how to structured a Prompt and a
Reinforcement message.

Anatomy of a Reinforcement
Elements that make a reinforcement message more effective for our Members

Obijective: to reinforce our Members to keep doing something they would otherwise do
less of “% BLOOD PRESSURE X

You're on aroll, [Name]!

X . . You checked your blood pressure [5] weeks in
e  Acknowledgement of the previous good actions - be specific arow. Reward yourself for taking care of your

OPENER “I'm listening, tell me more” health.
e  Provide guidance on how to proceed - be concise
HOW “How can | keep doing it? Can | do less? Should | do more?”
e  Say why that was a good action - be concise
WHY “I'm intrigued, | didn't think about this or | knew and | wasn't considering it”
e Anticipate the expected outcome, if applicable and be concise
EXPECTATIONS “What am | gaining from it, what will happen if | do this”
e  Optional actions to know more or better
TOOLS “I want to know more about the whys and the hows”

50 Ways to Reward Yourself




Results

Nudging cards to deliver prompts and reinforcements

Today

“% BLOOD PRESSURE

Andrea, you are so close!

8:21 il & @& .
' Check one more time.
Today & Food . 1 252 You checked your blood pressure [x] weeks in
Dinner - 8:25 pm Calories arow. Make it [x+1]!
(0 EEEDTEEIE X Remind me later
Log more +
Andrea, you are so close! ‘ gmel

Check one more time.

You checked your blood pressure [x] weeks in
arow. Make it [x+1]!

Remind me later

e}

>y FOR YOU !
‘m i Welcome back, Andrea

.. Building a Physical Activity Routine That i ;
A Works for You Today is going to be a good day.

Read - 4 Min

Welcome back, Andrea!

Your Reminders View all
Today is going to be a good day.
“% Blood Pressure <4
8:50
Your Reminders View all
“Z0 Blood Pressure <4
() Blood Glucose For You

9:15

Building a Physical Activity Routine That . ,
................................................... bbb Mmoo If video doesn't start

PLAY IT HERE



https://drive.google.com/file/d/1WUUtvvn_9RP6CpqA5jdyupWZi2UwvJ0t/view?usp=sharing

Results

Sample of early results since launch (early May)

Compare v [l Funnel steps v
Info about antecedent Self-incentive
prompt - 13.33% @ reinforcement - 16.67%
821 821 il = - ot
Prompts 12
Today Today
% BLOOD PRESSURE X % BLOOD PRESSURE X

Things are better when you Take a moment of self-care:

pair them together. Check your blood pressure.

To help you check your blood pressure Check it now and reward yourself for taking

regularly, do it before or after another routine

care of your health.
like eating dinner or brushing your teeth.

13.33%

5 tips to make a habit stick

AsmCardDisplayed AsmbDeeplinkClicked

Compare v |l Funnel steps +

reinforcement + 2

821 8:21
Today Today
% BLOOD PRESSURE X “% BLOOD PRESSURE X
. 25%
Well done checking your You're on aroll, [Name]! "
blood pressure [today]! You checked your blood pressure [5] weeks in
Check it again next week at the same time to arow. Reward yourself for taking care of your
health.

build a routine.
AsmCardDisplayed AsmCardDismissed
Set a reminde

Reinforcements




Increasing User
Engagement from the
Sign Up Flow

Part 1: The Sign up flow




PROJECT OVERVIEW

Members were not engaging enough during
the first week of usage

TEAM ROLE
Onboarding Squad Design Lead
(PM+Devs+QA) - Discovery activities

- Design and validation

- Support during the delivery phase.

The project touched 2 areas: the sign up
flow and the First Time Use (FTU) experience
for both Consumers and Enterprise
members. The Enterprise experience was
prioritized but learnings were applied to
both segments.

TIMELINE

12 weeks from the Discovery to

Design&Validation.

Start-to-launch, the project lasted 6
months.



SITUATION

Enterprise and Consumer members
engagement accordingly to the data

Average retention

Gap between Sign Ups and App access - Enterprise only

@ Jul 1, 2020 — Dec 15, 2020 Today Yesterday 7D 30D 3M 6M 12M

@ Jul 1, 2020 - Dec 15, 2020
100%

80% Only 53% of new users engage

(o)
u ~30%
with the app during week 1 after
their initial session (days 7-13)

60%

Of members that sign up, don’t
even access the app

<1Week Week 2 Week 4 Week 6 Week 8



TASK

Investigate why of low engagement

Customer Success Insights

Calls and messages to our Customer
Success team revealed the 2 most

common issues:

- Enterprise members were not able to
retrieve the correct account credentials
- Both Consumers and Enterprise
members waited to receive the device
paired with their program

User Research Insights

A longitudinal study conducted by the
user research team, revealed the fact
that most of the users expectations
were not met once logged into the
experience. Particularly common
issues were the lack of call to action
and unmet expectations once in the

landing screen.

As-is Analysis

This analysis allowed me to identify
broken patterns and heuristics that

needed to be fixed:

- A disjointed, non-user friendly flow
and lack of clarity about One Drop
value for enterprise members

- Generally poor First Time Use for
both audiences (no clear call to action
and unmet expectations)



FIND A WAY

Opportunities Mapping

| mapped the opportunities on top of the Enterprise user journey, highlighting
the areas that needed intervention.

Enterprise Members Journey

Awareness & Consideration Getting Started
Learning & Evaluation Continued Engageme!
User Flow i |
| Drop-off ;
Learn about App Download e Connected Building a
offerin Enroll (Portal) & Sign-in Orientation / First 7 Days Device Set-uj Routine Habits established and monitor progress.
9 u Initial actions P
by mapccont 71 progem i S
T s Sk Ao FesTime s e
In App - current A First Time Use Experience Retaining Experience
JevfAbule Stors sees Profile section: Badge/rewards programs (7).
emai 1 Emaitss:
Other Channels - current Warkeing st L ol S5, [m—— o Conemation Scroin ez SHS KRG poirsSatup
. posters,...(digi physical) ax el o orientation chayes pdpspetngd instructions.
(Web pages, Email, SMS, ...) o~ e supplies Dy §) sassion Oay 21) i
Email #1. i | (eineiis Email 43: Email 47: Sat-
O+ ematrs
Contirmation | "0 | Gomion | Gourerd | MIIT | E | Loty | 72 s?
0 7 B o (2 e e
Problem Statements € ©3-M)
2 W
o I feel over whelmed or uncertain about getting started (6.6 and 11 votes - H)
[ ] m ready to get started but | don't know how to use the app (7.0 H)
B ‘The app isn't as valuable as expected when | tried it
[ ] The app isn't working as | expected (H)




FIND A WAY

Design Hypothesis

By seeding fair expectations from the first step of the Sign-Up flow, and by reflecting those expectations in

the First Time Use (FTU) experience, we will be able to increase the retention rate of Day 1.

Web Experience In App Experience
Mkt Assets Employer LP App Store Sign up/Account Creation Profile Assessment
""""" 1
! 1
Employer Overview I Download 1 Eligibility Act. Details Survey : Get your
Email I 1 I devices
Template : I :
1
v | !
Exposure to the information Reinforcement of the information

Areas of intervention:

1. SIGN UP FLOW REDESIGN - Enterprise members: Create a
seamless flow that establishes expectations from the earliest
touch-points and reinforces them all the way to the First
Time Use (FTU)

2. FTU SCREEN REDESIGN Improving usability and
discoverability in app by designing a Getting Started Guide
with a learning-by-doing approach

1st session in app experience

Informational Needs

Usability Needs



PART 1

Sign up flow redesign - Enterprise members

Objective: Create a seamless flow that establishes expectations from the earliest touch-points - aiming to

reduce the gap between sign ups and first session and prepare for the First Time Use (FTU) experience.

Learnings will be applied to the Consumer flow where applicable.

[ —— ——— = = = — = = === = — - — - — =
Web Experience
Mkt Assets Employer LP App Store

cETTEEEE" I
l 1
Employer Overview I Download 1
Email 1 1
Template : 1
- I

Exposure to the information

In App Experience

Sign up/Acce

unt Creatior

1
Eligibility Act. Details Survey : Get your
. devices

1st session in app experience

Informational Needs

Usability Needs



SIGN UP FLOW REDESIGN

Design Approach

Native Flow

The new design aimed to bring the
whole flow in app to provide a
consistent channel and to bring the
users into the app experience earlier

on.

Steps consolidation

The new flow also consolidates the
number of steps and their sequence in
a way that reflects the users mindset

once they start signing up.

Seeding expectations

While retrieving information from the
users, the new design gives useful
information on what to expect at each
turn during the flow. This is to
reinforce the decision to move forward
into the flow and complete the sign up

successfully.



SIGN UP FLOW REDESIGN

Design Validation - low-fi prototype

. ®

Welcome to One Drop

You've just taken the first step on an exciting
journey toward better health.

1. Create an account

Confirm your eligibility and create your
account.

2. Personalize your program

Take a 5-minute survey, so we can
personalize your experience.

3. Get started

Order your devices, explore the app, and
start your health transformation.

Create Account

Open ended task

821 ol T -

1. Create an account
ACCOUNT DETAILS

821 ol T -

1. Create an account
CONFIRM ELIGIBILITY

€ Back
Great, you are eligible! Create an
account now.

These will be your credentials to sign in to the
One Drop app and access your program.

Why we ask
Email
Password

®
Min 8 characters, at least 1 number, and a special character like
Confirm Password

(]

Need Help? Email us

Confirm your eligibility to create an
account

Type your name and date of birth to confirm
your eligibility for free access to One Drop.

Why we ask

First Name

Last Name

Date of Birth

By continuing, | agree with the Terms &
Cond Privacy Policy, and

Agreement & Terms,

Need Help? Email us.

Hold on.
Your account is almost
ready.

5 participants (1 female, 4 males, between 39 to 59 y/o) were provided with a scenario in which they are invited to

imagine that their employer sent them information about One Drop; they were to decide whether they would sign up to

One Drop and how they would go about signing up.

SCENARIO

Imagine that you work for a
company called Moose.

As part of their health benefits
package, Moose offers you a
digital subscription to One
Drop, a health app that aims to
help you manage your health
conditions.

One Drop comes completely
free to you. Whether you sign
up for the app or not is
completely up to you.

You've seen some posters in
the cafeteria about One Drop.
This morning, you have also
received an email from Moose,
informing you of the new
offering and describing what
the One Drop app subscription

‘anliidac

If video doesn't start
PLAY IT HERE



https://drive.google.com/file/d/1oVQLN1rs3bxYO5z3F1PHw4xAvQ5sOgJe/view?usp=sharing

SIGN UP FLOW REDESIGN

Design Validation - low-fi prototype

Information needs

The purpose of this test was to assess
the efficacy of the new Employer User
Activation flow in conveying the
information needed to set fair
expectations regarding One Drop and

the programs offered.

Sequence of steps

The test evaluated also the
sequencing of the steps in the flow, so
to determine whether there were
redundant or unnecessary questions
and to validate the most natural

sequence for the users.

Expectations forming

With this test | could also validate what
expectations the users had about the
app when they reached the end. This
informed the design of the landing

page that will welcome the new user.



SIGN UP FLOW REDESIGN

Information needed at each Decision Point

Key information that users consider when moving forward during the Sign Up flow

Key

Negatively impacted
decision

Supported decision

Email Landing Page App Store Account Survey Device order Sync with
creation other apps Today
r Y r Y r Y r Y r Y r Y r Y .
Larry At no cost to you Coach (chat no phone Ratings and reviews Expected Pertinent questions, No credit card needed, Yes, it will
call), free devices process Expected inputs, automatically update
Cristina  Conditions, Type of devices, app Ratings and reviews Not asking too Pertinent questions Devices are mailed, Yes, | use it
syncs with other apps much
Jeff None - life Video, At no cost Ratings and reviews Standard Familiar questions, Free devices will be mailed, No, | don’t have it
priorities and to you process diversity in imagery the whole family will use them
issues
Shelby Specific Video inclusiveness, Ratings and reviews Free devices, Pertinent questions, No credit card needed makes Yes, everything together
condition, coach, innovation, clinical Secured imagery it secure
tailored content studies, process
self-improvement
Norris Coach, educational Health outcomes Ratings and reviews Expected Pertinent questions Free devices right for his No, thanks
content, testing (a1C+timing) and process conditions

supplies and devices

testimonial quote



0. INTRO

821
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Sign up

I'm here with my employer

& Apple

S Email

€9 Facebook

G Google

B

Welcome

Get started on an exciting journey toward
better health in a few simple steps.

o CREATE AN ACCOUNT
Confirm your eligibity and create your
account.

e PERSONALIZE YOUR PROGRAM
Teke five minutes to personalize your
program by answering a few questions.

e ORDER YOUR FREE DEVICES
Depending on your conditions, you will
receive a blood pressure monitor, scale, or
glucose meer.

Create Account

1. ACCOUNT CREATION

< Create an account <
CONFIRM ELIGIBILITY

Confirm your eligibility to create

an account. account now.
Why we ask
First Name.
First Name
Password
Last Name
Use at least 8 characters, upper an
letters, numbers, and characters like *1@
Date of birth
—_— Password

By continuing, | agree with the Terms &
Conditions, Privacy Policy, and End

Create an account
ACCOUNT DETAILS

You're eligible! Create an

CONFIRMATION

821

Congratulations!

Your account has been created.
Now, take five minutes to personalize your
program.

Creating your account...

ersonalize Program

|

2. PROFILE SURVEY

< Personalize your program
HEALTH CONDITIONS

Have you been diagnosed with
any of the following conditions?

Why we ask

Prediabetes or at risk of
diabetes

Type 1 diabetes
Type 2 diabetes

None of the above

< Personalize your program
GOALS AND MOTIVATIONS

What do you currently do to
manage your condition(s)?

Why we ask

Take medication

Exercise regularly

Check my health data with a device
Log data on paper

Track health data with a digitel tool

Watch what | eat

0 0O0O0OO0OO0D~O0

None of the above

CONFIRMATION

Thanks for sharing your
information

Based on your answers, you are eligible for
these devices.

SMART GLUCOSE METER
‘Connects va blustooth.

Personalizing your
program...

Free: no credit card is required. e

3. ORDER DEVICES

&2
< Get your free devices

DELIVERY DETAILS
Get free devices

Please provide your delivery address.

Gregory

Gallagher

Address line 1

Address line 1

city

State Zip Code

You will receive these devices for free:

CONFIRMATION

821 il = -

< Get your free devices
DELIVERY DETAILS

Order confirmed

Your devices will arrive in about a week.
Shipping to:

Gregory Gallagher

223 Manhattan Ave. 18
Brooklyn NY, 11217

Email
gregorygallagher@email.com

will send you updates on the shipm

status via email.

Get ready to take
charge of your health

Get Started




Intro: Prepare for what's next

In this screen, a preview of the total steps is displayed. . Logobrand
DROP

This screen provides reassurance and clarity on what's needed to Welcome

complete the sign up process and why it's needed. Get started on an exciting journey toward

better health in a few simple steps.

CREATE AN ACCOUNT

Confirm your eligibility and create your
account.

PERSONALIZE YOUR PROGRAM

Take five minutes to personalize your
program by answering a few questions.

ORDER YOUR FREE DEVICES
Depending on your conditions, you will
receive a blood pressure monitor, scale, or
glucose meter.

Create Account

Table of contents




Account creation

all T -
Enterprise members only must confirm their eligibility.
Create an account Create an account
CONFIRM ELIGIBILITY ACCOUNT DETAILS
To avoid unnecessary steps, users are stopped if they are not eligible, . o .
v step PP Y ° Confirm your eligibility to create You're eligible! Create an
before they enter any other personal information. an account. account now.

Why we ask
Email

First Name

Password ©

Last Name
Use at least 8 characters, upper and lower case
letters, numbers, and characters like "!@#$%".

Date of birth
Password ©

O By continuing, | agree with the Terms &
Conditions, Privacy Policy, and End
User Agreement & Terms.

——

Table of contents




Table of contents

Profile Survey will tailor the
First Time Use

15-questions survey to asses the member health and motivation profile,

assign the right program, and tailor the First Time Use.
The questions order meets the user’s expectations.

“Why we ask” explains the value for the user of giving that

information.

Personalize your program
HEALTH CONDITIONS

Have you been diagnosed with
any of the following conditions?

Why we ask

O Prediabetes or at risk of
diabetes

Type 1 diabetes
Type 2 diabetes

None of the above

Personalize your program
GOALS AND MOTIVATIONS

What do you currently do to
manage your condition(s)?

Why we ask

Take medication

Exercise regularly

Check my health data with a device
Log data on paper

Track health data with a digital tool
Watch what | eat

None of the above




Transition and Confirmation
screens

At the end of each macro step, | introduce a transition and a

confirmation screen to confirm the purpose of the completed step and

reassure the user that everything is going as expected.

ol 7 -

Thanks for sharing your
information

Based on your answers, you are eligible for
these devices.

Free: no credit card is required.

SMART GLUCOSE METER

Connects via bluetooth.

Personalizing your
program...

Get Free Devices
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Results

Early data shows that the gap between sign ups and first session in app
reduced by 20%.

The Customer Success Team reported a reduction of calls due to

forgotten credentials by 80%.

The new flow is tracking click-through and bounce rate at each screen,

time spent on screen, time of completion, and total sign ups.

ONE Logobrand
DROP

Welcome

Get started on an exciting journey toward
better health in a few simple steps.

CREATE AN ACCOUNT

Confirm your eligibility and create your
account.

PERSONALIZE YOUR PROGRAM

Take five minutes to personalize your
program by answering a few questions.

ORDER YOUR FREE DEVICES
Depending on your conditions, you will
receive a blood pressure monitor, scale, or
glucose meter.

Create Account




Increasing User
Engagement with a First
Time Use Experience

Part 2: The First Time Use Experience
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PART 2

First Time Use Redesign - Consumer and Enterprise members

Objective: Improving usability and discoverability in app by designing a Getting Started Guide with a
learning-by-doing approach

i |
Web Experience In App Experience
Mkt Assets Employer LF App Store Sign up/Account Creatior Profile Assessment FTU
rTTTTTTeT 1
1 1
Employer Overview I Download 1 Eligibility Act. Details Survey 1 Get your 1st session in app experience
Email ! 1 : devices
Template : 1 '
1 ' |
——————————————————————————————————————————————————————————————————————————————————————— Informational Needs
Exposure to the information Reinforcement of the information

Usability Needs




FIRST TIME USE EXPERIENCE REDESIGN

Direct and non direct competitors analysis

In addition to the research conducted for the first part, | analyzed 20 onboarding flows and observed
the engagement strategies adopted for the first week of usage. This inspired the new One Drop
Onboarding strategy: learning by doing.

Duolingo learn-by-doing onboarding

Demonstrate the value of the product

Shows the level of commitment required

Assess the user motivation and level of expertise

Lets the user skip the assessment and sends reminders for a

later assessment

-

Create a profile to save your
test result!

based on you

Sit tight, we're setting up the

Spanish course for you!

Risk of not completing the assessment




FIRST TIME USE EXPERIENCE REDESIGN

Design Approach: a personalized and responsive Getting Started guide

Getting Started Guide

Our users needed some guidance in
taking the first steps into the
experience. They came in with certain
expectations and needed to see those
expectation fulfilled. The Getting
Started Guide aims to provide an
interactive tour of the most pertinent

actions in the app.

Learn-by-doing

A Getting Started Guide can take
many forms. | saw a real opportunity in
creating a set of selected actions
tailored to the user profile and that
changes accordingly with the user

behavior.

Personalization

Not only the actions are personalized
to the user profile and behavior, but
also the educational content - key part
of the One Drop experience - is
tailored to reflect the user’s

expectations, needs, and behaviors.



FIRST TIME USE EXPERIENCE REDESIGN

Design Validation - Contrast and compare

This validation test helped me find the layout that better reflected the user’s expectations and
what terminology worked better.

Welcome, Carl!

Getting Started at One Droj

Log Your First Health
Data

In

One Main Action

 Todey Ll

Welcome, Carl!

Start your day with small steps for
healthy change

og Your Firs!
Health Data

A Clear Sequence

s

Welcome, Carl!

Start your day with small steps for
healthy change

Explore Insight to
View Your Health
Data

Log and Learn

8:21 wll T =
Insight C®
Welcome, Carl!

Start your day with small steps for
healthy change

- =
Getting Started / -
» 4 — ]

at One Drop. -

I\ tearn-3min

Text Your Coach
to Discuss Your
Health Goals

Chat - 2 min

Log Your First
Health Data

®2 Do-1min

Explore Insight to
View Your Health
Data

)\ ’




TASK 2 - FIRST TIME USE EXPERIENCE REDESIGN

Design Validation Outcome

First Impressions and First
Actions

This test helped me making a decision
in what layout supported better taking
action while making the best first

impression

Mindsets

With this test | wanted to validate what
particular mindset our users adopted
when landing onto the One Drop
experience for the first time:

- One action per time

- A clear sequence of actions

- Log-and-learn

Labels and Terminology

Together with the mindsets, | wanted
to vet whether the language was clear
enough and able to orientate the users

towards the next action to take.



The Getting Started Guide Mechanics

Every day a set of selected actions are suggested accordingly
with the user profile and behavior.

DAY 1 DAY 2 DAY 3
Good morning, Andreal! Welcome back, Andrea! Welcome back, Andrea! Welcome, Andrea!
It's going to be a great day. You're off to a great start! You're off to a great start! Healthy change starts with small steps.
- X
1. One Drop Devices 101 . 1. Explore Topics, Your Content Library 1.Explore Topics, Your Content Library 1. Getting Started at One Nice job, Andrea!

N |

2.Try Logging a Meal

3.Working With Your One
Drop Coach

n Min l‘

°
w ¥

5

2.0ne Drop Devices 101

W\ Read - 3 Mir

3.Try Logging Your Activity
@ nice!

n

2.0ne Drop Devices 101 )}: S .

T g

3.Try Logging Your Activity

|

Drop

© Grea

2. Text Your Coach
[ )

3.Try Logging Your Health Data
(]

You've now explored mast of the One
Drop features that can help you
transform your heaith,

Keep up the great work!




The Result

Most participants enjoyed the clear sequence of suggested

actions, conveying guidance on what to do and in which order.

Once an action was completed, a checkmark will appear at the

bottom of the list item and provided a sense of completeness.

The pertinence and freshness of the Feature Topics was also
very appreciated and provided the users with a space to dwell

in between the suggested tasks for the day.

8:21

il 7 =

Today U@

Welcome, Andrea!
Healthy change starts with small steps.

n

Getting Started at One
Drop

Read - 4 Min

Text Your Coach

Chat

Try Logging Your Health Data

Add

Set Reminders to Log Your Health Data

o

Set Reminder

Featured Topics View All >

!

ANl
I\ ’ t

8:21

Today

Featured Topics

all T =

U®

View All >

* | 5minread
“,! /
_ -

Hold the Salt

Did you know that sodium and salt aren't the
same? Learn more about good-for-you sodium
and the risks of overdoing it.

SOME TAG HERE

Take the First Step

hn &




How is it going?

We wanted to increase retention by ~40% during the
first week of usage for enterprise members first.

E Jul 1, 2020 — Dec 15, 2020 Today Yesterday 7D 30D M 6M 12M

@ Average Retention
100%
User Retention by week
Only 53% of new users engage
80% with the app during week 1 after
their initial session (days 7-13)

60%

40%

20%
<1Week Week 2 Week 4 Week 6 Week 8 Week 10 Week 12



How is it going?
With the launch of the new user experience, we saw an

increase in retention during the first week of usage of
enterprise members.

@ Custom Today Yesterday 7D 30D 3M 6M 12M

100%

User Retention by week
81% of new users engage with
the app in during Week 1.

75%

50%

25%

0%
<1Week Week 1 Week 2 Week 3

Week 4

Week 5

@ Average Retention

Week 6

Week 7



How is it going?

While data logging features maintained or improved the level of engagement
during the first week, other relevant features like Coaching* seemed to be less

interacted with.

* During the first week of usage before the new experience was launched, Coaching was commonly used also to find help
in using the app. Further investigation on what the new behavior pattern means is needed.

Data logging features

' % Completed Try Logging Your Activity
2-step Funnel - since Oct 5th, 2021

1. TryLoggi ivityDi 2Tyl

@ Overall

30.77%

Completion Rate:

How-tos articles

[» % Completed Device 101 item
2-step Funnel - since Oct 5th, 2021

1. Devicel01Displayed » 2. Devicel01Completed

@ Overall

37.32%

Completion Rate

1 Time to Complete "Try Logging Your Activity" item
2-step Funnel - since Oct 5th, 2021 - Time to Complete "Text Your Coach" item

Time Span Value

0-1day
1-2days
2-3days
3-4days
4-5days
5- 6 days
6-7days
7-8days
8-9days

I'» Time to Complete Device 101 item
2-step Funnel - since Oct 5th, 2021

Time Span Value

0-1cey R ;7

1-2days (D 10
2-3days
3-4days
4-5days (@8
5-6days @3

6-7days @3

7-8days 01
8-9days
o 1. @B

[i» % Completed Try Logging Health Data (30d)
2-step Funnel - since Oct 5th, 2021

1. TryLogging! Displayed 2. Tryl. DataCompleted

® Overall

43.7%

Completion Rate

l1. % Completed Getting Started at One Drop (30d)
2-step Funnel - since Oct 5th, 2021

1. GettingStart 2. GettingStartedatOneDropCompleted

@ Overall

52.59%

Complation Rate

Ii» Time to Complete "Try Logging Health Data" item H
2-step Funnel - since Oct 5th, 2021 - Time to Complete "Try Logging Health Data" item among th..

Time Span Value

0-1day (. 2
1-2days (D 23

2-3days (D 14

3-4days (13

4-5days
5-6days
6-7days
7-8days
8-9days

ls Time to Complete Getting Started At One Drop Lesson
2-step Funnel - since Oct 5th, 2021 - Time to Complete Getting Started At One Drop Lesson

Time Span Value

Lo ) !
1-2days (@13

2-3days @10

3-4days @s

4-5days @11

5-6days 10

6-7days @10

7-8days @5

8-9days @7



How is it going?

While data logging features maintained or improved the level of engagement

during the first week, other relevant features like Coaching* seemed to be less

interacted with.

* During the first week of usage before the new experience was launched, Coaching was commonly used also to find help
in using the app. Further investigation on what the new behavior pattern means is needed.

Coaching feature

[a % Completed Working With Your One Drop Coach
2-step Funnel - since Oct 5th, 2021

1. WorkingWithYourOneDropCoachDisplayed - 2. WorkingWithYourOneDropCoachCompleted

@ Overall

8.76%

Completion Rate

[ea % of new members sending a message to coach within 1day (with Today I... i

2-step Funnel - since Oct 5th, 2021

1. App Session - 2. Chat Message Sent

@ Overall

1.3%

Completion Rate

[ Time to Complete "Working with Your One Drop Coach" item
2-step Funnel - since Oct 5th, 2021

Time Span Value

0 1day (N
1-2days (D 1
2-3days R B 5
3-4days (D
4-5days (D
5-6days (D
6-7days (D 1
7-8days (N
8-10days |o
1N _ 11 Adae SR

» Retention - Sent Message to Coach
Retention, since Oct 5th, 2021 - The % of members who send a message to the coach each day

@ Average Retention
15%

<1Day Day 10 Day 20 Day 30 Day 40 Day 50 Day 60



Digital Detox

Selected projects as the Lead and
manager of the Design Team
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™ Weare here to help: here is how to fix your technical issues

Somethig really important
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1. Objects to tell stories

Use objects to tell a story. Minimalist layout and positive and fresh feel. You can use objects alone on flat background or include the environment and a
hint of human presence.

How to translate Digital
Transformation
into a bold visual language




A team that leads
Digital Transformation
Lifting the burden of legacy to

support professionals that bring
innovation to other businesses

Capgemini Talent is the IT Group web portal that By enhancing the portal experience, the IT Group

allows for collaboration and knowledge-sharing

department could benefit from lighter processes and

across Capgemini, leader in Digital Transformation workflows, but also leverage their identity and trust
services for businesses of all sorts.

level across the organization.

The challenge was to move away from the burden of
Legacy that the current system had carried for too

long. The overall experience needed a refresh.

ZINIA  Global UK Lead Sales  University [REXITIuM -+ customize

My DiglTal Future

Where Digital Transformation happens

Q search ‘
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New joiners

Everything you need, personalised to your habits
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to fix your technical issues.

Mobility and Telephony

Issues? We can help

We are here to help: here is how

to fix your

Security

and C Tools

technical issues. seamless communications with

your colleagues,

Network WiFi

We offer several tools to enable

Office 365

We are here to help: here is how Need help?

to fix your technical issues B o
1 Office 365

FEFE®E
PO ay:

IT as a Service (ITaas)



“It's not only about a new portal.
It's about us” - Talent Product Owner

Legacy can undermine the effort of an entire department
so much that little budget and resources are dedicated to
their improvement.

Leading the Design Strategy

Together with the Product Owner and the key stakeholders, | identified the
MVP and established the best strategy to deliver a desirable and valuable
product.

During the project, | set up the overall design strategy to ensure the ideal
experience for both stakeholders and end users.

I also helped setting client’s expectations and project milestones, while
overseeing the design deliverables to drive the highest quality of the outputs.

- J | @

The Client My Role Timeframe
Capgemini UX Lead 2 mos
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UNDERSTANDING As-is Analysis
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DEVELOPING
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DEVELOPING Wireframes and Visual Design

@ Global UK Lead  Sales University  GrouplT  -+customize Q Ssearch ‘

”

My DiglTal Future

Where Digital Transformation happens

AboutUs > Global Functions > Group IT

D o ke e s [

Foryouto use
Y% Followus

Updates VIEW ALL
TAG TITLE HERE Everything you need to know.

A special event to remember

Something happens n < from Monday to Frid

Aservice Update
We are here to help: here is how to fix your technical issues.

Achieve a secure Digital Transformation rom 12pm to 6am

ostpoputar
(talent] ReAD MORE

Group T - Group IT News

Another notification
We are here to help: here s how to fix your technical issues.

Somethig really important
We are here to help: here is how to fix your technical issues.

>

Group IT News Need Help?

Ask Adam

We are here to help Hello how might help you?

Tell us what you think

-

Achieve a secure
Digital
Transformation

Our Services  About GroupIT  New Joiners Issues? We can help

e

e [}

Lorem ipsum dolor sit amet, vim delectus phaedrum
urbanitas et, has officiis liberavisse ad. Habemus
referrentur voluptatibus at eos, ei pri nusquam.

Achieve a secure Digital
Transformation

o [}
Lorem ipsum dolor sit amet, vim delectus phaedrum
urbanitas et, has officiis liberavisse ad. Habemus

referrentur voluptatibus at eos, ei pri nusquam...

Achieve a secure Digital
Transformation
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What I've learnt

From the process

Kicking off the right way gave the team foundations to deliver success.

From the users

This project reinforced the idea that the impact of good design goes beyond

the product and reaches the emotional aspects of an organization.

From the team

Letting the team take the lead in presentations was key to empower team

members and gain trust from the client.

- J | @

The Client My Role Timeframe
Capgemini UX Lead 2 mos
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B ri ] g i N g d esig N In Vodafone Romania, the sales and digital platform to manage online sales.

departments were committed to make the online

th i N ki N g in Ia rg e channel the core of their purchasing experiences. My objective for this project was to provide a
. . delightful purchasing experience for their customers,
o rg an |Zat| ons In order to do so, they decided to transform their while educating the digital team on User Centered
ways of working: while their digital department Design methodologies - so to support their overall
A mindset with a lot of value started to implement Agile methodologies, they transformation.

wanted their website to become the main
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@ Whoops! g n
Something's wrong! \

@ This is a warning with an arrow




Four Squads, One Website, and
900 features

When the team is the only thing that keeps you sane

Leading the Experience Strategy

My team was made of a Visual Designer, four developers, a Business Analyst,
and a PM. On the client side, | worked closely with four teams, led for this
project by a designated Product Owner.

With our BA and the Client PO, | mapped out a Minimum Viable Product,
keeping in mind the desired outcomes for the users.

At the same time, | worked with our Visual Designer and Developers to the
details of each screen, keeping on holistic view on the overall systems, goals
and objectives.

To validate our decisions, | planned and executed user testing sessions.

- a2 @

The Client My Role Timeframe
Vodafone Romania UX Lead 6 mos

Good morning, Alice

Welcome to my Vodafone

4.25

of 16GB left

12 days to reset
&) Refreshed at 13.20

Alice's current spend since last bill

£5200
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What to do when there’s no
budget for User Research.

Analytics, customer care insights, marketing
research, co-design and early user testing

Digital customers

In this specific context, advanced digital customer behaviors were just
emerging (i.e. 90% of customers were opting for cash-on-delivery payments),
even if the majority of them were young adults (25 to 35 years old).

What we'd consider standard features were new to most of our customers. For
example, data from the existing analytics and from customer care reports were
telling us that phone calls were the most used channel to complete the
purchase or to solve a problem after fulfillment.

To understand customers better, | organized co-design and testing session to
make sure the information architecture was right, even before having any page
sketched. During the project | kept testing to validate the designs.

- a2 @

The Client My Role Timeframe
Vodafone Romania UX Lead 6 mos
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UNDERSTANDING User Interviews
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UNDERSTANDING Card Sorting
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DEVELOPING Information Architecture and Squads

Table of contents



Table of contents

DEVELOPING

Main Navigation

Information Architecture and Squads

Personal

SQ1.1and 1.2

ACQUISITION

(Default
Home page)

F'L".

| /Business |
[P |

Search
Results
(Listing page)

Mobile
Phones Tablets and
(Ustng page) Laptops

SQ 1.1 (w/Go

Plans
{Uisting page)

Accessories
(Usting page)

Kids/
Connected
Devices®

(Listing page)

Laptops Tablets
(Listng page) (Listing page)

I 1

[ 1 1 [ T

1

|

Modems
(Listing page)

1 r T o
Pay ) ) Pay
Montnly ~ Prepaid  Deviceonly R Prepaid
L ) )L

Device

only

r

d

PBY
Monthly
! )

1T 1

Prepaid  Device only

bile |

ice

Broadba
nd (data) X

Prepaid

Internet

s Bills Settings

(PostPaid)

Checkout
process e




DEVELOPING Flows and Wireframes

Vodafone Romania
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DEVELOPING

Vodafone Romania

Plan to Device Purchase flow

Flows and Wireframes
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DEVELOPING

Vodafone Romania

Plan to Device Purchase flow
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DEVELOPING

Existing customer?
: st offers available f

Phones Tablets Modems
e

Choose your plan
=5 Filters Sort by

Showing 9 of 9 plans

SMART 8 National
with 2 months FREE HBO

o

Connecter

3GB Unlimited
monthly data mins & SMS

8€/month

c period: 24 months

iew full details

SMART 10 National
Change Passes

Existing customer?
Logiin to see the great offers e for you! >

RED 24

with Music, Social & Chat, Maps
and Email Passes

MUSIC PASS

JAL & CH

MAPS PASS
) EMALL PASS

10GB Unlimited

monthly data mins & SMS

+/ Unlimited voice and SMS in Europe
+/ 5.32GB of 10GB monthly data in Europe
View roaming details

+ 600 international minutes on mobile

/2 months free of charge

19€ /month

Add a phone

Add to cart

Explore Vodafone Passes

Enjoy more with passes for your favourite apps
without consuming your mobile data

Phones with RED 24

Existing customer?
ee the grea able foryout >

Pay monthly Prepay Device only

Choose your phone

Fiters /| Sortby

Showing 1-6 of 50 phones

Apple iPhone X >
on RED 24* with Social Music
Video and Email Maps
¥ 63
Upfront Monthly
1,299.00¢  24¢
e
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64G8 * Contract period: 24 months

[ compare

Huawei P20 Lite >

on RED 24* with Social Music
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Choose your phone
Fiters  \/ | Sortby
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Compare
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Huawei P20 Lite >
on RED 18* with Social,
Music, Video and Email Maps

No rating available

Upfront Monthly
Unavailable Unavailable
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Flows and Wireframes
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DEVELOPING

Wireframes and Prototype

aumans sz
Uit Romaria Vossons Romanis
Product List

Homepage Coverage Checker
o

In Product Landing Page
o

SMART 8 National SuperRED25
i 2mont REEHBO s

o
Pty Bmty | Do

Choose your Phone

. . 368 Unlimited
i 1" = s s
Produc Name on

woLines

8¢

In Plan Listing Page

‘SMART 8 National
2ot REE 48O

000X nico 208

°

Product Name [
Unee

S st m
— e 15¢

o

Pl and Sme _ _ —
®00)( sics a8 e
ames p—

. e Prodcts
Product ame on

Segmertaton |

0@ oo 2sa8 =

o000 [r—

e P—

Procuct Nam on

Grack your coverage




DEVELOPING Wireframes and Prototype

In Product Landing Page

SMART 8 National Super RED 25 RED 24
with 2 months FREE HBO Change Passes /© Select up to 3 Passes

o [] VIDEO PASS 4 =] VIDEO PASS
MUSIC PASS Stream all your favourite shows
SOCIAL & CHAT PASS S8 SOCIAL & CHAT PASS
e ; o MUSIC PASS
A : MAPS PASS Rockoutall day long on us
EMAIL PASS H £ EMAIL PASS

«©
R SOCIAL & CHAT PASS ()

Unlimited 8GB Unlimited 15GB Unlimited Chat, share and tweet all you want
mins & SMS monthly data mins, SMS & roaming monthly data mins, SMS & roaming

3GB
monthly data

7] MAPS PASS
15€/month Never worry about losing your way

8€/month e 25€/month

i § EMAIL PASS O
Stay on top of your game with Vodafone!

SR Select this plan Select this plan
What is Vodafone Pass? NOTE

View full details View full details View full details Contract period: 24 For

allthe plans

Example w CP + a
disclaimer
Show how it would be 6

In Plan Listing Page

SMART 8 National Super RED 25 < RED 24
with 2 months FREE HBO Change Passes / Select up to 3 Passes
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DEVELOPING User Testing
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https://drive.google.com/file/d/1SQbzaMgm7qVEGeqdCgCV0Z_VvHGEc_ps/view?usp=sharing

What I've learnt

The value of Design goes beyond just “design”

From the process

Deliver outcomes, not outputs. It's not about how many features, but what set
of features (with their look and feel) will make the best experience for the users,

while fulfilling business goals.

From the users

Nothing is standard enough to be universal.

The contest in which users are it's really important: digital maturity, legal
constraints, purchasing practices, connection band-with, are all details that
need to be taken into consideration because users might be not only affected
by them but also inspired to use them creatively (suggesting emerging

behaviors).

From the team

With so many moving pieces, it's critical to ensure trust within the team and to

involve the right people at the right moment.

- a2 @

The Client My Role Timeframe
Vodafone Romania UX Lead 6 mos

Existing customer?
Login to see the great offers available for you! >

RED 24

with Music, Social & Chat, Maps
and Email Passes

Unlimited
monthly data mins & SMS

+ Unlimited voice and SMS in Europe

+ 5.32GB of 10GB monthly data in Europe
View roaming details

+/ 600 international minutes on mobile

+ 2 months free of charge




Aqueduct

Selected projects as the
Lead UX Designer
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#SPURSVPSG
26 JULY 17:22:15 Login —

It's more than a
website

Tottenham Hotspur Football Club

International Champions Cup
Q Camping World Stadium, Orlando FL

#SPURSVPSG
26JULY
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Digital transformation
starts from
understanding its value

Tailoring the experience for
every fan

The Club planned to have the state-of-the-art
technology embedded into the Stadium Experience
and wanted their digital assets to be up to that
standard.

The website was going to play a key role in growing
their fans base and consequentially their revenues
coming from this channel.

NEXT MATCH

29 September

16:30

Premier League | 9 Camping World Stadium, Orlando FL

Lorem

Hi Gareth!

The website at the time was clearly reflecting the
internal organization, presenting 20+ links between a
top navigation and a bottom navigation.

Every department contributed to the overall Club
strategy and deserved a prominent spot in their
digital space as well.

Search site

More -~

ALL MATCHES
| v v : ;i, D
< SEPTEMBER
18 SEP MON 20:15 19 SEP TUE 10:25 28 SEP WED 20:15



It always starts with: “We want
a prettier website. Now."

We ended up with: “The Club is an entertainment
business: through this platform we serve
pertinent, engaging and personalized content,
while increasing revenue and recognition”

Changing the inside-out paradigm

My first big challenge was to find a way to transform the stakeholders
aspirations into the perfect Experience Strategy for their

heterogeneous audience.

As the UX Lead in the team, | worked together with other designers
and developers and led the team through the project: from framing
the problem and setting the team for success, to investigating the user
behavior and the design opportunities, till validating the final solution.

The Client My Role Timeframe
Tottenham Hotspur UX Lead 6 mos

Football Club Stakeholder interviews




Personalized content requires Navigation usage

Events from July 2016 to July 2017

deep knowledge of the audience S e

185,252,822 4,826,024 68,988,472
Quantitative and Qualitative research to drive the Jﬂwwm e e
Experience Strategy M:Mc«

6. Video
7. Navigation A

Overview

From July 2016 to July 2017

|dent|fy|ng behaVIC)ral patterns Page Views Unique Page Views Time on Page

88,059,522 68,988,472 00:02:49

% of Total: 100.00% (88,059,522) % of Total: 100.00% (68,988,472) Avg for View: 00:02:49 (0.00%)

| used analytics and other data coming from extensive surveys to identify
areas to investigate deeper with the qualitative study. 1. ewsispurs mede-welct/
In doing so, we also started to identify the desired behaviors and how to
measure the new website success and performances: from page views,
time on page, most common paths, to form completion, email

subscriptions, etc...

. . o . Foundation

Accordingly to the Client PO, the website is still performing very well and From July 2016 to July 2017

the overall architecture proved itself to be scalable and able to Page Views Unique Page Views Time on Page

accommodate new needs.
0.23% 0.24% 1°02”
201,050 .. 166,684

The Client My Role Timeframe

Tottenham Hotspur UX Lead 6 mos

Football Club Analytics




Personalized content requires
deep knowledge of the audience

Analytics and user research to drive the
Experience Strategy

Asking the right questions

Once business needs were identified, | went deep into the users’ world to
understand their perspectives, needs, and behaviors.

Knowing the business objectives and the new desired outcome, | started
from some quantitative research on consumers behaviors to plan and
execute a qualitative research that included a diary study, a survey,

observational sessions, and semi-structured user interviews.

The Client My Role Timeframe
Tottenham Hotspur UX Lead 6 mos
Football Club

Demographics (1/2)

Relationship with Spurs

Relationship with Spurs.

Reason for starting 10 support Tottenham
Hotspur

[

Index

P— —®

Experionce of Tottanham (this sesson)




UNDERSTANDING

No Senvice 0851

<1 ‘ Mark Godfrey
Im at the gym and I'm trying
to race home so | can follow
it. 've made Kane my
fantasy captain in the hope
he'll clinch the golden boot
and we can finish the
season in style (memories of
losing to Newcastle on the
last day 5-1 make me
slightly anxious) confident
we'll score a hatful today
though and looking out for
Arsenal to miss out on top
four. Just checked the team
and loving the lineup with
Eriksen back in there. COYS!

B Worrmeena ey

Loving this from Toby on the
B88C news feed. Delighted
with the way we went about

finishing the season.

King Harry. Spurs IG

No Sarvica o
< *M:rkﬁommy o
fap—

Class from Harry

Newcastie
MOTO wit be gsod Josit. &5

Yo a0 Kara (or Jare) was my
captain tis week] COYS!

Good cid Jovet

That nsmes goma stick! &

No Service 08:51 10%

<1 * Mark Godfrey ()0
Compared 10 e season gment
Nemcast.

MOTO wil be 903 .

ep an Kane (or Jane) was my
‘captan s week! COYS!

Tht names gorna stckd &
Group Chat celebrate.

1 got home just before kick-
off. I had both televised
games on and was keeping
up to date with Spurs via
BBC live feed and sky
sports. After the game |
checked out all spurs social
content on IG as we as a
number of the plavers

Diary study

No Service o881 10%

£1 ‘Marksodfny (@]

1 got home just before kick-
off. | had both televised
games on and was keeping
up to date with Spurs via
BBC live feed and sky
sports. After the game |
checked out all spurs social
content on IG as we as a
number of the players
(mainly Harry). Then
watched MOTD for all the
goals. Oh and | also checked
if there was any more info
on the next year's kit. Quick
google search and visited
Spurs website. g
Wow Mark, amazing!
Thanks ;-) Can | ask you
last thing? Would you be

0 5) + @) + ® +
3 0% Mo Service os:s1 Mo Service o851 0% No Sanvce o851 10% Mo Service o851 10%
<1 “Markoocﬂny o <1 ‘Mark(iod’rvy <1 “Mwm ] <1 ‘Mark(}od'my a
Srome S i ? .
Good Day Mark! Today is L
ey Sacks § the last day of the season. Good Day Mark! Today is
e sy Ko ot Are you thinking is the Club? the last day of the season.
e oo b toeing How do you feel? % Are you thinking is the Club?
o weoon My e 4+ Ficw 3o yotfedr N
R —— I'm at the gym and I'm trying
toam you porkert i
to race home so | can follow I'm at the gym and I'm trying
aea b TRE NS, it.I've made Kane my to race home 5o 1 can follow
He's one of o oW 8.5 85 % LE‘;GUE ung = \ fantasy captain in the hope it. 've made Kane my
; ) (sortof) = — i he'll clinch the golden boot fantasy captain in the hope
Family chat in the group (This was last night) - agged my mate on FB. Fun The Kane Power Stadium! and we can finish the he'l clinch the golden boot
chat. Kane autocorrecting to Engaged with Spurs social with flags! 3 season in style (memories of and we can finish the
Jane! &2 at 2am. @ losing to Newcastle on the season in style (memories of
e Awesome! Thanks last day 5-1 make me losing to Newcastle on the
ettty slightly anxious) confident last day 5-1 make me
Welcome, if you need more we'll score a hatful today slightly anxious) confident
detail just ask. though and looking out for we'll score a hatful today
Arsenal to miss out on top though and looking out for
Sunday four. Just checked the team Arsenal to miss out on top
A P Aarkd Tado ie and loving the lineup with four. Just checked the team
+ ®:0 g ) : @ - + © : ¢ + © + © : 0
—_— . ° demolition with my own - have Harry Kane's babies' Hil Very good thanks! And
b 1599 W g today! yourself? Did you thought
s < about the Club at all today?
e @) 1320 @ St The moment in the car when — v
® @ 500 § my girlfriend told me the
o @ o0 § final score. Apparently she Gl w Sure did, always. | took
. ‘Ha e @ 150 B XS § Toohan has access to football - screenshots of social
T [, scores! 7-1 get in there. Hi Sara, how's your Saturday interactions? Helpful?
< . = Picture reminding me of ing?
Loscuster Gty T Tonetam Mot St B 1000 Last game of the season. going?
spurs. From my desk Check when the next game Great o see we are 2-0 up. Orset e (o the .
oo (ses  voros  couwent working from home today. is and what time. s::;s mu‘;omslizrse":&y Hil Very good thanks! And Absolutely! Can you share
[T rself? Di those with me?
H pemn Harrry kane is on for top wel, Another season and 86 o thoaant "
Py e = : goal scorer points would have won the il Thank you again for your
Bbc sports presenter on the Snippets? Good Day Tim! Today is the title. = help )
his morning talking about hank you ve last day of the season. Are =
the spurs awesomeness last 2 you thinking is the Club? . Yesterdey Sue d'd,;:w"{s ! '°fk o
® night! Standard, haha. How do you feel? - - screenshots of social 0t 30 harve Jaewe in my s
E ee - Coolt Thanks Tim! interactions? Helpful? brerv et
¥ + 0 + o : § + 6 - ) - - 6




UNDERSTANDING Survey
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46 41-50 Sweden Male Spurs is my liLilywhite Once aday A fewtimesa Very no motivation Very Good graphics and easy to find what you want  Don’t know Peter Nil cato_fong@hotmz
41-50 United Kingd Male I've been a f: None of thOnce aday Onceaday Very good to-keep up with whats Very  nice to keep up with latest tottenham gossip it seems ok asitis London
47 happening at the club
A small thing but quite annoying. | read a
Very informative and accurate. lot of your articles on my phone but inan
41-50 Australia Male I've been a f: | get email A few times : A few times a Very Don't like to Iisten.to rumors that Moderat I've always liked 'the sit'e. It's not perfect but it's artic.le when You show a seri.es of pictures Jason Co Jasoncorcoran@lis
are unfounded. If it's not on the club easy enough to find things. of different sizes, the words jump up and
website then it's probably not true. down each time the pictures change
48 making it impossible to read properly.
Information on youth and reserve team
players. There could be a lot more
41-50 United Kingd Male Spursis myliBronze = More than o/Once aday  Extremely It has a fan view Very  Usually easy to use features on players coming through. Also, Thomas McTie South West
the former players ( not just when we
49 move stadium) - where are they now?
. . . . . Certain times players have done signings
41-50 United Kingd Male Spurs is my li Gold More than o More than oni Very News on away tickets and Home Ve Usua_llyjust click on headline and | get the info in shops or appeayred atthe membirs :ar Russell YcRusse Ea_“
games required N Midlands
50 and fans weren't informed
I rely on this site for news on the 1 do look at other clubs websites for their team
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51 press friendly as ours
Would like to see more historical features,
perhaps something featuring old
programmes. 'Spurs Diary' needs checking
PROPERLY before it is published each
month, regularly find mistakes (for
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that Garry Brady scored in Keith
Burkinshaw's Testimonial, when it was, in
fact the guesting Liam Brady ! NOT GOOD
ENOUGH - we have a wonderful history, so
52 GET IT RIGHT !!!)
41-50 United Kingd Male Spurs is my li Lilywhite A few times : A few times a2 Moderate t's perffmly functional but maybe Moderat Again, there are no real issues. It's just a little Stephen ! Steve South West
53 lacks a little spark. dated.
Gives good and relevant Information Make sure all areas contain up to date
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UNDERSTANDING User interviews




UNDERSTANDING Field observation
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UNDERSTANDING Personas and User Journey

Hard Core

The Hard Core Fan is Spurs through and through. They will always o

be Spurs Fans no matter what. Their bond is rooted in their family, OUtSIdeI’
in their community and is core to their identity. Highly opinionated

about the game, they never miss a match.

: Admiring
Heritage

The Heritage fan has always had Spurs in their lives. They have a
strong emotional bond to the club and they love Spurs as a result of
“that game” their dad took them to when they were young and they H [2) rltag e
often recall the precise moment when they fell in Love with Spurs.

Admiring Hard Core

The admiring fan loves football and knows a fair amount about it.
They could be a fan of a minor team or hedging their bets about
which Premier League team to follow. They admire the Spurs style
and their strategy on the pitch and watch games occasionally.

Outsider

The Outsider is not a Spurs fan. They may follow other sports, or
have minimal interests in football but generally speaking, football is
not on their radar. They only become exposed to Spurs by chance
and may have had positive experiences in the past.




UNDERSTANDING Personas and User Journey

The Outsider

Joe Doe, 49, CFA and
Partner of an investment
advisory company in
Singapore.

Joe Doe has some interest in football but he is not a fan.
He met Spurs by chance and he was very impressed by the organisation and the overall experience at the Stadium.

He is prone to follow Spurs in the future, as he feels that the experience he had with them reflects his own idea of
style and fun.

Single biggest need Other Needs Goals

Outsider

Access to a slick experi Easy content for not football jargon speaker; Impress and be impressed.

access to all the of Logistics for the Stadium experience (i.e. Be reassured about logistics.
football hospitality)

Feeling important and special

Internet

Mobile

Desktop

Social




UNDERSTANDING Personas and User Journey

The fan experience
A week into a fan’s life

Building up Release Revisiting

Level of
interaction
with the
website

School In the car The Match In the car School
Physical

Spaces Gym On the train On the train Gym
Home On the bus On the bus Home
Work Work

Connecting with Fans

Match Preview Content In Stadium/Home/Pub Experience Ending the Match
Historical Moments Collecting Memories Connecting/Avoiding Fans
Betting Focusing on the game Revisiting the game
Fantasy Football Mourning/Celebrating
Planning for the match Sharing key Moments
Prepare for the Match

Opportunities

D Family, Friends, Children, Players, Team Management




UNDERSTANDING Experience Strategy

This is an Entertainment Business; as such it lives and prospers on this virtuous circle.
This project aims to create the Engine that moves the Tottenham Hotspur Ecosystem

FAN ENGAGEMENT

MONETISATION

‘» NEW STADIUM SSO WEBSITE APP  ALEXA VR

LONDON PUBS FANS'HOUSE CHINA USA CUPS




DEVELOPING

Site Map

Home

(Fixture)

Fist Team

Teams

First Team

Tckets

Premiom

Accessibity ot
he Stadium

e Cuub
w

About

Key

Main Section

Under 23

Under 23

Memberships

Fans Support

Foundation

Details Page

Under 18

Under 18

‘Season Ticke!

Memberships

Charity

External Web.
site

snop
Nt Matcn Toenbam
Loces e Mo Mesore  Sadumios  oMerbom
My Spurs area
e
Your Porsonal  Your
Laes reonal Yo o our s Cors
Watch Day
Ganre nfo
Lve Loogue
a Lotstows  Commaniory  stats Tobloond Socit
Resuis
Stadm
Sunor
IR kL —
Tobotestea

“This s a dynamic section. Some of
Mah DIy |t elemens il be pushed every.
Gentre fime inferesting confent is avaiable.
user can atways go back

Betting

Modular and Contextual Content



DEVELOPING Modular and Contextual Content

0, C e Oome page
Before the game D g the game Afte e game
Upper Header Upper Header Upper Header
Main Nav Main Nav Main Nav
Building up content Live updates Revisiting content
(next game, forecast, interviews, ...) (match day center, commentary,...) (highlights, post match interviews,...)

Footer Footer Footer



DEVELOPING

Hard Core

Fan by Heritage

Admiring

Outsider

Building Up

Live Updates
Forecasts

Player stats and info
News and Interviews
Betting info

Live updates

News and Interviews
Shop and Ticket Offers
Club/Historical moments

Shop and Ticket Offers

Game/Team Info and News
Technical Content
Match Day Planning

The Teams
The Club
Non Football content

Releasing

Facilities Use
Third party app to gather live updates

Facilities Use
Third party app to gather live updates

Third party app to gather live updates

Technical/lmpartial Commentary

Facilities Use

Facilities Use

Third party app to gather live updates

Modular and Contextual Content

Revisiting

Scored Related Content
(depending on the score)

No-spoiler content option

Highlights

Scored Related Content
(depending on the score)

No-spoiler content option
Highlights

Going Back Planning
Highlights

Technical/Impartial Content

Going Back Planning
Shared Moments




T

DEVELOPING

e

C O 127.0.0.1:32767/start.html#p=intro&g=18&c=1 w OO0 0O

Apps [ TEMP [) Tufte's principles |.. [} Interaction, Softwar... F4\connect Online Meetings &.. [) LinkedIn's Series B...

TheSite - Intro

How does this Navigation help you?

This is a prototype that will help me learning how you would navigate a website like this. As 2 p
will look broken. Don't mind those things, but please express your opinion on them as ‘

Also, please, state your intentions and your thoughts before taking any

Please remember, this is not to evaluate you, but the website navigali
complete the following tasks.

After you complete the task | will ask you to answer four simple questions.

This session will be video and audio recorded. If you are not comfo
starting your first task.

START YOUR TASK
Created with an unregistered
copy of Screenflick
Your Tasks X

1. Please, take a look at this website and tell me what it is about.

2. Do you think that they also have charity programmes?

3. Try to imagine that you have a nephew who's 10 and seems very passionate about playing football.

PLAY THE VIDEO

@

ICI?)

» [ Other Bookmarks

User Testing
7‘“

Macintosh HD

Next Project


https://drive.google.com/file/d/1kIfUjBIvsERij2hqtW5HqM_ka2vtLbo_/view?usp=sharing

Results

How did it go?

Shorter journeys, increased traffic and usage time

a Ben Dellow

We are seeing users spend more time on the homepage and
their user journeys are shorter so they are able to find the

information they want easier

Yes across app and web we are seeing a 40-50% increase in
match day users. The live broadcast before every home fixture

really helps
The Client My Role Timeframe
Tottenham Hotspur UX Lead 6 mos

Football Club

Ben Dellow - 1st

Digital Operations Manager at Tottenham Hotspur LTD

London, United Kingdom - 500+ connections -

Contact info

v
.

A \ |

Tottenham Hotspur LTD

Buckinghamshire Chilterns
University College

B
Project Owner




What I've learnt

The value of Design goes beyond just “design”

From the process

How to streamline the approval process to keep the quality high and the
timeline sane. I've learnt how to get my stakeholders on board with design

decisions so that they feel part of the solution.

From the users

Accessibility can't be a second thought. I've learnt to take responsibility of all

the deliverables that make the experience, including coding.

From the team

| experimented and learnt new ways to catalyze consensus across the room and

commit to the best outcome for the users.

The Client My Role Timeframe
Tottenham Hotspur UX Lead 6 mos
Football Club

49

Design Thinking fosters a
framework where heterogeneous
teams work to reach the best
outcome with the most value for
users and therefore for businesses.

)




DESIRABLE VIABLE
Users Business

VALUE

FEASIBLE
Technology

Experience
Roadmapping

How | deal with low budgets,
little time and complex
organizations

More about this on my Medium



https://medium.com/@saratraverz

What it means to be an
Experience Strategist

| conduct stakeholders interviews and users research
to understand the needs for the business and the
users, and | work in multidisciplinary teams to
investigate the most appealing opportunities.

Experience Roadmaps

When creating delightful digital experiences, | try to understand what is
the MVP with the highest value for the Client and their Users, given the
context of its development. | start with this definition of MVP ->

While aiming to the shiny car, sometimes you can only develop and
release a bike, gain trust and resources to then be able to build a
motorbike. Some other times, you need to develop a skateboard to prove
that you have the potential to get to the next steps. Whatever your
situation, a valuable outcome, even in its MVP form, always considers
these three elements: feasibility, desirability and viability.

As a UX Strategist, part of my job is to spot the most valuable outcome,
given the scope of the problem, the constraints and the context of its
development. Sometimes, it's just not feasible to do the perfect thing right
away, but that doesn’t mean that it's ok doing the wrong thing. Instead,
while knowing what would be “perfect”, | find the perfect balance to have

something really good to scale up when the opportunity arises.

Not like this....



https://blog.crisp.se/2016/01/25/henrikkniberg/making-sense-of-mvp?ref=https://product-frameworks.com

The four phases of a project

Kick-off, Understanding, Developing, Improving

1. Discover 2. Define 3. Develop 4. Deliver
This phase is all about re-interpreting the The outcome of this phase is a detailed Developing entails the definition This is about reading the insights and
brief and reach a common understanding problem definition and a list of areas of the most valuable experience, the feedback of a live system to
of roles, responsibilities, and the overall with the most appealing design considering users feedback and refine and improve the experience
desired outcome opportunities. The main activity is a technical capabilities, in within the even more.
research to assess technological project timeline and budget.
capabilities, stakeholder expectations
and users needs. Dual-track agile is the

methodology that I've applied the
most in the recent past. It
facilitates the collaboration across
the team and helps mitigate the
risks.



Thanks!

L et’'s have a chat.
saratraversari@gmail.com

Back to Table of contents
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