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A little aboul me...

I'm a Brooklyn-based Product Design Leader - a generalist who deep dives into
team building, storytelling, user-centered design thinking, and always a
champion for digital accessibility.

Some books that excite me include:

Josof Albers Interaction of Color _ _
The DES'G N £ A BOOK APART
of EVERYDAY . an%é
ck-AS>
THINGS 5 B ‘

Mike Monteiro
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RUMBIITY ANDBERG

oon YOU'RE MY
PAVORITE CLIENT

FURE'WDRR Y Ausin Kkor

MAKZIT 5C

1y etacton Cesdin Lessors (om Scence Ficlon

By WATHAN SHEDROFF & CRRISTOFHER NOESSEL



https://abookapart.com/products/youre-my-favorite-client
https://www.amazon.com/Design-Everyday-Things-Revised-Expanded-ebook/dp/B00E257T6C/ref=sr_1_1?ie=UTF8&qid=1531699173&sr=8-1&keywords=design+of+everyday+things
https://www.amazon.com/Interaction-Color-Anniversary-Josef-Albers/dp/0300179359/ref=sr_1_1?ie=UTF8&qid=1531699232&sr=8-1&keywords=interaction+of+color
https://www.amazon.com/s/?ie=UTF8&keywords=radical+candor&tag=googhydr-20&index=aps&hvadid=241603076619&hvpos=1t1&hvnetw=g&hvrand=15820000880968437552&hvpone=&hvptwo=&hvqmt=e&hvdev=c&hvdvcmdl=&hvlocint=&hvlocphy=9004353&hvtargid=kwd-136547844989&ref=pd_sl_5aysx6eev3_e
https://www.amazon.com/Make-So-Interaction-Lessons-Science-ebook/dp/B009EGPJCU/ref=sr_1_1?s=books&ie=UTF8&qid=1534969554&sr=1-1&keywords=make+it+so+design

Team building is a team sport

| empower individual team members by providing operational space and
organizational cover to help them focus on executing their best work. Some ot

those lessons | developed during my 10 year roller derby career as a founder,
coach, and captain. And yes, | swear that's a good thing.

Leadership and Coaching
* Design Leadership Forum Member - 2018-present, InVision

e DesignX Panelist 2019 (The Art of Selling Design)
* Prolific Design Meetup Speaker 2018 (Non-Traditional

Career Paths)

Awards
e Tigerspike Trust + Innovation Award, Winter 2016

e Bigldea Winner - NYC BigApps Competition
nycbigapps.com - Summer 2014

Talking design with DesignX Captaining Championship teams

Thoughts, musings, and rants on Medium Facilitating workshops
* https://medium.com/@natalieblair



http://nycbigapps.com
https://medium.com/@natalieblair
http://nycbigapps.com
https://medium.com/@natalieblair

Well-defined stories create inspired designs

Feelings
Walmart User Journey Validation - Grocery Pickup

Technical Backend Tasks

Associate Touchpoints
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O1. Initiate Order 02. Start Order 03: Shop 04: Submit 05: Confirmation 06: Drive to Walmart O7: Arrive at Store 08: Associate 09: Arrive at home 1C

Loads Car Unload Car

I h |
I'm afraid | won’t have enough food to feed How soon do | have to order before What else do we need from the store? Do any of these other people have dietary needs? Am | in the right parking space so Are my items packed and positioned in the opetoe
eople and host a good party. cuttoff for delivery vs. pickup? they know I'm here? trunk well enough that they aren’t going ot Will |
eop ¢ ey / . . Will it be cheaper elsewhere or if | order it online for later? Can | do them before picking up groceries so my frozen foods / . . / gome Yy ad
) _ o break, spill, or get crushed on the way home?
Does anyone have dietary needs? I'm afraid they won’t have what | need don’t melt? How long will it take before | can
for the menu | planned tonight. get on the road again and get | hope the avocados are good to use tonight

. . 5
Will I have enough time to cook the food? home? and not too hard.

) . I'm afraid my order didn’t go through correctly.
What’s going to be easier to cook?
Do | need to do any more errands on my way home?

What are my friends’ favorite things to eat?

I’'m afraid my friend on a diet won’t be able to eat this.




User and data insights should always be huggable
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A couple of case studies...

BARk< BOX i DIRECTV'’s NFL Sunday Ticket

Adding key screens and steps to the sales funnel, the Growth We worked with DTV's in-house design firm to take their mobile and
team increased conversion by 9% on BarkBox and 21.5% on web apps to the next level. The 2014-15 app revamps that our team
Super Chewer...and that was only the beginning. led resulted in a 400% increase in mobile downloads.

TAILORED BRANDS E

The Men’'s Wearhouse and Jos. A. Bank websites needed a refresh,
but research cracked open real problems with the IA and showed

how we could maximize the pros of each brand to improve user
experience and therefore conversion.

Copa Airlines overhauled their check-in process for responsive web
to kick off their digital transformation process - an extremely exciting
UX opportunity because let's face it — what's a more stressful time
than having to go to the airport these days?



BARK-<BOX

« Project: Adding key screens and steps to the sales funnel,
the Growth team increased conversion by 9% on
BarkBox and 21.5% on Super Chewer

* Role: Director of Product Design, Research and Team Lead

« Team: 1 Product Manager, 2 Product Designers, 1 Lead
Engineer, 2 front end Engineers, QA support

o Contributions: Hands-on tasks included research lead -
user interviews, data analysis, workshop facilitation,
wireframing, prototyping
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« Tools: Sketching, Whiteboarding, Sketch, Prototyping
(InVision), Abstract

—_—




BARK:BOX

BARK:

Bark’s vision is to make sure there’s “no dog left behind.” | . U
With more than 700k subscribers per month, they are a Il B R
trusted household name for quality and fun for dogs and -

their people.

Their most well known products are BarkBox and Super
Chewer - monthly subscription boxes of Bark-designed
toys, treats, and chews, Bright Dental - a monthly
subscription of dental care supplies that was launched in
late February, and BarkShop - a D2C destination for
exclusives, essentials, and reordering.




Business Insights & Assumptions

2nd and 3rd box NPS was dropping off leading to churn and
expensive win-back efforts

* No education of different chew options between classic BarkBox and hard rubber
Super Chewer products pre-purchase. A large part of Customer Service volume is
switching people between plans.

* |n a survey to migrated Classic to SC customers - 79% said they did not
know Super Chewer was an option

* 76% surveyed said they would have chosen Super Chewer over Classic
(SC is a significantly higher price point) to begin with had they known it
was an option

e TAlLored Options surfaced in funnel - Bark ofters comprehensive allergy-friendly
boxes, toy preferences, assortment customization, etc., currently only available
through contacting Customer Service.



The Product Desigh Team

Adam
Senior Product
Designer, Growth

® Ul + Interaction Design

® Prototyping

® Dev support with front end
CSS development

® Research synthesis

Jessie
Product Designer,
Subscriber Experience

® Ul + Visual Design (BarkBox)

® Assisted with test planning,
prototype creation,
interview moderating, and
synthesis

Maryann

Product Designer,
Growth/BarkShop

® Ul + Visual Design
(Super Chewer)

® Style guide and basic
component library specs
and definition

Celia
Senior Product
Designer, Margin

® Style guide definitions

® Assisted with test
planning, prototype
creation, interview
moderating, and synthesis



User Research

* Dog owners (obviously)

"™

Gerald & Theo
Nashville, USA

« 16 60min remote user interviews (validately.com)

¢ 50% self-identified “destructive chewer” owners
(based on scale of 1-5 of “how long do toys usually
last at your house?”

« Mix of desktop and mobile users

« Mix of Instagram and Facebook users (most of our
traffic comes from one of these sources)

* Spend more than $25/mo on their dog/s

Jacqueline & Walter
Vancouver, CAN


http://validately.com
http://validately.com

Biggest issues with the funnel

"I'm not entirely sure what I'm signing up for..."

Josh, Checkout page

| don't know if I'd trust these treats - | haven't seen them in
the store so I'm not sure they're quality.

Jacqulyn, Themes Selection page

| probably wouldn't purchase because my dog would rip TREATS SOURCED AND j
these up in 2 seconds. MADE IN THE Yo

Hannah, Homepage



Competition:

Dog subscription companies are collecting more information and
offering more choices than Bark in terms of dog info, toy and treat
preferences and assortment.

L /\;\ —
( A\f\,D @ My Dogs pupjoy —
~ | =
TREAT PREFERENCE OPTIONS -
Tell us a little more about Rusty... What would vou
like in your bzx? Treats, Toys & 3 Add Photo
He v IS year v AN
What kind of
treats do you All Natural 5 Rusty Y4
| prefer?
He is v neutered and BIRTHDAY
TN : o What kind of toys =
11‘;’(&?’\? we |g h S a bO Ut 0D | bS do you prefer? Variety v May 10, 2019 ﬁ
‘i\_ J,,_'"/} Power Chewer?
TOY PREFERENCE OPTIONS s
and is the What 2 hou? — 2 Large &In Charge %
most stubborn ~ Ao GENDER
 abrador Retrie o What is the size N Male V%
e L)[ O (j C | R - t [ O Of your dog(S)? Tea c"p 4
ever under 10 Ibs. COAT TYPE
N i Russoiio co 2 SEG e o b How often would X Medium/Long Z
~/> Rusty is a mix, you can Inot : . you like 3 Monthly -
& delivery?
Some more details about Rusty’s body profile...




Guiding Statements

Problem Statement: Design Statement:
Potential Subscribers feel confused and uncertain when We will make our users feel confident in the quality, value, and
considering purchase a subscription box from us. magic of our products so they may feel empowered to subscribe

and get the perfect box for their pack.

Hypothesis: We will make them teel this way by providing information in a way
We believe that by adding steps in the funnel that evoke the that is:

feeling of a warm conversation about their dog, potential - ITransparent

subscribers will trust our products more, leading to higher - Warmly Personal

conversion and retention. - Conversational

- Consistent, Authentic, and Reassuring

... which will make them feel in control of their subscription choices.



BARK:BOX BARK-BOX BARK<BOX BARK<BOX

Give your dog exactly Is Wally allergic to beef, chicken or How big is Wallv2
what they want What's your pup’s name?¢ turkey? & &
A totally customized box of themed toys and
treats for your pup - every month Small and Cute

. "
Pup’s name ~ 0-20lbs
_ ) ) Yes No 14
Claim Offer Give a gift

-+ JustRight

Our allergy-friendly BarkBoxes £\ 20-501bs S P

exclude beef, chicken and turkey. If /o :

Wally has other dietary restrictions, 1

please chat with us. 1

Big & Bold :

50+ Ibs .

1

All boxes are the same price, regardless of 52w, You :

can change sizes at any time! 1

1

How RarkRnx Wnrks 1

ENDS TODAY: X :
$5 FIRST BOX! - i
CLAM OFFER > ﬂ :
- : 1

Q- oS I

1
.------@---------------------------------------------------------------------------------------—-------

BARK:BOX BARK:BOX BARK:BOX BARK:BOX BARKBOX =

What’s your email? Choose a 6 Month Plan And Your

What's your email?
First Box Is Only $5

How'd you like to checkout?

Creale ycur account. Creale ycur account.

Pay el Chackout
Have an account? Login, .
Sneed 1raugn Checkeus with One Toush

Have an account? Login,

. " Monthly Subscription
tmr@bukbox.coni ] @ 335/BarkBox or
Sign me up lor updates from BARK Make Rover even happier! Credit Card
By LI;lh ng ';_:‘tmhrn.r:'. you agree to our Terms a 5 Month SUbS:fiption Adc an extra, premium toy to your dog's BarkBox for
- 8nC LXlxaCy LOULY- =1=A  $29/BarkBox just $9 per month

Yes, Please!

$6 FIRST BOX
_
Nc, Thank You.

/ 6 Month Subscription

g“‘;& + Extra Toys
$29/BarkBox
$5 FIRST EOX

Surprise me Mdndbw's First BarkBox
with a different theme Snowbound Hourds Theme
© 2020 BarkSox. AN Rights Reserved € 2020 BarBox. ANl Rights Reserved. - Medium dog, T Monll 55500
Shipping FREE!
B — — Tctal 1USD) S35C0

If Roverisn't 100% happy with their BarkBox, we'll

work with you to make itright.

Free shipping inside the contiguous 48 United State:. The theme you chcose Is for the firs: box. Every
Other conditions may apply. month after. Rover wil get a new. surprise theme



BARK<BOX

What's your pup’s name?

e Stakeholders were very against adding more steps into
the funnel thinking that “less clicks = quicker conversion”

e The CEO was very against asking for dog breed due to
breed stereotyping and discrimination.

* \We got buy-in to try adding new steps by a quick A/B test
adding dog name into the funnel which improved
conversion by ~6%

This lift gave us leverage to continue testing new steps
that would inspire trust and improve conversion and NPS.



Other Existing Step Issues

* Many issues with WCAG/ADA compliancy

® Size page confused users - they all remarked that they
didnt have any frame of reference to compare it to,
causing friction when making the decision

* Size didn't tell us enough about the dog’s play-style
which is the most important in determining it a dog
will destroy (or be injured by) a toy, treat, or chew.

* The "no allergy” option was pre-selected which made
many users skip over it entirely, not understanding the
full weight of what we could offer them

What's your pup’s name?

Pup's name

BARK<BOX

BARK<BOX

Is Wally allergic to beef, chicken or
turkey?

Our allergy-friendly BarkBoxes exclude beef, chicken
and turkey. If Wally has other dietary restrictions,
please chat with us.

All our treats are all-natural and
never contain wheat, corn, or soy!

BARK:<BOX

How big is Wallye

" Small and Cute :
""_‘5 . 0-20Ibs

g Just Right
“{4d  20-50Ibs

.. Big & Bold
50+ Ibs
-~ F

All boxes are the same price, regardless of size. You
can change sizes at any time!




Adding New Steps

We settled on adding the following to the funnel for our first test:
e Dog gender/sex

e Dog Breed
e Birthday (or “gotcha” day for adopted rescued dogs)
e Expanded allergy page

e Durability step (BarkBox vs. Super Chewer)



Adding New Steps

We settled on adding the following to the funnel for our first test:
e Dog gender/sex

e Dog Breed
e Birthday (or “gotcha” day for adopted rescued dogs)
* Expanded allergy page

* Durability step (BarkBox vs. Super Chewer)



Initial Test Results

By adding dog sex, an edited size
page, breed, and birthday in the sales
funnel, we saw an increase in
conversion:

® BarkBox +9% increase
® Super Chewer + 13.5% increase

BARK<BOX

Tell us about your dog!

Help us make sure we send the absolute best
toys and treats for your pup

What's their name?

O Her name is ] ) His name is

Dog's name

BARK<BOX

What breed is Rusty?

Start typing to search

Or,_skip this step

BARK<BOX

When's Rusty's birthday?

Or adoption day. We may or may not have a
special treat for him!

May v 05 - 2019 -

Or,_skip this step




Durability Ideas

Step 7 of 9 BARK-BOX

What kind of toys does Dighy like?

Tell us what Digby likes best so we can make
the perfect box for you.

i\

1:'5 j%a‘ . /A W

I f.\“\.ﬁfé}:&w "ﬁ ges
At ek
N £ N
\_/ _/ \_/
Squeaks Strong Toughest of
and fluff Plush the tough

If Digby isn't 100% happy with his box, we'll
work with you to make it right.

Destroyers need our
Super Chewer Box!

Our premium Super Chewer boxes
contain 2 treat bags, 2 meaty chews
and 2 tough toys made with things like

® Hard rubber * Mighty nylon
* Strong rope * And more

Upgrade for your destroyer - plans
start at $29/month

Continue with Super
Chewer

No thanks.

If Rusty isn't 100% happy with his BarkBox,
we’'ll work with you to make it right.

BARK<BOX

DIGBY'S INFO YOUR BOX YOUR ORDER

Destroyers need our
Super Chewer Box!

2 tough, hard rubber + nylon toys, 2 treat
bags, and 2 meaty chews every month -
always free shipping*!

12 month subscription
$25/month

+ PROMO TEXT

w 12 month subscription
$25/month

+ PROMO TEXT

12 month subscription
$25/month
+ FREE PROMO TEXT WITH LONG NAME

Can’t decide? Try our new box:

Monthly Bite Size Box 1toy
1treat bag
$25/month 1chew

N1 Ho ! If your dog isn't 100%

Y Q, haoov with his box.




Ideating expanded allergies

Before

BARK<BOX

Is Wally allergic to beef, chicken or
turkey?

Our allergy-friendly BarkBoxes exclude beef,
chicken and turkey. If Wally has other dietary
restrictions, please chat with us.

All our treats are all-natural and

deations of expanded allergy-friendly options

BARK-BOX

Does Rusty have any
dietary restrictions?

Select all that apply:

4 N ™

none ) (\ beel, chicker, and turkey )
\ A 7
. -~ 7 ™ 7 N
( duek ) | fish ) gralns )
. N N ey
I/ ™ \\

pork ) othar restrictions |
s SN

Continue

Treats sourced & made in the US

All-natural 2nd leaded with haa ~hy proteir.
“ruits, veggies. and never any grain fillers.

® == Y

WIHFA™, CORN MADT IN All
& SOY FREE | HE USA NAIURAL

BARK<BOX

Exclude anything from
Rusty's treats & chews?

Select all that apply:

Beef, chicken, & turkey ﬂ 23?

Pork Ty Duck  Co=

Fish Grains
£ | O %‘

Other dietary restrictions

Treats sourced & made in the US

All-nztural 2nd loaded with hea ~hy protelr.
“ruits, veggies. and never any zrain fillers.

® B

WIHFA™, CORN MADT IN All
& SOY FREE | HE USA NAIURAL

BARK=BOX

Any dietary restrictions?

All our treats are made and sourced in the USA and
never contain corn, wheat or soy.

Please exclude:

- /em
Beef | /l Chicken |\gg)

7~
Turkey I\@l Give me everything!

If Rusty has other dietary needs, please contact us
and we'll do cur best to accommodalel

BARK=BOX

Any dietary restrictions?

All cur treats are made and sourced in the USA and
never contain corn, wheat or soy.

Do not send any...

_] Chicken Turkey

No, gi
l_’ Beef ‘_I e:er;gyltvr‘téir:';!

If Rusty has other dietary needs, please contact us
and we'll do cur best o accommodalel




Allergy Results

 BarkBox saw no improvement in conversion,
but increased allergy opt-in 10% vs 5% with
the control. The increase in engagement with
the box options can theoretically lead to a rise
in NPS and long term retention

« Super Chewer saw an 8% lift in conversion
which suggests that Super Chewer parents
might have a need for more detailed
information about materials and ingredients.

BARK-<BOX

Does Wally have any allergies®

All our treats are made and sourced in the USA
and never contain corn, wheat, or soy.

Do not send any...

BARK-<BOX

Does Wally have any allergies®

All our treats are made and sourced in the USA
and never contain corn, wheat, or soy.

Do not send any...

 Chicken Turkey
No, give us
E Eagt | everything!

Chicken Turkey
Beef No, give us
everything!

If Wally has other dietary needs, please chat with us
after you checkout and we'll do cur best to
acccmmodate.

If Wally has other dietary needs, please chat with us
after you checkout and we'll do cur best to
accommodate.




 Add password back into the flow (large

backlog of issues with users not ever making
one when signing up)

« Expose more box assortment options as they
become operationally possible

 Rethinking durability, education, and how
olans are presented




DIRECTV’s NFL Sunday Ticket

« Role: Lead Experience Designer

 Platforms: Desktop web app, iPhone, iPad, Android tablet and
phone, Chromecast, Apple TV, Roku, PS4, Samsung Tizen TV,
Amazon Fire TV, Fire Tablet, Windows tablet and phone

SUNDAY

« Team: 2-5 in-house Experience/Ul Designers, 2 Client-side { / ﬁ TICKET
Experience Designers, and a large team of remote engineers N\ ¥ e\ A
and developers

« Contributions: User Research, Platform Research, Sketching,
Wireframing, Prototyping, and Usability Testing

 Tools: Sketching, Omnigraffle Sketch, Zeplin, and InVision

« Partners: Tigerspike, DIRECTV/DMG, and NFL




New ideas for a long-term client

DIRECTV's NFL Sunday Ticket is a subscription package
through DIRECTYV that gives access to stream live, out-of-
market Sunday football games on laptop, tablet, phone,
console and streaming media devices.

Tigerspike had spent several years partnering with DTV's in-
house design firm to take the mobile and web apps to the
next level. The 2014-15 app revamps that our team led
resulted in a 400% increase in mobile downloads.

The 2015-16 Season had more in store - add new devices
to the NFL Sunday Ticket offerings. The driving mantra
being “everyone deserves football” - give them their
football on their favorite devices.

20



Initial Tablet Game Mix Sketches
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Apple TV Game Mix

1.0 Game Mix : Adding Videos

e  Aner DoublaTap or Cicking 10 add a third Video, the
Video area shuffies 10 show space 1or the new
up® into the new Video Cel area.

e Note: The moving Chip is a duplicate that moves -
the Chip s not actually moved out of the Drawer.

2.0 New Video Layout

e The new video populates in Secondary Video area at
tha bottom, right hand side of the screen.

. Tha selected Game Chip appears with the Now
Playing indicator,

e  Audio remains on the Haro Video until the user moves
it to ancther Video Cell.

Playstation Game Mix

1.0 Adding a game/Initiating a Game Mix

If the Garme Chipis & Live Gama o a Fina game with
a Shor: Cut avallable, this wil intiaie a 2 game Garme
Mb. See Garre Chips section for DENavions of omer
types of Game Chips.

L)

2.0 Game Nix 2 Garres)

Oncethe user adds a came the leyoct wil dynamicaly update
layout based on the number of games. hew games adi
below the Hero /deo. See Global - Layout for maore cetals.

3.0 Audin
Whie configuring a Game Mix, auSio remains on th: Hero
video See Global - Layout foe catails on tha Hero video,

")

3. Up to 4 pames
Users can have at mos' 4 garres dlaving at ‘he same tmein
Game Mik.




V' Instant highlights

V' Drive progress

v\ Game and Player stats
v League standings

v’ Ball possession

V' Real time score updates

‘/ NFL Fantasy League matchups & scores
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Blackout Chips

1°T&10

XXX 00 00 XXX

4 @ 10 2np213 21

SORRY
This game is not available in your area. Stay tuned
here for highlights as they become available.

XXX 00 00 XXX

)

T
SUNDAY
TICKET

@ 10 2n0213 27

SORRY \, 1ST QTR 9:57
This game is not available in your area. Stay tuned K. McFadden PUNT to J. Jansen, FUMBLE
here for highlights as they become available. - \ recovered by C. Artie- Payne for 14 de...

A Blackout Flex Chip can be pulled into the Hallway tests with subscribers told us that fans Miss the highlight as it played? Replay it with
Game Mix loaded and ready for when Highlights didn't want the surprise ruined - we removed the just a tap on the replay icon.

are available. clip metadata to avoid spoilers.



Overwhelming.

Fantasy info through the lens of
1 game was overwhelming and
left no room for Highlights

“If | wanted this much info, I'd ( D e fSwile), 4o Show
just open my fantasy app.” L’ W'? Fout. Plers

¥ Mive Fogemg (wained ™ |5
X ( vy e op 1:.*2.* X3 Matchups Matter
- ) o -) R— - Fans can get highlight alerts

for their Fantasy Players, but
it wasn’t the whole story.

“| know how my guys are
doing, but how bad am |
L 5

Highlights beating Chad right now?”
Show the League, the matchup,
their score, roster, and a way for
highlights to play, clearly
indicating who the player of
interest belongs to.

“Oh, | wanna see that one
again! Chad is totally buying the
next round!”




Fantasy Chips

Monster Truck Martians 68 5 VS

‘.‘tt‘:‘

Pl
@ WP

w - W
T oF

~

Pigskin Wizards

1ST QTR 9:57

NYG: E. Manning 43-yard
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iIOS Mobile - Portrait Mode
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2016-17 App Expansion

For the 2015-16, DTV wanted to add more devices.

We spent that year balancing parity vs. harmony
between platforms, trying to give the best
experience on each device. That's 1000 stories rolled
up into one year - boiling down input methods to
common gestures, dealing with 3rd party
developers, metadata parsing differences, and the
whole epic saga that is “Designing for Chromecast.”

But that was just responding to an RFP.
Let’s look to 2016-17 when we really started
addressing user pain points...

SAMSUNG
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Guiding Principals

Research data we based our design directions on

came from:

1. DTV post-season surveys
2. Subjects of calls to Customer Service

3. UAT findings (watertall)
4. Hallway usability tests (at DTV offices,
outside the NFL product teams)

Fans hate blackouts.

NFL Fans, especially Fantasy players, feel left
out when they find out their games are

blacked out.

'FOX NFL Kickoff' is blacked out in your

area on 'Fox Atlanta'




Design Statement

We will give them a way to get what they
need, right when they need it, to make
them feel like the winner of their Sunday.

We will make them feel like a winner by:

1. Leveraging all available data for the games and
players they want to follow

2. Keeping distractions to a minimum, focusing
them on the games and players that mean the
most to them

3. Give them the best experience for each
device they use for their Sunday Ticket
experience

SAMSUNG
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Game Mix was a feature for the web app
that was being pushed out to other
platforms for 2017-18. It gives subscribers
the ability to watch up to 4 games at once.
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Until next yearr...

While the Flex Chips were ultimately de-
scoped for 2017 release, Game Mix was
refined and streamlined. Flex Chips will serve
as the jumping off point for awesome features
next season.

The whole Sunday Ticket suite of apps are
getting this expanded attention including
connected devices and wearables for releases
to come.
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CopaAirlines %

 Project: Redesign of fully responsive web check-in flow e 4 dd i
(including new boarding passes) AR
A 111K SO0080 OoOOOOBEBBEENI
. . | E
 Role: Lead Experience Designer / B088 . ====== ==============
01 02 03 04 05 06 07 08 09 10 11 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 3
. . y C
« Team: 1 Product Manager, 1-2 Visual Designers, 2 Jr. UX \ - B008 ====== ==============
Designers, and a Dev team of 14 (in Bogota and Mexico City) - 088 T eenees OO REOBBEENI
V
« Contributions: Workshopping, User Research, Competitive
Analysis, Personas, User Flows, Information Architecture, , _
P . T . Premium . Exit row . Favorable
rototyping, lestin
typ g g . Regular v Emergency exit Wing

« Tools: Sketching, Sketch, Prototyping (paper, InVision, Flinto),
Abstract, Zeplin




Who’s Copa?

Copa is a medium-sized airline, that doesn't have the
capability to offer high-end seats, luxury travel amenities,
opulent airport lounges, etc. However, they saw their
opportunity to win over passengers by making their digital
experience so easy, effortless, and delightful.

Copa engaged Prolific Interactive to help kickoff their
digital transformation process by overhauling their check-in
process for web.

.j /' /’
> ’ / s

- Largest airline serving Central and South America i ~—
+ #4 'On Time Airline in the world' 7 —_— — — .:_. e =%
- Headquartered in Panama City, Panama e |
- Flies to 74 destinations currently

- Business travelers make up the bulk of their customer base




Remote Teams and Parinerships

@

Between Prolific’'s Brooklyn office, Copa’s Panama City
headquarters, and our development team based in Bogota and
Medellin, we knew remote teamwork was going to be

Copa
Alrlmes

A STAR ALLIANCE MEMBER v &~

challenging.

To make sure we were on the same page, after initial usability
testing and user interviews, we went down to Panama to
workshop our defining principals so we could make decisions

that everyone could agree on.
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Problem & Design Statements

Frequent Business Travelers feel frustrated, angry, and
like their time is being wasted when checking in for
their flights.

We will give them a way to check in that is. ..

Timely
Instructive
Relevant

Ffficient &
Does the work for them

so they can feel in control of their time before takeoft.
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User Personas

Lazy Larry

“Just do the work for me.”

- Waits until the last minute to check in for his flights
- Never reads, and doesn’t care about the details
- Wants the quickest way to check in

el ATy Wt Duevsaly Tecplk
erreof vered cosrbvnas

- Loves upgrades

- “I'm a preferred, valued customer. You should just
know me!"
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User Personas

Deb Details

“I double check everything on the way to the

airport so I don’t have any unexpected surprises.

- 38 years old
- Bogota, Columbia
- Regional Vice President, multi-national retail chain

- Wife, Mother of 2
- Copa ConnectMiles Platinum Member

"Te,(}\ Sovvy
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Deeper into our Personas

Deb Details

- Flies for work about 2 times a month — loyalist to Copa
- Strongly prefers the window over an aisle seat

- Selects her seat at booking if at all possible

- Checks in as soon as she gets the email reminder

- Prints her boarding pass, and also has it on her phone, and also
keeps it in her Apple Wallet so she's always covered

- Always gets to the airport early to avoid stress

- Has a specific routine that she follows every time — especially
when traveling with her kids




Design Studios

Participatory design studios with “crazy 8s" helped everyone feel
a part of the process. We were able to bring in a diverse cross-
section of Copa getting folks from Marketing, Airport Operations,
Call Center, Reservations, and Counter Agents to join in.




We were then able to identifying assumptions that
we would have to be validated for these designs
to be successtul.

Orientation in flow

 Travelers will know what steps need
to happen to check in.

Finding and consuming content
* Travelers will know where they can find
different types of information.

Content Hierarchy

* The most important information to them will
be surfaced higher over other, more detailed
info that is not necessary.




Two Initial Rounds of Usability

+ 2 rounds of remote (moderated and unmoderated)
30min interviews

+ 31Participants total — sourced from Customer
Insights Department demographics + resources

»  Ages 18-54
« ~70% male, ~30% female

+  All have traveled internationally in the past 10
months (most in the past 3)

- 3 different versions of a prototype were tested at
different levels of fidelity

+ All frequent flyers of at least one Central or South
American-based airline (AeroMexico, Copa,
Avianca, etc.)

Dashboard Copa_Prolific_Usability_R.. Help (v oo
™ ne (n (% 7
& gre
Travelers

Task 1 /4

Your're all checked in, Amelia!

Amelia Earhan

Conneciviles Platnum RESNTRATE Untea Staas
FIIOTESITO5A Armrx

FAA-SGBTO0BY 'EBM

Monday, May 28

New York (JFK) =2 Panama Citv (PTY)
. - g ! :

CM-182

Crecte Clip EH

1 N
e
[ ..

Q Natalie Bl,a.i[

Prolific-Copo Checkmate
[ Notes
e Stértk'r‘:‘a;;( 1
End TVaSk.1 v Pass X Fail

, S 0
Likes checking in through a frequent
flyer account instead cf entering
things on his own.

, S 0O
get your boarding pass and do the
| checkin beforehanc to save time.
A "
caster sarvice, bertter seat, and much

better food !

- N=:N9 Arlcd T ag

Respondent 885560

Wirdows 10 | Chrome 56.0.3359," 31

ress T todrop amarker

Live session with Ernesto mends

Live session with Ernesto mendez chiari

Nztalie Blzir
Prolific-Copa Che

httpe//copa-prototype-checkin-v2.wabflo...

Ceparts
PTY

1:55pm (On Time)

Good morning, Amelia! Just 3
simple steps to check-in

LoJ into your ConnectMies®
account 1o check-n even faster!




Steps - Concept 1: Bite-sized

X Check-in Ameka

)
(1 J/  Travelng Information

Passport Information

Nore*

Amelia

Last Name*

Earhart

A bl p——

Jale Female
Passport Numbeart

ATP56789

Expiration Date*
4/28/2022
Natonadiny®
Argentina (AR)
Country of lssue*
Argentina (AR)

Country of Residerce*

Linitad States of Amenca 11 S A

=l ) 1 Mana )
X Check-in Amelia
=)
£/ Emergency Contact
Emergency Contact

Contact Name*

Cynthia Martinez

Conmtact Emal*

cmartinez@email.com

Contact PFrone Number

(183) 919-1383

= C
X Check-in Amelia
p-

\}) Memberships & Programs
Frequent Flyer Information (Optional)
Program -

Number
Additional Information (Opticnal)

"

Known Traveler Number

Check-in Amelia

N )
| 4) Seat Selection

a ‘
X Check-in Amelia
(s) Baggage
Baggage Allowance
[ ‘ 2 checked bags
. Zabs Dnx4bn x 23
) 2 carry-on

.\ J s
b‘ ‘m Dnxdhinx239m

Restricted Items

wWhen travedling, ceertain items are
considerad dangerous goods, whech may
endanger the safety of an arcraft or the
persons on board the arcraft. You may not
travel with these items in your checked or
carry-on luggage,

Examples might be:

Explosives, munitions, firewaorks and fares
Gases (Nammable, non-flammable deeply

rafrmaratnd and rairnrsie | s as

Check-in Amelia

(Q) Terms and Conditions

Terms and Conditions

The passenger is responsble for all
necessary travel documents Inchucdng
passport, visas, tounst cards and any other
additional or specal documem required by
law or regulations In force In the countnes of
departure, destination or transit. s
recommended to all passengers to be aware
of thew vaccnation and health history,
specifically, the International Certificate of
Vacanation against Yellow Fever, if they are
travelng to an endemic country.

| agree to these tams and
conditions

Complete Check-in




Concept 2: Longer/Fewer steps R Ry | | reE R | | AR R ERNe

X Check-in Amelia X Check-in Amelia X Check-in Amelia

@ Traveling Information @ Seat Selection @ Traveling Restrictions

Passport Information Bagg age Allowance
Name* -
Amelia 2 checked bags
Last Name* y 22902 30inx 45n x 23in
Earhart
@ 2 carry-on bags
Male Female 221b¢  30in x 45in x 23in

Passport Number*

ATP56789

Expiration Date*

4/28/2022 : Restricted ltems

Nationality* ; o
4 When travelling, certain tems are

considered dangerous goods, which may

Argentina (AR)

Country of lssue*

Argentina (AR)

Country of Residence*

United States of America (U.S.A.)

Date of Birth*

4/22/1981

endanger the safety of an aircraft or the
persons on board the aircraft. You may not
travel with these items in your checked or
carry-on luggage.

Examples might be:

Explosives, munitions, fireworks and flares.
Gases (flammable, non-flammable deeply

refrigerated and poisonous) such as
camping gas. Radioactive materials.
Corrosives (such as mercury, acids, alkalis

and wat cell hattariasl Mannatized matenals



Resulls: Longer & Fewer

“Any steps are too many steps!

 Participants liked the least amount of
steps, even if each one was longer

e Tasks could still be streamlined more
according to user feedback

X Check-in Amelia

@ Traveling Information

Passport Information

Name*

Amelia

Last Name*

Earhart

Male Female

Passport Number*

ATP56789

Expiration Date*

4/28/2022

Nationality*
Argentina (AR)

Country of lssue*

Argentina (AR)

Country of Residence*

United States of America (U.S.A))

Date of Birth*

4/22/1981

Check-in Amelia

@ Seat Selection

e Compamna Panams
X Check-in Amelia
@ Traveling Restrictions
Baggage Allowance
D 2 checked bags
— 22 30in x 45n x 23in

\ By 2 carry-on bags

222 0inx45n x 23in

Restricted ltems

When travelling, certain items are
considered dangerous goods, which may
endanger the safety of an aircraft or the
persons on board the aircraft. You may not
travel with these items in your checked or
carry-on luggage.

Examples might be:

Explosives, munitions, fireworks and flares.
Gases (flammable, non-flammable deeply
refrnigerated and poisonous) such as
camping gas. Radioactive materials.
Corrosives (such as mercury, acids, alkalis
and wat rall hattariasl Mannatized matanals



Additional rounds of testing honed in on how we
could make them feel known.

We also redesigned the boarding passes, the key
to a user feeling comfortable and confident.

A beta version of the new web check-in process
will be released in mid-September, 2018.

Travelers: 1. An

Hi, Amelia! It’s time to check in for your trip!

N : 4 .
ConnectMiiles Log into your ConnectMiles account to check in even quicker.

CopaAlrllmng

Amelia Earhart




E TAILORED BRANDS

« Project: Redesign of Men's Wearhouse and Jos. A. Bank
menswear retail sites, and Tux Rental journey

* Role: Lead Experience Designer
« Team: 1 Product Manager, 1 Visual Designer

« Contributions: User Research, Competitive Analysis, Personas,
User Flows, Information Architecture, Prototyping

 Tools: Sketching, Sketch, Flinto, respondent.io



http://respondent.io
http://respondent.io

When Tailored Brands engaged our team, they
wanted a visual redesign of their retail websites
and Tux Rental experiences between both sites.

After initial user research and analytic
investigation, we saw a huge discrepancy
between conversion rates - 23% for Jos. A. Bank
(defined as completed purchase) while Men's

Wearhouse had 12%

We saw an opportunity to do more than just
give them a refreshed visual design. We wanted
to learn how to harness whatever magic that
JAB has so we could raise MW's conversion rate.

@ MEN'S WEARIIOUSE™"

E TAILORED BRANDS

JoS ABANK

- THE NEW TRADITION SINCE 1805 -



MEN'S WEARIITOUSE™ ;I(:)EESLJ/QNL.]EBE/ANK]>\J[[<:~

- THE NEW TRADITION SINCE 19056 -

.~ /’
/ o :
| &
Existing Men’s | cuire n Existing Jos. A. | = new
Wearhouse Nav | Bank Nav (<
‘ . SUITS o
f CLOTHING -} .
i SUITS
! | SPORTCOATS +
- DRESS SHIRTS e L .
f | SHIRTS +
BLAZERS & SPORT COATS -} | y
& PANTS +
SHOES -+
SWEATERS +
ACCESSORIES —+-
OUTERWEAR +
| L
BIG & TALL -+ hors )
SALE —+ ACCESSORIES ¥
TUXEDO RENTAL -} BIC & TALL N B[
SALE + of
@ SIGN IN
SUITS»
¥ MYSTORE= TUXEDO RENTAL + ;
WESTFIELD SOUTHSHORE MAL (edit) > PANTS »

S

 p—



https://docs.google.com/spreadsheets/d/16NA8dgN37rcagvnMJOzVtmJb_XlVcSLREtThPnzEfO0/edit?usp=sharing
https://docs.google.com/spreadsheets/d/16NA8dgN37rcagvnMJOzVtmJb_XlVcSLREtThPnzEfO0/edit?usp=sharing

1. Data Analysis

2. SEO Considerations

- Top level categories = highest SEO value

- Moving items within the navigation should not
have a major impact on SEO

- Category listing = highest value, followed by
featured and brand

- Custom the only “Featured” item that has high
SEO value

- Links higher on the page and furthest left
(desktop) have greater value

3. Site Audit
- Inventory of Categories, Sub-navigation,
Filters, and examining Featured, Fit,
Collections, and Special Deals in detail for
redundancies and user comprehension

4. Closed Card Sorting
- Existing |1A and Taxonomy
- 10 participants
- Both Men's Wearhouse and Jos. A. Bank were
tested individually



- Purpose: validate hypothesis that category names and
|A could be clearer, and learn users’ expectations of
how items should be grouped and what category
names are most intuitive

- Open Card Storing exercise with 10 participants

- Tested MW and JAB separately, using their own

unique category names

- From the point of someone shopping onling,
participants grouped and categorized all existing
product items with existing taxonomy




ToF - Usability Interview Script

Tailored Brands - Men’'s Wearhouse

Purpose

Validate hypothesis - renamed and reordered

categories would make it easier to find items within Intro
navigation and filtering options * Prolific Overview
e Project Overview
o MW website
e Objectives
Te Sti N g Deta i IS o Test how you shop on a menswear site and how you narrow down for products that you

are looking for

- 14 Remote Interviews

Instructions
- Recruited through Respondent.io, e Establish Expectationd]
¢ 7 fOr MW, 7 fOr JAB ° "W:Id:::;ble dummy content
- 90% men (ages 22-56), 10% women (ages 28-45) " oraline o

s Keep talking as you go through the site, feel free to call things out as you see them
but know that some things aren't working yet.

s Don't click anything until | ask you to - | want to get a feel for what you think lives
behind certain links before you go there.

o We aren't testing you! We are just testing out the new app ideas.

m Just a researcher, not affiliated with Men’s Warehouse - be honest, you won't hurt|
my feelings!

s Would you mind if | recorded this conversation?

a Do vou have anv auestions before we begin?


http://respondent.io
http://respondent.io

e
alMW = 9:41 AM 8 100% (=)
menswearhouse.com
MEN'S WEARHOUSE X
2 MY ACCOUNT @ STORE LOCATOR

CLOTHING

SHIRTS

BLAZERS &
SPORT COATS




Pros

- All users understood the horizontal interaction

- 8 participants were quoted saying this “fun” (when presented
with a paired down set of subcategories); majority made a
sound of delight when using it (verified in followup guestions
that the noise was positive)

Cons

- Top level categories took a long time to scroll through and
some with extensive vertical scrolling of sub-categories
resulted in more time to find all items in the test flows

- Although we tested with both young and a more mature
audience, still some concern about understanding
horizontal scroll

9:47T AM 3 100% =)
josbank.com
1 O
JOS A BANK X
- I . .
'ANTS SWEATERS OUTERW
Crewnecks
V-Necks
Cardigans

Sweater Vests
Zip Front

Shaw! Collar

FEATURED

MY ACCOUNT MY STORE




FEITEE

MEN'S WEARHOUSE X

r SUITS
PI‘OS 1 CATEGORY A $
f
- All participants quoted with “easy to understand/use” All Suits & Suit Separates
] Tuxedos
- 9 mentioned liking the ability to see high level categories Vested 3-Piece Suits
qu |C|<|y Suit Separates
Mix & Match - Paisley & Gray |
- 9 mentioned liking the simple imagery to support the vests
category name Boys Suits & Tuxedos

Custom Clothing

- 13 participants were able to complete the tasks, and find all LY LIS

the items they were looking for Black Suits

Gray Suits

FIT

Cons

TOP BRANDS

- Requires an extra click before seeing subcategories

SPECIAL DEALS

- Subcategories and filtering options were redundant
and a little confusing | [




Accordion menu

- We picked the “safer” version of the accordion menu to
accommodate both MW and JAB customers as we were
short on development time

- Tests showed significant decrease of time for MW
customers to find what they wanted (in qualitative usability
tests)

Edited IA

- Clothing, being a potential SEO consideration if we
removed it, was not missed.

- A newdiscovery - Suit Separates was a market
differentiator for them but shoppers didn't know the
benefits. Putting Suit Separates eventually made it more
discoverable as a suit option instead of its own category.

. Future sprints focused solely on making Suit Separates
more clear educating shoppers on what they were and
how to wear them together.

Ve

SUITS

MENS WEARHOUSE

SPORT COATS

SHIRTS

PANTS

SWEATERS

OUTERWEAR

SHOES

ACCESSORIES

BIG &

SALE

TALL

)

)3~ IBBE=RD.

{

-

.

MEN'S WEARHOUSE

SUITS

CATEGORY

All Suits & Suit Separates

Tuxedos

Vested

3-Piece Suits

Suit Separates

Mix & Match - Paisley & Gray

Vests

Boys Suits & Tuxedos

Custom Clothing

The New Blue Suit

Black Suits

Gray Suits

FIT

TOP BRANDS

SPECIAL DEALS

A

v

v

&

7T

v
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Build for 2 Users

- MW and JAB have different customers, and Tailored
Brands had decided not to combine the brands into one
after acquiring both of them.

- The demographics are different enough that we believed
further research and iteration could make a great harmony
between the sites, instead of exact parity creating one
experience that isn't perfect for either user.

Examples of future iterations:

- Amplify the style picker and “As a Stylist” feature in the MW
experience to educate suit shoppers

- Surface the Custom Suit feature for JAB customers who
have a little extra money and want to get their look taken
care of in a “done and done” mentality

NEW

All New Arrivals
Suits

Dress Shirts
Sportshirts
Pants
Quterwear
Shoes

Ties
Accessories

FEATURED
® The Journal
® Travel Tech Collection
® Custom Collection
® Business Casual Clothing
® 3!l Fundamentals
® Traveler Dress Shirts Guide
® winter Catalog

BANNERS
Distinguish Yourself with a Custom Suit
The Winter Collection is Here

SUITS

All Suits & Suit Separates

Suits

® ©®O Siim Fit Suits
® ® Tsilored Fit Sults
® ® Tracitional Eit Sults

Suit Separates
Boys Sult Separates
Tuxedos

FEATURED
Traveler Suits
Reserve Suits

1908 Suits

Executive Suits
Signoture Suits
Signoture Gold Sults

BANNERS
Buy 1 Get 1 Free for $100
Deol of the doy

SPORTCOATS

All Sportcoats & Blazers
Sportcoats
Blazers
® Tallored Fit Sportcoats & Blazers
@® Traditional Fit Sportcoats & Blazers
Casual Sportcoats & Vests
Vests

FEATURED

Travelar Sportcoats
Reserve Sportcoats
1905 Sportcoars
Executive Sportcoats
Signature Sportcoats

BANNERS
Buy ' Get ! Free for $100
Deal of the day

SHIRTS

All Shirts
Dress Shirts

©® @O Sim Fit Dress Shirts
® ©® Tallored Fit Dress Shirts
® ® Traditional Fit Dress Shi

Boys Dress Shirts
Sportshirts

@ Tallored Fit Sportshirts
@ Traditional Fit Sportshir

Poles & Tees

FEATURED

Troveler Dress Shirts
Executive Dress Shirts
Reserve Dress Shirts
19085 Dress Shirts
French Cuff Dress Shirts
Tuxedo Dress Shirts
Short-Sleeve Dress Shirt
Traveler Sportshirts
Reserve Sportshirts
19085 Sportshirts
Short-Sleeve Sportshirts
Troveler Polo Shirts
Reserve Polos & Tees
1905 Polos & Tees

BANNERS
Traveler Dress Shirts 2 1,
Deal of the day
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