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Please Note:

My newer samples are under NDA, so these are mostly a bit older, however if you find you need to see something more relevant to your
needs, just let me know and | can dig something up for you!



ABOUT ME

NICOLE FURI

| am based currently just outside of NYC. | technically own my own UX consultancy, Usable Jungle, which | started in the early ‘O0s while
traveling around the world and working remotely for a variety of US companies. For the past 10+ years though, | have been in full time
roles working on enterprise and SAAS web and mobile applications as a UX researcher and designer with a focus on design systems,
accessibility, and Al.

In my free time, | still try to travel as often as possible, as well as practicing yoga regularly, being involved in animal rescue, and curating art.
| live alone with my two kitties- Caterpillar and Sylvester.



CASE STUDIES

1 EXPERT VISIT MOBILE APP

2 INVOICE PAYMENT APPLICATION

3 SALES PREDICT MOBILE APP




PROJECT: EXPERT VISIT MOBILE APP
CLIENT: AT&T = ATaT

In this role | was tasked with the UX/UIl design of the customer-facing mobile-optimized web

application which enabled communication between technicians in the field and customers, to
help both understand how best to optimize their fiber installation.



@ expertvisit.att.com

Overview

Your AT&T Service Portal

Your technician is on the way.

Steven J.
En route: 30-45 min

Prepare For Your Install

Get started

& expertvisit.att.com

The Installation Process

The Installation Process

While you are waiting for your technician to
arrive, here is a snapshot of the typical workflow
of a technician during a fiber installation.

@ 1st Fiber Connection

After introducing themselves, your technician
will head down the street to make the first
fiber connection.

Your Wi-Fi Assessment

To provide the best Wi-Fi coverage, your
technician will perform a Wi-Fi Assessment in
vour home to determine best placement for
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EXPERT VISIT

Project: Conceptual design of an application to enable communication
between a fiber technician and a customer during installation
appointments. The app was intended to collect the necessary information
from the customer to ensure a successful visit, educate them on what to
expect from the process, and offer a quick and easy way to communicate
with the technician and view the results of wi-fi connection tests, as well as
to promote wi-fi extenders as an option to help improve signal strength.
The audience was made up of millions of users throughout the US.

Problem: Communication between technicians and customers was often
asynchronous and disjointed, and customers felt they did not have enough
iInformation to base decisions on regarding their fiber installation.

My role: | managed the customer-facing UX and Ul design of the
mobile/web version. There was a counterpart native i0S application
on the technician side that contained a lot of common elements.

Environment: Large enterprise R&D team with abundant resources.



g AT&T

UX STRATEGY

REQUIREMENTS ANALYSIS
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selection, then we can tell the customer the Submit to Technician i . .
Click to see Wi-Fi Solutions

technician will be in shortly to determine the

\ Destlocetion to place the Residential Gatewsy _/ _ | as well as the metrics to measure success. We initially ideated with some
(O] Send fel Send el Send .
rough sketches of the proposed content on mobile.

communicate the status of a fiber installation and options for optimizing it),

<

| could then do a gap analysis to see what needed information was missing,
and how much of it | could garner from research.



DISCOVERY & ANALYSIS

AT&T had a separate UX Research team, which had performed a variety
of studies to derive an understanding of the entire installation
experience, on both the customer and technician sides.

My job was to collect the resulting feedback, and do an analysis of the
insights inherent, in order to most effectively guide the customer
through the installation process and collect the needed information from
them which assisted the technician in doing their job effectively.

Research assets included survey results, interview recordings, journey
maps, and quantitative data from analytics tools. | used AT&T's
proprietary Al assistant to help consolidate feedback and extract
insights.

. Premise Technician - WFE

*#2  Fiber Install Experience

-

"What am | walking into?" "How hard will this be?" "How should this be installed?"

"Let's get started.." "Getting it just right."
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¢ Enable techs to update facility information
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Learn about AT&T Fiber installation

Getting started with AT&T Fiber takes a little time—but with blazing-fast internet speeds, you'll appreciate the
effort!

Ease of Fiber Installation

Ease of Fiber Installation

This short video explains how easy and hassle-free it is to get AT&T
Fiber. The video explains and illustrates what to expect logistically to
coordinate the set-up appointment, the actual installation process, and

the requirements of the customer on the install day.

AT&T Fiber installation

Professional technician

ATE&T Fiber® may require a technician to come to your home, even if you have other AT&T services. Fiber requires different
types of cable and equipment, so the technician will upgrade the internet lines to your home. This ensures that you have
our most up-to-date fiber technology.

Installation time

It takes four to six hours to install AT&T Fiber. This may include replacing existing copper wiring with new fiber lines to
provide you with our best internet experience.

Equipment

& & S
O 2 & O
& o ol @ & R 2 )
o & P & 5 < & O & & & N
N X St o oS & S &
o o z&,&& s R DN ° & &> é-\\o") & Zb‘ox\ b\z* & Fo2 ‘9@ < 4@* C‘\‘:o?’z X s
NS o ¢ RN o <& 3 & S & & b @ @ 3 e E
S RS S & & N & 5 S & &° & P & £ & S S
-+ & S S & > S @ & 2 & « o < KRS 5 ¢S
@ LS S &0 2 - 8 o ES RS A X < K& @
& P o O e (e R B ©
> @ e g () L SRa
\\0 O ) QQ. & < o
7 wee f
A [
| M|
(] Finding equipment @ Helpful data spread o qumg PFP & @ Apt hard to find ® Use multiple Hard to estimate drop length ® ® Nolight ® New device navigation Testsn Towl
eded rders across tools assignments software tools in CPE management
i ) No sync, no service . ® NoLight Tablet overheats &
£ ® Custom?r doesn't answer @ 2 ’{A s ® Speed promise: d may WFE times ou t hard to carry on ladders Needsto cear cookies ¢ Falseactivation @ Techcutscon
z Responds ta tex iphe : not be available tifications time is runnin
a @ @ s
z
g @ Limited job prep @ Chatting due to ) wolk in blind” It's embarrassing and o waste of time.
context & notes provisioning errors . Not equiped with enough Je's hord to understand when you first stort, you learn over time. . Refurbished equipment may
knowledge . Remote tests unintuitive, hard to track, and slow be assigned to old account
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Communication information

Simplified job reassignments

Issues/confusion during Install (8%) 35/424

- A few customers felt there wasn't any communication from
their tech

- Confusion around tech leaving the home

- Had a bad experience with their install (damage, sloppy work,
exposed wires)

« “The installation took the entire day and there were several
times the tech left and | had no idea if he was coming back.”

Equipment Placement Expectations - (10/424 - 2%)

» Router location placement not communicated well

» Router/Equipment placement in home

» “Did not realize that technician would have to install modem in an
unwanted location because fiber wire has to be buried in ground
and thus my main computer is now no longer hardwired in”

- Opportunity:

a. Have customer agree to equipment placement prior to install



UX RESEARCH = ATeT
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=R USAGE

u
— AT&T
Top bar navigation usage \d

Never have only 1. Used with smaller apps that have a minimum of 2 and maximum of 3 links. Greater than
3, use secondary bar navigation.

Keep minimum label length. Topbar 1is fixed to top and always visible on scroll. Base colors used in ATAT Fleet apps

......
Desktop; short app namej; 3 nav item

smrr o padkdacanen

DESIGN SYSTEM COMPONENTS
f Eara—
RESTENENGIERGRE)  construction Ticket Tool o . e Rk
= == The next step was to take inventory of the different components needed
- i P for the interactions inherent in the application and start to pull them from

s L the design library to build screens in Figma.

When there was not yet an existing component available for a particular
. need, | would create one and submit it to the governance team to vet for

N f Applicati -
ame ot Applcation & expertvisit.att.com

adherence to standards and accessibility, and approval to add to the library,

......

Name of Application

then would work with the front end developers to translate the component

Coverage

Edge to edge center

to code for implementation.

Which areas of your home need .
Wi-Fi coverage?

To help ensure a speedy installation, before your
technician arrives please select areas of your
home you intend to use Wi-Fi, so that the
technician knows to test the Wi-Fi signal in those
areas.

Select room(s) to add to your list:

Kitchen Family Room

Media Room Game Room Basement

Need to add more bedrooms/locations not

¢ O




@ att.com

Overview

Your AT&T Service Portal

Your tech is on the way!
Steven Jones
En route: 30-45 min

—

Prepare For Your Install

Secure all pets to ensure technician

G-y
\Z/  safety °
[l  Clear any areas that the tech will need
—  accesstofor testing (e==2]
Download Smart Home Manager app
and register account
What to Expect

The Installation Process

Choose priority areas for Wi-Fi coverage

Partner with your technician to identify
the ideal spot for your Wi-Fi gateway

Wi-Fi assessment will be handled by
your technician, who will then review
the results with you

oo G .-

A & att.com ¢

Wi-Fi Assessment

Your Updated Wi-Fi Assessment
Results

Your technician tested the Wi-Fi coverage in the
rooms you indicated, placing the gateway in two
different locations. Moving the gateway to a
different location has resulted in excellent
coverage. Please see the results comparison
below.

@® \What do these ratings mean?

Wi-Fi Coverage Good

4 rooms

; Py

1 room 0 rooms

GATEWAY = GATEWAY

# #2
Living Room = =
Main Fioor - M
. L~ E—~J
Office - -
Main Floor RG
" e~
Media Wall / TV Room - -
Main Floor RG
Main Bedroom =
2nd Floor v v
Deck / Patio / Sunroom = =

Main Floor

©2024 ATET Intellectual Property. All rights reserved.
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Overview

Your AT&T Service Portal

Your tech is on the way!
Steven Jones
En route: 30-45 min

—

Prepare For Your Install

Kf’\ Secure all pets to ensure technician - Choose priority areas for Wi-Fi
l)/ safety ° coverage

Partner with your technician to
identify the ideal spot for your Wi-Fi

Clear any areas that the tech will

I3

need access to for testing [
gateway
[ ‘ Download Smart Home Manager - Wi-Fi asses‘sment will be handled Py
o app and register account your technician, who will then review

the results with you

What to Expect >

The Installation Process >

Get started

Wi-Fi Assessment

B Ban | 893029183

Initial

Did you know?
This is a potential location for placing an
extender.

£ Potential Extender

Living Room

-54 dBM

e Router [ Gateway

Office

Excellent

-17 dBM

0 Potential Extender

Media Room

-71dBM

oo D .-

aA @ att.com ]
Overview

Your AT&T Service Portal

Your tech is on the way!
Steven Jones
En route: 30-45 min

—_—,

Prepare For Your Install

Secure all pets to ensure
technician safety

€

Choose priority areas for Wi-Fi
coverage

Clear any areas that the tech will
need access to for testing

Partner with your technician
to identify the ideal spot for
your Wi-Fi gateway

Download Smart Home Manager
app and register account

[&]

Wi-Fi assessment will be
handled by your technician,
who will then review the
results with you

R

What to Expect >
The Installation Process >
©2024 ATET Intelle

Term of Use

Get started

< > ) m

AT&T
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ITERATION & PROTOTYPING

In this phase | mocked up the screens in the agreed upon user flow for each
device size and created a clickable prototype to run past the stakeholders
and representative users for feedback, then applied that feedback to
revisions of the screens.

View initial testing prototype

| also collaborated with the designer who owned the native mobile app on
the technician’s side, to ensure that we were keeping a parity of experience
between the two.


https://www.figma.com/proto/xk6oFduS8amezZIYjUUuFX/Port-2?page-id=43%3A108517&node-id=43-108519&viewport=556%2C18%2C0.57&t=UURWq13yMhnGeRdS-1&scaling=scale-down&content-scaling=fixed&starting-point-node-id=43%3A108519

HANDOFF AND TESTING

Finally, | worked with the development team in an Agile context, in sprints,
pulling a set of user stories from Jira to work on, and handing off finalized
screens for each story, for implementation.

Once the developers had done their part, | would do a design review to
ensure the screens looked the way we had intended, and | would help test
the coded prototype on a staging server, until release.

This project is ongoing, so after the first MVP release, the whole process
started back over again with more research to put towards the next release.

Handoff - Part 3

RG - Initial Results RG - Compare Results Tested with Extenders
WIFi Test all green WiFi Test all green f y

Your Updated Wi-Fi Assessment Your Updated Wi-Fi Assessment
Results Results

‘Your Updated Wi-Fi Assessmen t
Results
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AT&T ENTERPRISE INTERNAL TOOLS

Expert Visit was just one of the applications | designed during my time

with AT&T.

Fleet Vendor Web

Service Orders Invoices

Service Orders

Open service orders are listed below. To search the list, type your criteria into the search box below. You may also click on Advanced Search for more search options.

Search by:
@ Service Order () Invoice Enter Order # ‘ joi Advanced Search
Garage Info X
O 5 9 B Task Codes E% Export g Print
Lubbock Vended - TX015A
8302 Ave.P, (
rey ‘ Page 1of 10 v ‘ Next >
Lubback, TX . J
79423-1548 I
Ords icle | Create Date Service Requested VendorID Status | Actions
3218-220524-01 T)(O15/§ 5300165-P11-1 05/31/2012 091313 RD Service Primary MI149AA Open o o
3213-229216-01 CAD057 2001128-212 05/31/2012 09:13:13 Battery R&R MI149AA Open o "
Update estimate
3215-228654-01 LA184 1030094-299 05/31/2012 09:13:13 Tires MIT49AA
Complete Work
3214-254987-01 TXO015A 1030094-299 05/31/2012 09:1313 Brakes MIT49AA e .
anage Card Payment
3213-265478-01 CADOS7 1030094-299 05/31/2012 091313 Suspension MIT49AA Print Order |
3212-654789-01 LA184 1030094-299 05/31/2012 09:1313 Body Repair MIT49AA Open N -
3211-265497-01 TX015A 1030094-299 05/31/2012 091313 Automatic Transmission MI14SAA Open o °
3210-524987-01 CADOS7 1030094-299 05/31/2012 091313 Battery R&R MI14SAA Open o °
Prev Page 1of 10 ‘ Next >
Need help?

If you need assistance please contact the AT&T Fleet Operations call center at 1-888-254-5355, or email M34699@att.com.

DEVELOPED BY = EJ  ATATProprietary (Restricted) authorized individuals only

F_ >

Good Morning.»

Today's Tasks =

m Dispatched Assigned Closed Ret

BAN: 30493855 & Assigned
Install
© Due on 11/20/23

£, Hazard Reported

8:00 AM - 11:00 AM

8412 High Qak Dr, Suite 123
Spring Hill, TX 78221

¥ Assigned

Repair

2:00 PM - 5:00 P

223 Riverside Dr
Sevina Hill TY 72271

- The choice is simple

= Fleet Vendor Web o “. ‘ 4

Invoices

e Manage Invoice(s)

Unpaid invoices are listed below. To search
the list, type your criteria into the search box
below. You may also click on Advanced Search
for more search options.

Outage Tracker

Outage Search

< Outage Detail

OUTAGE ID PENDING TOTAL REGION STATE Searchby:

I . .
I\__:\ Service Order @ Invoice

2020-056-VRAD-016 0 40 --- -

23 \p

Advanced Search

Close Outage E% Export a Print

Notes: ---

A There are 4 other outages in the same CO CLLI. Click to view

Outage Dispatch Detail Qutage Listener Qutage Log ADD History ) )
rey ‘ Page 1of 10 Next >
Select 1 or more checkboxes to edit the status using the dropdown.
Invoice Number | Actions
. 3218-220524-01 o
‘ Set Status to (select) v ‘ e Er Fid 1O Fiier FEsults T, Export 3213-229216-01 <
3215-228654-01 o
I—l BAN CRM WRID TARGET RCV 3214-254987-01 °
3213-265478-01 o
[ ] 12281883 L57602684 - IPLCINXX---01CAB101B  09-1917:22 3212-654789-01 N
J— rey | Page 1of 10 v~ . Next >
[_] 12281883 L57602684  --- IPLCINXX---01CAB101B 09-1917:22 —
[ ] 12281883 L57602684 - IPLCINXX---01CAB101B  09-1917:22
Need help?
If you need assistance please contact the
|| 12281883 L57602684  --- IPLCINXX---01CAB101B  09-19 17:22 ATAT Fleet Operations cal center ot

1-888-254-5355, or email M34699@att.com

[ 9:41 Mon Jun &
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Fiber Availability Map Fiber Plans So much to love about Fiber!

There's never been a better time to switch! See how AT&T stacks up against the competition.

arer fiber Spectrum» xfinity

Fastest speed available 5GIG INTERNET 1GIG INTERNET 1.2 GIG INTERNET

01

100% Fiber Network \/ x x

Equal upload and download ‘/ x x

speeds

Unlimited internet data v v v
included

Equipment fees included \/ \/ \/

e ST

23

m¥/ e

= AT&T

9:41 ull 7 @

©@ mWorkforce Q

£ IPAD PRO

Verify Info

Recipient

ATTN: Steve Bradford }

Shipping Address

22 E. Chicago Ave, Chicago IL 60611 >

My Contact Info

Phone 555-555-5555

Email name@email.com

Broken Device

Model iPad Pro
Current iOS 315 >
Asset ID 41074

Serial Number = TEO Scheduler
m—

My TECS Search TEQ: All Active TEQ:

S‘End Wiew padl due TEOS

TEQ MUMBER OFFICESCLLI MORE
@ D 287375 ALPRGAED :
NWVENTORY REPOY
2BTITS ALPRGAED :
287375 ALPRGAED :
287375 ALPRGAED 3
287375 ALPRGAED :
287375 ALPRGAED H
287375 ALPRGAED :
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PROJECT: INVOICE PAYMENT APPLICATION

e | served as both a manager and an individual contributor, leading the research and design

ite of fintech SAAS (EBPP) web a

oplications to enable invoicing and payment transactions.



NICOLE FURI TEST Signin  Contact Us

Need Help?

Pay or Vlew Bl I | S You may email your questions to

nfuri@invoicecloud.com.

This is test contact info

Please select an item below to get started.

Real Estate Tax > Utility Bill > Birth Certificates >

- i . ) ) ) .} Furienergy english / espafiol =
Our Tax and Utility offices are excited to offer residents an easy and convenient method to view and pay th

tax and utility bills online. a fm 6
VISA @ AEXPRESS DISC®VER G Pay éPay e miim
{ ] H nvoicel(s aymen aview
Q' Fast and Easy 'l Safe and Secure f Eco-Friendly reeicelel - Fayment
Mo registration is required for "One Time  Your information is kept confidential, Faying online reduces paper use Outstanding Balance
Fay," the fastest way to pay online and secure, and backed by the highest an easy way to help the environm $451 50
confirm payment. security standards. :

Due on 10/17/21

Payment Instructions

Your [Invoice](s) (1)

Eowered By InveiceCloud Privacy Policy B Trustwave Secure Site
- Type  [item] No: Amount Due: Details

s & UT-45713LG5 $451.50

Pay this [Invoice] —

Original application

Need Help?

Instructions

Lorem ipsurn dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco lakboris nisi ut
aliquip ex ea commado consequat.

Customer Support
Fees Disclosure

Lorem ipsurn dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
deolore magna aliqua. Ut enim ad minim veniam,
quis nostrud exercitation ullamco lakboris nisi ut
aliquip ex ea commaodo consequat.

Redesigned application (mobile view)

InvoiceCloud’

INVOICE CLOUD

PAYER APPLICATION

Project: UX Research and Product Design for a redesign of a legacy
EBPP/SaaS application used to present and collection payment on
iInvoices for government utility companies.

Problem: This application was one in a suite of applications which
enabled the invoicing and payment transactions for mostly government
utility and insurance clients. The application was around 12 years old,
was “designed” by engineers, and had not had a restructure or redesign
in that time. It was not optimized for mobile, had several different
libraries/technologies underlying, had no consideration for accessibility,
and several aspects of it had been customized for clients over the years,
resulting in a bloated mess of tangled integrations and inconsistency.

(Continued...)



INVOICE CLOUD

Cloud Store

(Unlogged) ——no— Unlogged
Payment Flow

POS

I
|
I

E Ly e s
‘ [ [ : > Rz;gl:;ui:: Logged in
.[ w0 : My role: | led the end-to-end UX research and design, mentoring a junior
H[ : Ul designer, and managing a team of outside contractors. We handled the
(0 —vfr— entire front end research and design process- including business analysis

(alongside PMs and tech leads), user research, information architecture,
UX/interaction design, Ul design and translation of Figma mockups to
design system components in a repository used by front end developers,
and then testing and further refinement before launch.

Future Payments
(AutoPay, etc.)

Environment: Low UX maturity and an engineering driven culture which
required constant evangelization.

OBD



InvoiceCloud

Snapshot of Q2 Payer UX Research Activities
Q U A L I TAT I V E & Q U A N T I TAT I V E In each quarter of 2024, the goal of our research effort - - o

CRM
N . A . . Survey Panel recruitment via Intercept Module
is to collect a combination of both qualitative and e N,
. , . L 203205
quantitative data on our Payer users’ activity within our Smart- Panel participantfeedback e
sheets management 4
InvoiceCloud application. This data can inform our Payer Fane

To start | instituted a quarterly UX research effort, in which | recruited Product strategy and priorities and help us back up our P A FES—

representative users on both the Biller and Payer sides to a customer design decisions as we restructure and redesign the

Salesforce Summary of issues from recent help desk

user experience of our screens going forward. We can Cases fekets \

research panel; | sent out a survey with questions based on the SUPR-Q Also track differences in senfiments and metrics from ol e L7 08
measurement that could be repeated and tracked over time; | collected uarter fo quarter, overtime. To e rightis a snapshot o
of the activities which made up this effort on the Payer si?v'%y || Feesback cotecton e by vriet |/

open-ended feedback via an in-app widget; and | performed interviews side, and the tools that enabled them this quarter.

with a selection of users for additional qualitative feedback. || snacncmrmagoses ) [al]

Quantitative Data

UX Dashboard- aggregated . 5

L] L] L] L] L] L]
'he above combined with collection of quantitative usage data (in Pendo) =
=
tarted to f ict f where th Dl in the interface lied and
R | . . Biller Role Poll Results (Biller Tasks- IT/Admin/Analyst)
how to fix them and meet the users' needs on the two main sides of the
B . What is your role? What did you come to this site today to do?
a | | C a t | O n S 990 Responses - 3% Response Rate 7 Responses - 16% Response Rate
L]
Handle to slide in and out from right sidebar <o ?:;-;k‘lrw.' many customers opted out of paperless.
Support i May 26, 2022 - 4:07:26 PM EDT
— 36.5%
3] ' : X inance/Accounting — ] N
I'd love your feedback! 261 vales 836-4923
Nicole Furi 12.8% May 26, 2022 - 10:02:05 AM EDT
. - icole Furi T/Admin/ fAnalyst
S X Researcher/Designer ne Y —
/X\ Invoice Clod | N T o Check for payment, autopay and paperless billing errors and pending enrollments. Check to see if
: ™ QOther (fill in 10.4% autopay is still running.
below) [:] B836-4920
. . . 03 Voles h May 24, 2022 - 9:43:23 AM EOT
Have something to say about your experience with
Invoice Cloud, and the process of paying your
. invoices online? Poll Results (Biller Tasks- Cust Support) Poll Results (Biller Tasks- Impl/Proj Mgr)
1. Choose an overall fﬁtillg {Optional]: All Tima Billers- Customer Support 2 All Accounts All Time Billars- Implementation/Project Manager 2 All Accounts
‘What did you come to this site today to do? What did you come to this site today to do?
19 Responses - 7% Response Rate 3 Responses - 27% Response Rate
payments Set Up Training Sessions
2. Let us know your feedback: 2660-8 3204-1
May 25, 2022 - 11:55:36 AM ECT May 27, 2022 - 11:05:01 AM EDT
CRM Ad . ﬂ invoice cloud review/download pmt information
i min 2613-269 2621-2
Payer (gueat) Payer (Ioggec' In) May 25, 2022 - 7:54:44 AM ECT May 23, 2022 - 11:08:19 AM ECT
NOT TO ANSWER QUESTICN Review cstatus for a submitted case.
2613-157 3019-59
H May 24, 2022 - 1:45:43 PM EDT May 23, 2022 - 10:55:59 AM EDT
Biller Cancel Send T

Poll Results (Biller Tasks- Finance/Acctal Pall Results (Riller Tasks- Mise Ralel



Outstanding balance

$451.50

Due on 10/17/21

Payment instructions

Your [ltem]s (1)

: [ltem] #: Amount Due: Details:
* | UT-45713LG5 $451.50

Pay this [Item]

Need help?

Instructions

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean euismod bibendum laoreet. |
amet lacus accumsan et viverra justo commodo.

Customer Support >

Fees Disclosure

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean euismod bibendum laoreet
amet lacus accumsan et viverra Justo commodo. Proin sodales pulvinar sic t

Link >

=00

(1] [ 2] o

[Item](s) Payment Info Review

Let’s review your selections

Please take a look at your information displayed below,
and make sure it looks correct, before submitting your

payment.
[Item](s) to pay 1 [Item] v
Payment amount $300.00 Vv
Payment info Visa 1111 V/
Billing info Zip 12345 /
Account services Autopay, Paperless... N/

Ready to pay?

Subtotal $300.00
Service Feex +510.00
GRAND TOTAL $310.00

A non-refundable service fee of $10.00
is included in your total. Fees disclosure.

By submitting, you agree to our terms and conditions.

Agree and Process Payment >

Your security is our priority
This is a secure 128-bit SSL encrypted payment.

LA O

InvoiceCloud

WIREFRAMED RECOMMENDATIONS

Based on my research, | was able to target the areas of the application that
needed to be improved, and set up a clickable, responsive wireframe
prototype of my recommendations, which | could walk both stakeholders
and users through for feedback (I used User Zoom to test prototypes).

Round 1 (low fidelity): Round 2 (high fidelity):

Prototype link Prototype link

In these design revisions, | optimized for mobile which was a huge
improvement given that over 50% of the users were on mobile! | also
simplified the information hierarchy on screen and reduced the number
of steps to complete the check out process. | also added contextual help
options to guide the less tech savvy users through the process. As our
screens became more solid, we started to add in color to our testing

prototype.


https://3kaya4.axshare.com/?id=v9to6f&p=0_0_email&g=1&view=default
https://avuv16.axshare.com/#id=4ezg5o&p=1_0_invoice_s__results&g=1&view=g

Primary Button

=
i page laryout o component should corsin 2 single prominent buolion that makes il ciew that other butions hawe less impanance in te I nvo Ic e C | O | I d

heraehy. This bigh-arpreesis bulion sorrands e mosd atlention. Stples ceeraritien ol themne lesel.

Curran VWiesanm - nptcessbe I

>

D E S I G N S Y S I E M [eat-fuFbayi Balvelhkdd Faten-selar-blwe: #RD&.TO:
foat-8loee LADK) Eaver=-folor-Dlesi FLFGLEX)

cext ooloredffffEey !'rl"_nr.-rnlr.'r-gm'm WHIARDSE
Eirder-radsan: HpEg EAYEr-In iar—greens @RFRLLED ;
[SH AT T L | -I.lt.., Prlmary Butt{}n

bgun=sipsr LApx)

Apage layoul or component shoukd contain & single prominent bution hat makes it cear thal othar Butlons have less iImporiance in ihe
himranchvy. This high-emphasis button commands the most atienfion, Shdes ovenarition at hemae level

The next step was to consolidate and standardize the components in a ETrmm—
master design library in Figma. As we started to iterate on screens, we
made updates to these components as needed, to improve the overall
presentation of the app, with a focus on accessibility as many of our users
were elderly. The library followed an Atomic Design model. | and the junior T

font=family: arial, san-sarif; bin=color=blue: §#13IAEE (ic=blua=TE)}; bin=color=disabled: JEBEZEE [ic-pemtral-10j;
h . rant-alea; ldpu; Baver-salar-hlaa; PLrE10Y (le-Blia-80); bia-disabled-tazt-calar: 545454 [(Le-mautra 1=-T84¢
deg|gner worked C|oge|y with the front end de\/e|oper5 who eventua”y el v MR it fmig i s, LY
) border-radivss Z4px} bis-oolor-green: §IES34T (Lo-green-6d))
button-keights dlpx; bover-calor-grees: IBEEIBD {ic-gresn-B0) )|
lean-sive: 16pE;

FPay Now >

translated our library into a repository of components on their end, from e °

M M 0 Furiancray N s Saokin » R — . N e R T . P
which they could pull to implement screens. - " Er—
=R o ® o °
. A L °
[=] nding Baolonce Cutstanding Balonce Sutsionding Bolance Cutstond lance
Qutstanding Bolanee $451.50 $451.50 S451.50 $451.50
$451.50 -
s Paprvs gl PayTianm Instuctiond Pyt PR Eergmont npwuciiang
T U L LT =

Pory tive [Involcs] =

Type Service Address Account # Status Payment Method
eCis 123 Main St. #1 Anytown, AA RE-1234 @ Visa 4514
D 123 Main St. #1 Anytown, AA RE-1234 Visa 4514
D 123 Main St. #1 Anytown, AA RE-1234 w Visa 4514
2 123 Main St. #1 Anytown, AA RE-1234 @ Visa 4514

->



_ Com— InvoiceCloud

Gl

3 Apps [ Blogs B incpration: BB Work B Memes M LOL Gudes =) Other Bookmarks

‘\ Furienergy english / espofio Ifj

-
AGILE SCRUM >

Outstanding Balance

$451 050 “ Furi energy english / espafo
Due on Oct, 21, 2022

Payment Instructions

. . . . . . . . Your [Invoicel(s) (1) o ________ e ________ e
high fidelity mockups in Figma. These incorporated the new design library

8¢ UTASTE. W0/B/X2 MBS0 e Let's review your selections

components.

and make sure it looks correct, before subrmitting your

paoyment.
Pay this [invoice] —>
Expand all

From there the sections were broken down into user stories in Jira, and o
added to sprints to be implemented. o

Need help?

Eventually we had a solid user flow, and converted the wireframes into

We also set up our analytics tools to track adoption going forward, per T
request from the business. Additionally we submitted the app for an
ees Disclosure Ready to pay?

accessibility audit and a new VPAT report, to ensure we were successfully T ——
meeting updated WCAG standards. o o "

InvoiceCloud

Grand Total $303.00
Powered by InvoiceC 1 Secured by Pa Trustwave
*& non-refundable service fee of §10.00 is included in

Privacy * Terms & Conditions our total, Fees disclosure

Agree and process payment —

Strategic Priority 1: Achieve Revenue Growth of 42% with EBITDA of 8%
Ohjective Initiatives Metrics/KPls Primary
— Accﬂumahili't"r You security is aur priority,
Drive payer adoptio Enhance Relationship Manager role to include structured program | Program designed by 4/1 | Operations bt i the eareetion s ety s
gro 4] and focused on add-ons and activities designed to increase adoption as | including KPIs for
enable ongoing defined with Marketing. remainder of year
measurement and Deliver first iteration of data warehouse which enables adoption Available to build reports | IT
analysis of adoption reporting and analysis of key drivers. by 7/1. Reports built by
drivers and trends 8/1.
— — : , - , , , Need help?
Identify high priority partner integration upgrades to add email By 7/1 identify upgrade Operations
address and begin outreach followed by upgrades. targets and # of upgrades Instructions
for 2019 Lot psum o st omer consctetur ocpiscg ot
Select tool and implement web analytics to measure payer website | Tool in production by Product Lotem Ipsum il it ame, conee
behavior. 12/31
Implement payer voice of the customer channel (e.g., payer survey, | Implement at least one Product S
focus groups, usability testing). channel by 12/31 A s




InvoiceCloud

Iﬂ V@ i ,,:: e e ﬁ % Favorites + Search + Reports v Reconciliation v Products + Support~ §§ Q

SAAS APPLICATIONS

Manage Roles ¥

InvoiceCloud’

The Payer application was just one of the projects | led at Invoice Cloud

iIn my time there. s - How Can We Help You?
‘*

T ™ A # Favorites  Search ~ Reports ~ Reconciliation ~ Products ~ MandigaYolr AlutoRay Enfollment

I n VO I C e . it S P ~ Support Central > Knowledge Center > AutoPay
R Furienergy vopssupot 82 @ NicoleFur () Selected Roles: | Select action v ‘ Go ’

Manage Your AutoPay Enroliment

Support Central > Knowledge Center > AutoPay
Real Estate T: . . ROLE NAME - ROLE DESCRIPTION USERS
1\ e Soee | et What are you looking for? 0
Super Admin Master Access- Internal 3
.
Overview Invoices & Pa; i i Files Dashboard i \ Browse by SOIUtIon
yments Services Account Settings Admin Master Access- External 22

O(0(0| 0| O
(9]
wn

_ : e y . ! ; - . . ) mer 1 4 ; F
Account balance © You have 2 file(s) with critical errors needing attention. Files with errors are highlighted in red in the list below. == GusicimerSuppart 156 O% Articles Documentation _/; FAGs
Total Balance Due @ Past Due Amount @ o
$541.40  $179.50 [Role] [Description] as8
Invoice past due Your utility Invoice #4812264 was due on 07/01/2020 | Upload new file(s) ] [Role] [Description] 549 O%l Developers \ APIs Training Videos //; :‘;tj:;gs
£ INVOICE FILES (57) <-- other file types coming soon!
Card heading ‘ ]
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor Show: |5 v Showing 110 5 of 57 entries rst Frevious 1 2 3 : : 6 Ne :1 Accolnt Services En’?l! inLive o Customer Support
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis Showr: |20 + Showing 1 to 20 of 165 entries st iows. | 1| 2 : 6 Nemt  Last Q Management Training N
nostrud exercitation ullamco laboris nisi ut aliquip ex. =
This is alink > Uploaded File Parts  Process Status Review Status Import Status
SeptWaterBills.zip - @ Uploaded O Review not started - Browse Our Knowledge Center
Account services 09/29/2022 13:01p EST & Unzipped
Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor via FTP

% Splitting/Merging

incididunt ut labore et dolore magna aliqua. AutoPay EFT/ACH Rejects Paperless Scheduled Payments
Q) Conversion pending

volce | Privacy Policy | ITl‘usianE' Secure Site Bill Processor Email Templates Pay By Text Scheduled Reports
Autopay © @ Encolled > Billing Files Payment Reconciliation Search
- © oo , AugWaterand Tax.zip 1 CONV1 Invoicefile.ext & validated 4 errors, 3 warnings @ Release approved Details 1st: & Motifying wan Chermecis ~veloes et ootting
Paperless billing & Enrolled R ~
Higlory Invoice count: 58 B import error  Details 2nd: O Not starfed Cloud Pay Kiosk PDFs Settled Batch
Pay by text © @ Notenrolled > 08/28/2022 12:32p EST Invoice volume: 353000 3rd: O Nof started Cloud Store Logo Images Real Time Data Refresh Support Central
via Chrome browser Contact Us Marketing Reconciliation Technical Specifications
Manage account services » Detail Costomers One-Time Payments Recurring Scheduled Payments Training
o ’ : . etails
2 CONV2 Invoicefile.ext @ validated 2 errors, 1 warning {.- Release approval = Data Pump Online Bank Difect Raports User Management
1st: (O Not starfed
Invoice count: 72 O Import not started Deposit Reconciliation Open Batch Sales
. £ o
‘) This can be a card title Invoice volume: $72000 2nd: O Not started
Here to help!
SIFEEL rd: (O Not starfed
This can be a section title 3 CONV3 |nvoicefile3.ext @ validated 1 error & Release approved Details 1t: @ 72 of 75 (3 excluded) e
Lorem ipsum dolor sit amet, consectetur adipiscing elit, This is a help link > Invoice count: :” ﬁ P "
sed do eiusmod tempor incididunt ut labore et dolore P o Imported Details 2nd: o '25 of 25
magna aliqua.Lorem ipsum dolor sit amet, consectetur This is a help link > Invoice volume: $115000
adipiscing elit, sed do eiusmod tempor incididunt ut labere o . 3rd: @ 21 0f 21 s $ 2
et dolore magna aligus lorem. Lovem fpsum dolorsitamet,  This s a helplink » Still not finding what you need?
consectetur adipiscing elit.
Submit a Support Ticket
4 CONV4 Invoicefiled.ext @ validated 1 eror, 2 wamings @ Release approved Details 1st: O Not started -
Invoice count: 36 @ Imported Details 2nd: O Not started
Invaice volume: 536000
3rd: O Not started
HElp section here 5 CONVS Invoicefiles.ext ® validated 3 errors @ Release approved Defails 1zt: O Not started "=
Invoice count: 58 i | ;
Lorern Ipsum dolor sit amet consectetu Lorem Ipsum dolor sit amet consectetu 28 @ Imported Details 2nd: O Not started Privacy Policy Product Retoutes Company Contact Us
Lorem ipsum dolor sit amet, consectetur adipiscing elit, Lorem ipsum dolor sit amet, consectetur adipiscing elit, Invoice volume: 555000 3rd: (O Not starfed Payer Terms & Conditions For Bille d About Us Hiepesiainocecouc om
sed do eiusmod tempor incididunt ut labore et dolore sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Lorem ipsum dolor sit amet, consectetur magna aliqua. Lorem ipsum dolor sit amet, consectetur Accessibility Statement ForRay
adipiscing elit, sed do eiusmod adipiscing elit, sed do eiusmod Inteoration
egrations
o : ) PCl Verification :
This is alink > This is a link > [ CONVE Invoicefiles.ext ® validated 1 error ® Releaze approved Defails 1st: (O Not started e s
B rici
; . Follow U
Inveice count: 72 @ Imported Details 2nd: (O Not started o - Contact Support
Invoice volume: 372000 srd: O Not started LN
3 start
Powered by InvoiceCloud  Secured by B Trustwave:

ATE) © WHRCESTED 7 CONVT |nvoicefile7.ext @ validated 1 error ®) Release approved Defails 1st: () Not started ==



PROJECT: SALES PREDICT MOBILE APP
CLIENT: ADP

In this role | served as the sole UX Researcher and Designer, supporting the international

salesforce of a large enterprise, across several business units, working to optimize tools for
sales enablement.



@ 70 R 26%0 )

eeC0C \erizon =

-

SalesPredictoyaoe

Top Scored Accounts

## of Accounts

Benefits Accounts
## of Accounts

eeCC0 Verizon = @ 19 * 26%0H_)

Top Scores Overall
HR Services Accounts

G e ## of Accounts

Pay Accounts

## of Accounts

g

## of Accounis

Recruitment Accounts

i Acquity Group, LLC TOTAL
## of Accounts ' : >
> Last Activity: 3/118 54.4%
Talent Accounts Benefits Recruitment
## of Accounts
HR5M Talent
Time & Labor Accounts Pay T&L
## of Accounts
. Accenture, LLC. N
" Last Activity: 2/2318 52.8%
Benefits Talent
Recruitment
- Structure Consulting e
™ Last Activity: 3/118 54.4%
Benefits Recruitment
HR5M Talent
Pay

SALES
PREDICT

Project: UX Research and Product Design for an Al-driven sales
enablement mobile application. This was a custom mobile application for
1OS, pulling from multiple data sources, including Salesforce records, which
was intended to rank a rep's accounts in certain categories, using Al-driven
predictions as to how likely that account would be to close a deal in the
given category. This mobile application would be one in a suite of sales
enablement tools accessed via a dashboard called Launchpad.

Problem: Salespeople wanted a way to rank their leads in various
categories, before they approached them with a pitch. This way they could
tailor their approach better to the prospects’ needs.

My role: | managed the end-to-end UX research and design.

Environment: | was the first designer in this division, so wore all the hats
on the front end, working with mostly salespeople and a lead developer.



PERSONA DEVELOPMENT

My first task was to get to know both Field and Inside sales representatives,
and learn about their working process. The goal was to determine the
differences in their needs and approaches.

| accomplished this by setting up a series of in-person “ride-alongs” with the
sales agents, as well as more specific focus group interviews where | asked
a series of questions to elicit more information from them.

These focus groups occurred over a number of months, and resulted in
snapshots of each type of salesperson, as shown to the right.

Additionally, | looked at the Jobs to Be Done for each persona.

App Value Prop

User Personas

SBS Sales Predict

Jobs Pains Gains Pain Relievers Gain Creators UX Notes
Prepare to approach * Don't have reliable Converting leads Scores leads by their Offers the ability to * Need to revisit the
leads indicators of interest indication of interest in access valuable rollout strategy with

information in a mobile marketing, training
format, along with * Need to validate the
talking points assumption that this
data is accurate
* Need to get feedback
from reps who have
piloted

from the leads, or various subject areas

talking points

DM Personas

Field Sales- General

Environment:
Combination of in the office and in a car

Devices:

s Primary- laptop (provide the ability to have a file

structure)

e Secondary- iPhone

» Tertiary- iPad or other tablet (mostly used for
demaos or hotspots)

= Prefer the ability to use a mouse and keyboard

» Often need adapters for on-the-go

DM Personas

Inside Sales- General

Environment:
In the office at an assigned desk in a pod

Devices:

-
-

Windows desktop
Two or more monitors
Automatic dialer

Headphones

Communications:

. & 8 @8

Primarily communicate via email (and love
SmartBlasts in general)

Also use Lync often

Sometimes texts with phone

Tend to share content via email

A couple of reps rely on Seismic and Chatter
but tends to differ by role responsibilities
within their BU

Persona

Communicate/Collaborate with:

« Accounts

o Advisors * Managers

» Colleagues : E?c:tsner?ts

* |mplementation pe
= Service

Communications:

Primarily communicate via email or Lync
Rarely use chat or social media feeds
Sometimes texts and uses phone to call
Tend to share content via email

Track to-dos manually with pen and paper
Will print materials prior to meetings
Often present content with Web Ex

& @& @ & & & @

Apps used:

Requests:
More emphasis on training
o should be region-base ®

o education best done b )

o possibly an onsite “lun ngs
not as helpful

o don't push out via Essentials

Iy Day®- be able to have a (potentially collaborative)

folder you drag/drop everything you need that day

into, latest versions of materials, have everything

automatically set up and pushed to iIPhone/iPad, with

reminder notifications

Having a dedicated support person at each Tech café

who is the authority on sales tools

A “Tools and Tips" module which supplements

trainings, and has notifications on new app updates

Special considerations:
+ Info needs to be updated and synced across
devices

» Quality of connectivity will vary depending on where

they are

Top pain points:

ESO/ Need Si_ngle
Quotes Responsive Sign -
Access on

Requests:

« Avention » Qutlook

« BC Scheduler « POV

o Blueprint * Pricing Tool

« Demos/Talk tracks + Sales Beacon

e FlPaso « Salesforce

« ESO s Sales Genie

s Evernote » Sales Navigator

. Gmg]e Maps = Seismic

« Guided Selling App « Social Media ie.

e | eadhox LinkedIn

e Lync s Tableau

» Oracle « \Web Ex

Persona

Communicate/Collaborate with:
« Account/Clients « Prospects *
+ Colleagues +« Sales Leaders
= Franchise Owners « Sales Support *
* |mplementation * Service
» Partners *

Special considerations:

-

Apps used:

Since they are in-office, a lot of
communications can be broadcast on monitors
in their workspace, can communicate on goals,
recognize employee successes, have games
and challenges etc. on screen

They also tend to be more collaborative with
leaders and colleagues face-to-face

+ Alpha Trust : g::anmote

» Ambition s« Oracle

= Avention + Outlook

. Blugpnnt +» Quote Tool

= Clarify » RUN

« Dialsource » Salesforce

» FEloqua Engage « Sales Navigator

« ElPaso *  Seismic

: Ef; | +» SHRM website
s Start Assist

» Google Alerts « Talk Tracks

» Leaming website

. LFI'IC

Want to be CC'd on communications to the
field

Would love to see company social media
accounts fed into Salesforce records

Need better tools training for new hires and
with rollouts

Pains:

Client data exists in several places, wish it was better
integrated in Client Controls section of SFDC

Data in Salesforce is inaccurate

IMany reps don't have RUN access

Visibility into and communication with Implementation
Reps putting in Opportunities when no actual contact
was made

When accepting leads, there is not enough info on
where it is from and the history of contact

Not enough into on apps in training, or with new
rollouts, also training content is slow to be posted
MNeed better method of feedback collection on apps

Top pain peints:

Inaccurate
or ESO/ Communications/
decentralized Quotes Training
data



UX RESEARCH

EVANGELIZATION

User Experience (UX) Design Process Steps

Get an overview of a project; determine business goals,
look at competitor products for insights, identify and
observe users, analyze user goals and tasks

As | was working with salespeople rather than with a formal Product team,
it was necessary to educate the team on the importance and value of user
research in order to get their cooperation in forming a project plan. |
performed a series of “lunch and learns” to walk the team through the
typical UX research and design process, and ultimately got buy in to dig
deeper and formally launch the design project.

A focus on User Research means:

+ You won't have to “make up” product

requirements

» You can have data that holds up against

other opinions and assumptions
* You can be confident in the design

decisions made

11

Copyright @ 2015 ADP, LLC. Proprietary and Confidential.

“Observing what people do, in upfront
user research and usability testing, is
far more accurate and useful than
simply asking people what they do.”

-Infragistics on The Business Value of
User Experience

AR

2.
Audit Content

A more human resource: eSS Steps

Inventory and audlit existing content, create new

determine tone and labeling

content, keep content updated across different releases,

Business Objecti
Strengthan brand health

Social madia link shares of contant

[First, last and

signups

improve retention

Imprave wWeb traffic

I sign ups and sales|

and sales

Sales cycle time for leacs that touch content

c — Content Strategy docs
cantent
after d Date Title Content Program |Content Creator  |Edimor Persona Audl Need Buying Cycle Stage Call to Action
fefert Discovery, Consideration, |Download, Visit
Date to wark wWorking Employee, Third  (Mame of MOL, 501, Intent to Another Page, Contact
SEQ towards Title Mame of Program |Party, Licensed  |Editor MWame of Persana Queestion to Answer Purchase the Brand, Share
Discovery, Consideration,  |Dewnload, visit
Date to work Working Employee, Third |Mame of MOL, 541, Intent to Ancther Page, Contact
towards Title Mame of Program [Party, Licensed  |Editor Name of Persana Question to Answer Purchase the Brand, Share
Discovery, Consideration,  |Download, Visit
Date towork Working Employee, Third |Name of MQOL, 5aL, Intent to Another Page, Contact
towards Title Mame of Program |Party, Licensed  [Editor Mame of Persona Question to Answer Purchase the Brand, Share
Discovery, Consicderatien,  |Download, Visit
Date towork working Employee, Third  [Mame of MOL, 501, Intent to Ancther Page, Contact
towards Title Mame of Program |Party, Licensed  |Editor Name of Persona Question to Answer Purchase the Brand, Share

16
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A more human resource.

AR

‘ocess Steps

Plan and map out the hierarchy of screens under a task-
based navigation system

Global Navigation:

Utility Navigation:

Footer Navigation:

Contact | T&C | Privacy

Home | Taskl | Task2 | Task3

Search | Support | My Account

Navigation Structure & Labeling

0.0
Unlogged Landing

0.1
Login/Register

1.0
Logged In Home

2.0
Utility Nav ltem

3.0
Category Item

4.0
Category ltem

5.0

Caregory ltem

31
Subcategory ltem

6.0
Footer Nav ltem

18
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Site Map

AR

A more human resource.”




Account Name: Acquity Group L.L.C.
Account ID: 0014000000Gfm3jAAB

Account Name: Accenture LLP
Account ID: 0014000000HkvZDAAZ

Account Name: Structure Consulting
Account ID: 0014000000luOuvAAB

Account Name: Accenture LLP
Account ID: 0014000000PV7B0OAAL

Account Name: Tmhp, Inc
Account ID: 0014000000PWxdwAAD

Account Name: Accenture
Account ID: 0014000000SK8mtAAD

Account Name: Accenture Inc
Account ID: 0014000000TZaCkAAL

Account Name: Zenta Mortgage
Account ID: 0013000000Bz2IgAAB

Account Name: Cas Internatio

k

2172.0

Score: 94.4%
Score: 94.4%
Score: 94.4%
Score: 94.4%
Score: 94.4%
Score: 94.4%
Score: 94.4%

Score: 94.4%

2073.0

e O]Gl‘ \
i W\

Account ID: 0013300001fx7sr.

" Pay
T&L
Talent

~ Benefit
Recruitment

- HRSM

UX DESIGN L3P

ITERATION

My sales team had mocked up a rudimentary proof of concept to use
as a starting point, however it was designed for tablet, and | learned in
my research that the majority of the salespeople wanted to be able to
use an app on their phone. We decided to build a custom app.



A X Q ITERATION

Top Scores Overall Filter

10 accounts

Once | was able to determine the best approach for each of the types
of sales reps, | matched their feedback up to the business

requirements in order to devise a structure and layout for a mobile
[Category] : Lead Scores

Pa 51.2%
g u Predictive Factors: app

[factor], [factor], [factor], [factor], [factor],
[factor], [factor], [factor]

Acquity Group LLC *

Last activity: 3/1/18

©

ijﬂales F‘redic:t_-_- @

Benefits 54.4% Recruitment 24.8%
HRSM 36.8% Talent 46.7%

Accenture LLP ¢ . ] )
Last actviy: 2:23/18 Leam more There were necessarily several rounds of iteration and feedback

EBenefits ha.8% T&L

collection on wireframes. Working with the the sales team,

2 7% [Account ID]

:alim j; [Account Name determined which were the most relevant categories to rank
FME prospects on, and on what numerical scale. We went back and forth
| | on how much information should be shown for each up front, or kept
;Accuu:Name] more in the peripheral.

Last confact: 271718

Pp Talk track

| used Axure for wireframe prototypes (at the time | preferred its
prototyping capabilities to Figma).




DESIGN STANDARDS

This project happened before there was much of a focus on design
systems for Ul, so | did not have a component library to pull from, but
| was able to reference a set of basic design standards accessed via a
company portal, which | used to put together the high fidelity
mockups.

PANORAMA

{ Principles

Structure & Layout

Structure and Layout

When designing a successful application it’s critical to present information to the user in a way that
matches up with their mental model so that the person can understand it easily.

READ THE GUIDE

Voice & Tone Accessibility

Gen Al
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R s M s . s
o |np| B £ 2l e |l'|pl
Dt Field Label Owfmit Field Label
- . i .
| Placeholder taxt.., | Placeholder text +
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(Dirty | Input text ﬂ Input text + ]
Filled Acti
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Info Architecture

IA is about helping people understand their surroundings
and find what they're looking for. This means organizing
content and functionality into feature sets and providing
intuitive choices to our users so that they may achieve
their goals.

Best Practices

@Do

@ Don't

L322

Powered by

Search patterns and inspirations...  Q &  Nicole Furi v

The Bootstrap Grid

The VDL uses the Bootstrap framework that includes a
responsive, mobile-first fluid grid system. It appropriately
scales up to 12 columns as the device or viewport size
increases.

28 LEARN ABOUT THE BOOTSTRAP GRID

@Do

Multi-Device Experiences

Globalization

User Personas

VDL Frameworks

The VDL describes two foundational Framework models —
the Masthead and UX Wrapper. The distinction between
the two rests upon the the degree to which navigation is

necessary for users to traverse product features.

- EXPLORE FRAMEWORK WITH MASTHEAD
% EXPLORE FRAMEWORK WITH LEFT NAV

@ Don't

Field Label

[Placeholder text...

Include a field label

Field Label

[Placeholder text...

J 5 [Input text

Remove the field label

J euro

Use external text to indicate currency units

[Search___

Use a search bar without an icon
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Welcome SBS Test User

Top Scored Accounts
38 Accounts eec00 Verizon = @ 193 26%M )
®

Top Scores in Benefits

Benefits Accounts

26 Accounts

## of Accounts

G S C U HR Solutions Accounts
30 Accounts Scores Talk Tracks

The top scores in this category had high scores in:
Paer“ ACCOU nts - Third Party Administrators (TPAs)

+ Benefits Management

+ Flexible Spending Accounts (FSAs)
« Workers Compensation

+ Mileage Allowance

31 Accounts

Ultimately | refined a working prototype and moved it to high fidelity. The
app contained three core screens to assist the salesperson in their Recruitment Accounts

30 Accounts

approach- the scored accounts, a screen which provided them any available

Talent Accounts

details on the criteria used to score a specific account, and a personalized 32 Accounts
talk track for the sales rep to refer to, which pulled in relevant statistics to Time & Labor Accounts

ee0C0 \erizon 7 @ T9 R 26%M

Support theil’ p|tCh Top Scores Overall

e8000 \erizon = @ 7193 26%M )

Top Scores in Benefits “

## of Accounts

| then worked with the team in Spl’iﬂtS, referencing stories in Jira, to “
implement and test, through til launch. Acquity Group, LLC. >

Scores Criteria Talk Tracks
R HRSM LUyl Talent

Good morning, this is with ADP.

Pay 34.8% I

I'm calling about some of the challenges we're seeing for organizations like
yours around [insert category]... with 48% of the workforce disengaged with
their job and an increasingly tight jobs market, many companies are being

forced to reevaluate how they manage their [insert category] process or
end up facing real consequences. N Accenture, LLC. r-mLo >
M Last Activity: 2/23/18 52.8%

I'm looking to set up a quick meeting to discuss how you're managing these
strategies for your organization and what ADP is doing to help our clients

as well. | will be in your area on and which v Benefits 46.4% MEICH
works best for you?

557% W 34.8% QEAN

Objection Handling Statistics
PLE: S Recruitment

« 76% of employers agree that the market for skilled workers will continue
to tighten. Source: Strategic Drift: How HR Plans for Change, an
Economist Intelligence Unit report, supported by the ADP Research
Institute, October 2016 [Recruitment, Talent, HRSM]

M\ i TOTAL
« 52% of US employees at 50+ EE companies say they are engaged. 3o Stru‘_:t_ure Consulting 54.4% >
. . Last Activity: 3/118 tehe
Source: Evolution of Work 2.0: The Me vs. We Mindset, ADPRI, May 2017

[HRSM, Talent, Pay, Benefits]

24.8%
- 69% of executives say their company is changing its pay and benefits Benefits Recrultment

policies to fill critical skills gaps, with 72% increasing existing employees’
pay and benefits to discourage job-hopping. Source: Strategic Drift: How
HR Plans for Change, an Economist Intelligence Unit report, supported
by the ADP Research Institute, October 2016 [Pay, Talent, Recruitment,
Benefits]

=0 HRSM 46.7% REIE)

Pay

+ There's been a 40% increase in HCM systems managed by companies.
Source: ADP Research Institute, McKinsey & Company [HRSM, T&L]



PRODUCT SUITE

SALES ENABLEMENT

Sales Predict was just one in a suite of Sales Enablement tools | worked
on during my time at ADP.

DYy ADP

John Doe v

Q Search...

ACTIVITY COMPETITORS

Competitive Intelligence

Competitive
Intel

B » Filters

Pre-Flight
Checklist

Showing 8 of 23 competitors in the database matching [search item]. Add a Competitor

PAYCHEX Pavcor

CERIDIAN

<Q> paycomr

ProductivityDash

$

Grey Reno

Senior District Manager

Sales Summary | Full Year Quota: $330k

8,000

$25,225

ASP = $340.3k

QTD

MTD

125.5%
YTD

$225,000

WTD

Central Florida
Ft. Lauderdale
Miami
North Florida
Palm Beach
West Florida

Unit Sumr a Unit: 1

AUP =100

Prior Year

Current Year

114.6%
YTD

Discount

HR Bundle

CAV

EEs

Associate

DIV Average

Associate

DIV Average

Associate

DIV Average

Associate

DIV Average

Logged in as Sumit Pandey (sumit.pandey@adp.com.dit) | Sandbox: DIT |

24.0% 25.0% [ ]
232% 228%
$2,200 $2,245 L]
$2,178 $2,260
203% 232% [
20.8% 22.3%
46 52 ®
51 55

Log out as Sumit Pandey

12:32 PM

AR

John's Account

Events

Success Stories

Learning

< 3 o
a a 3
0 (s =
o ] o
(1] w

News Feed Preferences

Account Settings

Activity Log

> Test AVS

Sign Out

. InteglJ
the U

« Integy|

« Peopl
work’

« Sellel
over |

« Targg

« Show

« Lack
Integy]

« Two 3
singlg

@ Al v Search Salesforce
Paychex Paycom Ceridian EEE Sales Console Opportunities v W@ Lightning Compone... X Loading... v X Help Center
o I
. Verizon = 7,
= Competitive Intelligence StartAssist
~ Competitors i .
a —— e
pay/oc/'zj/ ° ;f ""\X l l ITi ma s ﬂ Comp\e Sa/es 5 Search with account Name or company code or IID (“
A o
k d Showing 8 of 23 competitors in the ” 1
\/ W 0 r O yﬂ SOFTWAR database matching [search item].
v Test BC scheduler 1
Paylocity Workday Ultimate Opportunity: Test BC scheduler 1 Alfreds Futterkiste
PAYCHH Account: Test MA acct - JR Receieved Date: 2018-05-02
processing Center: Comapany Code: ADP123
a Product Code: Deal Status:
5 5 QC Name: Branch Code:
= o QC Phone: QC Extension:
@ payco m° e :é Annual Revenue: DM Name: Jessica Rodriguez

A All Orders o Resource Cordinator: Bundle:

=2 26 ‘:? IS Phone: IS Specialist:

‘; 2 SBS Activity Scheduled 1st

%_ Comment: Input:

CERIDIAN 1ID: 3123443 SBS General 2nd Check-in Completed
Activity:
>
Product Feedback (@ Privacy @ Legal About Paycor ‘S\G, > Test AVS
&,
2 Ry, 9‘;\%0
Tey, ok
eq Q




Thanks for viewing!

| have many more samples where these came from. Please feel free to drop me a line to request more details, or a walkthrough of these.

| can be reached anytime at nicole@usablejungle.com , or at +1-917-267-8052.



mailto:nicole@usablejungle.com?subject=Portfolio
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