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CONFIDENTIALITY STATEMENT

Some case studies in this portfolio are under
non-disclosure agreements (NDAs). To comply with my
agreements and preserve the confidentiality of these
projects, | have omitted and obfuscated any confidential
information within these case studies.

All information in these case studies is my own and does
not necessarily reflect the views of my past or current
clients or employers.

Please refrain from sharing this portfolio since it may
contain confidential information.

Thank you, and please enjoy!
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About Me
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ABOUT ME

Profile

Seasoned UX researcher, strategist & product/service designer with 20+
years of diverse digital experience and a proven record of successful
delivery across all stages of the product design process.

Champion for human-centered design who strives to deliver products
and services that positively impact people’s lives.

Portfolio ranges from creative brand experiences to sophisticated digital
products and services, with experience spanning healthcare, mobility,
fintech, commerce, technology, government and cultural venues.




ABOUT ME

Experience

Employment

. May 2024 - Present, New York, NY
Lead Service Designer, Photon | Citi.

‘ September 2012 — May 2021, New York, NY
Director, Experience Strategy & Design, Dentsu Creative.

. March 2010 - June 2012, New York, NY
Senior UX Architect & Manager, K Street Partners.

l October 2007 — March 2010, New York, NY
‘ October 2003 - October 2007, New York, NY

Digital Systems Engineer, Hayden Planetarium, American
Museum of Natural History.

. March 1999 — October 2003, Remote
Creative Technologist & UX Architect, Freelance.

Associate Director, Experience Strategy & Design, Emerge.

Education

Sept 2022 - May 2023

University of Pennsylvania, Stuart Weitzmnan School of
Design + School of Social Policy & Practice.

Executive Program, Social Innovation Design (XSD).

@ Sept 2000 - May 2002

New York University, Tisch School of the Arts, Institute of
Emerging Media.

Masters of Professional Studies, Interactive Telecommunications
Program (ITP).

@ Sept 1995 - May 1999
The College Of New Jersey, School of Humanities &
Social Sciences.

Bachelor of Arts with Honors, English Literature & Linguistics. Minors in
Media & Communication Arts, Philosophy.




ABOUT ME

My Work at Dentsu Creative

Unlocking the potential of businesses and brands through

o

Marketing & Ecosystems & Products & Transformation
Communications Commerce Services Consulting
Building brands and Constructing end-to-end Creating and innovating Transformation

creative experiences that experiences through platforms new offerings and services Consulting to unlock
engage people and and systems that drive utility that generate value and exponential growth and

motivate behavior and transaction drive revenue drive change




ABOUT ME

Clients & Brands
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ABOUT ME

Kind Words

‘Tony rules. He just flat out rules. He's one of those people that totally
understands — and thrives on being right in the middle of — the
magic intersection of rock solid strategic thinking and innovative UX

“I don't know that I've ever worked with someone who embeds
themselves into a client’s business as much as he does, which allows
him to build strong client relationships.”

"He's caring and compassionate with his team; he listens and
empathizes with the clients; and he knows exactly what is needed to
achieve the project's goals.”

"Tony's super power is solving problems through human empathy.”
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FEATURED PROJECTS

Tony Owens « Human-Centered Product & Service Design Leader

These three projects showcase my skills and leadership approach across a range of industries and different
types of design challenges. Each case study represents a project that | pitched, planned, managed and

partnered in producing — from research, strategy and concept exploration to detailed design and delivery.

IntegraMed Fertility GM Maven Zildjian Cymbals
Patient Portal & Practice Management System Carsharing Mobility App & Service Enhancements Content-Rich Multi-Brand Ecommerce Experience
Weighed down by an outdated, inefficient suite of Partnering with GM's Maven team, we elevated their By reimagining how cymbals can be experienced
legacy applications, IntegraMed partnered with my carhsaring service and app experience by online, we created a powerful brand commerce
team to completely transform the experience for addressing pain points and envisioning features to experience that's in tune with musicians no matter

fertility patients and professionals. realize Maven's vision of seamless mobility. where they are in their lifelong journey.
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INTEGRAMED FERTILITY

PROJECT GOAL

Revamp and integrate
IntegraMed Fertility's
suite of fertility

services applications.

MY ROLE
Pitch & Proposal
° Led product strategy and vision
° Instrumental in planning and scoping
Discovery & Concept Exploration
° Led planning of the UX research and design approach
° Facilitated UX research, concept design and testing activities

° Collaborated with UX team in analyzing research, summarizing
insights, crafting scenarios and designing a conceptual prototype

Detailed Design & Delivery

° Planned and led the design process, facilitating Agile design sprints
with cross-functional teams across parallel threads of work

° Shaped requirements, managed priorities and maintained the vision
while partnering with the team to deliver high-quality designs

COLLABORATORS

Creative Director + Team (3-6) Chief Marketing Officer

User Experience Team (4-12) Executive Stakeholders
Functional Analyst Subject Matter Experts (40+)
VP, Technology IntegraMed Product Team
Technology Team IntegraMed IT Group

Project Manager Engagement Director



INTEGRAMED FERTILITY

The Challenge

Delivering Excellence in Patient Care

IntegraMed offered a suite of third-party and
custom digital tools to manage fertility practice
operations, including billing/scheduling, medical
records, lab management and a patient portal -
but these outdated, inefficient tools had begun to
hinder the company’s mission.

With siloed systems and archaic interfaces that fell
years behind clinical and technological advances,
the patient journey was poorly supported, while
professionals were forced to find workarounds and
enter important data multiple times, distracting
from delivery of best-in-class patient care.

With over 130 locations in its growing network,
operational differences between fertility practices
added complexity to the challenge, necessitating
an adaptable design solution that would flex for
each practice’s unique needs.

Plus, their existing patient portal solution was
generic, poorly suited to guiding patients through
the complex clinical, financial and emotional
aspects of the fertility treatment experience.

Before



INTEGRAMED FERTILITY

Our Vision

After

Revolutionizing Fertility Services

Our proposed vision was to create a next-generation
platform custom-built for fertility services, providing
complete support through the patient journey while
empowering providers to focus on patient care.

Comprised of integrated patient and practice portals,
this one-of-a-kind web platform would be designed
to adapt for different practice needs and scale
seamlessly as IntegraMed grows.

From price estimates to paperwork, from treatment
planning to lab workflows and patient self-care
routines, the new platform would create practice
efficiencies and offer a level of patient support that
would lead the way for the industry.

Beyond just an app design and build, IntegraMed
engaged my team at Dentsu Creative to help them
digitally transform their entire business.




INTEGRAMED FERTILITY

Our Approach

To achieve these objectives, | proposed an initial 12-week project to research and

define the product strategy and vision — the outcome of which would determine
the strategic roadmap, requirements and plan for several detailed design projects
in the iterative Delivery phase to follow.

A R R R T o

Discovery

&

Stakeholder Workshops

Patient Interviews

Fertility Practice Visits

System Demonstrations

Subject Matter Expertise:

- Clinical & Lab
- Admin & Financial

Heuristic Evaluation
Business Process Analysis
Market Trend Research
Functional Decomposition
Experience Strategy Brief:

- Current Research Findings
- Future Opportunities

* Key activity highlighted in portfolio

Definition

ES
=

Personas & Archetypes
Jobs-to-be-Done

Patient Journey Maps
Service Blueprints

User Stories & Requirements

Expert Collaboration

Creative Mood Boards
UX/UI Concept Exploration
User Scenarios
Conceptual Prototype
Concept Validation

Roadmap & Delivery Plan

> Delivery

ITERATIVE (3 YEARS)  vvevvvve

Style Guide

Detailed Wireframes
Interactive Prototypes
Detailed Design Comps

Design Pattern Library

Functional Specifications
Data Dictionary

Expert Validation

User Acceptance Testing

Training Materials
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The Discovery Phase

To understand Integramed'’s business goals and assess the
existing patient and provider experiences, our process
included research gathered through several means.

Stakeholder Workshops
Context, goals and opportunities from the
executive leadership team

Patient Interviews
One-on-one discussions with past patients
about their fertility journey

Practice Visits
Observing daily system users in their natural
setting, performing real work using the system

Subject Matter Experts

Workshops with experts, from clinical to lab to
administrative, to learn about their roles and
interaction with systems

Market Trend Research

Assessment of market, customer and competitive
trends, and review of leading competitors’ systems

System Demonstrations
Knowledge transfer sessions to demonstrate the
complete capabilities of existing systems

Heuristic Evaluation
Expert analysis of current user interfaces based on
fundamental usability standards

Business Process Analysis

Analyzing how jobs are done today to find ways
that the system can enable better operations in the
future



INTEGRAMED FERTILITY « DISCOVERY

Practice Visits

The project began with an ethnographic study of the service — traveling to fertility practices across the US to shadow doctors,
nurses, lab techs, administrators and patients, uncovering process interdependencies and nuances that would inform our strategy.




INTEGRAMED FERTILITY « DISCOVERY

Workshops & Interviews

For a full month during discovery, | planned and facilitated workshops and activities with stakeholders, patients and
practice professionals to build a shared understanding of IntegraMed’s current service experience and ecosystem.

Week 1
Monday

A | Full Day

- Document Review &

P Workshop Prep

Week 2

Monday

AM | - NewStart Research
Phase Kickoff &
Orientation (1 hr)

Tuesday
Full Day

- Document Review &
Workshop Prep

Tuesday

- Workflow Spotfight:

Physicians/Nurses

(2 hrs)

- Tech Overview:
Infrastructure &
Devops (2 hrs)

Wednesday
Full Day

- Document Review &
Workshop Prep

Wednesday

- Workflow Spotight:

Front Desk (1.5 hrs)

- Tech Overview: Misys
Vision (1 hr)

Thursday
- Document Review &
Warkshop Prep

- NewStart Executive
Kickoff (1 hr)

Thursday

- Workflow Spotiight:

Call Center (1 hr)

- Tech Overview:
PRAM/Salesforce
(1 hr)

Friday

Full Day
- Document Review
& Workshop Prep

Friday

-1-2 breakout
topics TBD
(1 hr each)

PM | - NewStart Users &

- Workflow Spotiight:

- Workflow Spotlight:

- Workflow Spotlight:

- Patient Interview

the Service Lab/Cryo (2 hrs} Financial Counseling Patients (1 hr) 1: Core Fertility
Ecosystem (1 hr} - NewStart Branding (2 hrs) - Workflow Spotight: (1 hr)
~INMD’s Current & Positioning (1 hr) - Tech Overview: Exec Directors - Prep for Week 3
Software Service - Tech Overview: TRAK/AIO (1.5 hrs) (1.5 hrs) activities.
Madel {1.5 hrs) ARTworks (2 hes) - Tech Qverview: -Tech Querview:
Patient Portal (1 hr) Microstrategy
(2 hrs)
Week 3
Monday Tuesday Wednesday Thursday Friday
AM | - Core Fertility Patient | - User Session: - User Session: - User Session: Lab - 1-2 breakout
Journey (1.5 hes) Physicians & Financial Counselors | Perseanel 1(1 hr) topics TBD Stakeholder WOI’kShOpS
Nurses 1 (1 hr) 1{1hs) (1 hr each)
-Tech Deep Dive: -Tech Deep Dive: Partnered and collaborated with
ARTworks (2 hrs) TRAK/AIO (1.5 hrs) IntegraMed'’s executive leadership, product
PM | - Secondary Patient - User Session: - User Session: - User Session: Lab - Any additional
Physicians & Nurses | Financial Counselors | Personnel 2 secondary patient and technology teams to understand the
2{1.5 hrs) 2(1.5 hes) (1.5 hrs) interviews system’s current users, ecosystem,
Secondary (1 hr) - Patient Interview 3: | - Patient Interview 4: - Patient interview 5: (1 hr each) i ik
Core Fertility (1 hr) Core Fertility (1 Hr) Secondary (1 hr) - Prep for week 4 touohpomts, CGpOblhtleS e chcxllenges
- Tech Deep Dive: - Tech Deep Dive: activities
Miisys Vision (1 hr) Patient Portal (1 hr)
Week 4
Monday Tuesday Wednesday Thursday Friday
AM | - User Session: Front - User Session: Call Full Day: Full Day: - 1-2 breakout
Desk 1 (1 hr) Center 2 (1.5 hrs) - Practice Visit - Practice Visit topics TBD
(small practice): (large practice): (1 hr each)
PM | - User Session: Front - User Session: Exec o Front Desk Financial -Wrap up.
Desk 2 (1.5 hrs) Directors 1 (1 hr) o Physician Counselor - Begin analysis.
- User Session: Call - User Session: Exec o Nurse o Lab
Center 1 (1 hr) Directors 2 (1.5 hrs/ o Call Center

Patient Interviews 40+ Practice Experts

Examined and reimagined practice
operations, roles, responsibilities, workflows
and interactions with systems as well as
with patients, identifying emotional, clinical,
financial and other factors that can arise.

Gained insight from patients who had
experienced IVF, egg freezing, donation
and/or surrogacy - including those from
the LGBTQ+ population - to learn their
unique experiences of the fertility journey.




INTEGRAMED FERTILITY « DISCOVERY

Process Mapping

| facilitated workshops with our team of practice
operations experts to review process maps
defining the entire business, reconciling
operational differences between practices while
imagining ways that a new system might enable
greater efficiency and focus on patient care.

By the end, we had created a completely ne!
set of unified, digitally-enabled business

processes that would ultimately be adopte
across the entire network.

22



INTEGRAMED FERTILITY « DISCOVERY

Heuristic Analysis

We conducted an expert analysis and assessment of their current interfaces
based on fundamental usability principles and standards.




INTEGRAMED FERTILITY « DISCOVERY

Research Findings

From these research activities, we gained a strong understanding of goals, needs and opportunities
for Integramed'’s business, its network of fertility practices and the patients they serve.

THEMES PamPoints  neficiencies  Defioiencies

New Patient Acquisition ® Y

Patient Education ®

Expectations Management ® ®

Patient / Practice Communication ® o

Internal & Third-Party Communication ) ) o

Lack of System Integration o o key

Appointment Scheduling ® ® themes

Onsite Patient Flow Management ) o ®

Complete View of the Patient’s Journey ® o o . .

e GICEE PR o ° capturing patient and
Manual Workarounds PS S proctice p(]iﬂ points
Process & Approach Differences Y ® caused or exacerbated
32:: workdlow Pisconnect : : by system deficiencies
Chain of Custody o o o

Reporting Challenges ® °

Patient Self-Service (] ()

Circle of Care Support )



INTEGRAMED FERTILITY « DISCOVERY

Research Findings

My team and | summarized these findings and provided a number of strategic recommendations in our Current State Assessment,
laying out a high-level strategic framework for our future system to provide a foundation for the design work to come.




INTEGRAMED FERTILITY « DISCOVERY

Strategic Opportunity Summary

Our research helped us focus on the right set of strategic opportunities for
the platform in order to ensure that all core stakeholder needs are met.

Strategic Tenets

Create intuitive
tools that drive
practice efficiency

Enrich and support
the patient experience

Implement an
adaptable platform

Increase practice
profitability




INTEGRAMED FERTILITY « DISCOVERY

Core Stakeholder Needs

The discovery process established a shared, holistic understanding among the team of our core stakeholders’
needs — most importantly, those of practice professionals and the fertility patients that they serve.

INTEGRAMED FERTILITY

A modern system that aligns with
current trends in medicine,
technology and society, serving both
patients and practices effectively
while keeping costs low.

FERTILITY PATIENTS

Clear expectations, provided
proactively; self-service tracking tools;
a feeling of personalization, support
and being in control during a complex,
difficult emotional journey.

PRACTICE PROFESSIONALS

Connected systems that talk to
each other; integrated tools
that align with the way that they
do work and reduce the need
for workarounds.

27



Conceptual Prototype
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The Definition Phase

Once the Discovery research was complete, we created
design artifacts to document our learnings and envision
ideas for what this revolutionary new platform could be.

Personas

Relatable, research-informed profiles to enable
shared understanding of user goals and behaviors

Behavioral Archetypes
User behavior analysis focusing on types of work
done regardless of role (i.e. admin tasks by nurse)

Journey Maps

A story-driven graph of a typical person'’s (or
persona’s) experience, interactions and critical
moments with a product or service

Service Blueprints

A graph describing key service delivery elements —
people, processes, systems, artifacts — that enable
a patient’s journey

Creative Mood Boards

Creative explorations intended to explore high-level
look, feel and style prior to actual screen design

UX/UI Concept Exploration
High-level design of key screens sufficient to
establish consensus on the overall product vision

User Stories & Requirements
User-centered descriptions of key tasks and needs
that are used as acceptance criteria for design and
testing of features

Conceptual Prototype

An interactive model of key screens and journeys
built to share and validate early working concepts
with broader audiences



INTEGRAMED FERTILITY « DEFINITION

Mapping Patient & Provider Journeys

We mapped the fertility patient and provider experiences to establish a holistic view of the
patient journey and how different roles converge and intersect in the delivery of patient
care — enabling us to imagine new opportunities for improving the service at every stage.

Personas & Archetypes

Captured learnings about each
role in the fertility ecosystem,
including doctors, nurses,
embryologists, financial
counselors, patients and more

Patient Journey Maps

Modeled the thoughts, feelings,
activities and interactions that a
patient might typically experience
throughout the course of the
fertility treatment journey

Fertility Service Blueprints

Mapped the roles, activities and
systems involved at each stage of
patient care to streamline practice

operations while delivering better
patient experiences and outcomes

Flow Notes / Connections

Scenario Development

Outlined critical scenes from each
roleplayer’s viewpoint, developing
key narratives, use cases and
requirements to guide concept
design and prototyping

29



INTEGRAMED FERTILITY « DEFINITION

Personas & Archetypes

The provider personas included a ‘Behavioral Profile’ chart to depict how much one’s role might vary depending on practice
size — for example, greater financial or patient-facing duties for an embryologist at a smaller practice versus at a larger one.

Christina’s Story

Christina Navarro
Rte: Fnancial Counselor
Age: 36

Experince: 6 yowrs
Education: MBA, Wealthcare
A

size: 5 Physicians

Behavioral Profile List ltems

Swategy

Role Variation: Financial Counselor

While financial counselors share the same core of responsibilities and behaviors across the network, there is
some variability in the functions they take on depending on practice size and structure.

Smaller Practice Mid-size Practice Larger Practice

At smaler practices, financial counselors may ch
periorm additional functions such as:

anzwaring patient cals and

checking them

insurance beneiits verification

othar CBO duties (o.g., preparing

outstanding balance reparts)

ina Navarro represents a ypical mid ancisl counselors may
ith the patient ly.
has satellito
i ste,
ith the patient happen
fpe to preserve the visual companent

practice financil counseor.

care care




INTEGRAMED FERTILITY « DEFINITION « PATIENT JOURNEY MAP

“Setting expectations and giving
people as many touch points they can
have as far as feeling like they have
control in the process”

“The person who made all the di
coordinator. She sort of held my

<

there are so many steps to go through.”

fference for me was the nurse
hand through the process because

“One of the things | really liked was the portal system [...], because
a lot of times | could get on there and check my lab results and
they didn’t have to call me. | could check myself and then | send

an email to my doctor from there and she'd respond right back.”

“We were extremely lucky: we did one round of IVF and |
had something like 17 magnificent follicles and they put 2
back in and one took and we still have 4 frozen.”

Fertility Journey

Legend " > Optional Step @ Key Milestone in Patient’s Journey

eparing for C Treatment C:

\
4

Preparation for Treatment Cycle Start of Cycle

Ovarian Stimulation (8-12 days)

Ovarian Suppression (2-4 weeks)

r
Self-Monitoring ] | Cycle Monitoring (Day 5-end)

| Ovarian Induction & Egg Retrieval Fertilization - 3-5 days | | Transfer

What else do | need to know/do
before | start?
What do | do with all these medicines?

Am | ready?
What do my test results mean?
There is a lot of information...

Concierge Checks

& Injection
Message from nurse to

Mobile pick-up medications

How will medicine affect me?
Am | self-monitoring correctly?

What do my test results mean?
How do | manage my medicine schedule?

What should | be looking for?

Review IVF Calendar
+ StimlGrid

How do | manage my time and appointments?

Partner Reminder to Start
Preparing for Collection

Monthly Bill

How will the procedure feel during
and after? What to expect?
Will | have enough viable eggs?

How many eggs will get fertilized?
How well are my embryos developing?
| hope the embryos are normal...

d ® °
ﬁ%n Patient a e /1 Explained Next Start Medication Cycle Monitoring Self-administer qE Retrieval 3 ‘;Transfer
i i i Steps at Check-in e~ Pregnancy Test X
Review Cal¢ndar H Call Practice on P @’ t /AU lab Results via at Home Daily reports ~ Embryologist
Online & Educational | @’ =1 Davote - al (s - providedto  monitors Pre-0
R 3 9 % Monitoring) Portal & Phone Pre-0 2 s re-Op
rriinakn H Pick Up Tests to Confirm Tests g 3 g P the patient ~7"embryo
i Prescriptions AU | : Down-regulation Every 1.2 Follicle development
R Appointment n ol e TOsS fee & Begin Ovarian ol % Mat_urauon/HCG PO Pacedire daily Pos?O e
&E Confirmation P Baseline Appointment  Stimulation € Patient Portal Achieved \) Ex Emb P
7 + Instructions = = Reminder+  New Medications and - cess Embry
Com;flete IVF Work»u.p (email, SMS, @@— R i Prep Checklist Dosagé Adjustment Amde:/iz:g:rt\s obile Medication o Eggs e Decisions
Requirements, Additional Tests ush notification) Training on r , minders Sperm Fertili:
P it ) B if needed Throughout The D a
and/or Surgery, if needed Medication . 17 Collection in Lab

Nurse Sends HCG Update from Doctor

Access Training 5 =
App = Self-Monitor Tools & Videos and o _Self-Monitor—Pay online : l';ab_ReSL(l:hs Doc_tor_/ Education to Portal __onEgg & Sperm_ o >
- | (] A ke [ Lab Results + flew atient ation + Consent Form for Count and Quality +
flutorialy Medication Info ioti ificati Egg Retrieval Next Steps
Patient Portal N +vivion Guidelines ‘ Prescription Notification €8 P
MEDICATIONS @, Pick Up All Prescriptions contraception pills ——2-4 weeks | —F Luteal Phase Support
Ordered by Doctor Lupton injection —14-17 days before stim—¥lower dosage:
Ii multiple stim meds —8-12 day: HCG injection
F .. ANTICIPATION, SUPPORT, GUIDANCE PREPARED, INFORMED ) SAFE, INFORMED, SUPPORTED , IN CONTROL SECURITY, HOPE, ANTICIPATION, SUPPORT
eelin ANXIETY NERVOUS NERVOUS ANXIETY, FEAR
Insights ] ‘ |
3 T
May meet with social worker/ This may be a group Review not only how " Logical continuation of the in- ¥ Advised if ready to begin ovarian If doing 1UI, patient would Additional procedures such as ICSI/PICSI This transition assumes a fresh
genetic counselor at this stage class or a 1-to-1 training  the calendar works but person training that enables stimulation. Any medicine and undergo insemination at this point may be recommended based on the results. IVF cycle. In other cases, embryo
If using sperm bank, donor with the IVF nurse. Our also how to use it on the patients to access relevant dosage updates are communicated and move straight to the waiting If elected, PGD s performed at this time. ¢ freezing may be required and
selection may me'm at this stage research indicates that patient portal as well as information on-demand directly and then sent to the portal. period stage (next page) . Results a;s communicated by the physxéian patient would come back for
Opportunities patients prefer the latter.  within the mobile app. * Easy/fast option for making TOS payment via self-serve kiosk and then posted to the patient portal. transfer on next ovulation cycle.

Proactive followup by Concierge

after treatment plan is approved and
before their cycle has begun to offer
personalized guidance and support.

Additional personalized support via

Personalized instructions/checklist to
prepare patient for practice visit.
In-person guidance and support for

new patients leveraging tablet-based
content to enhance communications.

A it and ion
via patient portal, mobile app and
SMS.

to morning
streamline
wait times.

Tools for self-tracking cycle data and
treatment requirements via Patient

Self-serve check-in/check-out process
and TOS payment collection targeted

cycle monitoring patients to
visits and reduce front office
procedures via Patient Portal.

Abliity for clinical staff to prepare
and deliver personalized instructions
on important next steps as well as
facts and tips regarding upcoming

Streamiined collection of pre-
operative interview responses via
tablets integrated with patient records,
enabling clinical staff to spend more
time focused on the patient's needs

AR RGO AT AL

Ongoing updates regarding embryo
development steps and observations
sent to Patient Portal for independent
review following discussion and
approval by Physician/Nurse.
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Analysis of this portion uncovers opportunities to improve the patient experience and practice efficiency through

Touch points/actions by role . Patient
curated education, intuitive workflows, real-time data, smart notifications and process tracking tools.

Call Center .Fin Counselor @ Nurse/Physician .anl Office .Lab OCODCiETSE .Svslem .Non-INMD
)
Channels @ Phone Call ®email [Psms [JMobile app []Tablet BZ2) Acquisition Site Patient Portal [BE) Referral Lp f{ Self-Serve Kiosk

Treatment Cycle

Stage an Sti
. ressi Ovarian Stimulati 2 days)
Start of Cycle ?:"a" Supp oot Ovarian Induction & Egg Retrieval | Fertilization & Development (3-5 days) Transfer
(2-4 weeks) Self-Monitoring Cycle Monitoring (Day 5-end)
Patient Pick Up Review Plan Ahead Seif-Perform Go for Review Monitor Embryo il Plan Ahead
Acti Prescriptions EIN Duy 1 Vlsn Q/daDny 1 surmhﬂm Monlmrlnp Monitoring for Induction Pregnancy Retrieval Retrieval Development for Embryo
ions Visit Medications | Visits [ast Results & Retrieval Test Outcome Transfer
- +
i Request Appt Remmder Remlinder ‘ Baquest N’ t I Reviews lab results Receives . Notified by
Touch  rCPandfor [ = — — — - — = — - o BDandor [l - - - - - - - - -!and/or AT R R B 0 i S )
P | fend i eatanel’ | o lend K | | Injection vldeus. educaﬂonal Cycle tracking, Next steps, Questions, cycle | ? updates i i
Points Manage caendar, calendar tracking content, cycle tra notifications, test  questions, tracking, training, eceives call on appointment time
- - - (o o e Ly ettt ettt e s i AR notifications, gyes resultsonline scheduling next steps ’ Sretrieval results "°’“ doctor 3“ Instructions
22! Follow-up from S - \
1 1 1 | @ Followe o . | @ ‘i’ Checks infout via self-serve kiosk - @ ]
n 1 training resources | R @ d h \ i
\ urse provides pro- Physician/Nurse:
@rront office @ ront office ' Ne active education, ysican/ \ . Nurse
checks in \ _/ . Accepts \ Physician reviews .
| explains next | > addresses \ \ preps
| steps at check-in ts | patient [ \ / questions and feent \ h arbryo data and | patient
@ ® @ Front office | PW"“%"I‘N‘"” + 4 schedules Confirms \ @ Pu);:‘;'a"/ provides daily \
7 Physician/doct o confirms Nursa 'e::;::mss “:::‘V @nurse [ O nurse appointments =] |, Consents posts to PP updates to patient |
Physician/ Physician hysician/doctor s gue coordinates Nurse administers Perfors Z ici
Front Stage Nurse responds orders follow  S8M9% baseline test: Patient Portal baseline tests ) HSG injection and . bt m|s . Physician
Actions to any patient | 5 tects and/or that medications are ’ o o, pro\'id,es instructions Retrieval . Physician «—  Nurse/Physician - Performs
questions surgery available for pick-up Nurse explains cycle . Physicia ‘ in person as well as reviews retrieval schedules transfer Transfer
' \ stages and provides reviews by sending resources outcome and procedure | Procedure
O Concierge \ necessary training It d ‘ to the PP communicates it
v : T results an to patient ® Brings to
calls patient | confirms P bl
to check in | . Front office collects TOS | - physician in OR
vel fees & checks patient out | down ‘ R o S
proactively | regulation | \_Line of Visibility
| i < - \ N5
@uimies | @b S | @
| @ Endocrine -+ @ Lab scans sk ‘ gna!yzes :nd p no eru:rl:q{o
! o Lab analyzes patient ID Lab techs perform + 4 documents eggs on catheter
® Phl“‘fi‘:n ;PP’:V'E: | blood worl :?a ‘E;Sﬂv ‘ @ testingon site | @ Analyzes sperm . (E:r;;:x?:gglssl
calendar orde
medications encounter Shipped to the embryo
Back Stage | l —’ (;utside lab, @ rertilizes eges on catheter
i if necessai =
Acuons Front office l v
processes ‘ i .Embryclo st ——1—+ .Fla in system
appointment l Physician & monitors nd inform doctor
request or assigns @ re\xsews + Andrology Lab documents when embryos are
owner within | ‘ Tesde collects and emb ready for transfer.
system L | preps sample development Line of Internal Interaction
83 r 3
A g * Chain of custody scanning
Test results are Encounter data tracked via tablet Lab orderiny Digital chain of custody automates
@ Jnieastie . @ fomedt @z immediately available in S?" i mg odule tied to * ;rjbw patientand presents ®. soecimen photography
pSuppor! :ﬂgf:;; ga,ﬁy ::::‘able to clinical ° systems. Simplifies charge entry 200 < MIFE for. external labs \ appr?prigfe et b . Ebl;tl-based u;mkt ﬂo\:s
rocesses TOS fees collection is automatically physician/nurse to \ ¢ ¢ Uigital encounter tracking
;qoulﬁ'u:?‘:’or merged and reconciled with other review/comment in ® :‘;;‘L‘;ii;gfm:ﬁ:si:‘°§f;g;"d~ « Real-time data to physicians and
payment streams real time charge entry
o Online appointment requests Wait time tracking enables follow up , " i Results from external labs become " iecibi
) :hysu“.x:ns 'hav; resetl :!aler;darm are tagged by type and can on missed checkouts and collections Seltfi Seve k":‘?k s‘ll}leamlmes and immediately available to lab, Techn.ology helps T lhe visibility
Insights er:l':of: oF diiterent treatme be automatically prioritized T fiee TOS chs DRSTLZRY ALV TIW physician and nurse within NewStart of chain of custody verification steps to
i accordingly, so that time-critical e p’engzsss'“m U LR via the external lab module patient during transfers
PP .
Auto-population of patient treatment Collection of curated education and next- Tablet-based access to medical charts/ Self-serve kiosk that enables quick check- Ability to assign ownership of tasks, Intuitive, driven
Opp ortunities calendars using preset templates once steps templates tied to key transition points  records to support and drive transition

treatment plan is selected/approved,

in the treatment journey, delivered via the
modifiable to supoort uniaue patient needs.

Patient Portal and modifiable as needed.

to paperless practice, with easy print

capability for clinical staff who prefer paper.

In, check-out and TOS payments, targeted
to monitoring patients to streamiine visits
and enable front office to be more attentive

duties and patient service tickets to
relevant parties.

POCITS rtl ry

for Internal ing for

clinical/lab staff to capture observations patient visits that involve multiple

and data points during perioperative and encounters (e.g. transfers involving
analvtical procedures.
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Conceptual Prototype

An integrated, user-driven solution for managing

professional fertility services. This conceptual model
includes experiences for Physician, Embryologist,

Front Desk Staff, Executive Director and Patient.

START DEMO
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INTEGRAMED FERTILITY « DEFINITION « CONCEPTUAL PROTOTYPE

Scenario-Driven Storytelling

Rose Fenimore

Age:37

Rose has been trying to conceive a child
with her husband for three years. Having
not been successful the first two years, the
couple accepted the need to seek

pr ional help. Rose c Ited with her
‘OB-GYN who, given Rose's age,
recommended going directly to a fertility
specialist and referred her to Dr. Jones.

Later, on the second day of her treatment cycle,
Rose returns to the portal to get a better
understanding of her week.

After her consultation, Rose uses the patient portal
to follow up on some items from her prior visit.

Dr. Jones

Role: Physician
Experience: 21 Years

Dr. Jones is a board-certified Reproductive
Endocrinologist who is deeply committed to
guiding his patients through the difficult
journey of fertility treatment. Being a
technology buff, he drives the adoption of
modern tools at his practice so he and his
staff can provide a personalized and
seamless patient experience.

(

r,
\
\

-~

M The next morning, Dr. Jones begins his workday by
checking his personal calendar.

Later in the day, Dr. Jones is at his desk reviewing
patient results.
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Hi Samantha!
Are you ready to take the next step?

If you have any questions, send us a message or call us at 206-555-1234,

g DIAGNOSTICS TREATMENT OPTIONS $ MANAGING COSTS

Financial Consult (NPV): Jane Doe (ID #12

09:00 AM 09:00-09:15 AM Financial Consult (NPV)

O 09:30 AM 09:30-10:30 AM
O Financial Consult
(NPV): Jane Doe

(ID #123456)

of patients who enroll in
aMulti-Cycle Program 10:00AM 10:00- 11:00 AM
bringhome:a baby 5t Financial Consult
(NPV): Jane Doe
10:30 AM (ID #123456)
PAY PER CYCLE 2 CYCLE PROGRAM 3 CYCLE PROGRAM \ \ j
11:00AM 1 :
(3CYCLES) £ \ b/
A =
11:30AM 1 11:30-12:00PM .
Financial Consult (New Cycle) % £y
(2CYCLES) |
$26‘3K 12:00PM 12:00 - 12:10 PM Office Visit (Followup)
$22K
12:30 PM
(1CYCLE) (
NOREFUND 50% REFUND NO REFUND 100% REFUND
36
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INTEGRAMED FERTILITY « DEFINITION « CONCEPTUAL PROTOTYPE « PATIENT PORT.

MY TREATMENT PLAN

1 2 MY TREATMENT PLAN

Meet with physician Review and sign
to determine plan consents

Plesse 1

forms. Do not hesitatetoreach out o aurstaffvith

Meet with physician Review and sign
to determine plan consents

You and your physician have met and determined the Please review the treatment plan discussed with your

best treatment option for you based on your results doctor and sign the associated informed consent

and medical history. forms. Do not hesitate to reach out to our staff with
any questions.

andmedical history.

/' COMPLETE

MESSAGES LABRESULTSAND VISITS DOWNLOAD OUR APP.

Or. Moffat August 16,2015 RESULTS AVAILABLE FOR VIEWING edication, o
Reviewand siga reatment here onceyourtreatment planis finaized
~ Blood work on August 11,2015

plan consent forms, Inthe meantime,make sure to download our mobile 3pp tohelp /
/" COMPLETE

S 112065 e manage medicatonschedules when ratment st
Diagnosticresitsready

Estradiol
(Practce Name] A2, 2015 T,
£ il Downosd for Anroid

Welcome tacurfamily!
A ToDAY
MESSAGES LAB RESULTS AND VISITS DOWNLOAD OUR APP

Dr. Moffat August 16,2015 RESULTS AVAILABLE FOR VIEWING Your medications, dosages and helpful i
here once your treatment plan is finalized.

Review and sign treatment

plan consent forms ~ Blood work on August 11,2015

In tha maantima mabe eira o dowmlnad i mahila ann o haln

Schedule




INTEGRAMED FERTILITY « DEFINITION « CONCEPTUAL PROTOTYPE « PATIENT PORTAL

[PRACTICE LOGO] b R : { [PRACTICE LOGO]

MY TREATMENT PLAN MY TREATMENT PLAN

DIAGNOSIS OOCYTE SOURCE DIAGNOSIS

Rose Fenimore il i Rose Fenimore.
v
PLAN SEMEN SOURCE PLAN SEMEN SOURCE

IVF/ICSI with PGD Henry Fenimore IVF/ICSI with PGD. Henry Fenimore.

PROJECTED PROJECTED

Day 6 Transfer, Fresh embryo Day 6 Transfer, Fresh embryo

1 Review and Sign Consents 1 Review and Sign Consents

2 Review and Sign Treatment Plan 2 Review and Sign Treatment Plan

3 Select Payment Plan and Financing . 3 Select Payment Plan and Financing




INTEGRAMED FERTILITY « DEFINITION « CONCEPTUAL PROTOTYPE « PRACTICE MANAGEMENT SYSTEM

[Practice Logo] MY WORKSPACE PATIENT ~ SCHEDULING \~ REPORTING “~ Q_ Search = g? 3

EMBRYOLOGY; Clara Saunders IVF Patient ( hinaa
. Benjamin P. Saunders Partner - RESULTS
oroes
Destiny Location —— -

f‘) ALERT: The patient is allergic to penicillin and latex

Semen Evaluation Publish to Fert

Exg Retrieval S CrRD | @ AT Assign Cohort NOTES ~ RESULTS ~ORDERS  CHAINSUMMARY
S 18911064 C.Saunders Inc3,Dish 9 Add Patients to Hotlist
Insemination
19806233 C. Saunders Inc 3,Dish 9 Lab Test v Embryology @ ORDER
Orders
19088355 C.Saunders Inc3,Dish 9 N/A
Embryo Review S. Moffat
Eext Report 19988800 R.Fenimore Inc 4, Dish 6 TRANSFER i -
In Progress
QA y
S Specimen ID: 18827278 Cohort ID: CS-1 Details: Cultivate embryos for PGD biopsy and transfer.
Billing % CONSENTS SIGNED SUPPLES AVAILABLE
(@ Nitril
I Embryo Thaw [ ] D Nitrile Gloves @
PGS/PGD [ ] CultureMedium @
. EmbryoDiscard @ Biopsy Catheter @
Next Action
NoAction
Embryo Transfer S. Moffat
Thaw
| Not Started 4|
A Freeze
Details: Transfer single embr
B Discard
CONSENTS SIGNED SUPPLES AVAILABLE
4 PGS/PGD
Transfer (Patient) @ ) Nitrile Gloves @
® Transfer Transfer e Hyaluronan [ ]
PosTIransrer ® Transfer Catheter @
BMIT Monitoring
405 Settings

[Practice Logo] mvworkseace

Physician Home

Patient Call Sestember 212015,

Strted e, st nuctons

ViewGrart | SaectActon o[ e

Prescription Refil Septonber 2
Nesds areil o er Synthoid. Pharmscy <V

Viewrart | SelectActon s [ e

Patient Call September 212015

St it means for ber

ViewChart | SelectActon

Physician Cal
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INTEGRAMED FERTILITY « DEFINITION « CONCEPTUAL PROTOTYPE « PRACTICE MANAGEMENT SYSTEM

[Practice Logo] Myworkseace PATIENT \/ SCHEDULING “ REPORTING Q Search = d 3

123456 | Rose Feni Select Command Y NOTES RESULTS ORDERS CHECKLIST

(212) 574-7856 Autologous IVF XXXIXXX 321455 Henry Fenimore | Progress Note: Filter on Note Type |

@ ALLERGIES: Eggs, wheat @ ALERTS: NoAlerts @ FINANCIAL STATUS: Approved

Followup Consultation
LABRESULTS CYCLE OVERVIEW 07713115 S Moffat

DATE TESTNAME RESULT START TREATMENT OUTCOME I met with Rose and Henry today to discuss next steps. They have
completed 6 cycles of treatment with IUI. We discussed options
/05/2015 AMH 0.8 ng/ml 09/01/2015  IVF In progress including: 1. They have unexplained infertility and have been
Patient Schedule Cycle 1 Home unsuccessful with IUI 2. Next steps would include IVF wi

2015 FSH 10 mIU/ml
Pre-Cycle History PATIENT COMMUNICATIONS

10/05/2015 E2 30 pg/ml

Patient Home

Telephone Consultation

—— Communication Date Received 07/03/15 5 Moffat Consultation
09/01/2015  TSH 1.3 miU/L The patient called to discuss whether she needed to undrego arepeat
Lab Results B :'004;"0{" Results  september21,2015 HSG or a laparscopy as some of her friends have undergone. |
ose Fenimore b
reassured her that her initial HSG was done properly and that | had
08/25/2015 NR reviewed the films. She has no need for alapaosco
Prescriptions
VIEW LAB RESULTS PatientQuestion  september 21,2015 5
De ohics Rose Fenimore Initial Consultation
RADIOLOGYRESULES. 0710115 .5t Consultation
Medical History

Rose Fenimore is a 37 yo female GOPO with a history of unexplained
infertility. She, and her husband, Henry have been trying to conceive
for 3 years. Thery have had a complete evelauation by Dr. Mogus and
have gone through six (6) cycles of Clomid/

TESTNAME DATE Bloodwork Results  september 21,2015
B Rose Fenimore

10/05/2015
VIEW PATIENT COMMUNICATIONS )

10/05/2015

9/01/2015 Followup Consultation

06/05/15 1.5mith [—

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean

VIEW RADIOLOGY RESULTS

euismad bibendum laoreet Prain sravida dolor sit amet lacus
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TREATMENT SCHEDULE

Treatment Estimate Lab Results

Documents

Request Appt Pay Your Bill =

Ul Behavior

&

Description

ID Element
Messages Jane -
1 Uncompleted
Treatment

Protocol Activity

JUMP TO DATE ~ | | I REMINDERS | | & EXPORT | | [¥} DOWNLOAD PDF I

TODAY - JUN 22 2016

TOMORROW- JUN 232016

FRI- JUN 24 2016

SAT- JUN 25 2016

2  Completed

SUN-JUN 262016 Activity

v TREATMENT
PROTOCOL

o B

TODAY'S
PROGRESS

1/4

(2 2
o

11,‘:2 Afternoon

Clindaymycin Vaginal
Cream 2% (cleocin)
1 time (Twice a day)

| . Evening
Clindaymycin Vaginal

Cream 2% (cleocin)
1time (Twice ay)

=+ Moming | =4 Moming
Progesterone in Ethyl | Gonal-F
Oleate 50 mg/cc 75 U (Daily
50 mg (Daily -
¥ o I
[ | === Momi
D (. Evening | 32
i | Menopur
BCP 751U (D
1 pill (Twic )
Afternoon
(&, 9:00 pm
5 | Clindaymycin Vaginal
HCG | Cream 2% (cleocin}
500U (D | 1time (Daily
| 'l Roctime 1 cusninn

The Delivery Phase

4 Moming

Progesterone in Ethyl
Oleate 50 mg/cc
50 g (Daily)

[\ Evening

BCP
1 pill (Daily
[== Bedtime

ocP
1 pill (Dally)

Because of the platform’s complexity and breadth, my team
delivered a combination of annotated wireframes, design
comps, business logic spreadsheets and clickable prototypes

of key interactions to guide the development team.

75 |U (Daily) 5

=4 Moming

4 Today's Progress
=t Moming
Menopur
Future Activity
2 Afternoon
Clindayrnycin Vaginal

Cream 2% {(cleocin)
1 time (Daily

Displays time or time of day, activity name, dose, and dose
frequency. Checkbox is enabled only for activities on the current
day (i.e., today). Clicking/tapping on the checkbox marks the
activity as completed (see below). Clicking/tapping anywhere
else opens the details modal. Supports a hover state. Checkbox
state is saved across future logins.

See "1.4.4. Details Modals" on page 65 for more details.

Completed activity is checked and greyed out. Checkbox is
enabled only for activities on the current day (i.e., today).
Clicking/tapping on the checkbox marks the activity as
uncompleted (see above). Clicking/tapping anywhere else opens
the details modal. Supports a hover state.

See "1.4.4. Details Modals" on page 65 for more details.

Displays the number of today's completed treatment protocol
activity out of today's total activity as a fraction. If there are no
activities for today, this section is not displayed.

Activity on any other day than today displays the same
information, however the checkbox is disabled. Clicking/tapping
anywhere on the activity opens the details modal. Supports a
hover state.

See "1.4.4. Details Modals" on page 65 for more details.

6  Trigger Shot

Style Guide
A guide to the product’s visual structure and style,
including design patterns defined for developers

Detailed Wireframes
Design document detailing functional behavior
and interactions to guide feature implementation

Interactive Prototypes
Basic working models of selective application
interfaces built to clarify expected behavior

Functional Specifications

A spreadsheet based on the wireframes that
captures underlying business rules and
assumptions behind the design

For trigger shots, the exact time is displayed instead of the time

Data Dictionary
A spreadsheet that defines all data fields in the
product, mapping each one to an underlying source

Detailed Design Comps
Pixel-perfect representations of application screens
used by developers as assets for implementation

User Acceptance Testing
Support in planning and performing feature
acceptance tests prior to a product release

Training Materials

Documents to support the introduction of new tools
and workflows throughout Integramed’s fertility
practice network
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INTEGRAMED FERTILITY « DELIVERY « PATIENT PORTAL DESIGN

©SRM 9

TREATMENT SCHEDULE

ple] KM LS

View as: Kelly Morgan (Partner)
TODAY - JUN 22 2016

TREATMENT PROTOCOL

reatment Protocol displayed in PST (UTC

@ TODAY'S PROGRESS: 1/4

Morning

Afternoon

Clindaymycin Vaginal Cream 2% (cleocin)
1 time (Twice 2

Clindaymycin Vaginal Cream 2% (cleocin)
1 time (Twice a day

=] Bedtime
ocp
1 pill (Daily

APPOINTMENTS

tments displayed in PS

~| 9:00-10:00 am
Diagnostics
SRM Seattie

UCTIONS

=| Youhave no instructions today.

[ 4 cLINIC NOTES

* You should plan to arrive at the office
with a moderately full bladder. Begin

45



INTEGRAMED FERTILITY « DELIVERY « PRACTICE MANAGEMENT SYSTEM DESIGN

WORKSPACE PATIENTS SCHEDULE O\ O 8

Search ® Messages Profile
Patients Rose Fenimore > Notes

Rose Fenimore (Rosalinda Fenimore) | 123456 SHOWLESS »“
NANCIAL STATUS: APPROVED PARTNER (MALE) Henry Fenimore (678876)

SEX | AGE PRIMARY MD CYCLE DAY 1 LINKED PATIENTS

Female | 37 yo (06/16/1979) Dr. H. Jones 4/31/2016 Surrogate (345921)

SSN PRIMARY RN NEXT APPOINTMENT Oocyte Donor (756795)

XHK-XX-1234 B. Connors Follow-up on 05/16/2016 Sperm Donor (545728)

10 ITEMS: Latex, Lorem, Ipsum, Dolor, Latex, Lorem, Ipsum, Dolor

GLOBAL: Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua. Ut enim ad minim...  VIEW FULL EDIT /
CURRENT CYCLE: Incididunt ut labore et dolore magna aliqua. Ut enim ad minim

PERSONAL JUMPTODATE v FILTER: Type: All Sub-type:  All \ ® ADD NOTE FINANCIAL LOREMIPSUM  MORE v

OPERATIVE
CURCAL 1 SHOW 2 PREVIOUS VERSIONS | EDIT /2 FINANCIALSTATUS

MAY 2016  BY: Youon04/05/2016 09:31AM <
: Last modified by E. Lastname on 04/05/2016 09:15 AM FINANCIAL CLEARANCE STATUS
Enrolled

TC
FACILITY SURGEON PREOP DIAG

REACH - Charleston Infertility OQUTSTANDING BALANCE

PROCEDURE DATE OSTOP DIAG $0.00

FINANCIAL 05/31/2016 GUARANTOR

MEDICAL RECORI ANESTHES 51S DPERATION Rose Fenimore

INSURANCE EINDINGS FINANCIAL ITEMS

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Phasellus vestibulum rutrum elit eu varius. Proin rutrum tincidunt
sodales. In est sem, posuere at egestas vel, dignissim a sem. Quisque at mattis est. Pellentesque quis ante in leo accumsan dapi-
bus. Quisque at ultricies quam. Nam neque mi, aliquam ac fringilla a, tincidunt vitae est. > ICSI Just Added

> IVF Just Added

> ITEM3 Just Added
FINANCIAL  ACCOUNT o
19 DT 5 TEma

Just Added
APR 2016 By: You on 04/05/2016 09:31 AM

YESTERDAY Lorem ipsum dolor sit amet, consectetur adipiscing elit. Phasellus vestibulum rutrum elit eu varius. Proin rutrum tincidunt MULTI-CYCLE PROGRAM APPROVED

sodales. In est sem, posuere at egestas vel, dignissim a sem. Quisque at mattis est. Pellentesque quis ante in leo accumsan dapi-




INTEGRAMED FERTILITY « DELIVERY « PRACTICE MANAGEMENT SYSTEM DESIGN

® orksace  pamiens  scHEDULE Q o 8

Search e Messages  Profle

Financial Counseling = Refund Application > Rose Fenimore ACTIONS v Rose Fenimore
(MPI # 12345)

) FINANCIAL -
STIMATE STATUS REFRESH OATA
@ EoE KEDEST ESTIMAT EFRESH O ST
InProgress Estimate 17 InProgress — bt
[ SEX | AGE(DOB): Female| 370 06/16/1979)
SCHEDULE CLINICALINFORMATION ATTACHFILE | ADDNOTE  CYCLEDAY 1 04/31/2016
- | PreFPHONER +1(12945678%
PARTNER: Henry Smith (MPIF: 536217)
¢ cusesan MEDICAL
PAYMENTS INPROGRESS
o

DIAGNOSTIC CYCLE HISTORY PREGNANCY HISTORY  PREVIEW & SUBMIT

FINANCIAL LOREMIPSUM  MORE v/

< Ve
= INsURANCE FINANCIAL STATUS
DIAGNOSIS & MEDICAL CONDITIONS. “RequredFig
FINANCIAL CLEARANCE STA
“DIAGNOSIS (CHECK ALL THAT APPLY) “HAS THE PATIENT BEEN DIAGNOSED WITH ANY OF THE Enrolled
CHRONIC MEDICAL CONDITIONS?

FINANCIAL
ESTIMATES

Male Infertility OUTSTANDING BALANCE

MULTI-CYCLE Hx of Endometriosis e
L Yes ® No GUARANTOR

Diminished Ovarian Reserve ‘Roes Faniniors
Chromosome Abnormality

Yes @ No

Auto Immune Disease

Tubal FINANCIAL TEMS
Uterine Factor
Ovulation Disorders /PCOS Cardiac Disease > v Just Added
Unexplained Infertility Yes  ® No > st Just Added
OtherDx

Renal Disease > 1MEM3 Just Added

Yes @ No > EM4 Just Added

MULTH-CYCLE PROGRAM APPROVED

*STIM START DATE (APPROX) PROGRAM NAME
IVF Refund 2+ Program

[ 0211412016

REQUESTED SERVICE
IVF without Monitoring



Q

Search

®

® Messages

8

Profile

WORKSPACE PATIENTS SCHEDULE

Financial Counseling Financial Estimates > Rose Fenimore ACTIONS v Rose Fenimore
(MPI # 12345)
Fl ! ” 2
PANCIAL View | Estimate #1 v +) ADDNOTE o]

SUMMARY
Not Approved

Female | 37 yo (06/16/1979)
1/2016

FINANCIAL

SUNERUES PAYMENT OPTIONS

CHARGES AND
PAYMENTS

Disclaimer text about payment options is displayed here. Ut voloriasinus moluptat omnis estrum dolenisti niendanis
parit autem aut inimporum, si ilias poraes et autas qui ullupta ssunducilla pressequatem quiscipis etus ut andit, illia.

A

Treatment Estimate Lab Results
IBV&
INSURANCE

TREATMENT SCHEDULE

of patients using their own eggs
had a baby after 1 cycle *

30%

FINANCIAL
ESTIMATES

LS Viewas: Jane Doe (me) JUMP TO DATE v

Documents

£\ REMINDERS

=i

Request Appt.

$

Pay Your Bill &

2

&

EXPORT

f

®

Messages

DOWNLOAD PDF

8

Jane v

TODAY -
JUN 222016

TOMORROW -

MULTI-CYCLE PAY PER CYCLE 2 CYCLE PROGRAM
Ret r JUN 232016

PROGRAM v ) o

v TREATMENT A Morning
For comparison purposes, 1 Frozen Transfer ($ 4,000) PROTOCOL Progesterone in Ethyl
s included in the cost of each cycle. - Oleate 50mg/cc
While afrozen transfer is not required, it is a likely » 50mg
additional cost lorem ipsum dolor sit amet. =
TODAY'S Afternoon
PROGRESS Evening

Clindaymycin Vaginal
Cream 2% (cleocin)
1 time (Twi 4

BCP
1pill (Tv

1/4

9:00 pm

HCG
1pill

Evening
Clindaymycin Vaginal
Cream 2% (cleocin)
1time fa

Bedtime

Bedtime

ocp 1 pill (Tv

FRIDAY
JUN 242016

- Morning
Gonal-F
751U

_ Morning

Menopur
7510

Afternoon

Clindaymycin Vaginal
Cream 2% (cleocin)
1time

Evening

ocp
1 pill

Bedtime
ocp

SATURDAY -
JUN 252016

Morning
Progesterone in Ethyl
Oleate 50mg/cc
50 mg (Dall

Evening

SUNDAY
JUN 26 21

Gonal
751U

7510

Clind

1time

ocP

Menopur

Cream 2% (cleocin)

016

Morning
I-F

Morning

Afternoon

aymycin Vaginal

Evening

-
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GM Maven

Carsharing Mobility App &
Service Enhancements

tonyowens@uxarchitectnet |  www.tonyowens.net |

linkedin.com/in/tonyo | 3473323030
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GM MAVEN

In its first 2 years, General Motors had successfully expanded its
Maven carsharing and gig rental services from a pilot at the
University of Michigan in Ann Arbor to cities across North America.



GM MAVEN

With all eyes on mobility in 2018, GM’s Maven internal startup group
engaged my team to elevate their mobile app experience by
addressing friction points and envisioning feature enhancements to
reinforce Maven's brand promise of seamless mobility services.



GM MAVEN

PROJECT GOAL

Elevate GM Maven’s
mobile experience to
increase customer
satisfaction and advance

its brand vision of
seamless mobility
services.

MY ROLE
Project Planning

° Planned UX research and service design approach in
collaboration with client and account teams

Discovery & Concept Exploration
° Led service design research expedition to Maven locations
° Traveled to Detroit weekly to co-create solutions with GM team

° Facilitated UX research, collaborative design and concept
validation activities to advance the product vision

° Collaborated with team in analyzing research, defining a plan,
developing a roadmap and creating conceptual prototypes

Detailed Design & Delivery

° Planned detailed design and concept testing approach
° Led Agile design sprints while collaborating with the team to
address design feedback

° Worked with GM Engineers to implement ‘quick win" items
COLLABORATORS
Creative Director + Team (3) Executive Stakeholders
User Experience Team (4) Subject Matter Experts (20+)
Technology Director Maven Marketing Team
Engagement Director Maven Product Managers

Project Manager Maven Engineering Team
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GM MAVEN

The Challenge

Paving the Future of Mobility Access

During its pilot program, Maven launched a minimally
viable version of the Maven mobile app to support its
Car sharing model (think Zipcar, car2go).

Over time, new features were layered upon this basic
app foundation, including a distinct feature set
offering weekly rentals to Gig economy workers such
as Uber, Lyft or Grubhub drivers.

After establishing and scaling these mobility services
nationally, Maven engaged my team to enhance the
customer experience in order to increase satisfaction,
reduce negative app reviews and ensure that
customers felt guided at each step of their journey.

In two months time, Maven needed to have a batch
of approved, ready-to-build designs, in addition to an
approved strategic roadmap to guide their product
development plans for the next three to five years.




To overcome these challenges, we aligned the project around two main

areas of focus.

Service Optimization:
Car Sharing & Gig Rental

Conduct research to map how Maven

currently operates to support the
customer journey, identifying issues

and opportunities for improvement.

Translate research into a prioritized
product roadmap, outlining a
potential release schedule for new
app capabilities in the future.

Explore, validate and refine key
conceptual ideas for mobile app
enhancements in order to gain
organizational buy-in.

Design Enhancements:
Enroliment & Help/Support

Address confusion between Car
Sharing and Gig during enrollment,
and improve the experience at

known points of friction and dropoff.

Create a vision for a more
contextual, integrated help and
customer support experience
throughout the app.

Collaborate with Maven's engineers
to ensure that design solutions for
these specific areas are fully
detailed and development-ready.
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GM MAVEN

Our Approach

To achieve the goal of improving Maven’s mobility app by reducing current

friction points and imagining enhanced capabilities, | aligned our team around
a service design approach comprised of three major phases of work.

L T X = 6T

Discovery

&

Stakeholder Workshops

Pickup Location Visits
Vehicle Rental Experience
Analytics & Social Sentiment
App Review Analysis

Expert Advisors

Heuristic Evaluation
Service Evaluation
Journey Maps

Service Blueprints
Market Trend Research

Summary of Findings

* Key activity highlighted in portfolio

Definition

ES
=

Ideation Workshops
Collaborative Sketching
Requirements Gathering
Feature Prioritization

Enroliment Process Flows

Creative Mood Boards
UX/UI Concept Exploration
Conceptual Prototype
Maturity Model

Product Roadmap

SWEEKS  cevvrrrrennnennnnnans

Delivery

Style Guide

Concept Usability Testing
Detailed Wireframes

Interactive Prototypes

Detailed Design Comps
User Acceptance Testing
Product Backlog Management

Development Support
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Discovery Conceptual Design Detailed Design

M/AVEN

dentsu AEGIS network
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The Discovery Phase

Our discovery process included primary research, direct
observation, knowledge transfer and information
collection through several means.

Stakeholder Workshops
Collaborative working sessions with key
Maven stakeholders, capturing the goals and
insights they shared

Location Visits

Rented a vehicle through the app and visited
a Gig Station to experience the services and
discover pain points

Expert Advisors

Interviews with subject matter experts to
explain key areas of the business and
participate in collaborative workshops

Documentation Review

Review of client-provided documents such as
customer research, operational guides,
service metrics and other data

Journey Maps

A story-driven graph of a typical person’s (or
persona’s) experience, interactions and
critical moments with a product or service

Service Blueprints

A graph describing key service delivery
elements — people, processes, systems,
artifacts - that enable a customer’s journey

Heuristic Evaluation

Analysis of the app and web experiences with
respect to common usability standards and
best practices

Secondary Research
Analysis of company news, app reviews,
social media engagement, consumer trends

and competitors in depth
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GM MAVEN « DISCOVERY

Research Summary
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GM MAVEN - DISCOVERY
Interview Guides & Research Capture

Discovery Interview Gui sarch Capture & Analysis
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GM MAVEN - DISCOVERY
Service Design Research
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Service Evaluation




GM MAVEN « DISCOVERY « SERVICE EVALUATION

MAVEN

MAVEN

e PART2

Step 5

Vehicle Use

CHEVROLET

M/AVEN

+ We drove the car to a
nearby lot to check it

Could benefit from better guidance for using
this system

Wi-Fi setup was confusing and could be
streamlined through an embedded connected
experience

Previous drivers’ phones appear in list posing
privacy concerns

Opportunity to personalize for repeat drivers to
make repeat trips more seamless

Discovery
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GM MAVEN -« DISCOVERY

Customer Journey Maps

ONINOOS
4 HOMVISIY I1DIHIA

<
m
2
o
-
m
3
o
x
3
v

Find vehicle quickly that's the
right fit (price, location, model)

Looking for "my car” (repeat)

Begin trip with minimal hassle

make reservation
start time  May 215t 9:00 AM

ond time May 2181, 200 PM
location MTP B

IMINg reservaton

o

valot pick up

research vehicses
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Service Blueprints




GM MAVEN -« DISCOVERY
Summary of Research Observatio
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The Definition Phase

Now equipped with substantial findings and insights from
Discovery, we partnered with the Maven team to explore

creative opportunities and determine a roadmap towards
attaining its strategic product vision.

077 Camiac XT8 - Black

Ideation Workshops
Brainstorming sessions with Maven to prioritize
strategic goals and explore creative solutions

Creative Mood Boards

Design explorations intended to explore
high-level look, feel and style prior to actual
screen design

UX/UI Concept Exploration

High-level design of key screens to establish
consensus on the overal vision and direction for
new product features

Conceptual Prototypes

Interactive models of key screens and journeys
built to share and validate with UX concept
testing participants

User Stories & Requirements
User-centered descriptions of key tasks and needs,
used as acceptance criteria for design and testing

Maturity Model

A high-level strategic framework that outlines key
stages in Maven's journey toward realizing its full
product vision

Product Roadmap

A guiding document that translates prioritized
strategic opportunity into a viable multi-phased
project plan
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GM MAVEN -« DEFINITION

Opportunity Prioritization

We first aligned around a Strategic North Star:
to position Maven as the future of mobility.

We then led a collaborative exercise with

Maven stakeholders to score, rank and plot
each of the identified design opportunity areas
on two dimensions: business/customer value
and organizational readiness.

This scoring exercise resulted in an ‘Opport
Matrix’ with four quadrants that began to
suggest a prioritization for the strategic a
that we had discussed.
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GM MAVEN -« DEFINITION

Maturity Model & Roadmap Planning

Working from this prioritization, we envisioned the Prod
as three discrete phases, each advancing the overa
moving Maven closer to its Strategic North Star.

Improve branding, positioning and
communication of Maven services; address.
major customer pain points, engagement
barriers & service delivery challenges.




GM MAVEN -« DEFINITION

Concept Design & Planning

Now aligned on the project priorities, we kicked off
Conceptual Design with two days of collaborative
brainstorming, requirements planning and
sketching with the Maven team.

We led Maven senior stakeholders in conceptin
innovative solutions to challenges like bookin:
damage reporting, trip extensions and more.

After discussing and refining these ideas to
my team then polished and prototyped e
these ideas, noting open design question:
candidates for testing.
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2016 Cadillac Escalade - Gray

11 E 1st St, New York, NY 10003

Maven is a mobility service from GM
to connect you to quality vehicles to
get you where you need to go

What is Maven?

o—

What are the eligibility

requirements to join?

CALL US AT 1-800-555-1234

CHAT WITH US
Select a service:

From $23.00/hr or $260.00/day
Car Sharing Drive to Earn
START END
TUE OCT 16 TUEOCT 16
9:00 AM EDT

11:00 AM EDT
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MAVEN

dentsu AEGIS network

Process

Create
Conceptual
Vision

Map Current Create Identify
Experience Observations Opportunities

The Challenge

* Increase the awareness and reduce the confusion around trip extensions

Observations

« The current experience is clunky and unstable, producing errors and confusing messaging
« The In-Trip screen provides less than a complete picture of the user’s reservation

Opportunities / Goals

« Redesign the In-Trip experience focusing on:
- Trip metadata
- Carinformation & actions

* Add a clear path to extend the reservation

Key Improvements

* Increased usefulness by adding valuable at-a-glance information
« Provided a way to get ahead of the “too far to return the vehicle on time” problem

Overview Insights Discovery Conceptual Design

2017 Chevrolet Volt
Vehicte ID: NJ-M6 License Plate: HRJ2922

Picked-Up: Drop-Off:

DROP-OFF STATION >
BEAVES oN S

EXTEND TRIP
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GM MAVEN - DEFINITION

Reservation Flow Concept
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INTRO VIDEO

1
When the app first loads the video starts and plays through the
end or until the user swipes up or interacts with the Get Started
CTA. The video loops around and plays again after it ends.

2 GET STARTED CTA
M V E N Tapping the CTA or swiping up anywhere on this screen reveals
CAR SHARING the Car Sharing and Maven Gig fork.
PERSONAL USE 3 CAR SHARING
Reserve a car by the hour or by the day. Section containing brief value propositions around Car Sharing
ST $8/hour with buttons to navigate to the Car Sharing Landing, Sign Up,
larding:atse Ao and Login screens.
CARS NEAR ME J) CARS NEAR ME BUTTON
Tapping this button takes the user to the Car Sharing Landing
screen where they can learn more about the service and use
the map to explore availability.
Style Guide UX Concept Testing
A guide to the product’s visual structure and style, Moderated “thinkaloud” testing of prototypes to
including design patterns defined for developers gain feedback for future design iterations
°
The Del ive ry P hq se Detailed Wireframes Detailed Design Comps
Design document detailing functional behavior Pixel-perfect representations of application
and screen interactions to guide implementation screens used for implementation

To guide Maven’s software engineering team, we delivered a ] .

. . . . Interactive Prototypes User Acceptance Testing
combination of annotated wireframes and deSIgn Comps as Basic working models of selective application Support in planning and performing feature

well as C”CkG ble prOtOtypeS fOI’ key inte roctions. interfaces built to clarify expected behavior acceptance tests prior to a product release
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GM MAVEN

The Impact

Paving the future
of mobility access

For Maven, we used service design methods to give their engineering-driven

team a'holistic, empathetic view of their complete customer journey for the first
time — a powerful first step towards building better services for their customers.

Guided Welcome Experience Contextual Help Innovative Features

Designed a welcome and Delivered a vision for more Defined concepts for new and

enrollment experience that contextual, integrated help and enhanced features such as
helps users easily differentiate support surfaced at key points booking, EV charging, damage
reporting and fraud protection.

Maven'’s service offerings in the customer journey

Future Roadmap

Developed a strategic
roadmap to drive product
development plans for the
next 3-5 years
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Zildjian Cymbals

Content-Rich Multi-Brand
Ecommerce Experience

tonyowens@uxarchitectnet | www.tonyowensnet | linkedincom/in/tonyo | 347.332.3030
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ZILDJIAN CYMBALS

PROJECT GOAL

Bring together the
Zildjian brand family
online while letting

each brand be itself

MY ROLE
Pitch & Proposal

° Led experience strategy and vision for the proposal

° Instrumental in planning and scoping the engagement
Discovery & Concept Exploration

° Led planning of the UX strategy and design approach

° Facilitated research, strategy, idea generation, requirements
gathering and collaborative design activities for the project

° Collaborated with UX team in the site’s developing
information architecture and interaction design

Detailed Design & Delivery

° Planned and led the design process, facilitating Agile design
sprints with cross-functional teams
° Shaped requirements and maintained the vision while

partnering with the team to deliver high-quality designs

COLLABORATORS

Creative Director + Team (2) Chief Marketing Officer
User Experience Team (4) Executive Stakeholders

VP, Technology Subject Matter Experts (10+)
Technology Team Zildjian Digital Team

Project Manager Engagement Director
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ZILDJIAN CYMBALS

The Challenge

Enabling Zildjian Brands
to Play Well Together

The Zildjian, Vic Firth and Balter brands are each
unique from a point of history, meaning and
product — and each has its own brand
expression aligned to its promise.

While the brand requirement was centered
around bringing them together, we also needed
to find a solution that lets each brand be itself.

Equally important, we needed a scalable
solution that works across brands to offer a
unified, best-in-class experience that enables
deep engagement, long-term loyalty,
actionable commerce and the ability to shop
across brands with ease.

Additionally, with musicians’ preference for trial
before purchase, Zildjian needed to put their
products in the virtual hands of musicians who
are unable to check them out in-store.
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ZILDJIAN CYMBALS

Our Vision

WE ARE THE BEATING \
HEART OF MUSIC AND! ity

" TOGETHER WE MUSTS o =
CRAFT ITS FUTURE®. =~

SHOP CYMBALS

An Inspirational Lifelong Companion
On Your Journey Through Sound

For 400 years, Zildjian has shaped sound, inspiring
generations of musicians.

Since today's brands can't rest on legacy, we
created a modern music epicenter that elevated
and simplified the shopping experience, connecting
all of Zildjian's brands together for the first time.

The redesigned site fused rich content — from
sample sounds to brand storytelling and live
performance videos — with favorite products,
nurturing a lifelong love of playing through
education and personalization while setting the
standard for how artists find their sound.

Three distinct brands. One navigation system. One
design system. One simple checkout.

The destination for drummers everywhere.



ZILDJIAN CYMBALS

Our Approach

Following a competitive proposal process where we collaborated with Zildjian to

explore customer insights, journeys and initial creative concepts, we aligned on a
three phase project to fill knowledge gaps and build on our work from the proposal.

B MV EEK S vttt ettt et e e e e e e e e e e e e e e 4 WEEKS + ONGOING SUPPORT  svrrrermrrrannrerannrenannnannn

Proposal & Discovery > Definition > Delivery >
> XES

Proposal CX Insights Stakeholder Workshops Information Architecture UX/UI Concept Refinement Style Guide Interactive Prototypes

Proposal CX Strategy Content Audit & Analysis Product Taxonomy Conceptual Prototypes Detailed Wireframes Detailed Design Comps

Proposal CX Vision Page & Feature Requirements Navigation Design UX Concept Validation Functional Specifications User Acceptance Testing

UX Project Approach Content Requirements

* Key activity highlighted in portfolio
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CALLUM’S
PATH TO
PURCHASE

We asked novice drummer Callum, 21,

Q- () Q-

2 3 Callum On the Zildjian He scrolls up Callum wants
loshawnowhe ond plo)fers fe “‘”? searches website, he and down the reviews, so
Woulcigojahal pciasnganawrce ‘ZILDJIAN' clicks CYMBALS Custom Googles the
cymbal. The J°‘f"‘ey 210 fgc[mosily because “well | and chooses category page precise product
peﬁormed OU'S'F‘ie of the Z”fj"an brqnd like them so from the ranges looking for name and
domains, and his neez?s for information that's where I'd under BRIGHT + ‘anything that is ‘reviews'
anc reaisuranceprovice gooc lie fo start" SWEET going fo fell me

guidance into the features and

*\i%*

Callum came
for reviews but
“Inow see it's
about $350,
and that's
helpful info".
But there is only
one review

)

Going back to
Google he next
clicks on the
promoted
video. The third
resultis a
Zildjian video,
but he clicks
the first, from
Memphis Drum

about the
functions that the new Zildjian soundu‘ Heis
brand websites should deliver. not satisfied
with the
content

—@—. ® ([ ] @

Proposal & Discovery

After collecting insights and collaboratively developing an
initial vision for our proposal, | planned the Discovery phase
to quickly fill knowledge gaps, assess content and review
product catalogs, then translate our recommendations into
requirements for a new multibrand commerce experience.

Store

Customer Experience Strategy
Proposal content that translates customer,
competitive and brand insights into guiding
principles, key ideas and a compelling strategic
framework for achieving the project's goals

Stakeholder Workshops
Collaborative sessions with Zildjian executives
to understand context, explore opportunities
and align on a unified digital brand strategy

Content Audit & Analysis
Comprehensive review and assessment of all
images, video, audio, copy and other site assets
for relevance, timeliness and quality

»
1 4

Callum enjoys
the cymbal
demo, using full
dynamic range
and both solo

=z

oo

After watching
many more
videos and

reading more

reviews, Callum

Callum now

wants to see
the cymbal in

the flesh, so
heads down to

and with the looks for a used his local store to
rest of the cymbal on see it
kit, but is eBay and local
disappointed it sites
is not played
with the other
cymbals

Customer Experience Vision
Proposal content that leverages creative
storytelling to visually demonstrate how a
proposed UX design solution might address key
needs throughout a customer's journey

Page & Feature Requirements
Spreadsheets mapping front-end design
requirements to CMS capabilities, defining reusable
components to streamline development

Content Requirements

Spreadsheets capturing production needs for site
content, including new video, audio, copy and
product photography




ZILDJIAN CYMBALS « PROPOSAL

Customer Insights

To showcase our approach during the proposal stage, the Strategy Director
and | partnered to conduct research and develop strategic insights that
would shape and inform our unique design solution for Zildjian.

THE 3 C'S: CATEGORY

Every Purchase Joumney Is Multi-Touch and Multi-Channel
- and Physical Stores Will Aiways be Part of It

Percussion shoppers habitually ‘bounce around’ the internet looking for multiple sources of product information. But every source
is imperfect and leaves them wanting more. Many are happy to buy most products online, but for some shoppers and some
product lines, a retail store visit is essential.

. CALLUM’S
PATH TO
| PURCHASE

We asked novice drummer Callum, 21,
he and players lie him

to
would go about purchasing a new ride
cymbal. The jouney is in fact mostly

performed outside of he Zidjlan brand

d a Store feature and augment as + Incorporate and discount bundles and
process that users are cuently seeking outside of 00n as possible with In-store stock avalablity fo recommendations fo ease decislon-making and
brand websies: reviews, forums, UGC, efc. dive purposeful fooffall maximize baske! on every purchase

» Investin Search to capture large latent demand
that is missed foday
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ZILDJIAN CYMBALS « PROPOSAL
Brand Architecture

Based on Zildjian's desire to bring three brands together
I guided the team through two traditional approache:
advised them on a third “hybrid" approach that wou
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ZILDJIAN CYMBALS « PROPOSAL

A Unified Navigation & Design Syste

Imagining ways that Zildjian's brands could co-exist, the
develop a unified design system that would allow eac|
approach that optimizes choice, clarity and conveni
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ZILDJIAN CYMBALS « PROPOSAL

Opportunity lies in the stages of the customer journey

PRE-PURCHKHASE PURCHASE POST-PURCHASE

ACTIVATION

Inspire, excite and attract
customers through digital
content engagement.

CONVERSION

Keep purchase
motivation alive while
creating more fluid paths
to purchase.

EXTENSION

Continue the conversation
with more personalized
content, community and
loyalty rewards.

- Personalized Content
- Community Engagement
- Loyalty Rewards
- Empowering Influencers

- Social & Email Engagement
- Content Strategy

- Sound Exploration Tools

- SEO/SEM

- Enhanced Mobile Experience
- Social Validation
- Site Personalization
- Driving Store Visits
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ZILDJIAN CYMBALS « PROPOSAL

INSPIRE
Create delightful opportunities

tfo connect, excite and

engage.

EDUCATE

Support critical journey
moments to build lasting
relationships.

GUIDE

Help drummers express
themselves and their
unique style.
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ZILDJIAN CYMBALS « PROPOSAL
The Customer Experience Vision

To convey our proposed vision for Zildjian's future digital
creative personas of drummers to guide our custome
aspires to be great; and a professional who has “m
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(((1)» PRE-PURCHASE

Enter The Lab

At the Zildjian Digital Sound Lab page,
Pedro sees a virtual setup of his current kit.
He opens a list featuring cymbals he has
bought, favorited and recently viewed. He
can assign cymbals from the list to his
virtual kit so he can get a feel for how his
new setup might sound.

Once his kit is all set, Pedro chooses a jazz
favorite from the embedded player, and
puts on his headphones. He then enters
Play Mode and plays along on his virtual
kit, tapping out rhythms while listening
closely to the way each cymbal sounds.

SOUNDLAB o -0
PLAYING ON: PEDRO P: JAZZ KIT A - 1]
TRACK: BILLY DRUMMOND'S DOUBLE TIME  _ PAUSE TRACK

TAP CYMBALS TO PLAY
ALONG WITH THE TRACK
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((('))> PRE-PURCHASE

FIND YOUR CYMBAL CYMBALS 101 | B TAKE & CRASH COURSE

MUSIC STYLE ¥ SERIES ¥ TYPEY SIZEY WEIGHT ¥ O PRICE O
Brugh

Finding Her Sound

Inspired, Stella launches the Zildjian
Cymbal Finder so she can evaluate and
narrow down the list of crashes.

DISPLAYING 8 OF 8 RESULTS  crasx ROCK it By: SIZE (LG - SM) v

She filters her choices into a smaller grid
of cymbals she believes will deliver her
desired sound.

After reading all the product descriptions
— and listening to how each one sounds ) .
— she has her finalists. For each cymbal 16" A THDAAN CUSTOM CRASH
she likes, she clicks, ‘Add to Compare’. $260

Time to decide. @ comrase @ comrase @ comrase

tat )

3 SELECTED 'P .

Compare up to 4 items
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All In The Details

Stella has made her final choices, but she still
wants to be sure. So, she explores each
cymbal’s product page, listening again to

various samples.

She can also enlarge the image of the cymbal
to closely explore the brilliant copper finish

from rim to bell.

There’s also a fair bit of exciting content to
dive into, including a video from another
drummer she worships.

A Zilgjan

@ rovor | emm—

EXPRESSIONS OF

CYMBALS

STICKS & MALLETS

ACCESSORIES

$260 * *x *x %4 (43)

Maximum Power Potential.
A tithe Lar ts brethren, you'll really feel what the 16

Volume: Loud
Weight: Hic

m b

Q 400 10 ravoritEs




(((2))) PURCHASE

All In The Details

Stella has made her final choices, but she still
wants to be sure. So, she explores each
cymbal’s product page, listening again to
various samples.

She can also enlarge the image of the cymbal
to closely explore the brilliant copper finish
from rim to bell.

There’s also a fair bit of exciting content to
dive into, including a video from another
drummer she worships.

EXPRESSIONS OF

PLAYERS SAY

Brightness @

Dryness @
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ZILDJIAN CYMBALS « DISCOVERY

Workshops & Requirements Gatherin

Following the success of our proposal, | planned a short Di
fill knowledge gaps and address key questions in prep
refining and validating the concept design during th
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ZILDJIAN CYMBALS « DISCOVERY

Site Structure: A Unique Model for Zildjian

All brands share a cart, but branding & URL
changes based on which store you came from.

Zian CYMBALS STICKS GEAR | ANTSTS soucamow esancs O (O W TR STICKS MALLETS GEAR | ARNSTS EDUCATION BRANDS

SHOPPING CART

www.Zildjian.com/cart VicFirth.Zildjian.com/cart

Navigation examples 3
siruclure may be refine

Q@&W
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CYMBALS

BROWSE BY TYPE

DRUMSET
DRUMSET

BAND & ORCHESTRAL

STICKS & MALLETS

STICKS

BRUSHES & MALLETS

MERCH

°o—eo

@o—o

The Definition Phase

K FAMILY

K Constantinople
K Kerope

K Custom

K Zildjian

A FAMILY
A Avedis
A Custom

A Zildjian

With much of the direction defined during the proposal
stage, our Definition phase focused on establishing

alignment on creative look and feel, Ul concept, navigation

and page layouts before moving into Detailed Design.

L80 LOW VOLUME

FX

GEN16
Genlé Cymbais

Genlé Accessories

CYMBAL SETS
K Cymbal Sets

A Cymbal Sefs

Site Architecture

Detailed navigation structure and content strategy
recommendations to merge Zildjian, Firth and Balter
into a single unified site experience

Creative Mood Boards

Creative explorations intended to explore high-level
look, feel and style prior to actual screen design

Conceptual Prototype

An interactive model of key screens and journeys
built to share and validate early working concepts
with broader audiences

CYMBAL FINDER
Fine-tune your search for the
perfect cymbal.

NEW RELEASES

ABOUT OUR CYMBAL
FAMILIES

Product Catalog & Attributes

Analysis and normalization of product catalog
structure, taxonomy and data elements across
three brands to fit one unified navigation system

UX/UI Concept Exploration
High-level design of key screens sufficient to
establish consensus on the overal product vision

UX Concept Testing

Interactive models of key screens and journeys
built to share and validate with UX concept
testing participants
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ZILDJIAN CYMBALS - DEFINITION

¥

WE ARE THE
BEATING HEART
OF MUSIC AND
TOGETHER WE
MUST CRAFT ITS

EMBRACE YOUR
DARKER SIDE
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ZILDJIAN CYMBALS - DEFINITION

8" FX STACK PAIR W/ MOUNT
Fxplore a sariety of o and quick,
brilliant staccato sounds in one

versatile cymbal pair.

suae

soTTOM

Q

IS

Try In Store Compa

HEAR THIS CYMBAL

Stacked P Hi Hot

b OpenHii B Chick

» DEMO VIDEO

DETAILS

Using the exclusive Cymbolt mount,
awitch from a stack to
tradivional Hi Hat setup, cransitioning
Iror bright, fast, and culting so

to trashy and raw, simply by &
the wingnut




o L L Style Guide Interactive Prototypes
A guide to the product’s visual structure and style, Basic working models of selective application
including design patterns defined for developers interfaces built to clarify expected behavior

The Delivery Phase

Detailed Wireframes Detailed Design Comps
Design document detailing functional behavior Pixel-perfect representations of application screens

During this phose we iterotively designed and tested and interactions to guide feature implementation used by developers as assets for implementation
responsive page layouts, components, modules and features Functional Specifications User Acceptance Testing
to ensure that the new Zildjion site is both hlgh impact and A spreadsheet based on the wireframes that Support in planning and performing feature

captures underlying business rules and acceptance tests prior to a product release

easy to manage. assumptions behind the design



ZILDJIAN CYMBALS « DELIVERY « DETAILED DESIGN




v, -, CONCEPTUAL ADDITIONAL -, CONCEPTUAL DETAILED ADDITIONAL
Ziyan - jSObar overview  piscovery  “ChCETN RogmoN Ziyian - iSObar overvew  pscoveny  COBCETMAL | BEMD  scomown




ZILDJIAN CYMBALS « DELIVERY « DETAILED DESIGN




ZILDJIAN CYMBALS « DELIVERY « DETAILED DESIGN

crmsaLs
BROWSE BY TYPE

BAND & ORCHESTRAL

STICKS & MALLETS

sticks

BRUSHES & MALLETS

mereH
GEAR

ACCESSORIES

ARTISTS

KFAMILY

S FAMILY

ZeamiY

EDUCATION

BRANDS

180 LOW VOLUME

GENIG

Gonls Cymbals

cymeaL sers

K eymbalsere

CYMBAL FINDER

e o sere for the

vt

NEW RELEASES

ABOUT OUR CYMBAL
FAMILIES
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LET THE

CROWD HEAR-—
WHAT YOU
HAVE TO SAY

EMBRACE YOUR

DARKER SI0¢

SR TTEO]

> 15 e Lo

X STACK

“ar van
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ZILDJIAN CYMBALS

The Impact

We created a powerful ecommerce
experience that’s in tune with
musicians no matter where they
are in their lifelong journey.

A Cohesive Brand Platform Increased Page Views Increased Engagement
Merged three distinct 41% increase in Visitors spend 41
brands into a single oy CVerage number of seconds more time
unified brand /o unique pages viewed S on average on the

commerce platform during eachvisit site during each visit
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ADDITIONAL WORK

Tony Owens « Human-Centered Product & Service Design Leader

In addition to my featured case studies, here are additional work examples — excerpted

directly from delivered materials — that further showcase my skills, abilities and experience.

Enterprise
Rapid Service Design Sprint

Intel
Interactive POS Experience Concept




Enterprise

Rapid Service Design Sprint

tonyowens@uxarchitectnet | www.tonyowensnet | linkedincom/in/tonyo | 347.332.3030
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ENTERPRISE

Top Customer Pain Points:

1. Navigating to remote branches (e.g., airport shuttle)
2. Unclear range and wait for for We’ll Pick You Up

3. Inconvenient branch hours
4

Waiting for the employee to inspect the vehicle



ENTERPRISE

MAKING IT REAL

Our process in action

Service Safari Service Blueprinting Prototyping
Ideation Concept Testing

Plan for Testing

Analyze Results
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ENTERPRISE

Service Safari

Home City, Airport, owned
shuttles and combined, we
consumed prior journey work
and lived it for ourselves in a
variety of scenarios.



ENTERPRISE

NAVIGATING TO REMOTE BRANCHES

The high level journey looks like this:

Getting to Rental Location

>
% =
Deplane & Walk to Look for signs Go to rental car area

Baggage Areal/Exit to rental car area
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ENTERPRISE

NAVIGATING TO REMOTE BRANCHES

However, the true journey is varied and complex:

Take EHI-owned Shared Space
Shuttle Counter
@ @
Look for Get off
wayfinding Shuttle
. Take
' Airport-owned Single-stop
Shuttle Shuttle
@ |
Standalone
Counter
-
Other, Multi-stop
e.g. Tram, Shuttle

Emerald Aisle

Continue
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ENTERPRISE

SERVICE EVENTS: NAVIGATING TO REMOTE BRANCHES

NAVIGATING TO
REMOTE BRANCHES

Moment in Journey

Service
Event
Blueprint

Take EHI-owned Shuttle Take Airport Owned Shuttle Airport-owned Shuttle
to EHI Rental Counter To Airport Rental Center to EHI-owned Shuttle

National
Emerald Aisle
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ENTERPRISE

FOCUS: DEPLANING TO EXITING
THE ENTERPRISE SHUTTLE

Current State
Service Event
Blueprint

You see lots of blank space
here because customer support
is currently limited during these
stages of the journey.
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ENTERPRISE

FOCUS: DEPLANING TO EXITING
THE ENTERPRISE SHUTTLE

Future State
Service Event
Blueprint

During Service Event Blueprinting
workshops, we explore channel
opportunities in order to identify
potential solution areas.
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Improving the Airport
Rental Wayfinding Journey
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%ﬂ Deplane and go to
Shuttle Pickup

STAGE 1




ENTERPRISE

Current Customer
Challenges

%ﬁ Deplane and go
to Shuttle Pickup

X

Key Challenges:

“I don’t know how to get there and
whether | need to take transportation”
“I'm not sure how long it will take”

“I hope cars are still available when |
arrive” (non-reservation customer)

Guiding Principles:

Set expectations

Be transparent

Provide clear, timely instructions
Make it easy to get help
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ENTERPRISE

Your Next Steps
Upon Arrival

%ﬁ Deplane and go
to Shuttle Pickup

02509




ENTERPRISE

Your Next Steps
Upon Arrival

%ﬁ Deplane and go
to Shuttle Pickup

02509




ENTERPRISE

A Simple Thanks
for Your Patience

%ﬂ Deplane and go
to Shuttle Pickup
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@ Wait for the Shuttle




ENTERPRISE

Current Customer
Challenges

Wait for Shuttle

Key Challenges: Guiding Principles:

“I’m not sure how long | have to wait” °
e “I’'m not sure where I’m supposed to stand” °
e “l hope | can get some assistance with my °
luggage”

Set expectations
Anticipate needs
Provide clear guidance
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ENTERPRISE

Enterprise
Leads the Way

@ Wait for Shuttle



ENTERPRISE

Enterprise
Leads the Way

@ Wait for Shuttle
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ENTERPRISE

Enterprise
Leads the Way

@ Wait for Shuttle



Take the
Shuttle




ENTERPRISE

Current Customer
Challenges

Take the Shuttle

Key Challenges:

“I don’t know how long the ride will take”
e “| hope I'm not waiting too long at the
counter”
e “| hope | can get some assistance with my
baggage”

Guiding Principles:

Set expectations

Be transparent

Distract with time-saving activities
Personalize whenever possible
Provide a consistent experience
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ENTERPRISE

One Step Ahead

Take the Shuttle



ENTERPRISE

Clear Next Steps
and a Fun Distraction

Take the Shuttle
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ENTERPRISE

A Personalized
Greeting Upon Arrival

o

Take the Shuttle

‘

—enterprise,
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Concept Testing



ENTERPRISE

CONCEPT TESTING
STAGE 2 - WAIT FOR SHUTTLE

All four concepts generated interest and made customers feel informed.

Mobile Dynamic Sign Branch Employee SMS BiI_Iboard
&

~v = "';//
e s '}

Hi! Looking for the
Enterprise Shuttle?

The next one arrives

in 5 minutes.

Extremely/Very Extremely/Very Extremely/Very Extremely/Very
Interested: 88% Interested: 92% Interested: 79% Interested: 82%

Informed: 71% Informed: 79% Informed: 61% Informed: 63%
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ENTERPRISE

CONCEPT TESTING
STAGE 2 - WAIT FOR SHUTTLE

But some stood out for different reasons that help guide our path forward.

Mobile Dynamic Sign Branch Employee - SMS BiI_Iboard

=7 (.v_,
Hi! Looking for the
Enterprise Shuttle?

The next one arrives
in 5 minutes.

PICKING UP A
RENTAL CAR?

c>
S
Y

N

20(%) preference 220/0 preference 9% preference
Emotional Takeaways: Emotional Takeaways: Emotional Takeaways: Emotional Takeaways:
Calm & Connected Calm & Connected Cared For & Respected =11131& Connected

Frustration-Relief Frustration-Relief Frustration-Relief Empowerment

Anxiety Reduction Anxiety Reduction Anxiety Reduction
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INntel

Interactive POS Experience Concept

tonyowens@uxarchitectnet |  www.tonyowens.net |

linkedincom/in/tonyo | 3473323030
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INTEL

Meet the customer

Julie may not be a power user, but she still
uses her PC a fair bit.

Mainly, she checks her email, lightly surfs
the web, and streams her favorite shows.

Julie also uses her PC to organize family
photos and create simple videos to
celebrate special moments.

But lately, her PC has been dragging. Julie
needs a new one, but she’s overwhelmed
by the sea of options out there. Julie also
finds specs to be a baffling mix of
numbers and acronymes.

JULIE
|/ 34yo

| Lancaster, PA

/ Married with kids

/ Enjoys media but not really computer savvy



INTEL

Her journey starts
before the store

Julie first turns to Google for PC buying
advice. The search engine returns lots of
links, but one result stands out: Intel's PC
Buyers Guide.

Julie finds this content appealing because,
instead of having to read spec-filled
articles and charts, she'll be automatically
guided to the PCs perfect for her, based

on her computer usage.

Intrigued, she enters her email and
initiates the process.

PC Buyers
Guide
Powered

by Everyone

‘:(“
Find the right PC for you
in just a few steps

Julie@gmail.com

Let’s Get Started

Why Intel? >




INTEL

Inspired, empowered
& informed.

Julie’s ready to check out the recommended
PCs in person.

And she won't even have to ask for help. Using
QR technology Julie will be provided
personalized information at any IPOS device
in the store.

Before she goes, she saves her finalized list as
a QR code that she can either print out or
save to her phone.

Your QR Code

Walk up to any device with Intel
Inside and select “Scan QR”

[=] S [s]
s -

Your PC Profile

Media Maven

®
"_

Your PC options

$ Price match guaranteed

Dell XPS 13




INTEL

Making the in-store
connection

In the store, Julie sees a bewildering mass
of Intel-powered laptops.

Each laptop, when in screensaver mode,
displays animated messaging and
immersive imagery that speaks to the
benefits of the device. One that highlights
media consuming and creation catches
Julie’s eye.

As she approaches, the PC’'s camera sees
her. The screen greets Julie with a prompt
to ‘ring’ for a salesperson or to scan her
QR code.




INTEL

Leading her to
the right PC

Julie's personalized guide opens and she
can review her PC options at a glance. She
can even edit her profile if she wants. More
importantly, she can locate the other PCs
she wants to check out.

Julie feels relaxed, engaged, excited and
inspired. This is the kind of experience that
makes her feel confident about her choice.




INTEL

A personalized
shopping experience

Julie is guided to one of the PCs; it's
displaying ‘Media Maven’ benefits on the
screen. She sees how this laptop empowers
streaming and photo organizing.

The visual design is clean, engaging and
navigable. And the language is simple and
relevant. She can tap to learn more about the
benefits.

If she still feels overwhelmed, she can ‘ring’ a
salesperson over to help; if she's ready to dig
in, she can tap Geek Mode for detailed specs.




INTEL

Evaluating
the product
Tapping any of the benefits immerses Julie

into different parts of the product story,
each as enticing as the next.

The language is both informative and

engaging, and helps Julie immediately
understands how the features will help her.




INTEL

Evaluating
the product

As she scrolls down the page, imagery, text
and video make it abundantly clear that this
PC can help Julie enjoy better graphics, faster
image editing and seamless streaming.




INTEL

Evaluating
the product

Julie can continue to scroll down to learn
more about the product in easy-to-
understand terms. She can also tap into
more details about any of the features
and benefits.

As always, the option to buy is present.




INTEL

Catch her at the
moment when
she’s ready to buy

After undertaking the IPOS journey, Julie
comes away with a story of how each
option fits into her life and answers her
creative needs.

Julie’s ready to buy, but scrolls down once
more looking for information that’ll reassure
her that this is the laptop for her.




INTEL

Catch her at the
moment when
she’s ready to buy

Immersive screens remind Julie just how
perfect this PC is for Media Mavens.

We reinforce benefits already mentioned while
bringing up a few more.




INTEL

Catch her at the
moment when
she’s ready to buy

After scrolling down, Julie can check out
or save all this info back to her QR code
for further consideration.

After being reminded of what a great
streaming machine this PC is, she taps
‘Check Out’ to call a salesperson over to
finalize her purchase.




Pay with Mobile Wallet

$1,284.99
Closing the deal -OD Pay Now

The salesperson arrives, with Julie’s PC

o
profile reflected on their tablet, already
synced with what's on the IPOS screen.
Any final questions are answered quickly.
Ready to buy, Julie holds her phone near
the tablet to complete the payment with

her mobile wallet.

New device in hand, Julie heads home,
dreaming about her next video project.



Unveiling the product

Within the hour, Julie gets an email that
features an ‘Intel unveiling’ video for the
product she's purchased.

It builds excitement around the product
design and features. Then it walks her

through the first steps of exploring the device.

More than ever, Julie is confident that Intel is
giving her the right kind of power to meet her
unique purpose and she can’t wait to play
with her new laptop.

Dell XPS 13 Laptop

or Visit Learning Center

= Power s

Learn all abouyt your new

-




Tony Owens

Human-Centered Product & Service Design Leader

tonyowens@uxarchitectnet | www.tonyowensnet | linkedincom/in/tonyo | 347.332.3030
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