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Thank you
for getting to
Know me.

This presentation tells a story about me both personally and professionally as a | seek

new opportunities and make meaningful impact with organizations.

Contents include:

« Brief "About me" and what | have to offer

« Career timeline focusing on key accomplishments
« Highlights of my ability to drive collaboration

« Examples of how | shape strategies

* Advancing CX culture with human-centered methods




| moved to Atlanta, GA, in 2001 to attend
the Art Institute of Atlanta, where |
earned a degree in Media Arts and
Animation. My career began in

marketing, where | embraced challenges

ABOUT ME

that strengthened my skills as a problem
solver, designer, and leader. Early
exposure to data-driven design in multi-
channel marketing and e-commerce
paved the way for a career in human-

I s Art -. Ul ; centered design, leading to success with

multiple Fortune 50 organizations.
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leading and mentoring a diverse team of

L ocated in Suwanee, GA Managers, Researchers, and Designers

who deliver improved experiences in

Merchandising at Home Depot.
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> | enjoy family,
sports, movies
and being active.

Outside of my career, | spend time with my
kids, coaching sports and watching movies or
hanging with my wife on the beach.

Balance is important to my energy as a
professional, father, and husband.




HUMAN-CENTERED DESIGN LEADERSHIP

| work and encourage my teams to think more broadly about

MY AREAS OF EXPERTISE all of the people that are affected by the experience.

L,

b 41

between people,
businesses and
technology.

EXPERIENCE VISION AND STRATEGY

I've shown the ability to align cross-functional teams,

design aspirations and craft strategies.

My expertise is primarily centered around What | have

leading, creating strategy, advancing delivery to offer
while optimizing processes. | will describe

EXPERIENCE DESIGN DELIVERY

I've showed the ability to drive delivery with teams of

)
/1

| | various sizes, skillsets and experiences.
myself as someone who finds a way to drive

work forward collaboratively or independently.

EXPERIENCE DESIGN PROCESSES

I've optimized virtual, hybrid and in-person processes

with various partners, in various organizational models.



MY CAREER TIMELINE

- My professional experience
spans 20 years with companies
small and large.




Started as a Web Designer in 2005
Brought email marketing design and development in-house
Contributed to growth in distribution list to 500K+
Promoted Sr. Ul Designer/Manager in 2010

Ba"ard DeSignS (IAC, HSN) Launched iPad app Ballard Plus in 2012
Redesigned e-commerce platform with IBM CMS

Contributed to Internet Retailer Hot 100 recognition in 2010 and 2013

® ®
h I h - e rfo r m I n Served as Director of E-Commerce
Responsible for advancing online sales through site redesign

® ® Responsible for overseeing multi-channel design quality
design contributor imagers (now Phase 3)
000 . :
Launched 80+ products online in 8-month timeframe

Contributed to estimated 83% increase in sales per month
| have a verifiable history with enterprise, fortune 50
companies, having excelled as a hands-on practitioner and
rapidly recognized as a leader capable of influencing at

various organization leadership levels, developing high-
Served as Sr. UX Designer

performing teams, and delivering above expectations.
Responsible for Primerica Mobile Learning experience design
Tasked with product research, design and management
Introduced UCD practices, segments, personas and journeys etc.
Created strategy, roadmap iterations, EPICs, stories and release
Primerica Wrote content, design architecture, visual design and prototypes

Organized cross-functional groups

Coordinated delivery ahead of 12-month schedule

Demoed on stage to 100+ agents

Released to 9OK+ agents and 1500+ staff




Started as UX Lead in 2016

Led research, strategy, content and design teams

Developed UCD practices in State Farm Bank

Delivered mobile banking and vehicle loan application strategies

Promoted to Digital Experience Architect in 2018

Led CX optimization efforts for P&C Modernizations

Facilitating Design Thinking and Service Design workshops

Delivered HCD practices in Personas, Experience and Journeys
State Farm Delivered P&C Mod mitigation experience strategy

to a Ct i o n O r i e n te d 9 Promoted to Sr. Digital Experience Architect in 2019

Delivered role transformation strategy for experience design teams

Managed experience strategy team for Shopping and Retention

human-centered
design leader.

Delivered strategic recommendation for Bundling's and Billing Inquiry

Served as a Staff Service Designer

Joined in support of emerging practices

Tasked with quick win engagements and acquisition evaluations
Shared service design teachings with partners

ROCket Mortgage Set strategic design direction for partner Emerson Financial

Designed future state strategic recommendation for acquisitions

Key contributor to design strategy for $1.3B Truebill acquisition

Started in 2021 as a UX Manager in Enterprise UX
Responsible for Assortment, Space, and MET

Established framework for Merch Personas
2 021 N OW Led strategic development for future Assortment practices
-
Led Ul redesign for Space planning and systems modernization
Wlth The Home DepOt Promoted to Sr. UX Manager in 2024, taking on Pricing

Optimized team collab methods with cross-functional partners

Managing Managers, Researchers and Designers (7-15 members)
Leading execution of Persona, Journey Mapping and Journey

Management implementation




MY PROJECT HIGHLIGHTS

-> I've been able to successfully
plan, align and deliver In
complex situations.




Creating impac
and thriving in
the following:

The next slides include visual examples of how | like to work with
people, the type of outputs | create and contributions to driving

results. These are "highlights” that | would love the opportunity to

elaborate on in future discussions.

How I've been able to proactively develop process, align

and increase cross-functional engagement to build high

performing and productive teams.

How I've been able rapidly develop strategies
while influencing roadmap decisions with Product,

Engineering and Business partners.

How I've introduced human-centered design practices

to help focus cross-functional teams on improving

Customer and Associate experiences.




DRIVING COLLABORATION

| love structuring
conversations
toward outcomes.

Build Inspire and
Relationships Influence

| always prime participants for | seek to understand what
working better together, focusing motivates people before
on building relationships and determining a path toward
ensuring partners know why they inspiring and influence

are a part of a collaboration. collaborative behaviors.




ects his

DRIVING COLLABORATION

‘because it's
possible.

I've learned that virtual collaboration is a great opportunity to more
efficiently organize discussion during the creative problem-solving
process. Without the option for open discussion, participants become
hyper focused and productive when given a time-boxed activities.

| leverage various tools like Miro, Mural, and Lucid Spark to bring

flexibility to ways of working, and achieving collaboration outcomes.



Visualizing engagement with partners

Engaging UX early
Ls critieal!

what, why and who

UX Design

Voice of the User

Product

oice of the Business

Engaging Ux early allows UX
commnect User tnsights to business
and product goals, objectives

[ ] [ ]
H‘
who, what and how

Engineering
Voice of the Feasibility

Engaging UX earl.g allows LUX
to provide wmore cLarI,tg ow the
work to be downe bz] Englneering.

VIr ur user bas

ine Merchahts

In the next 3 years MyAssortment will
grow to support online merchants.
Understanding their unique needs is ¢
important to success. their needs as well.
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Product and UX Design Process NG  @EMPATHIZE @ DEFINE o

The below diagram covers the high-level process proposed for Product Management at Home Depot. This process provides a

: : s i i ; Voice of the User (Associate or Customer) Refine and Define Opportunities Ge
set of best practices to innovate effectively to deliver customer, associate and business outcomes.
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Today's store merchants are the
primary users of the MyAssortment and
will want an experience the considers

| The Define Engagement

This phase determines the vision, desied business goals, objectives
and measure for success for the Product.

- Product Vision and Value Hierarchy and Success
' a T Strategy Established Measures Defined

Leadership
When pianring for next 1-3 yoar, Engage UX.
leadership by g s a contrbutor 1o sary
planning and sirategic developments .

Initiative Roadmaps
Setup

| The Discovery Engagement

ph 1o understan e
customers, what drives their needs, the opportunities, and early ideas.

Initiatives Align To
Balance Teams

Future State of MyAssortment

Introduce Clustering as a
Baseline for Current Assortments

Future State User Experience:

© Users can manage stores by category and clusters.

© Users can gain understanding of their cluster strategy and
shift execution mindset from store-first to cluster-first.

© Users can visually see the hierarchy and relationship
between Sets/POGS/Stores/SKUs.

Product 5D Phases

UX Sub-Phases

UX Activity
Overview

UX Outcomes

UX LoE

Estimates

The more

clarity/detailed the
requirements the
smaller the UX LoE.

UX Outputs

Impacts on
Estimates

These bullets
suggest things that
may impact LoE
both positively and
negatively

UX Estimation For:

DISCOVERY

Initial Understanding, Research + Analysis

These UX activities will focus on understanding the Product Vision
and Strategy, ,initial challenges, target users, scenarios, business
objectives, outcomes, early ideas and measures for success.
Additional UX activities may be created pending early details.

@ e @

User needs, wants and expectations are aligned with business goals and
value providing r

Low Clarity/Lrg LOE ‘ l

MyAssortment Mercury

UX Research and Design Roadmap

Near-Term
Starting Soon/In-Progress

AyAssortment Mercury
:reate a Way to Identify & Consolidate
similar Categories (Keys & Sets) -

» )

Core Cluster AyAssortment Mercury
s g e pogons Create a Way to View Sales Insights &
otage st e

Zonduct Comparison Analysis ©-—

Wban || HiCEIgble | TSk

Mid-Term Long-Term
Next Up Starting After
MyAssortment Mercury MyAssortment Mercury =
Create a Better Post PLR Handoff Integrating Bay/POG Attributes Into
Process/Output @~~~

Categories (Keys & Sets)

TN et 5 o 0 | ot s S

MyAssortment Mercury MyAssortment Mercury L
Simplify the (Keys & Sets) Prevent "No POG" Homes
Maintenance Process

UX Estimation For:

DESIGN

T it 3000 R e e 51 5| e o o
MyAssortment Mercury MyAssortment Mercury
Improve the Assortment Strategy Presenting Clustering Data

UX Estimation For:

DEVELOPMEN

NOTE: The size of Discovery is highly
dependent on level of specifics in the
Product Strategy , Initiative, Capability

\
S -\

or EPIC.

1 put customersFIRST

Medium Clarity/Md LOE : ‘é. “‘

N

Ideate, Concept, Design, Prototype + Test \z‘ Design Handoff, Stories Mapping, QA and UAT Support u‘
Refine User "Needs® Confirm UX Design Confirm U
Deliverables Development
The UX Designer explores early concepts/experiments, aligning with Product UX finalizes detailed design deliverables and provides the necessary
and Engineering on user benefits, business value and technical feasibility. details to Product and Engineering for story writing, sprint planning
Experience-based roadmap, prioritized backlog, tech architecture, and and agile development. UX Design also supports ensuring the
planning with change management strategy may also occur. quality of development and user acceptance.
(@) e @O e (%) @
Early ideas are refined to establish MVP, and potential iterations for the UX designs are delivered and inform technical requirements (Stories),
dations for UX design activities. products/initiative/feature/EPIC. Technical requirements established. product backlog is populated, along with technical development.
=L L
spends the most time provides more specifi SUppoTnE o€l
on what's being can work on next
on an initiative.
developed. initiative.
1 put customersFINST. NOTE: During the Development and Delivery
Pphases, UX can begin looking to the next work
Initiatives. The goal is for UX to remain ahead
and to inform direction based on

veww homedepot com

NOTE: "Design” comes in various levels of
fidelity. Low fidelity can support idea evaluation,

usability testing is needed.

UX design requirements are more clear and

High Clarity/Sm LOE

Large (8-12 weeks)

UX Research Playback
Documented current state, pain points, data, opportunities,
recommendations for future state (generative research).

® on priority

@ No product vision and strategy or need to establish

© Limited understanding of business problem,impacts and value
@ No q! risk or

@ No value or hypothesis statement, limited data (sizing problem)

@ No UX design requirements (if we know Ul requirements, this
will expedite design process)

~ 11X Foundations Design Process | Product Management 5D Process

Medium (4-8 weeks)
UX Research and Strategy Playback

E Documented current state, pain points, opportunities, needs, wants,
expectations, future state recommendations, roadmap and concepts.

@ User availability, scheduling issues for testing (if users are unavailable,
UX cannot interview/test)

@ User needs don't align well with goals, g in poor

@ Ul patterns don't exist or need to be created from scratch

L ] prevent g to user needs and expectations (not wants)
@ Aspirational designs are too "blue sky" resulting in issues with tech feasibility

@ Can't align on MVP, future iterations (experience roadmap)
@ Missed
@ Failed usability testing results

PLANNED

Small (1-4 weeks)

o UX Design Delivery Files
Culmination of all UX Research and Strategy, including detailed designs for MVP,
and future iterations (supporting Product and Engineering Sprint Planning).

@ Designs not ready for development

@ Poor design quality/ failed testing

@ Limited development resources

@ Technical skillset limitations

@ Engineering's initial estimations didn't consider design requirements

and models for driving collaborations.



MY PROJECT HIGHLIGHTS

= My approach to engagement
and collaboration has helped
to shape influential strategies.




The Complication:

D > - . Last minute request with a 1hr
es I g n I n g window for collaboration

. Limited data around usage of

the future n

. Inconsistent business processes

with various levels of flexibility

and setting

. Ensuring the team knew how to

d align UX process to the request
roaamaps...

The Task:

Quickly organize human-

\When creating strategies, | focus on setting up the future first and center methods

L . . . E ish iviti
back-casting into the present. Recently, | led a team in the shaping stablish activities to ensure

. . e had good data/evidence
of strategy for better merchandising and assortment practices. W J v

This situation included quite a few complications but highlights my - Establish ideation around

ability to lead teams through rapid change while maintaining future state, and recommend

humahn-centered tactics. initiatives (EPICs of work)




Start With Assumptions

| steered the teams toward working with what
we know, as we mapped current state.
Additionally, | encouraged my team to plan

activities to fill knowledge gaps later.

Visual examples of our rapid and rugged current state mapping

flexible approach...

= A
S|

L i

Fill Knowledge Gaps

| ensured we used some time to align on pain
points, create goals, gather ideas, and generate
set of next steps for filling knowledge gaps

with research insights and data.

Visual examples of how | curate sources to support

filling knowledge gaps (through Miro)

Virtual Ideation

| developed a plan with my UX team, focusing
encouraging virtual ideation and developing
research methods to assess business value and

user impact (supporting priority).

Visual examples of how ideas were rapidly captured using existing grabs of

visuals (through Miro)



Visual example of strategic themes/future EPICS Visual example of concepts

delivering

IA

Introduce Clustering as a e
Baseline for Current Assortments

Future State of MyAssortment

Users can gain understanding of their cluster strategy and
shift execution mindset from store-first to cluster-first

I ntroduce c Iu sterin g as a Users can manage stores by category and clusters o
Baseline for Current Assortments Ry e

direction

o

Provide a Historical Reference
For Assortment Changes

for teams.

MyAssortment: Future State Experience Strategy

Within our 1hr timeframe, | was able to align Future State

stakeholders and plan our approach to

Improve Holistic Understanding of
Sets/SKU/Store Relationships

Future State of MyAssortment

Streamline Execution Workflows To @ Provide a Historical Reference

deliver a pItCh for how we'd handle the For Assortment Changes ‘,; C

Improve Ease of Use and Learnability Fure it Usr e iow cistorasol. | 1oneaes

Users can choose a specific date (past, present, or
future) to view what their Store/SKU assertments
looked like then

future state of assortments.

Users can see the highlighted differences in their
past/future sets compared to their sets today.

Increase Awareness Into Deviations
or Errors In Assortments

N)—h— O —N— =

These visuals are examples of how | was

able to communicate initiative themes,

including examples of concepts and

experience-based roadmap.

1 Tran - Sr. UXD
1 e ol srvonccrar MyAssortment Mercury
. .
,Assortment Current State Experience 4 UX Research and Design Roadmap
. . Wi
Things to Consider For All Users o —_—
Development of Monitor the Starting Soon/In-Progress Next Up Starting After
Assortment Strate: e X o S AN SETANIN A .
Merehant s o ke & lgy Assortment Strategy
ferchant wanis to make a dramatic . L
change to Assartment Strategy Execution of Change to Merchant wants monitor d Maintain the Q =Y [ sc |
Assortment Strategy ture asscrment decisions. Assortment Strategy e o~ ° MyAssortment Mercury MyAssortment Mercur: Y MyAssertr:\en( Mercur v
>y Create a Way to Identify & Consolidate Create a Better Post PLR Handoff Integrating Bay/POG Attributes Into
x:‘;:";'; ;Ilfﬁiﬁ'giﬂ”\?:;?,i"“ et rﬁ:;x’;‘i‘::”ﬂ:;:’“;;:\':g::“Shl_m % s v Similar Categories (Keys & Sets) o - Process/Output @~ Categories (Keys & Sets)
These users primarily need o
visibility in regional, regional e o These users are problem L - — . TR e s 50 o b 5 | e ot [ T -
P online only and vendor direct SO]YE'S by ga“‘r@ a_”(: ‘L"‘”
~ work around our mistakes. BENE ==
£ MyAssortment Mercury - MyAssortment Mercury Lo ] MyAssortment Mercury [z
3 Create a Way to View Sales Insights & Simplify the (Keys & Sets) Prevent "No POG" Homes
# Conduct Comparison Analysis ©-— Maintenance Process Sl i S Pod baveci b tioboon s A 41 SO
Merchant has a NEW [ovspane e Ry 12048 a0 pachr s e—— pksncrimeces oy proces - e
Assortment goal -
- 2 N [ P [ — ST e 1 T 50§ o o o
| ] ¥
L@y >
| | MyAssortment Mercur y MyAssortment Mercury
bs Improve the Assortment Strategy Presenting Clustering Data
Creation Process e sonoge e i oot 08 st sy s
These users have varying These users want the flexibility O — oo e e nho e

to use a variety of tools that
they have confidence in using y [ — I v 55 om0 | o s

expectations/confidence
in technology.

Visual example of experience-based roadmap

Visual example of current state



Future State Mapping

4 HOW MERCHANTS ORGANIZE ASSORTMENTS

Assortment Stages 0 DEFINE Aiso known as "Making the Plan" e CAPTURE Aiso known as "Execute & Manage the Plan" e RETAIN aiso known as "Tracking the Plan" o ANALYZ

R

\)

. Idea Themes FORECASTING CAPABILITIES INFORMED DECISIONS STANDARDIZE STORE POGS STANADARDIZE PLR OUTPUTS CROSS APP INTEGRATION PARITY ACROSS SPACE & ASSORTMENT IN-APP COMMUNICATIONS DEVIATION AWARENESS CONSOLIDATION SUGGESTIONS STRATEGIC EXECUTION
Challenges "How might we create a seamless handoff "How might we help Merchants and their cross- "How might we help Space Planners and How might we retain assortment "How might we reduce the learning curve for "How might we create a more digestible "How might we give Merchants better visibility "How might we ¢
e i process for Assortment change recommendations functional partners organize their assortments Merchandising Planners reduce Manual strategies while allowing ad-hoc SKU Merchandising Planners in MyAssortment?" way for Merchant to view assortments?" into Space while managing their assortments?” view of their past
¥ ‘ following PLR process?" and set a clustering strategy?" work in creating assortments?” maintenance to occur?
.................. W - o . ~ - 5 — : ; e ~ O S— B .y S 5 s ~ : — S - SRR SR esssasmnE SRR .- 5 ; . .
2 2 2 2 2 2 2
Improve the Assortment o Simplify the Maintenance Processes

Strategy Creation Process

° Prevent "No-POG" Homes

Create a Way to Identify &
Consolidate Similar Groups (Clusters) posens Fuure s

Create a Better Post

future state.

Future State
Journey Map

&

o Integrate Bay/POG Attributes
into Category (formerly Keys)

Potential Future State Feat

experience supports All products have a home

Assortment best- practices.

Asimplified user

“There seems to be a large divide
between POG and assortment thot we

“1 believe strong organization and
upkeep when it comes to assortments,
will result in more accurate POGs, less
MLX issues and less No-POG Homes.

The MP accepts the PLR output
for use in MyAssortment.

need to bridge.”

“Integrating oll of these important
metrics into a one-stop shop would be

0/\ gome changing.”
‘l

The process starts with the

The MP receives options for

consolidating similarities. /A
.
This visual represents a mapping of the proposed initiatives and

Similar Groups (Clusters)

their potential to impact business processes. This artifact, along ® D@

@ e O o @ D .
with several others, helped gain support and funding from VP DD — = R = =

Create a Way to Identify & Consolidate

levels, introducing opportunity to deliver improvements to R —— e | ooy |

Merchants and their teams. : I E

Natimporant  Sightly mpartant ey Farly imporians  Very important Notimporars SUghely importans  impertans  Fairlympertant  Very important Notimperant Shghtly important  bmportant  Faiy Impertant  Yery impertant Notimporant Sty impertant  Importast  Faklymportant  Very important Necimporant Saghoy Impertant  impartaes  Favlyimporant  Very impertam Not imparant Sughtly important

. . .
Create a Way to Identify & Consolidate
Create a Better Post PLR Handoff Process Improve the Assortment Creation Process Similar Groups (Clusters) Simplify the Category(Key) Maintenance Process Integrate Bay/POG Attributes into Categories (Keys) Preven

Business

placement across similar store locations, reducing the number ERT

. : I

of products not on shelves, and monitoring various changes that

affect sales and margins.



MY PROJECT HIGHLIGHTS

= My most recognize results
have supported CX cultural
transformations.




»

ADVANCING CX CULTURE

Humanizing data
and significantly
affecting change...

TTanSform/.,;\,;ﬁ
- Customer ex;

In 2018, State Farm began a CX transformation. | was tasked with leading a

pillar of this transformation called CX Optimization. The work focused on
business operations modernization decisions. The organization wanted to
assess these decisions through the lens of the customer. This project became a
showcase for Customer Experience practices and an example of the impact of

human-centered storytelling.



- while thinking holistically abou
organizational opportunities...

September 2019 October 2019

50 Day Out Send
Senton 9-01 newal Notice 10-21

Legacy Bill egacy SFPP MCP Conversion
Car3 1 Car1

PAY IN FULL ar2 6 month
$600 ire $660

MONTHLY
300

Received 9-4 S @
Received 10-04

EVENTS

Received 10-25

Paid by Check on 9-10

TRIGGERS-BUSINESS

IONTHLY
ar
4 MONTHLY
FIRE

Paid by CCon 10-13

BUSINESS PROCESSES

| led the assessment of business
processes, and implementation

plans resulting in a timeline and

cataloging of artifacts that are key

to the experience.

L '8

L
R =
Vi Sotin.

Safelnsure

]

Safelnsure

ARTIFACTS INVOLVED

| ensure we gathered artifacts or
props that would have an impact
on the experience with Agents
and Customers during business

modernization implementation.

n BEGINNING OF DAY H AGENT / CUSTOMER #1 INTERACTION
é Linda  00:10:2¢

AGENT ROLES

| led discovery around Agents, their
tools, physical spaces, goals,
motivations and frustrations going
through existing and future

processes with the business.

-------------

rrrrrrrrrrrrr

gggggggggggggg

CUSTOMER IMPACT

| visualized and connected the dots
across people, places, processes and
props, providing a comprehensive
understanding of high-complexity

situations and business impacts.



and
immersing
large teams
In the human
experience...

In this project, | facilitated 40 people
through the process of understanding
business impacts on the Customer
experience. This collab generated 100
pain points, 90 opportunities and 30

idea themes.

| parthered with UX Research, leading
an in-depth simulation, confirming
pain points and validate ideas,
resulting in 9 mitigation teams being

developed.

Visual example of Customer impacts

ns and Reactions

for our customers.

\

/ “Did they consider
- my budget?”

/ “Discounts just

disappeared?”

(“l getso much mail\

\From State Farm.” N

—_
“My agent didn’t know\,_
what was happening.”

“Im saving, but it |
costs more?” /

“l know Stat
can do bette|

s of State Farm without authorization.

Visual example of Customer Experience across business event timeline

&% StafeFarm”  Existing Customer Policy Transition at Renewal

Will, Wants to keep control of his situation
Guidence Seeker

A

e
g =
e wein
2k -
8 =
£
E
] Awaranes:
H

CUSTOMER
nevTRAL
(=]
S| i

~#ORTUNITIES AGENT/CCC

Touch Points

State Farm Will, visits statefarm.com,
ind details but unfortunately he’s not

able to easily find the
information that he needs.

is due soon, “What’s my login?
i Is it the same as
? \ the app?” \
o include policy StateFarm.com: Policy info will be Agents: Agents
mobile app. available, but it may be hard to find. clear explanatic

de of State Farm without authorization.

Visual example of Customer interactions

=
&

Frustratio Legend
ra wut mistake: Touchpoints ) reectwes [ ot . —
W be valuer u @ o o
Does beiny rheter
aprit2020 202

Consideration

Customers like Will need and expect bi
The more prepared in advance they are

Areas Of Opportunity

These ideas may help to mitigate customer frustrations.

. High Impact . Inform the customer of changes before . Prepare Agents
implementation and offer guidance through messages abou
@ wvedium impact the process
Low Impact . Offer an online
. Don’t make changes without customer the ability to pi
P! or ion of i

. Consolidate th(

. Avoid making changes that willimpact the increased maili
customer’s rate

‘ Prepare Agents to proactively engage with . Crenivel_y com
high-risk customers and guide them communicatiol
through the process

Offer an efficiel

@ Provide online access to change details and utilize through the St:

il i i t i change

and identify a notification preference

€ y . Provide an incentive for any possible inconvenience
/

Get more customers to register online by offering
real-time updates

Use the State Farm mobile app to communicate
. policy change updates
Explore innovative digital solutions that will
proactively inform and guide the customer
through policy changes
RINT \ E ONL
Contains information thal ot be disclosed outside of State f out authorization

Visual example of Customer opportunities



oo StateFarm~ Future State P&C Modernization Communication Journey
e L ADVANCING CX CULTURE

Will, The Worrying D Renewal Conversion nsolidation . y :
: 8 arrying ad Sheal Lmersion & Consolidatio * Create Customer awareness * Reduce potential for increase call volume "f“""“""
d h

* Reduce confusion and frustration * Retain customers through change 0 e

Ed P&C Modernization EA Raising Customer
Implementation '~ Awareness

In 2019 State Farm will begin modernizing it’s systems with the goal of ! Customers receive messages from State Farm. The intent
improving operational efficiency. Customers will need to be made aware of is to raise awareness of changes that will be taking place
how the implementation will impact their policies. on their policies and provide guidance through the

desigh methods.

« Model First
« Consolidation Process
« Policy Center Implementation

+ Majesco Implementation AR Introducing ways of working

“I want to know when changes 7 ' £ g = Will receives an
are coming so that | can 3 . -

prepare.” S email from State Farm
— This email contains a message

This snapshot is another future state for the customer experience, reflecting

about upcoming changes to the

— LR S the strategy for how mitigation teams can reduce the negative impacts.

I ] @ way State Farm is doing business.
! § 2019

R—— The Message of P&C Mod: .
State Farm begins A The approach and solutions would help:

communicating

upcoming changes
p g Chalg Will finds time

to click link

1. Reduce the 48% chance of defection due to change (raise awareness)

T o Kl oo 2. Mitigate financial changes with 36% of multi-policy customers
This looks important. I'll learn from State Farm. How are these
s s g —— 3. Mitigate impacts to 40% of single policy customers

4. Increase CDO and AVP demand for more CX efforts

Will waits before
clicking link

Additionally, this contributed to my role being aligned to Experiences vs

Products, and the exploration of Journey Management.




ARTHUR MACMILLAN

Experience Design Leader | MBA

s\ )

THANKS AGAIN

So, let’s

These professional highlights are
just a sample, but | hope that it gives
potential clients and employers an

overview of what | can do.

I'd love to elaborate more in a virtual

or in-person meeting.

Please reach out to learn more

about what | can do for you.

Your phone
703.731.9524

Your email
AMACMILLAN@ARTHURMAC.COM

Primary website
ARTHURMAC.COM

Portfolio gallery (pw: bemyguest)

HTTPS://ARTHURMAC.COM/PORTFO
LIO-ITEM/PORTFOLIO-GALLERY/

Linkedin

HTTPS://WWW.LINKEDIN.COM/IN/A
RTHURMACMILLAN/



https://arthurmac.com/
https://arthurmac.com/portfolio-item/portfolio-gallery/
https://arthurmac.com/portfolio-item/portfolio-gallery/
https://www.linkedin.com/in/arthurmacmillan/
https://www.linkedin.com/in/arthurmacmillan/
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