KEVin Ke”, M.A. SF Bay Area, CA

Product / UX Designer - CX Certified

« Traveled around the world (26 countries)

« Coaches soccer for AYSO

« Volunteers for school activities (creative director of
haunted house)

« Designed own house / designs and constructs backyard
projects by hand

« Teaches kids about investing

Studies soil science and permaculture
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End-to-end, hands-on
designer

20+ years experience as a
UX Designer

First job: User Researcher

About Me

r'J
. ORACLE"

Wirtana

eville

The Behavior Platform

Badg

Domains
- Al/ML

INTUIT

Small business, rejoice ™

B2B Enterprise
SaaS/Cloud Apps

servicenow.

B2C Applications

yahoo/




Journey Timeline

@ CINCINNAT]
NS

Badgeyville

The Behavior Platform

ORACLE
Cleo

servicenow.
wirtana

Masters of Psychology: Human Computer Interaction
Thesis published in Computers in Human Behavior

Founded a boutique design consultancy in San Francisco
(Clients: Intuit, Yahoo!, Intel Capital, DreamWorks)

Worked on large projects for Cisco and Apple

Started a UX practice at Badgeville

Redesigned legacy products and designed new
SaaS/cloud products at Oracle

Lead the cloud platform UX effort

Served as Staff Product Designer at ServiceNow
(Al Search / Virtual Assistant / Platform / Portal)

Created a vision for Virtana’s hybrid cloud management
platform




Ll Highlights & Achievements

Conducted over
40 user research
studies as a user
researcher

Career achievements with impact.

Lead designer for
iPhone and iPad
sales tool for VP
of Global Sales

Redesigned the
Learning site for
Cisco.com, revenues
grew from $150m to
$400m post redesign

INTUIT

small business, rejoice.™

Redesigned
Intuit.com’s homepage
and navigation
architecture

ORACLE

Helped redesign My
Oracle Support, the
primary tool for a $20
billion/yr. division




L'} Recent Projects

2020 servicenow.

Workflow Management
Business Automation
Customer Service

Wirtana

AlOps
Performance Management
Cloud Cost Management

2022

Sl il  Portal
Platform UX Landing Pages /

Dashboards
UX Architect

Al Cloud Platform Vision

Core Design Team




Wirtana

Context

| was hired as a UX architect to create a
long-term vision for how the cloud platform
would unify separate use cases around
Infrastructure Performance management
and Capacity Management

Problem

There was massive design debt since most
of the On-premise software was done
without formal design and was shown to be
too complicated for all but the highest-level
IT folks

With Al becoming a viable technology, the
risk that other companies would beat us to
automated troubleshooting became
increasingly likely

Activities

Conducted deep interviews with customers
and industry users

Created a vision that addressed the found
pain points and a road map that detailed
how we would get there

Designed interactive Figma prototypes

virtana
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Impacted: Checkout Service

@ Load time is high
Impacted: Checkout Service

@ % Error Rate is high
Impacted: Checkout Service
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Infrastucture Performance

Problem Description

Checkout Service application latency was > 5ms
(avg 41 ms) for 4 min starting from 12:22 PM

Suggested Root Cause

High workload on VM PRODO002

caused the B2B Credits exhaustion on Host
Port PROD_UCS12_A, this led to Slow Drain
issue in the application infrastructure.

Related Unrelated

Timeline

(o
\9/' o

12:21:00 PM 12:21:30 PM 12:22:00 PM

Alarms Details

© Virtual Disk Read Rate increased to 1,193 MB/s
(192% higher) on VM PROD002

Started: 12:21:27 PM

© Avg. Read Utilization increased to 100% ( avg.
value 35%) on Host Port PROD_UCS12_A

Started: 12:21:44 PM

(8) Cost Management .(;) Work

o

® Checkout Service performance degradation
Status: Open  Started: 12:22:17 PM, Feb 20, 2023

Resolution Recommendations

* Reduce the application workload on server,

* Upgrade or reconfigure infrastructure to
accommodate increased workload;

+ Use infrastructure methods to restrict
workloads (QOS settings on storage, reduce
queue depth on operating system, etc.);

0—00

12:22:30 PM 12:23:00 PM 12:23:30 PM 12:24:00 PM

Virtual Disk Read Rate
on VM: PROD002

< | Toutof102 >

Involved Infrastructure
<% Impacted Applications

Checkout Service

L) Virtual Machines
PRODO002

EBE Hosts
PROD_UCS12

B Host Port
PROD_UCS12_A

&= Storage Ports
500507680c22151b, 500507680¢221514,

12:24:30 PM 12:25:00 PM 12:25:30 PM

Started: 12:22:17 PM, Feb 20, 2023 Duration: 4 min 9 sec

If this metric is consistently high, it may indicate that the port is overutilized and unable to handle the
workload. If you determine that your host ports are overutilized, you may need to adjust... Show more

1200

16

Avg. Read Utilization increased to 54% ( avg. ‘ ::: : . : : : : : N : :




servicenow.

Context

» ServiceNow needed a solution for an internal tool experience to
monitor the outcomes of component performance testing in terms
of page load performance times

Problem

« There were many competing issues: how to onboard new users,
show off the new features, and optimize and prioritize users’ work

Activities

»  Worked with PM, users, engineers, and visual designers
» User research, concepting, wireframing

» Conducted research with PM, designed the initial concepts, and
collaborated with visual designers on the final look and feel.

Outcomes

» By innovating on the interaction model, | was able to create a tool
that developers were far more productive with by centralizing all
the information in one place, reducing page refreshes, and
through the use a master-detail interaction model.

Test Profile Chooser * | [Master ID]

Component 2A.03 -~

Metric Title Metric Title Metric Title Metric Title

T +2 (15%) Nov 15, 2020 b -2(-25%) Nov 15, 2020 & -2 [-25%) Now 15, 2020 | -2 (-25%) Nov 15, 2020
Mﬂhw\’_\/\_/—-‘—/‘/

Metric Graph Y

0.5s
5 Apr 2021 | 2248
‘H"_'_‘_‘————————_ﬁ——'””‘fﬁ_____-_‘_-_______‘_‘——'— | Speedindex —-——-—-—-___________________.—-———__________________________
1.75 sec

0,255

4 Feb & Feb 8 Feb 10 Feb 12 Feb 14 Feb 16 Feb 18 Feb 20 Feb 22 Feb

Commit 9c9345c on Apr 5th

Commit Test Profile 0S5 Windows

Executed At Repeat

Run Count 5
Test Test Profile

Component @devsnc/sn-layout View Type Repeat

Pull Request My Request Browser Chrome
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ORACLE

Context Solution
« Oracle did not have a Field Sales solution and many salespeople cone Toske ages
weren’t using the Sales Cloud platform to manage their sales o Understand | mp | Prioiize | s | Commuicate
deals . e .
. , evelon 7. Developleads — Getwork < Pipeline Daily
* Not enough was known about Field Sales’ work to adequately
build features and solutions that would make our sales force
more productive
The main competitors here was Outlook (email and calendaring) Home Page Pipeline (Kanban) Detailed Opportunity
— it just did a competent job fulfilling users’ needs = vson. e e
®  wmys @ Cloud Applications Solution Jae 60%
Activities S oo s =
*  Worked with and interviewed the Field Sales team e r [ e .
« Analyzed the sales lifecycle b ’
« Updated the Sales persona to include Field Sales i ’ ! = o

» Created an architecture that represented users’ problems and
goals. Then | deepened the model to include the tasks and data
that users wanted to use.

« Create a page level architecture

« Designed proofs of concept to represent different ideas and
alternative design possibilities



Badgeville

The Behavior Platform

Achievements Showcase

Context e
& Bowlly Mok

@ Badgeville ersona Initiate Name

ager (High): loshua Aziz command program

. . 58 '
12 wwaress Q
« | left Apple to start a UX practice at Badgeville (an enterprise — ,
gamification platform, the founder and CEO tasked me with | e
leading a ‘radical revision’ to the usability of the current Assorted! woooe || ™ R o
SEUTIHIEEITRL SO, Understand the domain Empathize with the user Map key user flows

Problem

« V.1 version constructed with no professional design talent Badgeville' admin console

« Little formal documentation of the customers’ pain points or

Hello User!

Configure

needs eXISted Sites Beha\riars Rewards == == .
Activities BRUBRYEe © 00
. L . «. Dashboard - oy 7
« Worked with Account Management, Product Management, Existing Advanced Behaviory ~ ©' s Engagement BEL TS et 0g 13
Support and even Sales to quickly understand who our users
were Select: All, None e ete Selected .» Programs
. _ Select Name 1 | ol g - ST T B
« UX methods: user research, task flows, wireframes, prototyping v e sy ey ey RN LISTa e I oo
«  Worked with customers to collect pain points, tasks, and other ¥
In putS 0 Unfollow Weekly Active Users by Days Visited
« Hired and managed a visual designer [] Follow @ Players
- . . . Description
«  Worked with PMs on new requirements and with Engineers to get — i
the new designs implemented
Reports
D Unfollowed Description
Sun Jan-23-2013
Engagement 1:1 (13%)
BdE Total (8)

Customers and stakeholders were thrilled with the new version!



[{ Apple, Inc.

Context

v (¥, Opportunities o |ReportName & Toul Companies _tart Date end Date Average CPUS N

ﬁ GUrTenTCnEe Pipeline Report - Closed-Won 6 Jan 1, 2010 Dec 31, 2010 $539,750 136 N

At Apple | helped design a tool for the VP of iPhone/iPad sales 3 ey e o . e =

(&3] Past Due

and his sales force to manage large account sales and the (0 i Prpeine
overall sales lifecycle and process. v s :

E My Leads Last modified by: Philip J. Fry on 03/24/2011 1~ ~~"""
(L] AOS Leads

(L] Marketing Leads

Greater than S10K @ CPUs Per Week Revenue Per Week rait
r O e I I l Under 1 week old 160 700.00

Pipeline Report - Closed-Won

v L Companies 120 525.00
(L] Recently Viewed
« Apple salespeople needed ways to handle common sales objects M= e e :
. . ® Gontacts 40 175.00
like Opportunities and Leads S SRR 0
(&) Tied to My Opps January April July October December & January April July October December
M CPUs (quantity) ~ Average B Revenue ($1000s) ~ Average

Activities SR [

| Advanced Search | (Q Search

2 Company Name | Rating Status | Contact | Email | Primary Phone
Data ﬁ Culrrent Quarter BA iPods for SPC Associated Press Hot Open $125,000 Jane Doe janedoe@example.com (408) 555-1212 )
@l Recently Viewed BAl4u BBC Warm Open $ 30,128 John Doe johndoe@example.com (800) 888-8888 |1/
. mmm— (& Past Due DK iMac Chevron Cold Rejected $ 19,108 Dee Light d.light@example.com (650) 123-5678
a a Associated Press J' e DW Animation Dept. DreamWorks Converted to Opportunity § 7,608 Doe Deer d.deer@example.com (555) 121-5689
* Worked with users to understand their problems and needs Bic :
Chevron viewing 100 of 8,412 - from last 12 months v
QUICK LINKS v 7 Leads <
« Designed ways to handle opportunities, leads, companies, and Do R W ' o s modihed Pl . Py on 31242011 1030AM
’ ’ ’ eBay {Z] AOS Leads DW Animation Dept.
I I H H I I Apple Store Order Browser Fry's Electronics (L] Marketing Leads Ve @D j
CO ntaCtS a In a. SI n g e too Current Price List G"C:(ef tha"ksll(:;( ( 8} lead ID 987654321 status  Open description Assign Lead  Convert Edit
Under 1 week ol
Education Purchase Agreement... company DreamWorks type  Inquiry New calendar year order for animation department.
Find Your School request G | §'| v o C i sales rep Doe Deer rating Hot
A
GCRM (L] Recently Viewed my comments

v

(@] Tied to My Opps - Lorem ipsum dolor sit amet, consectetur
_ . el ¥ e estimated close date Jan 21, 2012 lead source  Apple Academy adipiscingpelit.
— = - Phasellus viverra ultrices tristique.

v 7 Contacts territory TH1157 estimated revenue $7,608 ZINURE Vitae lacus:dul:

[ Recently Viewed web order number W24680 linked opportunity Animation Dept. New CY
(& Tied to My Opps

: Reports
Contacts Attachments
® | Category | Group | Description ‘A MPN | Quantity | Unit Price
Apple Hardware iPad iPad Wi-Fi 16GB MB292LL/A 1 $ 499.00
Apple Hardware iPod iPod classic 160GB - Silver MC293LL/A 1 $ 249.00
Apple Hardware MacBook Pro MacBook Pro, 15-inch, 2.53GHz Intel Core i5 MC372LL/A 1 $ 1,849.00
QUICK LINKS

AccuSearch

Apple Store Order Browser

Current Price List

Education Purchase Agreement...

Find Your School request

GCRM




. Where do | contribute?

Concrete

Surface
Visual Design

Skeleton
Information,
Interface &

Navigation Design E

Structure ®
Interaction Design &
Information Architecture

Levels
| cover

Scope
Features & Content
Requirements

Strategy
User Needs &
Product Objectives

C O X

Abstract




. Best Career Lessons

Don't build

human Good ideas Design fast
intervention can come from and iterate
into the anywhere quickly
process

Focus on user
pain points and
what value
NEEHERORUETL




. Questions | Like to Ask

How can we
How is this Wl?at pain How.do we Wha}t is our fulfill the
going to be pqlnt does provide design company's
used? this value to the center or goals
' address? user? north star? through
design




. What Differentiates Me?

20+ years in UX

Research background — academic and professional

Pragmatic — get things done quickly and get feedback

| |
| |
[ Strengths in data and problem analysis ]
| |
c N

Range of experiences in shipping complex consumer
~and enterprise products

)




. What Do | Like Doing the Most?

Owning the user

. B!ue-sky experience Providing d.ESIgn

esigns from whether a leadership,
concept to £ innovative ideas

: : eature, product

implementation or platform and processes




. Philosophy

Find what can
be reused,
made more
consistent

and
systematized

Get quick
design wins to
build
organizational

credibility

Think

consistently
about value
for the user



. Collaboration

Who do | team with?

* PMs
- Engineering

Content
Designers

 Executives

» Content designers

. . Executives
* Visual designers

» Other UX designers

i i Visual
Engineering Designers

Collaboration Tools
M Miro @8 Figma Bl JIRA & Confluence




. My Typical Design flow

PROBLEM

Research

Understand the problem
space (use cases), the
personas, the business’
goals, PM’s goals. Work with
customers and industry
members.

Design center

What's going to constitute
an appropriate design? How
will we measure it and know
that we’ve reached our
goals?

Concepting

Now is the time to create
alternate designs and spiral
towards a single proposal,
getting feedback and
validation along the way.

Refinement

Understand implementability,
reflect incoming feedback,

iterate and work in the details.

Select Ul components and
patterns.

- SOLUTION

Handoff

Create specs, document the
components, apply visual
system, follow the
implementation and
validate the specs




. Process — Steps to Bring a Design to Life

Inspiration

Ideation

Implementation

12.
13.

Research to understand your users and the
competition

Build Personas, Scenarios, Journeys

Organize using Story Maps, Use Cases, and
User Stories

Decide on design centers or north stars
Find inspiration

Start concepting and ideate

Create clickable wireframes

Research to get feedback

lterate on your designs

. Narrow focus down to a winning solution

. Create a system that’s consistent and can be

extended to other situations
Document it all in a spec

Work with engineers to validate against your
spec




. Methods

Personas

C-Suite Executive

Systems/Cloud/IT
Architect

Sys/Cloud/IT Admin Manager/Director of IT

Steve Amir Bill
Ta 2 " Tactical/ Tactical/
tional gEacces Operational Operational
Operational

nalytic Analytic
e Analytic Analytic v

Strategic

Strategic Strategic

User Journeys

Marketing Prospect Convert to Asgel;‘;teyd & Quote is Finish Deal
Forwar Lead n Decision)
Ol ds ea Oppty Researched Generated ( )
] [ [
Conditions Conditions. Tasks Tasks Tasks Tasks Task
. L + Vetclentusing BANT . rigg . + WorkDeal + Close deal
marketing platform, | ragis . Guified Leadsare |+ Customerassessed |+ Presentquoteto - Visitcustomer Data
Task * Iniiate contact convertedto forinterest customer - Getdecision-maker « Opporuniy
- Sales Development | | PPOIes pata Data ignoft Actions
+ Basiccataintegrity Repawifece |+ Ensusconsstercy: |+ Opporunty + Opportunity Data T osedel
e ontactnfo, + Commuricatons - ProductsiQuote ™ opperuny
para communications trail, (documerting)
Data 360 Events, al + Selos materials Actions + Communications
+ Ungualfied Leads L continue in Oppty + Scorscard - Addproducts Actions
* Leadslst + Generatequote
+ Ifpipeline not + Pipelne state + Communicata
plattorm Actions. sufficient, work on Actions L e wote |+ MestwiCustomer
+ Communicate prospecting o ene + Commuricate qu + Progress saes
Data: Qualfied leads + Present
Actions: Convert + Forvard
+ Progresssales
~ wncnoag shotorsflow 1 1 comvred
O Vmchoimom+ Whichons had s
conpitor angagomonts

- Whichone repesens + Whichone s more
more a7 mporint?

- Wihywoud you work

ono vt th er?

o e sy
conponsaton?

ompetitive Research

| can't make sense
of what this is
showing me. | don't
know what | should
take away from it

T —

Ii .3 -a

Empathy Maps

TASKS

‘What tasks are users trying to
complete? What questions do

NAME

OVERALL GOAL
What pain points might the What is the users ultimate
user be experiencing that they goal? What are they trying to

hope to overcome? achieve?

PAIN POINTS

they need answered?
FEELINGS INFLUENCES
How is the user feeling about What people, things or places
the experience? What really may influence how the user
matters to them? B acts?

Service Blueprint

Service Blueprint for Seeing Tomorrow's Services Panel

find out more: http://upcoming.yahoo.com/event/1768041

5§ § ¢

Physical Biog posts. Event
evidence

B Iy

Welcome pack  Displays

.l

Navigational Moc

D

Header Header

Session Tabs Nav

Page
Page

en Aewiig

“Standard” Page Navigation
+ Provides just primary nav (L1)
- Browse by primary navigation, in-page
links, and browser controls.
- Mot yet developed

“Multi-tasking” Navigation
+ Provides session tabs for navigating
- Multi-tasking Page Navigation uses parent
and child tabs for multi-tasking, gathering
related items into a single tab for each

case.
Seen in ITSM, CSM, HR Agent
Workspaces

nen lewg

“Hiera)
. P

%]

wewoo o

axonomy/Mapping

WORKFLOWS

PRODUCTS

WORKFLOW CAPABILITIES

GENERAL CAPABILITIES

PLATFORM
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. What is a Modern User Experience?

Based on patterns and user
needs | identified, |
formulated several major
principles of what it means

to have a modern user

experience

Principles of
Modern UX

« Organize and Prioritize + Comparison + Don't make me interact
* Wisdom not data * Gamification + Minimize Navigation
* Dynamic not Static * Understand relative performance « Visual Ul
+ Automation of simple tasks + Streamlined / Simple First
*+ Reactive + Rapid scaling

* Social / Collaborative

* Recency / Frecency * Personalized & Customized
- Curated - Role-specific or Experiences

showing users where activity is * Customization = Flexibility
« Display choice * Resume: Pick up where you left
« Knowing where user in their off

journey + Use data to personalize
* Role-driven * Remember how you were using
* User-driven Recommended something

Content




. What is a Modern User Experience?

Concepts to Drive Productivity
| believe these three

concepts enable

more productive user

e UX fits the way |
want to work, either
automatically or
through my manual
intervention

¢ | want to tell the

® Raise awareness in
the user of their
own actions, of what
others are currently
doing, and also of
what the system is

e A prescriptive experiences

approach that relies
on intelligence and

recognition to
convey insights to
the user.

doing outside of
automation

system what
notifications, what
tickets, what data
are important

® Accomplished by
creating smart
algorithms means
that the system
reacts, has a POV,
and is actively
assisting the user.

Personalization
Prescriptive Al

* Show present users,
their status, and
their actions

* Allow real-time
collaboration

Contextual Knowledge

Concepts map neatly to the 3 important questions:

What’s Happened? What’s Happening? What’s Next?
* History (Me) *  Current Activity * Recommendations
* Activity (Me + Others) * Personalized Alerts *  Prioritization



All day. Every day.




. How I'd Redesign an Airline Ticket in 10 minutes

Airline name and initials
repeated 5x

It's barely possible to
find the important
information on this

Time and date is in an
unfamiliar and hard to
read format

PASSENGER TICKET AND BAGGAGE CHECK

g; el i AmericanAirlines
=i “" Americ aw - o BOARDING PASS
Remember w<§ A wae  1ONOVOSucrorar (- Jepe—
) § 0w 55955 e . WENDELL /ROGER
the OId tICket .& 5; ELL/ROGER cam PO e CUAGS, DY e TR T T BT = WENT W
formats? 25 I »|4.05 ANGELES |Mm578 Y 19NOV30S5SP —I w 0SS ANGELES
. 5 : : DENVER
. . ; W WA T R e R e R R :...m A-ERICAN AlHL IN!:S
Let’s flx thIS! § E l pep—— » RAD £ ECIAMA R - +\.\ : . camnan GASE OATH =
; FARNE CADUAATOM * BOARDING pASS - 3
3| == . - GROUP 6
2 i A e e e ok e o e e e e e e e SEAT
§ ; aw FULRY F AN D PO OF PaE
5 TR A R R R R A A G B Rod) B Vame Rt | o ol
8 F—g 0 e oA Dok aton i adhof o e SO DONROL MM T BRI e
‘_E’d PN RSN
U); Tt A 00108671215840
Z S L o

Information relevancy actually
shifts depending on when and
where you are

Information hierarchy is
not effective and
inconsistent

You can barely find the
gate and departure
time

To create a great design,
start with the questions
that users have:

What is my destination?
What is my gate?

What is my seat?

What boarding group am | in?
What airline am | flying?
What is my departure time?

What's my flight number?

© N o g s~ O N =

|s this my ticket and not another
family member’'s?




. The Information Hierarchy is Key

gi Ra s ooty T VANGE CHECX AmericanAirlines
P o anie m‘ a 1k o e P L w0 BOARDING PASS
<! A wwme  1ONOVOSurorcac V[ Jp——
Bul,. SSSS e 06— ANGELES « WENDELL /ROGER
E% E"i ELL/ROCZER A PLOHT e QLA TR e [ s ST00 MY P BT =t NN Ty 0  aron
36 I »|4.0S ANGELES lM"B Y 19NOV305SP —l w 0SS ANGELES
5 : ? DENVER
; l -------------------------- P AMERICAN AIRLINES
B S » AL o € eI O * =9 3 3 a—_ A - —
i E § ricoacaon ¥ BOARDING PASS - + e AdoB I8 Y 305P
H 3 - » G p 6 Ry o
-} ;: oA T e e o o e e e e SEAT an a0 235p < ND
5 1 e Py + ame P YOm0 ea “.6"// 80
§ 3 wr***‘ﬁ*ﬁ‘ﬁ\l ttb*“t“.i oM MOw o oW s ot e ol wt e Wt
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Dl arenasnsssh 00108671215840 ] FLECTRONIC 2
L awannkancs 3 @81 244468876€ € 4 /. SSSS

Next, create an
information hierarchy:

1. Preboarding
Need to know first, then
a) My Name second, third, and so

on.

b) Airline

1. Flight Number
c) Destination City

1. Origination City
d) Departure Time and Date

2. Boardin
g Get me to the gate,

a) Gate — | then tell me how to
board and where to sit.

b) Boarding Group
c) Seat




. A 10-minute Design is Born

Highlight the most important information by building an
information hierarchy using visual design cues

_N PASSE“OEB TICKET AND BAGGAGE CHECK - . ae

m BUARCT TG OONINTIONS OF CONTRACT | .

=1 " AmericanAiriine v e « BOARDING PASS ‘ 1{,
%§§§ SSSS.... ‘ % 19"0!:2;:;'5&55 Usr-ugnoELL/nocsn Amerl can -‘ Roger Wendell 5 -,
ig " mggtgg rversy v lionovaese] L Los Angeles
3 } | NVER
g[ I | S G [ S——— orbbiaati- T American Airlines Nov 19, 2023 %
o 3:05 PM Denver aa676 i

"l e EEA AR T PO OF P ' :
E ? I"***"::::: — A - ":.:::v‘::‘ sequifg FRQLF P b d - - g
8 ’_’ 2 P e oS SO0 DOMORN Wi Tx P e —— oA I o L S reboar
SS

Operations First Design

It's the exact same information minus extraneous text

User First Design




. Case Studies

WwWirtana

servicenow.

ORACLE

New Al Experience Vision for Infrastructure

Performance Management

Helping an enterprise platform become Al-driven

Component Testing Console

Badgeyville

The Behavior Platform

A tool for internal developers to improve Ul component performance

Field Sales Proof of Concept

for Sales Cloud

Badgeville Platform Redesign

Enterprise gamification platform




2 Project and Goal
\\V] rtana - When | was hired as a UX Architect, Virtana

had a pressing need to start to simplify
New Al Experience Vision ftheir product offerings and have an
integrated experience model that would
unite two strategic areas: Infrastructure
Performance Management and Capacity
Management.

for Infrastructure

Performance Management
for Virtana Platform

Helping an enterprise platform

hecome Al-driven Al has raised new possibilities for helping

with problem diagnoses, interpretation, and
solution recommendations for
infrastructure problems.




2 Challenges
\WI rtana - Virtana had been struggling to sell on-

premise software and needed to quickly
transition to a cloud-based web platform to
cover infrastructure troubleshooting,
monitoring, and capacity management use

New Al Experience Vision
for Infrastructure
Performance Management

CcasSes.
for Virtana Platform . . .

With Al (ChatGPT) a viable option for data
Helping an enterprise platform interpretation and explanation, | made that
become Al-driven a central part of my vision for the new

version of the Virtana Platform.

Performance PM: “Our customers don't
understand their own data, let alone the
performance problems that they have”




. Activities
Wi rtana « Worked with experienced users and

customers who are domain experts to
collect pain points, personas, use cases,
and new ideas through interviews, design
sprints, and card sorts

 Teamed with PMs, Professional Services,
current customers, and other designers

New Al Experience Vision
for Infrastructure

Performance Management
for Virtana Platform

Helping an enterprise platform  “Reduce the data shown to users”
become Al-driven o
» Presented vision to key stakeholders to
get buy-in

» User research, data analysis, concepting,
wireframing and Figma prototypes




. Outcomes
W rtana » Getting quick wins was essential, so

focusing on specific areas (performance
and capacity management) and producing
designs early helped demonstrate the
feasibility of my vision

New Al Experience Vision
for Infrastructure
Performance Management

for Virtana Platform » Produced a prototype (infrastructure) of the
vision that centered around a
troubleshooting use case which
demonstrated the power of an Al-based
experience

Helping an enterprise platform
become Al-driven




Wirtana

New Al Experience Vision
for Infrastructure

Performance Management
for Virtana Platform

Helping an enterprise platform
become Al-driven

Process

Understand where we're at with the product

Fully document the business’ goals and
strategy

Understand the user as well as possible
from many angles

Create themes that describe what the user
is trying to do

Author a model of the relevant concepts
(objects, tasks, data) interaction model

Translate all that into a coherent interaction
model

Produce artifacts that allow for gathering
feedback and eventually specifications



METHODOLOGY

Research e Talked to 9 IPM professionals et o
® Methodology . Asked users questions about pain points, = Ll A e
Pain points what their needs were, and showed P, -:
Analysis competitor screens el
Goals & strategy « 560 unique data points (Miro o gm E
Design « Tagged all 560 notes by interviewee

and gquestion
Outcomes 9

e Clustered the data notes into
study question groupings

« Assembled the notes into conceptual categories

e Created an analysis framework — Persona — Product —
Principal Themes — Design — Features

« Summarized Findings

e Articulated major themes




wirtana

PAIN POINTS

Research
Methodology
® Pain points

Analysis
Goals & strategy
Artifacts
Design

Outcomes

Users get too many alarmes, in

addition to being overloaded
with data

* |t’s not clear who owns what

error source

/‘ The big picture is hard to get

* Platforms don’t effectively support
creating a clear mental model of
users’ infrastructure

e Users don’t want to find problems,
they should find users — they want
the product to be proactive even
before problems arise

* It’s hard to pull together log file

information into a coherent picture

e Users like to think in terms of

Poor UX design is a reality

for users of IPM platforms

Ul’s are too complicated, require
training, or are hard to share with other
teams and personas

Graphs or visuals often don’t add value
to operational problem solving, but are
more suited for executives

Most visual or page designs are not
clearly solving a problem

Users want to go to related objects but
frequently cannot get there easily

J

\ ‘what’s connected to what’ /

Users don’t want to be in

reactive mode continuously

Data is generally poorly

represented, even in cloud

platforms

Millions of data points are
generated a day; there is too
much going on and too much
to keep track of

A lot of work goes into
filtering down data to an
addressable set of problems

J

Hard to correlate

infrastructure changes with

performance issues




ANALYSIS

Research 1. Ul for all - simplicity and learnability .
Methodology « Design of IPM tools are a problem In. = cr'.t'ca' designers
Pain points « Complexity / Information Overload situation - waste FOO

® Analysis o Customers are drowning in information we don t. muc':‘ time

Goals & strategy « Heat map visualizations are noisy and not useful look at this on this stuff

- 3

Artifacts o ~—

2. Users want solutions not data
Design « Actionable insights + Manage by exception
Outcomes Ul must be task-oriented and focused on the problems 'Cz?;hm:tkti;egse
at hand showing me. | don't
e Users think in terms of applications not individual k”iw what 'fShOU_'d
pieces of equipment, metrics, or specific problems HakE gy ORIt
[ ] [ ] [ ] m
3. Holistic / agnostic platform
e Show me the connections and the causal chain :‘
e Contextualizing problems with recent changes - WS
« We make it very hard to connect the dots and we don’t | 4 A e
align with customer’s mental model of their oy, e oy R |
environment e SRR o r
=0 § )




wirtana

ANALYSIS - CLOSEUP

Research

Methodology
Pain points

® Analysis
Goals & strategy
Artifacts
Design

Outcomes

2: Users want solutions

not data

(o Multiple users (the most\
articulate ones) voiced
that they cared about
solutions not the data

R my problem

How long the duration of
impact was for an issue
Have to define the service
somewhere

Component of app might
work, but what is the
period of time

Start/end log

Show me the
( things | care about

(o Users want a product )
that understands their
wants, needs, and
problems and helps

them solve issues quickly
in a focused way.

e Users care about their
services, business
processes, applications,
or critical endpoints

- ) ~— Get me answers

Offline is irrelevant.
Dashboard whether biz
proc are affected like Order
Confirmation. Want to

How to | get to
a resolution in
know what services are less than 3

red...what's the biz impact
to these red

B2 ——

———

clicks?




GOALS & STRATEGY

Research . . .
» Capacity and Performance were silos. We needed to unite the
Goals & strategy experience
Artifacts
«  Application centric: Infrastructure exists to support applications. Infrastructure issues
Design are most relevant in the context of application performance.
Outcomes

« Surface errors in a ‘manage by exception’ paradigm

» Create a simpler, more learnable Ul for less technical personas
and other groups and vendors to drive adoption

» Make the product more organizationally aware of who owns
what

» Al-driven: Leverage ChatGPT to provide natural language
diagnoses, recommendations, and concept explanations




GOALS & STRATEGY

Research What Users Really Want
Goals & strategy In a critical designers
situation - waste too
i . . don’ h ti
Artifacts “Solve my problem in 2-3 clicks” oolcatthia®  onis s
Design s
Outcomes “Tell me what the problem is g g -
and how to fix it” ‘¢ §¢ -
g g ©
d’ d’ g d’ N
Users want solution-oriented experiences o O d =4
The Model
Problem » Resolution
N 7
Details,

Justification




PERSONAS

Research Instead of many personas or many permutations, | simplified the user set down to four
canonical positions that would touch the use cases in varying ways

Goals & strategy

Artifacts
Sys/Cloud/IT Admin Systems/Cloud/IT  Manager/Director of IT  C-Suite Executive

Architect

® Personas

Scenarios

Use cases &
Taskflows

Card Sort

Storymap

Architecture

Tactica

Tactical

DeSIgn : ' ‘ . I&CZ ca Operational Operational
' . ;_\3"5: : !

Outcomes O

Analytic

Analytic Anaiytic

Strategic
SApE Strategic




wirtana SCENARIOS

Research Deepening the personas with realistic scenarios helps you understand and evaluate the

Goals & strategy context of usage.

Artifacts

Scenario: Troubleshooting Signature Moment
P o « Josh the admin gets a slack message that a particular device is triggering an
ersonas alarm. He clicks on the link in the message and opens an airy, clean, and simple + Direct access to the detailed alarm and out of
. platform page that details the alarm (the trigger, the conditions that triggered it) band data
® Scenarios == = and the performance metrics for that device. There's a recommendation that he
- adjust the configuration of the device to allow more bandwidth. After looking at « Recommendations on the immediate course
Use cases & Josh - the visuals, he decides to adjust the device's configuration by clicking on the link of action
Taskflows E_ to the administration page for that device.
. Visuals that support the recommendation
Card Sort
Storymap
Architecture Scenario: Complex Troubleshooting Signature Moment
- Steve the architect gets a more complex alarm notification. It seems that several
DeS | g n . devices that are connected to each other are in an alarm state. Steve also goes to - Multiple-entity alarm notifications
a case page that shows all of the affected devices that are related. There isn't a
specific fix recommended but he is advised to look upstream. He browses the « Change history shows why the performance
O utcomes =8 = topology of the connected devices to see the one that is most upstream. He sees problem happened
Steve ~ that the device's change history is highlighted for the most recent changes.
= Since there was a recent change he drills into the change and realizes that the + In-line access to device configuration pages

adjustment wasn't the right thing to do (thanks Josh) so Steve clicks on the access
link in Platform to go to the device's configuration page and fix things.

Support
reverting

ithe change




wirtana

USE CASES AND TASKFLOWS

Research

Goals & strategy

Artifacts

Personas
Scenarios

Use cases &
Taskflows

Card Sort
Storymap
Architecture

Design

Outcomes

Troubleshoot

Employee calls

admin about Admin goes to

Metrics are out of

User inspects all

. bounds; Admin inspects User looks at
problem Virtana to learn . _ L ) the flagged
investigate entities change history o
or an alarm posts more entities
. further
to messaging
Plan for
capacity growth
- Formalize Oversee
Make decisions . . . . :
Look at trends decisions into a Communicate implementation
Get data on on what
‘ and do long-term plan; get of plan; groups;
capacity usage . upgrades when X A Lo
forecasting strategic capacity approval and individual
based on forecast _
growth plan implementers

| also deepened the use cases with taskflows that we planned to support in the design.

User returns to
User fixes list of problem
problem in each entities; proceeds
flagged entity in aloop to fix
each one




CARD SORT

| asked users to arrange cards detailing capacity concepts and cost into a flow.

Research
Coals & An interesting outcome was that users showed consistent agreement on clusters that
oals & strategy the cards fell into.
Artifacts
Personas Users also indicated that capacity was more related to performance.
Scenarios Capacity Capacity
Comparison usage  trends
Use cases &
Taskflows
Track Forecasted
® Card Sort :VZTtairrwnde Cﬁszgisty
i - Forecasting
Storymap Capacity Performance N’
Architecture Cga:ivctl;y
DeSign Plan for Plan
: demand reserve
Outcomes Cost Planning changes  capacity
Groom
the
pipeline




wirtana

STORY MAPs

Research
Goals & strategy
Artifacts

Personas
Scenarios

Use cases &
Taskflows

Card Sort
® Storymap
Architecture

Design

Outcomes

Goals

Tasks

Data Model

Problems

Subtasks

Actions

[ Comparison

Understand Current Cap Usage

Data Needed

Usage data

Operational view: by SAN, data
center, etc.

Total storage consumption
(aggregate view)

Tiers using tagging

v

Things running in the red

Problems to solve

Monthly Capacity Planning Reports
(historical) are Too Time-Consuming

Tasks

See chargebacks?

See current usage

View this year's cap growth plan

Current year's budget plan

Recommendation n amount of
space..

Typical overages, usage of spare

capacity
Capacity growth trends

$ needed | $ tracking to budget | $
based on new additions

Open current capacity growth plan

View the YTD information

Story maps show how the entire user model fit together.

Forecasting

Understand trends

Trend data

(timeframe)

Al Recommendations

Data center

View forecasted capacity needs

Track demand over time

Model Capacity Requirements

Latency
Budget numbers
App priorities > dependencies

Show impacts of adding new
applications

Planning

Plan reserve capacity

Capacity plan
Impact of new application or
anticipated growth

Typical overages, usage of spare

capacity
Capacity growth trends

Recommendations for n amount of
space (based on trend projections)

Show impacts of adding new
applications

Chart out the need and the restis
done automatically



ARCHITECTURE GOALS

Research GOaI 1

Goals & strategy
Surface performance errors to the top of the interface

Artifacts
Personas
Scenarios G O a I 2
Use cases & Make the UX application-centric
Taskflows
Card Sort
Storymap G O a | 3
® Architecture Incorporate ChatGPT to serve up natural language diagnoses
Design and solution recommendations

Outcomes GOaI 4

Bring together Capacity (storage) management into the
Performance area




CONCEPT HIERARCHY

Performance
Research
Goals & strategy L Incidents j
Artifacts incident
Details
Personas
Scenarios B — ’ ’ ’
EI'J::k?‘IaOSviz & Ai Details  Case List Op,tr:';i“gftﬂon Recommendasons
Card Sort -
. ase
Storymap - m—SIghts —’ —
® Architecture I:EE:;
Design
Outcomes T s ‘ ‘
o olumes O
Volume

Details




wirtana ARCHITECTURE - SITEMAP

Research

Goals & strategy

Landing Page

Artifacts

Personas

Scenarios

L
Dash - Migrate Dash - Performance Dash - Apps Dash - Capacity Events Inventory

Use cases &
Taskflows

Card Sort

Storymap Project Discover Caze Application Capacity Trend Capacity Update Capacity Mode Reserve Capacity Event Page Entity Topology
Entities Tracking

® Architecture

Design
Migration Investigation

Outcomes Plan




wirtana Old On-Premise Page Style

Research

U]rtana |:“-.,-"| nventory I _.-'JT Administrator -
Goals & strategy :

Compute: Clusters, Hosts and VMs from Feb 20, 12:00 PM to Feb 20, 01:30 PM

Artifacts

Design S oty e

ype

Entity Cluster 41543 ms 27.561 10P5
Wireframe Concepts ~ ,
Entity Cluster 22.431 ms 21.540 10PS
Entity Cluster 16.373 ms 16372 10PS

Figma Prototypes

Entity Cluster 19,135 ms 11,583 10PS

User Feedback a Entity ESX Host 12.213 ms 19.135 |OPS

Entity ESK Host 22431 ms 21.540 10OPS
Ou‘tcomes Entity ESX Host 16.373 ms 16373 10PS
To¥ Entity FC Host 19.135 ms 11.583 10PS
Entity FC Host 12.213 ms 19.135 1OPS

Entity FC Host 19.135 ms 11.583 |OPS

Entity Hypery 16.373 ms 16.373 1OPS

Entity Hypery 19.135 ms 11.583 10P5

Entity Hypery 12213 ms 19.13510P5

Entity Hypary 22431 ms 21.540 10P5

Entity ES¥ WM 16.373 ms 16373 10PS

Entity ES¥ WM 19,135 ms 11,583 10PS

Entity ES W 12.213 ms 19.13510PS

Entity ES¥ Wi 19.135 ms 11,583 10PS

Entity ESX VM 12.213 ms 19,135 10PS




wirtana

Research
Goals & strategy
Artifacts
Design
® Wireframe Concepts

Figma Prototypes
User Feedback

Outcomes

Q2

LAYOUT

View partition

Health & Performance Overview

Counts

App/Events/Insights Table

Performance Overview

Cases
Graph

EREHENERE]

App App App App App

App Table

Insights  Arrays (15)

Global single pane of glass

Performance Overview

Events Insights

Counts Graph Counts

App App App App

App Table

Performance Overview

Cases

ccccc

Graph

App

Card-driven single pane of glass

Performance Overview

Events Insights
Counts Graph Counts Graph

Performance Overview
«

Case 123112 | | s
Cases
(-]

Counts

App | App

Dashboard

Listing
Pane

Details
Pane

Some of the layout
possibilities were
whether to be card
driven or to use a
hybrid card + table
layout to drawers

Case Listing Case Details
Case Case Case Case
Case Table
Listing Details
Page Page




wirtana

Research

Goals & strategy

Artifacts
01
11

Design
® Wireframe Concepts
Figma Prototypes

User Feedback

Outcomes

91 «147

Performance Overview

Applications (246)

01
11

© 234
T

Latency: 33 ms Latency: 33 mMsS Latency: 33 ms

: = . >
Incidents Insights
7 Port Speed Mismatches 14 Application(s) might be S
May 107y Impact
: ks st .
9 -
e @1 1" 1 Healthh ® = Health: 1

CONCEPT DESIGN — Landing Page

Capacity

15..




CONCEPT DESIGN = Incidents List

Research

Goals & strategy

| Performance Overview
Artifacts

. &« X
Design
; Incident
® Wireframe Concepts n CI e n S
Figma Prototypes
Event Name Severity Entity Alarms Age  Started Last
Counts
User Feedback
Link Buffer-to-buffer Credits = Critical Host SVC_Server_ 5 2hrs. 2:22 PMToday 4:34 PM Today
Outcomes
Port Utilization Critical Host SVIC_Server 5 2hrs. 2:22PMToday 4:34 PM Today
Chatbot App Critical Host SVC_Server_ 5 2hrs. 2:22 PMToday 4:34 PM Today
HPE Volume High IOPS crossed the Waming Host SVC_Server_ 5 2hrs. 2:22 PMToday 4:34 PM Today
threshold
Customer Support Bot Waming Host SVC_Server_ 5 2hrs. 222 PMToday 4:34 PM Today
Counts Network Monitor Waming  HostSVC_Server ! 15 2hrs. 2:22PMToday 4:34 PM Today




CONCEPT DESIGN — Incident Details

Research

Goals & strategy [ .

Artifacts

Design - High Latency on Check _SVC

® Wireframe Concepts

Flgma PrOtOTypeS -‘ -_;:E:-E ;E ::6—:-.5: o E::;::—_- o

Counts

User Feedback

Recommendation

Observation Possible Causes

Outcomes

Troubleshooting Guide

. Read Utilization
£ check the Read Uulization' metric
understand if the Host Port is overutilized

cuunts Mot Checked f this metric is consistently high, it may indicate that the port i overutilized 2 1able to handle the
warkload. If you determine that your host ports are overutilioed, you may need Lo adjusy . Show e

E Check the Virtual Disk Bead Rare’ meatnc
to understand if amy workivad was added

—

E) Check i the ‘Port Spead’ is matching -

Ann i3
T



CONCEPT DESIGN — Incident Details

Research

Goals & strategy [ .

Artifacts

Design - High Latency on Check _SVC

® Wireframe Concepts

Flgma PrOtOTypeS -‘ -_;:E:-E ;E ::6—:-.5: o E::;::—_- o

Counts

User Feedback

Recommendation

Observation Possible Causes

Outcomes

e i | e e e

Remember this model? | Problem SRS Resolution

~, _

Details,
£ check the Read Uulization' metric
understand i the Host Port i owerutilized Ad5m A
S | Justification R
dot i e port s overutlized and unable to handle the
e oo o UL e, yow mhay adjust . Show more

A\ 4

Troubleshooting Guide

Counts

E Check the Virtual Disk Bead Rare’ meatnc
to understand if amy workivad was added

A “ h_ E) Check i the ‘Port Spead’ is matching -




wirtana FIGMA HIGH FIDELITY: Landing page

Research

Virta Nna NW Engineering Co Infrastucture Performance @ Cost Management @ Workload Placement

Goals & strategy

Artifacts Performance Overview 0

DeSIgn Incidents Show More »

Insights Show More > Storage Array Summary Show More >

Wireframe Concepts 03 5 2new @17 S5NEW & 15 CLOSESTRISK IN 19 MOS

24

. F|g ma PrOtOTypeS 16 7 Port Speed Mismatches 14 Application(s) might be prod_array98 &

8 possibly impacted 532 /750 TiB (71.38%) ® in 19 months

|
USGI’ Feed baCk 0 Queue Depth is high for 5 entities 2 Application(s) and 41

May7 May8 May9 May10 May11 May12 May 13 prod_array45 £
327 /500 TiB (65.43%) in 21 months

O u‘tCO m e S X Possible Slow Drain Found 7 Application(s) and 28 related |

@ Performance degradation o ) o
entities might be possibly impacted

related entities might be possibly impacted

Impacted: Checkout Service +3 apps prod_array23 [

1.02/2.00 PiB (51.43%) in 23 months
@ Load time is high N |

Impacted: Checkout Service +3 apps
prod_array04

@ % Error Rate is high 52m 479/1.00 PiB (47.41%) >2 years

Impacted: Checkout Service +3 apps l

Application Performance

Top 5 Applications by Latency Top Applications by % Error Rate

® Checkout Service Checkout Service
4,2 ms 3.1%
[ User Authentication . User Authentication

avg. latency

® Fraud Detection Fraud Detection

- . 04 . .
Content Rendering % error rate Content Rendering

® Shipping Shipping




wirtana FIGMA HIGH FIDELITY: Issues list

Research

Goals & strategy Issues
. Incidents Alarms
Artifacts o
° Account v Cloud v Environment v Application v
Design
Wireframe Concepts 03 A5 2NEW ™
. 24
® Figma Prototypes
16
User Feedback
8
Outcomes
0
May 7 May 8 May 9 May 10 May 11 May 12 May 13
® Critical Warning
Show incidents: ' Active Closed All
Incident Impacted Applications Alarms Start Time End Time Status
©® Performance degradation & Checkout Service 6 12:22:17 PM, Feb 20, 2023 - Active
o Error rate is too high % Record Handling +3 51 10:15:30 PM, Feb 19, 2023 - Active
0 Load time too high & POS 18 01:45:00 PM, Feb 19, 2023 - Active
Sudden increase in the number of errors & fraud-detection 73 11:55:20 PM, Feb 18, 2023 - Active
Y e} .m 27 110 r]aini “ iil iﬁh 10 M99 .'\iili Iﬂ




wirtana FIGMA HIGH FIDELITY: Issue details

Research

Goals & strategy

® Checkout Service performance degradation
Status: Open  Started: 12:22:17 PM, Feb 20, 2023

< 1loutofi102 >

Artifacts

Design Problem Description Resolution Recommendations Involved Infrastructure
Checkout Service application latency was > 5ms + Reduce the application workload on server; < Impacted Applications
. . . . Checkout Service
Wl reframe Concepts (avg 41 ms) for 4 min starting from 12:22 PM + Upgrade or reconfigure infrastructure to
accommodate increased workload; = Virtual Machines

Suggested Root Cause

PRODO002
. Flg ma Prototypes High workload on VM PROD002 + Use infrastructure methods to restrict S8 Hosts
caused the B2B Credits exhaustion on Host workloads (QOS settings on storage, reduce - PROD UCS12
Port PROD_UCS12_A, this led to Slow Drain queue depth on operating system, etc.); )
User Feedback o A T i Host Port
issue in the application infrastructure.
PROD_UCS12_A
O UtCO m e S ¢&= Storage Ports
Related Unrelated 500507680c22151b, 500507680¢221514,
Timeline
N
(0)—e 000
12:21:00 PM 12:21:30 PM 12:22:00 PM 12:22:30 PM 12:23:00 PM 12:23:30 PM 12:24:00 PM 12:24:30 PM 12:25:00 PM 12:25:30 PM

Alarms Details

© Virtual Disk Read Rate increased to 1,193 MB/s Virtual Disk Read Rate
(192% higher) on VM PROD002 on VM: PROD002

Started: 12:21:27 PM Started: 12:22:17 PM, Feb 20, 2023 Duration: 4 min 9 sec

If this metric is consistently high, it may indicate that the port is overutilized and unable to handle the

© Avg. Read Utilization increased to 100% ( avg. workload. If you determine that your host ports are overutilized, you may need to adjust... Show more
value 35%) on Host Port PROD_UCS12. A 7 T T T e

Started: 12:21:44 PM 1200 16

Avg. Read Utilization increased to 54% ( avg. m AA~AAAAAAANANA




wirtana FIGMA HIGH FIDELITY: Concept Explanation

Research

Goals & strategy 8 Buffer-to-Buffer Credits

Artifacts

What are Buffer-to-Buffer Credits?

. A Buffer-to-Buffer Credit is part of the default link-based flow control mechanism for Class 3 service.
Des |g n These “credits” are used to start and stop a transmitting device in order to keep the receiving device
from overflowing its buffer, while still maintaining maximum throughput. The number of credits
. available at any time is the number of receive buffer “slots” available (initially set during FC Login). As
Wireframe Concepts | . i | -
each frame is transmitted, the transmitting node decrements the number of credits remaining. When

the transmitting node receives an R_RDY character from the receiver, indicating that a frame has been
processed, the transmitting node increments the number of credits remaining. If the remaining credits

count reaches zero, the transmitting node stops sending and waits for an R_RDY character.

® Figma Prototypes

User Feedback

My Tx credits My Tx credits
are set to your are set to your

| have 32 Rx | have 64 Rx
B2B credits B2B credits

Rx credits = 64 Rx credits =32

Outcomes

s, A

s

Link Initialization (FLOGI/ELP) Link Initialization (FLOGI/ELP)

Tx B2B credits = 64 Tx B2B credits = 64
Remaining Tx BZB credits = 63 Remaining Tx B2B credits = 64

Remaining Tx B2B credits are decremented Remaining Tx B28 credits are incremented
after frame is transmitted after R_RDY is received

Why is a Lack of Buffer-to-Buffer Credits a Problem?

If a port's credit counter (the number of Buffer-to-Buffer Credits it has) becomes zero, it cannot
transmit data until it receives an R_RDY character. If it remains in this state for long, it will impact
throughput and performance.




wirtana FIGMA HIGH FIDELITY: Applications List

Research

G O a | S & S_t ra‘tegy Virta Nna NW Engineering Co Infrastucture Performance @ Cost Management @ Workload Placement
Artifac‘ts s Performance Overview
: . (&
Applications
Design
Applications Alerting Applications Applications with Insights
Wireframe Concepts %73 ©1 1new A3 2new @6 3NEW
® Figma Prototypes
B8 Edit Columns v
User Feedback
Application Region Data Center Active Alerts Insights Status Trend
O UtCO m e S Checkout Service us us-central-2a 0 1 2 ? A —
Fraud Detection EU eu-frankfurt-1a 4 A
User Authentication us us-west-1b 4 ? 1 f— -
Content Rendering us us-west-1b @3 -
Shipping us us-central-2a @2 alinm
Record Handling Asia eu-frankfurt-1a @
Data Sync Asia eu-frankfurt-1a ? 1 T -
Threat Detection Asia us-west-1b
Operations Management Asia us-central-2a
Deployments Automation Asia us-west-1b




wirtana FIGMA HIGH FIDELITY: Expandable Left Nav

Research

Virta Nna NW Engineering Co Infrastucture Performance @ Cost Management @ Workload Placement

Goals & strategy

: Infrastructure
ArtlfaCtS Performance ’ HE
Design Overview
Alerts Alerting Applications Applications with Insights
Wireframe Concepts insights @1 1New A3 2nNew @6 3NEW
® Figma Prototypes Applications

Storage Arrays HE Edit Columns

User Feedback

Region Data Center Active Alerts Insights Status Trend
OUtcomeS s us-central-2a 0 1 2 @ .

EU eu-frankfurt-1a 4 ———

us us-west-1b 4 @1 NI e

us us-west-1b ? 3 elms

us us-central-2a ? 2 elms

Asia eu-frankfurt-1a @

Asia eu-frankfurt-1a ? 1 1 - —

Asia us-west-1b

Asia us-central-2a

Asia us-west-1b




wirtana FIGMA HIGH FIDELITY: Applications List

Research

G O a | S & S_t ra‘tegy Virta Nna NW Engineering Co Infrastucture Performance @ Cost Management @ Workload Placement
Artifac‘ts s Performance Overview
: . (&
Applications
Design
Applications Alerting Applications Applications with Insights
Wireframe Concepts %73 ©1 1new A3 2new @6 3NEW
® Figma Prototypes
B8 Edit Columns v
User Feedback
Application Region Data Center Active Alerts Insights Status Trend
O UtCO m e S Checkout Service us us-central-2a 0 1 2 ? A —
Fraud Detection EU eu-frankfurt-1a 4 A
User Authentication us us-west-1b 4 ? 1 f— -
Content Rendering us us-west-1b @3 -
Shipping us us-central-2a @2 alinm
Record Handling Asia eu-frankfurt-1a @
Data Sync Asia eu-frankfurt-1a ? 1 T -
Threat Detection Asia us-west-1b
Operations Management Asia us-central-2a
Deployments Automation Asia us-west-1b




wirtana FIGMA HIGH FIDELITY: Application Details

Research

Goals & strategy Application

Checkout Service

Artifa CtS Alerts  Related Entities

[/ Open in Virtana IPM

L
Des'gn Show alerts: | Active Inactive All
W”'eframe Conce p'tS Alert Impacted Entity Entity Type  Impacted Applications Duration Events Status
. % Time at Zero Receive B2B Credits > 0% DEV-VMO11 VM & Checkout Service 1 min 44 ——— Active
® Figma Prototypes
Virtual Disk Read Rate > 800 Mb/s PROD-VM002 VM & Threat Detection +2 3min 193 o~ Active
% Time at Zero Receive B2B Credits > 0% PROD_UCS12_B HBA Port « Shipping +21 2 days - Active
User Feedback o e s

Outcomes




wirtana FIGMA HIGH FIDELITY: Application - Capacity

Research

Application

Checkout Service [/ Open in Virtana IPM

Goals & strategy
Artifacts

Alerts  Related Entities

L
DeSIgn Storage Arrays (2)
. f Usable Usable Dedupl Effective Effective 30 Days
WI rerrame CO nce ptS Storage Array Model Us... Capacity icati... Us... Capacity % Capacity Used Trend At Capacity
. prod_array98 FAX90-R3 532,50 TiB 750.00 TiB 19 1.01 PiB 1.42 PiB ‘ 71% 0.99% ~ IN 19 MOS
® Figma Prototypes
prod_array17 & FAX90-R3 1.25 PiB 6125TiB 2.1 1.25 PiB 612.5TiB ‘ 36% 1.09% ~ >6 years

User Feedback

Outcomes




wirtana

Research
Goals & strategy
Artifacts
Design
Wireframe Concepts

® Figma Prototypes
User Feedback

Outcomes

FIGMA HIGH FIDELITY: Storage Array Details

Storage Array Summary

Overview

Storage Arrays 15

0

Used Effective Capacity

51.4% 36.2riB of 72 PiB
.

Capacity Trend

75

60

Jun  Jul Aug Sep Oct Nov Dec Jan

® Pure Storage @ Dell EMC

Storage Array List (15)

Storage Array

prod array98

Avg. Latency (95p)

4,2 ns

e e

Feb Mar Apr May Jun  Jul  Aug Sep Oct Nowv

@ IBM FlashSystem Total Capacity
Total Capacity Used Capacity  Used Capacity %
750.00 TiB 532.50 TiB 710

Incidents
01 2 RISKIN 19 MOS
@ Will be at capacity in 19 months © 2mo

Used by: Checkout Service +2

Will be at 80% capacity in 23 mofi.5mo
Used by: Fraud Detection

Will be at 80% capacity in 21 mori. 3mo
Used by: User Authentication +1

Last 30
Days At 80% At Capacity
0.99% A In 9 mos In 19 mos




USER FEEDBACK

Edwin Jean-Gilles - Network Architect ,
IHG

HOTELS & RESORTS

Research

Goals & strate
9y "What T like ic that Tm not bombarded with information, but I can drill down to

Artifacts the metrice and the graphs to get a detailed look!”

Design

Wireframe Concepts
NIRECTV

Figma Prototypes Ron Neroes - Storage Engineer

® User Feedback
"Nice to cpell out the problem, causes and recommendations could help junior team

Outcomes
members out.

Jeremy Huddle - Security Engineer %

/ Palo Alto Networks

T love the recommendations ... that would be a differentiator




OUTCOMES

e Based on my analysis of the initial user research, | was able to make specific
recommendations of use cases to pursue and features to build as a UX vision

Research

Goals & strategy

Artifacts Simplified interaction models, reduced Al & Insights into: What to do, what’s next, being pro-
. navigation/complexity/data density active

Design

Outcomes Re-envisioning the platform as a knowledge /

Higher value / order experiences to enhance
productivity

collaboration environment particularly around wisdom
and expertise capture
 Multiple teams interacting to drill into a
problem
* Complex problem solving in a team-centric

* Imagine a slider that lets a user mediate
between performance and cost

e The product manager was immediately wrote up the full list of recommendations as an epic

e Virtana’s executives agreed with my conclusions and the proposed direction.
They also recognized that the prototypes tested well.

e Engineering produced the first version of Al-driven Troubleshooting by creating
working POC’s within 2 months incorporating ChatGPT functionality




servicenow.

Component Testing
Console

Project and Goal

ServiceNow needed a solution for an internal tool experience
to monitor the outcomes of component performance testing

Activities
« Worked with PM, users, engineers, and visual designers
« User research, concepting, wireframing

« Conducted research with PM, designed the initial
concepts, and collaborated with visual designers on the
final look and feel.

Outcomes

- By innovating on the interaction model, | was able to
create a product that developers were far more productive
with.




servicenow.

o 1.
2.

© N o a bk~ O

Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Project Goals

Utility - Help engineers identify
performance regressions and
improvements early in dev cycle

Quick feedback about performance results
Provide Ul to help understand results

Generate data, make it actionable




QOB Proplem Context

® 1. Goals & Analysis 1. Hard to identify root cause of performance regressions at the application/page level when there are
multiple changes from different components. Long investigation cycles and churn.
2. User Research 2. Current component performance testing leverages current WPT infrastructure and has a high
. overhead and maintenance cost.

3. Design Goals
4. Tasks
5. Objects & Interaction g

% Submit PR -+—— Fix Regression |-

. =
6. A & Architecture a
This could have hundreds of
7. Wireframes v commits from various teams
8. High-Fidelity Prototyj O — paaal mamng B ]
'
This can take several days
Y
E Merge PR Release [ In:eE::I;lnm ] [ Investigate —-l R;;{;::::;n
A
Y
L [ Analyze Test [ Report }
o Results | . Regression




Revised Model

1. Shorten feedback cycle on performance impact for component

® 1. Goals & Analysis _ . . .
authors from days to minutes via build automation

2. User Research , . ,
2. Controlled environment test component performance in isolation

3. Design Goals first
4. Tasks 3. Provide a summary view if there is a performance impact
5. Objects & Interactions 4. Provide test results details that shorten investigation
6. IA & Architecture )

5 | @
7. ereframes E Subrmit PR -+——— Fix Regression

- A
8. High-Fidelity Prototypes I b

Build & Report
Test With Richter o Regression

Cl

Team

QE




servicenow.

. Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Data Flow

Pull Request C:arf;t_t - Test it
!

Data Shape
« One component
« Commit (3-8 per day)
« Median Run data
« Multiple Metrics
o API List

Run 1

,’Repeat

Median Run -’FEE'[:JEEH:

Run 3

~J»Repeat

>

Commit Data
/ Metrics




Abstracted Use Case

® 1. Goals & Analysis Identify component
. User Research *
‘ Desi n Goals . Find metric out of
g R|Chter bounds (red) / trend
. Tasks il

v

Investigate data; focus

2
3
4
5. Objects & Interactions
6
/
8

1A & Architecture on individual metric
. Wireframes *
. . . Identify and trace Need to move
. High-Fidelity Prototypes ~ -------- LAt s mwnsy  —4—— User Need

v

Examine source

Developer *

Fix source




Sg O BS User Personas

1. Goals & Analysis O DeVS/QES WOrking on
ser Research authoring or changing
Design Goals

components at the code

Tasks 8 Gk I My Challeng:
Developer

&k 'm leading world-class Customer Car
| thrive when driving collaboration, inr

Family level, one-page style
B About Me

| am tasked with efficiently designing, building and managing technolog¢
make it a priority to understand and translate the business requirements
around what is needed. It is important to me that | be as efficient as p¢
or configuring an app.

» Effectively translate business requirements « Struggles to fin

. . " into the best technical design I
O bJ eCtS & I nte ra Ct I 0 n S | e V e | S * Provide technical solutions satisfy business . Zfecszigrﬁi (C:

Application / Solution Architect,

Application Developer, Software requirements _ o dependencies

Engineer, Cloud Designer, » Create a solution without introducing risk - Visualizing rela

IA & ArCh I.teCtu re eR/TONeL, SeoNy DOYBon * Provide technical guidance to less skilled \sod BamEs 4
developers « Keeping up wit

Technical Non-Technical

Wireframes ¢ A g i Ve n d eve I O p e r :ml ~ Strategic B My Responsibilities

» Translate business requirements, map the user flow and investigate the

Involvement as Buyer o A <
* Make changes to existing applications

H H h F d I .t P .t .t Low « Create new applications, user experiences and automate processes
I g = I e I y rO O ypeS Involvement as User + Define new or modify existing data structures, logic, rules and integratic
» Configure user access and policies for my apps

» Create test cases and validate the functionality of my code
* Help test, troubleshoot and ensure a smooth upgrade of the instance

( :O m p O n e n t now * Collaborate internally and with the developer community to find the be

© N o a bk~ W N

Component Dev: | want to see whether there's a performance impact from the code changes | checked in
QE: | see performance problems in checking this component and want to share with the developer

| want to see what's broken

I want to show my boss all the fixes/improvements




User Interviews

1. Goals & Analysis

® 2. User Research We Saw We Concluded
3. Design Goals
4. Tasks
. « Users want to focus on trends « No need to have users go through a component
5. Objects & Interactions over time (increasing is bad) chooser screen
6. IA & Architecture « Need to know what is out of « Could be a popup or other control
7 Wireframes bounds (establish the baseline) « Multi-metric graphs are fairly hard to scan as the
« Users seemed to specifically legend has to be referenced visually
8. High-Fidelity Prototypes want to focus on one metric, not o Users want to focus on a single metric
see all of them when the drilled « Letusers do a'close up' of a selected
in metric
« Users care more about the o Drilling down should be fluid
median data, rather than « Tab structure doesn't scale (and users mainly
individual runs (summary & care about median data)

progressive disclosure)




servicenow. N YIN=Yal Nal=Yaql=1s

® 2. User Research Raw numbers that Showing when See the flow of Find out if there are
. show how the components get information as the known problems with
3. DeSlgn Goals execution is performing rendered and how code executes and the the rendering and data
many times page renders trace as represented in
4. Tasks the component metrics
5. Objects & Interactions
6. 1A & Architecture
7. Wireframes
8. High-Fidelity Prototypes
e e
S Eroe
SEISMIC_COMPONENT_REMDERED encra-tnbas o
&:S&ZE:FM.B&H #rrilIvhedBuwp-107
SEISMIC_COMPONENT_REMDER_REQUESTED <NCw-10olin> =
S.F_IEMHI_[;]MPGNENT_PEI\JDEHED < -10oRin: L
S:EISMH:_D;]MPUNENT_THEE_FIENDEHED \-.no'n‘-ta.m:mn- |

4:55:29 PM.353 i dvhodBumwp- 107




servicenow.

© N o a bk~ W N

. Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

User Goals and Flows

User Goals
Understand whether Find problems within Find out if there are
there are legitimate the detailed traces of known problems with
performance the page building the execution trace of
deviations and which process the code as
commit is responsible represented in the
component metrics
Tasks

1. Get more information on the deviation

2. Trace the deviation to a particular commit

3. Understand the mechanics of the performance degradation

4. Understand what issues are present and what can be done for
performance




servicenow.

© N o a bk~ W N

. Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Competitive Analysis

) Richter < 7 e

Richter — faliad 0 s

° Morging s blocked
Merging coan e oeirformed » o' &Py »

SpeedCurve DebugBear Github

v @ conteucus-inmegration/jenkina/pr-merge - 1)




mahbagtad Design Nortnh Stars

1. Goals & Analysis

® 3. Design Goals The design supports Wisdom not data Use visual cognition to Create value by
the beginning stages of allow users to interpreting data,
4. Tasks root cause analysis Point to problem areas recognize out of summarizing
. . for the user and bounds conditions information, and
S. ObJeCtS & Interactions interpret them quickly recognizing patterns to
) deliver
6. |A & Architecture recommendations and
. best practices
7. Wireframes ’
8

« understanding, integrated,
actionable

f*) wisdom
given msght
he

* contextual, synthesized,

ecomes learnin
knowledge oy
&

;)n YEN MEeanng » useful, orgomsed,

MONES - . structured

ﬁ information
given context, . slgncls, know-
Decomes nothlng

data




servicenow.

1.
2.

Goals & Analysis

User Research

3. Design Goals
4. Tasks

5.
6
/
8

Objects & Interactions

. 1A & Architecture
. Wireframes

. High-Fidelity Prototypes

80/20 Rule

80

80% of the time should be spent
on the first page before
navigating

80% of the useful info should be
on the first page




servicenow.

1.
2.

© N o a bk~ O

Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Task Flows

Create test bed -runon a

Richter

Analyze testing

Contextualize: Identify

Commit component code |—jme- page — Run tests — (Notify author) — data/metrics —— trend up or down
(over 2-3 days)
Richter
Locate general source of Narrow down source of Analyze testing Determine if fix
trend impact impact Apply a fix g eI FESt data/metrics again addressed problem
Test Flow
Commit Run - Output




mahdatad [ ask Hierarchy

1. Goals & Analysis User Goals
« Understand whether there are

2. User Research performance deviations
3. Design Goals

Task 1

® 4. Tasks + Get more information on the deviation
5. Objects & Interactions
6. 1A & Architecture Task 2
« Trace the deviation to a particular commit

7. Wireframes
8. High-Fidelity Prototype

Task 4
« Understand what issues are present and
what can be done for optimization

Task 3
« Understand the mechanics of the
performance degradation

Task 3 below Task 4 for scalability reasons



System Concepts

1. Goals & Analysis

System Objects Categories Source
2. User Research
3. Design Goals -

Companent Runs Metrics IC{:;ZI R[:?'Itgee OS R:FEE:I Trace Waterfall Secreenshat Timeline
4. Tasks

® 5. Objects & Interactions e e
6. |A & Architecture arare
7. Wireframes Data
8. High-Fidelity Prototypes g e - B B
Track Master Aapostory Repostiery e

T Co it o EaFmit (AP calls)




servicenow.

1.
2.

o
® N o o A W

Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Object Hierarchy

Component

Commit

Metric

Metric

Median Run

Metric

Metric

Metric




servicenow.

1.
2.

o
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Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Proposed Interaction Model

View problem
snapshot/trend/metric —m
on dashboard

User commits, test runs, email is sent

Drill into details

+

View run details

——

Drill into requests




servicenow.

1.
2.

© N o a bk~ O

Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Navigation Improvements

Instead of

Chooser -a—» (Charts —-—p=

Do this

Main +
Details

l_?

Reports

Commit
details

-+—» Reports




servicenow.

1.
2.
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Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Page Level IA

Highlighted Metrics

Composite Plot

Selected Commit + Metadata

Run Metrics
Lighthouse Summary

Request Accordion

Y
Lighthouse Report

Custom Audit

Y
Custom Audit Report




servicenow. EISTEIRWIIE=liz1anl=

COMPOMENT CHOOSER ¥ TEST PROFILE CHDOSER v | [Master 1D]

1. Goals & AnaIySIS -Metric Selector Metric Selector Metric Selector Metric Selector » Users want to focus on trends
over time (increasing is bad)

2. User Research e 1 " "
) Composite Metric Plot - Runs » Need to know W atis out 0.

3. Design Goals aa © bounds (establish the baseline)
{,—,HI N "f—_-:l [_,- v W - I':“:I . <

A Tasks X ) ° 9 % G Users seemed to speaﬂcal!y

Contentful Paint want to focus on one metric, not

5. Objects & Interactions —— see all of them when the drilled
Median Run Data for 4/3/21 at 3:33 PM ,

6. IA & Architecture -

; « Users care more about the
: Metadata .
® 7. Wireframes — . \ median data, rather than

8. High-Fidelity Prototypes  erics individual runs (summary &
i _— — — — progressive disclosure)
] || [ [ | [ ]
I [ N [ | I
I [ | I | |
I | I | |
e — — — — Request Breakdown - Waterfall

Lighthouse Audits - Full Report

ALIDIT PRINTOUT ALIDIT PRINTOOUT

ALIDIT PRINTOUT ALIDIT PRINTCUT

AUDIT PRINTOUT ALIDIT PRINTOUT




Wireframes with visuals

. COMPOMENT CHOOSER TEST PROFILE CHOOSER v | [Master ID]
1. Goals & Analysis
2. User Research g, 9 + 2 7 .
3. Design Goals
4. Tasks
5. Objects & Interactions S S
: B '
6. IA & Architecture
® 7. Wireframes
8. High-Fidelity Prototypes
Commit #c9345c on Apr Sth
Pull Rt s — T Toun
Rxin Coung 5 B tair Chrcrrm [} W reows
apdudingdis 0N Mode Count
Lidrguit Tombimbiul Euily Bewrderdd
—_— ¥ibual Complete o
Eirss ingait Diliy M M N
il Cogd Covivdgl
Bumcils Sles Cachi His Aabs
Hindér Count
Bigis it Count




servicenow.

1.
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Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Wireframes with visuals

Mémsay Hidg
Eumlibrd Lavout
Shil Codd Covivdgi
Busclie Sies Cachi Hit Aol
Bender Count
Rigueis Couni

Request Timeline | Lighthouse Beport

1.2 | MH | 2% | 1%




servicenow. Finalized Figma Prototype

1 * Goals & AnaIySIS Component 2A03 v Test Profile Chooser * | [Master ID]
User ResearCh Metric Title Metric Title Metric Title Metric Title
Design Goals 3 + 2 2 2
MNov 15, 2020 L -2 (-25%) Nov 15, 2020 4 -2 [-25%) Nov 15, 2020 | -2 (-25%) Nov 15, 2020
g T, W \\f\.—_a— 1“_‘,1"—\..‘& \”\_r _“-_.f\_\_‘\
Tasks S SR O e NN e LS
Objects & Interactions Metric Graph .

|A & Architecture

Wireframes - /\/\//

© N o a bk~ W N

High-Fidelity Prototypes o ¢ 2021 2248

—_— R . A || —— e —
1.75 sec

Commit 9c9345c on Apr 5th

Component @devsnc/sn-layout Run Count 5 View Type Repeat Commit Test Profile 05 Windows
Pull Request My Request Test Test Profile Browser Chrome Executed At Repeat

R1 R2 R1 R2




servicenow.
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Goals & Analysis

User Research

Design Goals

Tasks

Objects & Interactions
|A & Architecture
Wireframes

High-Fidelity Prototypes

Finalized Figma Prototype

Commit 9¢9345c on Apr 5th

Component @devsnc/sn-layout Run Count 5 View Type Repeat Commit Test Profile OS Windows
Pull Request My Request Test Test Profile Browser Chrome Executed At Repeat
R1 R2 R1 R2

Speedindex 175 sec 2% 1% DOM Node Count 20
Largest Contentful Paint 15 sec 2% A% Fully Rendered 2 sec 2% A%
First Input Delay 200 ms 2% A% Visual Complete 80% 1.75 sec 2% A%
Cumulative Layout Shift 024 - 2% A% Memory Heap 1.2 MB 2% A%
Bundle Size 12 MB - . Code Coverage 80 %
Render Count 3 - - - Cache Hit Ratio 100 %
Request Count 12

Request Timeline Lighthouse Report

o © o © o

@ : B : @ : @ : @ : B : @ : @ : Bz
pe—— - - o] - o] - -] -] -] -] -] - ] - ] -

FCp - . ™ Lce




el ENgineering Specs

Page Level
1. Goals & Analysis Component 2403 - S e a. Show last component viewed upon page entry - save state sucl
HeweTe + HeteTite HetreTie HeteTite b. Show recently-used components in the list
2. User Research 3 Z 3 B 2.
Eia e UG ER NG ER UG 1. Component chooser - dropdown component that allows for k
. 2. Test Profile chooser - Select an available test profile
3. DeSIQn Goals e G v 3. Master branch ID, Branch Name, Commit ID?
' 4. Metric Chooser - use a carousel control if there are more thar
4. Tasks . a. Metric Tile control: Metric Name, latest value, directior
. M previous commit, trend line plotting all the individual da
5. ObjeCtS & Interactions — o] | — b. Selection: user clicks on one metric tile to update the m:
il L 1 i. Default is the leftmost metric (should be a compo
. e e single value)
6. IA& ArChIteCture 5. Graph - Dependent pane based on selected metric tile control
] Commit 9c9345c on AprSth a. Graph can be compound or single lined - for compound,
7. Wireframes Comporen: @devc/iot o Count 3 Viw Type Rapest Conmit Test rofe 05 Windows b. Rollover interaction: A dot or vertical set of dots shows t
B o S T i. Tooltip: The tooltip displayed will be of all the dat:
® 8 H|gh-F|de||ty Pro‘[o‘[ypes e oo . T c. Click interaction: User can click anywhere in a vertical lin
Largest Contentfl Pant 15 s 2% A% Fully Rendered 2 sec % ax i. The area immediately below the graph is depende
Fist it Duley W0 ms % Visal Compista S07% 179 sec 2% 6. Commit metadata - Show high-level metadata that describes
Cumulative Layout St 02 - % Memory Heap 12 M8 o ax . . . .
e oo e o o _ 7. Commit metrics - Show an exhaustive list of metric in a two-c
Render Count s - - : Cache Hit Rotio e . a. Layout of columns: Metric Name, value, unit, repeat 1 pe
Request Count o 8. Subtab mechanism - Request Timeline and Lighthouse Repor
9. Request Timeline
L s a. Screenshot sequence - mapped to each sequential time:
e T T = I P P P S S P P e b. Data/API request - plot these out as the requests were ri
L e e e == = e timeline, and later ones are added on top as a stack
| - e S e A e e S e i. Requests can cross timeslices
L LI ﬁ — _ c. Metric events - plot a metric when completion happens
V== — : | d. Interaction - user can click and hold to scroll the timeline
e.




ORACLE

Field Sales Proof of

Concept
for Sales Cloud

Project and Goal

One of the Sales Cloud projects | was tasked with by the VP
of Product Management was to design a proof of concept for
Sales Pipeline Management, but first | needed to understand
the user, the Field Sales Representative.

Activities

« Worked with PM and senior Oracle Field Sales Reps to
collect needs, tasks, questions, and scenarios

« Userresearch, concepting, wireframing

« Designed initial concepts

Outcomes

« Since we identified user needs beyond pipeline
management, | expanded the scope to include general
field sales use cases

« | was able to get buy-in from management that this was a
gap for Sales Cloud




1: Goals & Process

.

N O o B~ 0N

ORACLE’

User Interviews
Analysis
Problems
Architecture
Concepts

Qutcomes

Develop a UX concept around Field Sales

Need to uncover use cases centered around field sales

How do we get there?

#4: Beware the 5 Pipeline Killers

Once you start paying attention to the 3 metrics listed above, you'll start to notice that
some of the opportunities in your Pipeline are outliers, which can clog your Pipeline. To
maintain Pipeline integrity, you should remove these outliers from your Pipeline.

But how do you know which to purge? Watch out for these 5 signs of Pipeline Killers:

1. Age in Stage - Stalled deals convert at much lower rates than quickly progressing
ones. Look for opportunities in your Pipeline that have stayed in the same stage for as
long as your average Lost Deal and flag them as at-risk

2. Non-Linear Stage Leaps — The beauty of the Sales Pipeline is that it matches up
50 well with the buyer's journey. Therefore, if an opportunity goes through the Pipeline
haphazardly without a linear progression, it usually means that that opportunity is less
likely to convert

Raphael B%

“Gap between what they use and what
they’re supposed to use on Sales
Cloud”

« How do | get 10/20 to 30/40's?

Understand the
domain

Empathize with
the user

Problem Goals

Understand: Want to see my pig
{whether il make guota). Whic
are late? Surface activity of mys

with my pips
been done o changed

Dorlt have a feel for what's gaing an
ne; Need toknow what's

| Prioritize: Decide which Gpyg
work on and also plan out

Don't knaw what ta work on - where
should | focus my efforts? What are
steps?

‘Communicate: Send materid
assign tasks

Need to work quickly to get a deal
with eustomers and team members

Document: Update opportus
and easily communicate the|
L upwards

Hard to keep things up to date ‘

Develap: Find new opportus
prospeeting

111l

Have to keep my pipeline full

Articulate
Problems, Goals,
& Solutions

= WVISION, INC

@ Cloud Applications Solution 7
60

Al Activities Tasks Notes  Emails Calls  Stages
Follow-up Meeting with

B4 Customer Response

B3 Reply BB Repy

Scheduled Meeting with

Author a proof-
of-concept




ORACLE’

Research the Domain

J 1: Goals & Process
2: User Interviews
3. Analysis
4: Problems
5. Architecture
6. Concepts

/. Outcomes

Get to know the typical
concepts and problems in

this space.

#4: Beware the 5 Pipeline Killers

Once you start paying attention to the 3 metrics listed above, you'll start to notice that
some of the opportunities in your Pipeline are outliers, which can clog your Pipeline. To
maintain Pipeline integrity, you should remove these outliers from your Pipeline.

But how do you know which to purge? Watch out for these 5 signs of Pipeline Killers:

1. Age in Stage — Stalled deals convert at much lower rates than quickly progressing
ones. Look for opportunities in your Pipeline that have stayed in the same stage for as
long as your average Lost Deal and flag them as at-risk.

2. Non-Linear Stage Leaps — The beauty of the Sales Pipeline is that it matches up
so well with the buyer's journey. Therefore, if an opportunity goes through the Pipeline
haphazardly without a linear progression, it usually means that that opportunity is less
likely to convert.

3. Opportunity Size — An opportunity’s size dictates a lot about how it will act and how

—




ORACLE Field Sales Rep Interviews

1: Goals & Process

B 2: User Interviews

3. Analysis . Oracle field sales reps s o

: . . . etting a variety o
4 Problems interviewed on mU|TIp|e interviewees helps identify
5: Architecture occasions + iterations universal issues

6. Concepts

20 « CX, CRM space, Health,

: OQutcomes

Upmarket

« Tendto have less than 10
opportunities at a time that
they're working




ORACLE

Users, In Their Own Words....

1: Goals & Process
B 2: User Interviews

3. Analysis

4: Problems

5. Architecture

6. Concepts

/. Outcomes

Bill V

people.oracle.com/@b

CRM Application Sales Manager
#E Beachwood OH, US - 12:58 AM Thu

“Need a perspective on
what's going on with an
account”

Annie K

people.oracle.com/@a

Application Sales Manager
®E Atlanta GA, US - 1:00 AM Thu

“My contacts can't be visible
to my sales team (Inside Sales
reps) will pick up contact and
activity and start calling into
that account - throws a
wrench into that relationship!”

Cris P

people.oracle.com/@c

Application Sales Manager
®E Chicago IL, US - 12:07 AM Thu

What would make you 10x more effective?

"Text or instant thing on
phone that says ‘Do you
want document that?"”

| asked sales reps macro questions like: “What would make you 10x more effective?”

Thanks to using higher-level questions, we were able to identify unanticipated needs like

‘keep them from stealing my deals’




Sales Rep’s Own Questions

1: Goals & Process

(When your boss asks) “How are you getting
to your number this quarter?”

B 2: User Interviews

3. Analysis

4: Problems « “What are other deals, assets, purchases, or

, trouble tickets for this customer?”
5: Architecture

. “What do | do now that | found out a

6: Concepts o ) b
competitor is on this deal too?
/. Outcomes
« “How do | put together a Kill Sheet for a
particular com petitor?" Questions reveal needs as well as
set the context for how Field Sales
« “The customer’s CIO is outraged on a P1 reps operate.

issue open for an entire month”

- “Sales Manager needs you to bring in one or
two deals in the next few days to make the
team’s numbers this quarter”




ORACLE’

Field Sales Rep Persona

1: Goals & Process
B 2: User Interviews

3. Analysis

4: Problems

5. Architecture

6. Concepts

/. Outcomes

DANIEL RICHARDSON

Field Sales Rep

AGE: 41

LOCATION: San Francisco, CA
EXPERIENCE: 11 years

WORK PATTERN: Road Warrior

CEICE JEEERICI Daniel
Richardson

Break tasks into TYPICAL,

CRITICAL, and FOCAL types to
understand user needs

Prep for Client Meetings
Conduct Post-Meeting
Activities

Communicate w/Sales
Team and Management
Networking

Create proposals
Schedule meetings and
follow-ups

Meet with
stakeholders
Close Deals
Sign Contracts

Maintain
Customer
Relationships
Create trust
Help customer
define the
problem




ORACLE Eye-opening Findings

1: Goals & Process

2. User Interviews

A Our biggest competitor is Outlook

l 3. Analysis o _ _
4 Problems A Oracle isn’t even using its own software
5: Architecture * Outlook integration isn't set up
6. Concepts

A Several custom solutions have been made because the
software doesn't provide the necessary solutions

/. Outcomes

There were some surprising lessons-learned.




ORACLE’

Field Sales Journey

1:

Goals & Process

: User Interviews

Analysis

Problems

. Architecture
. Concepts

- Qutcomes

Marketing
Forwards

Sales Development Rep (SDR)

Conditions

Receive leads from
marketing platform,
events, etc.

Task

Basic data integrity
checks

Data

Unqualified Leads
from marketing
platform

Prospect
Lead

Inside Sales Rep (ISR)
Conditions
* Leads are assigned
Tasks
+ Initiate contact

+ Sales Development
Rep qualifies the
lead

Data
*+ Leadslist
Actions

« Communicate

Convert to
Oppty

Inside Sales Rep (ISR)
Tasks

or other method

* Qualified Leads are
converted to
Opportunities

+ Vet client using BANT E

Oppty
Assessed &

Researched

R) / Inside Sales Rep (ISR)

leld Sales presents

Customer assessed

* Ensure consistency: Opportunity

Contactinfo, «  Communications
communications trail, (documenting)
360 Events, all + Sales materials
continue in Oppty » Scorecard

+ If pipeline not :__ Pipeline state

sufficient, work on
prospecting )
2O0mmunicate

Data: Qualified leads .

Actions: Convert ’

Present
Forward

Progress sales
stages

‘I‘
iy

AT Al

LL

Field (FSR) / Inside Sales Rep (ISR)
Tasks
+ Use CPQ system

* Presentquote to
customer

Data
*  Opportunity
*  Products/Quote

Actions
* Add products
* Generate quote
*  Update quote
*  Communicate quote

Whichlead is hotter?
Which one is more
complete?

Which one represents
more interest?

Now that I've converted:
Which one had more
engagement?

Which one is more
important?

Why would you work
one over the other?

What should | do right
now?

Which one has the
best ROI?

How much effort
should | put into this?
What are the last, next
things going on with
this?

How much is my
compensation?

A journeymap helped to visualize all
the steps in the Field Sales process

Finish Deal

(Decision)

Field (FSR) / Inside Sales Rep (ISR)
Tasks

*+ Work Deal

+ Visit customer

» Get decision-maker
signoff

Data
*  Opportunity
«  Communications

Actions
»  Communicate
*»  Meet w/Customer

* Progresssales
stages

Field (FSR) / Inside Sales Rep (ISR)
Task
+ Close deal
Data
*  Opportunity

Actions
* Closedeal

by persona.




ORACLE’

Problems and Goals for an FSR

1: Goals & Process
2: User Interviews
3. Analysis

l 4: Problems
5. Architecture
6. Concepts

/. Outcomes

Main Problems

Don’t have a feel for what's going on
with my pipeline; Need to know what’s
been done or changed

Don't know what to work on - where
should | focus my efforts? What are next
steps?

Need to work quickly to get a deal
with customers and team members

Hard to keep things up to date

Have to keep my pipeline full

11111

Goals

Understand: Want to see my pipeline health stats
(whether I'll make quota). Which opportunities
are late? Surface activity of myself and team...

Prioritize: Decide which Opportunities to
work on and also plan out my
time/activities

Communicate: Send materials, follow-up,
assign tasks

Document: Update opportunities quickly
and easily communicate their status
upwards

Develop: Find new opportunities by
prospecting

Understand 0
Prioritize g
e

9
e




ORACLE Key insight: There’s a Progression to This

1: Goals & Process

2: User Interviews / \

3. Analysis
Analyze Decide Act Record Refill
4: Problems
. Understand B | Prioritize B)  Communicate B | Document 0> Develop
B 5: Architecture
6. Concepts n g g a B
* Whatis the state of * What'’s scheduled next? * What does the customer * What were the decisions * Whatleads are therein a
7 Outcomes things? * Where should | spend my need? and outcomes of current contact or
: * What does the data say? effort? * What do team members customer contacts? account?
* Where has activity * What’s my expected need to know? * How has the opportunity * What areas is a non-
happened? compensation? * What materials should be changed based on events customer interested in?
* What has customer * Who should | follow-up sent? * What does management What initiatives do they
done? with? want to know about the have planned?
* What has the team * What Opportunities need business case or the
done? attention? status of this

opportunity?

Daily

Another key insight: The goals fit together in a coherent

process flow.




ORACLE Solutions articulate tasks and data

1: Goals & Process

2: User Interviews Goal Solutions

3. Analysis Tasks Data

KPI’s, Stats, Visualizations, and Timeline
Compare Oppty vs. Avg. Won Deal or Avg. Win sales cycle;
Timeline (Macro), my/team activitiesto date, updatesto
contacts and accounts (Micro)

Browse the data; Monitor the state

4: Problems Understand .
of contacts, accounts, team activities

l 5: Architecture

Look at compensation, and the most promising W2 compensation per deal, (win % x deal

6 Concep’[S Prioritize Opportunities; Figure out my next steps, and what needs to size); Recommendations, Day/Quarter
) be done desired activities, follow-ups, tasks
7: Outcomes . .
. . . Task content, sales materials, meeting
Communicate Send materials, follow-up, assign tasks

agendas

Call Logs, Meeting summaries,
Scorecards, Actions to Close

Post-meeting data entry, build biz case for
mgmt.

NNVIIV IV
NV NV NN

Get leads from contacts, keep up-to-date with

Develop potential customers, look at leads per account

By pairing goals with solutions, tasks and

data objects can be identified that users
will need




ORACLE Pairing Goals and Use Cases

1: Goals & Process
2: User Interviews
Goals Use cases Pages
3. Analysis
1. Things in Condition RED (top priority) p _
4: Problems Understand et lustheppenederameiny
. : 2. Prioritize: What should | work on?
I =) ArCh Itecture Need: Best bang for the buck : @
Prioritize
6' Concepts 3. Plan my Day / Tomorrow

What are my tasks and appointments today? ' Page entities emerge through
/: Outcomes grouping the appropriate use

cases

Communicate 4. Prep for specific customers (research account?)

5. Update an opportunity .
< Details
Document
6. Close that deal ¥
Develop
7. Develop leads — Get work “ ‘ Pipe | i ne ‘




ORACLE Page Rationales

1: Goals & Process

2: User Interviews Home Page Pipeline (Kanban) Detailed Opportunity

3 = WVISON,INC , = VISION, INC = WVISION, INC

Analysis S

My Opportunities  Tasks and | : jAleris@ My Previous A Cloud Applications Solution e 60%

} v
e . goo Commission ¢
. v v A
ro e m S a: D & My Quota $1.2 22) Closed $344,000 To Ge Deals Likely (70%+) Al Activ Notes Emails  Calils  Stages - Ranked 5t
. . e R ——— + Ranked 6tl
o . . . Frank Tests 3 Contacts i .
g@ Cloud Applications Solution  idgeces  smmiemses  60% A $800k 1- Opportunity 2- Discovery 3- Building 12 ¥ Scheduled Task Need to followup with customer
Y 1t -
. . Last Step (10 days ago) Next Step ( 8 days} Today sStage 1 - Opportunity (2/3)
: rC I'teC't u re (% F:hmicuyl mF.M-(' 6/62:43 pm v i:-’:p;;:k»;u—m..;-hy.h\,250\ 1= Cloud Applications Solution Cloud Applications Solution Cloud Quotes
P | C : 1,50¢ 6@ : 1 1,50 N el T aleriale ke cotamen
E3 Scheckie ~ sdule Follow-up meeting o
Cloud Applications Solution th Cloud Applications Solution Cloud A F 1 Juestionnair ;'.n : !
6. Concepts 10 5 s 5
o 48 Contactod  §/11 2-0pp..517 HiJohn 646 Scheduld 8712 Nosd 1o stat cn Proposal 7725 Schecle Follow-u ) . ) . ) A &
¢ © & 88 . A - & 21,50 i ! i :
1 16 San ] T - A L

W W m Y
7t Cloud Applications Solution g™ Cloud ' o

7: Outcomes Hee Soire et foew B [ = . : E | -

. ¢, Initial Contact with Fra
Appointments Tasks .

Cloud Applications Solution
. A  Stage 1 - Discovery (March 30) All items closed

My Comp w2 income: $800K x 3% = $24k + Ranked 6th for compansation - Ranked 5th on Win Gandidate list

- | Gets user up to speed quickly,
5 8k $800k highlights next steps, helps them
: prioritize working on it




ORACLE New Home Page Concept

= VISION, INC
1: Goals & Process

HOW am I dOing? My Quota Total Deals Alerts
. . My Quota $1,250,000 (Q2) y’—\%‘ 'ﬁ'ﬁ-‘n‘ - i i A
2. User InterV|eWS C!:;&r:zi £244.000 (6 doal b G0 Stk Gon p ‘ ‘%;\ i 6,,\\:\ Opportunity XYZ Corp is overdue
Deals Likelv (70 578 00C / W'?\ / \3} *  Opportunity ABC has not been touched in 2 weeks
eals Likely 0% +) 6/8.000 (34 davs left
S i / 8 m 15 tasks are overdue View

3. AnaIySIS Gap $228,000 Total Deals $1,554,000 &1 550000 &7/ 554,000

4. PrOblemS Favorites 60% and above 30-407 Less than 30" Prospecting Recent v My Lists Pipeline Search
1'>‘= Cloud Applications Solution Cloud Applications Solution Cloud Applications Solution Cloud Applications Solution 8”" Cloud Applications Solution

5: Architecture b e R e o [ Bl O L R e ] 2 R FREEa .
! 521,500 ¥ p2 1,000 Eo ¥ ! 221,500 -{: ¥ ! Y v21,000 E@:

'Q

I 6: Concepts - . . . Frank Tester 3 Contacts ]
60 @ CIOUd Appllcatlons SO|Utlon Indigo Corp 6 Team Members 60% _‘ $8OOK

/. Outcomes

Last Step (10 days ago) Next Step ( 8 days) Stage 3 - Building Vision

g Phone Call to Frank T. 6/6 2:13 pm J Schedule Follow-up by July 25th -
Got ahold of Frank, we had a good with Frank T. ' Contact customer
] on. | w ble tc ] Schedule Follow-up meeting
Fill out stage questionnaire

Schedule Actions to Close

Everything to get up to speed

on this opportunity can be
seen in seconds

Opportunity Activity

4/8 Contacted 5/11 2-Opp...5/17 Hi John 6/6 Scheduled Meeting 6/12 Need to start on Proposal 7/25 Schedule Follow-up
. e A == A A v <

R/IR Eallawi_iin RMHA Qant AN 2_RuildinA \ficinn Tnrav AR/1 2 \arifir Qrnna with Crlietnmar




ORACLE’

Pipeline Dashboard Wireframe

1: Goals & Process
2: User Interviews
3. Analysis
4: Problems
5. Architecture

J 6: Concepts

/. Outcomes

Pipeline (Kanban) Dashboard

-
Contextualize
= VISION, INC
My Opportunities Task I Reminde Al 1] v 3 Activ ; ales Mate
Understand
- Stages View ~ Kanban Format
My Quota ‘ Closed 5344,000 To Go Deals Lil t) Gap $228,000 Total Deals uarter v
1 pportunity 2 iscovery 3- Presentatio it £ egotiation Close

Applications Solut

lications Solution
Cloud Ap 1 Cloud Applications Solution
T
b 2 i Develop i i
th Cloud Applications Solution
Prioritize 4
21 ]

Notice the mapping of goals to the
page design. We see that those goals
are being supported through design
elements.




ORACLE Oppty Details Concept 1: Timeline

= VISION, INC
1: Goals & Process

@ Cloud Applications Solution E 650-089-0090

Sr. Purchasing Director ftester@indigo.com

2. User Interviews

Indigo Corp.
Chicago, IL
s We can talk to John Kayser about the new quote and the proposal 5/12 )
Hover to show more.. Status Open

3. Analysis

. . . F— . .
A ) ype anything to start an activity, we’ll figure out what kind it is...

A 60%. $800k
4: Problems T

Junei12 |V Scheduled Task Need to start on proposal My Comp W2 income: $800k x 3% = $24k

. * Ranked 5th on Win Candidate list
5: ArCh |teCtu re Stage 3 - Building Vision 2 of 3 Items still open [ RN + Ranked 6th for compensation
N\ $169k Total
I 6 . C O n Ce p-tS June 11 My Tasks and Appointments Commissions H
’ Today Check with team on final product list V e

Bring in Chuck to help with closing pitch I 02

7- O UtCO mes Stage 3 Tasks Recommended Docs deione i VDT fAk

Contact customer

Schedule Follow-up meeting SR s ol e
Fill out stage questionnaire 2 Altachments
Recommendations
Address the competitive threat Deals with this primary competitor People aM Contacts (4)
have a low win rate o Team (2)
3 Touches: Winning opportunities usually have at least 8 touches ~
ad Deal Registrations (1)
M Leads (1) 6/11
June 6 (&, Scheduled Meeting with Frank T. Was able to call Frank, and get his Partners (1)
availability for the next steps coming up. 4:55 PM :

May 17 D4 Customer Response Hi John, | did get your materials that you sent
on May 16th. They look good, | just have a question. 3:44 PM

May 16 D41 Sent Materials to Frank T. Hi Frank, I’'m forwarding you some of our
promotional literature. Enclosed you will find all of the items that we
were talking about 1:05 PM

May 5 &,  Change Stage to 3 - Building Vision
| . . .
Stage 2 - Discovery (April 1 to May 5) All items closed A tlmellne e.ffeCtlver handles a Iarge
, | . , L _ set of data in an ordered structure.
April 18 (&, | Sent Materials to Frank T. Hi Frank, I’'m forwarding you some of our

promotional literature. Enclosed you will find all of the items that we were
talking about 1:05 Pm




ORACLE Oppty Details Concept 2: Grid Version

= VISION, INC

1: Goals & Process

2: User |n1:el‘VieWS = ClOUd Applications Next Step (within 8 Last Step (10 days ago) Stats

days) . W2income: $800k x 3%
@®» Solution v (5 = 824k
3 An a | S | S - Ranked 5th on Win
o y Candidate list
Frank Tester 650-989-0090 Schedule FO”OW-Up by Phone Call to Frank T. *  Ranked 6th for
N D b S i o ot BINdIGs Com July 25th with Frank T. 6/6 2:13 pm compensation

4: PrObleI I IS IljdiQO Corp. T $169K Total
des o o T 210 AU TANRWe e tia Commissions I
O O S LV $145k +24k
tus Open Notes
Quota

5: Architecture m vsion orthesolaon. | G

‘ 609%. $800k $1.4M QTD +800k To go: $1.6M

I ) p S A A . Develo
Stage 3 - Building Vision 1 Tasks and Appointments Recommendations
== I 1
7. O utCOI I leS : July 2¢ v Schedule Follow-up Meeting Address the
. 2 of 3 Items still open . R
2 ni ) ( 1aVv
v Contact customer e 4 v Scheduled Task Verify scope with Nin T
TN LA customer
Schedule Follow-up meeting
Fill out stage questionnaire june 12 Scheduled Task Need to start on 3 Touches: Winning opportunities usually
REcoriendsd Docs proposal - have at least 8 touches
lecommenc Docs
Timeline People
& Scheduled Meeting with Frank T. Was able to call Frank, and get his availability for o or
the next steps °
Communicate A8 DealNogist :
B4 Customer Response Hi John, | did get your materials i
They look good, | just have a question 0 Partners (1)
X Stent‘Mat(‘srlalvs to Frank T,‘ 1 ']‘ '.‘:‘ K , forw ng you some of out ‘:w"w';r;i ona Notlce the goal mapplng here as We".
literature. Enclosed you will find all of the items that we were talking about 1
May 5 &, Follow-up with Frank T. Called Frank and he agreed to review some of our sale

April 8 & it #dh Frank T. Contacted Frank Targile, he's got a project that’s Quotes
6/12 21 Revenue lines 5 Attachments




ORACLE Oppty Details Concept 3: Guided

. = VISION, INC
1: Goals & Process
2 User Interviews Cloud Applications Solution $800k LM 60% Stage3
) ( i . . [ I i —
‘60 Frank Tester 650-989-0090 Indigo Corp. Software Services Status Open
. Sr. Purchasing Director ftester@indigo.com Chicago, IL
3. Analysis
4 Problems 1) Where It’s At Last Step (10 days ago) Notes
Phone Call to Frank T. 6/6 2:13 pm We can talk to John Kayser about the new quote... 5/12
. . Got ahold of Frank, we had a good conversation. | was Think we’'ll need to move the date of the closing d... 6/13
5. ArCh |teCtU re Q able to get him to buy into my vision for the solution...
J 6: Concepts __
(2) What To Do Next Step (within 8 days) Tasks and Appointments Stage 3 - Building Vision
/. Outcomes ALy v Schedule Follow-up by July11 & Meeting with VP 2 of 3 Items still open
’ ’ July 25th with Frank T. | Purchasing c .
. ontact customer
June 13 (' Schcdulled Task Verify W, ) ]
scope with customer ¥ Schedule Follow-up meeting
| + Fill out stage questionnaire
June12 (¥ ;‘;:fg:'gggg::l Need to Recommended Docs
(3) What Will Seal Things to Address How Many Touches
the Deal . _ _ . -
Address the competitive threat Deals with this . 3 Touches: Winning opportunities us
$ primary competitor have a low win rate at least 8 touches
The Guided concept is
prescriptive and chunks the
S T People data model into a scannable
(4) What Else to + W2income: $800k x 3% = $24k 6/12 21 Revenue lines 5 Attachments & Contacts (4) set of ordered sections.
Know - Ranked 5th on Win Candidate list * Router 3827 2 & Team @)
2 + Ranked 6th for compensation ; ‘ @ Deal Registrations (1
- $169k Total l o .
Cammiccinne I . e -




ORACLE Outcomes

1: Goals & Process

2: User Interviews Home Page Pipeline (Kanban) Detailed Opportunity

3. Analysis oo st L — = VISION, INC SO
y f N\ L 9 Cloud Applications Solution &
4: Problems - - | R e
. Q 1 1 Oy tunity 3. Discovery - ——
5: Architecture P o L o | »
6. Concepts 10 '""'
l 7: Outcomes ’ =

The POC effort helped convince Oracle’s UX leadership
that Field Sales and Pipeline management use cases
needed to be addressed by our Sales Cloud product.




Badgeville

The Behavior Platform

Badgeville Platform
Redesign

About the Company

Badgeville was an enterprise gamification startup dedicated to
helping other companies leverage game mechanics to incentivize
user behaviors.

Project and Goal

| left Apple to start a UX practice at Badgeville, reporting to the VP
of Product Management. The founder and CEO tasked me with
leading a ‘radical revision’ to the level of usability of the product
which had not had formal UX design practices applied.

Activities

« UX design practices: user research, task flows, wireframes

« Worked extensively with customers to collect needs, tasks,
and other inputs

* Redesigned the platform
« Created a new VX design language

« Worked with PMs and Engineers to get the new designs
implemented




Badgeville Goal: ‘Radically improve’ the usability of the platform

The Behavior Platform

: Problem & Process

: Domain How do we get there?

- Personas

- O OV O N o g b WN =2

: Task Flows
: Objects & System

Achieve s Showcase @Bﬂdge"i“e Rersons Initiate Name

E'“"Y Hslmg & . Business Manager (High): Jothua Aziz Command program Badgevi"e
o ) Suooorw

: Navigation and |1A 56 o

12 oW

: Proposal

- Wireframes

. . . — Configure
: High Fidelity Mocks : =
. Patterns

a

— )

: Outcomes and Impact Understand the domain | Empathize with the user | Map key user flows Propose new UX

system




Badgeyville Primary goals for the redesign project

| 1:Problem & Process
2: Domain
3: bersonas  Increase self-service in the product
4: Task Flows
5: Objects & System * Lower campaign producer and support costs
6: Proposal » Re-orient the product from a primarily developer platform
7: Navigation and IA to a campaign design & management one.
8: Wireframes
9: High Fidelity Mocks * Reduce the implementation time by lowering the learning
10: Patterns curve
11: Outcomes and Impact :
P « Create more customer success stories




Badgeyville

— )

- O O O N o U A WN =

The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and |1A

: Wireframes

: High Fidelity Mocks

. Patterns
: Outcomes and Impact

Platform Game Mechanics

Visits Mission

vt Uobd v i 00 50 COMOMLE Tam vdassin!

4 N A
OO .
\_\ & -/ i

Fost Wt Secona Van

Core

Wiuts e

Behaviors score points

Non-repeatable Missions set goals
Collect Badges

L

Levels

Achlevements Showcase

Emily Hsiung
Loww' J Suegorm

l 58 o
12 wnoen

@ \Qﬁaaaa

- JBadgeville]

Complete!

You've made llol.adl.&.ppod-

609
ALA

I

e
=
@

o

Lavstuh! Informat 5
(infonmation Systams)
Prof. Dr. M. Ak
7

Game Elements Pyramid for
Gamification

Basad on Kevin Werbach's Gamifcation Coursa, 2014 (See the “Gamification Handouf)
Dynamics Emotions,
Big-picture aspects; Constraints,
“grammar’ Narrative,
Progression,
Relationships, ...
Mechanics Challenges, Chance,
Processes that drive Competition, Cooperation,
action forward: Feedback, Resource Acquisition
“verbs Rewards, Transactions, Tums
Win States, .
Achievements, Avatars, Badges, Boss Fights,
Spegf;'r&:t?:;:ns of Collections, Combat. Content Unlocking,
mechanics and dynamics; Gifting (Charity), Leaderboards, Levels, Points,
“nouns” Quests, Social Graph, Teams, Virtual Goods, ...




Badgeyille Competitive Analysis

Bunchball Nitro

Gamification Console Close x

.
. D O m a I n Logged in as jivedsmo’ 14 @bunchball com

: Problem & Process

- 0OV XN UE®WN 2

Are there competitors in
this space?

- Personas e

Site Administration

- Task Flows

Name: jivedemo114

: O bj eCtS & Sy S-te m API Key: 300eac3fObed40f5af3676heed 6551dT

AP| Secret: 68ddB7fcB16d469bad717cB51248e53

Are they doing something
interesting?

How are they solving the
same problems?

: Proposal Subdomain: jivedemo114
: NaVigation and IA Userlink Url:

Example: hitp:iwww.bunchball.com/index. php?user={userid}

What can | steal?

User Filter Prefix:

- Wireframes
: High Fidelity Mocks
. Patterns

Analytics Usernameas starting with this prefix will be filtered out of all leaderboards, news feeds, stc...

Multiple prefixes can be specified separated by commas

Gigya

Plugins Gigya support Gigya admn  Support Documentation

— )

: Outcomes and Impact

Overview Game Mechanics
New Users =
Range Start Date End Date Context ID Challenges

- e = . 3 == e
New Users by Provide Last 7 days | 111272011 =3 1872011 == All A
lew r rovider 3 ays (v | =4 1118720 3 l bd Jl A4
Logged-in Users

gg ers Refresh Data Clear

Logged-in Users by Provider
Demographics Top Actions * dh = Daily Users by Challenge < dhE

Key Influencers (iRank R
Syndication e .




Badgeville Customer Personas and Org Structure

1: Problem & Process
2: Domain
[ N
B 3:Personas | |
Ch[')e;b'\gmgé&‘;‘;e“ After working with the VP
4: Task Flows of Account Management
5: Objects & System and identifying key
i ! personas, | then built an
6: Proposal ) org structure to see the
7. N : ; d |A Business Manager: F. VP of Engineering relatlonshlps between
: Navigation an Joshua Aziz N Bill Johnson personas.
8: Wireframes )
9: High Fidelity Mocks [ N
10: Patterns 8 oo okt
11: Outcomes and Impact
® J @
Developer: o Support:
Tim Oommen Francine Norman

& [ N
51‘3 End User: O
Dy

Billie Wilson




Badgeyville

— )

- O OV O N o g b WN =2

The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and 1A

: Wireframes

: High Fidelity Mocks

. Patterns

: Outcomes and Impact

Persona-driven Scenarios

Chief Marketing Officer: Deborah Skyles

« Deborah wants her product or social platform manager to develop a gamification
strategy and to get up and running quickly. She needs her product manager to report
to her often about effectiveness and ROI.

Business Manager: Joshua Aziz

» Joshua needs a new campaign for Jillian Mlchaels site. They want to increase
retention and need to create a new Sitguiasil

. T Developing scenarios alongside
Developer: Tim Gommen the identified personas helps

 Tim getS tasked with making sure tha contextualize the usage of your red in
the BV console. He needs to have the product. Web
pages.

Support: Francine Norman

« A customer calls with questions about where their badge went. It turns out that the
badge was taken away when a mission was repeated. Francine files a support ticket
with Badgeville about the issue.

End User: Billie Jo Wilson

« Billie Jo knows is proud of her Super Shopper badge but it disappeared one day.
Feeling annoyed, she called up customer support to ask for it back.




Badgeyville

The Behavior Platform

Developing Persona Templates

1: Problem & Process
2: Domain
3: Personas
4: Task Flows
5: Objects & System
6: Proposal
7. Navigation and IA
8: Wireframes

9: High Fidelity Mocks
10: Patterns
11: Outcomes and Impact

@ Badgeville‘ Persona

Goals

* ‘Wants fo assess ROl of Badgeville
= Fuel engagement on his product

Business Manager (High): Joshua Aziz

Tagline
* Product Manager at Everyday Health
* Role with Badgeville: Program Design

Background

= Age: 29

* Education: Business

*  Level of Computer Expertise: Med.

Functions

*  Business Crwmer

*  Day to Day project maonagement
* Al aspects of Product design for

Frustrations and Pain Points

=  BY Admin Console is hard to leamn

* Lots of training is invalved in lzarning
the system

» Cannot find information when he
needs it

integrating BY
*  Signs off on the design

Narrative

Jashua logs into the Admin Console to check on the implementation progress. There
has been a beta already and several employees have signed up as beta vsers. The
Analytics module is providing some initial data on the rewards and behaviors thot
have been captured by the platform.

Role Description

* Manages the business, produd side
and some marketing fosks

* Designs the integration strategy

* Have to have data

= Signs off on the design

Product Areas
Analyze + Configure = Manage

Skills
- Technical Skill le s ®10
+  Gamification 1 'o 10

It helped to have real

users to build
Personas around




Badgeyville

The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

- O O O N o U A WN =

: Objects & System

: Proposal

: Navigation and |1A

: Wireframes

: High Fidelity Mocks
. Patterns

— )

: Outcomes and Impact

1. Desigh Game

1. Create Program

Initiate command

Name program

Choose scenario

Choose goal(s)

Review template and add/subtract from list of Tools
Add existing component instances

Configure Tools

Save

LU S e

. Copy code
10. Copy widgets

2. Monitor Program

1. Goto program or to dashboard
2. View the desired set of reports
3. Click on a report to go to full page

3. Manage Players

1. View Profile Information

Adjust player points, badges, rewards
Manage teams player is on

Examine player graph

View Player Activities

N o n oo

. View Team

View Team lineup
Edit Team info
Assign rewards
Assign Points

View Team Activities

S0 T oW

Examine Team Graph

Core User Task Flows

c. Configure levels
1. Set specific behaviors for levels (or all)
2. Set count thresholds for levels

4.2 Create Behaviors (optional)
1. Name behavior

Add metadata

Select primary metadata pair

Add Points - Optional

Add/Create Point Systems (w/value) - Optional
6. Add scheduling & Timed reset - Optional

4.3 Create Leaderboard

1. Select Type (Behavior-create points
schedule/Reward/Player/Team/Virtual Team)

2. Select behaviors, and units/metadata (if appropriate)

o W N

3. Filter teams (if appropriate)

4.4 Create Mission
1. Select Mission type (random or progressive)

2. Select if this is a ‘Levels Mission’ (if progressive)
3. Add Rewards

4.5 Create Reward

1. Select Player or Team reward
Add image
Add Points
Add/Create Point Systems (w/value) - Optional
Add scheduling & Timed reset — Optional
Select/Add Category Value (metadata)

N o AN

Value(s) (metadata)

4.6 Create Contest
1. Select Leaderboard
2. Make Active

Trigger: Behavior/Social Behavior, X times, Category and



Badgeyville

The Behavior Platform’

Core User Task Groupings

1: Problem & Process
2: Domain
3: Personas
4: Task Flows
5: Objects & System
6: Proposal
7. Navigation and IA
8: Wireframes
9: High Fidelity Mocks
10: Patterns
11: Outcomes and Impact

Design a
game

Create/manage programs

Set up the design

Analyze
Behaviors

Monitor
Progress

Manage
MEWES
and Teams

Monitor

Performance

Reports

Set up

Networks
and Sites

Let a business manager persona
take over step #1 by making
games much easier to configure.
Tasks #2-5 can be accomplished
by a campaign manager and #6
by an admin or developer.




Badgeville Core User Task Flows

1.Design Game

A. Create Program

: Problem & Process

6. Add existing component instances

: Domain

Choose goal(s)
Review template and add/subtract from list of Tools

1. Initiate command
. P 2. Name program 7. Configure Tools
ersonas 3. Choose scenario 8. Save
4. 9. Copy code
5.

- Task Flows 10. Copy widgets

: Objects & System

. Proposal Initiate Name Choose Choose Review Add
command program scenario goal(s) template +/- existing

. H H f list of

: Navigation and 1A Tools component

N ERES

- Wireframes
: High Fidelity Mocks

Configure Copy
. Pa'[’[el’ns Tools widgets

: Outcomes and Impact

- O O O N o U A WN =

— )

2. Monitor

1. Go to program or to dashboard
2. View the desired set of reports
3. Click on a report to go to full page

Go to View Full Page
Program/ Report Set Individual
Dashboard Report




Badgeyille Badgeville Usage Stats

1: Problem & Process

2: Domain

Site Simple Be Advanced Levels Rewards Advanced Missions T

3: Personas |Baseline Configuration (baseline.hsn.net) 0 1 1 1 1 1

) Basic (basic.api.com) 0 1 1 0 1 1

4: Task Flows :EeatThE GMAT (www.beatthegmat.com) 0 1 0 0 1 0

I 5: Objects & System |Bedsider Production (bedsider.org) 0 1 1 0 1 1

Best Life (www.thebestlife.com) 0 1 1 1 1 1

6: Proposal :Eeynnd the Guide (beyondtheguide.com) 1 0 1 1 0 1

7- Navigation and IA |Bill Hennessy Test (hennessygrp.com) 0 1 1 1 1 1

|Binekarac SilentMode (binekarac.vw.com.tr) 1 1 1 0 1 1

8: Wireframes |BlackBook Production Site (blackbookmag.com) 1 0 1 1 0 0

. . . BradsDeals (bradsdeals.com) 1 1 1 1 1 1

9: ngh Flde“ty Mocks :Buddy’ Press KidzVuz (kidzvuz.com) 1 1 1 1 1 1

10: Patterns |Buzznet (buzznet.com) 1 1 0 1 1 1

|C3 (c3.comy) 0 1 1 1 1 1

11: Outcomes and Impact T TTTTTTTTTT T coTTTTTT T

Pulling data from the system tells us what's being used (or not)

| also worked with internal teams to get insight into customer support issues




Badgeyville

The Behavior Platform

Conceptual-mapping of Object Relationships

1: Problem & Process
2: Domain
3. Personas
4: Task Flows
| 5: Objects & System

6: Proposal
7. Navigation and |A
8: Wireframes
9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Simple
Unit

. Behaviors
Verb | Advanced

[ Reward

Behavior

Condition

System Objects

Missions

p— Missions
Missions

‘ Items

Advanced Reward

Unit
Units

{pseudo-object) Verb
{pseudo-ohject) -
[pseudo-ohject) -

Team

Entity Type

Admin Console

System Meta-Cbjects

Enterprise Site

Virtual Team
Type Team

Player

Advanced Type
[Verh

e unit

Units/Metadata

Behavior

Advanced Reward

Reward (All)

Reward

Behaviar




Badgeville Mapping out Objects and Data Flows

1: Problem & Process

2: Domain TRACKING THE FLOW OF VERBS AND POINTS
3: Personas THROUGH THE BADGEVILLE SYSTEM
4: Task Flows
| 5: Objects & System External Action [ ]
6: Proposal

7. Navigation and IA
8: Wireframes
9: High Fidelity Mocks

10: Patterns ,
Analyzing how the system works
11: Outcomes and Impact [ i i reveals a hidden truth:

It's the verbs that underlie the

lr working of major system objects
I

| Level




Badgeyville

The Behavior Platform

Simplify and Consolidate

1: Problem & Process Treat all 3 types of behaviors consistently as a
2- Domain smgula bject{Just Behav(mrs}
3 Personas ‘ehavior Behaviors There were a lot of opportunities to
' . simplify the representation of the
4- Task Flows Treat. Achleue_ments and Advanced Rewards system for users.
consistently (just Rewards)
5: Objects & System — ) Further, | proposetli new Ul ,
ol Reward = Rewards | concepts such as ‘Programs’ that
6: Proposal would make it easier to structure
. . Deprecate Levels in lieu of a Mission type that campaigns as well as share and
/: Navigation and IA accomplishes the same goal. reuse game objects.
. ; Type of progressive
8: Wireframes Level = @ mission (Level-type)
0: High Fidelity Mocks Deprecate Tags in favor of a single Metadata
library (use Keys only in place of Tags)
10: Patterns Replaced b
= @ Métadata key
11: Outcomes and Impact _
Create new object: Programs
[ Program* (new) dmin Roles
Architect the product so that programs can
share and reuse common system objects
o ]
Pissions — bdissions —_— Missions Business/Dev Roles




Badgeville. Improved Navigational Model

: Problem & Process

: Domain
deme
. Personas :j/;es\:]/bv;/:f;sgomgon in your

: TaSk FIOWS Programs «

Create and manage your programs

: Objects & System

Some sort of explanation here standard

Program 1
Maybe do a mapping of all objects to the nav?

: Proposal

Program 2

: Navigation and |1A —

- Wi Tools Lib
ereframes C:n?rasl Iolca:iit}z;fyour 4 N [ N g D\
. . . program tools
: High Fidelity Mocks
Behavior List
: Patterns Mean?gvelzzallasnd incoming

A new information
architecture supported the

core user needs more simply
and directly than before.

behaviors for your programs

- O O O N o U A WN =

— )

: Outcomes and Impact

Players
Manage players and Teams

Reports
View the performance of your
network

Setup »
Manage networks and sites and system
settings




Badgeyville
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The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and 1A

: Wireframes

: High Fidelity Mocks
. Patterns

: Outcomes and Impact

Create a Simple Object

Create a Program

A Track?2

A Mission 1

Mission 5 -
Mission 5 -
Mission 5 -
Mission 5 -

Mission 5 -

Create a new Reward

Detailed =

Behavior Count

Read « 5 + V Add Context V

Points

12 Credit: Player «

Reward Hint

Reward Message

Reward Image O

| proposed using advanced
interactions like direct

manipulation to make the
configuration experience
easier and more natural.




Badgeyville

The Behavior Platform

Simplitying Complex Objects

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and |1A

: Wireframes

: High Fidelity Mocks
. Patterns

2 O VO O N O U~ WN =

— )

: Outcomes and Impact

Create Advanced Reward

Definition — Define your Reward by naming it and select its type

O Active January 21,2013 [i] 3:00 PM + to January 23,2013 [i] 12:00 PM ~

Triggers — First select an Action to count, set the count threshold, and then set the criteria by entering categories and values.

Scannable
structure

User Action Count Chosen Criteria (each action must meet ALL criteria)
Read + 5 X
Category | = One Value
+
+
+ Add Rule Any Rule will trigger

Points — Select the number of points to Reward

Points 12 Credit: Player v O First player(s) only Other Points Y/

Reward — Give the user a hint and a success message

Reward Hint Reward Image
Reward Message // \\
| |
. Edit S

Additional Settings  >>

Add more detailed settings like time windows and earnings limits

More complex objects with
a deeper data model were

improved to be easier to
understand by enhancing
scannability.




Badgeyville
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The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and 1A

: Wireframes

: High Fidelity Mocks
. Patterns

: Outcomes and Impact

New Visual System

Badgeville A«

Configure

Existing Advanc

Select: All, None

Select Name T |

From this:

min Console

Manage Develop

Rewards Missions Units

ed Behaviors | Create New

Point Rate

Value limiting
- Unfollow 0 No
O Follow 0 No
- Followed 0 No
O Unfollowed 0 No
- fwefaef No

To this:

Administer

Leaderboards Social Mechanics

Count  Hint
limiting

No

No

No

Badgeville

Hello User!

Dashboard

Overview

Programs

Challenges

- User Actions

Define Actions

Players

Player Types

Create Player

The new visual design
system was applied to

create high-fidelity

mockups and give the Ul

a fresher look

Tools

Tracks Missions Rewards

LEADERBOARDS

Name

Team Yahoo

|U|J Documenter

Contests

Status

v

N

C £ 8 8 %

0

Log Out My Account

©Oeoe

Leaderboards
Updated
13 minutes ago
10 minutes ago
8 minutes ago
13 minutes ago
12 minutes ago
20 minutes ago
10 minutes ago

9 minutes ago

Point Systems

Has Data

v

v

4

N SIS 8

Social Features
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The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and 1A

: Wireframes

: High Fidelity Mocks
. Patterns

: Outcomes and Impact

Benefits of High-Fidelity Mockups

Badgeyville

Hello Usert Search jo

©0e®0O0e

Log Out My Account

Hello User!

Badgeville

Dashboard
Overview TOO'S
Dashboard
?rogréms Deséription Engagement
ipgucchalieifes Tracks Missions Rewards Contests Leaderboards Point Systems Social Features
Progran
CREATE LEADERBOARDS
Prograr » Programs
Tool e Description i _— :“,
Activities Userby LR
by Type Activity ’U‘):J
User Actions :
Define Actions y Behaviors
liter cription
Players
Player Types
Create Player H H
i Realistic mockups made the hyers
Teams e o A cription
vision tangible to my team
and customers
Reports ports
Analvtics criplic
Engagement FaaniHil
Retention -
ngager
Social Mechanics
Metadata Retentior
Units/Metadata
Setup
Management Tool Me
Field
Network
Current Site
Labe!
Users 3 Setup
Development Tools Description
=) [l |
Allow negat I valu o st r
Tt

Weekly Active Users by Days Visited

Log Out ®

Jan 23, 2013- Feb 0§

Sun jJan-23-2013
1:1(13%)
Total (8)




Badgeyville

The Behavior Platform

Patterns Library

1 : PrOblem & Process Hello User! My Account  Log Out Network Site #1 — / o)
M \ Pattern:
2 : D O m a I n ~ E Au:i?i':f;:i:nks =m— UnivearsaIrSl:aarch
Badgeyllle Network & Site UX @

3: Personas
- Task Flows
: Objects & System

o o b

: Proposal
7. Navigation and IA
8: Wireframes
9: High Fidelity Mocks
B10: Patterns
11: Outcomes and Impact

Dashboard

Overview

s Programs

Challenges

Program 1

User Actions

Define Actions

Players

Player Types
Create Player
Teams

Create Team

Reports

Analytics
Engagement
Retention

Social Mechanics

Metadata

Current Site

Development Tools

Pattern:

Pattern:

Behaviors (13)
\

Image Behav

Pattern:
Link to object

ns

Comment-Iindia Comme v
Comment
Comment_123
Comment on Pakistan

e ersia = Fic 2
Letsa Comment-late Night .= Fiction 4
Comment in Shopping Pattern: \ .
Combo box + Auto-suggest 34
Pattern:
Last Word Comment 13 Duplicate
Share-Twitte Share_123 Service = Facebook 4t \ e
N Pattern: Pattern:
Visit Visit Service = Twitter e Delete
Wwent ~,~_‘|,\ Visit Area = Community \ 10 27
Pattern: \ Pattern:
Link to object Pattern: Cell + Table text
Pattern: Table

Image Chooser (table)

Pattern:
Lefthand Nav

Pattern:
3rd-Level Menu

Buttons (Table)

Buttons (Shortcuts)

IDsum dolor sit amet, consectetur ad
Pattern:

Filter Control (Table)

After specifications, | created

New Duplicate Delete

a pattern library to enhance
Ul component reusability.

Points Count/Day

Category v | Technology ﬁ

Pattern:

Civilization =\ersia N
Table Quick Entry

Please list these in the project
management google doc on
spreadsheet ‘Design Patterns’:
https://docs.google.com/a/badgeville

.com/spreadsheet/ccc?key=0Ao0 6lus
BxqRMdDBRamwwZnpWMFdQcUx4R
TASWmdDVKkE#gid=1

Each pattern needs a Unique
Confluence page — some patterns can
be grouped together like buttons,

ater
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The Behavior Platform

: Problem & Process
: Domain

: Personas

: Task Flows

: Objects & System

: Proposal

: Navigation and 1A

: Wireframes

: High Fidelity Mocks
. Patterns

: Outcomes and Impact

Hello User!

Badgeville

Dashboard

Description

» Programs

Description

# Behaviors

Description

« Players

Description

Reports
Description

Engagement

Retention
Metadata

., Setup
Description

Engagement

Activities

Log Out ®

Jan 23, 2013- Feb 0§

for Top for Top
Users

Weekly Active Users by Days Visited

Sun Jan-23-2013
1:1(13%)
Total (8)

Outcomes and Impact

Customers were excited to see the prototypes which
allowed me to collect detailed feedback and drive design

iterations. The new Ul went into the next major platform
release.
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Infult + Yahoo!

Apple

Dreamwaorks

* Oracle




Ty Consumer Design (10 million+ users)

infuit

This s & scroenshol of the
actusl ive site from 2008. My

Grow Your Business

swall Business Resources

Intuit.com redesign o 0 5 @ B 8 8 © 0 2 Yahoo! Social Browser

Yahoo! el Hews Finance 360

I ER® {Y’Gulk‘l\q Started

“¥? Getting Started | Drop your favorite skes here

W Getting Started | ¥ rshoot 2 ow o,

How do I stay on top of my
finances?

YAHOO!. BROWSER

o 0 D F @8 0 e o
< T —— oo o -a

2. B CYsFoOl e B ¢

* The Soluson

= € WELCOME

The Yahoo! Browser combines convenient access
to great Yahoo! content and services, no matter
where you are on the Intemet.

From the live site at Intuit.com

Yahoo! Connected Photos
File Edit View Actions Window Help

lAddPhotos, e m @ s Share Photos YahOO! Photos

This is

Quickbooks Product

produc

“Intuit QuickBooxs

some i g All My Photos Email / IM
9 expand [QFind a Friend )
Searcn 3 . | X
= ooser e
e [ ~ The sof € Birthday (22) @ e
! currentuser list mug & Vacation (23) £ bagrue@yahoo con
For Your Industry h provide| & Block party (12) I
What's New for 2008 \ My Settings ) . Promier *| “Enter] S7PENE . . & Graduation (15) Aé'm.;,':m,:s,ﬁm
o — g " Lo plipisa lusdis 2008 Soluf Produc Q u I C k b O O kS O n | I n e & Superbowl (17) £ zule@yhoo.com
Al Platf . | My Top Rated " =
New to QuickBooks e ] ’[I = b ngfw’ picholas;
Type of Business v — &) My Phone (12) I'm mobile
For Accountants ~ £ bbot1@yahoo.com
fumesraflses e Learn more. Learnmore... Learnmore... Learnmore. Learn more. 7
Support Selectan Industy v o N Barushka, Tatiana
I i From $24 05 50095 From$19995 From §44095 $3,000 - $9,000 @ Busy (@]
[Hexpand Al [ Collapse Al Buy > Buy > Buy Buy Buy » n u I O r g a g eS
Mutiple User Access. Max: 20 Max. 5 Max 5 Max: 20 ’W
ost, Blog, Blas!
Start Fastand Get Helpinen You
Neean - v v v v v « YAHOO! pHOTOS
[ save Tima on Everyaay Tasks v v v 7 o = flickr
* YaHOO! 360°
anizec an o Top ot Your v v v v 7
- = ——
e e 53 J65 Order Prints / Gifts
Encionty anage Empiopees v v v of
Target Photo Center
8 snage Procucs snassuces v v 7 e
[& Pian for success withconfidence v v
m Flexibility to Work the Way You / / (
e Yahoo! o
‘v Yahoo! Sidebar
.
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. |
toitame |G| | Semctiat v
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Now Playing > = [
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IDREAMWORKS | Media Manager

ANINMATHE SK(s

| designed an internal
tool for DreamWorks
called Media Manager
to allow animators and
directors to manage
the flow of daily
animation sequences
as Mmovies are being
crafted.

Media Manager was a
content management
platform designed to
help animators
Mmanage large
animation renderings
and to move them
through an approvals
workflow.




ORACLE"  Sales Cloud Opportunity Modernization

000

ORACLE &y [ seamn Q % P P® @ @O W > - oracLe 7 Ssaen R % P P @ «D W dW-

Account List Finance Org Up...,

Edit Opportunity: OpptyWSf3731416788: Summary Actions ¥  Save SaveandClose  Cancel
4 Details Team+ Registrations Territory
— i Finance Org Upgrades Desktop & Laptops & Tablets Eait
L=) Dwerdew Owatr ‘Fred Bopes Primary Contact John Hasse # Win Probability  80% * Pinned Notes
; Finance Org Upgrades Desktop & Laptops & Tablats 5144.000 0% Edit ) . Email john@it.com Amount 5 years
5] Contacts Ignite Technalogies Phone 415-288-5555 Close Date  October 18, 2018 & FrankM.(Me) SR 456455645
John Hasse Igl'l.ltf_" TEI:'II'IDIDEEBS " Customer is having a hard time with this;

[ L. 4 A ; ot _ still unhappy 2 days ago
(=TI 415-3RE-5555 Close Date October 1B, 2018 ownsr Fred Barnes Stage Qualification Discovery Presentation Agreement Negotiation Close Advance > ) Y

Fred B. SR 456455645
Re Pares john@it.com Status dpen Last 5 days ago Presentation Stage © Thisis bad 5 days ago
@ Prepare Presentation Documentation v Completed Recommended Documents Coach (4)

Deal Regetraton 3ta = : i , - [ , it , Flae i : .
ge Cualification > Discovery v Presentation . AgrEemeEnt 3 Negotiztion % Close Advsnce Refine and Present Proposal « Ten Ways to Win the Customer 1. GIEneratg a :ropusal t:]at is very =] Tasks

s : * Effective Sales Strategies CEEE = BT raEn e
; s Arivies Ehow Etage details relates to the pain points. * Update the opportunity owner

Management meeting with Decision Maker @ Dec 15 3:00 PM * Discovering Customer Value

Show more Follow up on the product additions by

. i i E ith Cust Cantract 12/31
= R Actions  Create Note Create Appointment Create Call Report Create Task ngage with Lustomer Lontracts [ ca |

Schedule agreement date

Address the concern that John mentioned

Azzeyyments = Notes * Ask Contracts to expedite this one

L
[4 Create Note & Send Email N Log Call B Create Task Actions Smart Recommendations

F | UpECImII'Ig = Propose pull-forward lease (23422
MediaSmart Server)

Lieads

E Croctes and Ord ( Call TO M C We'l d Ik h ) ) for th |D o = Connect with C-level Stakeholder
=ll need ta talk aver the various cpticns for the prapasal (D averdue] " Rlter Internal External Milestones Created MNotes My Activities + Send data sheet (Forget-Me-Not NAND...}
tl Prodoct nfenests )
| Mectwith John Brandsis We'll need to talk over the vrious optians for th praposal Dec 8 B:30 AM December4 | g Customer Carl sent an email to Frank M.{Me) 6:14PM  Reply
2 days ago After looking at 3 lot of documents, I've determined that.. Contacts +Add
= Mestwith Mal C  We'll need to talk over the various aptions far the proposal Dec5 1:30 AN Clarklames  AccountRep  650-864-4544
Pages Viewed
D Help > 23422 Variant > What to do when your server is on fire 5:55 PM Marcia Marsha  Sales Dev £50-458-7268
Schedule & bull: email e
@ Created Opportunity New Server Projact 2:33PM
J4 Email from lulie K 211PM A
L. Please see the following informaticn in this article: Help » 23422 Variant > What to do when your server is on fire
B Activitizs
4 Froducts Browse Cstslog Add Edit Products Quotes Assessments  Custom Tab#1
Type Hame Quantity Estimated Price Amount Sales Credit Products FAdd
Rouwter 45 Family Router 234762 & $45,000 $185,000 [SE?JJD{?I Type Name Quantity Estimated Price Amount Sales Credit
Router 45 Family Router 234782 6 $45,000 $185,000 ($67,000)
Router 45 Family Router 2347E2 B 545,000 183,000 [§57,000) Router 45 Family Router 234782 6 $45,000 $185,000 ($67,000)
Router 45 F:Fﬂlhl’ Bouter 234782 & de.ﬂlJD 5135.':“):‘ [sﬁ?luml Router 45 Family Router 234782 6 545,000 $185,000 (367,000]
Router 45 Family Router 234782 6 545,000 5185,000 ($67,000)
Router 45 Family Router 234762 & 545,000 5185,000 {567,000) Router 45 Family Router 234782 6 $45,000 $185,000 ($67,000)
Router 45 Family Rowter 234782 E 545,000 5185,000 [567,000]

| redesigned the Overview page for Sales Opportunities to be richer, more actionable (you can now create notes,
send emails etc.) and more structured visually with more curb appeal.




ORACLE
Obijects

Sales Cloud Opportunity Modernization

STeaE e Q@ %P P00 DR o
Edit Opportunity: OpptyWSf3731416788 : Summary Actions ¥ Save  SaveandClose  Cancel
._. Qwerview
; Finance Org Upgrades Desktop & Laptops & Tablats 5144.000 0% ——frit——
5] Contacts
lJohn Hasse lgnite Technologies —
[ ~—
iyt Tea 415-3855552 Close Dats Cicta B20T% owner Fred Barnes |
aG® Paers B ATE] Status Open 25t 5 deys ago
© reareguea 3= Qualfication  Discovery . Presentation . Agrsement T agotistion ™y Clase Advanc — |
B Aot show Stage details ——
E Puctes Actions  Create Mote ppointment Create Call Repod reate Task
—~——
T Assessments B Motas
o Lo A proming
E Crootes and Or i i
%" | Phone Call TO' Ml C \We'll nead to taltmwer the various cptions for the propazal (Dec averdue) b
tl Procioct bteness
ed to talk cver the various optians for tR=pragesal Dec 8 2:30 AM
= k over the various options roposal Dec5 1:30 AN

Schedle a bull: amail

B Activitizs

A Products
Type Hame Quantity
Router 45 Family Rowter 234782 E
Router 45 Family Router 234782 E
Router 45 Family Router 234782 E
Router 45 Family Router 234782 B
Router 45 Family Rowter 234782 E

Estimated Price
545,000

£45,000
£45,000
545,000

545,000

Browse Catzlog Add Edit
Amounk Sales Credit
5135,000 [557,000)
£185,000 [567,000)
135,000 [557,000)
5135,000 [557,000)
5135,000 [557,000)

Tasks

E ORACLE"

>

Account List

Finance Org Up... ,

| Search

2P * P P @ a0 R o

—

»
Details Team+ Registrations Territory

Finance Org Upgrades Desktop & Laptops & Tablets—
ontact John Hasse #
Email john@it.
Phone 415-888-5555

Ted Barnes
COoMm)

hite Technologies

age Qualification Presentation Rgreement Negotiation

Presentation Stage

Prepare Presentation Documel Recommended Documents

Refine and Present Proposal * TenWays to Win the Customer =
* Effective Sales Strategies

(© Dec 15 3:00 PM + Discovering Customer Value

Management meeting with Decision Maker

Engage with Customer Contracts

[4 Create Note I'e] Log Call B Create Task Actions

Filter: Internal External Milestones Created Notes My Activities
December 4 Customer Carl sent an email to Frank M.(Me)
2 days ago After looking at 3 lot of documents, I've determined that..

D Pages Viewed

Help = 23422 variant > What to do when your server is on fire

Created Opportunity New Server Project

Email from Julie K
Please see the following informaticn in this article: Help » 23422 Variant > What to do when your server is on fire

Products ~ Quotes ssessments  Custom Tab #1

Products

Type Name Quantity Estimated Price Amount
Router 45 Family Router 234782 6 545,000 5185,000
Router 45 Family Router 234782 6 545,000 5185,000
Router 45 Family Router 234782 6 545,000 $185,000
Router 45 Family Router 234782 6 545,000 5185,000
Router 45 Family Router 234782 6 545,000 $185,000

‘Win Probability

Amount 5 years

Close

Coach (4)

Generate a proposal that is very

clear and sells your value
relates to the pain points.

Show more

6:14 PM

5:55PM

4:33 PM

2:11PM

Sales Credit
($67,000)
($67,000)
($67,000)
($67,000)
($67,000)

Crttober 18, 2018

asit

Reply

Edit

+Add

Pinned Notes

" Frank M.(Me) SR 456455645
Customer is having a hard time with this;

still unhappy 2 days ago

Fred B, SR 456455645

“ Thisis bad 5 days ago
i=| Tasks

* Update the opportunity owner

Follow up on the product additions by
12/31

Schedule agreement date

Address the concern that John mentioned

* Ask Contracts to expedite this one

Smart Recommendations

= Propose pull-forward lease (23422
MediaSmart Server)

= Connect with C-level Stakeholder

* Send data sheet (Forget-Me-Not NAND...)

Contacts +Add

Clark James Account Rep 550-864-4544

Marcia Marsha  Sales Dev 650-458-7268

Notice the mapping of the objects to an information architecture hierarchy that is determined by information

oriority and frequency of use.

|




END OF PORTFOLIO




	Slide 1
	Slide 2: San Carlos, CA 
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11: Apple, Inc.
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34: METHODOLOGY
	Slide 35: PAIN POINTS
	Slide 36: ANALYSIS
	Slide 37: ANALYSIS - CLOSEUP
	Slide 38: GOALS & STRATEGY
	Slide 39: GOALS & STRATEGY
	Slide 40: PERSONAS
	Slide 41: SCENARIOS
	Slide 42: USE CASES AND TASKFLOWS
	Slide 43: CARD SORT
	Slide 44: STORY MAPs
	Slide 45: ARCHITECTURE GOALS
	Slide 46: CONCEPT HIERARCHY
	Slide 47: ARCHITECTURE - SITEMAP
	Slide 48: Old On-Premise Page Style
	Slide 49: LAYOUT
	Slide 50: CONCEPT DESIGN – Landing Page
	Slide 51: CONCEPT DESIGN – Incidents List
	Slide 52: CONCEPT DESIGN – Incident Details
	Slide 53: CONCEPT DESIGN – Incident Details
	Slide 54: FIGMA HIGH FIDELITY: Landing page
	Slide 55: FIGMA HIGH FIDELITY: Issues list
	Slide 56: FIGMA HIGH FIDELITY: Issue details
	Slide 57: FIGMA HIGH FIDELITY: Concept Explanation
	Slide 58: FIGMA HIGH FIDELITY: Applications List
	Slide 59: FIGMA HIGH FIDELITY: Expandable Left Nav
	Slide 60: FIGMA HIGH FIDELITY: Applications List
	Slide 61: FIGMA HIGH FIDELITY: Application Details
	Slide 62: FIGMA HIGH FIDELITY: Application - Capacity
	Slide 63: FIGMA HIGH FIDELITY: Storage Array Details
	Slide 64: USER FEEDBACK
	Slide 65: OUTCOMES
	Slide 66
	Slide 67: Project Goals
	Slide 68: Problem Context
	Slide 69: Revised Model
	Slide 70: Data Flow
	Slide 71: Abstracted Use Case
	Slide 72: User Personas 
	Slide 73: User Interviews
	Slide 74: User Themes
	Slide 75: User Goals and Flows
	Slide 76: Competitive Analysis
	Slide 77: Design North Stars
	Slide 78: 80/20 Rule
	Slide 79: Task Flows 
	Slide 80: Task Hierarchy 
	Slide 81: System Concepts
	Slide 82: Object Hierarchy 
	Slide 83: Proposed Interaction Model
	Slide 84: Navigation Improvements
	Slide 85: Page Level IA
	Slide 86: Initial Wireframe
	Slide 87: Wireframes with visuals
	Slide 88: Wireframes with visuals
	Slide 89: Finalized Figma Prototype
	Slide 90: Finalized Figma Prototype
	Slide 91: Engineering Specs
	Slide 92
	Slide 93
	Slide 94
	Slide 95: Field Sales Rep Interviews
	Slide 96: Users, In Their Own Words….
	Slide 97: Sales Rep’s Own Questions
	Slide 98: Field Sales Rep Persona
	Slide 99: Eye-opening Findings
	Slide 100: Field Sales Journey
	Slide 101: Main Problems                 Goals
	Slide 102
	Slide 103
	Slide 104
	Slide 105
	Slide 106
	Slide 107
	Slide 108
	Slide 109
	Slide 110
	Slide 111
	Slide 112
	Slide 113
	Slide 114
	Slide 115
	Slide 116
	Slide 117
	Slide 118
	Slide 119
	Slide 120
	Slide 121
	Slide 122
	Slide 123
	Slide 124
	Slide 125
	Slide 126
	Slide 127
	Slide 128
	Slide 129
	Slide 130
	Slide 131
	Slide 132
	Slide 133
	Slide 134
	Slide 135
	Slide 136
	Slide 137
	Slide 138
	Slide 139
	Slide 140

