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ABOUT ME

I'm an enthusiastic UX designer who specialises in design and research for 9 Guildford, Surrey
complex, interactive digital products and services.
P4 me@petewilliams.info
My last two projects were a trading platform and HMRC’s corporation tax D 07828 926 361
filing system. Those are the scale of problems I like to tackle — Sales and
marketing websites aren’t really my cup of tea.
CV available at http://cv.petewilliams.info (PDF)
This has led me to specialising mostly, but not exclusively, in financial
services and the public sector. Working on large projects has given me
much experience of working in modern Agile environments, embedded in

multidisciplinary Scrum teams.

I consider myself a well-rounded UX designer with ample experience of
both research and design — from diary studies and lab-based user research
to sketching and developing highly interactive and technical prototypes.

For me, the research side of things is not only crucial but often it’s also the
most interesting part. I love the thrill of coming up with innovative solutions
to a problem, but most of all I like spending time with users and working

out what makes them tick.


http://cv.petewilliams.info
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DESIGN PROCESS

The process I follow largely depends on the project at hand and exactly
what is required. However at a high level, most projects tend to follow the
same design-thinking model.

The model, adapted from The Design Council’s Double Diamond model,
shows the four key phases of the process — Discover, Define, Develop and
Deliver. These activities consist of two different types of thinking -
divergent and convergent.

Discover - A divergent and exploratory activity which uses research to gain
insight into the user and business needs in order to identify a number of
opportunities for innovation.
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Define - A convergent activity which defines exactly which problem(s) we
are trying to solve by aligning user needs to the needs of the business and
understanding where the greatest value lies.

Develop - A second divergent activity in which multiple solutions to the
defined problem are developed, prototypes and evaluated.

Deliver - Finally converging on the best solution, working out the low-level
details and working with the developers to deliver it.

The last two phases typically go through an iterative cycle based on testing.
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IG - TRADING PLATFORM CASE STUDY

ABOUT THE PROJECT
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I ended up being promoted to Lead UX and stayed over 2 years, looking af- v

ter all aspects of the platform. As such, my work involved both developing
and maintaining a long-term vision for the future of the platform, along
with sprint-based work solving specific user needs with the team.

Indices
There were many challenges involved, not least the complex nature of the
subject matter and designing for a massively diverse range of users.

Although development continues, the new platform has been released

with excellent results — users are trading more and to a higher value.




IG - TRADING PLATFORM

CASE STUDY

RESEARCH

I came into the project mid-discovery phase to find an Alpha was under
development which was largely based around assumptions rather than
research. The project also appeared to lack a long-term vision.

To address this, I organised a user research programme to evaluate the

assumptions and their resulting designs and implementations.
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The research process involved

« Writing a recruitment brief for our data analysts to find suitable clients

« Creating a screener for an agency to recruit and schedule the clients

+ Liaising with legal to produce an NDA

+ Producing a discussion guide

- Setting up a test lab and remote viewing facility

+ Organising and encouraging viewing by team members and stakeholders
+ Analysing the research and presenting findings
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« Documenting a detailed process for both remote and in-house research
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IG - TRADING PLATFORM

CASE STUDY

DEFINING A PRODUCT VISION

The research found that many of the assumptions made were untrue, and
the Alpha platform struggled in testing.

After a series of workshops and sketching sessions, I came up with a new
vision for the platform, demonstrated and validated in a pair of prototypes.

The first prototype was built in JavaScript and demonstrated complex
concepts and new paradigms to team members and stakeholders in order
to gain buy-in to the new vision. The core concept being that the platform
should be market-centric rather the previous Ul-centric approach.

The prototype was very well received by the team and wider stakeholders

who were impressed something so complex could be built by a designer.
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Having achieved buy-in from senior stakeholders, the next task was to build
a lower-level prototype that fleshed out some of the concepts into some-

thing we could test with real users.

This was created as a shared Axure RP so that other who were working on,
for example, the charts or the deal ticket, could feed into it.

This single-page prototype was highly functional and very much pushed
Axure to its limits, but gained invaluable insight from testing. In doing so it

helped form a solid product vision.

Both these prototypes are best demonstrated in person, but video demos

can be seen at http://portfolio.petewilliams.info/videos.
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http://portfolio.petewilliams.info/videos

IG - TRADING PLATFORM

CASE STUDY

NEWS & EVENTS - INTRO

As well as maintaining the product vision, much of my work at IG involved
working closely with Scrum team in sprints to solve specific problems.

News & Events was one such area.

IG’s in-platform news and event coverage had traditionally been quite
poorly-regarded and this was something we wanted to address in the new
platform. The following outlines key parts of the process that I followed to
do this.

Principles
Focus on the right news at the right time

Right news

» Be bespoke - Content should focus on the news/markets that matter to that specific user

- Be focused - Support easy filtering between analysis and commentary as they appeal to different types of traders (TA v fundamental)
» Be contextual - Provide news about the market, or group of markets the user is looking at

» Be distinct — Shouldn't dilute the lower-volume, higher-importance netifications such as alerts

Right time
= Be responsive — Quickly inform the user of:

~ Major eventsimovements — both expected and unplanned

= Specific news/events the user have declared an interest in

- Be proactive - support common tasks for set times such as pre-opening

= Be timely - Display news relevant to the task the user is doing at that moment

NEWS & EVENTS - STAKEHOLDER INTERVIEWS

I arranged a series of interviews with stakeholders including our traders,
analysts, journalists and customer service staff as well as speaking to some

users while testing other work.

This allowed me to agree with stakeholders where we can add the most
value for our users. In doing so, I defined key principles for what our news
facility should be, along with high-level user needs to target.

Core user needs

As a trader | need to catch up on what's happened since | last looked, so that | can understand any movements in my markets and consider what might happen next
As a trader | need fo see what news/events are expected in the markets today, so that | can plan my trading/focus for the day

As a trader | need to find news and commentary about specific markets, so | can make informed trades

As a trader | need fo find news and commentary about the asset classes that interest me, so | can find markets to trade in

As a trader | need to find news and commentary about specific asset classes, so | can find markets to trade in

As a trader | need to see what other people’s expectations are and how the markets are moving in the lead up to scheduled events, so | can plan my trading

As a trader | need to be quickly informed of any major breaking news as it unfolds, so that | do not miss any opportunities

As a trader | need to follow what's during both and events, so that | can make informed decisions in a fast-moving market
As a trader | need to access expert analysis on markets and levels to watch, so | can get some ideas on what to trade

As a trader | need to access asset-class specific news such as RNSs, earnings reports etc, so | have an informed view of that asset class



IG - TRADING PLATFORM

CASE STUDY

NEWS & EVENTS - WORKSHOPS

Having agreed on the problems to be solved, I then held workshops with
stakeholders to further analyse the problem space. We first generated and
grouped low-level user needs before sketching out initial solutions.

u
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IG - TRADING PLATFORM

CASE STUDY

NEWS & EVENTS - SKETCHES & WIREFRAMES

I starting designing by sketching multiple rough solutions, and iterating on
them as I progressed and got feedback from stakeholders and critique from
the UX team. I also consulted with both developers and Reuters contacts to
understand the constraints of the middleware and the available data.

As Inarrowed down potential solutions and iterated upon them, the designs

evolved to wireframes of increasing fidelity and where relevant, prototypes.

© Hide menu

FamPay

News [aiwima] Videos j—
Foms Topnes MyVaes ndces X Smws  Cammooses 6 Live roadeast
Carons Metconmanay g Arais yugony

Top news vewa 5 neurens

German economy minister urges quick addition of Russia to G7
0728 The U.S. House of Representatives on Thursday overwhelmingly

assed logi o
a fodoral oversight board that would work with investors.

ECB in "wait and see” mode; BOK chief says bank plans to keep L1251 Video news vausy
v Taterin year 1590 Wt ooz st

0845

(0CT) Actual 0%
1% diybcomcalendar?
s

« B v v

Morning call
0920 - Ovorright waloss fals o dampon

Trading opportunities vesa:

11



IG - TRADING PLATFORM

CASE STUDY

NEWS & EVENTS - DESIGN SPECIFICATION

Once the overall news vision was signed off by stakeholders, the relevant
stories where put into the backlog. As these were moved into sprints, I

specced out the relevant solution in detail for the developers.
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NEWS & EVENTS - DEVELOPMENT SUPPORT

I worked alongside the developers while the work was in sprint, helping
resolve any queries and issues that came up and ensuring the results were

as intended.

Once the work went live, we used customer feedback to help prioritise and
inform further stories. Although much of the proposed vision is still to be
implemented, what has ben released has been very well received.
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LLOYDS BANKING GROUP - PERSONAS CASE STUDY

ABOUT THE PROJECT

Lloyds Banking Group approached us to develop a set of personas for the
Lloyds TSB, Halifax and BOS banks. These personas are to be used to inform
design decisions across a range of digital projects by the relevant UX, design,

marketing, sales and product teams.

One of the unusual challenges of this project was that we had to develop a
set of personas that were not specific to a particular project or product, or
even a specific brand. They needed to be able to be used by anyone working
on any project, for any product, in any of the three companies.

Another issue was that the group has over 30 million customers in the UK,
so it was a challenge to work out exactly who were the right customers to
speak to for our project.

Fortunately, I had access to a huge amount of information, and a budget
which allowed us to carry out the research we needed to create a world-

class set of personas.

The final deliverables have recently been sent to the client who is delighted
with them and I'm looking forward to hearing how they perform.

13



LLOYDS BANKING GROUP - PERSONAS CASE STUDY

SECONDARY RESEARCH

As alarge corporation, LBG had a huge amount of existing information
available to help us to get an initial understanding of their customers.

We gathered data from various departments such as marketing, product,
strategy and so on. We then analysed this to get an understanding of their

customers and how they differed between the three brands.

We also collected our own secondary data, for example analysing Twitter

sentiment and conversation topics for each brand.

Social media sentiment

Twitter Halifax Tracker 2013 data

Ad hoc, per-bra

Bank of Scotland Channel usage
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Digital/mobile channel usage increases
‘with wealth in each segment group. ile ligi ile
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- 68 is notice
3
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DATA ANALYSIS

I created a spreadsheet which amalgamated the quantitative values from
various data sources against each of LBG’s existing marketing segments.
This served as an initial segmentation hypothesis, which helped drive the

recruitment of our research participants.

The primary research would then test these hypotheses and if the data is
validated, it would allow us to enrich the personas with this quantitative

data on top of our qualitative research.
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LLOYDS BANKING GROUP - PERSONAS

CASE STUDY

RECRUITMENT SPECIFICATION & DISCUSSION GUIDE

Although the initial segments gave us data on the user groups we needed to
recruit, it did not help us work out how many of each we required, because
they could be prioritised in several ways — revenue gained, online banking

usage, volume of people and so on.

I created a tool to allow LBG to apply a weighting to the different customer
attributes which would then tell us how many of our research participants

should be from each segment.

I also spoke to staff from the departments that would use the personas in
order to create a well-informed discussion guide that would help gather the

information they were looking for.

Recruitment selection tool
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PRIMARY RESEARCH - INTERVIEWS AND DIARY STUDIES

Although we planned, observed and analysed all of the primary research,
due to client politics, we were unfortunately unable to actually facilitate the
sessions ourselves, instead they were conducted by another agency.

The research consisted of phone interviews, face-to-face depth interviews

and online diary studies.

15



LLOYDS BANKING GROUP - PERSONAS CASE STUDY

PRIMARY RESEARCH COMPILATION PRIMARY RESEARCH ANALYSIS

Following the primary research, I had hours of audio and video to review, The next step was to identify patterns between the research participants.

along with accompanying notes and the full diary study logs.

I mapped out each participant on linear scales against various behavioural,
attitudinal and demographic attributes. I then identified patterns between

This allowed me to thoroughly familiarise myself with each participant and the participants —i.e. where person A appears at the same point as person B
create a spreadsheet summarising each participant against an initial set of on multiple attribute scales. I then identified groups of similar participants,
attributes. where there were multiple attributes matches connecting them.

Jow after bad ex Bils, fo0d, s Lioyds. Not h 401 years
Mortgage LTS8 10

Renting.
Mayoe 3057
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LLOYDS BANKING GROUP - PERSONAS CASE STUDY

SEGMENTATION

Having identified groups of participants with various attributes in common,
I then looked at what made these people similar, which formed the basis of
our segmentation. The values of the shared attributes then start to form the

core of our personas.

These patterns were then compared to the original marketing segments to

see if they validated the data, which they did.

“First-time buyer”

(All Better off singles)

Looking at buying first home/settling down
Early 30s

Tech-savvy - iPhones, apps, games, social media
Good money-management skills

Financially comfortable

Not been with Lloyds that long

No kids

Have ~2 LBG products - AVA/CA + CC/SA
Products elsewhere - Mostly dermant/unused

current accounts or for less serviced products like
mortgage/life or rate-based stuff like mortgage/cc

“Climbing the ladder”

11,11 (All Better off older households)

Looking to buy bigger home, progress their career
Reasonably financially competent

Use OB fairly often

Pretty happy with Lloyds

Late 40s

Couple young kids

Average income

~3 LBG products - AVA/CA + CC, SA/ISA
Products elsewhere - Mortgage, insurance - shop
around when deal ends

“Retirement planners”

(Mostly Retirement planners)
Looking to retire

Not very technically competent

Good with finances

Checks OB couple times a week

Been with LBG almost 30 years

Happy with LBG

Sometimes go in-store

60ish

Kids have left home

~3 LBG products - CA, Saver, ISA/CC
Products elsewhere - Mortgage, savings, cc

“Getting by”

.. (Both Average households)
good te

Low financial competence

Low/no money management

Service led, not price led

Been with LBG for 30+ years

Pretty happy with LBG

50ish

Married, no kids

Holds 4/5 LBG products - AVA/CA, CC, loan,

mortgage

“Looking after the family”
LM

Been with Lloyds ~30 years
Not that happy with Lloyds
Late 40s

Grown up kids

Low tech

Highly financial competent
Strong money management
Regular online banking
Balanced price/service led

ATTRIBUTE DEFINITION

We held a workshop with several LBG stakeholders to identify and prioritise
the attributes we wanted to feature in our persona documents.

My participant summary spreadsheet was then updated, highlighting the
segments identified and also adding the new attributes and retrieving their

values from the research documentation.
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LLOYDS BANKING GROUP - PERSONAS

CASE STUDY

PROTO-PERSONAS

Once I had identified our segments and complied the data for each research
participant in those groups, I then needed to consolidate the data from
multiple participants into a single entity to form the core dataset for each
persona.

Again, this was done in a spreadsheet so I could quickly make changes as
the work was iterated following reviews and discussions with the client.
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PERSONA WIREFRAMES

Along with the data to populate the personas, I produced the wireframe
designs for the persona documents themselves. These started out as basic
block-level layouts to discuss and agree the content hierarchy in the various
different document formats we looked to product. I then iterated through
several versions of increasingly-detailed low-fidelity wireframes which
were used to brief the visual designers for production.
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LLOYDS BANKING GROUP - PERSONAS

CASE STUDY

FINAL DESIGNS

The final visual designs were produced by a colleague who was briefed and
overseen by myself. I was also responsible for most of the image sourcing as
getting the right photograph was key to bringing the personas to life.

We produced the personas in various formats for maximum penetration

and engagement; This included A1 posters and thousands of paper cups for
the LBG offices.
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Lloyds Banking Group
Digital Personas - A4
and Pen Portraits

005 AND DOWTS
Do help me plan
my future.
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PERSONA PRIORITISATION MATRIX & USAGE GUIDE

One of the complications on this project was that the client wanted a single
set of personas which could be used on any LBG digital project — across
three brands and numerous products. As such, I created a prioritisation
matrix for each brand, showing which were the primary personas for each
product for that specific brand.

As the personas were to be used in various departments throughout LBG,
not all of their users would have used personas before, so I created a usage
guide that explained what they were and how to use them.

LLOYDS BANKING GROUP - DIGITAL PERSONAS. LLOYDS BANKING GROUP - DIGITAL PERSONAS.

WHAT ARE PERSONAS?

PERSONA PRIORITY PER PRODUCT
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RIAS - GENERAL INSURANCE QUOTE AND APPLY CASE STUDY

ABOUT THE PROJECT Home | Contact | Makinga claim s About | Jobs

ARIAS —A——P—P—"r—n " — g—0—

RIAS, a general insurer operating in the over-50s sector, became aware TS iR TEmeRTh Gt M G wramE B

through an industry-wide benchmarking report, that their conversion

rates were well below industry averages for both their home and motor Your home insurance quote t.Call us
: * - 0800 183 9200
quote-and-apply journeys. 1 £23.07
2 ]
E © %11 monthly payments P £1,000,000 buildings cover Dont forget you get a 10%
g plus a deposit of £18.67 (total £286.13) P £50,000 contents cover discount for buying onling
They asked us to look into what issues could be causing this and how we I — b New-for-old replacement
) . ) . . A P Basic buildings accidental damage cover Quote ref: ABC123456
could go about designing a simplified user journey which would lead to E - £248.96 P Basic contents accidental damage cover
. t3 per year as a one-off payment P Identity theft assistance B Save Quate ’
more conversions. 3 Print Quote »
Add an enhanced cover package Important information

Select from our popular cover packages or ‘pick your own extras’ to get exactly the right cover for you.

As Lead UX, I was fully responsible for the research, design, testing and e e
analysis, along with presenting the work to RIAS’ board. _ Plus  Advanced Alkinclusive | Provour 7 R RR L

fH Terms & Conditions >
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i . i . . P Garden cover v v v
Designing for an older audience presented an enjoyable challenge with an b Koy and lock protection P
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P Broken bones - spouse/partner - - v & You ghiEgge!
ocr Joe Bloggs
Accidental damage @ FOPUAR g:i:gﬁz
The system is currently under development and although the work has b Basic buildings accidental damage v v o v v No daim
not yet gone live, it has been very well received in testing and by the client. > Sase conents acciderta v v v v & YourHome  crange
3 ﬁrlnggﬁdins accidental v Al
p FiMESftents accidental damage - - v 57 Old Farm Road
GU11QP
Compare basic and full £5.34/month ~ £6.51/month  £15.44/month Select individual
accidental damage cover > Add > Add > Add > extras above 9 Your Contents change
£50,000 cover
1 bicycle
Total monthly cost
Excesses
Buildings cliams £50

*
Contents claims £50
*£23.07 Buy now >
Escape of water £250
* View installment breakdown

‘Subsidence, heave £1000
and landslip

TOTAL COST

© One-off yearly payment of £248.96 B Save Quote > B Print Quote >
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HEURISTIC EVALUATION LITERATURE REVIEW

I started off by reviewing RIAS’ current system to identify what existing issues I asked RIAS to supply me with existing information about their brand,

could be causing the substandard conversation rates. This also allowed me products and customers. They provided personas, strategy documents,

to gain a thorough understanding of the system. brand guidelines, tone of voice documents, quote analytics and more —
allowing me to make better informed designs.

\ ‘Where insurance

Car Insurance

1f you have a problem or need help, at any stage, please call us FREE on 0800 183 9201. — — T S g oo ool dnd gets better with age
Your Car page N N T A D T T e 2012 bran guidelines
ar Registration (If knovin) Y661 DFV B \ 15 open, honet and ransparent
— Y ) 15 adulto adul (person t person).
Make RENAULT - B CIEENES ° i ersonal an ot overty crporate
H L 4 e
Pressing enter on Car Model B = > p % § * 15 Sporingan fersgance
: - - EMAIL & RETURN PREMIUM k el .
Registration field should CLIO AUTHENTIQUE (60) 8V, 1149, 2001-2005, Petrol, Manual, 3, Hatchback - TOSITE J:>L ) AGGREGATORS z 2 (Gomes across as modem and active.
‘get car details’, not try Date of registration 13/08/2001 | Please enter the date n the format [} e — ° Ll IR BAS wiles e therclons o
: e s [ R S || g s
and submit the form Ve ot moniucre . a =5 g g : : e
& =]
Engine capacity 1149 B [ COMPARE, RESEARCH, CONSIDER = { J Thereforo at RIAS we CARE for our customers.
Petrol®  DieselC IPGO  ElectricC > 4 W RIAS strapline Is: ith age.
ansmission type Manual @ Automatic® [ PURCHASE ‘ siasrine s fndne [s;wl(e] ::nems of the RIAS brand are about.
: . & Wolor - delring on ourpromises.
Automatically retrieved Number of doors 3 - B 2 tom * geling i ight et time.
p * 2t products: travel,caravan, feplan. funeral + listening o our ustomers' neds.
details should be Body style Hatchback - B —— ~hosted v 3 partes + simple and siraighforvard communications
. - approaching sach customr as an ndividual .
separated from those still Number of seats s v B * having a 2-way conversaton.
needing to be input Is the vehicle a right hand drive? Yes® Mot
Has the vehicle been modified, altered or adapted ~ Y%5 Ho B

from the maker's standard spec?
We can accept 1 modification to the vehicle online.
1f your vehicle has more modifications than this, please call us on 0800 183 9201 ( RIAS Personas

twentysix | life online
Cover Details page:

Save unnecessary clicks Yes® Mo © B
. Other than f: fitted, de hicle h: “
by having an ‘Add another add::gn;nsg:,‘:gv o doss yourvehiele have any

. - * 21% of visitors opened the assumptions page
security device” button Please specify the detalls of the device Please select =] #Abandoned fields

rather than always asking Who was the device fitted by? Please select - Browsers  Percentage Description

if they have any more. Are there any other security devices fitted? Yes ¢ o ® 476 40.0% Backbutton
131 11.0% captchaimgtextbox
When did/will you buy the car? dd/mm/yyyy | Please enter the date n the format 69 5.8% Howmany flatsare therein your block?

dd/mm/yyyy. For example 23/12/2011 - -
What is the current value of your car? £
If you go to the next page What is the expected annual mileage? B ?ﬂ}s:z;{“‘:x:”l'd“"“"““"5' page percentage
and then come back to Where is the car kept overnight? Garage v B Views
this one, the car s the cor kept ot your home address? Yes@®  Mog Please read and understandthe assumption 2,373 57.0%
> o a1l document;
registration is lost. Please enter the characters shown on the image ; 399 9.6%

‘RIAS COVERH
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CASE STUDY

STAKEHOLDER WORKSHOP

I gathered various project stakeholders from different departments to hold
an initial workshop to gather insight and refine the project requirements.
In the workshop we collaboratively agreed and prioritised project goals and

success criteria, and discussed existing issues and pain points.

I also used this opportunity to identify the purpose and owner of every
question in the existing quote process. This allowed me to challenge the

necessity and value of each question in order to streamline the process.

COMPETITOR ANALYSIS

As there were many competitors with better-performing quote processes,
a competitor review was a highly efficient way of evaluating alternative
concepts.

This helped provide inspiration and points of discussion for the stakeholder
team, with everything from user journeys and interface design to product

structure up for debate.

MORE TH>N* CAR INSURANCE QUOTE
[} About You & Your Car 3 Additional Info .4 Poyment 5, Complete

£464.46 Quote Reference: C271301100
i - Annual Premium Confused com
Clean and spacious layout [ ey Documents to read
good use of whitespace s Cnaey e "
siftonai s 24 hour windscreen repiacement and repsit

The opton of a Personal Customer Manager just for you
(& Exclusive discounts on big name brands via MORE 4 ME Usetul links

Standard inclusions clearly
explained

Select your additional cover options o Fieturn o bundie options

o Legal Assistance Plan ©
Up1o £50,000 protection fom unexpscted legal £25.00 per year Chack your dete

Your Cover Details | Change

Very clear and transparent Travel Accidant Plan © i
b | d £40,000 conr, if you reftally njwredin atiavl-  £25.00 per year . 1m9ml 3
about pre-selected extras 4 o e
Selecta braskdown level: 20% discountH you buy today Inctuded
Included
Breakdown Level 1 @ e chali
Fowdside cove £27.21 per year . Mot Included
MNot Included
Nice succinct explanations
Breakdown Level 20
of the added extras Roadside & Homecat caer £42.31 per year Gowt Bavens Diaiul Shmser
£200.00 excess
Eamwxcen
Breakdown Level 3 0 (et Wiliams)
Roadside & Recovery cover £48.500 £200.00 excoss
w000
£65.19 per yoar e
Lots of useful content to ' % 75,0 oxcess
review (and edit) down e
right hand side — but does Woud you ke t0 potect your o Giams Discount? O g3 © a ) —
dominate th o
not dominate the page ieckC
£489.46 By New> =
Total Annual Premium Yot Duteite ) e ":,;‘w,‘
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CASE STUDY

USER JOURNEYS & CONTENT INVENTORY

After a number of high-level sketches to determine the approximate user
flow, I somewhat surprisingly found Excel to be the best tool to flesh out the
details of both the journeys and the content/question-set.

Working in a spreadsheet allowed me to quickly specify the structure of the
process — in terms of the pages and sections the questions were spit up into.

This also allowed me to define the question text, field types, default values,
placeholders, validation rules, help text, and so on, and then quickly iterate
and progress the core form design without fiddling with layout.

6006 7] Questions 0.3.xlsx (Read-Only) o
LG -y % @ F & on e @ ) ’ g L @ Gearchin sheer

3 = 1
1 uns i ey Tobe cnfemed
2 o ot shown by e
== a
=5
5 |Page ‘Section Field label Input type. Options. Default Placeholder Inline validation  Show If.. Help text. Notes.
6 Tourar Cordetas Testbox ttem match
= amycar auton Retrieves dtsand oy (ron s o confimatio, Ko
s Regisrstion Unkrawn «
o e selecthor Watchfound? Gl
01 Model ‘At popiating,ato compieting selectox Mt found?
e ol type rado vl Oise 7, dectrc. (ke unknown egstaton
oz Tranmission rado Manual, Automtic ke’
a5 Vehice Tabe/ Lt - ecition,enine,doors, yea, by, sets
s Regirstion date oate, Vel ke’
a5 Leftorright handdrve rada g Rt ke’
a7 Purchae date oate icker Tedoy Alow fuursdates
a8 Value Tesbox
3 onunimieags Texton Nomeri oo,/ only
21 ‘Security. ‘Where is the car parked overnight? ‘Two selectboxes Ina [Driveway] at [Home]
22| Nonstandard securlty devices - Add a non- Button Including slr
= watch faund? b, onthe dvf
24 Watch faund?
26 Modfictions  ftermarket modifatons - Add 3 modife Radio Viewfol
27 Modcation Autacompteselec itingaptions, b rouped gl Watch faund? efomance, S o
Required for madical esions? fado e Ne N
 —
31 {vowcovr Covertye saectbox Comprenensive, Comprebensive
= Vehideuse rado Sodaony,Sacia Soil oy susines i  resticted o use by th pocyhlderoly.
5 Startdate Oate picker Texday Yo cover can star any day fomtomorrow 0 KKDO(20KK
34 Years no s bons Nomeric o Numer, x5,
55 Noclaims potection rado Yo No o daims> 1
36 Voluntary excess Seect saper an
57 rado Monthly by dec enthy
140 aboutvou You st name Textbox
az| Dateof it Date s o,y Under 0 (. yyv> furent yar - 401, vl Unborn (. Dt <todan)
3] Fhone numbr Texton atten maten Voldatonshou be fogiing. i, low spaces, racets, hyphd
e emaladvess Textbox attem mate,check dorman Vet with ittt com/cksndmsichack
‘a5 posteode Testbox ittem matchdblookup
Ir
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CASE STUDY

SKETCHES

I produced a range of quick, throwaway sketches, iterating through ideas to
develop layout concepts and a form framework. I also started to explore the

interactions required for the dynamic parts of the quotation system.

PROTOTYPES & MICROCOPY

Having already designed the content and the structure of the forms, it was
quite straight-forward to create a medium-fidelity interactive prototype
with Axure. I also worked on refining the microcopy to increase usability
and to follow a consistent tone of voice. The prototype was then refined
over several iterations following workshops and rounds of usability testing.

Home Insurance Quote
- Ratriawe existing quate

Need help?
Ye ¥ Call us on 0800 183 5200
T sy e

Your Contents

How much contents cover do you need? 0000 v

Homepage | Contact Us | Making a Ciaim | FAQs | About RIAS | Jobs with RIAS

How many high-risk ftems verth over £1.500do 5 & g
you omn?

Do you want cover for personal belongings away  yves
from home?

Do you want lo cover bicycles away fromhome?  OYes

Do you want accidental damage cover for any
orilo items worth over £250, indivluallyor asa  G'Yes

T

) vour cover

ARIAS

(2) Your home

High value items or collections

Your (7)) Home
-
conterts ) () secury

(oL

®sostyouy @ctaims (D vourausi

Can we help?
Call us on 0800 183 9200

collection? | Protecting your contents Or chatto an adviser online
| Total contents cover “Contents' are essentially anything that
‘would fall out of your house (or shed) if you
How much contents cover would you like? £50,000 ¢ turned it upside-down and shook it.
Back 'We offer £50,000 cover as standard for no
extra cost. 1d l

Do you have any valuable, or collection Type of ltem | Description | Value | Actons
of valuables worth over £1,5007
Antique fumiture  Victorian bureau sas00  Soamee

Fragile items
Do you have any fragile items or collections of
itoms

‘worth over £250 needing accidental
damage cover?

Bicycles

Do you have any bicycles needing cover
‘away from home?

v
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CASE STUDY

RECRUITMENT BRIEF & DISCUSSION GUIDE

Designing for an audience of 50-80 year old online buyers created a

challenge to find suitable research participants — especially as RIAS’

customers are not typically based in London. As such I created a

recruitment brief and found a recruitment agency who fulfilled it.

I also put together a discussion guide to provide scenarios for the usability

tests and some questions to help better understand our users.

Home direct quote

e Use this prototype to generate a

quote using your own details Just as you wouid when applying for @ normal nsuranca quote. So putin
your own name, address, any claim history, and so on. Tere are a couple exceptons to tis, but Il
Boint them out as we go aiong. If you'd normally add your partner 1o the golicy then 6o 50 here. But do

a prototype, in may not be carred across the

difierent screens,

Your cove

or
+ Ovservators

- Questens

Your home

they make suro?

o filin? s
‘anything puing you off at this point?.
‘What do you think ‘enhanced acedental damage’ means?

+ Ouservatons

. Ounsmﬂ

Your contents

o OK with augross finder?
Yos/no buttons cioar?

fuch hesitaton to work ot at roof?
Do they know all these answers — og, when bult?
Ifany Business use, s the follow-up question ciear?

s
Do you have any canverled rooms or an extension? Did you inciude those rooms?

+ Obsorvatons
> Dothey change the sum insured?

Do they put in goad enough deseriptions for toms added?

* Questions

Socuri

About You

How do you work out your sum assured?
‘Wnat o you think ars classified as ‘contonts'?

ity
+ Otservatons

Can they confidenty answer ook austions?

+ Ouservatons

Do they type or click DOB?
K with addross findar?
Yes/no buttons cear
House wieihusband clear?
Understand whal (o choose f have multpie jobs?
Opt infout?
Dass anyone select some channels, but not others — why?
Read assumplions?
Understand they are opting-in?
Read the follow-up cal stalement?
Any issu with the confliet betwesn opting out and the statoment about folow-up.
calls?

. cmwns

Wny opt infout - what do they think wil happen?

Your quots (goneral)
Imagine that the price shawn is a com petlive prics for your cover.
+ Otservations

Payanyatenton o o ey banals?
Pay any attenton (o add-o
o v oo at i
dust oxcesslcovr ypostl
o they notice logal protection was inclu
W s oy oo 056 ot 1 6y o Bt
Cloar on how 10 swilch to annual payment?
o cofuson overwhy being shown ol optons'?
o they under
Erooah o o raestars ssen ack-on?

- Ques

tons
wouid you
Wt st re o looking or?
Is al the information you need avalable?
Would you buy tis polcy?
the enhanced 40 you tnink it

offers?
Do you know what defaqio means?

How much excess do you think you would have to pay f something was stoien from your
nome and you nad to ciaim?

How would you find out more about extrasiwhat's included?

Do you ik s ulul t be abe o customiss your coverwith heso extras?

Tempiga by any o y y

Do you thk tho suggoston of xtres s helol r oo salosy?
Did 4o youtoe!

you normaly add that?
Does it seem like a good company?
Does it seem like a good product?

.y do you find 1 o understand what's happening on this page?
Is there any information you feel s missin
Is there anyting you find confusing about s page?

buying your cover
easier?

Your quoie (umtes)
rvations
o it clar nat ach pacvaga include e abovo sackagos lams?
o Do they fee! Its good value’
+ Questons
> Would you expact the packages to be cheaper than buying the same items individually?
o Isthere any way of just selecting individual benefits?

Your quote spat
s

o Ay lssue with continua o xtas rathr han by Clar how i proceed?
> How much attention is paid to extzas wnen on own page?
Home amergancy
tons
o Enough information to understand each add-o
o st oo paciage ncsdes e ove loms?
o Would you be templed by this?

Paymont
+ Otservations

USABILITY TESTING

I planned, facilitated and analysed three rounds of lab-based usability
testing, using eye-tracking systems. This was observed by a group of
stakeholders and colleagues in another room with whom I agreed quick

changes to the prototype between test sessions.

Homepage | ContactUs IHaking a Claim [FAGs | AboutRIAS | Jobs with RIAS

® vouraute

Your Car Insurance Quote

£23.47

per month*
or £220.44 per year

callus
0800 183 9200

From 8am.6pm Mon-Fi

discount or buy

Important information

policy Bummary (75 kb)
Policy Bookiet (2.9 mb)
Terms & Conditions
Terms of Business

Comprehensive | v Cover - What's included: ,

6 recently nad a car
./ Personal accident cover ‘accident, you set the ball

[/ Free courtesy
Up 10 £5.000 if you're seriously injured in the car

A courcsy carwhlle yours s repaied

e courtesy car
/ Windscreen cover /- European cover a0t 1 3m now back on Qx
Have 2 windscreen or window repaireareplaced ¥ Cover for Up 10 91 days In the EU the road 99 %%

Mrs Doyle, Lancashire

defagto)

2012

AUs | Making 3 Clam | FAGS | ABOUtRIAS | Jobs win RIAS

[/ 24nour ciaims service [/ Car ey protection
‘Access our UK claims centre any time. any day Up 10 £500 toward the cost of repiacing lost car keys

o

m@\i/ Can we help?
Call us on 0300 183 8200

Or chat 1o an adiser online

T

Home Security

Security measures

Do all accessibie windows lock with a key?

D0 2il external doors lck wih efher a 5evel o
morice dead ikara 3-point muttlocking.———+gff-Yes View exanges of ock types

system?
Ave the above secury devices well maintained

i uner VAL P £
D0 you have a floor or wall-mounted safe? v Yes || X No
Are you an active member of a Neighbourhood

Watch Scheme?  Yes X no
Back

—

ol el e ]
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RIAS - GENERAL INSURANCE QUOTE AND APPLY

RECOMMENDATIONS REPORTS

A/B TESTING PLAN

In an effort to concentrate on outcomes rather than outputs — and to speed With the prototype finalised, I provided a selection of A/B test variants to

up the rate at which we iterated the prototype — I created a simple report evaluate when going live. These included strategic product structure
with categorised lists of observations and recommended actions. As the options that I devised during design, but required quantitative testing,
client had observed the testing sessions themselves, more comprehensive rather than the qualitative testing we had conducted to date.
documentation was not required. The recommendations were then

discussed with the client before being implemented and re-tested.

S&RIAS ——a——e——0—0—0—0—0—

Yourcover  Yourhome Your contents Security  Aboutyou  Claims  Your quote Buy

Your home insurance quote ¢ Call us

RIAS test session 3 observations

Home

Observation: Accidental damage popup took a moment to digest
Make ‘standard/enhanced bold in the popup

Observation: One thought paperwork didn’t count as business use.
Recommendation: Add help text saying ‘This includes just for paperwork'

Observation: Split page not popular as with the additional home protection

‘page it just seemed to drag on. Comments: ‘more bloody extras’, a bit much now’

Recommendation: Concentrate on standard one-page price+extras

Observation: Split page also had the problem that people couldn't compare
what's included with the extras - eg, some confusion over courtesy car v

]
#SRIAS —0—o0—

Your cover  Your home

£23.07°

© x11 monthly payments
plus a deposit of £18.67 (total £286.13)
* View insaliment reaigoun

or

] £ £248.96

per year as a one-off payment

MONTHLY

From 8am-6pm Mon-Fri

P £1,000,000 buildings cover

P £50,000 contents cover

» New-for-old replacement

» Basic buildings accidental damage cover
P Basic contents accidental damage cover
P Identity theft assistance

Add an enhanced cover package

Select from our pop packages or ‘pick y

Pick your 7

oxtras’ you.

Donttforget you get a 10%
discount for buying online:
Quote ref: ABC123456
B save Quote >
# Print Quote >
Important information

/8 Policy Summary >
]

icy Booklet >
{8 Terms & Conditions >

replacement car. Also meant they couldn't get a one page overview of what's Your home insurance quote P Legal cover v v v /B Terms of Business >
included to compare with current cover » Garden cover v v v
Recommendation; Concentrate on standard one-page pricesextras, £2 3 o 7 * m )
> » Key and lock protection v v
i : Home some not clear each included the ] © w1t monthly payments » £1, b Broken bones - policyholder ., Cover summary
above : "
Recommendation: Put ‘and the above' in bold. Higher-fidelity visual design o e sy o o) » £5C ) Broken bones - spouselpartner . v &Y Lo
should also help clarify. or P Newi-forcld replacement
1 ) Basic buildings accidental damage cover Quote ref: ABC123456
Observation: Some confusion on home emergency page as to whether these | £248.96 » Basic contents accidental damage cover
were included with the standard cover or not. g ° N B save Quote >
Recommendation: Add ‘optional’ before 'home emergency cover’ as there was per year as a one-off payment P Identity theft assistance y
some confusion over it Boktont 4

Observation: Security measures - confusion over well-maintained question.
Recommendation: Move above the alarm question as it only applies to the
Iocks. Change ‘security devices" to locks

Observation: Some people expectaccidental damage to be included
Recommendation: See if this can be made any clearer.

Observation: Most people unclear over how excesses wark - that you have to
pay compulsory and mandatory.
Recommendation: Try a new interface that shows totals.

Observation: Defagto - not heard of, would be good to expand on what it is
Recommendation: Consider a caption alongside the image - ‘independently
rated 5 stars’ or similar.

Accidental damage

accidental Iy p

in your policy , which covers a limited range of items. Upgrade to enhanced
and all

Buildings enhanced accidental damage cover
Protect your entire home against accidental damage.

Contents enhanced accidental damage cover
Protect all your contents against accidental damage.

Optional extras

Just £2.69 per month Add >
What's covered @
Just £3.24 per month Add >

What's covered @

y adding any

/ Personal Legal protection
Covers you and your family for up to £50,000 in legal fees.

Just £2.17 per month
i Remove >

Important information

® policy Summary >
f8 Policy Booklet >
{8 Terms & Conditions >

(8 Torms of Business >

Cover summary

& You change
Joe Bloggs
czn09r9s2
Retred
Noctaims

) YourHome  change
3 bed semi
57 0ld Farm Road
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