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STERLING JEWELERS

KAY.COM, JARED.COM, KAYOUTLET.COM,
STERLINGJEWELERS.COM

HEADER REDESIGN



“The behavior you observe is the behavior you designed for -
whether intended or not.”

-BJ FOGG



ex-pe-ri-ence
iklspi(a)réans/
noun

1. an event or occurrence that leaves an impression on someone.
"an enjoyable experience”

verb

1. encounter or undergo (an event or occurrence).
"the company is experiencing difficulties”

2. feel (an emotion).
"an opportunity to experience the excitement of New York"



Can we make it easier for our customers to find
what they are looking for?

KAY  JARED KAY

JEWELERS . . |
Every kiss begins with Kay® The Gaﬂerla Of JC\VC]T'Y QUTLET




A NEW HEADER:
REDUCING CONFUSION

With designing unique sites for each brand off the table, we needed to find the biggest win for our
essentially identical sites, Kay.com and Jared.com.

After reviewing our critical problems, we narrowed our options to:
e Creating a new primary menu and taxonomy

e Changing the transactional flows and design (shopping card and credit payment)
e Creating a new navigational flow and design

Ultimately, we were allowed to test a new menu on another identical site that our IT team had been
instructed to stand up, KayOutlet.com. This successful test allowed us to implement a redesigned
header and menu for our two biggest brands, Kay and Jared.



INSIGHTS

e The marketing teams goal was to reduce cost by reducing the volume of calls to our customer
service team

e We believed we could incrementally increase revenue by improving the findability of products
through the primary navigation

e QOur primary focus was to reduce the density of information in the header

e  OQurresearch indicated that people were having trouble finding things in several areas of our
sites

e We prioritized: helping users find stores, finding the place to pay their credit card bills,
improving the payment experience, and creating a true taxonomy that matched the mental
model of our customers



MY CONTRIBUTIONS

Research

e  Competitive Analysis

e Surveys

e Voice of Customer Studies

e Heuristic Reviews

e Search Log Analysis

User Task Modeling

e Nomenclature Standardization
[ J

Card Sorting

Kay : : FTV Unable to Find

time low (53, September 2012).

6-Month Trend

There is steep declining trend for first time visitors (FTV) not being able to find what they are looking for. March is
down almost 10 points from the all time high one year ago (65, March 2012) and only one point higher than the all

Top Priorities with Highest Impact to Satisfaction
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Over the last 6-months the areas that are a top priority to improve customer experience
navigation, product browsing and functionality.
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MY CONTRIBUTIONS

Open-Ended Responses
Sterling Jewelers Bi
‘0"5@ Please tell us the issue you ‘:xg:.ncm:r:wnm.aglng your account today?
esea rc August 20, 2013 - November 20, 2013
Filter: [Sterling] Jared
Page Filter: No Filter
e Competitive Analysis Bl —— S—
— [Your log in information is screwy. Why, ﬂlmnmmummlﬁym-\naﬂyxﬁm«hymwlmmm
v
|access when | open the account?
e Surveys - IR
| signed up for, because the e | was. 12 mos.
olan, uunmqmmzzu%mummummm mlmum.mnqum
M M Finally, your on line craft system is broken. You dinged me for a late payment, when you had the
e Voice of Customer Studies |y [ B
ezt Imnmwmhlﬁ-mbﬁh Ttiec 1o retieve my Userame and password. | constantly
° H o R . o
euristic Reviews p— ey it e T
e
e Search Log Analysis P I T
— Thlunulmu-nﬁhq:\llhmrqnnﬁnml’nmnmmwhmwnwl Further, 1 6oos nol alow
102872013 0  frustratir andobr\oumn Ihll.ll vy
10/27/2013 0 [cant find link to urchase
Mfylh\tlﬂﬂnmlﬂanmvmw
A0 = I had a problem 1ogging in This s
° jone | " e By . e . | planned to
User Task Modeling et o
nce right
. . 10/26/2013 0 w":::: I:mm»;,yﬁdﬁm mm%ﬁ&mmmm"wmw ceanand
e Nomenclature Standardization e s
10/25/2013 0 Mﬂbmm. m'momm. Itis much to difficult to find.
Ivmmmwmummmwymwhmzmm_ s TATAS.
° Card Sortin g e | T e e e
Iwanh‘dmm.knlplymmlsmnmmv
R ‘ot workir mmﬂysoodpmm:mmmo«-dmmm-wmnm
ozarzots ]
] [Tried to make an online payment and received  lechnical error more than 5 Umes and was unable
et
18/201:
10/17/2013
s201 o mating & payme
10/14/2013 0 |was unable 1o create account. 1o use chrome because the site won load in IE_ Iﬂl"l
1071472013 67 Fir
[This site it terrible. Absolutely terrible. C'mon people! Having to enter routing & account numbers.
— — —
Bill Pay Issue E Instanceslz[% of TotaIIZI Bill Pay Issue IE[ InstancesE% of Total IZII
Save Checking Account # / Payment info/Updated Info 217 20.2% Save Checking Account # / Payment info/Updated Info 19.2%
Can't reset password or Won't take current pw/forced expiration 17 16.3% Can't reset password or Won't take current pw/forced expiration 17 23.3%
Use CC or Refuse to Give Bank Acct. #/SSN 8" 7.7% Use CC or Refuse to Give Bank Acct. #/SSN o” 0.0%
Trouble registering for credit 3 2.9% Trouble registering for credit 1l 1.4%
Took wrong $ amount from my bank or didn't process or double pay 4" 3.8% Took wrong $ amount from my bank or didn't process or double pay 37 41%
More Kay CC Account Info (statement) 3 2.9% More Jared CC Account Info (statement) o’ 0.0%
Verify Computer? 17 1.0% Verify Computer? o” 0.0%
Mobile.Tablet Bill Pay 127 11.5% Mobile.Tablet Bill Pay 4 6.8%
Can't find where to make payment or Too Many Steps 77 6.7% Can't find where to make payment or Too Many Steps 147 19.2%
Input/Technical Bugs vid 6.7% Input/Technical Bugs 77 9.6%
Scheduling Payments 6" 5.8% Scheduling Payments i 1.4%
PDF Statement 37 2.9% PDF Statement 27 2.7%
Don't know Acct # 37 2.9% Don't know Acct # 0" 0.0%
Site Performance or Down 57 4.8% Site Performance or Down 14 11.0%
Employees Did Not Respect Privacy (Phone Calls) - Tech Bug? I'\g 3.8%, Employees Did Not Respect Privacy (Phone Calls) - Tech Bug? 17 1.4%,
104 73

10



MY CONTRIBUTIONS

Information Architecture

Proposed Taxonomy
Updated Navigation

Updated Mega Menu

User Flows
Sitemaps
1 re A s
Engagement Heart
Wedding Cross
Anniversary Fashion
Promise Chains
Fashion Lockets
Mother's
Couple's
Stackable
Class
DAR

Hoops
Studs
Drop
Fashion

S 4 B

Kay Home
(Utility Menu)

« View Order History + Pay Your Bill + Wish List
{Check Order Status) + View Statements + Compare Products . Cmﬁ Heb
(this is what Last Acoount + \View Recent ltems * Account Help
Detail is supposed to be) + Returns/Refunds
+ Manage Information + Shipping
& Settings
+ Add'Remove Credit
acelets v ches |4 Accessories v edding ad Co 0 Clearance v.
Fashion Fashion Charms Engagement Rings The Leo Diamond Clearance
Tennis Dress Cuff Links Design-A-Ring Neil Lane Bridal Previously Owned
Bangle and Cuff Sport Money Clips Bridal Sets Open Hearts by Jane Seymour
Charm Chronograph Key Chains Wedding Bands Love's Embrace
Ankle Tie Bars Anniversary Rings LeVian
Knives/Multi-Tools | Promise Rings Charmed Memories
Pins Ring Settings Neil Lane Designs
Jewelery Boxes Shades of Wonder
Tattoos Personalized Jewelry
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MY CONTRIBUTIONS

Information Architecture

User Flows

Sitemaps

Proposed Taxonomy
Updated Navigation

Updated Mega Menu

Style vs. Type?? Anniversary Rings | Fashion Rings Stackable Rings Promise Rings Toe Rings. Rings Rings.
Solitaire Rings Enhancer Rings Animal | Animal Heart Rings. | Animal Couples Rings
3 Stone Rings Wrap Rings Heart Rings. Heart Rings. Infinity Rings Heart Rings. Mothers Rings
Halo Rings Infinity Rings Infinity Rings Infinity Rings Engraveable Only
Side Stone Religious Rings Religious Rings i i i i
style  [channel set BirttrotomeRiTEs BmtrotomefiTes e
Pave Claddagh Rings Claddagh Rings. Claddagh Rings
Vintage Inspired Letters & Numbers Letters & Numbers Letters & Numbers
Wedding Sets Nature Nature Nature
 Zodiac | Zodiac | Zodiac
$0-5100 $0-5100 $0-5100 $0-$100 $0-$100 $0-5100 $0-5100 $0-5100 $0-5100
$101-$250 $101-$250 $101-5250 $101-5250 $101-5250 $101-5250 $101-5250 $101-5250 $101-5250
$251-$500 $251-$500 $251-$500 $251-$500 $251-$500 $251-$500 $251-$500 $251-$500
Price Range $501-$1,000 $501-$1,000 $501-$1,000 $501-$1,000 $501-$1,000 $501-$1,000 $501-$1,000
$1,001-$2,500 $1,001-$2,500 $1,001-52,500 $1,001-52,500 $1,001-52,500 $1,001-52,500 $1,001-$2,500
$2,501-$5,000 $2,501-$5,000 $2,501-$5,000 $2,501-$5,000 $2,501-$5,000 $2,501-$5,000 $2,501-$5,000
$5,001-$9,999 $5,001-$9,999 $5,001-$9,999 $5,001-$9,999 $5,001-$9,999
$10,000+ $10,000+ $10,000+ $10,000+ $10,000+
Completed Ring
Mounting|semi-Mount Only
Diamond Diamond Diamond Agate Agate Agate Agate Agate Agate
Alexandrite
Amethyst Amethyst Amethyst | Amethyst | Amethyst Amethyst
Aquamarine i i
Aventurine |Aventurine |Aventurine |Aventurine | Aventurine Aventurine
Birthstone Birthstone Birthstone Birthstone Birthstone Birthstone
Chalcedony Chalcedony Chalcedony Chalcedony Chalcedony Chalcedony
Citrine Citrine Citrine Citrine Citrine Citrine
Crystal Crystal Crystal Crystal Crystal Crystal
Diamond Diamond Diamond Diamond Diamond Diamond
Emerald Emerald Emerald Emerald Emerald Emerald
Garnet Garnet Garnet |Garnet Garnet Garnet
Jade Jade Jade Jade Jade Jade
Mother Of Pearl Mother Of Pearl Mother Of Pearl Mother Of Pearl Mother Of Pearl Mother Of Pearl
onyx onyx onyx onyx Onyx onyx
Stone Type opal opal opal Opal opal opal
Pearl Pearl Pearl Pearl Pearl Pear|
Peridot Peridot Peridot. Peridot. Peridot Peridot
Quartz Quartz Quartz Quartz Quartz Quartz
Rhodalite Rhodalite Rhodalite Rhodalite Rhodalite Rhodalite
Ruby Ruby Ruby Ruby Ruby Ruby
Sapphire sapphire sapphire sapphire sapphire sapphire
spinel Spinel Spinel Spinel Spinel spinel
| Swarovski Elements Swarovski Elements | Swarovski Elements | Swarovski Elements = |Swarovski Elements | Swarovski Elements
swarovski Topaz Swarovski Topaz Swarovski Topaz Swarovski Topaz Swarovski Topaz || Swarovski Topaz
Tanzanite Tanzanite | Tanzanite | Tanzanite | Tanzanite Tanzanite
Topaz Topaz Topaz Topaz Topaz Topaz
Tourmaline [ Tourmaline [ Tourmaline [ Tourmaline [ Tourmaline Tourmaline
Tsavorite  Tsavorite | Tsavorite | Tsavorite | Tsavorite Tsavorite
Turquoise Turquoise Turquoise Turquoise Turquoise Turquoise
Zircon Zircon |zircon |zircon |zircon Zircon
Black Black Black Black Black Black Black Black Black
Blue Blue Blue Blue Blue Blue Blue Blue Blue
Brown Brown Brown Brown Brown Brown Brown Brown Brown
Green Green Green Golden |Golden |Golden |Golden Golden Golden
White White White Gray Gray Gray Gray Gray Gray
Yellow Yellow Yellow Green Green Green Green Green Green
Stone Color Orange Orange Orange Orange Orange Orange
Pink Pink Pink Pink Pink Pink
Pusic purple purple purple purple Purple
Red Red Red Red Red Red
[smoky smoky smoky smoky smoky smoky
White White | White | White | White White
Yellow Yellow Yellow Yellow Yellow Yellow
Round Round Round Round Round Round Round
Princess Princess. Princess Princess Princess Princess Princess
Emerald Emerald Emerald Emerald Emerald Emerald Emerald
Heart. Heart Heart Heart Heart Heart Heart
Stone Shape Oval Oval Oval Oval Oval Oval Oval
Pear. Pear. Pear Pear Pear Pear Pear
Radiant Radiant Radiant Radiant Radiant Radiant Radiant
Cushion Cushion Cust | Cushion | Cushion | Cushion Cushion
Marauise Marauise Marauise Marquise Marauise Marquise Marquise Marquise Marauise
Square Emerald Square Emerald Square Emerald [Square Emerald Square Emerald Square Emerald Square Emerald Square Emerald Square Emerald
| Earrings Update | Bracelets Update ; Charms Update | Watches Update /| MASTER ATTRIBI

> > . Rings | Necklaces Updates
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MY CONTRIBUTIONS

Information Architecture

User Flows

Sitemaps

Proposed Taxonomy
Updated Navigation
Updated Mega Menu

Register/Log In

Current Payment Flow

Account

My List of

My Account

Unregister
Credit Card
Account

Make a
Payment

Proposed Payment Flow

Pay Your Bill

Review Payment

13



MY CONTRIBUTIONS

Interaction Design

e Sketches

e Header, Navigation, and Utility Menu
Wireframes

e My Account Wireframes

. Hi, Jefft | £F Manage Account | 9 Store Locator | W Cart
A/B Testing
QA Kay Logo Questions?
Call U
s ass7 B emaius @ Dot | Q What can we ind for you? Find
Rings Necklaces Earrings Bracelets Watches Collections Education Style Journal

HI, Joff 'Q Manage Account ' 9 Store Locator | ¥ Cart

Make a Payment

Kay Questions? Log in to make payments 1o your

Call Us B Live | Kay credit account. .
/ \ 800-123-8567 B email Us ® it Find

Check Orders

Log in to view your order history

I Rings Necklaces Earrings Bracelets Watches Collections | 214 check shipping status rnal

Shop Smart

Compare products, bulle a

wish list, and view recent products
Get Help

All of your questions on credit,
accounts, orders, refunds & more

Manage Your Account

Manage your account information,
cregit, addresses & more

Log Out

Click here to log out of your Kay
account,




MY CONTRIBUTIONS
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© ade.. D e A Do Minimum Amount Due
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Make a Payment 01

Make a Payment 02

Make a Payment 03
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MY CONTRIBUTIONS
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° Minimum Amount Due
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MY CONTRIBUTIONS

Minimum Amount Due
$85.00
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Make a Payment 07

Make a Payment 08
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MY CONTRIBUTIONS
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MY CONTRIBUTIONS
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Payment Summary

Amoum
$85.00

Paymen: Type
Eank Account weens

Gane
3/8/2014

Frecuency
2% Manth, yesseg 182004

O, Camnt

R2.0 - Coching Wakie 2 Paymens will grodess The pinTresl and muve [he user 10 The ConfMmution page

B

Seccesy Trarks for racng your paymert.
This page i 4ar your refererce asly, It is not 2 legal documens.
We 00k Toreand 10 wiw WSt us agan

Payment Summary

Aot
$85.00

Paymen: Type
Sank ACCOUNt wwos

dae
weing 3/8/2014

Corfimanen Nyswer
00002349567345982345

Azcous: Nurber

0123456789

Recently Viewed

/

130 - Ouching Frar wil pront the Confervalon Page
13.2 - Ouching Trodt Conter’ wil tabe The user 16 Mhe Credn Conter (Manape Crednd
1535 - Ok "Varage AC0oert’ will Take the wies 33 the My ACCOLAE SaXTion (Mana)e ACCOusD

Make a Payment 12

Make a Payment 13
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Before - Kay

g o EE

K A Y Every kiss begins with Kay *

After - Kay, Jared, Kay Outlet

sign In | | #5] Apply for Kay Credit Order Status | My Account | Recently Viewed (0) | Compare (0) | Wish List | Shopping Bag (0)

Questions? Live Chet ;
JEWELERS D 80(?5;58029 X< contact us Pkl 9Finda$loru | Q

Every kiss begins with Kay.*

Diamonds & Gold Silver & Personalized Clearance & Jewelry

Engagement & Watches Gift Ideas

Wedding Bexign-A:Ring Gemstones Other Jewelry Jewelry More Education

sgain | T Avpl for Jared Credt Order Status | My Account | Recently Viewed (0) | Compare(0) | WishList | Shopping Bag(0)

L)
Questions? SEARCH BY STOCK # OR KEYWORD m
Find a Store

The Galleria Of J ewe]ry 800-527-8220 Contact Us Live Chat

Engagement & Wedding Design-A-Ring Diamonds Gemstones Watches Gold, Siiver & Other Jeweiry Personalized Jewelry Education

Signin Apply for Kay Credit Order Status | My Account | Recently Viewed (0) | Compare(0) = Shopping Bag(0)

SIGN UP FOR
v smatones D] SSe  EN DL secia

OFFERS

RINGS NECKLACES EARRINGS BRACELETS WATCHES CHARMS&BEADS ACCESSORIES NEW WEDDING COLLECTIONS  CLEARANCE & MORE

On Kay and Jared, only the header Ul was implemented. On Kay Outlet, the header was
implemented, and the navigation was organized according to our recommendations. Updated

navigation is slated to go live on Kay and Jared in August 2014.

The redesigned My Account section was shelved until there is a complete and unique redesign of
the sites. The Payment Flows were broken out and are slated to go live in July 2014.
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BY THE NUMBERS

300
250
200
150
100

50

w2012 w2013 © 2014

Annual Combined E-Commerce Revenue (MM)

. Increase in conversation rate from 1% to 2% projects a $125

million jump in combined revenue in 2014, from $145 million to

$270 million
*  12% reduction in related call volume projects to save $4.175
million in 2014

«  Kay Outlet launched with $2 million in revenue from 11/2013 to

2/2014

KAY OUTLET

$2 MILLION

E-Commerce Revenue, First 3 Months

ALL E-COMMERCE

$145 MILLION

Revenue, 2013

ALL E-COMMERCE

$15 MILLION

Revenue in Excess of Goal, 2013

CUSTOMER SERVICE

$4.1 MILLION

Amount Saved in Help Center Call Reduction, 2014

21



EASY2 TECHNOLOGIES
PRODUCT DEMOS - A SASS PLATFORM

PRODUCT DEMO REDESIGN



“Simplicity isn't about dumbing it down, it's about prioritizing. Not
volume, but clarity.”

-ADAPTED FROM: CHIP
HEATH, MADE TO STICK
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sys-tem
lsistom/ noun

1. a set of connected things or parts forming a complex whole, in
particular.

a set of things working together as parts of a mechanism or an
interconnecting network.

noun: system; plural noun: systems

"the state railroad system”

synonyms: structure, organization, arrangement, network

24



How can we make our content available
to as many retailers as possible?

easy?2

an Answers company

S
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EXPANDING OUR
SYNDICATION NETWORK

At Easy2 Technologies, we needed to find a way to expand the syndication network for our flagship
SaaS$ platform, MYO Demo. It's growth had stalled, largely because our Flash demos were not

tablet or mobile compatible. We had created separate mobile and tablet demos, but that meant
retailers were forced to add 3 sets of code to their websites.

This project would also future-proof our technology for the upcoming wave of responsive sites, as
our products would need to function on fluid and responsive sites.

So, we set out to:

e Recreate our existing Flash product demos in HTML5

e Add new templates with brand new functionality

e Update the demo builder interface to support the new templates.

26



INSIGHTS

e The business objective was to replicate the existing Flash templates in HTMLS5, with the
flexibility to improve the experience within the scope of the project

e The new templates were designed from scratch and were intended to expand the functionality
of demos

e Expanding our syndication network was important because it was critical to our vendors (our
paying customers - our users were not our customers)

e Aswe expanded into new verticals, we found that retailers were unwilling to accept our demos
because they were Flash

e |eadership believed this change would open up new industries as potential customers

27



MY CONTRIBUTIONS

Research

Competitive Analysis

User Task Modeling

Customer Profiles
Personas
Storymapping
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MY CONTRIBUTIONS

Interaction Design

e Sketches

e Wireframes

e Paper Prototypes

e HTML Prototype Review

Design
e Visual Design Review

Usability Testing

QA

*Agile UX Designer
*Agile Product Owner
*Agile Analyst

360 Builder - Start

‘add Images

360° Rotation Builder 01

360 Builder - Image Ordering

XXX

—_— ———————— |

360° Rotation Builder 02

Uploader/DAM Overlay Screen

XXX X

imoge _Sampleimoge __ Somple Imoge. Sarple imoge.

X

Somplelroge  Somplelmoge  Somplelmoge  Sample Image

X XX

Sample iroge Somple Imoge Sample Image.

360° Rotation Builder 03

360 Builder - Callouts Screen

Rotation

g
®

§—— b

360 Builder - Callouts Screen

Callouts Rotation
> Calot T Goss Hore [y B
]

TR —

[[Forstomy ] ot ~44§‘

‘n 2-B(iZE(w Q [—|wm|

=

[q] )
e

360° Rotation Builder 05

360° Rotation Builder 04

360 Output - Open Callout Without Media

— /\
@ Callout Title Text

Descrpton text

XXX

360° Rotation Builder 06
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MY CONTRIBUTIONS

Interaction Design

e Sketches

e Wireframes

e Paper Prototypes

e HTML Prototype Review

Design
e Visual Design Review

Usability Testing

QA

*Agile UX Designer
*Agile Product Owner
*Agile Analyst

360 Builder - Callouts Screen

Gotopage s 360 Builder - Callouts Screen

Callouts

Rotation

D> Calout Title Goes Here.

[q]

0

Callouts

Rotation

D Calout Tite Goes Here.

o =

D Longer Calout Tie Goes Here

D Extro Long Calout Tite Goes Here:

o =

Extro Exra Exra Long Calout Tie Goes Hore

oom =

[

v[v][v

Exra Extra Extra Long Calout Tre Goes Here

oo =

—

360° Rotation Builder 07

360° Rotation Builder 08

360 Builder - Callouts Screen

Callouts Rotation ||
D> Calet Tie Goos Here =m =Nl
D Longer Callout Title Goes Here E
I

¥ Extra Long Callout Title Goes Here E- E

L |

BZ U wefelr]:i=i=|C 2 [BE0
D Extra Extra Extra Long Callout Title Goes Here @- E O - D

360° Rotation Builder 09
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Intro Features Video Accessories Gallery Specs

s - m Rockwell® JawHorse ™ Add to Cart | +
(]
A

-
° JAWH RSE

* SOLID STEEL CONSTRUCTION
*UP TO 1 TON OF CLAMPING PRESSURE

360° Rotation with Callouts Builder - KitchenAid Mixer

c 1 eaSLz
HoRe

Full Demo - Rockwall Jawhorse on Lowes.com

360° Rotation with Callouts Builder - KitchenAid Mixer

We ported 8 Flash templates into HTML, and retired 2 others. We also introduced 6 new templates
and rebuilt the Saa$S builder to support them.
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BY THE NUMBERS

% Of Clients after 6 EASY 2 SAAS PLATFORM

Months 16% INCREASE

Product Demo Revenue, 2012

EASY 2 SAAS PLATFORM

$7 MILLION

Product Demo Revenue, 2012

CLIENT SERVICES

> EFFICIENCY

Dramatic reduction in time spent building demos for
confused clients (Not Quantified)

W HTML5 m Flash
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STERLING JEWELERS
JEWELRY EDUCATION SITE

JEWELRY WISE



“Context is everything.”

-REX HARTSON, THE UX BOOK
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de-tail
di'tal,'détal/Submit
noun

1. an individual feature, fact, or item.
"we shall consider every detail of the bill"

synonyms: particular, respect, feature, characteristic, attribute,
specific, aspect, facet, part, unit, component, constituent; fact, piece

of information, point, element, circumstance, consideration

"the picture is correct in every detail"
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How can our brands earn the trust of
a new generation?

JARED

The Galleria Of Jewelry

KAY

JEWELERS
Every kiss begins with Kay®
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JEWELRYWISE IS BORN

Sterling’s jewelry brands needed a way to connect with a new generation.

A proposed hub for educational jewelry content had been shelved for years. We resurrected it with

the idea that we could turn it into both an ecosystem to populate content to all of our brand sites,
and use it to engage a new generation of customers at a critical point in their lives - the marriage
proposal.

Jewelry Wise was given a $600,000 budget, and we were given four months to launch the site.
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INSIGHTS

We wanted to position Jewelry Wise as a “trusted advisor” to all jewelry customers - not just
Kay & Jared customers

We divided the content into three main categories: Wedding/Engagement, Gift Giving, and
Self-Purchasing, meeting our business objectives as well matching the mental models of our
target users

The goal of the site was to educate, not sell - in places where there was an opportunity we
attempted to keep it very soft

We were required to but purposely did not heavily promote our brands to add credibility to
Jewelry Wise, as we were concerned that over promotion would undermine the rapport we
were aiming to build

We wanted the site to be responsive not only for it's inherent benefits, but also because we
wanted to introduce the concept to Sterling
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MY CONTRIBUTIONS

* Proposed an ecosystem that would distribute the educational content throughout our family of
sites

e Helped develop the site strategy

e Helped develop and organize the content strategy

* Helped develop a Jewelry Wise brand (including the name)

e Reviewed content (articles, infographics, videos, and interactive tools)
e Chose stock photography

e Oversaw video and photography shoots on location in Jared Stores
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MY CONTRIBUTIONS

Research
* Analyzed internal market research
e Site-Intercept Surveys
e VOC Surveys

User Task Modeling
e Personas
e UserJourneys

L hawx sae 7-”\*/-/
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MY CONTRIBUTIONS

. . . . Goals
B‘radils ayoung man Iooklr\g to propgse to his Ior?gtlme o
girlfriend. He knows very little about jewelry and is not .+ Leamaboutgetting
confident in his ability to choose a suitable engagment s
. + Leam about diamonds
ring. He knows he needs help and plans to leverage the + Donotspendmare
internet as a tool to educate himself on the details of Sy it o
i . + Makethe |
rings and proposals e
Pain Points
Brad -& Ring Purchaser (Jared ¥ b
ra ngagement Ring Purchaser {Jared) Primary Scenario Knowbedge
+  Pushy salespeople
+ Mae + Canspend $4.000 Brad has been dating he girfiend for three years +  Asingle damond in the center e h
. ng ona bud . mf ":,’,':’.:f' i R Diamonds on the band, but not al the way uf,i'f;“m:m';
- “Afeaid”of jewebiry stoses « Wants to get engaged that br:wess'
Tamikarity with et
- his purchaze.
He begins to searc! -3
COMES drass retall E
reame s o ©
M Adter he learns sbo 4
feel comfortable willd
W peatessonal, he S
creative, romantic
Age:26 According to the "3
be spending atle:
~ He loves his girif
expersive due 1o ©
save $4,000 n cash) o
w overextend bs fin _g‘
a
Now he begins the ‘z
L =
3
4
Engagement Knowledge: None
.
froen the band.
W Because he wants o
Overall imited Brad deades to do

figure out what kir
He learns that she

“
]
&
o
2
B
o
3
=z

Purchase

He returns to the salespeople he likes
@ and negotiates using the online prices
he found.

Relationship
@ Brad insures the diamond.

[ BRI R

Awareness Research Consideration
o Brad decides to propose. o Brad begins to specifically research ° Brad begins to get an idea on what
A rings in-store and online. factors influence a diamond’s cost.
@ /ftermuling overidens. Brad decldes| ' izes the dlamond can be
ona surprise proposal on the beach. () Mere o He compares what salespeople tell
purchased separately from the band. @) 11 ST e,
Brad begins searching online for im to Sees
o infor ng nd o Brad educates himself online and Brad asks "
v:‘ngs.““uo‘ 0 ST, in-stores about diamonds. hie ol "' ip
paTsss hie v @ what kind of diamond and

andseals @ theright price and gets tsetina band (@) theeweler for eaning
that

He realizes how expensive © help him find a trustworthy
. P band she wants.
-engagement rings are. gﬁem

and marriage!




MY CONTRIBUTIONS

Information Architecture e
e Taxonomy
e Navigation

e User Flow

Education
Center




MY CONTRIBUTIONS

Interaction Design
e \Wireframes for interactive tools

Roughly, how much do you plan to spend?

B =
i

What style are you looking for?

Classic

Affordability Calculator 01

Which is most important to your significant other?

Carat

Affordability Calculator 02

Brilliance

Flawless

Need Help? Try This:

Diamond Attribute Selector

o

Affordability Calculator 03
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MY CONTRIBUTIONS

Interaction Design

Wireframes for interactive tools

$1,000 Classic Carat
Price Range style Diamond
Preference

Show Me Rin
No.1want 1o changs my answers..,

Affordability Calculator 04

The diamond has the greatest impact on a ring's price. The exampies shown attemat to give you the Greatest Carat size without breaxing your budget.

What $1000 will Buy You

.7 Carat Size
12 Clarity
Good Cut
G Color
Traditional Band
Actual Rings
Ring 1

super GreatRing  $1,120
with Awesome

Features 1

Round Cut Diamond

Carat: 92

6 Carat Size
11 Clarity
Good Cut

F Color

Traditional Band

fing 2

Super GreatRing ~ $1,080
with Awesome

Features 2

Round Cut Diamond

Carat: .7

49 Carat Size
$12 Clarity
Good Cut
F Color
Traditional Band
Aing 3

Super GreatRing ~ $975
with Awesome

Features 1

Round Cut Diamond

Carat: 65

Affordability Calculator 05
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MY CONTRIBUTIONS

Design
e |logo and Style Guide Review
e Visual Design Review

Testing

e Usability Testing (Lab-Based Eye Tracking)
e Usability Testing (Task Completion)

e Usability Testing (Heuristics)

QA

5. COLOR PALETTE
& USAGE

Color is a key component of the Jewelry
Wise visual identity, and the colors of the
palette were carefully chosen to represent
the brand.

Using these colors consistently across all
communications will build recognition for
the Jewelry Wise brand by contributing to
aunified look and feel. The colors of the
palette can be used for text, color fields,
backgrounds, rules and other graphic
devices.

247

won

246

PMS: 420 @ 20%
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RESULTS

% JEWELRY WISE™

W ENGAGEMENTS & WEDDINGS

% GIFTS & OCCASIONS M INSPIRATION B JEWELRY 101 % LEARNING RESOURCES

—r |
O T »
AN

ABOUT THIS SITE

g s

tional

VIORE >

@ ENGAGEMENTS & WEDDINGS == GIFTS & OCCASIONS ':;:' JUST FOR YOU [3/ JEWELRY 101 ©, TOOLS & RESOURCES

Home Engagements & Weddings Engagement Rings Bridal Going Non-Traditional

5 & WEDDINGS

Bridal Going Non-Traditional

Desktop
Jewelrywise.com

Mobile
Jewelrywise.com

Tablet
Jewelrywise.com
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RESULTS

We launched in October of 2013 with the help
of several agencies we hired along the way.

We came in about $50K under our $600K
budget, including having $35K removed from
the budget to buy domains unrelated to the
project, and spending another $10K on an
internal awareness video that was required of us
by C-Level executives.

Over 100 people were involved in various forms
of approval, including an extensive legal review
of all content.

Credit

Visual Design and Development: eHouse Studio
Video Production: Impact Communications
Infographics: visual.ly

Content Writing: Suite Seven

? JEWELRY WISE™
>

@ ENGAGEMENTS & WEDDINGS  GIFTS & OCCASIONS. B INSPIRATION [ JEWELRY 101 % LEARNING RESOURCES

.
Should | Buy a Diamond

Solitaire or Other
Engagement Ring?
.

L,
What Anniversary Is Top 10 Questions To Ask

Appropriate for Fine When Choosing a Jeweler
Jewelry? .

'MORE LEARNING RESOURCES > &
&

47



BY THE NUMBERS

First 6 Months

B New Visitors

Returning Visitors

JEWELRYWISE SITE STATISTICS
1.30%
Bounce Rate

JEWELRYWISE SITE STATISTICS

4.52 PAGES

Pages Per Visit

JEWELRYWISE SITE STATISTICS

98 SECONDS

Average Visit Duration

E-COMMERCE COMP REVENUE

ALL 6 MONTHS

Record Comp Revenue
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TRADEKING ADVISORS
ROBO-ADVISOR
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“You cannot design an experience, you can only influence one. The
experience belongs to the user.”

-Adapted from Joshua Porter
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sto-ry-tell-er
stor’ e-tél’ or

noun

1. one who writes or tells stories.

2. one who relates anecdotes.
3. informal: one who tells lies.
noun, adjective

sto-ry-tell-ing
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Can we increase the number of funded accounts that
users are opening?

e ulpy
TradeKln'g TradeKln'g

advisors
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TradeKing had launched it's own robo-advisor, and after 6 months, it did not have the anticipated
traction that the company had expected.

It was decided that the process of signing up needed to change. The original process was a
compliance-driven questionnaire that attempted to determine the risk tolerance of a user. However,
it was positioned as a free way to determine your risk tolerance, not a way to sign up for the service.
It was also the only way to sign up.

We started from scratch, first learning about the mental models of our customers. We learned about
their behavior, and what their hopes, fears, and dreams were. After that research, we decided to
move forward with a funnel that placed a user in a predetermined investment category that was
primarily determined by their investment goals.
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We created a few main goals: retirement, emergency fund, major purchase, travel, and a
generic category for those without a specific or applicable goal

Rather than having a single funnel that attempted to combine the sign up process from a
investment recommendation, we split them, focusing the funnel on making the best
recommendation possible

We had several requirements that the flow needed to have, so we could determine and factor
the user’s risk tolerance into the recommendation we provided

At the end of the funnel, we added a sales page that drove a user to sign up for the service -
however, it was not based on the assumption that a user was using the funnel to sign up (as the
previous funnel had)

The TradeKing Advisors brand was evolving, and needed to be incorporated into the project.

We were also breaking in a newly formed split-testing department and for the first time in
TradeKing history, new creative needed to be tested and victorious to be released
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Research

Prospect Surveys
Customer Surveys

User Task Modeling

Personas

User Journeys
User Task Flows
Task Flows

Saving for Retirement (104/267)

What fears do you have about not saving money?

B

1| Liear not being able to retire — 104 | 39%
2 | Lfear having to work afer retirement — 2%
3 | Ltear not having savings in the event L iose my job — 61 2%
4 | Lfear not having savings in the event of a medical emergency — % 3%
o motr o suan o oo vt ex. 4t b 5pasand Gt 1508128 e o e
6 | Lfear something else - 35 13%
7 | Lfear not being able to pay for my kids education - 21 8%
8 | Lfear not being able to care for an aging parent or reltive - 23 o%

* 39% fear not being able to retire (104/267)

* 37% fear not being able to afford a medical emergency (99/267)
* 30% fear a costly series of events (81/267)

* 28% fear having to work after retirement (74/267)

* 23% fear not having savings if they lose their job (61/267)

1| Lfear not being able to retire — 51 9%
2 | Lfear having to work after retirement —_ 1" 1%
3 | Lfear not having savings in the event | lose my job - 9 %
4 | Lfoar not having savings in the event of a medical emergency - 12 12%
foar another costly event or series of events (ex. major home repairs and car repairs
5 Ll e B - s "
6 | Lfoar something olse - 8 8%
7 | Lfoar not being able to pay for my kids education [} 3 %
8 | Lfear not being able to care for an aging parent or relative ] 2 2%
Total 104 | 100%

*  49% fear not being able to retire THE MOST (51/104)
* 11% fear having to work after retirement THE MOST (11/104)
o Together, that’s 60%

Out of those people who fear not being able to retire....
* 32% are aged 55 to 64 years (33/104)
* 23% are aged 45 to 54 years (24/104)
* 19% are aged 25 to 34 years (20/104)

* 60% are married (62/104)
* 31% are single (32/104)
* 85% have 0, 1, or 2 children (89/104)

* 87% believe they do not earn enough money to invest (20/23)

TKA Personas

Persona Overview

Persona Title

Demographics

Quote

Aunt Patty

Saving For Retirement
New Investor: Prospect

Age: =2
Odcupation: Nurse
Gear: MacBook. Chrome, WiFi,

i
Education: Sachelor’s Degree
Stas: i

T 40000
“] want to retire secure, and not

worry about a second career
greeting customers at Wal-Mart.”

1. Patty wants to retire.
Shert-Term: High Motivation.

2. Patty wants to be prepared
in an emergency.
Short-Term: High-Motivation

3. Patty wants to not worry about money.
Short-Term: Low Motivaton.

4. Patty thinks more income is the
answer.

Short-Term: Low Motivation.

Cousin Eddie

Don't Have the Money
Non-Investor: Prospect

Age: 2
Occupatic

Uncle Joey

Looking to Switch
Experienced Investor: Prospect

Age: &

jon:

Gear: Windows XP, IE, Broadbend,
Andros

Education:  Figh School Diploma

Status:  Married

TH 548,000

“I know I need to save money, but
1 just don’t earn enough to put
‘some away for the future.”

1. Eddie wants to save for an emergency.
‘Short-Term: High Motivation.

2. Eddie wants to earn more money.
Short-Term: High Motivation.

3. Eddie wants to hold onto the money he
does have.

Short-Term: Low Motivation.

Tex Audtor, Partner
Gear: iMac, Firefox. Broadband,

Phons
Education: M8A,CPA
Status: Marred
b $150,000
“I'm content with my financial
situation. I'm ready to retire, but
am not quite financially free. I'm
willing to work with you if you can
help me retire quickly.”
1. Joey wants to retire.

‘Snort-Term: High Motivation.

2. Joey wants to travel with his family.
Snort-Term: High Motivation,

3. Prior to retirement, Joey is motivated to
preserve his current investments above
al

else.
‘Short-Term: High Motivation.
4. Joey wants to make sure his family is

taken care of.
‘Snort-Term: Low Motivation.
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MY CONTRIBUTIONS

Research
e Prospect Surveys
e  Customer Surveys

User Task Modeling
e Personas

e User Journeys

e User Task Flows
e Task Flows

Aunt Patty’s Journey

Research

Patty is nncesatically ansoled in her
© company 401K, duterring 3% of her
salary

o Patty searches for Information onbne
She is compltely overwheimed.

Pasty zeroes In on a few companies.
© :he found onkine and the company her
Ood uses

After walking awiy from the stuation
foe a fow years, Patty has put amay

@ :=voal thousand dollars in her 401K

She motices she has spent a lot of

Patty begins making automatic
witheramals from her paychack 1o
fund her account, she had no mitial
Tumg sum to swest.

Cousin Eddie
Task Analysis
Goal: Have Emergency Savings

Eddie is unable to contribute
to provide financial assistance
for his mother's broken hip

Decides he must build
‘some savings in case of
an emergency

Looks up different investment Looks up different investment

companies

| |
I

Asks parents for advice

Still need advice?

Asks close family members for
advice

Asks select friends for advice

Who does he invest
wit

What kind of investment
does he choose?

Chooses a company/advisor

o et it Chooses an investment type

Makes the investment

o Patty asks har father i) o
alile 10 retre ¢ this amoud of comparias with quite dilerant
o money, but s glad that it dossn't feed offanngs
Moz she 15 sacrficing money. Patty -unn,a-uhnﬂnu.bu Patty doasr't call of viit the
Comes amay from . Paity company she mwasts with, but feek N N
Fouling mosvatad, Patty P o ke sh in o diferent ° mmgn e o Wiasting o () o theyolls (Begin the sign up process)
needs to look it 1d and newds b g el imovsy account. sirweral ustomer service options
Savamaney. Weh sy one of these comomies (s and have phone support avafable

Eutter than doing ething.
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Information Architecture
¢ Nomenclature
e User Flows
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Information Architecture

¢ Nomenclature

e UserFlows

GOAL

Assumptions:

« Timeframe
« Contribution
* Risk

Assumptions:

« Email saved to list

« Create TKA account
(not funded)

+ Recommendation
saved to account

REVIEW

Assumptions:

User can tweak:
* Timeframe

+ Contribution

* Risk

Potential:

* Risk Questionnaire
for those who don’t
know

INCENTIVE

RECOMMENDATI

Assumptions:

* Recommendation
emailed to customer
* Recommendation
displayed to user

HOMEPAGE ‘

SHARE GOALS ‘

RECEIVES EMAILS

LANDING PAGES

RECOMMENDATION

ADJUST PREFERENCES

ADJUST PREFERENCES

RECOMMENDATION

‘ RECEIVES EMAILS

‘ AGREEMENTS ‘

BANK/INVESTMENT INFO
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Interaction Design
e Screen Flows

e Sketches

e  Wireframes

e Interaction Flows

Design
e Visual Design Review

Testing

e A/BTesting

e Usability Testing
(Task Based)

QA

-

D
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g 3 5 S
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MY CONTRIBUTIONS

Interaction Design
e Screen Flows

e Sketches

e  Wireframes

e Interaction Flows

Design
e Visual Design Review

Testing

e A/BTesting

e Usability Testing
(Task Based)

QA
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Interaction Design
e Screen Flows

e Sketches

e  Wireframes

e Interaction Flows

Design
e Visual Design Review

Testing

e A/BTesting

e Usability Testing
(Task Based)

QA

Brand: Page Name: Version:

Author: Project: Created On: | Last Update:

B. Sebbio | Goals Based Sign-Up - Mobile 02.11.2015 | 04.10.2015

OmOmOmOnOn0

We're glad you're interested in investing. Let us help you by
providing an expert recommendation on how to setup your

investment to achieve your goals. Why are you looking to invest?

“9, | Want to Retire Securely
Live the retirement of your dreams.

| Want to Be Protected

Protect yourself and your family in an emergency.

A | Want to Make a Major Purchase

House? Car? Wedding? Graduation? College?

| Want to Travel

There’s nothing like the freedom of traveling.

I Just Want to Invest (Other)

Nothing wrong with some forward thinking.

GET YOUR RECOMMENDATION >

Need more information?

Brand: Page Name: Version:

Author: | Project: Created On: | Last Update:

8. Sebblo | GolsBased San-Up intracin Fow - 02.11.2015 | 02.20.2015

- How Much Risk Will You Take?

To give you the most accurate recommendation, we've made a few
assumptions about your situation to get started. Tell us if we're

right, or change the default if you have another idea in mind.

I'm not willing to take risks, even though it may affect my returns.

3 4 5

Overti " ions will become more
In the future, you will be able to change the amount of risk you are

willing to take at any time.

-0

The user will input their risk tolerance here. They

will tap on a number to indicate their tolerance.

The text above will change and function as a

description of that risk tolerance number.

Clicking this button will move the user to the

previous screen. On Tap, there should be a visual

indication that the button has been tapped.
Suggested 30% darker.

Clicking this button wil accept the input and

move the user to the next screen. On Tap, there

should be a visual indication that the button has
been tapped. Suggested 30% darker.

I MY JAMAICA FUND
Q) o tveatigh Rk Taorance
© ot
[op

Stop woring - ot us manage your investment and
wack your progress.

Sign upnow and tako action toward your ravels

[ RR————

Thare i narisk - You dont have tofund your

L~
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We launched in May 2015 and
after several tests and tweaks we
had achieved statistically
significant improved conversion
rates on both account acquisition
and funding at which it fully
replaced the original acquisition
funnel in July 2015.

We noted that as our conversion
rate increased, the number of users
who completed the funnel
decreased, suggesting (but not

proving) we were successfully
reaching our target users.

Further tests and improvements
are being continually made.

TradeKihg

advisors'

»
h

@ | Want to Make a l\/Iajor Purchase House? car? Wedding? Graduation? College?

&

%

D e @ (o )—()

Why are you looking to invest?

Live the retirement of your dreams

Protect yourself and your family in an emergency.

There's nothing like the freedom of traveling

Nothing wrong with some forward thinking

GET YOUR RECOMMENDATION »>

®
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BY THE NUMBERS

e==sers Who Completed the Funnel

e==m|ncrease in Conversion Rate

Day 0 Day 30 Day 60

*  "Defined as a user who completed the flow and opened an
account within 30 days

+  TDefined as a user who opened an account and funded it
within 60 days

« " Defined as a user who advances to the final page of the
funnel, where they are presented with the option to join

TRADEKING ADVISORS

32% INCREASE

Increase in Conversion Rate”

TRADEKING ADVISORS

8% INCREASE

Increase in Funded Accounts’

TRADEKING ADVISORS

3% INCREASE

Increase in Average Amount of Account Funding

TRADEKING ADVISORS

9% DECREASE

Users Who Completed the Funnel®

63



WHAT ELSE HAVE | WORKED ON?

EASY2 TECHNOLOGIES

NOTABLE PROJECTS

Mobile Product Demos
Tablet Product Demos
Mobile Product Selectors
Tablet Product Selectors
In-Line Content

Product Demo Builder
Product Selector Builder

STERLING JEWELERS

NOTABLE PROJECTS

Kay.com Mobile
Jared.com Mobile
Kay.com Tablet
Jared.com Tablet

Kay iOS App

Jared iOS App

Kay Android App
Jared Android App
Kay Gold Exchange
Jared Gold Exchange
JB Robinson Gold Exchange
Sterling Gold Exchange
Kay.com Updates
Jared.com Updates
Zales.com Updates
Gold.com Redesign

TRADEKING
NOTABLE PROJECTS

Tradeking.com Responsive
Redesign
Tradekingadvisors.com
Redesign

TK Connect Social Platform
TradeKing LIVE Software
Platform

MBT Software Acquisition
and Integration

TradeKing Marketing
Landing Pages

TradeKing Email
Communications
TradeKing Brand Refresh
TradeKing Acquisition
Projects

TradeKing Advisors
Acquisition Projects



