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HEADER REDESIGN 

STERLING JEWELERS 
KAY.COM, JARED.COM, KAYOUTLET.COM, 
STERLINGJEWELERS.COM 
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“The behavior you observe is the behavior you designed for – 
whether intended or not.”	

-BJ FOGG 
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ex·pe·ri·ence  
 
ikˈspi(ə)rēəns/  
 
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"  
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Can we make it easier for our customers to find 
what they are looking for?  
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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: 
•  Creating a new primary menu and taxonomy 
•  Changing the transactional flows and design (shopping card and credit payment) 
•  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. 
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INSIGHTS 

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

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

•  Our primary focus was to reduce the density of information in the header 

•  Our research indicated that people were having trouble finding things in several areas of our 
sites 

•  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 
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Research 
•  Competitive Analysis 
•  Surveys 
•  Voice of Customer Studies 
•  Heuristic Reviews 
•  Search Log Analysis 

User Task Modeling 
•  Nomenclature Standardization 
•  Card Sorting 
 

MY CONTRIBUTIONS 
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Research 
•  Competitive Analysis 
•  Surveys 
•  Voice of Customer Studies 
•  Heuristic Reviews 
•  Search Log Analysis 

User Task Modeling 
•  Nomenclature Standardization 
•  Card Sorting 
 

MY CONTRIBUTIONS 
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Information Architecture 
•  User Flows 
•  Sitemaps 
•  Proposed Taxonomy 
•  Updated Navigation 
•  Updated Mega Menu 
 

MY CONTRIBUTIONS 
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Information Architecture 
•  User Flows 
•  Sitemaps 
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Information Architecture 
•  User Flows 
•  Sitemaps 
•  Proposed Taxonomy 
•  Updated Navigation 
•  Updated Mega Menu 
 

MY CONTRIBUTIONS 
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Interaction Design 
•  Sketches 
•  Header, Navigation, and Utility Menu 

Wireframes 
•  My Account Wireframes 
 
A/B Testing 
QA 
 

MY CONTRIBUTIONS 
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MY CONTRIBUTIONS 

Make a Payment 01 Make a Payment 02 Make a Payment 03 
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MY CONTRIBUTIONS 

Make a Payment 04 Make a Payment 05 Make a Payment 06 
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MY CONTRIBUTIONS 

Make a Payment 07 Make a Payment 08 Make a Payment 09 
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MY CONTRIBUTIONS 

Make a Payment 10 Make a Payment 11 
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MY CONTRIBUTIONS 

Make a Payment 12 Make a Payment 13 
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RESULTS 
Before - Kay 

On Kay and Jared, only the header UI 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.  

After – Kay, Jared, Kay Outlet 
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BY THE NUMBERS 
KAY OUTLET 

•  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  
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Annual Combined E-Commerce Revenue (MM) 

2012 2013 2014 

$2 MILLION 

$145 MILLION 

$15 MILLION 

$4.1 MILLION 

ALL E-COMMERCE 

ALL E-COMMERCE 

CUSTOMER SERVICE 

E-Commerce Revenue, First 3 Months 

Revenue, 2013 

Revenue in Excess of Goal, 2013 

Amount Saved in Help Center Call Reduction, 2014 
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PRODUCT DEMO REDESIGN 

EASY2 TECHNOLOGIES 
PRODUCT DEMOS – A SASS PLATFORM 
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“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  
 
ˈsistəm/ 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  
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How can we make our content available  
to as many retailers as possible? 
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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: 
•  Recreate our existing Flash product demos in HTML5 
•  Add new templates with brand new functionality 
•  Update the demo builder interface to support the new templates.  
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INSIGHTS 

•  The business objective was to replicate the existing Flash templates in HTML5, with the 
flexibility to improve the experience within the scope of the project 

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

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

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

•  Leadership believed this change would open up new industries as potential customers 
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Research 
•  Competitive Analysis 
 
User Task Modeling 
•  Customer Profiles 
•  Personas 
•  Storymapping 
 

MY CONTRIBUTIONS 
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Interaction Design 
•  Sketches 
•  Wireframes 
•  Paper Prototypes 
•  HTML Prototype Review 
 
Design 
•  Visual Design Review 

Usability Testing 
QA 
*Agile UX Designer 
*Agile Product Owner 
*Agile Analyst 
 

MY CONTRIBUTIONS 

360º Rotation Builder 01 360º Rotation Builder 02 

360º Rotation Builder 03 360º Rotation Builder 04 

360º Rotation Builder 05 360º Rotation Builder 06 
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Interaction Design 
•  Sketches 
•  Wireframes 
•  Paper Prototypes 
•  HTML Prototype Review 
 
Design 
•  Visual Design Review 

Usability Testing 
QA 
*Agile UX Designer 
*Agile Product Owner 
*Agile Analyst 
 

MY CONTRIBUTIONS 

360º Rotation Builder 07 360º Rotation Builder 08 

360º Rotation Builder 09 
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RESULTS 

Full Demo – Rockwall Jawhorse on Lowes.com 

We ported 8 Flash templates into HTML, and retired 2 others. We also introduced 6 new templates 
and rebuilt the SaaS builder to support them.  

After – Kay, Jared, Kay Outlet 

360º Rotation with Callouts Builder – KitchenAid Mixer 

360º Rotation with Callouts Builder – KitchenAid Mixer 
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BY THE NUMBERS 

EASY 2 SAAS PLATFORM 

88% 

12% 

% of Clients after 6 
Months 

HTML 5 Flash 

16% INCREASE 

$7 MILLION 

> EFFICIENCY 

EASY 2 SAAS PLATFORM 

CLIENT SERVICES 

Product Demo Revenue, 2012 

Product Demo Revenue, 2012 

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

STERLING JEWELERS 
JEWELRY EDUCATION SITE 



34	

“Context is everything.”	

-REX HARTSON, THE UX BOOK 
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de·tail  
 
diˈtāl,ˈdētāl/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? 
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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  

•  Helped develop the site strategy  

•  Helped develop and organize the content strategy  

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

•  Reviewed content (articles, infographics, videos, and interactive tools) 

•  Chose stock photography  

•  Oversaw video and photography shoots on location in Jared Stores 
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Research 
•  Analyzed internal market research 
•  Site-Intercept Surveys 
•  VOC Surveys 
 
User Task Modeling 
•  Personas 
•  User Journeys 
 

MY CONTRIBUTIONS 
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MY CONTRIBUTIONS 
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Information Architecture 
•  Taxonomy 
•  Navigation 
•  User Flow 

MY CONTRIBUTIONS 
Screen

Action

Carat Size

Ring Sizer

Diamond 
Attribute 
Selector

Style 
Identifier

Cost 
Calculator

Financial 
Calculator

Education Center
Tools

Select 
Gender

DAS Selection

Select 
Answers

DAS Questions

Select 
Answers

SI Questions

Slide Scale

Carat Size

EC Home

Slide Scale

Ring Sizer

EC Home

Get Results

DAS Results

EC Home

Get Results

SI Results

EC Home

Get Results

CC Results

EC Home

Calculate

FC Results

EC Home

Calculate

Cost Calculator

Calculate

Financial Calculator

Education 
Center

In-Store

Education 
Center

Email

Education 
Center

Jared

Education 
Center

Kay

EC Tools

Education Center
Home
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Interaction Design 
•  Wireframes for interactive tools 

MY CONTRIBUTIONS 

Affordability Calculator 01 

Affordability Calculator 02 

Affordability Calculator 03 
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Interaction Design 
•  Wireframes for interactive tools 

MY CONTRIBUTIONS 

Affordability Calculator 04 
Affordability Calculator 05 



45	

Design 
•  Logo and Style Guide Review 
•  Visual Design Review 

Testing 
•  Usability Testing  (Lab-Based Eye Tracking) 
•  Usability Testing (Task Completion) 
•  Usability Testing (Heuristics) 

QA 

MY CONTRIBUTIONS 
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RESULTS 

Desktop 
Jewelrywise.com 

Tablet 
Jewelrywise.com 

Mobile 
Jewelrywise.com 
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•  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 

RESULTS 
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BY THE NUMBERS 

217,534 

27,390 

First 6 Months 

New Visitors Returning Visitors 

JEWELRYWISE SITE STATISTICS 

1.30% 

4.52 PAGES 

98 SECONDS 

ALL 6 MONTHS 

JEWELRYWISE SITE STATISTICS 

JEWELRYWISE SITE STATISTICS 

E-COMMERCE COMP REVENUE 

Bounce Rate 

Pages Per Visit 

Average Visit Duration 

Record Comp Revenue 
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ACQUISITION FUNNEL 

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  
 
stôr′ē-tĕl′ər 
 
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? 
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A GOAL BASED FUNNEL 
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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INSIGHTS 

•  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 
 

MY CONTRIBUTIONS 



56	

Research 
•  Prospect Surveys 
•  Customer Surveys 
 
User Task Modeling 
•  Personas 
•  User Journeys 
•  User Task Flows 
•  Task Flows 
 

MY CONTRIBUTIONS 
Cousin Eddie
Task Analysis
Goal: Have Emergency Savings

Eddie is unable to contribute 
to provide financial assistance 

for his mother’s broken hip

Looks up different investment 
companies

Looks up different investment 
types

Decides he must build 
some savings in case of 

an emergency

Asks select friends for advice Asks close family members for 
advice

Asks parents for advice Still need advice?

YES

Who does he invest 
with?

What kind of investment 
does he choose?

N
O

Chooses an investment typeChooses a company/advisor 
to invest with

Makes the investment

(Begin the sign up process)
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Information Architecture 
•  Nomenclature 
•  User Flows 
 

MY CONTRIBUTIONS 
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Information Architecture 
•  Nomenclature 
•  User Flows 
 

MY CONTRIBUTIONS 

GOAL EMAIL SIGN-UP REVIEW RECOMMENDATION

Assumptions:

• Timeframe
• Contribution
• Risk

Assumptions:

• Email saved to list
• Create TKA account 
(not funded)
• Recommendation 
saved to account

Assumptions:

• Recommendation 
emailed to customer
• Recommendation 
displayed to user 

Assumptions:

User can tweak:
• Timeframe
• Contribution
• Risk

Potential:
• Risk Questionnaire 
for those who don’t 
know

BARRIER INCENTIVE

USER TASK FLOW

USER FLOWS, STACKED FUNNEL

HOMEPAGE

SHARE GOALS

ADJUST PREFERENCES

RECOMMENDATION

RECEIVES EMAILS

LANDING PAGES

ADJUST PREFERENCES

RECOMMENDATION

OLA

AGREEMENTS

BANK/INVESTMENT INFO

FUNDED ACCOUNT

RECEIVES EMAILS



OLA

OLA
OLA

OLA

TRADEKING ADVISORS SIGN-UP FUNNEL SCREEN FLOW

Fund Account

OLA
OLA

Account

*Includes a page for
Monte Carlo API

Get 
Recommendation

Home

Sign Up Now

Retirement 
Age?

Back

Name Your Goal
Retirement

Enter Name

More 
Information

Continue

Back

Time Horizon

Enter Horizon

More 
Information

Next

Enter First 
Name

Input Email

Enter Email

Get Your 
Recommendation

Not Ready Yet

More 
Information

Back

Expected
Contribution

Enter 
Contribution

More 
Information

Next

Back

Risk Tolerance

Select Tolerance

More 
Information

Next

*The TKA logo will link to the homepage on all pages

Back

TKA Portfolio
Sales Page

Core Details

Momentum 
Details

Apply Now

Back

Core Details

Apply Now

Back

Momentum Details

Apply Now

Share Your Goals

Retirement

More 
Information

Continue

Emergency

Major Purchase

Travel

Just Invest

Back

Name Your Goal
Emergency

Enter Name

More 
Information

Continue

Back

Name Your Goal
House

Enter Name

More 
Information

Continue

Back

Name Your Goal
Travel

Enter Name

More 
Information

Continue

Back

Name Your Goal
Just Invest

Enter Name

More 
Information

Continue

Back

Name Your Goal
Car

Enter Name

More 
Information

Continue

Back

Name Your Goal
Boat

Enter Name

More 
Information

Continue

Back

Name Your Goal
Wedding

Enter Name

More 
Information

Continue

Back

Name Your Goal
Graduation

Enter Name

More 
Information

Continue

Back

Name Your Goal
School

Enter Name

More 
Information

Continue

Back

Name Your Goal
Inheritance

Enter Name

More 
Information

Continue

Back

Name Your Goal
Other

Enter Name

More 
Information

Continue

Back

Recommendation
Details

Learn More

Learn More

Get Your
Recommendation

Get a Different 
Recommendation

Back

Details

What is Your Major 
Purchase?

House

Car

Boat

Wedding

School/College

Inheritance or 
Children

Graduation

Other

Continue

Back

Major Purchase?

YES

N
O

Logo

Any Page

**Any modal windows should close back to the previous page

Close

More Information
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Interaction Design 
•  Screen Flows 
•  Sketches 
•  Wireframes 
•  Interaction Flows 

Design 
•  Visual Design Review 
 
Testing 
•  A/B Testing 
•  Usability Testing 
        (Task Based) 
 
QA 
 

Get Started

Home

Back

Share Your Goals

Next

Back

Adjust
Your Preferences

Next

OLA

Get Your
Recommendation

Home

OLA

OLA
OLA

OLA

Back

SCREEN FLOW

MY CONTRIBUTIONS 
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Interaction Design 
•  Screen Flows 
•  Sketches 
•  Wireframes 
•  Interaction Flows 

Design 
•  Visual Design Review 
 
Testing 
•  A/B Testing 
•  Usability Testing 
        (Task Based) 
 
QA 
 

MY CONTRIBUTIONS 
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Interaction Design 
•  Screen Flows 
•  Sketches 
•  Wireframes 
•  Interaction Flows 

Design 
•  Visual Design Review 
 
Testing 
•  A/B Testing 
•  Usability Testing 
        (Task Based) 
 
QA 
 

MY CONTRIBUTIONS 
Brand: Page Name: Version:

Author: Project: Created On:

TradeKing Advisors 1.1 - Set Goals HI 1.0

B. Sebbio Goals Based Sign-Up - Mobile  04.10.2015  

Last Update:

02.11.2015 

Home
Icon

1 42 3 5 6 7

Need more information?

I Want to Retire Securely
Live the retirement of your dreams.

I Want to Be Protected
Protect yourself and your family in an emergency.

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? 

I Just Want to Invest (Other)
Nothing wrong with some forward thinking.

I Want to Make a Major Purchase
House? Car? Wedding? Graduation? College?

I Want to Travel
There’s nothing like the freedom of traveling.

GET YOUR RECOMMENDATION

Brand: Page Name: Version:

Author: Project: Created On:

TradeKing Advisors 5.1B - Results HI 1.0

B. Sebbio Goals Based Sign-Up - Mobile  04.10.2015  

Last Update:

02.11.2015 

Home
Icon

7

George, you’ve identified as:

Here is an example of an aggressive investment mix that may be 

appropriate for you. TradeKing Advisors can automatically create 

and manage a similar portfolio for you.

LEARN MORE

I want to change my answers

4 You have a High Risk Tolerance

$ You need $10,000

You have a 10 Year Horizon

Airplane 

Picture

See more details

LEARN MORE

Let TradeKing Advisors help you achieve your goal.

Sign up now and take action toward your travels

MY JAMAICA FUND

SIGN UP NOW

Then, they recommend different ETFs to fit your specific needs.

Finally, we monitor your account for you and make sure we keep 

your investments in the correct proportions that will support your 

goal.

Get access to a webinar that explains what ETFs are and how 

they work

There is no risk - You don’t have to fund your 

account

Webinar Screenshot

Test Drive Our Platform

Stop worrying - let us manage your investment and 

track your progress

Our recommendation is the first step towards your trip. Our 

algorithms work by taking into account your risk tolerance, your 

time horizon, and the amount of money you need to achieve your 

goal. 

Platform Screenshot

Brand: Page Name: Version:

Author: Project: Created On:

TradeKing Advisors 5.2B - Sales HI 2 1.0

B. Sebbio Goals Based Sign-Up - Mobile  04.10.2015  

Last Update:

02.11.2015 

Home
Icon

Choices to fit your future

EVERYDAY ACCELERATE

Passively Managed Actively Managed

Costs as much as a coffee Costs as much as a latte

Best for risk averse Best for high reward

See more comparison details

Go back to my recommendation

GET MY EVERYDAY PORTFOLIO

Looking for more information?
Core Details

PDF

Momentum

Details PDF

This is our core portfolio. It is a passively managed portfolio that 

works to blah blah marketing copy. The core portfolio is a 

passively managed portfolio that works to blah blah. 

This is our premium portfolio which plays the momentum of the 

market - whether it’s up or down. The momentum portfolio is an 

actively managed portfolio that works to blah blah marketing 

copy.

LIMITED TIME OFFER - No trade fees for your first year

EVERYDAY ACCELERATE

MOST POPULAR
EVERYDAY

ACCELERATE

After that, pay just .25% of your annual balance.

Pay just .25% of your annual balance

What’s the difference?

LIMITED TIME OFFER - No trade fees for your first year

After that, pay just .50% of your annual balance.

Pay just .50% of your annual balance

• 2 different types of automated management

• Each of these products takes your recommendation and invests 

  it in a personalized mix of ETFs

• Spread across a wide range of assets

GET MY EVERYDAY PORTFOLIO

Over 10 years, your investment could look like this

**FPO for disclaimer**

See the breakdown

See the breakdown

APPLY FOR AN ACCELERATE PORTFOLIO

Over 10 years, your investment could look like this

**FPO for disclaimer**

APPLY FOR AN ACCELERATE PORTFOLIO

Brand: Page Name: Version:

Author: Project: Created On:

TradeKing Advisors 3.3.1 - Risk Tolerance INT 2.0

B. Sebbio Goals Based Sign-Up Interaction Flow - 
Mobile  02.20.2015  

Last Update:

02.11.2015 

Home
Icon

1 2 3 4 5

How Much Risk Will You Take?

BACK NEXT

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.

Over time, our recommendations will become more conservative. 

In the future, you will be able to change the amount of risk you are 

willing to take at any time.

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

3.3.1.1

3.3.1.33.3.1.2

3.3.1.1

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.

3.3.1.2

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 will 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.

3.3.1.3
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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. 

RESULTS 
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BY THE NUMBERS 

Day 0 Day 30 Day 60 

Users Who Completed the Funnel 

Increase in Conversion Rate 

TRADEKING ADVISORS 

32% INCREASE 

8% INCREASE  

3% INCREASE 

9% DECREASE 

TRADEKING ADVISORS 

TRADEKING ADVISORS 

TRADEKING ADVISORS 

Increase in Conversion Rate* 

Increase in Funded Accounts† 

Increase in Average Amount of Account Funding 

Users Who Completed the Funnel^ 

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

•  † Defined 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 



WHAT ELSE HAVE I WORKED ON? 

•  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 

•  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 

•  Mobile Product Demos 
•  Tablet Product Demos 
•  Mobile Product Selectors 
•  Tablet Product Selectors 
•  In-Line Content 
•  Product Demo Builder 
•  Product Selector Builder 
 

EASY2 TECHNOLOGIES 
NOTABLE PROJECTS 

STERLING JEWELERS 
NOTABLE PROJECTS 

TRADEKING 
NOTABLE PROJECTS 


