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: Macro Space :
: Planning/Planograms : °

acosta

] Fon On Hand
Resets )
/s Complex . Recommendations
: Installs — —]
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DESIGN CASE STUDY

Merchandising Field Tools Group

SOFTWARE: MY ROLE: Product Design Lead
o ENGAGE App allows field reps to: MY TEAM:  just me © - within product team
* plan store visits and coverage for their FOCUS: 50% concept & design;
territory 50% strategy & research
* |everage advanced analytics to drive g
priorities IMPACT: o influencing upwards into product and JEE |
« perform scripted merchandising tasks larger organization to align vision to ulfi:',pj '

) value outcomes -
* respond to data-led inventory level alerts !

e capture & perform value-added work to o established initial research to drive

drive sales revenue ’ ‘ feedback curation, prioritization of

i features, and roadmap visualization
O Enterprise Category Management software

with client data and workflow integrations

USERS:

o field service reps, category & field

managers, category analysts ‘ FIELD REPS:
y
& Our primar
CLIENTS: r lfser :

O CPG companies, industry analysts

‘ | -



As a (new) designer where ['s;my. North Star?

, Design Priorities from 1 of 3 sources:

Product Roadmap

e feature-based priorities

* traditionally against business problems

Experience Outcomes

research-based priorities

against user problems

Corporate Strategy

organizational priorities

against problem themes

NOT AVAILABLE

NOT AVAILABLE

AVAILABLE BUT
HIGH LEVEL

'»
-
.

: . How to aligh Vision to Value?

* Problem (Value) Architecture

establish problem theme hierarchy with
strategic value assigned to each and mapped
to features(ets)

understand KPIs and labels (each problem)

assign priorities to features based on value

* Process

establish user research methods

prototype feedback process to categorize
feedback into problem themes

curate top ideas based on feedback

promote top ideas into roadmap



Product Value
Architecture

Aligning Vision to Value

Enterprise
Clarify this vision Archi ItepCtU re
ey Product
Management
Di Consider larger vision for g
|V|S|On service delivery?

Corporate Goals

 |INVIGORATE talent & culture [ENGAGEMENT]
e PROFIT & GROWTH [vALug]

e TRANSFORM OPS model [eFriciEncy]

* SOLIDIFY a base of “delight” [repeat saLEs]

A

FTG Product Management Vision

“Our tools assist field reps to:

» perform visit planning / task execution
in the most efficient ways possible;

* understand the most valuable
opportunities to positively influence
sales — making better, faster decisions;

* increase engagement with their service
roles facilitating deeper relationships
with those they serve and a deeper
understanding of the connection to
their effort.

This experience provides a force multiplier
for why clients want to continue using us
as their service partners.”



“When the long-term perspective vanishes, it i ' ) e
becomes difficult to feel like you’ve made any Derived Design Principles:

significant progress. Sure, you’ll have checked 5 (and associated Value Outcomes)
many items off the ever-growing to-do list, but

have you really improved how the business

serves its customers?” — Jared Spool .
* Plugs Seamlessly into Process

(onboarding, training, orientation)

e Symbiotic

(adoption, churn, compliance)

* Single Point of Contact

(trust, engagement)

e Timely / Real-Time

(productivity, planning)

 Efficiency

(2% efficiency gain = SX cost in savings)
* Engaging / Effective

(attention to their job, feedback on actions they take)

 Minimal Learning Curve
(cost reduction, speed-to-market)

Engage App
Design
Principles™®

* Need to vett with team
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Themes aligned to Value Outcomes

Field Tools (Engage App)
A

WEEKLY TEAM PLANNING
: ! X ‘ REP TERRITORY & VISIT PLANNING FLOORWALK (SENSEMAKING) VISIT & TASK EXECUTION VISIT OUTCOMES & ANALYSIS

Understand strategic priorities &
[Understa 't'“_'l'“' :.T'Ert Jl IHES & [Understand your territory & routes] [Understand your store vs. the plan] [Work the plan] [Build relationships and value]
lient plans : : ’ ’ ’ ’

* We categorized roadmap themes based
on the rep’s weekly workflow using the

app
e Allows us to visualize the problem space

and create a produ.ct and se_rvice _ Prod iR R
architecture to deliver solutions against « feature-based priorities | mapped tothemes
° TODO Experience Outcomes
i NOT AVAILABLE
« Derive value-based weight factors for each =it ioritics

theme to help prioritize product roadmap Corporate Strategy
decisions for any given problem and feature « organizational priorities

High level North Star




Connection to Larger Portfolio & Service Delivery

Engage (Product/Service)
A

Field Tools (Engage App)

WEEKLY TEAM PLANNING N . o I - - e —— O — e =

EUITLL LS L L e CENEN Un ::IEE:_l;I;tljs'l_ralemI; salidl REP TERRITORY & VISIT PLANNING FLOORWALK (SENSEMAKING VISIT & TASK EXECUTION VISIT OUTCOMES & ANALYSIS SUPPOR VISIT AUDIT

LD !_“ ent pl ;_I_]p riHEs & [Understand your territory & routes] [Understand your store vs. the plan] [Work the plan] [Build relationships and value] [Provide tech support to field] [Provide visit analytics to planning]
Chent plans “ ° :

[Setup client teams / Initial training] [Setup permils 15 10 the system]

Reflects: Benefits:

« Alignment with our a0 e Visually understand the boundaries of the
Engineering strategy (Reta” Need X0 m o 10 solution Space so we’re all talklng about the
Services domain model) o\ SP?C ure Ssame scope

+ Consideration of larger p(%\)c‘ a(c‘r\\tec\ue e Subdivide themes into problem categories we

O \a . .
service delivery journey P 5 S,e%‘.‘-\e\’\’( support solving \{Vlth tgchnglogy (features)
areas directly outside of i * Allows us to begin to visualize the larger

* Positions us to align with Product Marketing

* Does not consider larger .
5 and the larger organization

Service Design, but should,
as they are connectors to
rest of organization



Process, Alignment, Collaboration: Draft Problem Value Hierarchy

Corporate Capabilities

Innovation Programs

Product (Operational) Programs

Engage (Product/Service) Foresite Product Suite
A A

Field Tools (Engage App) FSHQ Retail Retail
A A A A

15% 40% 9% 1%\

r 1 r r Al

[SStup ciant teams / Aetied ranng)



Problem Hierarchy mapped to product features that serve them

Corporate Capabilities

Innovation Programs

Product (Operational) Programs

Engage (Product/Service) Foresite Product Suite
A A

Field Tools (Engage App) FSHQ Retail Retail
A A A A,
40%

f 10 | 1
aeaEanna a
== = l— ] —

[Pl rRAmtonTns L VAR |




UX Process Overlap with Product, Engineering, and Research

PROPOSED PROCESS DIAGRAM (v 1.3)
(Overlap of UX, Discovery, Development & Product Management Processes)

DISCOVERY (concept design) DELIVERY (feature design)

=

1
UX DESIGN :
THINKING / ENVISION AS PRE-SPRINT DESIGN /
AGILE SCRUM EMPATHIZE DEFINE IDEATE PROTOTYPE TEST : STORIES ] PRIOR\TIZAT\ON] SPRINT PLAN ] DEVELOP ] TEST ]
I
I
™ o~ |
== Dayin tho Lta n?w:awf Dema Engaze e |
CLIENT DISCOVERY canta L= = |
o I
[ntsman Iparsiel
o I B o e : senat
R Cissaification Concastustzaton i | pricety concept.
I
|
PRODUCT / FEATURE USER/ | USER/
DISCOVERY PRSEULAUNCH INTERVIEWS R%;EERLSH STKHLDR | | STKHLDR POSSLwCH
FEEDBACK | | FEEDBACK Il
1
I
GATHERING research data : ANALYZING research data; use it in personas & scenarios to drive NEXT requirements definition
1
I
I
I
SCRUM ,
DEVELOPMENT REQUIREMENTS ROADMAP EPIC SIZING STORY RELEASE IM;‘EE?:ET\I;;.IFON I SPRINT B Ly STANDUP SPRINT RETRO
CAPTURE REVIEW (MAGIC SIZING) REFINEMENT PLANNING (STORY WORKSHOP) PLANNING DEMO
FTGStoryRefTODO FTGStoryRefDONE FI'GImpﬁEFFODD FTGImpRefDONE FTGRefined
PRODUCT EVOLVE EXPLORE MANAGE PRIORITIZE & PUBLISH TRAINING AND
MANAGEMENT POTENTIAL EVOLVE ROADMAP RELEASE

ALLOCATE
FEATURES

FEATURES ROADMAP VERSIONS

Need for research to inform detailed design and delivery...

NOTES

MARKET
FEATURES

Established formal Discovery
Phase (separate from Delivery) to
prototype a “dual-track agile”
approach to doing research

Aligned existing Product Discovery
and Feature Feedback channels
into the process

Created a process prototype to
curate inputs from different
feedback channels:

* Client Discovery Feedback &
Ideas

* Insights from feedback

* Pre- and Post-launch Surveys
& Feedback sessions

e Unstructured feedback

* Field Observations (needed)

e Competitive Intelligence

e Market Intelligence



Consolidating Feedback Channels to Guide Feature Curation

S h OWS: FEEDBACK CHANNELS & PRODUCT PRIORITIZATION FUNNEL (v 1.3) _ ‘
° (with alignment to strategic outcomes, feedback inputs and product roadmapping) M_"ﬁ%—‘%
D delight w_i\xz'vlJ ¢ (‘5_'11;

« Feedback %D - D

from all — %Q [ﬁ)@

channels oo %CJ - @ o
. Related idea
categorized 4 |
. DISCOVERY CURATION A . RESEARCH PROCESS
a g a I n St MEETING ASSIGN TO: Problem statement categories — our core use cases Journey Maps ~ CURRENT SNAPSHOTS of problem/joy_
PROBLEM CATEGORIES
(PROBLEM-VALUE
Roadmap T
Ideas outside Engage
Themes QUTED e BE o
(SOLUTIONS TO but still part of our
PROBLEMS) larger portfolio/service
* Ideas
PRODUCT ROADMAP
cura te d (ORDERED) VALUE THEMES
i ] tO ROADMAP PLANNING PRIORITIZE BY: Roadmap Value Theme

MEETING

| e
pote p;;apl e - = =
items s ~ - ‘ D

* Roadmap e,

DELIVERY BY Release 1
items in the FEATUREARER
backlog

Feature Ideas outside
current Engage app
value proposition - but
still part of our larger
portfolio/service

:
a

]

RESEARCH PROCESS
XPVs - IDEAL VISION of problems solved

/ UX OUTCOMES
(IMPROVEMENTS)
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_ Journey Maps in Client Discovery
e Sessions

“Mapping out the customer journey is a prerequisite
for creating a shared understanding of what your
customers think, feel, and struggle with as they
interact with your brand. A customer journey map
can help your teams align around solving known
problems, identifying new user pain points, and
removing barriers to your customer’s (and therefore
your company’s) success.”

| Journey Map — Weekly Field Rep Journey using Field Tools
A Ken'’s DRT - Version 2.0 (5Nov20)

curre™
,nav"“o‘

Micheal, Tony, Ray
(Field Managers)

“Sally”
(Field Reps)

“Charles"”
(Store Managers)

* Visual notetaking to show current snapshot with joys and pains.

* As an aggregate map, can be analyzed to derive problem categories for
certain personas, teams, segments, etc.



Discovery Research Summary for Product Prioritization

Mapping Prioritized Feature Areas (solutions) To Prioritized Roadmap Themes (problem spaces)

WEEKLY TASK PLANNING
[Understand strategic priorities &

NG)
. the plan]

& TASK EXECUTION
[Work the plan] Product Roadmap

Visit Attachments App problem spaces

* feature-based priorities mapped to themes

Category View :
Experience Outcomes Started with client

VISIT OUTCOMES & ANALYSIS

[Build relationships and valug] oritization f [Backend] Task Management * research-based priorities discovery sessions
i r

Corporate Strategy

R, . High level North Star
 organizational priorities
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Roadmunk Integration — Feedback Capture & ldea Linking

r Filter feed back by product area Submitted: Oct 14. 2020. 1:09 PM EDT by Drew Ellis
®  Feedback My Procucts v

Manage Products and Components

& Add task types by scan result

Customer: Draw Ellis from Acosta

Product area Add Task / Scan Flow w

MNeeds review (0) Processed (1)

Source: This feedback was captured on an early-morning (my time) feedback call with GM(?7} reps on 25MarZ20.

= Add Task Types By Scan Result Feadback Summary: They described the ability to tap Add Task and then be asked what type of task they want: PRODUCT SCAN or ADD x DISPLAYS. While they only had these two examples, »

Source: This feedback was captured on an early-morming (my time! lbzck call with GM(7) reps on 25Mar20. Feedback Summary: They described the ability to tap Add Task and then be... built 2 prototype showing this basic feature that re

= differently by type. This was internally referred to as the Add Task Palette feature.

Other Data Points to capture

User Maturity Level
Terure

= Role

Channs

Software Version Used

Comments (0)

. | fdda comment | “

Attached ideas

Mew Scanner Functionality rewe- 1 piece of leedback stached X

® © « b ®

Important feedback




Roadmunk Integration — Ideas & Prioritization (Scoring) Models

View ideas from product area

i o

Idea Prioritization

R.I.C.E.

Change view RICE. w

[ Priority
- Award & progress badge bazed on initial training completsd [ badge gallery
] 1

D pieces of feedback

Mew Scanmer Functionality

1 piece of feedback

and how the score iz calculated at cur Knowledge Base article.

@) Learn more sbout the RLL.C.E. framfup

Edit idea detafls

ldea name K /

| New Scanner Functionalicy /

Product area

Components (optional)

Idea Name

Ideas and Feedback are
categorized by the
problem categories.
Ideas that are considered
solutions to problems are
prioritized (scored using
various methods) for
entry into the roadmap
as features.

[ e /

w | |MdTu=k}S:anFluw x

Linked roadmap itemsf1)

Roadriap name

| Type to search for a ."-49’(:’:&;:

Scan Button Plus

L [Preduct) Roadimiap

Description Edit
zdfgfdgadst

Comments (0)

Unlink item

. | Add a comment...

Reach
+ Positive Faclar

LY

Add Task £ Scan Flow

Impact
+ Fusitive Facioe

2z

*eeCO
2345

Dizplaying 4 factars

Confidence
+ Positive Faclar

50%

h
5%

Engage

e |

Manage Products and Components

Zideas () Prioity () SortedLlist
Effort RILCE
= Magative Facloe Score

L N N Jel
23 45

6.25

*eeCO
2345

mportant feedback only

Add Task Types By Scan Result

Source: This feedback was captured on an early-morning (my time) feedback call with GM(7) reps on 25MarZ0. Feedback Summary: They...

Disgilayirg 1 altached feedbark



Roadmap Planning, Timeline Visualization & JIRA integration

+ View

r UX (Product) Roadmap 4 UX Strategic Priorities By Release +
[ ]

= items == Swimlane

&

FTG-2284 - v2 - Task List

PRODUCT RELEASE VERSION

FTG-7529 - Fast Y/N Tasks

(Button)

FTG-7531 - v2 - Add Tasks
99%

FTG-2283 - v2 - Visit

FTG-8955 - v3 - Alert
Processing (Shelf Code)
40%

PROTOTYPE - Opportunity
Task UX {choosing the
right ones)

I Task List Filters

Include Inventory Dat3
Collapsible Panel Test

Overview
99%
SENSEMAKING FEATURE
DESIGN
FTG-2485 -v2 -
Opportunity Tasks
99%

NEW IDEA (DISCOVERY
CONCEPT)

UX THEME [PRODUCT ROADMAP)

FT-5444 -3 - Basic Visit
Gamification
60%

FTG-5443 -v3 - E-
Signature Capture
99%

PROTOTYPE -
Gamification Il

- - - - + Add Value

FTG-6069 - Task List

— 16%

FTG-7982 - Add Tasks

— 25%

Document Attachmengs

Once ideas have been
planned and discussed
in different views, they
can be added to our
JIRA backlog using a
prioritization ceremony
or project planning.

Badge Gallery

Scan Button Plus

LS

FTG-95 - v2 - Potential
Visits
99%

FTG-2282 - w2 - Visit List
— 0%

FTG-2287 - v2 - Visit
Progress [Dashboard]
——— ] 0

FTG-5898 - Scheduled
Tasks

FTG-8393 - v3 - Visit
Overview Additions

99%

Login/Open

FTG-2278 -v2 -
99%

\

Task List- Category View

Edit Submit Times (Visit
Subrnit)

® © - p®

FEEDBACK: Gamification
Progress Bar

1%

Displaying Sequential
Questions (Task View)

l Task View variations

Android Keyboard
Improvernents in Task
Mode




Educational reference

Leaders of Awesomeness
ared Spool)




