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UX & DESIGN PROCESS

{UX

PRODUCT & UI DESIGN 
REQUIREMENTS
USER STORIES
INFORMATION ARCHITECTURE
INTERACTION DESIGN
BEHAVIORAL PROTOTYPES
VISUAL DESIGN

DIGITAL 
STRATEGY

PRODUCT 
& UI DESIGN

AGILE DELIVERY
AGILE DEVELOPMENT
TESTING
APPLICATION MANAGEMENT
CD & DEVOPS 
CLOUD

AGILE
DELIVERY
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

DOCUMENT THE VISION AND 
GOALS FOR EACH 
APPLICATION WITHIN THE 
ENGAGEMENT.

UX & DESIGN PROCESS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
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O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

THIS IS YOUR STORY. WE’RE 
HERE TO HELP YOU TELL IT 
IN THE BEST WAY POSSIBLE.

UX & DESIGN PROCESS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

EVALUATE CURRENT STATE 
AND ALL AVAILABLE DATA TO 
MAKE RECOMMENDATIONS 
FOR MOVING FORWARD.

UX & DESIGN PROCESS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
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O
N

EX
C

U
TI

O
N

UNDERSTAND THE BASELINE, 
DETERMINE KEY 
DIFFERENTIATORS.

UX & DESIGN PROCESS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

WHO ARE THE USERS FOR 
EACH APPLICATION AND 
WHAT ARE THEY USING IT TO 
ACCOMPLISH?

UX & DESIGN PROCESS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

HOW MUCH CONTENT IS 
REQUIRED? HOW IS IT 
ORGANIZED?WHERE IS IT 
COMING FROM?

UX & DESIGN PROCESS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

DESIGN THE INFORMATION 
ARCHITECTURE (HIERARCHY 
OF HOW THE SCREENS ARE 
CONNECTED).

UX & DESIGN PROCESS
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Home

Springboard

Search

• Logo
• Hero Image Area
• Search Input Field

Search Results

Similar Searches

Links to Detail Pages

• List of Search Results
• Filter Options
• Sort Options
• Search Input Field

Detail Page

Similar Searches

Book Now

• List of Search Results
• Filter Options
• Sort Options
• Search Input Field

Screen Name

Link Off Page

Link Off Page

Link Off Page

• Item on screen
• Item on screen
• Item on screen

Key:

Springboard

• List of Quick Actions

Global Header/Navigation

Global Footer

WORKFLOWS
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

THE DESIGN OF THE 
INDIVIDUAL SCREENS, 
SHOWING ALL CONTROLS 
AND CONTENT (NOT FINAL 
AESTHETICS).

UX & DESIGN PROCESS
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WIREFRAMES

Search

Endava

SPRINGBOARD

SPRING
BOARD
ICON

3

Search

Search Results

SPRINGBOARD

SPRING
BOARD
ICON

3

Best Match Newest Oldest

Filter

Doc
ICON

Document A
Lorem ipsum dolor sit amet, case illum 
liber vel an. Aperiam explicari usu no. 

Doc
ICON

Document B
Lorem ipsum dolor sit amet, case illum 
liber vel an. Aperiam explicari usu no. 

Doc
ICON

Document B
Lorem ipsum dolor sit amet, case illum 
liber vel an. Aperiam explicari usu no. 

1

2
3 4

5

6

8

9

10

7

Annotations

1 Home
This is the screen that is shown when a user launches the app.

2 Settings Icon (Req #3.8)
Tapping this icon will open the Settings screen (see page 5).

3 Notifications Icon (Req #3.9)
Tapping this icon will open the Notifications flyout (see page 6). A 
numbered badge will show the number of new notifications.

4 Menu Icon (Req #3.8)
Tapping this icon will open the Menu (see page 7).

5 Search Field (Req #4.4)
Users can type search terms into this field. Tapping “return” on the 
keyboard or tapping the search icon after entering in search terms 
will initiate the search.

6 Springboard Button (Req #5.5)
Tapping this button will open the Springboard screen (see page 8).

7 Search Results Screen
This screen shows the search results.

8 Filter Button (Req #8.7)
Tapping this button opens the Filter menu (see page 9) where the 
user can filter the displayed search results.

9 Sort Options (Req #8.8)
The user can sort the search results by “Best Match” (see technical 
specification for algorithm details), “Newest,” and “Oldest.” “Best 
Match” is default.

10 Search Result (Req #9.1)
Each search result shows a document type icon, document name, 
and short description.
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UX & DESIGN PROCESS

VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N VALIDATION OF ALL DESIGN 

DECISIONS. ITERATION TO 
ENSURE OPTIMAL USER 
EXPERIENCE.
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UX & DESIGN PROCESS

VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

DESIGN MULTIPLE ‘LOOK 
AND FEEL’ OPTIONS.
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UX & DESIGN PROCESS

VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N DESIGN FINAL LOOK AND 

FEEL FOR EACH CORE 
SCREEN AND TEMPLATE.
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS
USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*
USER TESTING
CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

D
IS

C
O

VE
RY

C
O

N
C

EP
TI

O
N

EX
C

U
TI

O
N

VALIDATE FINAL DESIGNS 
WITH STAKEHOLDERS AND/
OR USERS.

UX & DESIGN PROCESS



ASURION
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ASURION GOALS

Focus on providing the research, strategy, requirements, and user experience design for
the enhanced version of the Asurion website while adhering to Asurion’s CX6 principles.

Review market data, current web usage, and the expanding competitive landscape
to determine the values and priorities of existing Asurion customers.

Identify the corporate goals of the Asurion.com initiative as well as define the
KPIs that will allow the quantification of success.

Define and document the requirements that will drive the design and development of
this website.

Recommend a platform and define an architectural roadmap that has a robust CMS, allowing
for the ability to create unique layouts and the delivery of an intuitive browsing experience.
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EMPLOYEE QUESTIONNAIRE RESULTS
We asked Asurion employees their thoughts on how we

could improve the website…
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CONSUMER QUESTIONNAIRE HIGHLIGHTS
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TRAFFIC
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TIME SPENT PER VISIT
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ASURION WEBSITE ANALYTICS
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ASURION WEBSITE ANALYTICS
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SOCIAL MEDIA OUTLOOK
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COMPETITIVE SITE ANALYSIS

BASED ON EMPLOYEE INTERVIEWS, THE FOLLOWING WEBSITES
WERE THE TOP THREE SUGGESTIONS WORTH WITH UX/UI/
STORYTELLING I INFLUENCES WORTH EXAMINING.
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COMPETITIVE SITE ANALYSIS
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COMPETITIVE SITE ANALYSIS
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COMPETITIVE SITE ANALYSIS
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COMPETITIVE SITE ANALYSIS
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WIREFRAMES
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WIREFRAMES
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WIREFRAMES
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CREATIVE
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CREATIVE
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CREATIVE



THANKS.



CREATE A ROADMAP THAT FOCUSES ON
LEADS, COST OF OWNERSHIP, AND BRAND CONSISTENCY. 

JOURNEY



THIS IS A STORY ABOUT MAXIMIZING LEADS
AND HOME TRANSACTIONS

JOURNEY



THINK OF COLDWELL BANKER
AS GRAND CENTRAL STATION

JOURNEY



WHEN ALL TRACKS LEAD HERE,
HOME TRANSACTIONS OCCUR

JOURNEY



THIS IS THE MAIN LINE.

 AGENTA

JOURNEY



CB MARKETING INITIATIVES
MAKE BUYERS AND SELLERS 
AWARE OF THE BRAND.

BUYER

SELLER

 AGENTA

B

S

JOURNEY



BUYERS AND SELLERS START 
LAYING THEIR OWN TRACKS (THEY 
HAVE YET TO CHOOSE AN AGENT)

 

BUYER

SELLER

AGENTA

B

S

JOURNEY



WE WANT THEIR TRACKS
TO CONVERGE AND ARRIVE  
AT CB CENTRAL STATION.

 

BUYER

SELLER

AGENTA

B

S

JOURNEY



STOPS ALONG THE TRACKS 
REPRESENT ACTIVITIES THAT MAY 
LEAD CLOSER TO A TRANSACTION

 A

B

S

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING

JOURNEY



 

AGENT ACTIVITIES AND TOOLS 
BRING THE TRACKS CLOSER 
TOGETHER, MAKING THEM MORE 
LIKELY TO REACH CB CENTRAL 
STATION TOGETHER (LEADS)…

A

B

S AGENT RESEARCH

VIEW LISTINGS 
BROWSE O

NLINE

(G
OOGLE, Z

ILLOW, E
TC)

AGENT INTERVIEW

ESTABLISH WEB PRESENCE

CLIENT RELATIONSHIP
PROPERTY

PAGE

CONTA
CT AGENT

PROFILE
PAGE

PROFILE
PAGE

CBx
CONNECT TO AGENT

JOURNEY

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING
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TRACKS JOIN TOGETHER
WHEN AN AGENT IS SELECTED

A

B

S AGENT RESEARCH

AGENT INTERVIEW

B

S

BROWSE O
NLINE

(G
OOGLE, Z

ILLOW, E
TC)

ESTABLISH WEB PRESENCE

CLIENT RELATIONSHIP
PROPERTY
PAGE

VIEW LISTINGS 

CONTA
CT AGENT

CONNECT TO 

AGENT

PROFILE
PAGE

PROFILE
PAGE

CBx

JOURNEY

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING
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DEFINE SEARCH 

LIST 

GUIDE SELLER 

THROUGH SALE O
F 

HOME

PROVIDE 

RECOMMENDATIONS

MAINTA
IN LISTING

GUIDE SELLER  

THROUGH 

NEGOTIATIONS

THE AGENT USES TOOLS TO 
COLLABORATE WITH BUYERS AND 
SELLERS ALONG THE WAY…

A

B

S

ESTABLISH WEB PRESENCE

CLIENT RELATIONSHIP

AGENT RESEARCH

VIEW LISTINGS 
BROWSE O

NLINE

(G
OOGLE, Z

ILLOW, E
TC)

AGENT INTERVIEW

CONTA
CT AGENT

CONNECT TO 

AGENT

DASH
BOARD

STORY OF
THIS HOME

PROPERTY
PAGE

PROFILE
PAGE

PROFILE
PAGE

CBx

JOURNEY

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING



H
O

M
E 

SA
LE

H
O

M
E 

PU
R

C
H

A
SE

SI
G

N
 C

O
N

TR
A

C
T

H
A

N
D

SH
A

K
E

 

DEFINE SEARCH 

LIST 

GUIDE SELLER 

THROUGH SALE O
F 

HOME

PROVIDE 

RECOMMENDATIONS

MAINTA
IN LISTING

GUIDE SELLER 

THROUGH 

NEGOTIATIONS

A

B

S AND ENSURES A SMOOTH JOURNEY TOWARDS 
THE DESTINATION (HOME TRANSACTION).

AGENT RESEARCH

VIEW LISTINGS 
BROWSE O

NLINE

(G
OOGLE, Z

ILLOW, E
TC)

AGENT INTERVIEW

CONTA
CT AGENT

CONNECT TO 

AGENT

STORY OF
THIS HOME

PROPERTY
PAGE

PROFILE
PAGE

PROFILE
PAGE

CBx

JOURNEY

DASH
BOARD

ESTABLISH WEB PRESENCE

CLIENT RELATIONSHIP

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING



AGENT RESEARCH

VIEW LISTINGS 
BROWSE O

NLINE

(G
OOGLE, Z

ILLOW, E
TC)

AGENT INTERVIEW

CONTA
CT AGENT

CONNECT TO 

AGENT

 

DEFINE SEARCH 

LIST 

PROVIDE 

RECOMMENDATIONS

MAINTA
IN LISTING

GUIDE SELLER 

THROUGH 

NEGOTIATIONS

H
O

M
E 

SA
LE

H
O

M
E 

PU
R

C
H

A
SE

ALL CORE DIGITAL INITIATIVES SHOULD BE
DESIGNED TO DRAW THE TRACKS CLOSER 
TOGETHER (LEAD > CONTRACT)… 

A

B

S

GUIDE SELLER 

THROUGH SALE O
F 

HOME

SI
G

N
 C

O
N

TR
A

C
T

H
A

N
D

SH
A

K
E

PROPERTY
PAGE

PROFILE
PAGE

PROFILE
PAGE

CBx

STORY OF
THIS HOME

JOURNEY

DASH
BOARD

ESTABLISH WEB PRESENCE

CLIENT RELATIONSHIP

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING
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DEFINE SEARCH 

LIST 

PROVIDE 

RECOMMENDATIONS

MAINTA
IN LISTING

GUIDE SELLER 

THROUGH 

NEGOTIATIONS

OR DRIVE TRAINS MORE EFFICIENTLY TO
THE STATION (HOME TRANSACTIONS)

A

B

S

GUIDE SELLER 

THROUGH SALE O
F 

HOME

AGENT RESEARCH

VIEW LISTINGS 
BROWSE O

NLINE

(G
OOGLE, Z

ILLOW, E
TC)

AGENT INTERVIEW

CONTA
CT AGENT

CONNECT TO 

AGENT

PROPERTY
PAGE

PROFILE
PAGE

PROFILE
PAGE

CBx

STORY OF
THIS HOME

JOURNEY

DASH
BOARD

ESTABLISH WEB PRESENCE

CLIENT RELATIONSHIP

CASUAL INTEREST

RESEARCH TOWNS

PRE-APPROVAL

PREVIOUS HOME

DECIDE TO SELL

CASUAL INTEREST

BUILD REPUTATION

MARKETING

NETWORKING


