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UX & DESIGN PROCESS

VISON& GOALS' 0 77 DOCUMENT THE VISION AND
eyt lep ey GOALS FOR EACH

COMPETITIVE ANALYS'S APPLICATION WITHIN THE
USER TYPES & USE CASES ENGAGEMENT.

CONTENT STRATEGY
WORKFLOWS*
WIREFRAMES*

USER TESTING

CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

EXCUTION CONCEPTION g DISCOVERY



UX & DESIGN PROCESS

3 VISION & GOALS*

| STAKEHOLDER INTERVIEWS: ... THIS IS YOUR STORY. WE’RE

B el [ e O NEL e Y00 TELL
USER TYPES & USE CASES IN THE BEST WAY POSSIBLE.
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VISION & GOALS*
STAKEHOLDER INTERVIEWS

CURRENT STATE & ANALYTIC ANALYSIS: - EV A L U AT E C U R R E NT ST AT E
e AND ALL AVAILABLE DATA TO
CONTENT STRATEGY MAKE RECOMMENDATIONS
WORKFLOWS' FOR MOVING FORWARD.

WIREFRAMES*

USER TESTING

CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

EXCUTION CONCEPTION g DISCOVERY
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VISION & GOALS*
STAKEHOLDER INTERVIEWS
CURRENT STATE & ANALYTIC ANALYSIS

COMPETITIVE ANALYSIS «+««-xsreeeeeeeee: UNDERSTAND THE BASELINE,
USER TYPES & USE CASES DETERMINE KEY

WORKFLOWS® DIFFERENTIATORS.
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VISION & GOALS*

STAKEHOLDER INTERVIEWS

CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS

USER TYPES & USE CASES WHO ARE THE USERS FOR
EACH APPLICATION AND

CONTENT STRATEGY
WORKFLOWS*

WIREFRAMES* WHAT ARE THEY USINGIT TO
USER TESTING ACCOMPLISH?

CREATIVE TREATMENTS*
FULL CREATIVE*
INTERACTIVE PROTOTYPES*

EXCUTION CONCEPTION g DISCOVERY
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VISION & GOALS*

STAKEHOLDER INTERVIEWS

CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS

USER TYPES & USE CASES

\(,:V%I\;EFI\II_BﬂEATEGY ..................... HOW MUCH CONTENT IS
WIREFRAMES* REQUIRED? HOWISIT
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VISION & GOALS*

STAKEHOLDER INTERVIEWS

CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS

USER TYPES & USE CASES
CONTENT STRATEGY

WORKFLOWS* cccrrsoeeeeececcnnnccceens DESIGN THE INFORMATION
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WIREFRAMES*

CREATIVE TREATWENTS OF HOW THE SCREENS ARE
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Key:

Screen Name

* ltem on screen
* |ltem on screen
* ltem on screen

Link Off Page

Link Off Page

Link Off Page

WORKFLOWS

Home

* Logo
- Hero Image Area
« Search Input Field

l

. Search Results

- List of Search Results
- Filter Options

 Sort Options

-« Search Input Field

. Detail Page

- List of Search Results
* Filter Options

 Sort Options

- Search Input Field

Search

Links to Detail Pages

Book Now

Springboard

Similar Searches

Similar Searches

Global Header/Navigation

Global Footer

., Springboard

« List of Quick Actions
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UX & DESIGN PROCESS

VISION & GOALS*

STAKEHOLDER INTERVIEWS

CURRENT STATE & ANALYTIC ANALYSIS
COMPETITIVE ANALYSIS

USER TYPES & USE CASES
CONTENT STRATEGY
WORKFLOWS*

WIREFRANES? - =+ ¢ ¢+ teereersesnessans THE DESIGN OF THE

USER TESTING * INDIVIDUAL SCREENS,

FULLCREATVE' SHOWING ALL CONTROLS

INTERACTIVE PROTOTYPES* AND CONTENT (NOT FINAL
AESTHETICS).

EXCUTION CONCEPTION g DISCOVERY
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0000 ATST

05

4:21 PM

Endava

SPRINGBOARD

WIREFRAMES

00000 ATST 4:21 PM 100% ()

@ Search Results 49 —

Filter

Best Match Newest Oldest

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

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

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

SPRINGBOARD

Annotations

‘> Home

This is the screen that is shown when a user launches the app.
o Settings Icon (Req #3.8)
Tapping this icon will open the Settings screen (see page 5).

o 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.

o Menu Icon (Req #3.8)

Tapping this icon will open the Menu (see page 7).

o 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.

o Springboard Button (Req #5.5)

Tapping this button will open the Springboard screen (see page 8).
0 Search Results Screen

This screen shows the search results.

o Filter Button (Req #8.7)

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

o 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.

o 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 o1 VALIDATION OF ALL DESIGN

FULL CREATIVE* DECISIONS. ITERATION TO

INTERACTIVE PROTOTYPES* ENSURE OPTIMAL USER
EXPERIENCE.
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STAKEHOLDER INTERVIEWS
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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 DESIGN FINAL LOOK AND

CREATIVE TREATMENTS*
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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*
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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.

ldentify the corporate goals of the Asurion.com initiative as well as define the
KPls 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.



EMPLOYEE QUESTIONNAIRE RESULTS

We asked Asurion employees their thoughts on how we
could improve the website...

“Users should understand
that they can use Asurion

not only when their device
breaks, but when they

"(Getting the user to the
claim-filing process IS
imperative. Customers
arrive at the website

“Customers will find the
sense of security of
Asurion provides
highlights their

want to know how to use
their appliances
efficiently.”

frustrated and should be
able to find this
functionality easily.”

relationships with their
carrier partners [AT&l,
\erizon, etc.].”
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CONSUMER QUESTIONNAIRE HIGHLIGHTS

Only recognize the Asurion brand when they act on their insurance.
Visit the website with the intention to file a claim.

Unaware that Asurion does more than mobile device insurance.

Did not scroll below the fold on the homepage, let alone scroll at all.
Had trouble or could not access the blog at all when asked.

Would leave the website If instructions for anything were too complicated or
required too many clicks.

Enjoy the blog's content and would revisit.

Value the presence of reviews, but do not trust Asurion displaying only perfect
reviews on the front page; they feel that it makes the reviewer look hired.
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TIME SPENT PER VISIT

24 .2

1/ /.
20 /.

46/

10-30 MINUTES
30 60 MINUTES

8.%%
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ASURION WEBSITE ANALYTICS

ITRAFFIC

SECTION OF SITE NUMBER OF VISITORS
Homepage 7710%
About 33.6%
Services 16%

FAQS 10.70%

Search 2%
App Center 1.5%

Reviews 1.8%

NEES 0.7%

REFERRER TYPE
Natural Search

Direct

General Referring Domains

Email
Social Networks
Partner Sites
Display

Social Media

ACQUISITION

CURRENT VISITORS
228,472
113,737
17,577
2,079
1,947
665
5

4

% SITE VISITORS

63.5%

31.6%

4.9%

0.6%

0.5%

0.2%

0.0%

0.0%



ASURION WEBSITE ANALYTICS

TIME SPENT PER VISIT RETURN FREQUENCY

TIME SPENT PERCENT OF VISITORS RETURN FREQUENCY PERCENT OF VISITORS

Less than 1 minute 24.20%
Less than 1 day 20.00%

1-5 minutes 31.50%

0
5-10 minutes 17.70% 1to 3 days 5.10%

10-30 minutes 20.70% 3to 7 days 3.20%
30-60 minutes 4.60%
7to14 2.10%

1-2 hours 0.80%

) 14 days to 1 month 2.00%
2-5 hours 0.30%

5-10 hours 0.20% Longer than 1 month 3.60%

24



SOCIAL MEDIA OUTLOOK

600 2.5
ASURION
500 20
ASURION
400
1.5
ASURION AVG
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ASSURANT
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COMPETITIVE SITE ANALYSIS




COMPETITIVE SITE ANALYSIS

Biographical Hero Text

“Your very own technology Expert.” An opening statement that
communicates the primary service that Enjoy provides to the end-
user. The user is instantly acquainted with what Enjoy is providing.
The description hovers above a relevant image. Appended to the
bottom of the hero section is essentially a “Step 1" call to action that

Homepage Storytelling

Each sequential section underneath describes an additional service
with a neighboring call to action and rich, descriptive imagery. Each
L= ] = section can almost be seen as a “Chapter 1, Chapter 2,” as they
describe how Enjoy assists the user from the purchase of their device
to their need of technical assistance. It's a vertical timeline with calls
to action.

HOW IT WORKS

© @ @

YOUR VERY OWN TECHNOLOGY EXPERT

FEATURE 1

FEATURE 2

oA | Personal Descriptions
“See if we're in your neighborhood,” and “Our experts are here to visit
you.” are statements given good prominence throughout the website.

FEATURE 3

Conversational Navigation

“ ‘ How it works )
‘Shop products

“Get tech help”
£ £ “Meet the Experts”

Rather than opting for single words for a section, this navigation is
very assistive and consequently clear.
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COMPETITIVE SITE ANALYSIS

GET HELP TODAY

HOW IT WORKS

“HI THERE! HOW CAN | HELP?"

FAQ'S

OFFERINGS

TAB B TAB C

SERVICE FEATURE CALLOUT

Exports Section

Experts are incredibly personalized. Their biographies have
snippets of extracurricular activities enjoyed outside of work. This
is very humanizing. It might be nice to capture some bios from
people that folks would actually be speaking with.

How It Works

This section is incredibly valuable and worth considering. It
creates a step by step timeline of the typical customer purchasing
process and how Enjoy can assist them with along the way. This
clearly outlines the utility of being an Enjoy customer and
alleviates any confusion around what the company is as a whole.
Since Enjoy does multiple things, it can often be more palatable
and approachable for a user to know the services they offer from a
long-term level.

Testimonial Snippets

Having a scrolling ticker of real customer testimonial snippets
helps a great deal in communicating the company’s involvement
with their customers and partners. This easily added life and
practicality to seeing Enjoy as a service that is relevant to my life
and actively pursuing problem-solving.
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COMPETITIVE SITE ANALYSIS

SEARCH

OUR CALLOUT.

WELCOME

SECTION SECTION SECTION

STORIES

Multiple Callouts

The breadth of the services available through the website can be found in the header banner of the website. There is a
convenience found in having the top-tier calls to action above the fold upon page load. However, if not executed correctly,
having multiple calls to action without context can be very overwhelming. A header statement is appropriate and does
provide proper context for the company’s purpose.

Tabbed Information

This is a helpful convention that would aid in conveying a wealth of information across multiple services to the user without a
long scroll. Keeping all available categories of information above the fold and readily accessible is an efficient means of
informing the user with the least amount of friction. Calls to action at the bottom of the section essentially creates a “one
stop shop” for the services that the user might need.

Stories
Storytelling is an essential component of making the company personable and also a potentially desirable place to work.

Having a stories widget on the homepage with employee profiles and experiences is an incredibly valuable component for
giving off an impression of the quality of life employees have or could have. It also effectively communicates company values
from a humanistic level that might get skipped in a mission statement. People connect with other people. It would be valuable
to see some of the company ideals materialized through the voice of someone working at the company.
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COMPETITIVE SITE ANALYSIS

NIKE.COM

SEARCH

OUR CALLOUT.

CTA CTA

(FOOTER LINKS)

Full Page Hero

This website stands unique from the others suggested in that it doesn’t require
a scroll. This can be a helpful constraint that keeps all high-priority information
upfront. The trade off is that it might not be able to contain as wide a breath of
information. What's valuable about this convention is that it uses callouts, brief
descriptions, and a contained number of calls to action to bring the user to a
detail page with more information. In this instance, all CTA's are clear and
entice the user to dig deeper into discovering the company’s services and
mission.

Horizontal Timed Scroll
The hero section scrolls through a carousel with additional information. Having
a horizontal scroll, however, can be just as impactful as having a vertical one.

Two-Tier Navigation

The top of the Nike website contains two levels of navigation. That offers
flexibility to clarify all of the sections and services available, considering the
homepage layout is much more minimal. It's value is subjective, considering
the information the company needs to convey will determine the quantity. A
successful execution is having one bar dedicated to service/customer oriented
actions and the other dedicated to fine print/informational/FAQ actions.

Footer Links

For users overwhelmed or short on time, the incorporation of a full footer with
all site links creates a valued sense of place for the user. Successful UX would
negate the need for this. However, in the event that a user is in need something
specific and unpopular, a full list of footer links is a helpful utility here.
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what Asurion provides.

Imagery showing the infersection
of techology with personal life

life’s operating
~system

Protection and support for the tech
that keeps us human.

What We Do Section
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peopie make with their phorne.

Mobsile Protection option — brief
description and CTA to learn more

Premisr Services option — brief
description and CTA to lexrn more

“We enable your connected life
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The #TrackYourHappiness research app helps #0S users
understand what makes them happy f v

w220t 613 1 ‘ ‘

Brenda Z Kay A
L2 8.8 & ¢ 12888 1
The replacement phone was not My son's phone was stolen slong
working properly. People that | with his wallet and the phones and
Asurion @Asurion called weren able %o make out what wallets of his tearnmates on a local

Tha ETrarkVYVrairHanninmaoe racaarrsh anm halne 82MC jicare 1 siad aatdnn My usnavie Mebid hack athal tadm o My



WIREFRAMES

Help Center

asurion >

» Help Center

We're servers. Human and otherwise.
Our 16,000 Asurion associates are here to help.

Search for help by keyword. ..

000 °

Pick a category fo get the help you need.

Protection App Premier Support  Mobile Insurance Product Support  Protection Plan  Human Resources

) Tips & Tricks ) () Frequently Asked Questions () ) Help using Asurion
How to caplure the perfect christmas tree How do | e a claim? Loreen ipsum dolor sit amet, consactetur
i How @0 | have to fle a claim? e
5 ways 1o protect your cellphone of tablet id Vivamus ultrcies ante purus, eu
from cold winter temperatures What do | do with my old device? vestibulum lectus interdum eu?
Tech the halls with ‘smart’ ighting What replacement phone will I receive? Fusce ex mi, vulputate vitae metus vitas,
How 1o take foodie photos that will make (l:uomuu ":.\hom
a Maecanas mattis, est nec placerat tempus,
you want 10 eat your phone Wl my appliance or home electronics telus enim tincidunt est, finibus mattis
Hack your holicay ravel with these tech product be repaired of replaced? tollus lorem vtae orci?
::umbmlhuulww S it Squet? o
Is there a waiting period before | can file &
How to take spooktacular photos this ciaim for my phone? Vivaraus in mauris lacus?
Why do | have 1o pay a deductible i Iflea  Maecenas et metus justo?
Hack your Halloween with 6 high-lech claim for my phone? Nulla varius elit eget ord mollis maximus?
ostumes What moile cevices are eligble for Curabitur saghtis lobortis lectus id
High-tech Halloween decorations coverage? vestibulum?
Curabitur ultricies consequat lectus tempus
) READ MORE TIPS & TRICKS — Vviverra?
o @ Do more with your tech

33 oo

Tweet @asurioncares
Mon - Frl 8am-Spen CST

o

© O still have questions?
Ask our Customer Support Team.

Give us a call
nw-m&.

Laarn how 10 improve your productivily from our experts.

A A

How to Capture the Perfect 5 Ways to Protect Your
Christmas Tree Photo Caliphone or Tablet from
Cold Winter Temperatures

() READ MORE ON OUR BLOG —

Email us
We'll get back to you as
aAARn St hoanalihke
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App Center

asurion >

App Center

Locate, lock, anti-virus, backup, and more.

©

Asurion.com

Our Services Help Center
Mobile Protaction Tips & Tricks
Premier Services FAQs

Retail Support Mobile Claims 101
App Center

AT&T Protect Plus

One-click access to a
team of experts who can
help you handle your tech
issues right from the app.

For AT&T Mobile Protection Pack
and Multi-Device Protection Pack
customers.

GOOGLE PLAY STORE
APPLE APP STORE

Our Services Help Center Asurion Blog

Social Circle

English v

Seach Q For Partners >

Sprint Protect

Access all the benefits of
their protection service
directly on your device.

For Sprint Total Equipment
Protection (TEP) and Total

Equipment Protection Plus (TEP
Plus) customers.

GOOGLE PLAY STORE
APPLE APP STORE

Asurion Blog
Social Circle
All Reviews

Verizon Support &
Protection

Keep your mobile device
safe from viruses and
secure If it's lost.

For Verizon Support & Protection
and Verizon Total Mobile
Protection customers.

GOOGLE PLAY STORE
APPLE APP STORE

Press Releases

For Partners

Our Company
Leadership
Careers
Responsibility
Press Releases
Awards

Partner with us

Soluto

Add to the benefits of the
device protection plans
offered by your retailer

or wireless carrier.

For Bell Canada, Fido, Rogers,
Walmart and mobile customers.

GOOGLE PLAY STORE
APPLE APP STORE

Solutions Why Asurion

Product Protection Business Blog
Dual Bundles

Support Services

0020

Asurion 1884-2015. All Rights Reserved
Tems of Use = Privacy Policy

Places all messaging about
apps above the fold, which will
improve engagement.

CTA: Links to Google Play store
Ppage for relevant pp

CTA: Links to Apple App store
Ppage for relevant pp
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asurion > Q =

Great Experiences

A trusted partner in insurance and support for:

atst | Yorzon | T--Mobile-

Mobile Protection

Sed faucibus, elit ac varius sollicitudin, tellus sapien
maximuslit 15 sol mi, sed maximus felis
magna ut nibh.

Providing more than just insurance for both

electronics and appliances.

QD ® ©

Get Help for E onics ¢ No Need For Instructions We'll Take The Driver’s Seat
Applia

2.8 b.7+ 4.9

Million Customers Million Ratings 1 Out of 5 Stars

C2

Customer Reviews

=

Love on social media

| {1V B oo

Lorem ipsum delor st amet, corsactins

G50t i Eam crnare egeas el variss
wipwate

] SOCIAL DASHBOARD |

E

Claims 101 App Center

VIEW OUR APP CENTER

Carvers 0 Aops Get Commeciod

e fly & in &

asurion >

Great Experiences
are just a click aw

A trusted partner in insurance and support for:

Yeron | T “Mobile-

OR TRACK A CLAIM

FILE A CLAIM
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asurion )§ Services  Knowledge Hub 9 orpo n FILE A CLAIM

-

Great experiences
are just a click aw

asu rion )» Services  Knowledge Hub 3log  Social Hub nglis FILE A CLAIM

A trusted partner in insurance and support for:
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Premier Services
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Great experiences
are just a click a
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Mobile Protection

L

Retail Support

LEARN MORE

Did you know you have a 30 day window to purchase a protection plan?

Mobile Protection

Sed faucibus, elit ac varius sollicitudin, tellus .
sapien maximushit ac varius sol mi,
maximus felis magna ut nibh.

A trusted partner in insurance and support for:

S atst | Yergon | T -Mobile-

Retail Support

% Sed faucibus, elit ac varius sollicitudin, tellus

sapien maximuslit ac varius sol mi, sed
maximus felis magna ut nibh,

I WATCH VIDEO

_ Premier Services -
Sed faucibus, elit ac varius sollicitudin, tellus. f‘

'\ * sapien maximuslit ac varius sol mi, sed »
~ maximus felis magna ut nibh.

X WATCH VIDEO

e e e Mobile Protection Retail Support Premier Services
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elit. Cras eget velit dolor. Maecenas lorem leo. elit. Cras eget velit dolor. Maecenas lorem leo. elit. Cras eget velit dolor. Maecenas lorem leo.

he protector and a

SEE ALL REVIEWS

Contact Us Careers FAQ's Apps. Get Connected
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Atrusted partner in insurance and support for:
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Mobile Protection
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FILE OR TRACK A CLAIM

Get Help for Electronics & No Need For Instructions

Appliances
LEARN HOW WE COVER YOU

Get to know Asurion
from the people who already do.
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Love on social media
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LEARN MORE

There's no app for life...

But these help make it easier.
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VISIT OUR APP CENTER

DUR APP CENT
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A trusted partner in insurance and support for:
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COLDUWGCLL
BANKCR O

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

JOURNEY



THIS IS ASTORY 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



A  AGENT

THIS IS THE MAIN LINE.”

JOURNEY



o .CB MARKETING INITIATIVES
B /MAKE BUYERS AND SELLERS
/' AWARE OF THE BRAND. |,

A AGENT

JOURNEY




A  AGENT

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

JOURNEY



A AGENT

WE WANT THEIRTRACKS  /
TO CONVERGE AND ARRIVE ~
AT CB CENTRAL STATION.

JOURNEY




STOPS ALONG THE TRACKS
“u—~ REPRESENT ACTIVITIES THAT MAY
LEAD CLOSER TO A TRANSACTION

JOURNEY



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

JOURNEY



HANDSHAKE

©

" TRACKS JOIN TOGETHER
WHEN AN AGENT IS SELECTED

SIGN CONTRACT

JOURNEY



THE AGENT USES TOOLS TO
COLLABORATE WITH BUYERS AND

JOURNEY



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

JOURNEY

HOME PURCHASE

HOME SALE



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

HOME PURCHASE

HOME SALE

JOURNEY



JOURNEY

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

HOME PURCHASE

HOME SALE



