Chauncey Jack Dunlavey

Product Innovation, Customer Insights, Digital Experience & Marketing Strategy Leader

PORTFOLIO




Professionally, | have a passion for using Voice of Customer insights to help
teams create extraordinary experiences and solve complex problems. | offer a
comprehensive marketing background — focused on building brands, driving
acquisition growth, strengthening loyalty, and improving service delivery — in
travel, hospitality, financial services, ed-tech and healthcare.

My experience has focused on improving customer experiences through
product, service and digital innovation. | also have experience managing
advertising, social media, market research, community and public relations —
along with crisis management.

Personally, | love adventure travel, kayaking, hiking and exploring new places.
I'm obsessed with customer experiences — always thinking about ways to
improve every touchpoint.

There’s opportunity everywhere . . .

et's Get to Know Each Other
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-xperiences by Design:
Insights & Innovations Consultancy

Managing Director | Proprietor

Helping organizations create breakthrough products and services
via customer insights, design research and digital innovation
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Personalized, Expert Guidance
for Overwhelmed Parents

Oarenting by design

sonalized help for lasting change

Home  About My Child Struggles With..  Our Program  Backed by Science Our Experts ~ Why Choose Us  Reviews

Tailored, Expert
Guidance for
Stressed Parents

With kids ages 3 —15 who have:
» strong-willed personalities
o defiant behaviors
« |earning differences

¢ social-emotional challenges

My Child Struggles With ... >

We Help
Overwhelmed Parents

Create Happier

Homes

Achieve lasting breakthroughs
within 3 months

Product & Service
-Irst-to-Mar

Design via Insights:

et Service

CHALLENGE

Uncover ways to help parents overwhelmed with children who are strong-willed,
experience social-emotional challenges and/or have learning differences.

® Determine depth of unmet needs, audience size and viability

® Design solution with customization and uniformity to scale

® Develop product-market fit without insurance coverage

® Understand decision-making process, barriers and key influencers

DISCOVERY & SCOPE OF ENGAGEMENT

® In-depth, insight interviews with key audiences & stakeholders

® Market research and competitor SWOT analysis

@ Journey Mapping; Brand & Product Development

® Manage product development, service delivery and website launch:
e |deation, Prototyping, Design, Content and Testing

SOLUTIONS

@ New brand with unique selling proposition & competitor differentiation
@ First-to-market, ‘all-inclusive’ tailored program with expert instructors

RESULTS

@ Excellent brand perception, program feedback and user testing scores
® New program scheduled to launch in Fall 2024
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Helping Teachers & Students CHALLENGE
In T|me Of Need Explore challenges teachers were having with the abrupt shift to

online learning during the COVID pandemic:

WHAT DOES WHAT ARE W,
ITDO?

IIIIIIIIIII
TEACHERS SAYING? TO USE H

® Research it a new digital product could solve an unmet need

® Create solution with sustained need once on-site learning

returned
Convert all of your paper

WORKSHEETS

into digital activities
delivered online.
TeacherMade makes it easy.

View TeacherMade Features Like Auto-Grading v . " D | S C O\/ E RY

® Develop a long-term financial growth plan, with free access
during the economic downtown

e T Sonse S or o — Insights uncovered with elementary and middle school teachers:
Edit Workshest:  Tochmas vs Hanutech: Compare and Conirast ® Paper, non-electronic versions of worksheets and tests were
OErD OECILTTEYRR. widely used in classrooms before pandemic
® Worksheets were shared among teachers, had no centralized
c.,m,.f,fiﬁ‘f&%}%ﬁ?ﬁ;ﬁf&ﬁm,, organization / storage system and were often uneditable
o ® Teachers spent an average of 8 hours a week manually grading
— @® With distance learning, students had to print, write-on, scan
* R 'u and upload worksheets to submit assignments; similar for
S teachers
® No systematic way of tracking specific skills students were
SOlViﬂg Problems Via D|g|ta| Innovation: struggling with — or tracking progress in learning new skills
-Irst-to-Market Product continued ..
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SOLUTION

Provide teachers with ability to scan worksheets & convert
Into editable, interactive activities; with auto-grading and
success tracking.

Main Features

@ Edit text, embed videos and hyperlinks, re-arrange
problems, add content and change question types

® Create answer keys with auto-grading capability

® Assign activities to a school, classroom or student

@ Access data on success rates by: classroom, student,
skill type, individual problem or activity

@ Customizable. library filing system

Tiered Pricing Model

Free — Core Features & Functionality:
@® First year registrants received lifetime access

Paid — Robust Features & Functionality:
® Integration with learning management systems and
grade book software platforms; additional features

SCOPE OF ENGAGEMENT

® Voice of Customer research using:
* In-depth Insight Interviews
e Diary Studies
e Teacher Surveys
e Search Engine Keyword Traffic Analysis
e (Concept & Usability Testing
® Competitor SWOT Analysis
® Catalog assignment types & assessment formats across
multiple grades and subjects

RESULTS

2020-2021 School Year — Free & Paid Versions
® 25,000+ teachers registered
® 1M+ assignments submitted

2021-2022 School Year — Paid Versions
® $900,000 revenue

2023-2024 School Year — Free & Paid Versions
® $1.8M estimated revenue
® 60,000 registered teachers
® 82M+ total assignments submitted (since 2020)
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Building Trust & Motivating Change

Your Next Steps v

Find Addiction
Treatment

_ Addiction Information
Find Rehab Programs

Search by city or state Addiction by Substance -+

Insurance Provider Optional
Addiction Quizzes -+

Select a provider \%

Treatment Substances -+

Find Programs
Understanding Addiction 4+

Co-Occurring Disorders —

Co-Occurring Disorder Treatment
Dual Diagnosis Treatment
Anxiety Disorder

Mental Health

Depression

PTSD

Digrtal Strategy, Research & Design

CHALLENGE

Motivate people suffering from addiction to seek treatment and provide
guidance for their loved ones:
® Build trust and engagement in a highly sensitive healthcare area

® Create brand preference and differentiation
® |Lead redesign of websites with poor usability; penalized by Google

DISCOVERY & SCOPE OF ENGAGEMENT

® Build in-house user experience team; lead digital agencies

® Ethnographic research; qualitative and quantitative data analysis

® Develop personas based on addiction, lifestyle and family dynamics

® Redesign portfolio of websites — 10,000+ pages | 100+ locations —
including the largest addiction and treatment location directory in US

® 75+ addictions, co-occurring disorders and treatments

® Oversee UX research, design, architecture and user testing

RESULTS

® 275% estimated increase in organic search engine traffic

® Removal of Google penalties — increasing keyword rankings

® 20% estimated increase in prospects seeking treatment and loved
ones seeking guidance on their behalf
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Life-Changing, Real- Time Answers

Hi, I'm Hope. I will be your admission’s

—

navigator for this consultation. What amenities are important to Jamie?
I am here to provide you with information and support as you Check all that apply.
begin this confidential process. In three easy steps, I will walk

you through sections on General, Payment and Patient Fitness Center
Information. Upon completion, you will receive customized

treatment options.
Nature (Hiking, Beach access)
Let's Get Started!

Single Room Occupancy
If there is an emergency please call 9-1-1

Double Room Occupancy

Interactive Addiction Music Therapy
Admissions Guide
Pet Therapy

Yoga/Meditation/Breathwork

Discovering Sales Lead Solutions
via Design Thinking

CHALLENGE

People suffering from addiction — and their loved ones — are often
uncomfortable sharing their story with a ‘stranger’ and seeking help
for treatment.

Discover ways to provide tailored, confidential, real-time information,
treatment options and onboarding assistance online.

DISCOVERY
Design Thinking Process & Ethnographic Research:

@® Call Center Shadowing and Listening

Interviews with Call Center & Healthcare Employees

Onsite Observation Patient & Staff Visits at Multiple Locations
Brainstorm Workshops with Key Stakeholders

®©@ ®©® ® @®

Create Personas with Qualitative & Quantitative Data

SCOPE OF ENGAGEMENT

® Co-Lead Discovery with Product Channel Owners
® Direct Concept Testing & Prototyping of Solutions
® Manage Information Architecture, Design, Content & Usability Testing

continued ...
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Self-Assessment: Am |

Addicted?

0/11 Questions

1. Do you often use drugs or alcohol
in larger amounts or over a longer
period of time than you intended?

C Yes () No

2. Have yol
to cut back
made unsu
so?

() Yes (
3.Doyous
finding, usi
drugs or alt

O ves (

- |

Your score for this
quiz was 8

According to your answers, you may
already meet 8 of the criteria for
substance use disorder. The DSM-5
provides thresholds for substance use
severity based on the number of criteria
met within a 12-month period:

+ Mild: Presence of 2-3
symptoms.

 Moderate: Presence of 4-5
symptoms.

e Severe: Presence of 6 or more
symptoms.

You may already be experiencing issues
related to compulsive Alcohol use and
may benefit from speaking more about
this possibility with a doctor or other
healthcare provider.

Call (888) 493-2860 E

Helpline Information

See if You're Covered

With a few details, we are able to
connect with insurance providers
across the country to instantly provide
you with your coverage information.

waetna® U S Cigna

. [ 34 4
0 UnitedHealthcare 03, Kaser Humana

* These fields are required

Find Insurance Carrier *

Q

First Name *

SOLUTIONS

® Create first-to-market, interactive addiction admissions guide
Incorporating:
* Addiction Type
e (Co-Occurring Disorders
e Recreation & Environment Preferences
e Facility Capacity
e Insurance Coverage
® Design multiple online addiction risk assessments based on
substance and persona
® Launch redesigned online instant health insurance verification
based on addiction type and coverage

Last Name * RESULTS
® QOverall 3X estimated increase in qualified lead generation
across digital channels
® 18% estimated decrease in call volume for people using
Addiction Risk Assessment & Interactive placement guide

Insurance Coverage
| ead Generators

® 22% estimated increase in online insurance verifications
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Nemours Children’s Health System

One of the Largest Pediatric Healthcare Organizations:
80+ Primary, Urgent, Specialty & Hospital Locations

Director, Digital & Video Marketing

Co-Leader of Digital Experience & Innovation
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Establishing [rust, Empathy & Expertise CHALLENGE

Design patient acquisition channel for pediatric healthcare system
offering services which vary by location.

® |ntroduce prospective families to Nemours

Nemours. Children's Health System Q)

@Findanoctor -+
P 9
A
4{ -

Your child. Our promlse

Differentiate Nemours from competition

®

® Motivate and persuade families to make an appointment

® (Create distinct patient acquisition experiences for parents and
healthcare professionals

ABOUT PRIMARY GENT SPECIALTY HOSPITAL & NLINE ESEARCE
N About Nemours B aiin S( O P E
|
= Nemours is a nonpeofit pediatric health system IS ALAZA B
" . \WARE - 241 AM
o .‘! o WHERE | 5% e
- « life-changing medical care and research \‘AVE OFFER GEORGIA = Nemo
)

fotunsghmss o v ® 5,000+ pages
. « advocating for kids nationally.
o~ « training tomorrow’s pediatric experts. PENNSYLVA 4

1,100+ medical provider profiles
250+ medical conditions & services
100+ clinical trials

®©@ ® ® @

80+ |locations

RESULTS

® 125% average increase in organic search traffic
L ® 28% average increase in usability testing scores
Redesign: average increas y 1esting st |
® 11% increase Iin ‘likelihood to schedule appointment’ ratings

Create Simplicity From Complexity
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Brand Differentiation Via CHALLENGE

PI”OClUCJ[ nnova':ion Provide families with ability to make real-time appointments 24 x 7 x 365
® Offer scheduling on weekends and evenings without staffing

® Differentiate appointment experience from competitors

Nemours. Children’s Health System

® Reduce appointment call volumes and on-hold abandonments
® Simplify complex appointment process

SCOPE

® 1,100+ doctors, nurse practitioners and physician assistants
Different scheduling procedures for each location

Thousands of different visit types to match

®
®
® Hundreds of insurance providers and policies to verify
®

300+ medical conditions, treatments and services

RESULTS

® 33% conversion rate

|OIE

52% of appointments made during evenings and weekends

First-to-Market:

®

® Drastically reduced number of visit-type selections

® Standardized insurance verification and scheduling across locations
®

First healthcare system to provide real-time online appointments

Real-Time, Medical Appointments
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Aledie Amariah Navas Nazario, MD
Division of Pulmonary Medicine, Department of Pediatrics Nemours Patient Satisfaction
48outof5
(55 Ratings)
Specialty
Pulmonology About This Medical
Locations

Practicing Since: Provider Research & Ratings
2012
Get To Know Me »
3D watch video

Practice Locations

New Patients
ewuo an & ek gy Park @
WM Minneola 0 =1 )
lllllll (o) ' K
Clermont {50) (50
OrI’do ©) @
Areas of Expertise & (429
= Pulmonology @ D) St
(Lung & 4 (29)
Respiratory Care) . i (528)
aaaaaaaaa ' .
vista -/ |  © ¥WlakeHart =
@) -
Va e 7 ) -
= English G_,\ I (J @ eeeeeee tion e
= Spanish 1500gle ey I N: Map data ©2017 Google, INEGI Terms of Use Report a map error
Primary Office
) Nemours Children's Hospital
Physicians : 13535 Nemours Parkway

% &) Refera 4th Floor
Patient Orlando, FL 32827
View Map & Directions »

€3 View Location Images

Our space is

Our Orlando hospital provides inpatient The hospital's design is bright, modern
and outpatient care in a range of and friendly. kids and adults

specialties.

warm and welcoming for

Find a Doctor

Designing Best-In-Class Product

Nemours Children’s Health System

Aledie Amariah Navas
Nazario, MD

Pulmonology

Nemours Children's Hospital
13535 Nemours Parkway

4th Floor

Orlando, FL 32827

Practicing Since: 2012

View Profile »

u Watch Video

Practices at more locations

Nemours Patient Satisfaction

4.8 outof 5

New Patients
e Schedule an
Appointment

Search Directory Redesign

CHALLENGE

®

®©@ ®© ® ® ® @

Help families select a doctor in time of need

Build trust and familiarity

Preview style of care and bedside manner

See what other families have to say about their experience
Provide ability to compare doctors in same location and specialty
Create competitive differentiation and drive acquisition
Overcome physician concerns about sharing negative comments

SCOPE

®

©@ ®© ® ® ® @

More than 1100+ doctors and providers across 80+ locations
Integrate satisfaction scores and ratings

Photo shoots to across 60 locations to showcase amenities
Create ‘Get to Know Me’ editorial and video profiles

Develop comment review and appeal process for doctors
Extensive Voice of Customer research and user testing
Merge, translate and display data from 10 disparate systems

RESULTS

® First pediatric system to launch satisfaction scores and reviews

® 125%+ increase in organic search engine traffic

® Substantial increases in task performance usability scores
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Talloring Digrtal Experiences

for Different Audiences

Find a Doctor

For Patient Families

Why Choose Us
Making an Appointment
Insurance We Accept
Modical Services
For Your Appointment

g iomoun: Ontne Macce Recors &1 Our promise.

Pay Your Bl
Contact Us

Launching New
Complex Story &

Family- Centered Excellence in

View All Primary, Specialty h 'r'vo\/anlduv‘s Spita
and Urgen zCar Locnuon 3 oo$

3UsINess

Brand Wi

th a

Model

CHALLENGE

Create brand awareness for organization offering different medical
services and treatments in each geographic market

® Help families find local care while showcasing breadth

® Differentiate from better known competitors

® Improve usability task performance

® Engage diverse audiences with specific needs

SCOPE

® Dedicated digital areas for 8 diverse audiences

® Extensive photo, video and commercial shoots

® Creation of 4 new specialized onsite searches

® Develop new medical service templates — creating unified brand
experience with location-specific content

RESULTS

® Surge in local search engine rankings and traffic

® 22% average increase in ‘Likelihood to Make An Appointment,” “Trust,’

and ‘Understanding of Nemours’ ratings
® 46% average increase in ‘Find a Doctor’ and appointment task
performance scores
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“Let's Move” Campaign
for First Lady Michelle Obama

-
MOVE!

Child Care |mwayatis:

& education
GET KIDS MOVING
althy Eating Physical Activities

Nemours. Children’s Health System

Your child. Our promise.

BE INSPIRED

Ideas an d Resources

Sign Up & Help Kids
Get a Healthy Start

"This is a passion. This is my mission. | am determined to work with folks
across this country to change the way a generation of Kids
thinks about food and nutrition.” — First Lady Michelle Obama

@ TAKE ACTION One in five children is overweight or obese by age 6. You can help.
As child care and early education providers, you are a powerful force in children's lives and can help them learn
Follow these simple steps to success. habits that prevent childhood obesity and can keep them healthy for life. Focus on five goals to get your kids off to a

healthy start
STEP 1: SIGN UP

Receive a participation certificate and
resource updates. Let's Move! Child Care Goals

STEP 2: TAKE QUIZ
See how you're doing on the five goals (@
and build an action plan to reach them.

1. Physical Activity: Provide 1-2 hours of physical activity throughout the

day, including outside play when possible.

For more information on how to become
a Let's Move! Child Care program,

2. Screen Time: No screen time for children under 2 years. For children
watch this video. G

age 2 and older, strive to limit screen time to no more than 30 minutes per

Finished both steps? week during child care, and work with parents and caregivers to ensure
Retake the Quiz to record your progress

and update your plan children have no more than 1-2 hours of quality screen time per day (as

recommended by the American Academy of Pediatrics).

Influencing Healthier Habrts for Life

CHALLENGE

Design new website for First Lady Michelle Obama in 30 days for
national campaign launch:
® Educate child care providers about obesity prevention

® Motivate providers to commit to nutrition and exercise goals
® Persuade providers to register and complete multiple online
certification courses

SCOPE
® Collaborate with CDC, White House and Child Advocacy teams
® Design 50-page website with more than 150 resources
® Lead teams in architecting, coding, designing, writing, editing
and testing while supporting other digital initiatives

RESULTS
® 1,800+ child care providers registered
® 1,100+ providers completed all 5 goals for certitication
® Led to fitness and nutrition improvements for 1.2 million children
® Enabled Nemours to receive multiple multi-million dollar, multi-year grants
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Product Re-Invention CHALLENGE

Create a way for parents of pre-schoolers to access reading curriculum
NeTuTs, s emm originally created for teachers — as an early reading intervention tool:

v e b b G s ® Position Nemours as a leader in children’s preventative health

presented by BARNES&NOBLE
BOOKSELLERS

Reading )

Create consumer-friendly online version of program

Healthy kids.

Nemours BrightStart! offers proven
learning tools to help children reach
their full potential.

®
® Design with ability to add corporate sponsorships in the future
® Balance differences in cultures and reading abilities

SCOPE

® Online assessment with customized action plans

BhSMois  GllMemhs  12U7Mehs  1823Mets  2435Memhs 3% ¥ears ® FExtensive consumer market research and usability testing
® Automate post-visit marketing program
® (Customize resources for 8 different age groups
® Product marketing and orientation videos
SR mmnmmne smmmen Wios odes RESULTS
rn Mo Masbro rn Mor @ Learn Mor BARNESZNOBLE HeOIthy klds . . - .
- = T et shes s @ Exceptional concept testing and usability ratings

® Research revealed sponsorship design added credibility
® More than 14,000 assessments completed
@ Product is now being positioned as unique selling proposition for

TaiiOI"ing fOI" NeW Business Need organization’s primary care pediatric business
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CHALLENGE
|||ustrating Life—Changing Impacts 1O ® Comfort families while illustrating expertise and differentiation

: : : Introd families t id d build trust
Create Lasting Emotional Connections DR TAITITIES 70 BAIE PIOVIERTS A DS T
Prepare families on what to expect during their visit

Create emotional connection to unknown places and people

USATODAY | NEWS | SPORTS LIFE MONEY TECH TRAVEL OPINION (5 79° CROSSWORDS YOURTAKE INVESTIGATIONS VIDEO STOCKS MORE Q

Find ways to re-purpose videos for multiple needs

®©@ ®©® ® ® @

Scale without sacrificing quality with limited budget

4-year-old hears mom's voice for first time

JACKSONVILLE, FL / WTLV

SCOPE

® Build in-house, freelance and boutique agency video capabilities
® Create editing and distribution strategy to maximize impact
® Launch initiative to create 500+ ‘Get to Know Me’ doctor videos

RESULTS

® More than 100 videos produced each year

® 3-4 videos produced from each day of filming:
* ‘Get to Know Me’ doctor videos
Sh : C : E : * ‘Answers to Grown On’ for social media
armg ompassmn & xpemse ‘Why Choose Us’ for specific medial care
ViaVideo « Video News Release for publicity — resulting in national coverage

® Doctors report tamilies are choosing them based on their videos

Chauncey Jack Dunlavey | Product Innovation, Customer Insights, Digital Experience & Marketing Strategy Leader | Portfolio

17




CHALLENGE

Product Re-Imagination ©

©@ ® ® ® @

®

®©@ ® ® @

Provide 24 x 7 on-demand care and consults for children from their home
Brand and describe new technology product

Redesign third party platform originally created for adults

Persuade parents to pay for service not covered by insurance

Motivate new patient-families to use service

Explain what symptoms product could be used to diagnose

SCOPE

Develop visual brand identity, description, pricing and positioning
Conduct extensive customer insights research and usability testing
Collaborate with third party SaaS vendor on extensive product changes
Design to incorporate medical monitoring devices

Leverage Voice of Customer insight to improve product:

e Ability to see more than one child in a single visit

* |nvite another parent or caregiver to video chat

RESULTS

®

Redesigning Adult Telemedicine

@
Product for Pediatrics ®
@

First pediatric healthcare system to launch product in multiple states
High satisfaction scores from users

5-star rating on Apple App Store and 4-star rating on Google Play
Product also now used for follow up visits and chronic condition care
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Crtibank

VP, Customer Insights

Leader of Customer Satisfaction & insights for Global Digital Channels
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Building Organizational Trust via
Customer Insights & Research Services

MISSION

Provide actionable, comprehensive and unbiased data to help make business and
customer-centric decisions.

Collaborate to define research strategies which address business and customer needs.

Deliver ongoing guidance, education, reporting and support to our partners.

WHAT WE OFFER

Customer Satisfaction Insight
What our customers want vs. our ability to meet those needs

Concept Testing
How do we determine need and best ways to position new offerings?

Ethnographic Research
Who are our customers and what are their needs?

Audience Measurement, Competitor Intelligence & Market Share Data
What impact are we having?

Usability Testing
How do our customers accomplish tasks online?

Using Data to Influence Decisions

CHALLENGE
Provide senior leaders, product managers and digital channel
owners with insights and prioritization to:
® [ncrease Acquisitions
Reduce Attrition
Decrease Call Volumes
Strengthen Loyalty

®©@ ® ® @

Improve Cross-Selling

SCOPE
Expand capabilities across global digital acquisition and servicing
channels — including:

@ Consumer Banking, Mortgages, Lending and Credit Cards

® Commercial Banking

@ Institutional Trading and Securities

RESULTS
Based on success of US credit card program, led expansion across
all North America products; followed by global rollout
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Elements

oContent

Look and Feel
Navigation

Privacy

Payment Process
Payment Arrangement
”Security

Measuring Customer Satisfaction &

Score

84
81
80
83
64
83
83

Prioritizing RO
Using Science-

Impact on
Sat

Satisfaction Summary
Customer
Satisfaction

Number of
respondents:
16267

Impact on
Future
Behavior
4.7
2.5
4.8
5.6
3.5
2.8
4.1

Opportunity I—

Rased Methodology

Future Behaviors

Recommend

Return

Pay Credit Card Balance
Use Citi Card in the Future
Overall Impression

Brand Confidence

Brand Preference

Score

Performance :

llustrating Impact on Business

CHALLENGE

Establish scientifically proven customer satisfaction measurement —
with ability to determine changes with greatest impact:

® Comparability across business lines and regions

® Tallor questions, analysis and reporting to local regions

® Create consistent reporting across enterprise

® Provide stakeholders with on-demand tools and reporting

SCOPE

® Comprehensive internal marketing and training campaign
® Evaluation of multiple methodologies and vendors
® Expansion to all global digital channels

RESULTS

® Voluntary adoption across most regions within 18 months

® Led to substantial improvements to digital experiences
worldwide

® Able to validate impact of satisfaction on business results
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Delivering Acti

onable Insights

Satisfaction by Spend & Payment Behavior

Approximately how much do you charge on
your account each month?

More than $5,000

2%
$2,500 - $5,000 Satisfaction: D
8% (n=475) Under $250

Satis_faction: 26%
(n=1.668) Salisfaction:D
(n=5559)

Prefer not to answer
12%
Satisfaction: D
(n=2451)
25

$500 - $999
15%
Satisfaction:
(n=3,246

$1,000 - $2 499
20%

% to 50%

Satisfaction:
(n=1538)

How much of your balance do you typically pay
on your Citi credit card?
Minimum amount due
6%

Satisfaction:
51%‘;3/099% {n= 1,303)D

Satisfaction:
(n=1.351)

Prefer not to answer
7%

Satisfaction:

(n=1,401)

100%
47%
Satisfaction:
(n=9975)

7%

Satisfaction: D Less than 25% but more than
$250 - $499 (n=4211) the minimum due
17% 27%
Satisfaction: Satisfaction: D
(n=3507) (n=5685)

Opportunities for improvement include:

« improve online help (e.g.: FAQs, Live Chat)

« offer pending transaction viewing

« improve rewards reporting and provide more details
« provide online disputes reporting and management

Customers who spend & transact the most have the lowest satisfaction

Q
on how to redeem / utilize rewards

Comparing Satisfac

‘1on of Customers

Segmented by

3usiness Value

CHALLENGE

Deliver actionable insights to drive key business metrics:
® QOffer guidance on where to start focusing efforts
® Prioritize business needs with customer needs
® Determine what changes have the greatest impact

SCOPE

® Collaborate with regional teams to tailor measurements to:
e Highest value customers
e | ocal market business priorities
® Create automated reporting complemented by analyst research

RESULTS

® Generated high demand for service, with 18-month global rollout

® |mproved profitability of high-value customers

® 8% call volume reduction in North America due to improved self-
service capabillities

Chauncey Jack Dunlavey | Product Innovation, Customer Insights, Digital Experience & Marketing Strategy Leader | Portfolio

22




Measuring Financial Impact of
Customer Satisfaction

Base Case [From supplied weekly data]

Reset ID/PW Online Payments

:l > :l Activity Cost Savings
Reset ID $
/‘ Paperless Statements $
Completed Registrations Online Pay Enroll CSI Online Payments $
Weekly
L I \4 | Total

Paperless Statement Balance Transfers
Enroliments

Improving success rate of Account Online registration by 50%
iIncreases overall satisfaction by 5 points =

Cost Savings of $XXX, XXX, XXX Annually

Create Model to Measure ROI of
Digrtal Experience Satisfaction

CHALLENGE

Determine if improving digital experience customer satisfaction had
a measurable financial impact:

® Create model that didnt previously exist

® Determine what to measure

® No pre-defined path to success

® (Costs of services initially unknown

SCOPE

® Led collaboration with finance team and product owners —
partnering with ForeSee Results (acquired by Verint) research
team to prototype and test models

® Leverage University of Michigan research-validated methodology

® Research internal costs of services

RESULTS

® Created model that prompted Citi to redesign, simplify and
Integrate its account registration process across North America

® Served as catalyst to create dedicated teams to focus on
improving the experience of key servicing functions

® Established credibility of customer satisfaction measurement
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Concept lesting

There's nothing more important than
keeping your online account safe and secure.

Browse Engage
Search Connect
Persuasion
Usability PET % Emotion

Go paperless with Account Online Plus+ and get the protecti c Persuade

tools you need to keep your account and your identity secur¢ onsume Can DO Will DO Trust
paper in the mail, there's less of a chance your sensitive infol

will end up in the wrong hands.

Account Online Plus+ includes: Comprehend - Convert

* 100% Fraud Protection—a team of specialists will protect your account
* Discounts on protection services, including credit monitorin

P 9 9 Interact Return
* Paperless Statements, including your monthly statement

* Paperless Letters, including account communications such as Change il
notices, credit requests and more

* Emails or alerts when documents or statements are ready to be viewed .,

Sign up today and enjoy the great benefits of being an exclusive
Account Online Plus+ member. Enroll Now.

N

citi

Talloring Specific Value Propositions

to Customer Needs

CHALLENGE

Help product owners understand emotional barriers to cross-selling:

®

®©@ ® ® @

Develop personas for products

Deliver product insight based on psychological needs
Incorporate attitudinal data into segmentation models
Create methodology for unbiased testing

Connect emotional needs to usability abilities

SCOPE

®

Establish concept testing framework for all of North America’s
financial service digital products

RESULTS

®

®

Created ability to acquire more customers and sell more products
via Voice of Customer insights

Launched more persuasive products and value propositions that
generated additional revenues and cost savings
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Prototyping & Usability lTesting

£ welcome, Pat Walker Th

P rn)
CItl Account Online

Account Activity | Payments | Tools & Services |  AccountProfile

on: Sun, Apr 1, 2007 + Sign Out

is Sessi
+ What else does Citi have for me? Last Session: Tue, Mar 20, 2007 + En Espaiiol

at 3:30pm EST

‘ Help & Contact Us | Security & Privacy

Quick Links Accou nt Home — You have 2 accounts assigned to this User ID

» Add an account to this User ID .
,o, AAdvantage® Card

» Edit User ID and Passwor d rg
T Account ending in: 1234 Purchase APR: 19.99%

» View your special offers

AAdvantage® Miles A'Advmtage
354,986 + See Details

Need Help? Current Balance as of today ! Minimum Amount Due = Payment Due April 26, 2007
ee elp’
Technical Assistance: - a3 - i e
800-347-4934 Statement Balance - March 8, 2007 $3,627.89 » View/edit online payments
Account Assistance : Activity Since Last Statement See Details  $1,250.00
1-800-235-4321 Total Credit Line $12,500.00
T rt a lost I d:
port a ‘os Available Credit Line Balance Transfer Offer $7,622.11
950-5114
Email Customer Service
FAQs

ThankYou® Points &/ Thank You

S3E . Purchase APR: 12.79% 1,782,250 + See Details
Citi Advisor &
7 Minimum Amount Due Payment Due April 26, 2007
Virtual Account Numbers is a m
free security service from Citi
that hides your credit card Statement Balance - March 8, 2007 $9,547.21 + View/edit online payments
number when you shop. Activity Since Last Statement See Details $0.00
Signing up for paperless -
statements is a free, easy way
to outsmart identity thieves.
And, you can still print or order
Sy N * L. . Current Design ENew - Test 1 ONew -Test 2 ONew - Test 3
Existing & New Design i
Task Performance | -
80 -
Existing Design — Average Success ToL |
Rate of Key Tasks — 36% el
50 A
Final Design — Average Success Rate 40 -
of Key Tasks — 90% 30 |
20 -
Final design features the best i
elements of the three designs tested. 0 45 % %
(N o O o, A
25 ?p@ %% @% %
7, % (o
KN %, 2 %

Improving Online

Servicing Experience

CHALLENGE

Redesign online credit card account servicing portal to:
® |Improve understanding of information presented
Enable customers to manage multiple accounts in one portal
Decrease call volume for servicing needs
Increase key task completion rates

®©@ ® ® @

Improve product cross-selling

SCOPE

® Influence designs that could be applied to all consumer,
business, brand, co-brand and private label credit cards

® Establish rapid prototyping and testing system with multiple
product owner, legal, design, architecture and content teams

RESULTS

® |Improved average task success rate from 36% to 90%

® Revenue generating transactions increased 403% YOY

® (Cost saving transactions increased 618% YOY

® Raised understanding of data displayed on dashboard —
helping reduce account servicing call volume by 8%
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Crea

INng Personas

Via Ethnographic

Using Custo

“Having a

Research & Business

ol
&

that earas e rewirds

s fabulows.
AT t'mpl.a:u'u\-gt_ltnpw
Hawaii Hais winker!™

mer Insights to

CHALLENGE

Discover why Citi had low business card adoption and usage:

Data

® Determine financial needs and influences by type of business
Understand influences in purchasing behaviors

Uncover why competitor products were preferred

Figure out what drove payment choices at point of purchase

®©@ ® ® @

Discover unmet needs and desires for future products

' SCOPE

® Plan ethnographic research studies based on business size,
ownership structure and purchasing influencers; lead agency

card | -

® Observe business owners and decision makers at work and

home; managing their finances, shopping, traveling and dining

RESULTS

® Gained insights into business owner needs, pain points,

emotional influences, habits and goals — based on lifecycle
and size of their company
® Enabled Citi to improve its existing card products and tailor
G marketing to specific personas

Create Better Produc
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Thank You.

| et’s Collaborate!

Emaill
Jack@ExperiencesByDesign.com

Call or Text
904-536-3505

Connect
LinkedIn.com/in/JackDunlavey



mailto:jack@experiencesbydesign.com?subject=
http://LinkedIn.com/in/jackdunlavey

