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It's important to create a joyful shopping
experience which is fine tuned for
conversion optimization.



Strategy

Acting as the glue that connects
the business, technology and
customers | have defined UX
strategies to help ensure
alignment across/within teams.

Leading to better outcomes due
to a well articulated vision, goals
and plan. Leading to less overrun
of cost and time required to
achieve specific outcomes.

In order to assess the online
experience, we asked some key
questions against 3 categories.

Discovery & Awareness

How are you enhancing content
merchandising facilitate discovery?

How can we improve brand
perception and consistency across
the discovery journey?

How might we include key
conversion optimization elements
to reduce friction and anxiety?

Consideration

How could we improve saliency and
hierarchy of product information to in
improve legibility and readability? '

How might we capitalize on the 90%+
users who don't convert on a PDP?

Plan

We’ll work together to understand the business and
customer needs before we stagger production of
concepts, designs and code to deliver incremental

continuous improvement.

Week 1 Week 2
Intake
Product Listing & Cards
Product Detail Page
Campaign Landing Page

Wrap up

Week 3 Week 4 Week 5 Week 6

Conversion

How might we hold customer's interest
ringing the re

gister by reducing

Starting with product card we will
produce elements and components that
will ladder up to the homepage.

Week 7

Optimize the Product Listing & Card

Improve product list experience to
provide a more intuitive and delightful
discovery experience

Enhance product card to improve
fulfillment information

Include key conversion optimization
elements to reduce friction and anxiety

Week 8 Week 9

Near—term quick wins

Week 10

Rethink the Product Details Page

Improve saliency and hierarchy product
details page to enhance customer trust

Cross-sell, bundling and further exploration
based on the product you have selected for

the 90%+ users who don't converton a PDP

Include key conversion optimization elements
to reduce friction and anxiety

Christmas sales start

1

Week 11 Week 12

20000
3

Convert through Campaign Lan

Bring excitement and joy to campaign

‘ M AOV Average order value
product promotions through an engay Onger—te rm WI nS CLV Customer lifetime value
framework CAC Customer acquisition costs

Creating conversion-oriented product
components which are reusable for fu
and other pages
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Rebrand & Design System

Enhance online identity to invoke joy and

excitement like retail identity

IA, Navigation & Meta Data

Product categories as first level navigation

Enhance meta data to allow improved discovery

Search

Consistently produce meta data for products

leading to improved discoverability

Cart & Checkout

Gifting experience (like in store)

Cross-sell and up-sell opportunities

Create design and development efficiencies flows and search results Display partially curated results toimprove

with reusable components relevance on high value search terms . o X
) L Conversion optimization best practices
Improve search engine optimization through
Improve customer perception with consistent,

content relationships and keyword density Help people get to the productthey need with

well-designed components enhancements the most relevant filter options surfaced

AOV increase, Production cost reduction AOV increase, CAC decrease AOV & CVL increase Cart abandonment rate reduction

Budget Estimate

+ Staggered delivery UX -> Design -> Dev

* Project will run 3 weeks past week 8 due
$ to dependencies

Allhours beyond 480 hours will be invoiced
hourly and pre-approved by client

e | T o [on e o
& Product Listing and Cards 20 40 80 20 160

4 Product Detail Page 20 40 80 20 160

Campaign Landing Page 20

5 40 80 20 160
.| | | | &



Product backlog

A well groomed backlog allows us
to respond to user needs more
effectively. I Current Phase

| have supported teams in
maintaining product and sprint

. FE-1 Consistent FE-5 Enhance FE-Q Group items FE-11 Rename online FE-15 Optimize
backl OgSs. Distillin go utcomes/ inventory status on fulfilment options in the same delivery exclusives (OE) placements of OE
. . .. . PLP, PDP and Cart design type together in the delivery product type indicator
requirements into efficient sized Cart 0o

tasks.
FE-2 Enhance

unavailable statuses In Prog ress

FE-32 Affirm buy now FE-38 Showcasing
pay later option nearest stores

FE-3
Optimize placement
of fulfillment info

inventory on PDP

FE-4 Improve
fulfillment type
saliency

FE-16 Sorting options,
lower weight for

oickup availability | I Future Phase

@ Tech feasibility flag B Unknown

FE-29 Clearance
products to be

shippable

FE-33 Earliest Delivery
Date for products
other than Appliances
(naryar) O

FE-17 Selecting FE-21 Option to select FE-26 OE delivery FE-34 Remove OE
fulfilment type on PDP curbside or lockers arrives by date shipping costs

® Tech feasibility flag B Unknowng @) @)

FE-18 Customer FE-22 Fulfilment lead FE-27 Ability to select FE-35 Express Shipping
validation trigger vs times displayed on different stores as for OE items
quantity sold PLP pickup location during

checkout O

FE-19 Displaying FE-23 Audit post-sales FE-28 Multiple postal

inventory in the Cart experience for codes for same or
saving/revenue different fulfiment
opportunities options

@ Tech feasibility flag B Unknown phase Redesign B Replatform B InProgress



Data & insights

By leveraging data and
generating insights | led the
redesign initiative at RONA.

| focus on cultivating a deep
understanding of the clients
business, customers and industry.
Leading to actionable insights
which drive revenue growth and
customer engagement.

Influencing and enabling
executives, product owners/
manager, designers, developers
and other team members to
make informed strategic decisions
that result in increasing revenue
and engagement.

I Baymard Review

Homepage

10 Guidelines

Performance: 20.8
Poor

Takeaway

Showing ads on the Home page is not
recommended. We can do a lot to
improve this. Most of the improvements
can be made through better design and
improved content areas.

GUIDELINE

#237D Feature a Broad Range of Product Types on the
Homepage

#240D Be Cautious if Displaying Ads on the Homepage

#242D Ensure Carousels Respond Appropriately to User
Interactions and Feature Prominent Controls

| Analytics

Clicks heatmap - HP FR

Desktop:
« Search is highly utilized
» Browsing departments
moderately utilized
o Cart is moderately utilized
« Minimal to no interaction with
homepage content

Mobile:
e Search is the primary
interaction
o Cart is moderately utilized
« Minimal to no interaction with
homepage content

IMPLEMENTATION JUDGEMENT
71-80% of categories are visually represented

Ads or other overly distracting promotional content is present in
prime locations on the homepage - Various promotional text

messages present « Multiple visually demanding graphic ads

and/or animated content present - Some promotional banners

look like external ads

Carousel is available - Carousel is paused when hovered « New
slide is shown every 4 seconds or faster « Carousel controls are

prominent and not likely to be overlooked - Manual interaction

doesn't stop the autorotation permanently

| Insights

Ads on the homepage

OFFREZ LUIUNE

« Homepage ads are generally perceived negatively, create a poor first impression, and distract users
from exploring the site and its products.

« On mobile devices, ads can cause distraction and interaction issues.

« Some users perceive internal promotions as ads.

Advice
« Avoid placing ads or ad-like content in prominent spots on the homepage.
« On mobile homepages, avoid making ads overly prominent or visually distracting.

« Avoid pop-up banners and dialog overlays.

Save up to 25% in 3 Easy Steps

Save now

Save up to 25%
25% in 3 Easy Steps

50% off Gifts it

Buy 1, Get 1 Free!
Club Members J——
Browse the Collection Browse the Collection
Our Categories

Our Categories . .

A A
Photography Computers

Photography Computers TVs Mobile Phones

2] 2]
™. Mobile Phones

Lighting Audio Visual Drones Optics CA |-f,‘
Lighting Audio Visusl

5



Experience design

Translating strategic insights into
tactics within an experience is
part science and art.

led the redesign of RONA from
ooth a strategic and hands on
evel. Inspiring and informing both
eaders and execution team
members to produce exceptional
experiences that bring joy and
Improve the conversion rate.

Balancing the need to create a
concise and salient experience
while addressing the complexities
of a massive product catalog with
diverse fulfilment methods.

Addressing anxiety and friction
factors head on and optimization
of cross-sells is key.

The end result is an experience
which shoulders the burden of
complexities for the customer
while enabling them to intuitively
make a purchase decision.

RONA / Appliances / Refrigerators / French Door Refrigerators

LG Instaview 33-in 25.1-cu ft Door-in-Door French Door Bottom Freezer Refrigerator

Item #30895408 | Model #LRFVS2503S | Article #30895408

Shop LG W % & K 7 711

JL1

e iEm |

&1

+1
Highlighted features
Instaview door-in-door Dual ice maker
Similar items
SPONSORED SPONSORED
Lorem ipsum Lorem ipsum Lorem ipsum
Shop the bundle

Fingerprint resistant

r
_—_,i

Lorem ipsum

1)

300+ views last week

S 99
1 ,71 1 E2Ch  SAVE $300 until Jul 3rd, 2024

$2.011.99

affirm)  $211.00 /mo* suggested payments with &6 months** financing (Apply now)

Ends Aug 22
Save the tox & free delivery

Save on tax & get free delivery when you purchase two or more select major
kitchen appliances of the same brond. Learn more

« Whirlpool side-by-side refrigerators boast the lowest repair rates in the industry.

« Experience the convenience of fresh, filtered ice and water without having to open
the door.

« The ice maker, located at the top of the freezer, ensures you have ice cubes ready
whenever you need them.

More details
Colour/finish: Stainless steel

Depth type: Standard-Depth

Standard-Depth Counter-Depth

Total capacity: 25.1 cu ft

Services we offer

Freei i P ion plan
D and haul away 9 from S117
Pickup Delivery
Ready by Tomorrow Get it by Tomorrow
® 3instore Aisle 10 | Section 3 Free delivery*
Home & Garden RONA / Toronto Delivery to M2N 76
Stockyards

-1 |+ Add to cart

Q  Add to wishlist

Manufacturer’s Warranty Hassle-free returns

1-year limited 30 days from purchase to submit return
request or exchange within 30 days of
purchase in original condition.

Compatible products

EveryDrop Refrigerator Water Filter
Add to cart
L8 & & S+l

S49%,

r r r
al (3] |®

Lorem ipsum Lorem ipsum Loremipsum

LG24 in. Top Control Smart Wi-Fi Enabled Dishwasher, QuadWash Pro, Dynamic Heat Dry, 3rd Rack,

PrintProof Stainless Steel

L8 & & S+l

Rona Villeray / Montréal Open Until 6pm

RONA

= Shop Promotions

Home Kitchen > Kitchen Appliances

Item 000354926 Model: 863-501-3.78L  Article: 50316801

-l
ECO

—Search Q

Flyers Installation Services Grand Chantier

LG Fridge

Shop the bundle

Current item

Weber Spirit E-315 Black

800+ views last week

Shop all LG products
L 8 8 & SN

10% off

'599”

$3.99

UNTIL AUG 22

More details v

o000

Total capacity: 25.1 cu ft

LG Instaview 33-in 25.1-cu ft Door-in-Door
French Door Bottom Freezer Refrigerator

Item: 000354926 Model 863-501-3.78L  Article: 50316801

> .ﬂﬂ Starting at $17.00 /bl-weekly* Learn more

Save when you buy 2 appliances

Purchase two or more select major kitchen appliances of the same brand

Whirlpool side-by-side refrigerators boast the lowest repair rates in the
industry. Experience the convenience of fresh, filtered ice and water without
having to open the door. The ice maker, located at the top of the freezer,
ensures you have ice cubes ready whenever you need them.

Colour/finish: Stainless steel

Depth type: Standard-Depth

Standard-depth Counter-depth

&, Pickup

FREE &5 Delivery $56

. 8 ready for pickup today . Get it delivered today

Alsle 10 | Section 3

At Home & Garden RONA / Toronto

Stockyards

Services we offer

Deliver to M2N 7J6

Schedule delivery date & time in
Checkout

€2 Free installation and haul away © Protection plan from §17

Q Add to wishlist

1 year limited ﬁ 30 day hassle free
Manufacturer's returns
warranty

Compatible products

s
= v
R U {3
i v
kol

Weber
Weber Spirit E-315 Black 32,000-BTU Propane Gas
Barbecue

LA 5 5 TEEH
8590985

Add to cart Q

BUNDLE PRICE

SAVE $1200 when you bundle

'2432"

$3632.42

_ #irm) $17.00 /bi-weekly* tu!?nlod with 4
Weber Spirit E-315 Black Weber Spirit E-315 Black Weber Spirit E-315 Black interest free payments** (Apply now)



Information architecture

Complex services with many
options require intuitive
organization with polyheirachy.

It's important to enable
customers to have multiple
oathways to find what they are
ooking for. We enabled them to
ooth search and browse the
available services.

We prominently surfaced
overarching value proposition,
call-to-action and popular
services to streamline the
experience.

RONA / Installation Services

Installation Services

Search services Q

Outdoor Garage Bathroom

Yes, we can install it for you. Guaranteed.

Get your renovation project taken care of by qualified and
professional installers with a one-year labour guarantee.
From project estimate to installing the last ceramic tile, your

satisfaction is our top priority.

Schedule a consultation

Call us at 1-844-454-1454

Popular services

Cooktop Wall oven

Bathroom Toilet
faucet

Installation

APPLIANCES

Cooktop

Dishwasher

Fridge water line
Over-the-range microwave
Range from

Range hood

Wall oven

Washer & dryer

GARAGE

Complete garage
Garage door opener
Custom shed

ELECTRIC

General electricity
Lighting & ceiling fan
Electric panel

Kitchen Range
faucet hood
Lighting & Qutdoor
ceiling fan furniture
KITCHEN

Complete kitchen

Cabinet refacing

Kitchen cabinets

Kitchen backsplash

Kitchen faucet

Kitchen sink

Range hood

Laminate kitchen countertops
Quartz/stone kitchen countertops

OUTDOOR

Patio & deck

Fence

Railing

Generac Generator

PLUMBING

General plumbing
Water heater
Water treatment

Laundry Bedroom Workspace
Range Fridge
water line
Sun shelter Garage
& gazebo opener
BATHROOM

Complete bathroom

Bathroom cabinets

Bathroom faucet

Bathroom sink and faucet
Bathtub

Shower

Bathtub & shower door

Exhaust fan

Toilet

Laminate bathroom countertops
Quartz/stone bathroom countertops

DOORS & WINDOWS

Exterior doors
Garaga garage doors
Storm & screen doors
Windows

HVAC

Carrier central AC units

Carrier heat pumps

Carrier furnaces

Carrier indoor air quality systems
Ductless wall-mounted carrier system
Mcovair® mini-split systems

Kitchen Basement >
Dishwasher Over-the-range
microwave
Washer Water
and dryer heater
BASEMENT

Interior finish

Flooring and ceramic tile
Bathroom

Plumbing

Electricity

FLOORING

Ceramic tile
Laminate
Vinyl planks
Hardwood
Carpet

INTERIOR FINISHING

Drywall and wall finishing
Insulation

Interior doors

Moulding and millwork
Window covering

Rona Villeray / Montréal

RONA

= Shop Promotions Flyers Installation Services  Grand Chantier You're a pro? Get prices m

Home Kitchen Kitchen Faucets

Installation services

Search

services Q Outdoor Garage Bathroom Laundry Bedroom Workspace Kitchen All Filters &

Yes, we can
install it for you.
Guaranteed.

Get your renovation project taken care of by qualified
and professional installers with a one-year labour
guarantee. From project estimate to installing the last

ceramic tile, your satisfaction is our top priority.

Schedule a consultation

Call us at 1-844-454-1454

Popular services

Cooktop Wall oven Kitchen Range Range Fridge Dishwasher Over-the-
faucet hood water line range
microwave

Bathroom Toilet Lighting & Outdoor Sun Garage Washer & Water
faucet ceiling fan furniture shelter & opener dryer heater
gazibo

Installation

Appliances

Cooktop

Dishwasher

Fridge water line
Over-the-range microwave
Range from

Range hood

Wall oven

Washer & dryer

Garage

Top free refrigerators
French door refrigerators
Bottom freezer refrigerators
Side-by-side refrigerators
Freezerless refrigerators

See all refrigerators

Electric

General electricity
Lighting & ceiling fan

Electric panel

Kitchen

Complete kitchen

Cabinet refacing

Kitchen cabinets

Kitchen backsplash

Kitchen faucet

Kitchen sink

Range hood

Laminate kitchen countertops

Quartz/stone kitchen countertops

Outdoor
Patio & deck
Fence
Railing

Generac Generator

Pumbling

General plumbing
Water heater

Water treatment

Bathroom

Complete bathroom

Bathroom cabinets

Bathroom faucet

Bathroom sink and faucet
Bathtub

Shower

Bathtub & shower door

Exhaust fan

Toilet

Laminate bathroom countertops

Quartz/stone bathroom countertops

Doors & windows
Exterior doors

Garaga garage doors

Storm & screen doors

Windows

HVAC

Carrier central AC units

Carrier heat pumps

Carrier furnaces

Carrier indoor air quality systems

Ductless wall-mounted carrier system

Basement

Interior finish

Flooring and ceramic tile
Bathroom

Plumbing

Electricity

Flooring
Ceramic tile
Laminate
Vinyl planks

Hardwood

Carpet

Interior finishing

Drywall and wall finishing
Insulation

Interior doors

Moulding and millwork

Window covering



Content relationships

With the right product attribute we
can enable content relationships to
cross-sell (complimentary,
comparative and similar).

We know that on most large catalog
commerce sites 90%+ customers do
not buy the item on the PDP they are
viewing. We need to enable
contextually relevant discovery to
help the customer find the right
product.

Also, good meta data enables
improved data portability for search
(SEO) and other platforms (Social/
Voice/Al).

CORE

Core attribute sets apply to all products. They are the basic building blocks of structured
product information.

CORE DEFINITION PHYSICAL MEDIA

: NAME WEIGHT LOGO
Sets of attributes for DESCRIPTION HEIGHT IMAGES
core need groups. For the basis CATEGORY* WIDTH VIDEOS

for all product informtion. TYPE® DEPTH DOCUMENTS
MODEL SHIPPING DIMENSIONS

(e.g. definition, physical, BRAND

MPN
PRODUCT ID
SKU

transactional, etc)

*The attributes above are for illustrative purposes only.

s EHome

APPLIANCES REFRIGERATORS

SCOPE: Beveraae chillers. coolers/heaters. freezers. ice makers. refriaerators. refriaerator/freezer. wine chillers

ATTRIBUTE DESCRIPTION

Fridge freezer configuration The configuration of a fridge freezer appliance (bottom, left, right, top, etc.)

Capacity Storage capacity of the appliance
Installation type How/where the product is installed (built-in, countertop, freestanding, integrated, portable, etc.)
Water dispenser Built-in water dispenser

Ice maker Built-in ice maker

Energy type The form of energy used by an appliance to power its operation

Energy efficiency Energy efficiency rating/certification
Reversible door Does the appliance have a reversible door

Frost-free System to prevent frosting

’ EHome

CATEGORY-SPECIFIC

Type-specific attributes are focused on the most important consideration criteria for dr
conversion. MAJOR APPLIANCES

STOVES/ FRIDGES
COOKTOPS

DISHWASHERS

CATEGORY-SPECIFIC

Sets of attributes for specific
product types. Most products
use a single set.

CAPACITY
MODES
WASH CYCLES
HARD FOOD

CAPACITY
ICE MAKER
WATER FILTER
FREEZER TYPE

NUMBER OF BURNERS
BURNER TYPES
ENERGY SOURCE

(e.qg. stoves, fridges,
dishwashers, etc)

PAINT & DECOR

POWER TOOLS
DRILLS SAWS SANDERS
*The attributes above are for illustrative purposes only.
. EaH

POWER TOOLS SAWS

SCOPE: band saw. iiasaw. table saw. wet saw. reciorocatinaw. circular saw. rotarv saw. mitre saw. scroll saw. radial

ATTRIBUTE DESCRIPTION

Power source Type of power used by the saw
Brushless Does the saw include a brushless motor
Dust extractor Does the product have a connector to extract dust away from the user
Scrolling feature Does the product have a scrolling feature as part of its original functionality
Variable speed Can the product operate at different speed levels
Bevel functionality Does the product include a bevel function
Type of speed control How is the speed mechanism controlled (electronic, manual, etc.)
Installation type How/where is the product installed
Brake Does the product include brake functionality
Blade Size The compatible blade sizes
16
11AV/AC 0
Havat E5kome



Competitive benchmarks

We need to have our ear to the
ground to identify competitive
advantages and weaknesses. |
support businesses in going from
followers to leaders in their category.

Insights from competitive data
empower product managers,
executives and team members to
take decisive action enabling
sustained engagement, greater
revenue attribution and cost savings.

Core Attributes and Breakdowns Lowes.ca Rona.ca HomeDepot.ca
Identified as Most Important By Baymard List Filter Description List Filter Description List Filter Description
Name Yes 'No Yes Yes 'No Yes Yes 'No Yes Yes
Alternate name No No No No No No No No No No
' ' ' . ' [Brand]
[MPN][SKU]
[Detail/Dimension][Type][Category][Feature] [Detail/Dimension][Type][Category][Feature*]
Product title pattern Category Specific IN/A ‘Same as List Category Specific  No ‘Same as List [Brand] 'No *Sometimes Cat
Model (MPN) Usually ‘No ‘Usually No No Yes Yes 'No Yes No
Store ltem # Usually 'No ‘Usually Yes No Yes No No No Yes
Product ID No No ‘Usually No No Yes No No No No
SKU No No ‘Usually No No No No No Yes No
UPC # No No ‘Usually No No No No No No No
Release date| No No No No No No No No No No
Production Date | No No ‘No No No ‘No No No No No
Description No No Yes No No Yes No No Yes No
Audience N/A Internal use 'N/A Internal use N/AInternaluse  [N/AInternaluse  N/AInternaluse  N/AInternaluse [N/A Internal use N/A Internaluse  N/A Internal use N/P
Brand Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes
Logo| No No No No No Sometimes No No No No
‘ . . | ‘ . ™
Usually defined in Usually already defined and usually in anc
Category Usually Already Defined Yes N/A product title Yes N/A product title Yes N/A title
Popular Sometimes Yes N/A No ‘No N/A No Yes (Sort Category) N/A No
Relevance N/A ‘No N/A N/A Yes (Sort Category) N/A N/A Yes (Sort Category) N/A N/2
Newest/Oldest N/A Yes (Sort Category) N/A N/A ‘No N/A N/A Yes (Sort Category) N/A N/A
Alphabetical N/A No N/A N/A Yes (Sort Category) N/A N/A Yes (Sort Category) N/A N/A
Price | | | | | |
List Price Yes Yes Yes Yes Yes - Best In Class  Yes Yes - Only When Store location chosen Yes Yes Yes
Sale Price| When Applicable When Applicable When Applicable |When Applicable  Yes When Applicable [When Applicable Yes When Applicable Wh
Availability . _ . _
In Store No Yes Yes No No Yes Yes Yes When Applicable Wh
Online No Yes Yes No No No Yes Yes When Applicable Wh
Service . .
Home Install No No ‘No Yes No Yes Hidden in Footer Hidden in Footer  Hidden in Footer No
Nealivans AN AN Vac NN N~ A~ Eroo chinning lictad whon nnccihla When Annlirahla When Annlirahla AN

| Amazon

Providing Category
Specific Filters

Amazon provide a suggested list of category
specific filters that are relevant to your
search. In this case we've searched “Record
Player” and they’re providing a list of
“Popular Shopping Ideas” which are
additional terms related to the current
search. This feature is prominent on both
desktop and mobile.

Providing these additional keywords that are
known to be popular and relevant to users
will help narrow down their results and
provide a better search experience.

= amazon.a

record player Q

amazon..

Marley » & ‘\_!

© Deliver to Marley - Moncton E1G 4X «

prine *frfed & Up

Vinyl/cd Turntable

ﬂ’ Hear and Feel the High Fidelity
y one

‘

-
‘ | 5246
a $289:99 (15% off)

Popular Shopping Ideas

Under $25  $25to $5 Filters v Portable

Speakers Suitcase Table Shelf

e
Audio & Home Theatre
Record Players & Turntables

Customer Review
Fodrdkdk iz ave

Brands

Price
$1-$10,100+

Deals & Discounts.

$ 99
199 All Discounts
Today's Deals

Connectivity Technology

Shop 1 BY ONE >

Sponsored € Auxiliary

Check each product page for other buying options. Material

: i \

oooooo
Vinyl Record Player 3-Speed Bluetooth
Suitcase Portable Belt-Driven Record
Player with Built-in Speakers RCA Line...
Bluetooth
3.6 Wlrdr vy (19)
100+ bought in past month
$8999
Save $20.00 with coupon

prime
FREE delivery Thu, Jun 13 Seller
Arrives before Father's Day

d O Acrylic
Acrylonitrile Butadiene Styrene
Alloy Steel

MyNeedleStore Canada
hiuhuigf
v See more

Add to cart Availability

Include Out of Stock

Sponsored @

Victrola Vintage 3-Speed Bluetooth
Portable Suitcase Record Player with
Bullt-in Speakers | Upgraded Turntable...
Wireless, Wired

aa Frfedodedr (4,156) i

1-48 of over 40,000 results for "record play

o0——o0 -«

Results

Check each product page for other buying options.

intage 3-Speed
Bluetooth Portable Suitcase
Record Player with Built-in
Speakers | Upgraded Turtable..
Rk kfry 4,156

200+ bought in past month
89999

$2,00 eco fee might apply

prime
FREE delivery Thu, Jun 13
Arrives before Father's Day

Add to cart

Vinyl Record Player with Speaker
Vintage Turntable for Vinyl
Records, Belt-Driven Turntable
Support 3-Speed, Wireless...
*hkkirv 6347

100+ bought in past month

$69% was: s6599
Save. with coupon

3

ord Player with

Vinyl Record Player 3-Speed

!
Speakers Vintage Turntable for Turntable with 2 Built-in Stereo  Bluetooth Suitcase Portable

Vinyl Records Belt-Driven
Turntable Support 3-Speed..

Aoddoddry 1,648 Aok fry 1955

100+ bought in past month

599
Save $15.00! with coupon ittt s

prime 65 was: $7999
FREE delivery Thu, Jun 13

Arrives before Father's Day
.......

e
Add to cart FREE delivery Thu, Jun 13
Arrives before Father's Day

[

\

Vinyl Record Player 3-Speed
Bluetooth Suitcase Portable
Belt-Driven Record Player with  Speakers Turntables for Vinyl
Built-in Speakers RCA Line Out...  Records 3 Speed Belt Driven...

Fodekodfry 2,654 kK

5999
Save $20.00' with coupon

prime
FREE delivery Thu, Jun 13
Arrives before Father's Day

........

Speakers, 3-Speed 33/45/78
RPM LP Vinyl Player, Vintage..  Built-in Speakers RCA Line Out...

SaVe$600" with coupon

Vinyl Record Player with

Belt-Driven Record Player with

Kk frirw 19
100+ bought in past month
589

$ave $2000. with coupon

Vinyl Player Bluetooth Turntable  Vinyl Record Player with Built-in

Speakers and Bluetooth
Input;Turntables for Vinyl
Records with 3 Speed,RCA Line...
*oddokefrv 8,263

50+ bought n past month

!8599

Save $2000 with coupon

| Ikea

Highly Visible Results

There are no additional offerings between

1497 items

Sort Category

the header and the search results content.
The search filters and results grid are highly

visible and take full priority on the page.

Highlighting Relevant Information

The search results number is visible and
broken down by the number of product
results as well as the number of content
results. This allows the searcher to access

information beyond products.

High priority filter options are surfaced, but
take up minimal visual real estate. This

Soft

&

@ Available for delivery
@ In stock in Halifax
Available in more options

allows them to be effective without taking
away from the list of results.

22 Medium firm

@ Available for delivery
@ In stock in Halifax

Available in more options
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Position offers as features while enabling
self-service and conveying trust.




Jay Sethi UX STRATEGY & DESIGN v2_2024

Digital transformation
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Offers as features

Often ads/offers in apps get ignored
and have low conversion rates.

To increase OKRs it's important to
turn offers into features. | worked
with RBC to turn text/banner ads for
credit increases into a feature of the
credit cards and online banking
platform to increase conversion rates
and engagement.

Credit Cards
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Requirement Description

Req't Source /Source ID

S-001 |Cross-platform compatibility for browsers on desktops, laptops, tablets and mobile Presentation layer Marketing/Communications Stakeholder Interview 2(
S-002 |Meaningful content organization to improve findability when browsing Information architecture Marketing/Communications Stakeholder Interview 2(
S-003 |Enhanced product page experience with improved layout and consistency Design Marketing/Communications Stakeholder Interview 2(
S-004 |Deliver specific relevant content when we know something about the user (i.e. region, role, transit, on-site behaviour etc.) Targetting Marketing/Communications Stakeholder Interview 2(
S-005 |Support advisor recommendations and credibility Purpose Marketing/Communications Stakeholder Interview 2(
S-006 |Create space for marketing campaign messages Content Marketing/Communications Stakeholder Interview 2(
S-007 |[Better representation for thought leadership content Content Marketing/Communications Stakeholder Interview 2(
S-008 |Better representation for support content (sales support, customer support, etc.) Content Marketing/Communications Stakeholder Interview 2(
S-009 |Better representation for educational content Content Marketing/Communications Stakeholder Interview 2(
S-010 |Enable and streamline maintenance which is required for regulatory purposes CMS Marketing/Communications Stakeholder Interview 2(
S-011 |Search the whole website with advanced product specific facets/attributes Search Brand/Creative Stakeholder Interview 2(
S-012 |Natural language search Search Brand/Creative Stakeholder Interview 2(
S-013 |Search results which group relevant information to make it easier to find content Search Brand/Creative Stakeholder Interview 2(
S-014 |Consistency of information organization and behaviour Information architecture Brand/Creative Stakeholder Interview 2(
S-015 |Consistency use of the visual design system Design Brand/Creative Stakeholder Interview 2(
S-016 |Document format flexibility (i.e. HTML, PDF, feed, etc.) Data layer Brand/Creative Stakeholder Interview 2(
S-017 |Trending content information (i.e. people like me, recently viewed, etc.) Tracking and Analysis Brand/Creative Stakeholder Interview 2(
S-018 |Robust event management for pre and post event information and interactions (i.e. document sharing, discussion, etc.) Events Brand/Creative Stakeholder Interview 2(
S-019 |[Sharable user-generated collections of content (e.g. advisors may choose product pages, insights or other documents to Collections Brand/Creative Stakeholder Interview 2(
include in a set which may be shared with their client)
S-020 |Abilitiy to share content via embed codes (e.g. for use on advisor sites, etc.) Data layer Brand/Creative Stakeholder Interview 2(
S-021 |Course management system with ability to track user progress (i.e. CE credits, etc.) Course management Brand/Creative Stakeholder Interview 2(
S-022 |Gamification of key interactions on site (i.e. points for viewing fund, sharing, repeat visits, tool usage, etc.) Gamification Brand/Creative Stakeholder Interview 2(
S-023 |Customization by the user of content and notifications (i.e. chooses favorite pages, customizes homepage/dashboard, etc.) Personalization Brand/Creative Stakeholder Interview 2(
S-024 |Direct CMS access for updating content or styles by business users CMS Brand/Creative Stakeholder Interview 2(
S-025 |Utilize progressive disclosure for content where valuable (e.g. show previews or snippets) Design Brand/Creative Stakeholder Interview 2(
S-026 |Utilization tracking to report on which content types are used the most Tracking and Analysis Enterprise Stakeholder Interview 2(
S-027 |Clearly articulate next steps or key actions within framework established via strategy Content Enterprise Stakeholder Interview 2(
S-029 |Improved analytics reporting with more insightful and actionable data points Tracking and Analysis Enterprise Stakeholder Interview 2(
S-030 |Ability to share content via multiple channels (Email, RBC Connect, Social, etc.) Sharing Enterprise Stakeholder Interview 2(
S-031 |Consistent presentation and behaviour driven by standards for digital assets including web, app, pdf, etc. Standards Enterprise Stakeholder Interview 2(
S-032 |Client-friendly mode for detailing clients and sharing Presentation layer Enterprise Stakeholder Interview 2(
S-033 |Redirects for existing URLs to new URLs (due to links across collateral and various systems) Technical Enterprise Stakeholder Interview 2(
S-035 |CRM integration for on-site user behaviour tracking including content consumption, tool utilization, etc. Tracking and Analysis ACS Channel Stakeholder Interview 2(
S-036 |Chat functionality for support in context of content and tools Chat ACS Channel Stakeholder Interview 2(
S-037 |Allow users to filter products based on most relevance for role (i.e. the products they can actually sell) Content ACS Channel Stakeholder Interview 2(
S-038 |Make it clearer which content cannot be shared with the client Content ACS Channel Stakeholder Interview 2(
S-039 |Make login to advisor trax more evident for relevant audiences Navigation ACS Channel Stakeholder Interview 2(
S-040 |Shared links should provide context and continuity when content is gated Interaction Marketing/Communications Stakeholder Interview 2(
S-041 |Create meaningful system for enabling content relationships CMS Marketing/Communications Stakeholder Interview 2(
S-042 |[Ensure that content has nescessary workflows for publishing approval CMS Marketing/Communications Stakeholder Interview 2(
S-043 |Ensure that content has attributes for publishing date range CMS Marketing/Communications Stakeholder Interview 2(
S-044 |Mirror english and french pages Internationalization Marketing/Communications Stakeholder Interview 2(
S-045 |Allow access to Chinese content from all audience types Internationalization Marketing/Communications Stakeholder Interview 2(
S-046 |Allow content to be liked/rated, shared, and followed Sharing Marketing/Communications Stakeholder Interview 2(
S-047 |Create a system for highlighting new content CMS Marketing/Communications Stakeholder Interview 2(
S-048 |Enable client-friendly printing of content on the site Functionality Marketing/Communications Stakeholder Interview 2(
S-049 |Ability to display your primary contacts in regards to GAM Functionality Marketing/Communications Stakeholder Interview 2(
S-050 |Ability to compare products and series Functionality Marketing/Communications Stakeholder Interview 2(
S-051 |Actionable product pages (i.e. pre-populate, lead generation, purchase path) CMS ACS Channel Stakeholder Interview 2(
S-052 |Lead scoring for user interactions on-site Tracking and Analysis ACS Channel Stakeholder Interview 2(
S-053 |[Ensure that public facing content is optimized for search engines (i.e. google, yahoo, etc) SEO ACS Channel Stakeholder Interview 2(
S-054 |Audience specific content and functionality (i.e. enterprise advisor, 3rd party advisor, wholesaler, individual investor, etc) CMS ACS Channel Stakeholder Interview 2(
S-055 |Consider pre-populating registration information based on dealer code lookup Functionality ACS Channel Stakeholder Interview 2(
S-056 |Allow creation of campaign/landing pages with conistent relationship to the site Mirosites Marketing/Communications Stakeholder Interview 2(
S-057 |Allow users to subscribe to email lists Functionality Marketing/Communications Stakeholder Interview 2(
S-058 |Reduce friction caused by audience, region and consent gate Functionality Marketing/Communications Stakeholder Interview 2(
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lterative design

Never settling for a north-star
Iteration, but rather rapid iterate
multiple solutions to investigate if a
more elegant and effective design
exists.

RBC GAM Institutional v Other RBC sites v

Global Asset
N Management Products v

RBC

Products / ETFs

Global Asset Management

PRODUCTS  INSIGHTS INVESTING

& PLANNING

> ContactUs ENA Sign In

FINANCIAL PROFESSIONALS Q Search

RBC Balanced Fund
RBF272

Objective

balance of Canadian equities, bonds and short-term debt securities.

Fund Facts | Prospectus

To provide a combination of capital growth and modest income by investing primarily in a

Performance analysis as of August 31, 2017
Growth of $10,000

Updated 9/15/17

YTD 6m 1y 3y 10y

All

Insights Learn&planv  Aboutusv | Search Q

RBC 1-5 Year Laddered Canadian Bond ETF

Currency options

‘CAD VI ETF facts | Monthly update

Investment objectives Trading information

The RBC ETF seeks to provide unitholders with exposure primarily to the performance of a
diversified portfolio of Canadian corporate and government bonds, divided (“laddered”) into five
groupings with staggered maturities from one to five years, that will provide regular income while
preserving capital. The RBC ETF is not an index mutual fund and is managed in the discretion of the
manager in accordance with its investment objectives and strategies and, as such, is generally
more active in nature than index mutual funds.

Reasons to invest

e One-ticket access to a buy-and-hold bond ladder with a consistent maturity profile
e Staggered maturities reduce interest rate risk
e Attractive monthly income

Ticker: RLB

CUSIP: 74933L100
Exchange: TSX
Currency options: CAD

Show all Prices and performance Portfolio analysis Distributions .
Details
Risk rating
Prices As of 10/29/2020 P Lowto | MEDTO
MED HIGH
Market NAV
Management fee % 0.22
$-0.01 (-0.05% $ $-0.01 (-0.05%
$1981 ( 6) 1980 ( ‘) MER % 0.25
Market 52 week high $19.91 Market 52 week high $19.88 Assets $M 214.80 M
10/29/2020
Market 52 week low $15.59 Market 52 week low $19.02 Units outstanding 10,850,000
10/29/2020
Volume 8750
Income distribution Monthly
Premium/discount % 0.0624% Capital gains distribution Annually
Fund category Fixed
zoom 1m | 3m lem 1y [} income
Inception date Jan 2016
20
1 Documents
18 ETF facts
ETF facts

Reports

2016

20k

16k

10k

5k
2017

P

Trailing Returns %

Holdings

Equity Sectors

Tools v A Seriesv COMPARE WATCH

Fund Manager(s)

Stuart Kedwell Dagmara
Fijalkowski

Details
NAV$ MER%
14.21 0921717 2.16 09/21/17
Net assets Holdings #
$624M 092117 245 09/21/17
Income distribution Capital gains distribution
Quarterly Annually
Load structure Inception date
No load Dec, 1987

Minimum investment

$500

Subsequent investment

$25

Benchmark

459%, FTSE TMX Canada Universe Bond Index

3% MSCI Emerging Markets (Net) Index (C$)

Documents

Reports

Monthly Update (PDF) 09/15/17
Quarterly Update (PDF) 09/01/17
Statements

Annual Financial Statement (PDF) 09/16/17
Annual MRFP (PDF) 09/01/17
Interim Financial Statement (PDF) 09/15/17
Interim MRFP (PDF) 09/01/17

fi Documents for Financial Professionals
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Workshops

Working with executives, managers,
partners, and execution teams to
surface insights, define requirements,
solve complex problems and gain
alignment is a key part of my role as a
design leader.

UX STRATEGY & DESIGN
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Building product vision driven by
business, customer, data and market
lenses.
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Product architecture

Highly complex systems, require
careful architecture planning to
create useful and engaging
experiences.

Careful consideration upfront reduces
delays from unexpected issues later.

Also good architecture is
foundational for good SEO and data
interoperabillity.

UX STRATEGY & DESIGN

Small business
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Utilities Navigation
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Jay Sethi

Customer journey

Understanding of customer/user is
central to creating good design
strategies.

A combination of empathy, research
and “becoming the customer” are key
parts of my approach to
understanding the needs and other
considerations of a user.

ACTIVITIES

MOTIVATIONS

UX STRATEGY & DESIGN

Francoise | e e

Francoise Focused on her family
+ Extra-curricular opportunities for her kids * Making claims with benefits provider
+ Saving for post-secondary education for her kids + Get a quote and get signed up without having to read a lot
« Pay off her mortgage + Speak to someone to make sure she has the right plan for now Tendency to plan ahead
+ Grow savings so she can retire someday and tomorrow |
- Save money wherever possible + Get medical equipment/doctors appointments for her injured No relationship
+ Keep better track of her investments (Consolidate?) child
. Get objective feedback on her situation (not sold) « Coordinate benefit claims between her plan and her husband's Francoise and her husband both have group insurance from
- Learn options - do her own research plan Manulife through their employers, but she has had Sun Life Risk aversion
+ Working with doctors, provincial plan, and private plan to get insurance through a previous job. I
43, Married, 2 Children claims paid
a:r';;:gheorl':\%estmonts o oREs 4%, Mumied, 2 Chiidren
in several institutions Owns a home. Outlook
O s I
in several institutions o i . X .
Francoise is a working mother with two children, one in
w“"&h it elementary school, and one in high school.
orking on
- Child safety/secure environment for her children + Translation vs. adaptation a::'(tl:g on it Frugalness
Life « Protection against "unexpected” * Finds it hard work to keep track of her multiple She had been planning for retirement with her husband and now I
i i investment ; ;
Growing family - Job security ._"ves ments ) ) ) Life she wants to re-evaluate her financial plan.
Health status - Discounting *+ “How do | buy this” She doesn’t want to wait for an advisor Growing family
« Distrust of advisors based on solid financial literacy "sales
P P + Wants to provide her children all the best opportunities feal Fe } :
_/I\]cute injury/critical (good school, ate) men" - “Do | really need one?" Health status Francoise's son recently had a sports injury resulting in a broken Financial literacy
fliness . Starting to think about retirement  bit - Trying to manage decisions independently Acute injury/critical leg, requiring surgery and extensive physiotherapy. [
. . : illness
Health consciousness . Competing priorities & finding a balance Claims being denied/process is complex
i + She wants to know how much it cost: 's inj
Apathetic wants ‘ .w w much it costs ' Health consciousness Due to her son's injury, she under a lot of stress and often feels
- No time/motivation to take care of herself, the focus is on Apathetic there are not enough hours in the day.
her children
« Can't get through to her benefits provider

Goal: Manage finances  Relationship to Sun Life: No relationship  Persona: Francoise

Awareness Conslderation Converslon Loyalty
Thought Search Discover Research Juxtapose Intaract Obtain Sign up Manage Stability
“I need ta reorganize my “What are my rights? |5 this "My bank, Manulife, and “Wnat produsts shoula  be “l see my agtons but I'd “These are the right “'n ready to sign the “lreee to sigr ud to “I'd e to hoar from my “ back an track and
finances” tair? How do other people Sun Life may have aemng? «@ 10 validate it with products for ma; let’s aet centract ana enroll MoNItor and Manage My advscr tor conhident with my firarcial
deal wath tis?” products that | need.” sameore | trust” the mall ralling.” produsts.” recomnmendations or when situation.”
reca to tade appropriste
actons”
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. Meet with an advisor several times to ‘inalize details

. Call Sun Life call centre with questions, secord thougnts

. Reac all available details atout the products on Surlifeca

. Seex support ard reassurance fro™ friends and family throughout
acqguisition

. Geogle how to marage hinances

. Contide in nends and family

. Pay attertion 1o o**ers fro™ current provicer

. Talk 1o emgloyer to ask more questions agout her current coverage

. Visit financial institutions to get a better uncerstanding of wnat grocucts she
neld with her husoand

. Get legal advice

. Turr to peers ‘or support and advice

. Find ar acvisor - get ootions on product solutions

. Search for products online

. Visit wepsites for companies recommendec by peers

. View what sne’s signed up *or anc review the details

. ACvisOr €necx in, receive messages from advisor when it’s relevant/helpful
. Talk to current provider about coordinating coverage ‘or her children

. Update beneliciaries

. Change contact informatior (address, phone numier, ete.}

. Continue to improve finarcial literacy

. Maintain lifestyle

. Gair a sense of inceperdeance

. Stability *or herself and her children

. Be able 1o alford the best coporturities for ner childrer

. Get this over with as quickly as pessible
. Desire 1o separate things rom ex-hustard as quickly as pessible
. Fear of making the wrong choices motivates ~ore research

. Advisor relationshig, someore’s finally or my sice
.. Hope *or a better tinancial future
.. Satis*actior of taxing action ard investing in hesself

. Maintain flexitility to adjust selections
. Reassurance tnat she did the right thing
. Ability to provide for her chileren

. Do | neec an advisor?

. Fow much is this going to cost?

. Car | trust this information?

. Am | peirg sold to?

. Wnen will | find encugh time to think this through?
. Am | searching onr the right criteria?

. Fave | covered everything of*?

. What are the things ' reed to worry about?

. How co you split assets?

. How co | budget?

. Whoe gets the kics & dogs?

. De | need to sell the house?

. Am | teo emotioral? Can | maxe gocd decisions?

. Do | qualify for the products | need?

. | cor't like this advisor, can | find a new cne?

. Car | affore tis? Am | peing overscld?

. Am | forgetting sometning? Lots of cecisions at the same time, |
feel cverwhelmed

. Will there be a penalty if | change to arotner company later?

. Have | committed tor the long term? Can ' charge ™y products
later?

. What did | sign up for?

. Could | save money?

. How do | contact ™y acviser?

. Dees my advisor know what they're doing?

. What will rappen if there is a market downturm?
. What if | lese my joo?

. Did ™y cortrioution wors?

. How much meney have | cortriputed so far?

jay@jsethi.com
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Ecosystem strategy

Fragmented ecosystem create
multiple challenges:

P - -

- Lack of cohesion/interaction ot Resions
between users and their experiences sunlifecom 1 e
- Multiple systems to manage and
maintain A . s N e o
Understanding the bigger picture
and identifying opportunities to
streamline create a canonical
experience that progressively B e S -
discloses features/information.

ﬁ Salesforce

ﬂ Mobile
App

jay@jsethi.com
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Healthcare

jay@jsethi.com



Simplify the complex, remove the burden
from patients/hcps, and enable self-
service.




Injection List
Views
Layers
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Media
Patient Info
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Undo Injection Point
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Orbicularis oculi — Orbital portion (R)
05U Dilution: 1:2

Orbicularis oculi — Palpebral portion (R)
1.0U Dilution: 1:1

Nasalis (R)
05U Dilution: 1:2

Zygomaticus major (R) ——
25U Dilution: 1:4 Delete

Levator labii superioris — Alaeque nasi (L)
3.0U Dilution: 1:2

Zygomaticus minor (L)
05U Dilution: 1:3

Risorius (L)

Dilution: 1:2
Note: Lorem ipsum dolour sit amet. This is
an example of a note.

Mentalis (L)
05U Dilution: 1:1




= 8:00 AM ulll iPhone & ulll iPhone & ulll iPhone & 8:00 AM ulll iPhone &

TheEczemaApp Back ADD A FLARE-UP sack Tracker ® ADD AN UPDATE

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Etiam vel The Treatment (+) Add a (+) Add a .
felis nec mi gravida lobortis. Fusce ac sem elementum quam Basics Description Profile Profile Location
blandit vulputate.

ulll iPhone

ooenbe e Start Date
THE BASICS ’ FLARE-UP DETAILS

Lorem ipsum dolor sit amet, consectetur adipiscing Left Shoulder (09/1 5/201 1) Update Date 09/27/2011
elit. Etiam vel felis nec mi gravida lobortis. Select a location

AbOUt Eczema 09/25/201 1 FIare-up Status

Causes 09/20/2011

N sere N/
Who Gets It 09/15/2011

Toddlers

Infants Kids .
Symptoms | | 09/10/201 1 Symtom Intensity

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Etiam vel
felis nec mi gravida lobortis. Fusce ac sem elementum quam Types 09/05/2011
blandit vulputate. °

Brought to you by: INTENDIS ltching & Scratching

Diagnosis | \ b_ [Add an Update} [Photos] L ExportJ [Hesolved]

_ail VIRGIN 3G 4:10 PM D 7 @ _ail VIRGIN 3G 4:10 PM D 7 @ _ail VIRGIN 3G 4:10 PM o1 @ /I ..:il VIRGIN 3G 4:10 PM o7 @ /I ..:il VIRGIN 3G 4:10 PM

) Add a Elare-ug > (+) Add a (+) Add a : . h
Treatment o = u Profile Profile -
» Lo » orme Label

Understanding - Tracker + Add Flare-up -
Lorem ipsum dolor sit amet, consectetur adipiscing Info Location Left Arm

gravida quam ultrices et suscipit ipsum tempus.

elit. Vivamus in consectetur metus. Nulla porta purus Select a Location Active Flare-ups

Choose a location by tapping on ‘ Start Date 09/15/2011

the corresponding body part. Round Spot

! Resolved 09/25/2011 LeftArim p
About Eczema Update Date
% Rotate Body ‘ ‘

Reports
Causes LSV 00202011 Fateh
Left Leg

Notes
Who Gets It
Resolved 09/15/2011 2
Toddlers (2-4 years old) » Symptoms Severity

Rate the severity of your symptoms from one to five.

Types

Resolved Flare-ups

Slide to Select Category ‘ Itching & Scratching

Lorem ipsum dolor sit amet, consectetur adipiscing elit.
Vivamus in consectetur metus. Nulla porta purus gravida Diagnosis
quam ultrices et suscipit ipsum tempus.

Resolved 08/30/2011

Cancel
Settings

O




Advisory board

Enabling physicians and academics
to engage with pharma companies
remotely creating improves the speed
and quality of insights generated.
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These insights can be used to
empower sales and clinical teams
leading to better outcomes.
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Thank you

D6CCC2 FSEBEO E3D5CA

jay@jsethi.com
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