HEY,



LEAD DESIGNER

Apparicio Junior

Design leader actively building, managing and
evolving design teams to deliver scalable products.
Collaborating with data, engineers and stakeholders
to iImprove people's experiences. Worked with some
oftheworld'sbiggestbrands, such as Rolls-Royce,

Harvey Nichols, Cazoo and British Petroleum.

Currently @ BT Group



HERO

Connect online shoppers
with associates in-store




MY ROLE

Lead Product Designer in colllaboration with:
Scrum Master, Data Scientist, Customer Service

and iIOS/Android Developers.

TIMELINE

Entire project from research to delivery was 7 months.



Associate app &
Web Chat A

Please select a department
@ from the list below.

Ask an expert in-store

Hero brings the store experience online. Helping
shoppers and associates to connect. The platform
INcludes an online chat on the store welbsite and an app

for associates to manage thelir clients.



Clienteling using
WhatsApp

Shoppers can chat by text and video while on the
website; the problem is when users leave the welbsite.

How can associates keep in touch? How can we upsell?

- Increase sales
- gttract in-store visits and returning customers

- bridge the gap between shoppers and associates

John Ewing

Thanks for the idea of the shoes. 9
@ Iltem purchased 2 days ago

Ella Wright
| would love to see the shoes...

+8 Add Contact

Adam Smith
Waiting for Adam to accept invitation

Hey Ella  Just to let you know,
the item you were looking for is
back in stock. Would you like to...
1. Collect in-store

2. Purchase online



THE PROBLEM

Shoppers want on
demand advice

How to design a behaviour of shopping?

How to profit when stores are closed?

-the need to Increase sales channels
- customers don't like webchats

- empower users to have a 1.1 with associates



CONSTRAINTS

Compliance and
24 hour window

- each store have its compliance guideline

- WhatsApp Business 24 hours window

- One-time messages need to e approved

- users would see WhatsApp Business profile

- routing messages to the correct associate

e One-time Notification - Enable businesses to request a user to sel

message after 24-hour messaging window have ended. Learn mor



dev and design collaboration, found a way to route messages



THE PROCESS

Research &
Testing

To understand shoppers and associates, | ran
surveys and interviews, gathering data at the

beginning was essential to map the journey.

An MVP was launched to a smaller group of
stores, challenging if all constrains were not

blocking the experience.



Hey Ella  Tessa would like to
invite you for an appointment
in-store. Would you like to...

1. View a product

2. Collect an item

3. Preview our collection

4. Attend an event

Hey Ella  Just to let you know,
the item you were looking for is
back in stock. Would you like to...
1. Collect in-store

2. Purchase online

SOLUTION

Out of stock
and follow-up

Shoppers can use WhatsApp as the main chat

platform and associates will reply using Hero app.



Stay in touch with Tessa

Choose the best channel below to
continue this chat for personalised
advice when you need it.

=

| agree to receive Whatsapp texts from
[company] about my interests and special
offers at the number | have provided. This
consent is not a condition of purchase.



RESULTS

1In3 +60% +70%

customers go in-store of customers using amount spent on

after interacting online WhatsApp to chat purchases



LEARNINGS

Limitations make
US more creative.



CAZOO

The new way to buy used cars




MY ROLE

Design Team Lead for 5 teams, working in @
sgquad team including PM, UX Researcher,
Content Strategist and Engineers.

TIMELINE

S months vehicle details page

3 months finance calculator



GOALS

Improve the vehicle
details page

The main journey of a user buying a used car is finding
the right car. The objective of the project is to help

customers to search and browse cars.

- iImprove the 360° gallery experience
- content discoverability
- get started click rate

"l

Fuel type

Petrol

Group 37

B)

Reqg year
2016

Mileage

15,912 miles

M

Gearbox

Automatic

Engine
2.0L



WHY IT WAS A PROBLEM

Bounce rate,
visual confusion

Data has shown that users were viewing details page but
Not proceeding to checkout, and when they proceeded, it
Was to calculate their monthly payments.

- gallery loading time 15s

- bad content hierarchy about the car

- Not helping users to calculate their payment
- confusing icons and Ul patterns

- large numlber of customer service calls

Which one is the
360° gallery?

RN



Technical
feasibility

- speed index lower than 4s
- UsSing a third-party image sourcing
- finance calculation APIs

First Contentful Paint

Speed Index

1.6s

3.2s



THE PROCESS

Concept
& Testing

Decided to test the live welbsite on the first round to
pIiN point what problems the page had, also tested 3
new designs to understand which of them actually
solved the problem.

From the beginning to end we had a cross-

functional refinements to iImprove faster.



SOLUTION

Ul + |A + Content

Using simpler patterns and accessible
iconography with labels, adding a finance
calculator in each details page, also
highlighting important facts about the car.



RESULTS

+34%

get started clicks

+45%

page view rate

+39%

360° gallery

+73%

completed orders

+63%

iImperfections gallery

97%

customer satisfaction score



LEARNINGS

Usability
+ Delight

- Users engage more with the gallery
- page Is consistent visually
- eqsier to read on F pattern

- brand trust increased with imperfections gallery



THANKS, NEXT STEP

Let's work together




