
Eric Eng
Experience Director, NYC

www.ericeng.com





NextGen Digital 
Experience
Prospect Browse Experience



Experience director

Verizon NextGen Digital

Role

12 designers, 2 strategy, 
1 research

Team

Prospect (first time /return) 
customer experience 
targeting top funnel browse 
engagement and conversion. 
Included initial discovery 
territories through home and 
landing page redesigns.

Verizon Wireless
Organization



Key Business Objectives
Align the org around digital being the most personalized 
flagship destination

Key Experience Objectives
Reinvent .com experience based on key principles: 
'Let’s trust each other’ 
    Don't mislead, create confusion, or take advantage.   
'Show me the way’ 
    Guide me every step of the way. I’m busy. Make this easy. 
‘Know me and show it’ 
    Pay attention to my wants and needs, no matter where  
    I am in the ecosystem.

Increase prospect and customer conversion  
Reinvent iteratively 
Measure at all levels and prioritize continuously 
Relentlessly eliminate wastage from idea to value lifecycle 
Realign to customer needs

NextGen Digital Experience (verizon.com)



Discovery Territories



Predictive 
Platform

Discovery Territories



Simplified 
Shopping

Discovery Territories



Verizon  
& me

Discovery Territories



Verizon OS
Discovery Territories



User research - concept testing



User research - concept testing



- Mitigate upselling feel within experience
- Leverage assistant UX for entry
- Don’t overload users with too much content

- Make customers aware upfront of data collection and 
intended usage

- Explore more self-service experiences/tools

- Continue to pursue return UX personalization with 
relevant offers

- ‘Pickup where you left off’ pattern was desirable 
(minus accessories feeling like upsell)

- Continue to explore ways to collect user-provided 
info/preferences to drive personalization and 
relevancy 

- Explore comparison tool for plan benefits for 
switchers

- Continue to explore ways to review/see history 
- Plan builder tool (with customizable popular plans)
- Smart Recs refinements on data/user behavior 

leveraged

- Budgeting could be rolled into broader plan 
comparison tool

- Continue pushing for pricing transparency early in 
journey

User research - concept testing findings



Homepage redesign - browse UX



Personalized greeting, 
geolocation for shipping 
and local store

Reimagined hero tiles 
that introduce rapid path 
to purchase and learn 
opportunity

Quick actions to top 
visited pages from 
homepage (intent-based)

Relevant device tiles 
displayed based on 
customer signals/pref

Reimagined plan tiles 
leveraging rapid path to 
purchase and learn 
opportunity

Elevated home internet 
product availability 
directly on homepage

Reimagined perk tiles 
balance discoverability 
with cost saving 
opportunities

Elevated quick actions for 
switching prospects

Homepage redesign - browse UX



Verizon NextGen Digital

- 6+% target for increased conversion on prospect customers

- Flatten Learn/Buy layers, simplify checkout

- Increased average order value

- Improved customer segmentation & personalization

- Reduced acquisition costs

- Operational efficiency, improved self-service

- Cross-selling and up-selling success


ROI



Rewards & 
Benefits Hub
Mobile Experience



UX Design Lead,  
Design Innovation team

Rewards & Benefits Hub

Role

3 designers, 1 content, 
1 research

Team

Integrated hub experience 
unifying rewards & benefits 
experiences across lines of 
business, including the launch 
of Chase Travel & Chase 
Dining into the suite of loyalty 
product experiences.

Chase
Organization
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Key Business Objectives
Ease paint points of most engaged customers
Expand self-servicing for customers
Deepen engagement across rewards products
Diversify point redemption
Contextual reinforcement of product benefits
Prepare for market re-entry (travel & dining)

Key Experience Objectives
Bring alignment of rewards experience in mobile/tablet
Simplify mental models for content engagement
Personalize content to be meaningful and relevant
Create a delightful experience customers will value

Rewards & Benefits Hub

Ease pain points of most engaged customers



Product iterations

Existing benefits 
experience
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Miami, Florida
Jan 1–7, 2019

Miami Trip

 72°/ 64°

Time: 12:34 PM ET (no time difference to NY)

Explore & Add Travel guide My StuffItinerary

Hotels

Dining

Things to do

View all

View all

View all

Flight Hotel Car Dining

Nobu Hotel 
Miami Beach
Mid Beach

The Mayfair at 
Coconut Grove
Coconut Grove

1 Hotel South 
Beach
South Beach

HIDEN

Japanese · $$$

Flora: West 
African
Pop Up · $$$

The Surf Club 
Restaurant
American · $$$$

Little Havana 
Food Tour
Miami

Helicopter 
Tour
Miami

Sports Fishing

Biscayne Bay

!!
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Miami, Florida
Jan 1–7, 2019

72°/ 64°

MON
OCT 31

73°/ 60°

TUE
NOV 1

70°/ 60°

WED
NOV 2

71°/ 65°

FRI
NOV 4

74°/ 63°

THU
NOV 3

There are plenty of destinations with 
beautiful beaches, great cuisine, and 
world-class shopping, but Miami has all 
this plus a rich history of art and design 
and a unique fusion of cultures and…

AFAR Guide Edited by GiAnna Wyatt

Miami Travel Guide

Miami’s Coolest Rooftop 
Restaurants & Bars

DINING DINING

Take a Walk Through Miami’s 
Oldest—and Now Most…

Getting around

Local Weather

There are direct flights to Miami International 
Airport (MIA) from many airports, domestic and 
international. If you are driving, the city's a straight 
shot down I-95, the major expressway that runs...

New Year’s Eve at Bayfront Park is a perfect Miami 
moment. While everyone in New York City is 
bundled up in Times Square, the locals of Miami 
crowd around the InterContinental Hotel and...

Can’t miss

Miami is a culinary wonderland, with options 
ranging from Michelin-starred restaurants to hole-
in-the-wall eateries in Little Havana. To avoid the 
expensive pricing at some of the city’s trendy...

Food and drink

With the wide diversity of immigrants who live in 
South Florida, Miami is its own unique culture. 
Travelers should seek out experiences such as the 
parties in Little Havana, Haitian celebrations on…

Culture

Miami is undergoing a renaissance. The city really 
emerged in the 1990s when South Beach became 
known for its youthful vibe and cool hotel scene. An 
influx of creatives has reshaped the art-forward...

What the locals know

Miami Trip

 72°/ 64°

Time: 12:34 PM ET (no time difference to NY)

Explore & Add Travel guide My StuffItinerary

!
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Miami, Florida
Jan 1–7, 2019

Miami Trip

 72°/ 64°

Time: 12:34 PM ET (no time difference to NY)

Mon, Jan 1

7:20a

MIA10:31a

Mon, Jan 7

MIA

JFK

Delta 2151 (Delta Airlines) 

Departure: Terminal 1

7:00a

10:04a

LGA
Delta 1290 (Delta Airlines) 

LaGuardia

John F Kennedy Intl.

Miami Intl.

Miami Intl.

Wingtips Lounge, T4

Record Locator: RQAFAG

Record Locator: RQAFAG

Departure: Terminal 4

Explore & Add Travel guide My StuffItinerary

!

Blue Lounge, T1

Arrival: Terminal 2

Arrival: Terminal 1
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Miami, Florida
Jan 1–7, 2019

Miami Trip

 72°/ 64°

Time: 12:34 PM ET (no time difference to NY)

Explore & Add Travel guide My StuffItinerary

My Trip Notes

Bars
Time Out Market Bar - Time Out Market
Jaguar Sun
Swizzle Rum Bar & Drinkery
Le Sirenuse Champagne Bar

Beaches
Surfside
North Shore Oceanside Park
Sunny Isles Beach

Museums
Pérez Art Museum Miami (PAMM)
ICA
The Bass

Grove Scuba
2809 SW 27th Ave, Miami, FL 33133
(305) 443-1313

!

"

Travel - Itinerary ideation
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Trip itinerary tile with 
destination details 

Chronoligical booking 
with contextual 
benefit reinforcement 

Local travel content
from Afar partner

Card UI exploration 
for chronological 
bookings

Localized 
trip details 
card

Itinerary 
generated 
following 
booking

Default Destination 
Guide template

Combination of 
Destination Guide 

and location 
specific deals

Travel - Itinerary ideation
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Localized 
details for trip 

destination

Contextual 
benefit 
reinforcement

Supporting self 
service through 
live chat

Quick add links and 
localized hotels, 
dining and things 
to do tiles

Research insight 
informed desire to 
have free form text 
to save notes

Travel guides 
accessible 

throughout the 
travel journey

Primary Nav

Chronological 
view of bookings 

with contextual 
card benefits

Travel - Domestic itinerary



MVP for Q1/2021



MVP for Q1/2021



Product architecture



Rewards & Benefits Hub

- Prepared for market entry post-pandemic (2021)

- Increased engagement for ~50+ million customers

- Increased customer retention & loyalty

- Increased revenue from partner offerings

- Cost reduction in customer support / drive self-service

- Improved customer satisfaction & net promoter score

- Upsell and cross-sell opportunities

- Brand differentiation & market positioning (Sapphire)

- Increased UR point spend (debt reduction for Chase)

ROI



Affluent Consumer 
Experience
Experience Vision



Experience director

Affluent Consumer Experience

Role

4 designers, 1 content,  
2 strategy, 1 research

Team

Experience vision offering 
affluent millennial customers 
a concierge experience with 
personalized insights and 
plans to meet financial life 
goals. Features development 
ongoing. 

US Bank (consumer)
Organization



Our framework for understanding customer needs

Introducing our new customer profile

Welcome: See a personalized 
experience with geolocated weather

Interests: Review topics derived 
by activity and behaviors, 

managed by customer

Set preferences for how 
interests are used across the 

customer experience

Plan: Explore U.S. Bank plans to help 
achieve financial wellness and success 

Active plans displayed to track progress

Goals: Define and manage financial goals

Active goals display to track progress



Our framework for understanding customer needs

Introducing our new customer profile

Spending & Saving: Track and 
manage spending

A monthly cashflow breakdown helps 
track spending and available cash 

Rewards: Track and manage 
rewards and benefits

Trip itineraries

Education: Explore new content to help 
with financial wellness

Support team: Dedicated U.S. Bank team

Preferences & Frequent tasks: Manage 
preferences

Recommended articles based on activity 
and interests



Now that we've consolidated our debt, I’m 
getting more hopeful that we could actually 
buy a home in the next year or so. We even 
went to an open house last weekend in our 
favorite neighborhood. 

We have some savings for a down payment, 
and if we keep paying down our debt 
according to the plan we set up, we should be 
able to save even more soon. 

I think I’ll look for a mortgage calculator online 
and start plugging in some numbers.

Can we be home buyers?



1. Norah comes into her 
Accounts and sees a mortgage 
planner prompt to pick up 
where she left off with the 
usbank.com mortgage tools. 

3. She can explore 
articles for home buying 
and notices that her 
credit score appears in 
the feed.

2. She also sees in her 
feed that she can filter 
content by category. 

Norah’s home buying experience

4. She explores her credit 
score and sees some 
advice on how to 
improve her score.



5. Norah chooses to 
continue with her mortgage 
planner tool from the tile on 
Accounts.

6. She lands on her Buy a 
home Plan, where she 
sees the calculator pre-
populated with details she 
was using before.

7. She sees she has a loan 
officer assigned to her 
who can be easily 
contacted if she wants to 
continue this plan offline.

8. As Norah navigates to her 
Profile, she sees Buy a 
home added to her interests.

Norah’s home buying experience



11. She first adds her U.S. 
Bank savings account, and 
then sets up a recurring 
transfer to add money from 
her checking account.

12. She then adds her 
external Barclays savings 
account and finishes with 
her adjusted down 
payment goal.

10. She sees the down 
payment she defined 
previously and sees some 
helpful tips to help set up 
her goal.

9. In Accounts, Norah is 
prompted to explore 
setting a down payment 
goal based on her 
calculations.

Norah’s home buying experience



13. Norah returns to her 
Accounts page and can 
track her progress on her 
down payment goal.

15. She sees that she has 
access to preferential 
mortgage rates and 
closing cost credits. 

14. As she navigates to 
her Buy a home Plan, she 
sees her down payment 
goal is also available. 

Norah’s home buying experience



Norah’s home buying experience

16. As Norah navigates 
back to her Profile, she 
sees her Buy a home plan 
and Down payment goal.

18. Her Buy a home plan is 
available, showing that she 
has three active features.

19. She explores the rest 
of the available plans as 
she sees what else  
U.S. Bank could help her 
with.

17. She navigates to the 
plans to explore what’s 
available to her.



Affluent Consumer Experience

- 5-10% target increase in active users, resulting in higher 
account balances and product adoption


- Increase in conversion rates for personalized offers

- Increase in adoption of related products such as loans, 

investment accounts, and premium banking services

- Cost savings from automation & AI

- Higher customer engagement and ecosystem integration

- Personalization, behavioral nudges & financial optimization


ROI



Watson for Clinical 
Trial Matching
Enterprise Software



Design Team Lead

Watson for Clinical Trial Matching

Role

8 designers, 4 research
Team

Clinical Trial Matching enables 
clinicians to easily and quickly 
find relevant clinical trials for 
eligible patients by automating 
screening protocols to 
increase patient recruitment 
for clinical trial enrollment.

IBM Watson Health
Organization
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Key Business Objectives
Leverage Watson to ingest patient data
Leverage Watson to ingest/parse clincial trial protocols 
Build enterprise software that evals patients to trials
Partner with hospitals and clinicians to train & improve  
    Watson’s conigitive abilities

Key Experience Objectives
Remove barriers for patient enrollment to clinical trials
Simplify the patient screening proccess
Help define new org change management processes
Provide treatment recommendations based on     
     Watson’s ingestion of various medical resources  
     and training programs

IBM Watson for Clinical Trial Matching
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IBM Watson for Clinical Trial Matching
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IBM Watson for Clinical Trial Matching
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IBM Watson for Clinical Trial Matching
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With Clinical Trial Matching, there was on average an 84% increase in 

enrollment to Mayo’s systemic therapy clinical trials for breast cancer.

Tufia Haddad, M.D., 
Head of Breast Clinic at Mayo

IBM Watson for Clinical Trial Matching



Watson for Clinical Trial Matching

- 84% increase in CT enrollment (Mayo Clinic)

- Cost reduction in recruitment

- Improved trial enrollment and completion rates

- Increased CT treatment options available to patients

ROI



Digital Patient 
Experience
North Star Experience Vision



Experience director

Digital Patient Experience

Role

5 designers, 4 strategy, 
2 research

Team

North Star vision driving best 
in class patient experience 
focused on redefining how 
patients and care teams 
work together throughout a 
treatment journey.

Mayo Clinic
Organization



C O P Y R I G H T  U . S .  B A N K     C O N F I D E N T I A L



C O P Y R I G H T  U . S .  B A N K     C O N F I D E N T I A L



C O P Y R I G H T  U . S .  B A N K     C O N F I D E N T I A L



C O P Y R I G H T  U . S .  B A N K     C O N F I D E N T I A L



C O P Y R I G H T  U . S .  B A N K     C O N F I D E N T I A L
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Experience prototypes
Mental health & 
supportive care

Unauthenticated

Relationship 
initiation

Authenticated non-
patient

Having 
conversations

Authenticated patient

Care plan & post-
Mayo connection

Authenticated patient  
& non-patient



Digital Patient Experience

- Improved patient engagement and retention

- Better clinical outcomes through enhanced adherence

- Reduction in administrative costs and improve patient 

scheduling efficiency

- Expanded access to care

- Improved coms and collaboration among care teams

- Expanded access to patient data for research and innovation

- Enhanced post-care monitoring and recovery (treatment 

outcomes for improved continuum of care)


ROI



SoMiBo Companion 
App Experience
Mobile Experience



Experience director

SoMiBo Companion App Experience

Role

4 designers, 1 content,  
3 strategy, 1 research

Team

MVP companion app 
combining a personalized 
wellness program supported 
by behavioral science with 
SoMiBo’s sleep and 
healthcare supplements.

Vectura
Organization



















SoMiBo Companion App Experience

- Market differentiator in supplement market (US/Canada)

- Increased user engagement and retention

- Increase in conversion rates for users purchasing supplements

- Improved sleep outcomes leading to stronger user loyalty and 

advocacy

- Optimized supplement use and reduction in user drop-off 

(personalized profile, behavior nudges, sleep data insights)

- Improved sleep health metrics for users (wearable integration)


ROI



Thank you.




