
A VISUAL 
JOURNEY

A UX love story that inspired someone, somewhere.

The work of Jonathan Steinberg



01. A little about me
Father/Husband/Dog Person/Design Nerd

When the moment strikes and I need inspiration, I rely on the other 

things that I love: A nice smooth whiskey (or bourbon), a great live 

show (music or otherwise), a slobbered toy (proud father of two furry 

children), the smell of an old barn (treasure hunter), the smell of grass 

and fresh air (urban outdoors man), or the gentle little hand of the 

craziest and best little girl that I know (extremely proud father of a 

sweet brown-eyed beauty).

Live. Breath. Design.

I N T R O



THE 
DESIGNER 
JOURNEY

iRobot, Inc. - Principal User Experience Designer

Bottomline Technologies - Lead User Experience Designer

SPRK Interactive - Principal/Owner

Curriculum Associates - Lead User Experience Designer

Liberty Mutual - Lead User Experience Designer

GYK Antler - Associate Creative Director

IBM - Americas Design Practice Lead | Client Engineering

P R E V I O U S  R O L E S

C U R R E N T  R O L E

Passion for people & thoughtful design.

As a seasoned and innovative leader with 15+ 

years of industry experience, I have an extensive 

background in client development and human-

centric experience design. I am committed to using 

innovative technology and leading methodologies 

to create disruptive solutions that empower 

businesses to innovate.

Design is never done. Just done better.

I am the Head of the Americas design team for IBM Client Engineering 

where I oversee and manage the design practice for the 80+ members 

of the human-centered teams on two continents. Working closely with 

leaders of each discipline (Data Science, Engineering, Sales, Account 

Reps), I lead and advocate for the human-centric methodologies that 

explore the business landscape for C-Suite Leadership and Fortune 

500 Companies and validate where IBM hybrid-cloud technology can 

provide the greatest business value.

https://www.sprk.agency/wp-content/uploads/2022/03/j_steinberg_resume.pdf
https://www.linkedin.com/in/jonathansteinberg/


OVERVIEW
HOW I MAKE AN IMPACT

Organizational Client Engineering Focused

Technology Patterns & Accelerators

Value Engineering Method & CE Assets: Working with executive 
leadership, co-created and advocated for the new methodology 
for Client Engineering’s multi-disciplinary teams that redefined 
how we work and talk about ourselves as an organization.

CE On-boarding (All Roles): “Established a team and led creation 
of current lesson plan for Design Thinking training for all roles for 
new hire on-boarding in CE. [Be a CE] 

Continuous conversations and collaboration with WW 
enablement team for role-based on-boarding and continued 
education”.

S.T.A.R.S. Use Case Repo: Led internal workshops for 
requirements with the UKI team, CSM, and WW leaders. Worked 
in unison members of the leadership team to define the overall 
goal and path for STARS. Led designers in design of future state 
of STARS. Project was moved to Seismic, I have stayed on to help 
manage project. 

Cross-Org Partnerships & Enablement: Presented the CE mission 
and VEM to 400 members of the CSM & ATL community during 
their Brilliant & Basics series. Led a team of designers and ran 
‘hands-on” bootcamp sessions with the CSM to experience the 
EDT practice. Meet weekly with CSM Leadership to help guide the 
CSM org through design & facilitation best practices. There are no 
designers in CSM, so we work together.

Designer Community: Program Leader

Mentoring & Leadership: I meet with individual designers often 
to discuss challenges, client work and approaches, career path 
& opportunities, life, successes, and any other topic to guide and 
elevate them to success.

Designer Role Definition: Ran internal research sessions (10+) 
with the Client Engineering community (75+ members & 5 
different roles) to create a multi-perspective approach and 
recommendation.  Harvested and synthesized data.

Created the current designer role definition, how it aligns with 
the greater IBM organization, and how leadership team can best 
utilize the unique skillset of the designer

Community of Practice: Established and oversee a market-
based design leadership board, with recommendations from 
Market leaders, to represent each market, provide leadership 
to designers, harvest assets, communicate best practices, and 
deepen the design community.

Designer Hiring & Promotion Process: Worked with the CE HR 
& Intern/Early professional hiring teams to establish a framework 
and interview process for all new incoming design hires. 
Established a series of checkpoints and defined the hiring criteria 
for the selected panel of interviewers to follow.

Customer Care: Created and implemented enablement, training, 
and client-facing material for the CC Jumpstart program. 
Created client message and content. Developed & ran multiple 
enablement sessions for 60+ designers & BTLs. Continue to be 

SME with Xinlin Wang

https://w3.ibm.com/w3publisher/client-engineering/tdp-
accelerators/customer-care

https://ibm.biz/CustomerCareAccelerator

SPARK Design Festival

Presented at the SPARK Design Festival as a representative of the 
Client Engineering Design Community.

Give Back

P-Tech Lead & Coach | IBM Design Org Mentor | Design-for-Good 
Participant | Mentor at Design.org

Executive Development Course

Partnered with Joni Saylor and the DPO office to create and 
implement an executive training course that outlines the role of 
design. 

Design Org Patterns: Advisor

Active leadership advisor for the Design Education Workgroup 
that was established to help support the Pattern’s continuous 
learning experience for IBM Designers. As an advisor and 
contributor I bring in a diverse perspective to the design process 
as a representative and leader within CE.

AI Governance: Partnered with Sales, Tech, and BTL-Leads to 
Co-Created pattern and engagement approach process for 
workshops. Currently working on SK01 planning and messaging 

with team. 
 
https://ibm.seismic.com/Link/Content/
DCdm7WD2X7G8X8HHVmCC4QGqBVX3

Here is a deeper view of the work and 
accomplishments for 2022. It was a busy and very 
productive year with a lot of growth and learning. 

VIEW FULL 2022 ACCOMPLISHMENTS - XLS 

https://ibm.box.com/s/e55eja9trqzcz05tznl0fkbwuh0d88bw


WHAT PEOPLE SAY
THEY ARE MIGHTY NICE.

2021 TECHNOLOGY SALES RISING STAR

“Jonathan, Thank you for all your contributions as 
design lead for the Americas team. It’s not easy to 
step into a role when the old leader is so close 
by....you have navigated the situation very well. 
Instead of being focused on yourself, you have been 
focused on the team and making a contribution. I have 
been impressed with your contributions to date and 
your maturity. Thank you!” 

- Mike Zeigler, VP Technical Sales - Americas

“‘Our top design talent in Client Engineering’ is 
a common comment used to describe Jonathan at IBM. 
It’s rare that you come across standout talent like 
Jonathan. However, good leaders rise above and make 
themselves known not only for their strong work ethic 
and dedication but also for the level of service and 
support they provide to those around them. From day 
1, Jonathan has gone above and beyond to help amplify 
enablement, improve process, and help to build a 
strong design culture within Client Engineering at 
IBM. As one of the design managers and leaders in the 
organization, I’ve seen firsthand the positive impact 
Jonathan has had on our design community.

As Head of Design in the Americas, Jonathan has 
continued to build and strengthen our design culture, 
comprised of over 70 designers, streamline processes, 
remove barriers, and build a support network for the 
design community. His dedication to the designers, 
process improvement, and the organization has helped 
our teams create measurable outcomes for our clients.

I highly recommend Jon for a design leadership role, 
as one who has witnessed his prowess as an individual 
contributor, a top performer, and a natural leader. 
Please feel free to reach out to me personally for a 
recommendation.” 

- Shane Close, Principal Design Manager - CE

“Thank you for the great work you did for our 2022 
intern program! Your investment in this program is 
greatly appreciated. It makes a huge difference for 
the interns and for IBM to have our talented team 
show these young professionals the ropes. We can’t be 
successful without you!” 

- Melissa Susselles, Territory Director - National Market CE

“Jonathan is an amazing asset to the Client 
Engineering team. His knowledge, demeanor and ethics 
have made him a leader in CE. He is always willing 
to step in and be part of the team, sometimes to his 
own detriment. He has a passion for design and for 
the practitioners that make up the larger design team 
here in CE. He is a confident leader who works to bring 
common ground to places where it hasn’t been before. 
I look forward to working with him and continuing to 
see him grow into a more dominant voice in the overall 
IBM Design ecosphere. I have enjoyed my time working 
with him and always trust that he can and will do what 
he says can be done. Trust is hard to come by in the 
world today but he instills that trust easily with his 
peers, his teams and his clients in a way that isn’t 
forced or false. Thank you for all of your help this 
year! You truly are an asset to our team.” 

- Jim Pullen, Principal BTL Lead - Americas

“Thank you, thank you, thank you for one of the best 
Customer Success Brilliant at the Basics sessions we 
have had. The messages you and Jessica delivered were 
key to our CSMs. They now have a much better base 
understanding of Client Engineering--how and when to 
team. I know we are excited to hear more over the next 
few weeks! I truly appreciate your expertise, your 
time, and your teaming.” 

- Ken Pollack, Principal CSM Manager 

“Thank you for the significant contribution to 
the creation and successful launch of the Value 
Engineering Method. Everyone of you played a critical 
role into the success. This was an important next step 
for the client engineering organization to scale and 
drive even more value to IBM and our clients.” 

- Chris Konarski, VP Client Engineering - WW

““Dear Jon! Thank you for your energy and the work 
we were able to do together in 2022. I truly value 
your expertise, your passion and energy. I’m looking 
forward to work even closer with you in 2023 and 
create an environment for us and our designers to 
thrive. I wish you a wonderful holiday season with 
your family and loved ones.”” 

- Norbert Riedelsheimer, Design Program Lead - WW

“Jon - Just wanted to drop you an appreciation for 
everything you have done for design this year. You are 
always there to push the boundaries of what CE design 
is and can be in the future. I know its a tough job, 
but we are lucky to have you in the captain seat. 
Thank you and keep up the awesome work!!”  

- Justin Coble - Senior Innovation Designer - CE

“Thank you for all that you have done this year! 
I appreciate your aid, efforts, successes and 
accomplishments. You have made a difference in my work 
life. Thank you.”   

- Kris Pizzarelli - Senior Innovation Designer - CE

“Hey Jon! Thank you for being a great coach and 
supporting my first client engagement. You gave me 
awesome advice that will help me grow in my role. I 
appreciate all your time and patience!”   

- Sylke Lopez - Innovation Designer - CE

https://w3.ibm.com/w3publisher/ibm-technology-sales-
hub/rising-stars/4q-2021-rising-stars/jon-steinberg



02. 
WORK & 
PROCESS

In other words, the goods.

Value Engineering Method - Redefining the way we work

Selling Design - Designing and defining the design practice in sales

Make Digital Banking Great Again - Desktop & Native Platforms

So You Can Human - Hardware and Mobile Integration

Reimagine the Educator Experience - Data-Driven User Interface

Simplifying the Selection Process - E-commerce Checkout

Aligning Design & Ideals - Combining User research, user experience, and storytelling

W H AT  W E  W I L L  E X P L O R E

C U R R E N T

S T A R T U P  A G E N C Y

Extras

Add-ons

IBM Specific

But wait... THERE’S MORE...

https://www.sprk.agency/


C A S E  S T U DY  //  VA L U E  E N G I N E E R I N G  M E T H O D

Working with executive leadership, I co-created and advocated for the 

new methodology for Client Engineering’s multi-disciplinary teams that 

redefined how we work and talk about ourselves as an organization.

LET’S CREATE  
VALUE WITH CLIENTS

Key Stakeholders

Read Chris Konasrki’s Internal Release 

Key Contributors

• Chris Konasrki, VP Client Engineering, WW 

• Michael Ziegler, VP Technical Sales, Americas

• Rachel Renitz, VP CE, IBM Fellow 

• Xinlin Wang, Distinguished Engineer, CE

• Norbert Riedelsheimer, Design Practice Lead, WW

• Jonathan Steinberg, Design Practice Lead, Americas

• Leon Gouletsas, Design Practice Lead, APAC 

• Rick Goldberg, Technical Sales Executive

Look Ma, it’s me!

https://w3.ibm.com/w3publisher/client-engineering/blog/6d0a5700-3422-11ed-b636-859907012649


Opportunity:

TO REDEFINE HOW WE CREATE 
& DELIVER OUTCOME-BASED 
AND DESIGN-LED SOLUTIONS

Target Audience

Timeframe To Launch

Risks & Challenges

• TIME TO MARKET

• ENABLEMENT & ADOPTION

• INTERNAL & EXTERNAL EXPECTATIONS

• BRAND RECOGNITION (GARAGE)

• BEING NEW AND INNOVATIVE

• NEW TEAM AND ORGANIZATION

• CE GLOBAL SALES (1600+ PEOPLE)

• MULTI-DISCIPLINARY SQUADS

• 3 MONTHS

C A S E  S T U D Y  //  VA L U E  E N G I N E E R I N G  M E T H O D

In its creation, Client Engineering (CE) was rooted in the Enterprise Design 

Thinking ‘Garage’ Methodology that has brought IBM amazing success with 

clients. However, in a pre-sales environment, time can be a friend or foe, so CE 

needed to update the approach to client work in order to speed up time to 

delivery, while maintaining a high level of client success and value.



UNLOCKING VALUE
I spent 3 months working closely with the team to outline, 

define, and pitch the new method to executive stakeholders. 

We iterated based on feedback and worked to create a 

system and standard that all 1600+ team members world-

wide could understand, utilize, and successfully implement 

with clients. 





Defining the Value 
Engineering Method (VEM)

C A S E  S T U D Y  //  VA L U E  E N G I N E E R I N G  M E T H O D

The Value Engineering Method is a human and design-led approach 

to solve complex business problems with transformative technology. 

This approach uses a proven co-creation methodology that aligns our 

experts, utilize leadership based on thousands of projects, with key client 

stakeholders to quickly identify business or technology challenges and 

build Proof of Experiences (PoXs) that solve and ‘de-risk’ those problems 

using IBM hybrid cloud and AI technology.

Each of the Value Engineering Method stages is intended to 

provide guidance and consistency for teams, while allowing 

for the variation of different scenarios and market needs.

Client-Facing VEM Deck VEM Playbook (WIP)

https://ibm.box.com/s/8jn8jkdqxhkua3cj1m5h6dckyobz5n5w
https://ibm.box.com/s/8jn8jkdqxhkua3cj1m5h6dckyobz5n5w
https://pages.github.ibm.com/skol/ce-valueengineering-docs/#/stages/overview


Defining the Value
No matter where you are in the process, we keep value in the heart 

of everything we do. For each engagement, the definition of value 

will differ depending on the business & user need, and the desired 

outcome defined by the client.



C A S E  S T U D Y  //  VA L U E  E N G I N E E R I N G  M E T H O D

Visualizing the ‘How-to’ for 
implementing value

We often get caught up in the words and have a hard time telling the story. I 

created a visual process to illustrate how the Value Engineering Method works 

within Client Engineering — from Generation to Transition. 

In addition to the VEM, I have also created a dynamic model called 

the ‘Orbital Model’ that encompasses our approach and moves away 

from the linear to the 3-Dimensional. 

View Orbital Design Model & VEM

https://ibm.box.com/s/hd4wwne75eossbswu12qr41drqapx9o4


LESSONS LEARNED
ABBREVIATED VERSION

• PROCESS. PROCESS. PROCESS.

• DON’T BOIL THE OCEAN. MAKE IT SIMPLE.

• WORK TOGETHER.

• DON’T GET CAUGHT UP IN THE SMALL STUFF.

• ASK QUESTIONS.

• DOING IT FAST IS NOT ALWAYS FASTER.

• MINDSETS TAKE TIME TO CHANGE.

• CHANGE BRINGS OPPORTUNITY.

• SAY IT QUICK, OR DON’T SAY IT AT ALL.



C A S E  S T U DY  //  D E S I G N E R  D E F I N I T I O N

The landscape for the design practice in Client Engineering changed 

dramatically in the beginning of 2022. As the practice lead, it was my job to 

get the 80+ Americas designers back on track and moving forward. I started 

an effort to align the global community of designers (200+) based on the 

input and insight that I discovered through internal & external research 

(interviews, workshops, and trends), which led to a new IBM designer role.

SELLING DESIGN IN A 
SALES ENVIRONMENT

Read Executive Overview

Key Stakeholders

• Jonathan Steinberg, Design Practice Lead, Americas

• Norbert Riedelsheimer, Design Practice Lead, WW

• Leon Gouletsas, Design Practice Lead, APAC

• Mica Whitby, Design Practice Lead, EMEA

Target Audience

• CE GLOBAL SALES (1600+ PEOPLE)

• EXECUTIVE LEADERSHIP

• 1/2/3RD-LINE MANAGERS 

• IBM DESIGN ORG

https://ibm.box.com/s/h7iyv1b19khhu0z7qhrcxz6tl8vzi9tv
https://ibm.box.com/s/h7iyv1b19khhu0z7qhrcxz6tl8vzi9tv


CHALLENGE
‘THE PROFILE OF DESIGNERS IN IBM CLIENT 
ENGINEERING IS TOO BROADLY DEFINED 
AND INCONSISTENTLY ADOPTED’ 

01. Inconsistent Execution

The designer role in CE is inconsistently executed 

in different geographies and markets.

03. Misconceptions Cause Friction

Some managers see us as facilitators (design 

thinking is a workshop). Some see us as visual 

designers (can you make this look“sexy”?)

05. Hiring Too Broadly for the Role We Need

We are hiring designers with a different skillset for 

the mission

02. Variety of Expectations

Managers in Client Engineering don’t clearly know 

what they can expect from designers

04. Skills Assessment

Designers use the lack of clarity to interpret the 

role in a way that fits their personal skills and 

interests. We can not clearly assess skills for our 

existing designers

06. Designer Career

We cannot give our best career assessment and 

path. Attrition risk might grow





OBJECTIVES
01.

Understand the current state 

of the design role and its 

perception within the squad 

and overall Client Engineering.

02.

Explore how designers fit within 

CE, their squads, and Account 

Teams to enhance experiences 

& outcomes for customers

03.

Uncover where there is a gap 

in value for CE designers and 

value to the organization..



C A S E  S T U D Y  //  VA L U E  E N G I N E E R I N G  M E T H O DDesigners ATLs Managers



DEFINE YOURSELF BEFORE 
SOMEONE ELSE DOES.

C A S E  S T U DY  //  D E S I G N E R  D E F I N I T I O N

Design in a sales environment is an emerging trend that is not well defined 

or understood. There are many misconceptions and overall challenges that 

we needed to overcome. By defining our vision for the designer in Client 

Engineering, we control the narrative and how to show value. 



C A S E  S T U D Y  //  VA L U E  E N G I N E E R I N G  M E T H O DWorking Sessions

My Awesome 
Contributors!



C A S E  S T U D Y  //  VA L U E  E N G I N E E R I N G  M E T H O D

Mural Working Sessions



C A S E  S T U DY  //  D E S I G N E R  D E F I N I T I O N

WE ARE 
INNOVATION 
DESIGNERS

Watch The Innovation Designer Announcement 
(WW Managers)

Innovation Designers in IBM Client Engineering are thought leaders in human-

centered design. They apply collaborative design, lean user research, and lean 

UX best practices to bridge the gap between human needs and cutting edge 

technology towards value — transitioning our clients from where they are now, 

to where they need to be tomorrow.

Yep, it’s me again

https://ibm.box.com/s/6pzky0p66qqzu9wsvjkw8d45qtb3ngtf








Read Designer Definition

WW Release (NEW)

Playbook (WIP) Read Career Overview

Community of Practice Role

https://ibm.box.com/s/i4ote25ikgr40fciw280efnvs3r3d1g3
https://ibm.box.com/s/ax2r1z1lq1g67funkgxjuiqar9ewg38g
https://ibm.box.com/s/97i5koyuuqi1wfni3ma2aaqhnujkl23q
https://ibm.box.com/s/ncy90fonadkfddgfoj24u0eh7o7f55jn
https://ibm.box.com/s/fu3xndt26ht3a62vixhxajtve3ypa7rd




MAKING DIGITAL 

BANKING GREAT AGAIN

–  U S E  C A S E  - 



Opportunity

As a leading banking platform provider for over 30 years, Bottomline 

has worked with bank partners, from large to small, to create a 

consistent customer experience that was optimized for the technology 

of the time. 

EXPAND 
FUNCTIONALITY 
& ACCESSIBILITY 
FOR THE USER

Challenges

Oh there are challenges and here are a few that come to top of mind:

• OUT-DATED TECHNOLOGY

• WHITE-LABELED/THEMEABLE

• NO NAVIGATION ARCHITECTURE

• CLIENT EXPECTATIONS

• OUT-DATED USER INTERFACE

• MERGING PLATFORMS

• TIMELINE

• NEW TEAM

• ACCESSIBILITY

• MANY MORE...



3 0  Y E A R  O L D  P R O D U C T  » 1 S T  I T E R AT I O N  »
(Adopt style & functionality
from Enterprise version)

2N D  I T E R AT I O N  »
Refine layout and functionality 
to align with user personas & goals

3 R D  I T E R AT I O N  »
Future thinking and mobile 
integration. Incorporated user 
feedback and updated roadmap

MAKING

PROGRESS
E N T E R 

J O N

D E S I G N 

T H I N K I N G 

S E S S I O N S

E N D - U S E R 

I N T E R V I E W S

C O N T I N U E D 

R E F I N E M E N T  & 

I N T E R A C T I O N



MAKING DIGITAL BANKING GREAT AGAIN

SOMETIMES 
THE MOST 
IMPORTANTIMPORTANT 
FEEDBACK 
IS NOT 
PLANNED. 



The people spoke up, I went back to 

my designer roadmap, and seized an 

opportunity to blaze a new trail. 

MAKING DIGITAL BANKING GREAT AGAIN

The rude awakening

With any project, there are situations when scope, timeline, and overall goal 

are combined with the proceeding challenges. When they are not properly 

addressed, you quickly see the foundational cracks start to form.

FORCED 
FUNCTIONALITY 
IS NO FUN AT ALL



What are some milestones and goals 

that need to be achieved in order for 

this to be successful? 

Where are there opportunities to share 

this effort with other areas of BT? 

(NOTE: We ended up merging the experience for all 
bank platforms  to simplify development, cut costs, 
and create One App to rule them all)

DEFINING 
SUCCESS

B O T T O M L I N E  T E C H N O L O G I E S  N AT I V E  B A N K I N G  A P P

S E T T I N G  T H E  S TA G E



1.0 Observation

2.0 Ideation

3.0 Prototyping

4.0 User Feedback

5.0 Iteration

6.0 Implementation

GETTING BACK TO BASICS



1.0 Observation

SCOPING THE SCOPING THE 
LANDSCAPELANDSCAPE
I want to know when there are problems 

with payments I have submitted so that I 

can resolve issues promptly

View Research Doc

https://www.sprk.agency/wp-content/uploads/2020/09/Mobile-App-Reviews-.pdf


2.0 Ideation

PERSONAS &  
HYPOTHESES

PAYMENTS PROCESSOR

I want to know when there are 

problems with payments I have 

submitted so that I can resolve 

issues promptly

AP MANAGER

I want to see the big picture of 

where payments are in their life-

cycle. 

CASH MANAGER

I want a simple and clear view of 

my current account overviews

TREASURER

I want to manage the 

relationships with the banks that 

the organization works with

(Lean canvas)
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B I O M E T R I C  L O G I N  F L O W
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1 S T  T I M E  L O G I N  F L O W

W I R E  I M P O R T   ( D E S K T O P )



M A K I N G  D I G I TA L  B A N K I N G  G R E AT  A G A I N

LESSONS LEARNED

• BEWARE OF TOXIC USER CENTRICITY (more is not always better)

• PROCESS. PROCESS. PROCESS.

• TRUST YOUR GUT.

• OUR USER IS OUR ALLY.

• THERE IS ALWAYS ANOTHER WAY.

• DOING IT FAST IS NOT ALWAYS FASTER.

• PRODUCT LOYALTY IS VERY FRAGILE.

• CHANGE BRING OPPORTUNITY.

• BUT PEOPLE REALLY HATE CHANGE, ESPECIALLY  

WHEN THEY LOSE PRIOR FUNCTIONALITY.. 

The launch of the new mobile banking platform app that modernizes 30-year-

old technology was a major success for the bank. By conducting thorough 

market research, developing a high-quality app, and executing a well-planned 

launch strategy, the bank was able to meet the needs of its target market and 

exceed expectations. The new mobile banking platform app has positioned 

the bank as a leader in the mobile banking industry and has set the stage for 

continued growth and innovation. 

The bank was able to meet the needs of its target market and differentiate its 

app from competitors. Moving forward, the bank should continue to innovate 

and update the app to keep up with changing technology trends. Additionally, 

they should consider expanding the app’s capabilities to include more 

advanced banking services and tools.



SO YOU CAN 

HUMAN MORE

–  U S E  C A S E  - 



U S E  C A S E  # 2

I R O B O T  J 7 + /J 7  C O M B O  R E L E A S E 

C O D E  N A M E :  S A P P H I R E

V I E W  P R E S S  R E L E A S E

SO YOU CAN 
HUMAN MORE

The first 2-in-1 of its kind. The Roomba robot has been a popular 

household item for years, providing efficient and convenient cleaning 

for homes all over the world. In 2022, the company launched a new 

version of the Roomba robot that utilized a front-facing camera and is 

capable of both vacuuming and mopping. 

https://investor.irobot.com/news-releases/news-release-details/irobot-introduces-worlds-most-advanced-2-1-robot-vacuum-and-mop


The front-facing camera alone changes the 

game and approach for iRobot. No longer were 

we relying on the outlines of the ceiling to map a 

room. One innovation provided a whole new way 

to human clean.

ADVANCING 
THROUGH 
INNOVATION

S E T T I N G  T H E  S TA G E



The introduction of a front-facing camera AND the dual functionality of the 

robot definitely came with some new risks to address when integrating into 

single source control (mobile app). 

• All robots (mop, vac, 3rd-party) use the same mobile platform for remote 

activation - this includes all products old and new

• Image tracking and recording of locations increases the risk of privacy and 

personal information that needs to be addressed

• Item detection flow needs to be considered for Mapping a room (when & 

where to map/vac)

• How is on-boarding of the robot different than existing robots

+ many more

My Role

During the development of this product, I bridged the gap between human 

and robot. 

As the Principal Designer (IC), my role was to lead a team of designers, own 

the mobile application integration,  and facilitate the partnership with the 

Industrial Design and Development teams. Our goal was to create the best 

hardware & software experience that integrated seamlessly into our existing 

mobile app.

Challenges



Areas for Consideration

Additional Considerations

Connected Devices (IOT) 

How does the new J7/J7+ interact with Siri, Alexa, Google, etc. and the new 

prompts necessary to communicate the improved functionality (includes Siri shortcuts).

Data, Privacy, and Security 

This one is a hot topic and a big challenge to overcome. With the front-facing 

camera, the use must have control over those images and understand their 

rights, while maintaining their trust in iRobot. 

On-Boarding & Provisioning 

Item Recognition & Commands

Location Services & Patterns

Edge Cases & Learning Opportunities

Home Screen Integration

Robot Interactions & Visual/Audio Responses 

Error Handling

Smart Mapping & Scheduling (Mop and/or Sweep) 

Roomba robot vacuums with Imprint® Smart Mapping can automatically 

detect and proactively recommend Clean Zones around dishwashers, toilets, 

ovens/stoves, litter boxes and pet bowls. Users are also able to customize their 

Smart Map by designating their own precision Clean Zones and how to clean. 



INNOVATION 
COMES FROM 
THE WAY 
THAT THE 
TECHNOLOGY 
IS APPLIED.



Exploration of Robot Behavior (Hardware & Software)



Exploration of Robot Behavior (Hardware & Software)
View Figma File

https://www.figma.com/file/4fsgbyrBMjv2RJPv08G1dP/Sapphire-Provisioning?node-id=217%3A2748&t=jPCjmwAbb8kCcpMH-1


Exploration of Robot Behavior (Hardware & Software) View Figma File

Robot Provisioning & Coaching 1st-time Tutorial

Map View and ‘Tidy-Up’

Image Detection

Cloud Database Contribution (AI Image Recognition Library)

https://www.figma.com/file/v2OGQVYjLjOPKejR6pjDIY/SAPPHIRE-BETA?node-id=1%3A2&t=hdDg58FdiEnIiQBz-1


• $&!@ HAPPENS

• BEWARE OF TOXIC USER CENTRICITY. WHAT YOU THINK IS 

EASY, IS NOT ALWAYS THE CASE.

• COMPLICATED CAN BE SIMPLE

• PEOPLE KNOW WHAT THEY WANT.

• DESIGN FOR THE USER AND NOT FOR YOURSELF.

LESSONS LEARNED
The launch of the new Roomba robot that can both mop and vacuum was a 

major success for the company. By conducting thorough market research, 

developing a high-quality product, and executing a well-planned launch 

strategy, the company was able to meet the needs of its target market and 

exceed expectations. The new Roomba robot is now a top contender in 

the robotic vacuum and mop market and has positioned the company for 

continued growth in the future. 

Moving forward, the company should continue to conduct market research to 

stay up to date on consumer needs and trends. 



REIMAGINE THE 

EDUCATOR EXPERIENCE

–  U S E  C A S E  - 



U S E  C A S E  # 3

REIMAGINE 
THE EDUCATOR 
EXPERIENCE
Curriculum Associates has been a key player in the education realm for many 

years and, like Bottomline, saw an opportunity to improve their technology 

platform and overall experience for their users.

CA wanted to devote the proper time and resources to define a desired scope 

that would not only benefit them financially, but would involve the end-users 

from the beginning. 

Initial Steps

Before the first mouse click in AXURE was made, UX work was done.

• National school visits to observe classrooms and product use

• Design thinking sessions with educators to define problems

• Whiteboard sessions and journey mapping

• Persona creation

• Story and Backlog definitions

• Of course, lots more....





R E I M A G I N E  T H E  E D U C AT O R  E X P E R I E N C E

User-focused Design

During this process, we were extremely fortunate to have a large pool of 

educators from diverse backgrounds and roles to choose from. 

This constant connection with the end user allowed us to stay on course and 

have the constant “gut check” to  ensure we were answering the user needs 

and priorities. We were able to stay ahead of the process as well and help 

guide the ship to our final destination. 

Challenges

With a data-driven user interface, the largest challenge was the constant 

need to simplify complex data structures in a way that all of our users could 

understand.

   W H AT  P E O P L E  A R E  S AY I N G :

I was expecting a back button or a way of getting 

back to the initial page. Seeing the error message is 

frustrating.

Complicated and lots of options that I can change.

All the vital information is easily available in a single 

page. It’s very easy to interact and modify different 

coverages.

I like the layout. It seems very user friendly. It very 

professional.

This screen is a bit daunting to look at if you don’t 

know what you’re doing. 







R E I M A G I N E  T H E  E D U C AT O R  E X P E R I E N C E

• THERE IS NEVER ENOUGH TIME TO DO EVERYTHING.

• FAIL EARLY AND OFTEN.

• WHAT YOU THINK IS EASY, IS NOT ALWAYS THE CASE.

• COMPLICATED CAN BE SIMPLE

• PEOPLE KNOW WHAT THEY WANT.

• DESIGN FOR THE USER AND NOT FOR YOURSELF.

LESSONS LEARNED



THANK YOU!



SOME ADDITIONAL 

WORK EXAMPLES

–  A P P E N D I X  - 



W O R K  &  P R O C E S S

SIMPLIFYING THE 
SELECTION PROCESS

Opportunity

Comporium is a small fish in a big pond of phone and internet providers 

when you compare them to their competition (Xfinity, Verizon, AT&T). 

However, in order to be able to compete in the their market, they needed to 

upgrade their ordering system so users could self checkout without the need 

to call.

This is where I came in. I worked with their team and my development 

partner to rethink their current process. What we came up with has improved 

productivity in their customer service department and greatly increased sales.

What was done

• Competitive Analysis

• Stakeholder Interviews

• User Interviews

• Persona development

• Wireframe and prototyping

• Updated design system

• New user workflows for rest of 

online presence

• Modernized web layout

• Fully accessible site

• Integrated E-commerce





W O R K  &  P R O C E S S

ALIGNING DESIGN 
WITH IDEALS

Opportunity

A leader in organic and natural grocers, Woodstock Foods lacked an online 

presence and design system that did justice to their cult following.

Woodstock reached out to my through a referral looking for help. This was 

my first project with my own agency, so this one is near and dear to my heart. 

Anyways, Woodstock needed help visualizing their overall message of “Eat 

Because It’s Good.” They had a large social media following, but no where to 

expand and tell their story or allow people to find or even  purchase online.

What was done

• Competitive Analysis

• Stakeholder Interviews

• User Poll/Survey

• Full research report and 

breakdown

• Persona development

• Wireframe and prototyping

• Updated design system

• Updated story and copy

• Modernized web layout

• Fully accessible site

• Integrated E-commerce





What are some expectations 
and perception around the 
current product?

STAKEHOLDER 
INTERVIEWS

W O O D S T O C K  F O O D S  E - C O M M E R C E  S I T E

E S TA B L I S H I N G  T H E  G O A L S

View Research Doc

https://www.sprk.agency/wp-content/uploads/2020/03/Research.pdf


Use surveys, polls, design thinking 
sessions, and interviews to gain 
access to end-users.

USER 
INSIGHTS

W O O D S T O C K  F O O D S  E - C O M M E R C E  S I T E

E X P L O R I N G  T H E  W H O

View Poll Example

*Surveyed 300 participants from social media base via 

Survey Monkey over a one-week period

https://www.sprk.agency/wp-content/uploads/2020/09/Woodstock_Data_All_171030.pdf


HOW TO PUT RESEARCH 

FINDINGS INTO PRACTICE
W E  K N O W  T H E  W H AT  A N D  T H E  W H Y,  N O W  W E  N E E D  T H E  H O W

–  A P P E N D I X  - 



USABILITY 
TESTING

Areas of Focus

Goal

• DASHBOARD

• CASES

• RESULTS

• ADMIN

• NAVIGATION

To validate the performance of the Customer 

Care Portal to find solutions for technical 

issues encountered by our users.

View Research Findings

E X A M P L E

https://www.sprk.agency/wp-content/uploads/2020/09/UX-Customer-Portal-Feedback.pdf


BEFORE 
FEEDBACK

AFTER 
FEEDBACK

SPOT THE DIFFERENCES?

• Suggested search topics based on 

recent inquiries (machine learning)

• Extended data visualization

• Short cuts for priority items

• Case view grid

• Many More



QUESTIONS
A. What would you do first on this page?

• Choose Vehicle Coverage in Collision 

& Comprehension

• Play with slider and adjust coverages

• Click on discounts...how does that 

effect monthly costs

• Look at payments

• Update bodily injury and property 

damage liability (3) 

• Call support

• Review all coverage information

   WHAT PEOPLE ARE SAYING:

It’s fairly simple to understand from the design of the page.

Since I am not familiar with insurance policies I felt personally little bit 
difficult but they have the coverage details as easy as to understand 
everyone.

I chose a low number because the updates for the policy took awhile 
to load and I was frozen out of continuing.

How easy or difficult was it for you to accomplish this task?

Difficult

Easy

A  L I T T L E  E X T R A

USER TESTING SAMPLE

L I B E R T Y  M U T U A L  O N L I N E  Q U O T I N G  T O O L



PROVIDING 
GUIDANCE

—  A P P E N D I X  —



S T Y L I N G  I N S T R U C T I O N S C O M P O N E N T- L E V E L  I N S T R U C T I O N S



I N T E R A C T I O N  I N S T R U C T I O N S

1

3

2



A  L I T T L E  E X T R A

W H AT  Y O U  S AW  T O D AY E X T R A 

ONLINE PROTOTYPES

Quoin Website

Charles River Labs

Mobile App

Adjuster Tool (PW: LM123!)

Safeco (HiFi)

Liberty Mutual

 Multi-Driver

User Form

Testing 

Claims Scenarios

*** More examples can be provided at any time ***

Comporium E-Commerce Wires 

 Shop Experience (AXURE)

Comporium E-Commerce Designs

Comporium Mobile

Woodstock 

https://invis.io/8JNDE4CB6XY

Curriculum Associates 

Teacher Dashboard Wires

Digital Banking 

Alpha Release

Blue Sky

Demo Pages (Desktop)

https://invis.io/CBW3S43HNJK
https://invis.io/HBWSKE0W85Z
http://seq7t7.axshare.com/#g=1&p=dashboard
https://invis.io/CM9TNRYYG
https://invis.io/ZH9Z2AOB9
https://invis.io/UC9AVTIMJ
http://ss9rfa.axshare.com/#g=1&p=scenario_1
https://invis.io/ZH9Z2AOB9
http://d8sdv0.axshare.com/#g=1&p=overview
http://d8sdv0.axshare.com/#g=1&p=overview
https://invis.io/CMN9X606H3R
https://invis.io/ZAPXTQE6Y9E
https://2iutxp.axshare.com/
https://preview.uxpin.com/b1c685d61a7614a01df5c1ffcbec6a85dad36010
https://preview.uxpin.com/93a4f09c93dee469827bd55b4163e59ef040411f
https://preview.uxpin.com/da490997ed342409deb43ac13b6bd233edde093d#/pages/123697920/simulate/sitemap?mode=i

