CASE STUDY

Launching a
product for
enterprise
customers.

The History Project (THP) was a consumer
focused product for people to document

and present meaningful multimedia stories.

THP needed a rebrand to demonstrate the
product's value to a new, paying audience
of enterprise clients.

© enwoven About

Changing how companies

tell their stories.

Your organization makes knowledge that is lost every day.
Enwoven empowers you to capture important history to move your business forward.

Capture company history




Transitioning a consumer
brand and product to
welcome enterprise clients

THE PROBLEM

| was tasked with rebranding the website to
explain our enterprise value proposition,
and redesign the product to meet the
expectations of our new user audience. |
lead the process for:
» a soft transition of the product’s website
from individual to business clients
* building empathy for our enterprise
customers, uncovering our value
proposition and use cases
» competitive research, new company
name workshops, logo design, and
website design
» auditing the product’s user interface and
experience, and designing a new design
language system
» quality control of the website and design
system’s development and launch

Document your journey,
one memory at a time.

The History Project helps you make sense of
the memories and media that matter most.

Collect Give Voice
! lace.

Read about us on:

T tecncruncn  Forbes  VentureBeat  CNN




Double diamond process
for problem and solution

validation

Finding the right Finding the right
| used the double diamond process and problem solution
leveraged our team’s knowledge of the
product, their experience with our new A

customers, insights from customer
interviews, and any thoughts we had for the
product’s future to inform my design work.

Alternatives

Diverge Converge Diverge Converge

Time



What is our user’s Personas were created before | joined the

team, which were built through meetings

desired outcome? with existing enterprise customers.

PERSONAS

Customer Persona / K+N

o\
( ) Kuehne &Nagel
‘h‘: JASON ASHLOCK
$ Managing Dirctor @ Frontier

SN

Customer Persona / Reebok

Reebok A _ Reebok A

Problem validation



How do they currently solve the The buyer user flow was mapped out prior

to me joining the project. It was created to
problem? concretely define a successful buyer

journey, so we could support replicating it
JOURNEY MAP through the brand and product redesign.

The History Project Buyer Flow v1

Lens: Buyer Persona
Buyer become aware of a documentation problem Buyer begins to research solutions for Buyer enters into our purchasing flow, accepts, and Buyer is happy and colloborates with THP to make

that they want to solve. documentation problem and becomes aware of signs contract. the platform fit their needs.
The History Project. They reach out to learn more!

Journey Modal: Buyer Journey

STAGES DISCOVERY RESEARCH PURCHASE USE
Unaware Problem Aware Solution Aware Product Aware Most Aware Customer Happiness
THP POC is doing Buyer becomes Buyer knows Buyer becomes THP Team begins relationship building to Onboarding, Feature Requests.
their own thing, aware of the what they want aware of The convince Buyer.
unaware of a problem and their end result History Project via Make the customer happy to promote
problem or THP. starts looking for to be referral, research Emailing, Meetings, Demo, Proposal, Siging! referrals
solutions. or press.

CELTIC'S JOURNEY

Problem Aware Solution Aware Product Aware Most Aware Customer Happiness
Director of THP Team begins relationship building with THP Team begins relationship building
Marketing gets a new Buyer and closes deal! with new Buyer and closes deal!
DOING referral from XX
LIRSS [who gave ref?)! . o "
> >
&> o .
First meeting Email 2x/mo ”
- Big meeting Onboard new Fulfill feature requests
J _— organization and provide support
& " /
Dir. of Marketing ® 74
> > S (@)
Proposal Sign! Get money! O
Customer's happy
and refers us
THINKING For each step, we should fill out what the buyer is thinking!
FEELING For each step, we should fill out what the buyer is feeling!
EXPERIENCE Evaluate how buyer is: enjoying themself, how relevant THP is, and how hepful THP is.

Oppurtunities

Identify oppurtunities for improvement.



Finding the best solution
for the problem

COMPETITIVE RESEARCH, SKETCHES, CONTENT

A short term, intermediary solution was to
design a transitory version of the homepage
to better explain our value proposition.

| conducted competitive homepage
research of companies that most related to
our use case (Dropbox and Box). | spoke
with our sales team, and joined meetings
with our new customers to get acquainted
with them and how they were using the
product. | drafted a new version of the
homepage text content to iterate on with
the cofounders (Ben and Niles).

Solution validation
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/ ABOUT PRICING INDIVIDUAL

‘The only documentation platform that helps you

TURN MEMORIES INTO INSIGHT

NewdJork Enes

First round of business
value propositions design

HOMEPAGE #1
The first design was completed by Ben, the
design cofounder of the company.
EEEE Visualize your past.
)

Integrations, of course.

e ok //’

Get started.

Solution validation




Second round of business
value propositions design

HOMEPAGE #2

The second design was completed by
myself, after iterating on the content with
Niles and Ben.

How people use The History Project.

848 B
290 Ll &

N

=
S0
=0

Solution validation




Internal feedback guided us to

our final layout

HOMEPAGE DESIGN CHOSEN

Solution validation

@ @ Landing Page Copy _ Headline, Subhead, Problem.docx M  Open with Pages
Guiding Principles
Tense: Trying for Present Continuous and Present Simple.
Principles: Friendly, Simple, C i Polite, Positive
Main Headline
Niles:
Empower your company with the izati K ledge it needs.
Ana:
1. Give your team the izational knowledge it needs.
2. Empowering teams with ) )

Subheader

Niles:
The only d ion platform that
dynamic insights and stories that move your business forward.

‘memory and experiences into

Ana:
The only documentation tool that turns institutional memory into insight that moves your
business forward.

Problem Declaration

Niles:

Everyday the / Don't let the

most important insights and knowledge get lost from employee churn and content fragmentation.
Tap into one of your most valuable assets — your people and your

Ana:
Don't let important ideas and memories get lost. Help your team do more by making knowledge
ible and useful.

Through review and feedback, the final
design was chosen internally.

@ @ Copy for Value Proposition Section.docx M  Open with Pages

Copy for Value Proposition Section

“Project” paragraph

Previous copy from Ben:

o Unify your historical content into engaging projects. Make a project for a person, a
° o

a or g ryone can inspiring stories.
Although projects are private and secure by default, you can always open them up
to individuals, your ization, or the world.

New, edited copy from Ana:

® V1: Make a project about a person, a campaign, a department—anything. Collect
memories to tell inspiring stories. Projects are private and secure by default, but
you can always open them to individuals, your ization, or the world.

® V2: Collect and unify memories to tell inspiring stories. Whether about a person, a
campaign, a department— your project can give life and insight to untouched
memories (or use: undocumented knowledge). Projects are private and secure by
default, but you can always open them to individuals, your organization, or the
world.

“Memories” paragraph

Previous copy from Ben:

@ Collect pictures, videos, audio and documents from your computer or mobile
device. Upload, record, or simply pull from the web. You don’t have to do it
alone. Invite others to contribute.

New, edited copy from Ana:

® Collect pictures, videos, audio and documents from your computer or mobile
device. Upload, record, or simply pull from the web.

“Human Context” paragraph

Previous copy from Ben:

® Bring silent artifacts to life with the sounds of true emotion. Hold on to authentic
perspectives for the future by keeping a single layer of reflection.

New, edited copy from Ana:

® V1: Give human voice and life to your artifacts. And you don't have to do it alone!
It's easy collaborate with others, so your project moves along quicker and with a
richer storytelling perspective.

® V2: Give voice to silent artifacts through voice notes and recordings. When you




Updates made to the
homepage as customers
provided happy feedback

Quote updates, logos of customers added,
and demo projects customers gave
permission to share.

Solution validation
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New name, logo, brand

Once the transition homepage was launch,
we continued to receive feedback that our
name, brand, and messaging were a bit
confusing.

It became apparent a full rebranding would
be necessary to better resonate with our
target customer base.

After finalizing on a name (through
workshops, surveys, and legal review), Ben
and | worked on the new logo

collaboratively. From here, | explored style

tiles for the overall brand. Internally a final
selection for all components were selected.
Solution validation
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Creating a design language
system for the new brand

ENWOVEN’S DESIGN SYSTEM

Once we landed on a brand direction, |
focused my effort on creating a design
language system for Enwoven.

| audited the whole product, taking
screenshots of all the pages and states. |
then composed all the images on 11x17
sheets, printed them, and used them to
mark all the various components to be
accounted for and updated to our new
visual brand direction.

Solution validation




Forms & Fields Collage

Default state

INPUT FIELD
Input Field Label

Placeholder text

TEXTAREA

Textarea

Help text

INPUT FIELD

Input Field Label

Ablock of help text. Ideally it's contained to just one line, but can break to anather line.

TEXTAREA

Textarea

Textarea

Ablock of help text. Ideally it's contained to just one line, but can break to another line.

Disabled state

INPUT FIELD

Input Field Label

7l

TEXTAREA

Textarea

Textarea

Filled state

INPUT FIELD
Input Field Label

Placeholder text

TEXTAREA

Textarea

Textarea

Selected state

INPUT FIELD
Input Field Label

[ Placeholder text

TEXTAREA
Textarea

Textarea

Error States

INPUT FIELD

Input Field Label

Placeholder text

TEXTAREA

Textarea

l Textarea

Selects Collage

Default state

CHECKBOXES
o1 o2 03

BUTTON DROPDOWN

Selected state
CHECKBOXES

%1 =2 =3

RADIOS
1 ©2 @3

BUTTON DROPDOWN

Error States

CHECKBOXES
o1 B2 83

RADIOS
&1 @2 @3

BUTTON DROPDOWN

Filled state

CHECKBOXES

21 m2 =3

RADIOS
1 ©2 ©3

Disabled state

CHECKBOXES
o1 o2 03
RADIOS

01 02 03

BUTTON DROPDOWN

Solution validation



Dropdown select collage

BUTTON DROPDOWN

DROPDOWN EXPOSED

Record my voice

Select an audio file

Dropdown item 3

DROPDOWN X-LONG

Item name one

Item name two

Item name three

Item name four

Item name five

NOTES

Button
Same as default button size, except this button
has the THP Kit Fort Awesome icon.

Spacing
10px between the button and the dropdown
menu.

Also, there's 10px between the chevron and
the button text.

Menu

Menu itself

- width: variable. This is dicated by the padding
on the longest menu item.

- height: variable, dicated by numer of items.

- border: solid 1px #a5a5a5;

Menu item

- font-size: 12px;

- line-height: 16px;

- weight: regular

- font-family: Open-Sans, Helvetica, sans-serif;
- padding: 10px 20px ;

Solution validation

9. Project Settings modal A

Project Settings

Author
Display the il nName across

Comments

Enable comments on your memories.

Copy Memories

Allow anyone who can view this project to
copy memories to other events and projects.

Easy Download

Enable downloads for your media (web and
source).

Following
Enable following on your project.

Likes
Enable likes on your project and memories.

(o~ I

Move Memories

Allow owners and moderators of this project |
to move memaories to other events and projects.

Memory Sorting

Show my project memories in this
order initially.

Tour

Help new viewers become oriented to your
project.

View Counts

Show the number of times this project and its
memories have been viewed.

View Default

Show this view when someone first
visits the project.

9. Project Settings modal B

Project Settings

Author
Display the contributor name across memories.

Comments
Enable comments on your memories. m

Copy Memories

Allow anyone who can view this project to
copy memories to other events and projects.

. 3

Easy Download

Enable downloads for your media (web and
source).

Following
Enable following on your project.

Likes
Enable likes on your project and memories.

Move Memories

Allow owners and moderators of this project o — '
to move memories to other events and projects. .

Memory Sorting

Show my project memories in this
order initially.

Last added

Tour First added

Help new viewers bacome oriented to your "
project. Most viewed

Most liked

View Counts Chronological

Show the number of times this project and
memories have been viewed.

Custom

View Default

Show this view when someone first
visits the project. () Timeline

® Memories




knotty

Filter by name

Elements
Autocomplete
Avatar
Breadcrumb
Button
Checkbox
Dialog
LinearProgress
Menu
Notification
Pagination
Radio
SuggestionsWrapper
Switch
Tabs
Textlnput
Tooltip

TreeView

Components
ActionBar
DataTable
Datelnput
Drawer
DropdownFilter
NavBar
RichTextlnput
Table
Taglnput

knotty (v2)

This is a style guide and directory of reusable components for Enwoven.
Swap between different branches here:

o dev

¢ stage

« production
.o Vv2

Here are some handy resources:

« View in Github
« An informal reference for component-based design

Elements

Autocomplete

src/components/Elements/Autocomplete/Autocomplete. jsx D

PROPS & METHODS
Prop name Type Default Description

inputProps object Shape

VIEW CODE

Avatar

https://dls.enwoven.com

Solution validation



https://dls.enwoven.com

@ enwoven [T — Login Sgnup
Changing how companies
tell their stories.
New homepage S
[ requstoemo |
Through many rounds of iteration, the new 1
v

homepage and corresponding marketing S S
pages were designed.

i oo e, SR °

devices, and the web. Everything will be in one place. :Vﬂz':

Create a story through collaboration.
Create a richer story with others through collaboration.

Your team can easily contribute their own perspectives
and highlight details.

Present with visual organization. o

Present a visual story that makes your content engaging,
searchable, and shareable. View it through dimensions of
time and location

o
o
Reebok A
"Digital engagement is becoming even more important in our
industry, and The History Project facilitates dynamic storytelling.”
Daryk Pengelly
[ )
Get started.
Name
J——
Companyname
Termsofsenice Pt
e
o



© enwoven About

Individual

Login Sign up

Changing how companies

tell their stories.

Your organization makes knowledge that is lost every day.
Enwoven empowers you to capture important history to move your business forward

Document inititatives

Easily collect ideas, docs and more.

o O
& u‘/”g;

Communicate culture

Create memory

Collect the most important images, video, documents,
and audio from your social media, cloud services,
devices, and the web. Everything will be in one place.

Wrie Memory

Present with visual organization.

(XX

Capture company history

®
LG

Upload

Write

Record

Search web

Paste a link

Select from THP

(=]

Present a visual story that makes your content engaging,
searchable, and shareable. View it through dimensions of

time and location.

Create a story through collaboration.

Create a richer story with others through collaboration.
Your team can easily contribute their own perspectives
and highlight details.

TheHistoryProjectAl-
chemistDemo-

DayI70523.mp#

Present with visual organization.

and highlight details.

Present a visual story that makes your content engaging,

searchable, and shareable. View it through dimensions of

time and location.

‘TheHistoryProjectAl-
chemistDemo-
Day170523 mp4

Reebok A

"Digital engagement is becoming even more important in our
industry, and The History Project facilitates dynamic storytelling.”

A

Daryk Pengelly
Global Brand Strategy Lead

Get started.

Name

Email address

Company name

Title

or create a basic account

ENWOVEN
About
Pricing
Individual
Help

Blog
iPhone App

ENWOVEN © 2017 ALL RIGHTS RESERVED.

LEGAL
Terms of Service

Privacy Policy

CONTACT US
hello@enwoven.com

(510) 275-5615



Qenwoven doouk ping i gn sgn

Changing how companies
tell their stories.

Document your journey,
one memory at a time.

Your organization makes knowledge that s lost every day.
capture important

O oo

coo ‘ coc |
M | |
A L i
| = J J
) e
_\ A N &
The Life and Times Document iniitatives Communicate cuture Capture company history

wn b= Easily collect ideas, docs and more.

Collect the most important images, video, documents,
and audio from your sacial media, cloud services,

devices, and the web. Everything will be in ane place.

The History Project helps you make sense of
the memories and media that matter most.

Collect Give Voice Create a story through collaboration.
Create aricher story with others through collaboration

pleihd el e e Your team can easily contribute their own perspectives

Securely archive photos. audio clips, voice notes. Youteam e el

documents, social media and recordings of important

and video vont

Collaborate Pass It On Present with visual organization. S

Open your project to others. Take control of your legacy. Present a visual story that makes your content engaging,

<o that they can add ks St e ke Searchable, and shareable. View i through cimensions of

perspectives and highlight the memories you've Lived. time and location.

detalls

# o
Reebok A
"Digital engagement is becoming even more important in our
industry, and The History Project facilitates dynamic storytelling.”
Daryk Pengelly
Global Brand Strategy Lead
[ ]
youthspeaks.org
Get started.
THELIFEANDTIMES  HISTORY OF THE LIFE OF OUR LoVE sToRY
OF SIEW-HWA BEH NYTIMES.CoM AMBASSADOR Famiy Name
Famity orgenization RICHARD HOLBROOKE
Poiician
el adiress
Company rame
Read about us on:
T rechcrunch  Forbes  VentureBeat AN s
hcrus enwoven e comacrus
— Hello® Thestoryprojct.com Avo Tar o o Falo@arrncom
Prvacy Policy 102755615 P Py Py 5102755615
ndvicual
e
aos
ihane Az

Previous version New design



We launched a full brand

and product redesign @ enwoven
within 9 months.

Qen
Selects Collage
THE FINAL RESULTS ¥
Default state Filled state
1t LR Changing how companies
CHECKBOXES CHECKBOXES

tell their stories.

1 2 3 =1 m2 3

| lead and executed the redesign of the The
History Project brand to become Enwoven.

[ oo |
i H H M BUTTON DROPDOWN 1‘ —_ ‘
This resulted in multiple versions of the o E} L

homepage throughout the journey, as the Disabled state s

RADIOS RADIOS
2 3 °©1 ©2 ©3

)

product acquired new customers and fine
tuned its value proposition.

BUTTON DROPDOWN

This effort resulted in:

* increased number of customer accounts
* increased product satisfaction with our e
standing customer accounts X o

BUTTON DROPDOWN

Reebok A

jtal engagement is becoming even more important in our
The History Project facilitates dynamic storytelling.”

Solution validation .




I learned the most from the
things I didn’t expect

LEARNINGS AND NEXT STEPS

| learned that good homepages are a lot
like good essays, in terms of building a
compelling argument to convince someone
to your viewpoint.

In retrospect, | would have liked to
establish a consistent research practice
within Enwoven. | know it would have
helped the quality and efficiency of my
design process.

The brand has evolved since my effort, but
there aspects that still remain, which I'm
happy to see.

Designing a good homepage is like writing
a good essay.

Proper user research is invaluable and
n worth the effort to establish and maintain.

»i- Anchor your product to users who would
A\QJ hate to be without it.



Thanks! . '



