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The Promise of Mobility

The ubiquity of mobile devices is a paradigm shift in the how, when and where of modern commerce.

It has made on-the-go access to web sites, social media, applications, products and services the most rapidly
growing segment of every forward-looking omnichannel business strategy today by offering:

« 24/7 availability of products and services
« Fast, cost-effective communications

* Increased brand loyalty

» Enhanced self-service opportunities

* Quick and easy transactions

* Unparalleled ROI
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Customer Self-Service

The very core of the positive mobile experience is the self-service application.

This proposal shows how an intuitive, simple-to-use interface can provide a wide range of services without the
intervention of costly customer service personnel or infrastructure, by allowing the user to:

* View and edit account and plan settings

« See allowance and running consumption details
« Shop for and buy products and services

« Consume personalized promos and campaigns
« Get support and troubleshooting assistance

« Top up prepaid balances
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Customer Personas
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GAME SYSTEM
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KEY SEGMENTS: Parents

verizon’

PERSONAS (4)

RELATIONSHIP

“l want to TRUST that my
EXPECTATION

kids are only watching
the family-friendly movies
that | approve of. ”

(Straight )

Talk |
MY ACCOUNT

BASIC PROFILE + Gen X (age 33-42)

+ Highest Income

+ Most Multi-Device Household
+ Influenced by Children

+ Highest Online Spender

®46%

PERCENT ALWAYS
CONNECTED

“YouTube has proved
that there is a lot of
great FREE content out
there. What do | get?”

+ Gen Z (age 0-17)

+ Dependant Income

+ Grew Up Completely Digital
+ Use Internet for Everything

+ Household Influencer

™ 63%
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“| expect more. When
| buy movies, | want to
know that I'm getting
all the EXTRAS too”

+ Gen Y (age 24-32)

+ Confident Online Spender

+ Very Socially Connected

+ Uses Mobile for Everything
+ High Interest in New Tech

™ 60%

“My whole life lives
on one screen.
ANY SCREEN.”"

+ Gen Z (age 18-23)

+ Lowest Income

+ Uses Social Networks Daily
+ New Digital Spenders

+ Highest Digital Consumers

o 71%
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The Shopper Mom

Generation X

7 3% 7 3% 64%
il Linda is a full-time social worker. She’s 34 years old and married 43 g Iﬁ |
with two kids. She’s one of 40 million moms, of whom:

<y
46 « 78% are mobile users

Always Connected * 16 million use phones only
« 5 million use tablets only

'
39% ' - 19 million use both

Py * 40% say online impacts in-store purchases
34% I'I  Has the highest income
- * Purchases online the most
26% ":.' « Typical subscription is post-paid
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The Digital Teen

Generation Z

73% 65% 59%
£ ~o 0%
R2 "3

Abigail is a high school freshman. She’s a 15-year-old, who likes 1
fashion and Pokémon. She’s one of 47 million teens, of whom:

67 A) * 85% are mobile users
. 0, 0,
Always Connected « 23 million use phones only 48%| | 3%
« 3 million use tablets only o .

[
35% ' - 21 million use both

s * 48% say online impacts in-store purchases
45% |'| «  Grew up completely digital
s « Uses the internet for everything
18% ':: « Typical subscription is pre-paid

THE DIGITAL TEEN
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Competitor Analysis

Google Play is a goldmine for comparing telecom carriers’ offerings, since the major players in the mobile space
readily provide screenshots of their apps. As a starting point, it makes sense to take stock of and synthesize the best
ideas, then expand on them in new and better ways.

There’s no sense in reinventing the wheel from scratch.

The personas derive from two Canadian studies (2013 and 2014) by mobilepersonas.com that surveyed 5,544
smartphone-owners and 3,260 tablet-owners. See Image 1 and Image 2. Though slightly dated, this data shows
overall trends very much still relevant today.

Additional persona data comes from Behance. Insights into navigation structure are derived of common patterns that
emerge from competitor apps.

There are differences, of course, but most seem to have these or some version of these: Dashboard, Billing and
Payments, Plans and Usage, Preferences and Settings, Devices and Help or Support.
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https://play.google.com/store
http://www.mobilepersonas.com/
http://tappedmobile.com/wp-content/uploads/2013/07/Infographic-Revised.jpg
http://www.brandspark.ca/wp-content/uploads/2014/07/MobilePersonasInfoGraphic.jpg
https://www.behance.net/gallery/14975537/Disney-Movies-Anywhere-App-Personas

Login User Flow

Login Credentials Registration

L
Dashboard (Home) Access Denied Confirm Registration
See below for details. Reset Password Get Help

To Help
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Home Page

O Wd Ll 1654

Dashboard

The landing page consists of a dashboard that shows
essential usage and billing data with easy vectors into more
detailed information.

Shared 40GB Plan

B Pekka: 1%

B Jouni: 28%

B Tina: 32%
Available: 30%

The hamburger menu offers access to the five main sections:

Date > 86% | Details
- Billing and Payments

« Plans and Usage

* Preferences and Settings

. DeVICeS Amount Due on July 16 $118.26
fwg. monthly bill $94 82

* Help and Support

i am o [
Mins 15% | Details ,

amm 0 [
Texts 37% | Details ,

Last monthly bill - view $122.76

\

4
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Top Level Navigation

Top-Level Navigation
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Jashboard Bill Pay Plans/Usage Settings Devices
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