COMPARATIVE ANALYSIS
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BUSINESS GOALS

Highlight some of the work UDC has done
Cultivate a desire for user-centered outlooks

Demonstrate the difference user-centered
design can make

USER GOALS

Learn what it is that UDC does

Understand UDC's role in the projects it
participates on

Understand how other parties/groups work
with UDC

Learn about the resources (services) within
UDC that can be utilized

Meet the UDC team

Contact UDC



Findings Related to Presenting UX Work
Break Down Into Two Primary Momentums

Telling the Story + Supporting the Story

Present as Case Studies Identifiable Personality

Show the Design Approach Showcase the Team Members

Describe the Services Easy to Contact
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Present Projects As Case Studies

- Emphasize context of the work

- Maintain accessibility to unknowledgeable viewers

- Interconnect project descriptions with process

- Show work at multiple fidelities

- Incorperate multiple methods of information processing

- Provide visible quotes & feedback



0 MINUTES

A Chrome Application

Fi and CBSNews.com worked together to create an elegant and visually

rich online netws and entertainment experience for Chrome users

P Install the Chrome App

GONCEPT

Present rich and
engaging content

UUsing HTMLs, C553 and
transitions, Fi built an app that
allows Chrome users to access,
watch and browse broadeast
and online news content from
60 MINUTES in a way that's
richly engaging, informative and
entertaining. The 60 MINUTES
Chrome app features hard-
hitting investigative reports,
exclusive interviews, news
segments and profiles from 60
MINUTES broadcasts, plus new
original content from the 60
MINUTES online series

GoMinutesCvertime. com.
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OUR APPROACH

We wanted to make 60 MINUTES news content easy to access, Using the latest technologies, including HTMLg, C883 as well as

fun to watch and connected to users' preferences and interests. background page loading, we were able to engage with users via
We pushed the limits of web app performance by incorporating  intelligent rich push notifications even when the user isn't using
mobile app best practices into the user experience and the app.

interaction.

THE DETAILS

Using shading, gradient overlays
and shadows, we adapted the
iconic 60 MINUTES stopwatch

for a new digital environment.

Proposed Large Toon Design

Inifael Foom Destgn

FANTASY INTERACTIVE

COMPONENTS BREAKDOWN

We created a complete CBS 60 MINUTES style framework and styled icons to translate the

60 MINUTES broadcast experience to the Chrome store.




THE RESULT

To watch CBS 60 MINUTES is an experience unlike any other. The CBS 60 MINUTES Chrome app simply adds to the overall
The news program's deep journalistic roots and ethics have news experience, by allowing users to access, view and sort

made it one of the most respected and trusted news sources through new and archived footage in one place.

around the world,

FINAL DESIGNS

The horme poge displays thnse mEn news segmenis from rhe lafes? 60 MINUTES broadeas!, iene wsers can wateh the segmenis or

explore redated condent such as previous segmends, correspondents and GoMinutes Ooertime. com,
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Impact

Providing products and services for the so-called bottom of
the pyramid—the several billion poor people in emerging
markets who typically camn less than $2 a dayv—=is of
inereasing interest 1o many companies, but understanding
hew 1o address this large but diverse group is dEffienle.
Monirtu is a UK-based for-profit soctal sntirpeise that
piroides wireless comamunications infrastrectores for Africa
and South Asis. They tumed to frog to help them find ways
to make their offerings more usefiol and wsable to end-users.

Transforming Communication
Movirin's MX Series of prodocts and sendees allows

somofe 1o borrow a mobile phomne and ose it o maloe a call
oF send a text as i 1t were thelr own. Each person gets a
login when they bay a locally sold Movira [D card, which
works mach like a conventional calling card except that it
doesn’t just provide minutes; it changes the digital display
on the phone iteelf 2o that every device behaves
consistently, avolding the problem of having 1o frequently
learn mew interfaces of borrowed phones,

Also, a user's information is stored by Movirtu rather than
on the phone to ensure that called and received nambers ame
kepd private. It's a bit like using & web-based cmail service—
acoessible from anywhere, with a consistent expesience no
e tter what device is used.

Movirtu's MX Series of
products and services allows
someone to borrow a mobile
phone and use it as if it were
their own. frog helped the
company find ways to make
their offerings more useful and
usable to end-users.

For this project a team of designers traveled to Kibera, Kenya,
to interviow a range of men and women of different ages who
do not currently own mobile phones but who often need one.
For these people, acoess 1o the Intermet is limited, s0.a mobile
is their prmary mode of communication. S3ill, they aften have
to horrow phoses from others. Sometimes this means doing it
secretly, which they dom'n feed good abaut. Soome insest thelr
own SIM cards into other people’s phomnes to make a call or,
mare often, send & text, but it's inconvenient.

The people we intenviewed found it embarmssing to hawe to
redy on olhers 1o barrow a phane They view phones as & way
o ereate a personal or business identity. This peide combined
with concerns around peivacy and security were regular
themes. We also found cultural nuances around how people
lcam to use mobile phones, and the general unreliability of
having to use another's phone for important daily
communications.

Improving the Experience

Based on the indings In Kenya and having people tey the
existing Movirtu interface, we established a set of design
guidelines for how to make the process of using Movirta's
service more appealing and less confusing. We streamlined
the interface the wer seis when logged on 1o a borrowed
phone. We also simplified the steps nesded 10 send and
receives texts, calls, or voloe messages. The service works on
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What iVillagers are
chiming about

Wil you watch "Amarcan
idol’ without Simon
Cowell at the |udges’

o e

now Vage.

21.4 million

Visis o WVillnge oo i Jung 2000, Foliwing B3 Wal nine'
release i Juno 2008, Millage's urigue visEor count was up by
) peroend companed 5o e sama tima in 2008,

ivillage.com
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The right community strategy

IVillapa ks the first of its kind: 8 dynamic media company dedicated axclusively to connecting womean Bt every
stagn of thair lives. To successfully monetize this unique brand perspective, ong of the most lucmtive marked
sagmants onling, HUGE bagan with an extansive analysis that included a sile wide conben! audd, stakeholder
IFbarviews and USer fesaarch.

The analysis revealed & robust, independantly sustained
community within tha Nillage ecosysbermn. | quickhy
betama appansnt thal making this community a chied focal
point was pararsount 1o the success of the redessgn. Cver
the maxi several months, HUGE worked closely with the
ivillape imam on branding, content siralegy, inlemcticn and
visual design. Tegether, they identified the goal of
lervaraging the community feel from the message boards to
elevate the experience, making it mom attractive to both
potential members and advartisers

“Wa had a wory passionate and loyval avdence basa who
husdd b undersarved Tor & good couple years,” said
Lauren Zalarnick, president of the NBC division that
wersees (Village. The new sile, said Zalaznick, will "sarve
them oniginal content in a vibmnt modem aesthatic.”
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Scalable confent strategy

Mapping editorial content to the daily conversation posed
both strategic and technical challenges. With literally
thousands of messape boands on every topic from poltics
to pregnancy, the taxonorny needed bo remain axtremely
flexible, while page utlility mesded to drastically Improve.
HUGE wanted usems o be able to find what they wem
locking for faster. Tha task of stmamlining content within




was to present many detailed options to travelers in a way that 1‘!."'5"'.
encouraged exploration and decision-making. In order to
address the challenge, Adaptive path designed a system that
helped people make sense of the many options for scheduling,

fares, carriers, level of service and travel terms. @ H"SF

Insights

Adaptive Path engaged In multiple rounds of
caoncapting, drawing from best practices of travel
sites, user experience heuristics and Rail Europe
customer feedback. During the process, we kept
user needs at the forefront, and devised ways to
address the current mental model of American
travelers.\We identified core concepts for
scheduling, booking, itinerary planning and
purchasing flows that guide the experience from
exploration to purchase. We clarified key moments
of decision making—dates, schedules, times and
levels of service—by defining a use case that
addressed 80% of Rail Europe bookings. For edge
cases that were too complex to handle in the first
release, we designed handoff processes to guide
travelers to a human booking agent.

We developed an interaction model that guided travelers
through the multiple choices they needed to make during the
planning process, making sure that past choices were keptin
view to define what remained in the purchasing process. The
revised interfaces ensure that American travelers have a great
travel experience: Mo missed connections, no traveler left
bahind, the right number of seats and amenities for all and the
correct fare type and terms for the entire traveling party.

As a final test, Adaptive Path put the designs in front of
customers to validate what worked and to identify areas that
needed improvement.

Impact

Adaptive Path created a booking engine that helps users plan Thaml v Far balmina e
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wall up for discursion

Competitive
Analysis

Through competitive analysis of HTC
competitors as well as a best
practices gap analysis of non-
competing properties that were
doing things successfully in the
digital space, our team of UX
Strategists outlined a framework
that identified what worked and
what didn't.
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accommodate for user paths, page content and design layout.

developers with a clear understanding of page elements and their functions.
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Insights

We pursued the concept of a touch screen interface
that lives in supermarket alsles and helps shoppers
make more informed decisions about the food they
purchase and eat. It is now possible to eat smarter,
healthier and more responsibly by relying on
products found in most grocery stores. It's even
possible to do it without spending a prohibitive
amount of money—but It's not easy. Knowing
which products are really organic or truly
sustainably harvested or actually locally sourced is
difficult.

We set out to create a future-facing experience that
would provide consumers with all this information
simply by scanning the barcode on a product. To be
viable, the touchscreen would have to be simple,
and seamlessly integrated into the routine of the
grocery shopper. The project team went to
supermarkets to observe product placement,
signage and store layout to brainstorm how we
might include a touchscreen in that ecosystem.
Personas were created to ensure our design met
the needs of a wide range of consumers, and
interactions and screen states were developed on
whiteboards in quick, iterative design sessions.
Keeping the project on track required informed,
thoughtful decisions that wouldn't have to be
reversed later.

We wireframed the interactions and
brought them to life in only 12 minutes
using Adobe Flash Catalyst.

The immediate feedback that the prototypes stimulated had a huge
impact on our thinking and allowed us to adjust quickly, without wasting
valuable time. It provided specific insights into areas of the interface that
wie might otherwise not have seen. The time we saved allowed us to not
only meet our aggressive deadline, but also fine-tune the details of the
experience.

- - -

}h ADAPTIVE PATH




R A — alert. They are inextricably bound to bulky insulin pumps or syringes and

'1 g T T e 3 " gein test kits. Diabetes is never overcome, it is only managed, and too often,
: —— — managing diabetes is a pain. There's also the guilt and psychological toll
W v 55 eman that comes with constantly being reminded of a vital piece of vital
g e o = information.
e B .'-,-:: ~===  Ateam of four Adaptive Path practitioners set out to develop an

- experience design concept that addressed user behavior and psychology
- el e L .= =% aswell as current technological trends. Our goal: Project how insulin
A _E L 4 ==  pumps and glucose meters might work in five years.

Insights

To take on this challenge, we carved out nine weeks between ¥ : $
client projects for the team. They scoped out four weeks for MEd ICa | dE‘VlCE man UfaCtLlrE [sare

research, spending the time interviewing and observing stuck in a bygone era; they continue
diabetics. With their insights, the team was able to formulate a to dESTgn thE‘SE‘ DdeUCtS in an

set of design goals to transform the experience of managing . . . .
diabetes. This was emotionally challenging research for the en g Inee I'IT"IQ"dI'I"Iu"EI"I. D h}"S IClan-

team. They knew about diabetes, but didnot understandthe  centered bubble, They have not yet

day-by-day experience of living with the condition. Hearing .
diabetics’ stories helped the team understand the profound gras DEd thE‘ EGF‘ICEDt that mEd ICd I

impact diabetes has on people’s daily experience. devices are also life devices, and
After the research phase, the team was determined to inspire tthEfﬂTE ﬂEEd tD fEEI gDDd E:I]'"Id I'DDk
the diabetic community and show them what was possible. g{]{}d ﬁ::r the patie nts USing them

They came up with dozens of possible design concepts. Out of 24‘;? EI"I addit]ﬂn to kEE'DT["IQ us alwe"

those concepts, a few key elements started to fall into place.
Amy Tenderlch, Founder & Editor, Diabetes Mine

B taast ADAPTIVE PATH

pump/monitor. The concept centered on turning the bulky, unsightly
devices currently in use into a piece of jewelry with a touchscreen. Was it
even realistic to create an adequate, intuitive interface on a screen half
the size of a cell phone screen?

Then came the "Ah-hal” moment: The team realized the interface most
type 1 diabetics interact with is nothing more than a simple syringe — a
way to select the amount of insulin you need and the way to deliver it.
Delivering the same functionality in a new way was possible given new




The work
E w roraL: $57

General Style

Modules
& Faceted Maw
o Produd She
Recoemmens

=

% Visit the Site

LAUNCHED: February 10, 2010
RESPONSIBILITIES: E-commerce, Design System, Not Just Shoes

AWARDS:

People's Voice Award in the "Best
Navigation/Structure” category for the 15th
Annual Webby Awards.

“Best In Class” award in the retail category
of the 2010 Interactive Media Awards.

self-contained modules. Happy Cog and the
Zappos user experience team recognized that
there needed to be a common style that tied
together all of their products and associated
attributes.

Happy Cog's module solutions were built on a universal grid
structure, normalized typographic choices, and an enjoyable
interface system permeated with the cheeky Zappos.com
voice. The greatest benefit of this family of solutions? It's
powerfully tied to the brand, and instantly portable to a wide
variety of applications beyond the website. You'll recognize
the website visual style in iPad and iPhone applications,
television advertisements, and even the bins you put your
shoes in at airport security checkpaoints.

(D We are pretty keen on viewing design as a
verb, not a noun here. We never finish
designs, we never “redesign,” we evolve,
Business needs are always changing,
economies change, customer needs change
—hence how we tackle these issues need
to evolve.”

— Jaimee Newberry,
Former 5r. UX and Product Manager
Zappos.com

At the onset of our engageme

HAPPY COG
fantastic problem: their busine e

aesthetic of their website. The design didn’t reflect the
cornerstone of Zappos culture: amazing customer service.
Happy Cog captured that hallmark in a redesign that
surfaces their full-on service experience, the diversity of
their products, and their quirky, fun personality.

Initially, Happy Cog was brought in to assist in a
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Digital

Makeover

How do you tell the story of a company as large and varied
as General Electric? When Jeffrey Immelt took charge as
CED, he realized that the world still saw GE as an appliance
and light bulb company. 50 he set a goal to lluminate GE's
true identity. In partnership with frog, the company
undertook a major redesign of its global website and at the
same time created a rich comprehensive intranet for
hundreds of thousands of GE employess. Six years, 100
websites, and 30 awanrds later, GE.com reflects the
complexity and dynamism of GE and exemplifies the new
world standard in global digital communications,

Imagination at Work

To convey this diversity, GE hired frog to rebuild and
manage its online presence, and frog did so0 by emphasizing
individual stories that collectively represented the full
breadth of GE's capabilities, from energy and transport to
health and imaging. The re-launched front page of GE.com
presented a video about how GE's people and technology are
making an impact on the world, A new story is posted every
month, building an archive of the vasty different kinds of
light GE is spreading around the world. These stories not
only help customers and the public better understand GE,

but also communicate the company’s accomplishments to

its employees.

PEODUCTS B SENACES

wod lchande

raEslor restions

O TR M COSeTS

“GE wanted to transform its D BHRIE _
N WSS BTN, MoER

image from [a] maker of power gy Ll
plants to a company known for  [{iN :

the power of its innovative
ideas.”

— Sam McMillan, Comm Arts

designers, animators, writers, and programmers. All told,
frog’s team of 17 lived and breathed GE for six vears to
aceomplish Immelt's goal of telling the company’s full story.

Navigating by the Way People Think

The stories would be pointless if mo one could find them, so
one of the major tasks for the frog team was how to make
3,000 publicly available pages understandable and navigable.
We streamlined the quantity down to 300 and devised a
simple navigation scheme based on how people naturally
approached the GE.com site (rather than GE's organizational
chart, as had previously been the case).

We kept the language simple and ensured that customers
searching for a microwave—the most common search term
used on GE.com—would find the product page easily. In going
for the bigger picture of GE, frog was conscious to pay close
attention to the original aspects for which the company is stll
best known.

a smarter grid

Inside GE R

In addition to the public face of GE.com, frog also designed an L S — R Y.
extensive internal communications tool that combined more
than 100 separate intranets and accommodated multiple
languages and countries. This new ingsideGE platiorm was




Show The Design Approach

- Does not have to be concrete or definitive

- |llustrate sequence of events, entry points

- Build a sense of place

- How does it fit into the cycle the viewer is familiar with

- Strong intent, malleable framework
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Consumers are complicated. Not just because they're technologically
empowered as never before but also because they are human. For every
consumer behavior that can be coldly observed and caleulated, there is an
emotion and attitede that isn't as easily measured or understood. As we see
it, we're not just obligated to tell our clients what makes consumers tick, but
what they are feeling while they're ticking, And that discovery begins with
strategy. SapientNitro's goal is to understand the full potential of the brand
experience space. To that end we utilize research and analysis,

INFORM

Invest with insights
Dbased on qualitative and
quantitative research.

INTENT

Establish alignment
betiveen overall vision
and strategic objectives.

Our Work

"EAERY
p

community inteligence, and data and analytics to create strategies that hink
consumer facing experiences with the technologies and systems required to
deliver on the brand promise. And in a marketplace where people are at
different places at different times, with virtually no symmetry to the means
of engagement, the importance of a sound, holistically viewed strategy can't
be understated.

Becanse, while it's casy to promise results, it's quite another thing to
deliver on that promise.
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Evolve marketing strategy
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and implement digital marketing products for a
diverse set of client circumstances and goals.
The following is an overview of key phases and
steps supporting our approach:

Discover.

HUGE client engagements begin with research and consumer
insight analysis that informs comprehensive digital business and

marketing strategy

Inlerdews with stakendlder Competiive and market
auvdiences landscape analysis
Market research and consumer Assessment of axisting
insights pladorms and technolagy
Brand and conbent audil Busingss analysis

Ty e W
NN an.
e E'.."l._n e, kL -
=% Wlaigs . o _ Lo _
— T Strategists identify solutions that will give clients an advantage in
E_‘....r- A s o 1 e their market. With a strategic roadmap in hand, user experience
0o - RBEg, = teams map out the complex structure, content, and dependencies
o ~— —_= \} that underpin modern platforms and marketing initiatives.
e r B ,I‘ ..EE uilkl — :-...-....:. _I ) )
e MPEL o o Ve Goal prioritization and Briefs for creatives, designers,
-5 i = - = — I g = e implementabon roadmap and UX
<. i A ) v e B .
I.‘I- PRR—— JEE e f A . ) .
- || = i & il iy Creation of wser parsonas, keasurement and analytics
s - s al I scenarios, and decision plan
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Create.

Creative teams focus on concepting and refining campaign ideas
across multiple channels. Visual designers apply brand and
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Discover.

Firgd, we listen to our clients. Qur goal |s to fully understand
our clients business and the emdrsnment in which they
operate. Well start by carrying out stakeholder interviews,
followed by an assessment of intermal strategy documents
and relevant matanials. Then, wa parform a8 compelifive
analysis and condudt hiewristic and analytical reviews of
our clisnts curmienl digital activites. Finally, v ook a1 the
problem from fhe user perspective, whing wa'll engage in
primary research o fully understand the target audience
and how they want 1o interact with the brand online

Plan.

Hugie has been the central planning and strategy definiton
hub for some of fe most complex digital inftiatives ever




fI'Og Work Services About Careers Contact designmind =X

Process  Capabilities Expertise

We meet client challenges with a
simple yet powerful process.

Discover Design Deliver
Analysis Becomes Insight Insights Become Ideas Ideas Become Reality
Through intensive design research and strategic Here is where we produce a range of design approaches  In this phase we specify, document, and deliver project

analysis, frog gains insight into customers, competitors, and concepts to more fully addresses the client’s details
client brand, and key opportunities. Discover inspires challenge. The concepts are reviewed, tested, refined, involv
and guides Design and Deliver. and crafted into a focused design direction. guaran



Describe the Available Services

- Tightly pair with the design approach
- Remain simple and accessible

- Avoid domain-specific knowledge

- What, How & Why

- Connect back to project case studies
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Interaction design

The discipline of Interaction design spans the planning,
design, conceptualization, validation, and development

of customer experiences in the realm of software, web-based
applications, and on-screen activity. Our team of user interface
designers, iInformation architects, developers, and researchers
have skillfully created a long list of product, service,
commerce, publishing, and marketing success stories.

<

SHANGRI-LA
FiND & HOTHRL HATES A M

Shangri-la and Sony: Creative direction by partner Brett Wickens, while at MetaDesign.

SGNY sSony st

AMMUNITION GROUP




fl‘ﬂg Work Services About Careers Contact designmind &

Innowvation Strabegy Bramd Design Research Technology Software Engineering frogThink
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Interaction Design

We create user experiences for most technologies and platforms.

These days, value for our elients is driven mone by softwane use cases and related workflows. That's followesd by sketehing
than by physical products, although the two often coexist, the interface in wire frames and giving the software its visual
frog was one of the first deslgn fiems to recognize the appearamce At frog, we take 8 maore progressive approach:
irtportance of software and wer interfaces, and we havwe made  We eombine many of these activities in parallel streams that
them a core part of our offering sinee the cary 1900°s, inform and inspire one another. This makes our designs mone
innovative, brings the software to maturity faster, and means
For us, experience design encompasses a huge range: wiz are validating feasibility and usability simuoltaneous]y.
consumer and enterpeise desknop applications, websites,
"wiehlications™ and cloud-based applications, mobile
interfaces and applications on multiple platforms, soclal

Throughout the design process, frog's technologists and
visunal designers work alongside the rest of the team to ensure

networking, and interfaces embedded into physical products that the emerging designs can be implemented and are easy 1o
such as appliances or consumer clectronics, The list gocs on, use. We also identify ways in which technologics open up
If it involves software nanning on a screen, we've done it opportunities for new funetionality and better user
EXpiri Enees,
In the waditional moded, software development stars with
building the system architectare, then moves to defining the
Perspectives
frog's B ming Man frog's 2002 Pratotyping Re-Thinking
st TED 2002 Technology Tremnd Interactian with Inkeractian Detign
Aid Vol Peddy TOr SoTme Prisdictioms Vides Soenariocs Chir e isgfuidind Tocus

wildly fiery sound
displays?

frogs wor ldwide revesl
their favorite vech
trends and predict
what thelr impact will
B Oy CIDETE,

Wiy widon & the
perfect mediums 1o
caphure interactions.

on bracd and user
Experienoe.
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COLLABORATION

User research helps identify patterns

The team used scenarios, an understanding of user needs based on
research into technology opportunities to create a seamless user experience that met

the goals of Scott, our primany

Xy

It became clear that Scott needed the convenlence of
persistent controls for some actions (like volurme
control, mute, and playing volce mail). However, other
actions, such as conferance calling and transferring,
required dynamic information in order to give Scott
high visibility and detail 5o he'd never make a mistake.

COOPER
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define why and how users wanlt 1o interact with a brand. Our analytics group plan to achieve core brand and business goals, from raising awareness o shaping
determines KPls and analyzes interaction to continually improve the experence and brand perception, creating engaged user bases, and catalyzing specific behavior.
effectiveness of each program.

Brand planning & marketing Product stratogy
Focus groups & survays Ethnography & listening labs Busingss & organizational consulting Communications & connections planning
Usability studies Social listening & trendspotting spotting Search strategy (SEDQ, SEM) CRM strategy
Website, social & campaign analytics Dashboard & reperting tool developmaeont Mobile strategy Social strategy

User experience. Creative.

Our interaction designers and contant sirategists create the architectura for Huge's creative team develops brand experiences across multiple channels and
platforms and experiences that are intuitive and enjoyable to use, while exceading digital puchpoinis, The goal: combining inspiration and usability to communicate
our clients’ business and marketing goals. clear brand messages that drive engagement and consumear action.

Uzer personas & sconarlos Business analysis Creative concapting Copywriting

Content strategy Infermation architectura Visual design Mo
Interaction design Moblle experdence deslgn Production & assot developmont In




Build an Identifiable Personality

- Extend the brand to make the site delightful, not just useful
- Enhance memorability, raise investment value
- Foster a genuine interaction

- Engaged users want to understand



About Cllents Contact

Let’'s Go Rally

This is Rally. We're here to help you build digital things.

View work samples below.
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We help our clients define experiences for new products and
services, strategically evolve existing ones and integrate
experiences across channels. We help our clients do new things.

For over ten years, we've been working at the frontier of UX design. We are drawn to complex, ambiguous challenges that defy
known approaches and best practices. If it's easy, it's not for us. Through our consulting services, we're constantly on the hunt for
opportunities to define new methods. We love to share what we've learned from our work with the masses through our writing,
public events and in-house trainings.

WHY COMPANIES HIRE US CASE STUDIES

One of our clients recently referred to us as their
special forces team—when their usual design
shop gets stuck, they call us.

Experience. We have a lot of it.
Our work with hundreds of organizations means we have a deep well of Harvard Business Review  Charmr
d P Bringing together the timely  Our patented diabetes

experience to draw from. We apply the sum of our understanding toyour  3n4 the timeless for the new  management system
challenges. hbr.org

The Problem. We define it. < 1‘

We create custom frameworks for looking at and thinking about each of .«
our client's problems in a new light. ™




HOME

NEWS & EVENTS

OVERVIEW
CHARACTERISTICS
CUSTOMIZATION
APPLICATIONS
LITERATURE

PRODUCTS WITH GORILLA

INNOVATING WITH GORILLA

VIDEOS

FUN WITH GORILLA
FAQS

PRAISE FOR GORILLA

INNOVATING WITH GORILLA

Corning® Gorilla® Glass’s unigue combination of beauty and
toughness is creating exciting new possibilities for electronic
devices.

Gorilla Glass features exceptional damage resistance to the
scratches, drops, and bumps of everyday use. It's cool to the
touch, and cleans easily — making it the perfect solution for
sleek, seamless designs. And it's sensitive enough to enable
today's most sophisticated touch applications.

NEW CORNING GORILLA GLASS 2

New Coming® Gorilla® Glass 2 is now up to 20 percent
thinner, enabling slimmer devices, better touch
responsiveness, and brighter images without sacrificing the
damage resistance consumers demand. The result is superior
design flexibility for electronics manufacturers as they develop
high performing, touch sensitive, and durable mobile devices.

2 2011 Corning Incorporated. All rights reserved.

Follow us on: E I

] Download - Thin Glass: A New Design Reality

~] Download - Coming® Gorlla® Glass 2 Product Infermation

Sheet
%] Download - Protective Cover Glass for Portable Display

Devices

View All »

CHARACTERISTICS

Gorilla Glass provides exceptional performance and protection,
with distinct advantages over other materials. More »

CUSTOMIZATION

Gorilla Glass offers customization options to suit your
applications. More »

APPLICATIONS

Gorilla Glass is an ideal cover glass for the most innovative
electronic devices, from smarphones o slates o TVs. Many
companies have not only integrated the glass, but designed for

- Tough

just got

Better.

| CORNING GLASS




New York City

FUBLISHING HQ

148 Madison Avenue
Suite 600
New York, NY 10016

Jeffrey Zeldman

FOUNDER

Sign Ufp for O Worntottor

—

Philadelphia

CLIENT & PRODUCT WORK

109 South 13th Street
Unit 3 South (Third Floor)
Philadelphia, PA 15107

Greg Hoy

PRESIDENT

It was great to see you again.

Austin
CLIENT E FRODUCT WORK

3601 5. Congress Ave
Suite C-304
Austin, TX 78704

Greg Storey

PRESIDENT

Start Your Project With Happy Cog +

HAPPY COG



Showcase The Team

- Human connection builds personable value
- Establish relationship with potential collaborators

- Ground abstracts to relatable people.
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Chris Wronski

Analisa Lono Brandon Chelsa Robinson Chris Risdon Chula Carlson
Assistant Events Schauer Project Manager, Lead Experience Experience Controller
Manager President & Events Designer Designer

Managing

Director

S Sl

Henning Fischer

Gina Crescenti Jamileson Jamin Hegeman Jared Cole Jennifer Balduc

Sales Operations Director Chandler Design Director  Design Director Human

Manager Events Manager Resources
Director

6 Jeg

Kelly Borghello Kim Cullen Kristin Skinner  Laura Kirkwood- Maria Cordell
Accounting Lead Experience Program Datta Design Director  >enior Program
Assistant Designer Management General Manager Manager
Director
Paula Wellings  Rae Brune Todd Elliott Tol Valentine
Design Director Resourcingand  Program Experience
Program Manager Management Designer

Director

Dane Petersen Eun-Joung Lee
Experience Senior Program
Designer Manager

John Lally

Jesse James

Garrett Client Partner
Chief Creative

Officer

Patrick

Pam Daghlian
Communications Quattlebaum

ADAPTIVE PATH
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Jesse James @arrett ¢

Chief Creative Officer % l
[ i
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Jesse, co-founder and chief creativ@@ificer of
Adaptive Path, is one of the world'Smost widely

;

recognized technology product designers.

Jesse supparts the company’s designers and strategists with creative guidance and helps them Books
advance the company's thought leadership position. The Elements of User Experience

Every day, product designers around the world depend on Jesse's tools and concepts, which Awards/Honors
History have been published In more than a dozen languages. His book, The Elements of Liser Experience, Rave Award for Technology
has been called “brilliant” and “essential” and is considered one of the seminal works on user- (2006)
E centered design. Jesse is a frequent keynote speaker, addressing audiences around the worldon 10 Magazine
Contact product design, user experience and innovation. His writings on these topics have appeared In :’1"‘;’“’;%'“‘ People on
. e
numerous publications. P World
In 2005, Jesse gained worldwide attention for coining the term “Ajax” and defining the concepts L“:_Im Mast influential People
behind this emerging trend in web technology. Since then, Ajax has become one of the driving eWeek magazine

forces inweb product desigm, and Jesse's leadership role in this trend has been featured in Top 100 Technology Industry

publications such as The New York Times, The Wall Street Journal and BusinessWeek. Laaders
Software Development Times

RECENT IDEAS PARTIAL CLIENT LIST COMNECT ONLINE
; Adabe Microsoft =,
A Behind-the-Scenes Look at . N (€)(in) AD APTIVE P ATH
Developing iWitness Ning PES hetp:Aiig.ne
March 28, 2012 Skoype Twitter
Wells Fargo CPB
IWitness Aims to Aggregate News By Time  crayola intel
and Place Sybase
March &, 2012

Peterme Mowves On
January 9, 2002

UPCOMING SPEAKING ENGAGEMENTS

Ten Years Later: Way Beyond Digital US| Paris 2012
March 2, 2011 June 25-26, 2012 In Paris

Jesze James Garrett will be speaking at LIS 2012,
Congratulations About.me!
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About Us

We are passionate, agile, & live for the outdoors.

It's Go Time

The definition of a manifesto goes something like this: a public
declaration of intentions, opinions, objectives, or motives, as one
Issued by & government, Soveraign, or organizaton. We're Just three
guys, and have no cube manifasio writien by an agency Gopywriler,
anly three imponant words 10 shout whan you need a Rally call for
sound stralegy, visual design worthy of being talked about, and sman
solutions to ever-changing technology challenges: Let's Go Rally.
Let's say il wgether. R should sound inspéining, I sighals Go Time., B
wa stand for anything, we stand for you. We jus! happen o focus on
using the digital medium o help you achieve your goals, whather
that's io sell more stuff, gain more awareness for your brand, or build
a bigger fan base.

] ;;;:
w il ik

Where & Why

Passionate and agile is how a lot of small digital shops describe
themsalves these deays, but Sive for the outdoons®, what's up with
that? For starers, We're headguanered in the Wasaich Mountains of
Utah, Its a greal place o work, and an aven batler place 1o play. H
wa're not up 1o cur ayeballs warking on the latest clisnt project, than
waTe most likely neck deep in Utah's “Greatest Snow On Earth®, ar
Qoing even deaper In0 0aygen debt, cycling up one of Utah's sleep
mMounlan passes on our road or mountain bikes, 15 what keeps us
gaing. R helps bring & sense of purpose and passion whan we ane
fertunate enough to collaborate with brands with similar interests,

S
'I'_

Thomas Cooke m#@ Ben Cline m#@ Wes Pearce m#0a
Executive Producer Creative Director Technical Director
4 Hide Rally Blos 4

\ﬁ.%v% RALLY INTERACTIVE



Mark Rolston

As the chief creative officer of frog, Mark Rolston is responsible
for driving the company's global creative vision. Working
closely with the creative leadership team, Mark orchestrates
teams of strategists, technologists, designers, information
architects, and analysts to produce groundbreaking work for
Fortune 500 clientele. An early Web pioneer, Mark co-founded
frog’s digital media group in 1996, working with clients to
leverage emerging technologies and setting the tone for user
interface design and e-commerce platforms. Today, Mark
focuses on the intersection of product, digital, and strategic
design, pushing clients to offer truly convergent user
experiences. Mark is an internationally recopnized expert on
digital media, user interface design, e-commerce, and mobile
applications. He has spoken at the Emerging Communications
(eComm) conferences in the US and Europe and Future: Mobile

20010,

Doreen Lorenzo

Doreen Lorenzo is the president of frog and an executive vice
president and general manager of Aricent, frog's parent group.
Doreen drives frog's company strategy and oversees its
worldwide operations. During her 14 years with the company,
she has been instrumental in re-struciuring the company,
taking it from a traditional design boutique to becoming one of
the world's foremost global innovation firms, securing broad-
based arrangements with an array of Fortune 500 clients.
Doreen has been featured by ABC Now, Bloomberg, Fast

Company, Fortune, and The New York Times, and other media.

She has presented at and mediated various conferences
including the GE Most Powerful Women Summit and the World
Economic Forum's “Summer Davos” conference in Tianjing,
China.

Robert Fabricant

Robert Fabricant is vice president of creative for frog based in
New York, where he leads multidisciplinary design teams for
clients such as BBC, Comeast, GE, MTV, Nextel, and Nissan.
He has developed user experiences for numerous digital
platforms, including hand-held devices, in-car information
systems, medical devices, retail environments, networked
applications, and desktop software. Robert is also a leader of
frog's healthcare expert group, a cross-disciplinary global team
that works collectively to share best practices and build frog's
healthcare capabilities. An expert in design for social
innovation, Robert recently led Project Masiluleke, an initiative
that hamesees thie nower of mobhile technoloey o eombat the

Jan Chipchase

As the executive creative director of global insights, Jan
Chipchase oversees frog's global user research practice. With
deep experience in running complex, international design
research projects, Jan is widely considered to be the authority
on applving human-centered insights to the development
process. His extensive research projects have taken him
around the world to collect insights into the broader
emotional, social, and cultural contexts of the impact of
technology. His most recent work took place in Afghanistan,
where he studied the country’s nascent mobile banking
service. A world-renown thought leader, Jan has delivered
keynotes at conferences such as TED, CES, LIFT, and the
Economist’s Human Potential Conference. Jan holds 25
patents granted or pending, and his research has been
extensively profiled in Business Week, The Economist, New
Sefenrist, and The New York Times Magazine, among others.

See Jan's TED tall

Adam Richardson
Adam Richardson is assistant vice president of strategy for
marketing at frog, where he has worked with organizations
such as Chrysler, HP, Humana, LG, Microsoft, NASA, Nike,
and Vodafone. He brings a background in product
development, interaction design, product sirategy, and
customer research. Adam is the author of Innovation X: Why
a Company’s Toughest Problems Are its Greatest Advantage,
published by Jossey-Bass. His book is the manual for leaders
looking for clarity about the emerging challenges facing their
businesses. Innovation X provides practical innovation
strategies that work in dynamic markets, and offers tactical
methods that can be put to use immediately. Adam writes
regularly on innovation, business, and design, and speaks at
conferences worldwide, including Ellx_'l"_am LIFT, and
The Next Web. He is alsga g .

Bisiness Rewiew and a g
Supérieure de Création I
University of Navarra in

See Adam's keynote at Amsterdam’s Mext Web conference

Fabio Sergio

Fabio Sergio is an executive creative director at frog Milano,
bringing more than a decade of hands-on experience in
wrapping business scenarios around people’s needs, desires,
and dreams. As a design and user experience strategist, heis
happiest where design, technology, and (social) connectivity
intereect He believee that empathy and curosity saee eeeential



Make It Easy to Contact

- One of the most important interactions, should be frictionless
- Highly visible, easily reachable

- Adapt to the context of inquiry

- Be conversational, walk though the information gathering

- Provide secondary, supporting data to enhance the available methods



WORK NEWS BLOG m ABOUT CONTACT NETWORK

We might be perfect for each
other.

Are you Interested In warking with us? Or do you have an RFP
you want to share?

The best way to get in touch with us is to complete the questionnaire below.

It won't take too long. You can also come back to it later if you have to stop along the way —
just return to this page using the same browser.

Please note that fields marked with * are required.

What's your name? *

First Mame Last Mame

What's your preferred email address? *

HAPPY COG

(e.g. johnBexample.com)

Why are you contacting Happy Cog? *

Let's figure out how we can best answer your inquiry.



PEOPLE AWAY

g::l Business inquiries «3; Got a question? ) Send portfolio > Just want to say hi?

Yes, let's talk business!

oodies Are you interested in working with Fi? Please reach out and a business representative will get back to you swiftly.

treats.
ee No 5pdiri.

What's your name? Your email?
It's a pleasure to meet you ... Let's keep in towch ...
And what can we help you with? Phone Number
rractive (Fi) is We look forward to having an interesting discussion ...
.ondon
Recognitions
) _
Send
\ for the 60
'ome App
Webby

o o oo W o L



Jhout Contact Ammunition LLC

.xpertise _ o . _ _ Roundhouse One
lients Our design studio is located in the historic Roundhouse 1500 Sansome Street
Vork building on the San Francisco waterfront, where Sansome San Francisco

lews California g4111

Street meets The Embarcadero.

|
LOntact
T +1 415 632 1170

F+1415632 1180
email:
hello@ammunitiongroup.com

New business inquiries:
Nick Barrett
barrett@ammunitiongroup.com

Public relations:
Vivian Wu
wu@ammunitiongroup.com

General Information:
Meghan Durney
Durney@ammunifiongroup.com

Careers:
work@ammunitiongroup.com
fﬂ i Ammunition is a trademark of

dmmunition LLC 1n the United States

Map Data - ' :
Map Lata - O USE and foreirn countries,

AMMUNITION GROUP




