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No layoffs in 2020



We need to get better at making bets



A shift in focus:
established products to new opportunities

LEGACY NEW
PRODUCTS > PRODUCTS

NEW
PRODUCTS

LEGACY
PRODUCTS

now 5 years from now



You can’'t have the outcomes
without doing the work.

The work is culture change.




&
How da we create BUILD CULTURE CULTIVATE ALLIES
the conditions

for Design to thrive? =

DEVELOP OUR PEOPLE ALIGN INCENTIVES



54% felt moderately well set up for
success

2019 SURVEY*

35% felt a weak sense of connection,
at most

"I know very few designers outside of
my direct team”

"I have very little opportunity or time to
interact with other designers or

"we are complete improve my craft during work hours”
"W d izational support to
Stra ngers that use heTpnjse coonr\?i?wzlezoulr prodLLJJct partners
gy to embrace UX/CX"
the same typeface

"It makes me feel proud to be at a
company where design has so much
impact on global users”

"It means being part of the team
leading the charge in the
consumer/customer-first culture shift
at Mastercard”

*By Tim Schmidt & Sam Jones
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6 locations
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6 business units
320 friends of the guild
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a happy accident
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What's a skills inventory?



What's a skills inventory?
catalogs our experiences



What's a skills inventory?
catalogs our experiences
our strengths & weaknesses



What's a skills inventory?
catalogs our experiences
our strengths & weaknesses

informs a learning plan



SKILLS INVENTORY
Sample question

| have facilitated groups of people
through the journey mapping
process to obtain a comprehensive
picture of the end-to-end journeys
and identify major opportunities for

differentiation.

.| haven't done this yet

.| have done this rarely

.| have done this occasionally

.| have done or do this regularly

.| have led teams on this, or set this
up from scratch




CAREER FRAMEWORK SKILLS INVENTORY
Sample question

1:1 relationship between
framework & inventory

questions | have facilitated groups of people
Skill: Customer Journey through the journey mapping
Management process to obtain a comprehensive
Level: Advanced picture of the end-to-end journeys
Leverages both research and identify major opportunities for

findings and cross-functional
workshop collaboration to
methodically identify critical

moments and opportunities | haven't done this yet

across end-to-end journeys .| have done this rarel
that will better address Y

customer needs ands .| have done this occasionally

differentiate the experience :
P .| have done or do this regularly

from imperators.
| have led teams on this, or set this
up from scratch

differentiation.



CAREER FRAMEWORK

1:1 relationship between
framework & inventory
questions

SKILLS INVENTORY
Sample question

| have facilitated groups of people
through the journey mapping
process to obtain a comprehensive
picture of the end-to-end journeys
and identify major opportunities for
differentiation.

.| haven't done this yet

.| have done this rarely

.| have done this occasionally

.| have done or do this regularly

| have led teams on this, or set this
up from scratch

LEARNING PLAN

Directly connected to
canonical descriptions
of roles & levels



Skills we need
to build

Experience Research*®
Prototyping to Learn

Customer Journey Management
Cross-functional collaboration

* Entire job family, includes 3 skills

89%

COMPLETION
RATE

100% want to learn
something new

716% have experience
with 2.5 additional
competencies, across
all levels



GROUP

This is everyone by job family PLUS additional competencies they self-disclose

Associate Specialist

Specialist

Senior Specialist

Manager
Director

Vice President or Senior Vice President

Content Design

Design Operations

Experience Research & Insights
Experience Strategy

Product Experience Design

Visual Design
Other

Q#

10to 13
10
11
12
13

14t0 20
14
15
16
17
18
19
20

21to 30
21
22
23
24
25
26
27
28
29
30

31to 36
31
32
33
34
35
36

37to 49
37
38
39
40
41
42
43
44
45
46
47
48
49

50 to 62
50
51
52
53
54
55
56
57
58
59
60
61
62

62to 72
62
63
64
65
66
67
68
69
70
71
72

73t0 77
73
74
75
76
77

78 to 83

Job Family

Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design
Product Experience Design

Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research
Experience Research

Concept Ideation & Solution Design
Concept Ideation & Solution Design
Concept Ideation & Solution Design
Concept Ideation & Solution Design
Concept Ideation & Solution Design
Experience Prototyping to Learn
Experience Prototyping to Learn
Experience Prototyping to Learn
Experience Prototyping to Learn
Experience Prototyping to Learn
Experience Prototyping to Learn
Experience Prototyping to Learn
Experience Prototyping to Learn
Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Interaction Design

Customer Journey Management
Customer Journey Management
Customer Journey Management
Customer Journey Management
Customer Journey Management
Customer Journey Management
Customer Journey Management

10to 13
10
11
12
13

14t0 20
14
15
16
17
18
19
20

21to 30
21
22
23
24
25
26
27
28
29
30

31to 36
31
32
33
34
35
36

Experience Delivery & Enhancement 37 to 49

Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Experience Delivery & Enhancement
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach
Design Thinking Approach

Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Research Skills
Analysis and synthesis
Analysis and synthesis
Analysis and synthesis
Analysis and synthesis
Analysis and synthesis
Analysis and synthesis
Strategic direction

37
38
39
40
41
42
43
44
45
46
47
48
49
50 to 62
50
51
52
53
54
55
56
57
58
59
60
61
62

62to 72
62
63
64
65
66
67
68
69
70
71
72

73t0 77
73
74
75
76
77

78 to 83

127.00

ALL GROUPS
Mean

3.46

3.74

3.26

3.54

S:57

2.74

3.11

3.13

3.30

ALL LARGE GROUPS

78 61%

4.40%
6.99%
16.57%
33.68%
27.12%
11.23%

9.67%
5.00%
11.63%
5.95%
58.03%
7.68%
2.04%
Groups
centralized in
BUs(1,4,7,8
15, 16, 21)
ALL LG CENTRALIZED GROUPS
Mean SD

3.70 0.93
3.84 0.89
3.50 1.00
3.75 0.87
3.76 0.98
3.35

3.37 0.94
3.49 0.90

GROUP 8
12
23.08%
23.08%
0.00%
30.77%
15.38%
7.69%
0.00% 9.67%
0.00% -5.00%
7.69% -3.94%
0.00% -5.95%
76.92% 18.89%
15.38% 7.70%
0.00% -2.04%

GROUP 15

13

7.69%
0.00%
23.08%
38.46%
23.08%
7.69%

7.69%
0.00%
15.38%
0.00%
76.92%
0.00%
0.00%

-1.98%
-5.00%

3.75%
-5.95%
18.89%
-7.68%
-2.04%

GROUP 16

17

0.00%
5.88%
29.41%
29.41%
29.41%
5.88%

0.00%
5.88%
0.00%
0.00%
88.24%
5.88%
0.00%

9.67%
0.88%
-11.63%
-5.95%
30.21%
-1.80%
-2.04%

GROUP 21

11
0.00%
0.00%
27.27%
45.45%
27.27%
0.00%
0.00%  -9.67%
9.09% 4.09%
0.00%  -11.63%
0.00%  -5.95%
72.73%  14.70%
18.18%  10.50%
0.00% -2.04%

ALL TINY GROUPS

17.00

14.29%
14.29%
21.43%
28.57%
21.43%

0.00%

0.00%
0.00%
0.00%
6.25%
87.50%
0.00%
6.25%

Islands of <4
(3,5,9,12,13,14,
18,19,20,22)

ALL TINY GROUPS
Mean SD

3.04

3.85

2.38

3.38

3.23

GROUP 8 GROUP 15 GROUP 16 GROUP 21
Mean ] Mean SD ] Mean SD n Mean
3.8175 0.955 0.92 3.7825 0.7925 3.565 1.335
4.09 0.79 1 4 0.82 12 4.06 0.73 17 35 1.22 8
4.09 0.67 11 4 0.91 12 412 0.58 17 3.75 13 8
4.09 1.08 1 417 0.8 12 3.71 0.75 17 338 1.41 8
3 1.28 11 4 115 12 3.24 111 17 3.63 1.41 8
3.44285714; 0.91571428< TS5 3.60857142¢ 1.065714285 T35 3.33714285: 1.19285714:IINEE%] 2.98428571¢ 1.217142857NE2%]
4.09 0.67 11 417 0.55 12 3.94 0.94 17 3.25 1.2 8
3.73 0.86 1 3.92 111 12 3.35 113 17 3.25 1.39 8
3.36 115 11 35 132 12 3.24 1 17 2.63 1.22 8
3.55 0.78 1 3.58 1.04 12 3.18 1.34 17 3 1.22 8
3.73 0.75 11 35 1.26 12 3.29 14 17 3.38 122 8
2.64 1.07 1 3.17 1.07 12 3.12 1.28 17 2.5 122 8
3 113 11 3.42 111 12 3.24 1.26 2.88 1.05 8
3.491 0.847 4.016 1.068 4.071 a7z4 _ 3.364 1.221 [
4 0.43 11 433 111 12 441 17 3.75 1.2 8
2.82 0.94 1 3.75 1.23 12 4.24 0.81 17 3 1 8
3.09 1.16 1 3.83 1.07 12 418 0.71 17 2.63 111 8
391 051 1 417 1.07 12 435 0.48 17 35 132 8
3.55 0.66 1 4.08 111 12 4.06 0.73 17 3.25 1.39 8
418 0.57 1 425 1.09 12 4.41 0.49 17 3.63 132 8
3.45 0.89 1 4 0.82 12 412 0.68 17 3.75 1.09 8
391 0.51 1 425 1.09 12 412 0.68 17 3.88 1.17 8
2.82 14 11 3.17 134 12 3.29 1.02 17 3 1. 41 8
3.18 14 433 0.75 12 3.53 1.04 17 3.25 8
3.29 1.26 _ 3.30666666( 1.12666666EIII11% | 3.08 1.24666666¢ 2.875 1. 21166666_
3.55 1.08 11 3.42 1.04 12 3.65 0.9 17 3 1.22 8
3.64 1.43 1 35 1.04 12 3.24 131 17 3 1.32 8
3.09 1.08 11 3.42 0.95 12 3 1.19 17 3.25 1.09 8
3.55 1.23 1 3 1.22 12 2.76 1.44 17 2.5 1.32 8
2.55 1.37 11 3.17 1.14 12 3.12 1.37 17 25 1 8
336 1.37 11 333 1.37 12 271 1.27 17 3 1.32 8
3.37076923( 0.903076923IIN24%] 3.69230769: 1.133076923II25% 3.67846153¢ 1.00538461¢IN256%] 3.24230769; 1.203846153N23%]
3.82 0.39 11 3.92 1.04 12 418 071 17 3.75 1.2 8
3 1.04 11 3.25 1.23 12 3.47 1.09 17 3.25 1.2 8
391 1 1 3.83 1.14 12 435 0.59 17 3.75 1.39 8
4 0.43 1 433 0.62 12 4.06 0.8 17 3.75 1.2 8
3.73 1.05 1 3.17 1.28 12 3.71 1.07 17 2.63 1.32 8
3.45 1.08 1 3.17 1.34 12 3.82 0.92 17 3.38 132 8
3.55 0.99 1 3.83 1.21 12 3.76 0.88 17 35 122 8
3.73 0.86 1 3.75 1.16 12 3.41 0.97 17 3.38 111 8
218 0.72 1 2.92 1.55 12 3.29 113 17 2.75 1.09 8
3.09 1.08 1 4.08 0.95 12 3.06 1.47 17 2.88 1.05 8
3.45 1.08 1 425 1.09 12 3.88 0.76 17 3.25 0.97 8
227 114 1 3.67 1.43 12 3.24 131 17 2.88 117 8
3.64 0.88 3.83 0.69 3.59 1.37 17 3 141 8
3.28923076! 1.217692307_ 3.79461538 1. 07307592— 3.53769230; 0.99 33 1. 24759230-
2.83 1.28 12 3.08 0.95 12 3.41 1.03 17 2.9 1.51
4.25 0.43 12 417 0.9 12 3.76 1.16 17 4 1.18 1o
3.17 1.21 12 3.42 0.95 12 3.29 0.89 17 3.2 1.4 10
3.42 1.26 12 4.08 0.95 12 3.94 0.73 17 37 135 10
3.83 1.14 12 4 1.22 12 3.94 0.8 17 3.8 1.08 10
35 1.26 12 3.92 0.76 12 3.53 1.04 17 3 1.18 10
25 1.38 12 3.92 1.26 12 3.06 1.39 17 2.8 1.17 10
3.17 14 12 3.67 111 12 3.29 118 17 32 1.25 10
3.67 0.94 12 4.08 111 12 4.06 0.54 17 36 111 10
3.25 1.23 12 3.83 1.14 12 3.65 0.97 17 32 1.25 10
3 173 12 3.33 111 12 3.12 1.23 17 24 111 10
35 1.26 12 4 115 12 3.76 0.81 17 35 1.2 10
1.31 12 3.83 1.34 12 3.18 1.1 17 3.6 1.43 10
 15% 6% - 19%] 6%

3.43 1.05 7
2.57 1.18 7
2.57 1.4 7
2 1.07 7
3.57 1.18 7
3.14 1.25 7
1.86 1.12 7
157 1.05 7
2.57 1.18 7
3 1.07 7
2.86 1.46 7
2.656 1074 %)
2.57 1.18 7
3.43 0.73 7
3.14 1.25 7
2.43 1.05 7
171 1.16 7
2.69

2.64909090! 1.182727272

4.33
3.33
2.67
2.33
4.33
3
3.066
3
3.33
3.33
3
2.67

3.42272727. 1.244545454

0.82
17
1.63
1.25
1.41
0.94
1.7
1.7
1.25
0.47
0.82
1.432
1.41
0.94
17
1.41
17

1.37 7% 3.72166666¢ 0.85333333 7% |

3.67
2.89
3
2.67
2.56
3.44
2.78
244
178
2.78
2.78
2.556
3
3.56
2.33
211
178

W wwwwwwwwww

w wwww

2.79909090¢ 1.51636363¢

1.05
1.45
1.83
1.15
1.77
1.64
1.69
1.64
131

14
175

=
N
'Y
=y

=
N
%

1.17
1.25
1.29
131

W W wwwwwwowuwo

O W v w v

3.48545454! 0.384545454
433 0.94 3
3.67 0.47 3
233 0.47 3

4 0 3
3.67 0.47 3
4 0 3
267 0.47 3
3.67 0.47 3
3.67 0.47 3
3 0 3
333 0.47 3
3.666 o.61 E%|
3.67 0.47 3
4 0.82 3
4 0.82 3
433 0.47 3
233 0.47 3

3.185 1.44666666(127%] 3.55666666¢ 0.586666666 I a%]

2.32

2.36

2.70

13%

ALL LG DECENTRALIZED

32

10.25%
6.25%
24.17%
46.58%
12.75%
0.00%

0.00%
5.00%
11.25%
0.00%
78.50%
0.00%
5.25%
Large
decentralized
networks
(2,6,10,11,17)
ALL LG DECENTRALIZED

1.06]

0.95]

1.00|

111

111

1.03

0.93]

1.13]

3.16

3.48

3.25

3.17

3.36

2.96

2.97

3.14

25%

0.96

0.65

0.98

0.92

0.86

0.86

0.93

0.97|

3.60636363¢ 0.94909090¢

GROUP 2

5
20.00%
0.00%
0.00%
60.00%
20.00%
0.00%
0.00% 0.00%
0.00% -5.00%
0.00% -11.25%
0.00% 0.00%
80.00% 1.50%
0.00% 0.00%
20.00% 14.75%

2.8

1.33

4 0.82
3.33 1.25
433 0.94
3.67 0.47

4 0.82
3.33 0.94
3.67 0.47

3 1.41
3.67 1.25
3.67 1.25

3 0.82

34
3.33

W WwWwwwwwwwww Emwmmmmmmmmmmm
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N
®

0.94
4.33 0.94
3.67 0.47

3 0.82
2.67 0.47

3.555 1.07166666(N27%1

wwwww

GROUP 6

0.00%
0.00%
33.33%
66.67%
0.00%
0.00%

0.00%
0.00%
0.00%
0.00%
100.00%
0.00%
0.00%

1.81818181¢
2
1

1.91666666¢

0.00%
-5.00%
-11.25%
0.00%
21.50%
0.00%
-5.25%

1.25

0.272727272
0
0

NININNNNNNNNN !wwwwwwwwwwwww

GROUP 10

16

6.25%
6.25%
37.50%
31.25%
18.75%
0.00%

0.00%
0.00%
6.25%
0.00%
87.50%
0.00%
6.25%

3.67

2.99090909( 1.20909090¢;

3.75
3
35
3.25
3.25
3.38
2.63
2.38
2.63
3.38
175
2.802
3.25
3.13
3
2.5
213
3.19

0.00%
-5.00%
-5.00%

0.00%

9.00%

0.00%

1.00%

0.7

0.97

15
1.12

1.2
1.39
1.32
1.49
1.41

0.7
1.11
1.09

00 |00 |00 00 00 00 00 | 00 00 00 00

=
N
N
(-]

g
o
©

1.36

1
1.41
1.27

1395 27%]|

00 |00 |00 00 00

GROUP 11
4
25.00%
25.00%
50.00%

0.00%

0.00%

0.00%

0.00% 0.00%
25.00% 20.00%
25.00% 13.75%

0.00% 0.00%
50.00% -28.50%

0.00% 0.00%

0.00% -5.25%

0.82

3.3636363:6: 0.842727272

4 0

4 0

4 0

2 0.82
433 0.47
3 1.41

2 141
3.33 17
3.67 0.94
4 0.82
2.67 17
3.532 0.752
3.33 0.94
433 0.47
4.67 0.47
3.33 0.47
2 1.41

W wwwwwwwwww !WWWWWWWWWWWWW

wwwww

GROUP 17

4
0.00%
0.00%
0.00%
75.00%
25.00%
0.00%
0.00% 0.00%
0.00% -5.00%
25.00% 13.75%
0.00% 0.00%
75.00% -3.50%
0.00% 0.00%
0.00% -5.25%

GROUP 2 GROUP 6 GROUP 10 GROUP 11 GROUP 17
Mean n Mean n Mean n Mean SD n Mean ]
3.6875 0.5025 4.41 0.675 3.915 0.44 3.875 0.6825
4 0.71 4 4 0 3 4.43 0.49 14 4 0 3 3.75 0.43 4
4 0 4 4 0 3 457 0.49 14 433 0.47 3 45 0.5 4
4 0 4 3.67 0.47 3 457 0.62 14 333 0.47 3 35 0.5 4
2.75 13 4 3.33 0.94 3 4.07 11 0.82 3 3.75 13 4
3.25 1.18428571/ I35 2.287142851 0.927142857N13%)| 3.65285714; usosnazss_ 3. 1442857’14 0.9828571420013%)] 3.46428571¢ 0788571426 N E3% |
2.25 13 4 2.67 1.25 3 436 0.48 14 3.67 0.47 3 35 15 4
3 1.22 4 2 0.82 3 4.36 0.61 14 267 1.25 3 3.25 0.43 4
35 112 4 2 0.82 3 3.14 1.06 14 3.67 1.25 3 35 0.5 4
3.25 1.48 4 2.67 0.47 3 3.21 121 14 333 0.94 3 4.25 0.43 4
425 0.83 4 2.67 1.25 3 3.43 1.05 14 3.67 0.47 3 4 0.71 4
3 122 4 2.33 0.94 3 3.64 0.81 14 233 1.25 3 25 112 4
35 112 4 167 0.94 3 3.43 112 14 267 1.25 3 3.25 0.83 4
2.775 1197 aE%| 4 0.188 4.262 0.609 3.133 nss; | 3.225 0669 19%|
3.25 1.48 4 4 0 3 4.64 0.48 14 4 3 35 0.87 4
25 112 4 4 0 3 4.07 0.88 14 133 o.47 3 2 1 4
25 0.87 4 3.67 0.47 3 414 0.52 14 167 0.94 3 2.75 0.43 4
175 0.83 4 4 0 3 414 0.74 14 333 0.47 3 3.75 0.83 4
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3 2 4 3.33 0.94 3 3.93 0.59 14 3 1.41 3 3 0.71 4
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1.09

HAE S D DS SDSEDDD gbhbhbhbbbbhbh

3 1.014545454
3.75 0.43
3.25 13
3.75 1.09
2.75 1.09
3.25 13
2.75 0.83
2.75 0.83
2 1.22
25 1.12
35 1.12
2.75 0.83
2.8 0842  23%|
25 1.12 4
3.25 0.43 4
3 071 4
2.75 0.83 4
25 112 4

3.555 0.993333333000 1 27% | 3.45833333: 1.138333333 N 27%]




Overview of strengths and development opportunities, by job family

More info on pa ges 1&4-40

Job family Job family score? Competency score?
average (1-5) average (A%)

Product Experience Design 392 3.54
(+<1%)

Experience Research . 2.74
& Insights> (-9%)

Experience Strategy* . 2.96
(-33%)

Content Design* . 2.40
(-92%)

Visual Design . 3.49
(-7%)

Strengths

Concept ideation & Solution design
Interaction Design
Experience delivery & enhancement

Strategic direction

Needs discovery & Problem space
identification

None, for those with additional
competency

All, for those in job family

User Interface (Ul) Design
Branding & Visual Design Principles

Opportunity areas?

Experience prototyping to learn
Customer journey management

Research skills
Analysis and synthesis

Product Strategy
Product Conception / Opportunity Assessment

Audience-focused Communications
Product Content Design & Communications

Content Strategy & Technologies

Communication Design
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Make scores actionable with context

Only Product Experience Design job family

Concept ideation & solution design

Understanding business implications of a problem
Generating multiple ideas

Influencing overall design direction w/exec
stakeholders for new features or products

Experience prototyping to learn

ldentifying assumptions, crafting testable hypotheses

X

Interaction design

Designing for existing patterns & multiple viewports
Accounting for feedback (e.qg., errors, confirmations)
Content is helpful and stylistically consistent

Visual harmony, simplifying complex processes

3.88

average

3.29

average
-0.08

3.82

Customer journey management

Journey mapping current states with accuracy

Experience delivery & enhancement
Detailed flows for specific use cases & new features
Usability testing, iterating on designs, Ul consistency

Partner w/stakeholders to consider biz & user needs

Design thinking approach

|deation, prototyping, testing to validate ideas ana
communicate the rationale for design decisions

Partnering with stakeholders to shape the problem

3.14

average
-0.02

3.48

average
-0.01

3.51



Don't rely on secondary competencies

Only Content Design job family

Content Strategy & Technologies

o

Understand. Basic |A concepts; support the
discoverability, reusability of content

Understand MA taxonomy standards; use information
flow to drive reusability & discoverability

Align content and established content strategy; identify
& execute on improvements to content quality

Socialize and drive adoption of MA content strategy

Audience-focused Communications

Apply understanding of writing and stylistic standards to
review and improve content created by others

Develop communications tailored for a specific audience
Understand & apply MA commmunications standards
ldentify nuanced messaging characteristics that may
impact ability to reach a target audience

Produce competitively differentiated content that will
scale across channels, or coach others in doing so

Product Content Design & Communication

Apply standards for plain language & readability

Guide others in creating impactful content experiences
that communicate the value proposition

Incorporate research and testing into the writing process

Develop product messaging based on user needs

All with Content Design skills

Content Strategy & Technologies

Understand. Basic |A concepts; support the

ﬁ 5 discoverability, reusability of content

average

Audience-focused Communications

Apply understanding of writing and stylistic standards to
review and improve content created by others

O

average

Product Content Design & Communication

Apply standards for plain language & readability
Guide others in creating impactful content experiences
that communicate the value proposition

® O

ralVYliata o Tala

2.1

average

average
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Org models appear to influence which skills

are developed

Centralized teams
in business units

Scores are up to 15% higher
than average, across all skills

Decentralized
networks

Skill scores 12% higher than
average for key skills that foster
early stage solutions, lack
diversity of roles

Tiny teams

All skill scores are 6-10% lower
than average

*Scores indicate reduced
career growth and limited
business impact in this model
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Knowing how to to unearth customer problem

°
Experlence Resequh spaces, end-customer behavioural shifts and

° actionable insights will help us create differentiated
& Insights

To us, prototyping is synonymous with

°
Prototyplng to Learn experimentation. It's about iteratively validating and

evolving the product feature set and design of the

o I . oy .
d F experience to ensure that we're building the right
an I'OSS-. unctional eperience to ensure that o
Collaboration

products and solutions that scale in the market.

This block will help you understand some of the tools

and techniques for getting to actionable insights. This block will help you learn how to prototype the

right way and level up on design quality.
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Welcome to the CX&D Guild Conference

5@ Cindy Chastain (\_‘ Pete Peterson

O sMIN © 20MIN PANEL

Building Great Partnerships between
Engineering and Design

Connecting Insights across the Org Welcome to Focus Area 2

’;) Cindy Chastain
» .
O 3MN © 20MIN CASE STUDY Q j

O 2MIN
\é\;zzerlgltlzatlon in the Garment Words from Ed McLaughlin Q 0MN

Bob Schukai, Dave Fleming & Cindy
<¥ Chastain
Words from Ken Moore

“Q) Ken Moore

() Ed McLaughlin Bridging the Gap between Design and

Code

O Emma Kellett & Jamie Ritchie

@3 Kaitlin Ofman & Brendan Murphy
© 45 MINKEYNOTE

Debunking Myths that Keep Us from
Doing the Right Research

@ 45 MINKEYNOTE

Superfriends: The Power of the Product
Management and Design Relationship Q 20MIN

O 20mIN

Getting Ahead of Evolving Customer
Behaviors

t{) Greg Boullin
0 20mIN © 20MINCASE STUDY <SE Michael Kozak & Nitzan Shaer, WEVO
Getting Wild with Service Safaris @ omn
Building Community with the
CX & Design Guild

F\ . . .
-« Leisa Reichelt, Atlassian

JUNE 14-15, 2022

3 Christian Crumlish, Design in Product Testing Design Quality

Priceless Planet Carbon Calculator © 10MN

m Mark Greenfield, Chris O'Mahony,
<% Jackie Moore & Jane Rosenberger

0 Sheena Bouchier

Q 20MIN
How to Turn Your Insights into a Story
‘\ ,\ Katie Godwin

d ’ CX&D GUILDCON22

Influencing Decisions in Product Design
and the Jedi Mind-Tricks of UX

Q 20mMIN (‘):';, Madeline Ventimiglia & Brad Holten

A 3-Week Design Sprint with 2 Rounds
of Research - Are You Joking?

€23

w) Adeline Berghouwer
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Given the complex nature of our business model, it's
important to orient ourselves around the E2E journey:
journeys for the end-customer and customers alike.

Getting to a trillion dollar business is not just about

°
The Future Of Des‘gn the right priorities, it's about driving change in our
M d ways of working. We believe CX & Design can be an
This block will help you explore the role of journey at GStercar

unlock for this change, which also depends on
ensuring that our products get used and successfully
mapping across product development. scale.
This session is for Guild members and

Friends of Guild only.

Designing for the
End-to-End Journey

It's time to get excited about the future of all
disciplines within the CX&D Guild.
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1‘5,‘ Craig Vosburg
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Critique and the Design Process:
Facilitating Better Feedback

é‘)‘, Aaron “Ron" Irizarry, Capital One

© 30MIN PANEL

Cultivating a Positive Feedback Culture

@ Jay Eckert, Tim Schmidt, Qi Zhang,
& Michael Torpea & Nicky Mundschenk

Q 30MIN
Journey Mapping 101

i) Cindy Chastain

© 20mMIN

The Evolution of Connect through
Journey Mapping

O Jayne Oh
O 20mIN

How to Measure Journey Analytics in
Mixpanel

'3 Siddant Basnet

© 20MIN

From Paper to Digital: Creating
Scalable and Intuitive Experiences

@ Jen Brockett

© 20MIN

When Research Delivers Hard Truths:
Using Failure as a Tool to Pivot, Move
Forward, and Find More Success

ﬂa Kelsie Sclafani

O sMIN
Welcome to Focus Area 4

@) cindy Chastain

O 3MIN
Words from Michael Miebach

, Michael Miebach

© 1HRKEYNOTE

From Burnout to Bounceback:
Rediscovering Creative Inspiration

G Sara Wachter-Boettcher, Active Voice

© 20MIN PANEL
How Guilds Are Driving Transformation

F;) N ") Cindy Chastain, Tom Harris,
W& &8 Steve Bagby & Marilyn McDonald

Q s5MIN

Enabling Product Transformation
through the Studio Refresh

Akila Ramakrishnan

© 30MIN
The Future of Design

ﬂv Hendrik Kleinsmiede

© 0MIN

The Future of Design Operations
at Mastercard

© Tim schmidt

Q oM

Design with Delight: The Future of
Visual Design at Mastercard

@ Ray Doyle

© 10MIN

More than Words: What Content
Design Can Do

a Alli Mooney

© 0MIN

Experience Is the Strategy: The What
and Why of Experience Strategy







shift the
incentives




@ Rosenfeld

Thank you

Jess Greco
W @grecasaurus



