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End of Life

[december 31st, 2020]

For the last 15 or so years, Surescripts Legacy 

system of e-prescribing tools and services, has 

served our users well. Through the course of 

its lifespan, Legacy has completed billions of 

transactions for clinics and pharmacies alike. 

Now, those set of tools are migrating into 

a newer environment in order to serve our 

customers even better. 

With the sunsetting of Legacy, Surescripts can 

move more into the now, by truly promoting a 

faster system and more efficient user experience. 

EOL is an opportunity not only for business 

growth, but increased customer awareness 

and satisfaction through an upgrade in both 

technology and interaction.
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2.0 Architecture / 
User Flow

[suggested Workbench sitemap]

Once the nomenclature is finalized and approved, 

implementation across the architecture and 

navigation can be completed. This then will be 

the Suite of Tools as defined by the UX Process. 

The lexicon will be unified, creating a shared 

journey through all experiences no matter what 

tool, service or tab you are utilizing.

UX / UI DNA

Tier #0 : Surescripts Workbench (P.O.S.)
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Tier #2 : Category Tool Set (Navigation)
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TASKS MILESTONES July 7-Aug 14-Aug 21-Aug 28-Aug 4-Sep 18-Sep 25-Sep 2-Oct 16-Oct 30-Oct 6-Nov 20-Nov 27-Nov

PHASE I : CURRENT STATE JULY  31 – AUG. 28
KICKOFF Strategy Review project and it’s Current State Agree upon Scope
OBSERVATIONS Research Review materials, messaging, Uis and meeting conversations Insight / Patterns / Wants & Wishes
IDENTIFY ISSUES Research / Strategy Legacy transitions; development backlog; goals and systems Pain Points / Opportunities
PROJECT PLAN Strategy Understand stated goals, teams, share/stake holders, timeline Completed Phased approach
MARKET SPACE Research / Strategy Review 3 top-tier competitors for strengths and weaknesses High-level overview / Pros-Cons
IDENTIFY KEY USERS Research / Strategy Identify users and their relationship in the transactional process Profiles: Business, People, Vendors
MAP MIRCO-SITES & STATUS Research / Strategy Review tools and portals for relative discord and synergy Current State defined and displayed
DIGITAL ASSETS (V1) Research / Strategy Review and dissect work to date for it's micro-sites relevance Current State defined and displayed
GLUE ASSESSMENT (V1) Research / Strategy Understand the work to date and how to move it forward Current State defined and displayed
DOCUMENTATION Strategy Repository of on-going work for Strategic Analysis and Decks Continual Work-In-Progress Deck
PHASE I DECK Produce / Write Present work-in-progress for Shareholders Update Phase I Presentation Deck

PHASE II : FUTURE STATE AUG. 28 – OCT. 16
PROJECT PLAN II Strategy Review Phase I plan / milestones; adjust Phase II as needed Revised Timeline Matrix
USERS / UX DEFINED Map / Design Define users commonalities relating to the process and UI UI entry points and touch points
UX PROCESS UNIVERSE Map / Design Transactional process as it relates to UX and the resulting UI Defined flow / process steps
UX/UI SHARED JOURNEY Map / Design Begin to identify solutions based on work to date UX Process and UI Systems unified
UI EXPLORATION Concept / Design Explore solutions based on more defined digital standards UI Creative Solutions
UI TEMPLATE SUGGESTIONS Design Create layouts utilizing a more cohesive GLUE standard Layout Universe and Uses
ANALYTICS STRATEGY Strategy Produce strategy for A/B tests, heat maps, analytics, insight, usage Plan to test, review and iterate Micros
PHASE II DECK Produce / Write Produce final deck for Shareholders Update Phase II Presentation Deck

PHASE III : DELIVERABLES SEP. 16 – NOV. 27
PROJECT PLAN III Strategy Review Phase II plan / milestones; adjust Phase III as needed Finalize Timeline Matrix
SUITE OF MICRO-SITES DEFINED Strategy Finalize UI relationship & technology relating to shared experience Micro-sites "Point-of-Service (POS)" UI
UX/UI ARCHITECTURE MAPPED Design Finalize UX flows with individual UI of Micro-sites UI Solutions complements UX Process
LO-FIDELITY EXAMPLE Design Produce layout mock-ups utilizing finalized GLUE and systems Templates with systems and usage
HIGH-FIDELITY SOLUTION Design Produce page mock-ups utilizing finalized GLUE and systems Pages fully realized
DIGITAL STANDARDS (V2) Design Version 2 of Digital Standards with systems, usage and examples Guide for front-end Design
GLUE TEMPLATES (V2) Design Version 2 of GLUE with templates, components and examples Guide for back-end Development
MICRO-SITE / PORTAL (V2) Development Working and functioning examples of new systems and standards "Live" UX for testing and feedback
ANALYTICS TESTING ENVIRONMENT Strategy Utilize Matomo analytical results, then adjust, re-iterate, improve UI Results to increase UX/UI efficiencies
SUITE WIDE ROLL-OUT ROADMAP Strategy Produce strategy for rolling out across multi-micro-sites and portals Phased approach with Timeline Matrix
PHASE III DECK Produce / Write Produce final deck for Shareholders Update Phase III Presentation Deck
STAKEHOLDER DECK Deliverable Finalize all content and materials for last Stakeholder presentation Completed, Shareholder Approved

SURESCRIPTS : UX/UI SYSTEMS STRATEGY

System Administrator     Sep 18, 2020 at 9:44:13 AM

 STRATEGIC AND CREATIVE ROADMAP
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2.0 LoFi Wireframe

[standardized flexible framework]

Taking a side-by-side, low fidelity look of the 

framework of the current site (1.25) and the 

proposed version (2.0), one can see it’s basically 

all intact from a structural standpoint. Gone 

are the responsive features and replaced by an 

“always accessible” left navigation column; 

brand is appropriately placed and used; and the 

header now reads and functions as a header 

should for a system of this nature. Additionally, 

and forward thinking, both designers and 

developers should adhere to a standardized 

screen resolution size.

Utilizes Same Existing Framework
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2.0 Layout Specs

[adjust per breakpoint]

By detailing the exact pixel counts – from 

padding, to spacing, to columns and gutters, 

will help in maintaining layout standards. It also 

allows for a more efficient and effective way to 

design and develop. Further, by adjusting and 

accommodating for additional breakpoints, can 

help assure that the users experience is the same 

from one resolution to another.
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Field Title Field Title Field Title

Field Title

Radio for on or off

900 Wide

Field Title

30px

20px

15px

5px

20px
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Tool service description, required information, instructions or a how to introduction. Sit amet, boldaction and boldtool turpis vitae.
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The Workbench UI needs to be a clean and clear 

representation of the underlying Surescripts 

Suite of Tools and Services. The “log in” should 

be well branded and viewed as the cover of 

a book or an entry doorway. With this modal 

example, we can see multiple options of interest, 

well coordinated color use to direct goals, and 

a transparent window teasing the Workbench 

experience to come.

workbench

WELCOME TO WORKBENCH. PLEASE SELECT A TOOL SUITE TO CONTINUE.

 surescripts workbench version 2.00

Firstnameonly Log Out

e-Prescribing Search and Lookup Tools
search

Directory Management Tools
directory

Management and Admin Tools
users

Customer Activation and Set-Up Tools
configuration

Message Manager, Test Data, Explorer Tools
testing

CPI and Message Analytics Tools
dashboard

Enterprise Finance Tools
SMDPNext

Learning, Training and Support Tools
support

Log in to Workbench

Password

log in

Forgot Password?  |  Login Support

Use Admin Console    

Portal X Log In    

Workbench : Point 
of Service System

[2.0 UX / UI P.O.S.]

STRATEGY, UX/UI, 
STANDARDS (2021)

v2.0 CREATIVE SOLUTIONS FOR 
A SUNSETTING PLATFORM

Competitive Analysis

Ideation + Iconography

Development

Leadership

Creative Direction

Wireframing + Prototyping

Copy + CSS

UX/UI Design Systems

DIgtal Standards

Analytics

Roadmaps + Plans

Presentation Decks
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SMALL BUSINESS REVOLUTION

#1 THE HAIR BAR SALON – UX/UI WIREFRAMES

www.TheHairBarSalon.com (v.1)

SMALL BUSINESS REVOLUTION

#2 OM NOHM GLUTEN FREE – UX/UI WIREFRAMES

www.OmNohm.com (v.1)

SMALL BUSINESS REVOLUTION

#3 LENA’S PIZZA – UX/UI WIREFRAMES

www.LenasPizza.com (v.1)

SMALL BUSINESS REVOLUTION

#4 LITERACY VOLUNTEERS OF CHAUTAUQUA COUNTY – UX/UI WIREFRAMES

www.lvccread.org (current URL)

SMALL BUSINESS REVOLUTION

#5 FRESH & FANCY FLOWERS – UX/UI WIREFRAMES

www.FreshAndFancyFlowers.com (v.1)

SMALL BUSINESS REVOLUTION

#6 THE VINEYARDS GOLF COURSE – UX/UI WIREFRAMES

www.TheVineyardsGolf.com (v.1)

SMALL BUSINESS REVOLUTION

#7 NYCE & CLEAN DETAILING – UX/UI WIREFRAMES

https://nyce-clean-premium-detailing.ueniweb.com (current URL)

SMALL BUSINESS REVOLUTION

#7 NYCE & CLEAN DETAILING – UX/UI FLOW CHARTS

https://nyce-clean-premium-detailing.ueniweb.com (current URL)

SMALL BUSINESS REVOLUTION

#6 THE VINEYARDS GOLF COURSE – UX/UI FLOW CHARTS

www.TheVineyardsGolf.com (v.1)

SMALL BUSINESS REVOLUTION

#5 FRESH & FANCY FLOWERS – UX/UI FLOW CHARTS

www.FreshAndFancyFlowers.com (v.1)

SMALL BUSINESS REVOLUTION

#4 LITERACY VOLUNTEERS OF CHAUTAUQUA COUNTY – UX/UI FLOW CHARTS

www.lvccread.org (current URL)

SMALL BUSINESS REVOLUTION

#3 LENA’S PIZZA – UX/UI FLOW CHARTS

www.LenasPizza.com (v.1)

SMALL BUSINESS REVOLUTION

#2 OM NOHM GLUTEN FREE – UX/UI FLOW CHARTS

www.OmNohm.com (v.1)

SMALL BUSINESS REVOLUTION

#1 THE HAIR BAR SALON – UX/UI FLOW CHARTS

www.TheHairBarSalon.com (v.1)

“UX/UI GURU” – THE 
CREATIVE ROLE (2020)

SEASON 05 ON-AIR TALENT FOR 7 
CHOSEN CONTESTANTS (CLIENTS)

Leadership

Community Research / R&D

On-Line Strategies

Process Maps + User FLows

Wireframes + LoRes

Creative Direction
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BEST BUY COMPETITIVE ANALYSIS

RETAILER Service Motto Returns Window Store Returns Online Returns Return Transaction Vehicle Service Mobile App Documentation Innovation Notes

AMAZON “Earth's Most Customer- centric 
Company”

30 Days Amazon Locker 
Return

Online Returns Center Account Pre-Required Lockers are vehicle convenient AmazonGo App https://www.amazon.com/gp/orc/returns/homepage.html/ref=orc_surl_ret_hp?fg=1Prime Wardrobe

(all about “online returns”)

AmazonPrime is an incentive for 
convenance and capture

WALMART “Shop By Style” 90 Days Mobile Express Lane Free Returns by Mail; 
Marketplace

Start via the App Dedicated Orange Pick-up 
Towers; Curbside

“Mobile Express Returns” App https://help.walmart.com/app/answers/detail/a_id/9/~/return-policyScan & Go tech-test “Check Out With Me” program

(cellular devices pair w/ BT printers)

TARGET “…and an exceptional guest 
experience”

90 Days Checkout | Returns | 
Order Pickup (lanes)

Target.com Account In-Store “Drive Up” Towers “Drive Up” App http://help.target.com/help/subcategoryarticle?childcat=Return+policy&parentcat=Returns+%26+Exchanges&searchQuery=search+help“Drive Up” currently TC-
only testing

In-Vehicle App service is just being 
pioneered now

SEARS “Sold By Sears” 30 Days In-Vehicle Pre-printed Return 
Label

3 Options, 1 more than 
any competitor

Parking Space Signs

In-Vehicle Pickup

“Shop Your Way” App https://www.sears.com/en_us/customer-service/policies/sears-store-returnpolicy.htmlPlans to open more 
"innovative concept 
stores" in the future

Best Buy will inherit future Sears 
customers, brands and business

COSTCO “Stands By Its Products 100%” 
policy

90 Days In-Store Call Customer Support Membership required Curbside Service “InstaCart” App https://customerservice.costco.com/app/answers/list/p/285;288;297/session/L2F2LzEvdGltZS8xNTM3OTkzOTMwL3NpZC9mVVRwVl9QQmdHTGtvdHNYUGtYcDR0UFpfbDFwam5Bb3FpQUhSRHdLY2VnUThMOUJtSnJrSDZQb3ljYkVzd3l6NG8wOVpBSkpQUCU3RVJac1YlN0UxelhzSjNlYjdBS2M2TUNBSzNXblFuQ1lsQ0ZTTmhQODhwQjIyVjFBJTIxJTIxMembership-only model is 
a retail behaviors goldmine

Least On-Line savvy (by design)

HOME DEPOT “How do I get them in and out?” 90 Days In-Store only “Return Items” Button Start via the App Home Depot delivers “One Home Depot” App https://www.homedepot.com/c/Return_PolicyOrder On-Line Pickup 
Lockers

93% of all sales are in-store

1.8 billion web visits (2017)

LOWES “My Store Experience” 90 Days (*30 Days) Customer Service 
Desk

In-Store only In-Store Lockers are vehicle convenient Text For Service https://www.lowes.com/cd_Returns+and+Refunds+Policy_33243642_Lowe’s Innovation Labs Lowe’s lands top spot on Most 
Innovative Companies in AR/VR list

IKEA “No-Nonsense – 365 Days to 
Change Your Mind” policy

365 Days #1 In-Store Returns #2 Collection Point 
Returns

3 Clearly defined and 
promoted Options

#3 Pick-up By IKEA Returns IKEA Store App https://www.ikea.com/ms/en_US/customer-service/about-shopping/return-policy/index.htmlEverything, it’s IKEA IKEA could use an App to vehicle 
system, especially with their footprint

KROGER “Last Mile” Non-Descriptive Help Desk In-Store only In-Store only ClickList for Curbside “Kroger Edge” App https://www.kroger.com/topic/quality-guaranteeKrogers’ 84.51° is in-house 
design & tech agency

New Chinese partnership with Alibaba

REI “Co-Op” business model “Liberal Return Policy” Customer Service 
Desk

DIY Mail Return Tag with Vendor 
info & inspection

None Multiple UX Apps (43% use 
mobile to shop while in-store)

https://help.rei.com/app/answers/detail/a_id/47/~/return-policyRanked #5 for Omni-
channel experience

Closed on Black Friday

–––––––––––––––––

BEST BUY Let’s talk about what’s possible. 14-15 Days; 30 Elite; 45 E+ Customer Service; 
Departments

By Choice Carrier or 
Pre-label

Account not needed Mirrored “Store Pickup” sign My Best Buy; Home App https://www.bestbuy.com/site/help-topics/return-exchange-policy/pcmcat260800050014.c?id=pcmcat260800050014Following New Amazon partner

GEEK SQUAD Cura et Celeritas 14-15 Days; 30 Elite; 45 E+ Pushed to Customer 
Service

See Best Buy’s Policy Account not needed Geek Squad Delivers Portal App https://www.bestbuy.com/site/help-topics/return-exchange-policy/pcmcat260800050014.c?id=pcmcat260800050014Digital Service Display 
Boards

Geek Squad branded products

BEST BUY EXPRESS “I’m Convenient and Self-Service” By calling a toll-free 
number

Must go to an actual 
store

N/A Logged from CC N/A N/A https://www.bestbuy.com/site/help-topics/return-exchange-policy/pcmcat260800050014.c?id=pcmcat260800050014Small Footprint Cashier-less

"1

Lessons Learned
As shared consumers, and businesses alike, 
adopt a more tech-savvy approach to customer 
services, expectations are heightened. Brand 
loyalty is quickly becoming digitally based.

Customer Services
With additional digital solutions, services can 
now extend beyond the line, the cashier or the 
brick-and-mortar. Currently, “services” are the 
fastest growing commodity for retail and brand.

Vehicle Services
Retailers are just beginning to explore this type 
of service. Combining an App, with a dedicated 
parking space, allows for an experience that’s 
more consumer convenient and cost effective.

App Services
There are many uses for an App from a retailer. 
Some for shopping, some for enjoyment, some 
for returning or pick-ups. Regardless, it should 
be a tool for doing business, not browsing.
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Best Buy’s Customer Service (CS), along with Geek 
Squad (GS) and Mobile Service (MS), help identify, 
consult, direct and ultimately solve those return, 
exchange, trade-in (and recyclable) issues. After all, 
it’s service that sells, not support. And in today’s retail 
climate, customer loyalty is more profitable than 
product loss. That relationship happens at “service”.

But loss of goods still cuts into everyone’s bottom line. It 
impacts all experiences – from the consumers’ disdain, to 
the employees’ empathy, to the business’ investment. It’s a 
process that all shoppers share, and all retailers accommodate. 
In fact, Best Buy isn’t unique: 

 • $4 Billion Lost in Returns

 • $42 Million Spent in Handling the Returns Volume

 • Customer Dissatisfaction

 • Unsuccessful Employees

 • “Processes” Confusing / Cumbersome / Dated

 • “Services” Have Fallen Behind

 • “Standards” Lag Industry Leaders

This Strategy aims at identifying, documenting, assuming, 
validating and solving issues related to the loss of goods and 
people through the processes, and procedures, of Returns, 
Exchanges, Trade-Ins and Recyclables.

SERVICES ENGAGEMENT EXPERIENCE STRATEGY 
STRATEGIC AND CREATIVE POSITIONING

December 26th, 2018
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Returns is the second largest transaction we do after 
sales. It’s a relatively easy process – especially when 
all verification materials are present. The customer is 
generally satisfied with the experience.

Unfortunately though, there are areas that have been 
identified that could use improvements in order to 
cut back on the amount of returns, the loss of goods, 
and the time it takes to return a return.

 • Standardization of Experience(s)
 • Standardization of Process(es)
 • Review of Policies
 • Enhanced UI System for Return “Reasons”
 • Spacial and Visual Directionals Evaluation

Returns

Return Customer

CSS

Inventory

Return Path

CSS Employee Path 

Inventory Employee Path

Lock Box

PRC Bin

Cage

Return Changes Hands

Customer Path

Inventory Computer

Mobile

AP

Entrance

Magnolia

Brick
Return Map

Pick-Up

GS

CS

Checkout

Back Room

The returns process is a quick, simple transaction

Majority of returns happen in-store, regardless of origin

Too many returns  – costing $4 billion yearly

#1 Returns  reason  – “broken”

Returns “processed bins” archaic and antiquated – leading to lost time, loss 
of goods, and employee frustration

The returns transaction is full-service, with no self-service options or 
customer tools

A TYPICAL “RETURNS & EXCHANGES” CX AND EX JOURNEY

Retail & Service UX  |  6

TALK ABOUT PROCESSES, POLICIES, PEOPLES 
AND PROBLEMS. (EXAMPLES, PHOTOS, 

STORIES, JOURNEYS)

BEST BUY INTERNAL USE ONLY. DO NOT COPY, PUBLISH OR DISTRIBUTE. THE MATERIAL IN THIS DOCUMENT IS CONFIDENTIAL TO BEST BUY.

Mapping out the returns process in a visualized and 
graphical manner, helps in understanding the cogni-
tive reasoning behind said process. It showcases key 
consumer decision points, followed by the immediate 
reaction. Additionally, it helps in identifying entry and 
pain points, and where in the process they need to be 
evaluated, addressed and improved.

Realization  
“I Need to Return [Exchange; Trade; Recycle] This”  
 • After the previous transaction
 • At home delivery
 • At point of install 

Negotiation
“How, Where and When Can I Return [Exchange; Trade; 
Recycle] This?”  
 • Is It Worth It?
 • Brick-and-Mortar versus On-line
 • Easiest. Most Convenient. Cost. Time. Effort.

Action 
“I Will Return [Exchange; Trade; Recycle] This”  
 • Journey to A Store
 • Explore Shipping Options
 • Pick-Up / Drop-Off

Reward 
“I’ve Returned [Exchanged; Traded; Recycled] This”  
 • Immediate Resolution
 • It Fits / It Works / Newest Version
 • Brand Promise / Fulfillment
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Returns Process 
Visualized

A return is an item, brought to a 

Best Buy store, regardless of condition, 

origin or intent. It can also be an 

exchange, a trade-in, or a recyclable.

So, what exactly is 
a “return”?
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CONCEPT  
Another feature of the “Best Buyer” pilot program, will 
be to tie the new services of the app, into an actual 
curbside parking stall - reserved for our pilot program 
guest (and future users).

PROJECTIONS  
As curbside usage and services increase, there will 
be a need to update, and improve upon, the process-
es by which the CX interacts from this designated 
“shopping” area. From towers, to beacons, to devot-
ed spaces, to syncing apps, to “robots”, there’s a lot 
that could be done.
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CONCEPT  
As part of the pilot program that we are calling “Best 
Buyer”, we will need to create an umbrella app in 
order to consolidate the experience and track the CX 
usage and habits. This pilot, CX-centric UI will use fea-
tures and functionality found within the competing 
Best Buy apps, while offering a more accessible and 
palatable tool set.

PROJECTIONS  
Moving forward, Best Buy needs to consider consoli-
dating all their apps, features, services and such, into 
one, simple to use, app called “Best Buy”. While “Best 
Buyer”, could still serve as the name of the new, 
umbrella membership program that incorporates 
both curbside and self-service lockers (via app).
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Pilot Application
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Recycling & Lockers 
Area Placement

PROBLEM 
In conjunction with the bins issues, current storage 
could be better utilized including the recycling locker 
floor print. No customer self-service option. 
 
SOLUTION 
Re-imagine the use and space for the current 
recycling locker unit. Re-evaluate placement of 
gaylords and cart. Design and develop, in the existing 
recycling space, a dual purpose use of a self-service 
recycle drop area and a self-service locker system 
with back-loading bins.
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TWIN CITIES PILOT (20 STORES) 
With each creative initiative comes the logistics of its’ 
implementation and execution. We must therefore 
“category test” our own solutions and services locally 
in order to observe, manage and reduced overall 
spend on future programs.

3-YEAR ENGAGEMENT 
With the completion of the pilot program, and the re-
sulting gathered analytics, habitual data, and lessons 
learned, a final strategy, with optimized solutions, will 
be produced. This will be the Companies’ Strategic 
Plan for a national execution of new initiatives, across 
all Best Buy stores.

Roadmap Roll-Out
POS UX STRATEGIC ROADMAP (3 YEAR PLAN) TASKS MILESTONES 2018 2019 2020 2021

Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3/Q4
STAGE I : DEVELOPMENT DEC. 01 – JUN. 01 Feb.-Apr. Feb.-Apr. Feb.-Apr.
STRATEGIC PLAN Strategy Review proposed project(s) and approve all, none or pieces “Green-lit” POS Strategy
PROJECT BUDGETS Strategy / Finance Itemize the scope and scale of said projects Complete Financial Cost Analysis
PILOT PROGRAM Strategy Detail the pilot program in process, policies, steps, actualization Pilot Program Defined

DEPARTMENTS Management Identify department(s) touch-points and gatekeepers/personnel Organization Chart
TEAMS Management Identify roles, responsibilities, personnel; establish teams Project Owner Chart
PROJECT PLAN Strategy Detail the current deliverables, timeline, people and executables Strategic Presentation Deck

STAGE II : DESIGN APR. 01 – NOV. 31
ASSIGNMENT PLAN Strategy Create a detailed project plan for teams Project Owners Deck

MARKETING PLAN Strategy / Design Produce materials to bolster store buy-in and customer awareness Program Marketing Materials

CUSTOMER SERVICE AREA Design / Production Per store evaluation and recommendation Approved creative, cost and # store(s)
DIRECTIONAL LANES Design / Production Cost analysis on production; final creative; manufacturer Approved creative, cost and # store(s)

RECYCLING/LOCKERS Design / Production Cost analysis on production; final creative; manufacturer Approved creative, cost and # store(s)

PRODUCT BINS PROCESS Development / Design Develop final process between sale, hold, store and move (via bins) Approved process and procedures
BEST BUYER APP Development / Design Develop final UI and features; Integrate with existing functionality Approved creative, functionality, code

BEST BUYER PARKING SPACE Design / Production Cost analysis on production; final creative; install Approved creative, cost and # store(s)

STAGE III : DEPLOYMENT NOV. 01 – Q1 2022
BRAND CS/GS AREA(S) Pilot Program Introduce visual policies/messaging along side branded areas Pilot Store(s) Launch

DIRECTIONAL LANES Pilot Program Introduce new ropes, toppers and floor runners Pilot Store(s) Launch

RECYCLING/LOCKERS Pilot Program Remove current “structure” and replace with new systems Pilot Store(s) Install
PRODUCT BINS PROCESS Pilot Program Replace current storage system with new bins and process Pilot Store(s) Install

BEST BUYER APP Beta Make app live and start keychain ID promotion and distribution Pilot App/Keychain Launch

BEST BUYER PARKING SPACE Pilot Program Install new parking signs and stall design Pilot Store(s) Install
PILOT PROGRAM Beta Inform and activate pilot program across EX for CX Pilot Program Launch

ANALYTICS Strategy Collect stories, data, habits, feedback, for final improvements Lessons Learned Deck

ALPHA Final Program Create final strategy, plan and budget based on lessons learned “Gold” Version for Rollout
PHASE II: NATIONAL Program Rollout Prep stores; educate EX; inform CX; phased rollouts 250; 500; 750; 1007 Launch
PHASE III: VARIATIONS Design Based on lessons learned and habits, improve and re-introduce Program Version 2

PHASE IV: LOCATIONS Development / Design Expand usage and accessibility with strategic locations Program Expanded

PHASE V: ADAPT/ADOPT Strategy Evaluate current climate, tech and tools for re-invention Program Advanced
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CONCLUSION 
When taking a holistic approach to finding strategies 
for cost saving initiatives within “services”, one must 
look at the big picture between product, people, 
process and profit. The solutions are simply not 
limited to one touch-point, but instead, across a 
whole sea (change) of customer experiences and 
employee procedures.

So, by investing in innovative ideas and contempo-
rary solutions, Best Buy can resolve known issues, 
problematic areas, antiquated systems and passé 
policies. All while increasing efficiencies, effective-
ness and reducing loss – across all user experiences.

Future State 
Summary

FUTURE STATE FLOW FOR FLAGSHIPS MOVING FORWARD
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CONCEPT  
Much like the current Store Pickup “runner” process, 
we see a system of segmented specialists who each 
not only manage product, but also process and guest 
expectations. Additionally, we see eliminating Store 
Pickup, in favor of either the Customer Service desk 
or self-service lockers. This would help in freeing up 
space for a potential Self-Checkout area.

PROJECTIONS  
As more and more of these types of experiences 
emerge, especially amongst our competitors, Best 
Buy will be perfectly positioned with their own pro-
cess of servicing product externally. 
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STEP 5.25 
CALCULATOR

Tire & Wheel Sets

Trail +
Mud +
Snow +
Snow +

• Durable, weatherproof  
 construction, designed to  
 perform in all off-road  
 riding conditions

• Installs easily: Mount bolts  
 into your choice of pre-  
 designated mounting   
 locations on vehicle frame

• Mirror attaches to mount  
 and is adjustable

• Convex design provides  

Utility & Performance

Audio & Lighting

Tire & Wheel Sets

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo

CHOOSE ACCESSORIES
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

As Configured

$22,499
Per Month

$287
As Configured
$22,499

Per Month
$287

BUILD SUMMARYBUILD SUMMARY

NEXT >

BUILD SUMMARY

view:  exterior  |  interior

360°

NEXT >

360°

view:  exterior  |  interior

Protection

Roofs & Windshields +
Doors & Panels +
Bumpers & Mirrors

Wide-Angle Rear View Mirror
$130 | See Details

Convex Rear View Mirror
$90 | Hide Details

Rear Steel Bumper
$200 | See Details

Front Deluxe Brushguard
$250 | See Details

Protection

Roofs & Windshields +
Doors & Panels +
Bumpers & Mirrors +

Utility & Performance

Audio & Lighting

1366 x 768 360 x 640

- 

STEP 5.50 
BUILD SUMMARY

Tire & Wheel Sets

Trail +
Mud +
Snow +
Snow +

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo

CHOOSE ACCESSORIES
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

As Configured

$22,089
Per Month

$287 CLOSE SUMMARY

NEXT >

view:  exterior  |  interior

360°

NEXT >

360°

view:  exterior  |  interior

Build Summary Restart Build

Protection

Roofs & Windshields +
Doors & Panels +
Bumpers & Mirrors +

Utility & Performance

Audio & Lighting

Velocity Blue

Ride Command Package
$400 | Remove

Convex Rear View Mirror
$90 | Remove

Build Summary Restart Build

Velocity Blue

Ride Command Package
$400 | Remove

Convex Rear View Mirror
$90 | Remove

As Configured
$22,089

Per Month
$287

CLOSE SUMMARY

1366 x 768 360 x 640

SCROLL AREA

STATIC

“BUILD SUMMARY” ENTERS FROM RIGHT

“CLOSE SUMMARY” EXITS TO RIGHT

- 

STEP 6 
I’M FINISHED

For your best price, please complete our form.

FIND A DEALER NEAR YOU

* First Name

* Last Name

* Email Address

  Phone Number

* Postal Code Search

* Postal Code Search

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo

YOUR RZR® BUILD
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

As Configured

$22,499
Per Month

$287
As Configured
$22,499

Per Month
$287

BUILD SUMMARYBUILD SUMMARY

GET INTERNET PRICE >

BUILD SUMMARY

view:  exterior  |  interior

360°

GET INTERNET PRICE >

view:  exterior  |  interior

Vehicles

Shopping Tools

Resources

For your best, available price, please complete.

FIND A DEALER NEAR YOU

* First Name

* Last Name

* Email Address

  Phone Number

* Postal Code Search

* Postal Code Search

1366 x 768 360 x 640

MAXIMUM 
REDUCTION

MAXIMUM 
SCROLL

NOTE: 
 
TIGHTEN UP THE FORM FOR MAXIMUM 
VIEW-ABILITY

“BUILD SUMMARY” STILL ACCESSIBLE

MAXIMIZE CONFIGURATOR RATIO WITH 
SCROLL RATIO

VEHICLE STILL INTERACTIVE AT THIS STEP

- 

STEP 2.25 
SEE SPECS

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo CLOSE

CHOOSE TRIM
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

Starting Price

$0
Per Month

$0
Starting Price
$0

Per Month
$0

CHOOSE TRIM

RZR® XP 4 Turbo FOX 
Edition
$25,499 | See Specs

Next-level FOX® Internal 
Bypass shocks for the 
ultimate off-road adventure.

64”
WIDTH

168
HP

13.5”
CLEARANCE RZR® XP 4 Turbo FOX 

Edition
$25,499 | See Specs

Next-level FOX® Internal 
Bypass shocks for the 
ultimate off-road adventure.

64”
WIDTH

168
HP

13.5”
CLEARANCE

5. 6.3.1. 4.2. TRIM

RZR® XP 4 Turbo
$22,499 | See Specs

Walker Evans Needle shocks 
for near bottomless 
performance.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo
$22,499 | See Specs

The most powerful engine 
available for unequaled 
power, torque and durability.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo
$22,499 | See Specs

Walker Evans Needle shocks 
for near bottomless 
performance.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo
$22,499 | See Specs

The most powerful engine 
available for unequaled 
power, torque and durability.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo

Starting Price

$22,499
Per Month

$287

RZR® XP 4 Turbo

Starting Price
$22,499

Per Month
$287

1366 x 768 360 x 640

NOTE: 
 
“STARTING PRICE” HAS PROPAGATED WITH 
THE MODEL “SEE SPECS” FUNCTION

- 

STEP 3 (PRE) COLOR 
ENTER ZIP

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo CLOSE

CHOOSE COLOR
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

Starting Price

$22,499
Per Month

$287
Starting Price
$22,499

Per Month
$287

CHOOSE COLOR

BUILD SUMMARYBUILD SUMMARY

NEXT >

BUILD SUMMARY

view:  exterior  |  interior

360°

NEXT >

Ghost Gray

Velocity Blue

Available Colors

Ghost Gray

Velocity Blue

360°

view:  exterior  |  interior

5. 6.2.1. 4.3. COLOR

Available Colors

ENTER CONFIGURATOR >

SKIP

FOR DEALER AVAILABLITY AND SPECIAL OFFERS,
PLEASE ENTER YOUR ZIP CODE

For the best experience of the Polaris Configurator,
please enter your location below.

ENTER CONFIGURATOR >

SKIP

FOR DEALER AVAILABLITY 
AND SPECIAL OFFERS, 
PLEASE ENTER YOUR

ZIP CODE

For the best experience of the 
Polaris Configurator, please enter 

your location below.

1366 x 768 360 x 640

NOTE: 
 
“ZIP CODE” GATE WITH CONFIGURATOR TEASE

DEPENDING ON WHICH CONFIGURATOR-ONLY 
STEP YOU ENTER (COLOR, PACKAGES OR AC-
CESSORIES), THE USER WILL BE PROMPTED

- 

STEP 3 
CHOOSE COLOR

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo CLOSE

CHOOSE COLOR
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

Starting Price

$22,499
Per Month

$287
Starting Price
$22,499

Per Month
$287

CHOOSE COLOR

BUILD SUMMARYBUILD SUMMARY

NEXT >

BUILD SUMMARY

view:  exterior  |  interior

360°

NEXT >

Ghost Gray

Velocity Blue

Available Colors

Ghost Gray

Velocity Blue

360°

view:  exterior  |  interior

5. 6.2.1. 4.3. COLOR

Available Colors

1366 x 768 360 x 640

NOTE: 
 
NO COLOR IN POPCORN TRAIL TO SAVE REAL 
ESTATE

THE DEFAULT LOAD OF THE VEHICLE IS ISO-
METRIC; MORE ENGAGING AND INVITING

THE “360” DEGREE ICON DISAPPEARS ONCE 
THE VEHICLE IS INTERACTED WITH

THE “FULL SCREEN” ICON RESETS THE VIEW 
TO ”DEFAULT-LOAD”

- 

STEP 1
CHOOSE MODEL

RZR® 900
$18,499 | See Trims

Power and agility to dominate 
60” trails.

RZR® 1000
$20,499 | See Trims

Power and suspension 
combine for a thrilling ride on 
and off the trails.

RZR® XP Turbo
$22,499 | See Trims

The most powerful engine 
available for unequaled 
power, torque and durability.

RZR® 900
$18,499 | See Trims

Power and agility to dominate 
60” trails.

• Bullet point one
• Point two of a bullet
• Third point might be the
 break point
• Four at most I propose

RZR® XP 4 Turbo
$22,499 | See Trims

The most powerful engine 
available for unequaled power, 
torque and durability.

• Bullet point one
• Point two of a bullet
• Third point might be the
 break point
• Four at most I propose

RZR® XP Turbo
$22,499 | See Trims

The most powerful engine 
available for unequaled 
power, torque and durability.

RZR® XP 4 Turbo
$22,499 | See Trims

The most powerful engine 
available for unequaled power, 
torque and durability.

• Bullet point one
• Point two of a bullet
• Third point might be the
 break point
• Four at most I propose

RZR® 1000
$20,499 | See Trims

Power and suspension 
combine for a thrilling ride on 
and off the trails.

• Bullet point one
• Point two of a bullet
• Third point might be the
 break point
• Four at most I propose

RZR® CLOSE RZR® CLOSE

CHOOSE MODEL
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

Starting Price

$0
Per Month

$0

Select Seats

1. MODELS 2. 3. 4. 5. 6.

Starting Price
$0

Per Month
$0

CHOOSE MODEL Select Seats

1366 x 768 360 x 640

ROLLOVER / CLICK

ROLLOVER / CLICK
NOTE: 
 
ADVANCE TO “CHOOSE TRIM”

#1 Vehicle Image. Note image Size versus    
card proportion

#2 “See Trim”

#3 Chevron

- 

STEP 2
CHOOSE TRIM

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo CLOSE

CHOOSE TRIM
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

Starting Price

$0
Per Month

$0
Starting Price
$0

Per Month
$0

CHOOSE TRIM

RZR® XP 4 Turbo FOX 
Edition
$25,499 | See Specs

Next-level FOX® Internal 
Bypass shocks for the 
ultimate off-road adventure.

64”
WIDTH

168
HP

13.5”
CLEARANCE RZR® XP 4 Turbo FOX 

Edition
$25,499 | See Specs

Next-level FOX® Internal 
Bypass shocks for the 
ultimate off-road adventure.

64”
WIDTH

168
HP

13.5”
CLEARANCE

5. 6.3.1. 4.2. TRIM

RZR® XP 4 Turbo
$22,499 | See Specs

Walker Evans Needle shocks 
for near bottomless 
performance.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo
$22,499 | See Specs

The most powerful engine 
available for unequaled 
power, torque and durability.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo
$22,499 | See Specs

Walker Evans Needle shocks 
for near bottomless 
performance.

64”
WIDTH

168
HP

13.5”
CLEARANCE

RZR® XP 4 Turbo
$22,499 | See Specs

The most powerful engine 
available for unequaled 
power, torque and durability.

64”
WIDTH

168
HP

13.5”
CLEARANCE

1366 x 768 360 x 640

NOTE: 
 
POPCORN TRAIL NOW INCLUDES
MODEL NAME AS WELL AS BRAND NAME

ADVANCE TO “CHOOSE COLOR”

#1 Vehicle Image

#2 Chevron
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1 BRAND Configurator Responsive Layout Experience Immersion Get To Dealer Social CTA Process Rating

2
3 KEY COMPETITORS

4 Polaris Yes Yes Full Centered Catalog 100% Full 360 Shopping Cart Icon Predominant  I'm Finished # 1-3 Steps 6

5 Can-Am Yes Yes Left Choose / Right Vehicle Clear / Clean / Bold Front / Back Menu - "Find A Dealer" None Send To A Dealer # 1-4 Steps 8

6 Ski-Doo Yes Yes Left Choose / Right Vehicle Clear / Clean / Bold Front / Back Menu - "Find A Dealer" None  Send To A Dealer # 1-4 Steps 8

7 Harley-Davidson Yes Yes Full Centered Clunky / Busy Zoom / Step Rotate Hidden Featured 4 (small) Options 6 Tab Text 6

8 Artic Cat No 3

9 Kawasaki Motorcycles No 3

10 Honda Powersports No 3

11
12 AUTO COMPETITORS

13 Jeep Yes Yes Full Centered Strong / Structured Front / Rear / 360 Int CTA - "Find A Dealer" None 3 CTA Choice 5 Tab Text 7

14 Ford Yes Yes Left Choose / Right Vehicle Brochure Exterior / Interior  Locate A Dealer  Top Icon None 3 CTA Choice Scroll / Icons 7

15 Chevrolet Yes Yes Left Vehicle / Right Choose Brochure In-Context Photos Chat None  Locate A Dealer # 1-8 Steps 6

16 Mini Yes Yes Left Vehicle / Right Choose Clean / Simple / Less Front / Back / Int  Dealer & Inventory  Top Icon  Be Social  Review  or Save 8 Tab Text 8

17 Porsche Yes Yes Left Vehicle / Right Choose Clean / Simple / Less Slides / 360 Installer Hidden None 3 CTA Choice Models / # 1-5 Tabs 7

18 Honda Yes Yes Left Vehicle / Right Choose Catalog 360 Slides Hidden None  Contact A Dealer Expanders 5

19 BMW Yes Yes Full Centered Crisp / Clean / Concise Slides  Find Your Local BMW Center None 3 CTA Choice 7 Text Only 8

20 Mitsubishi Yes Yes Left Vehicle / Right Choose Colorful / Playful / Bold Profile Menu - "Find A Dealer" None  Contact A Dealer 5 Step Progress Bar 8

21 Toyota Yes Yes Full Centered Brochure Exterior / Interior Menu - "Find A Dealer" Bottom / Strong  Request A Quote 5 Tab Icons 7

22 Lexus Yes Yes Left Vehicle / Right Choose Clear / Clean / Bold Ext / Int / Wheels Menu - "Find A Dealer" None  Get A Quote 4 Text Only 7

23 Hyundai Yes No Left Vehicle / Right Choose Catalog Ext / Int / Load 360 Menu - "Find A Dealer" None  Contact Me  (Dealer) # 1-6 Steps 7

24 Kia Yes Yes Full Centered Brochure 360 Ext / 360 Interior Hidden None Get A Dealer Quote # 1-4 Steps 5

UX / UI COMPARATIVE ANALYSIS

LESSONS LEARNED

• Out of all possible competitors research,  
 not all had configurators.

• By comparison, the Polaris configurator  
 experience was neither the best, nor worst.

• By comparison, Polaris did have the best  
 3D / 360° immersion of said vehicle.

• Positioning of the “vehicle” left, and   
 “choices” right seems best for usability.

• With so many vehicle options, a clean,   
 organized experience works best.

• Again, with so many options, simple   
 immersion of the vehicle is key.

• Making contact with the dealer, is our #1  
 KPI. Make it accessible and to the point.

• With our demographic, and industry, social  
 should not be distracting or priority.

• Again, the CTA should reflect our KPI of 
 “make dealer contact”.

• A numbered, and stepped process creates 
 a clear path for the user experience, and exit.

• Overall, the technology serving up the    
 Polaris Configurator is #1 in the market-   
 space. But the user experience needs    
 some polish and consistency across brands.
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PHASE II
UX / UI STEPPED FLOW

1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. SUMMARY
(Reward)

enter 
ZIP

Sticker 
Price: $0

Sticker 
Price: $0

KPI + Data Sticker 
Price: 
Base

Contact
Dealer

Calculate

Save, 
Share, 

or Send

Sticker 
Price: 

Custom

Contact
Dealer

Calculate

Sticker 
Price: 

Final Build

Contact
Dealer

Calculate

BRAND: 
“EXPLORE” 

THAN “BUILD”

CATEGORY: 
THEN “BUILD 
YOUR OWN” 

Save, 
Share, 

or Send
DEALER 

CONTACT 
OPTIONS

Save, 
Share, 

or Send

OR

SECONDARY
ENTRY
POINT

OR enter 
ZIP

SECONDARY
ENTRY
POINT

SECONDARY
ENTRY
POINT

- 

STEP 0
CHOOSE (SELECT SEATS)

Select Seats

1-Seat (1)

2-Seat (4)

4-Seat (3)

RZR® CLOSE

RZR® CLOSE

RZR® CLOSE

CHOOSE
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

Starting Price

$0
Per Month

$0

Starting Price

$0
Per Month

$0

Select Seats

1-Seat (1)

2-Seat (4)

4-Seat (3)

Select Seats

1-Seat (1)

2-Seat (4)

4-Seat (3)

Select Seats

1. MODELS 2. 3. 4. 5. 6.

Starting Price
$0

Per Month
$0

CHOOSE Select Seats

1-Seat (1)

2-Seat (4)

4-Seat (3)

Select Seats

1-Seat (1)

2-Seat (4)

4-Seat (3)

TO GET STARTED BUILDING YOUR RZR®, 
PLEASE SELECT SEAT OPTIONS. TO GET STARTED BUILDING

YOUR RZR®, PLEASE SELECT
SEAT OPTIONS.

1366 x 768 360 x 640

POPCORN TRAIL (SANS COLOR IN MODEL NAME) PLENTY OF SPACE ON BOTH DESKTOP AND MOBILE

ROLLOVER / CLICK

#1 DEFAULT STATE #2 ONE SELECTION ONLY #3 AFTER SELECTION, IMMEDIATE 
COLLAPSE

#4 REQUIRES INTERACTION 
TO RE-OPEN

- 

STEP 5 
CHOOSE ACCESSORIES

Tire & Wheel Sets

Trail +
Desert +
Rock +
Dunes +

Protection

Roofs & Windshields +
Doors & Panels +
Bumpers & Mirrors +

Utility & Performance

Audio & Lighting

• Durable, weatherproof  
 construction, designed to  
 perform in all off-road  
 riding conditions

• Installs easily: Mount bolts  
 into your choice of pre-  
 designated mounting   
 locations on vehicle frame

• Mirror attaches to mount  
 and is adjustable

• Convex design provides  

Utility & Performance

Audio & Lighting

Tire & Wheel Sets

RZR® XP 4 Turbo CLOSE RZR® XP 4 Turbo

CHOOSE ACCESSORIES
1. MODELS 2. TRIM 3. COLOR 4. PACKAGES 5. ACCESSORIES 6. I’M FINISHED

As Configured

$22,499
Per Month

$287 BUILD SUMMARYBUILD SUMMARY

NEXT >

view:  exterior  |  interior

360°

NEXT >

360°

view:  exterior  |  interior

Protection

Roofs & Windshields +
Doors & Panels +
Bumpers & Mirrors

Wide-Angle Rear View Mirror
$130 | See Details

Convex Rear View Mirror
$90 | Hide Details

Rear Steel Bumper
$200 | See Details

Front Deluxe Brushguard
$250 | See Details

Search by Part or Keyword GO

As Configured
$22,499

Per Month
$287

BUILD SUMMARY

1366 x 768 360 x 640

COPY-ONLY SCROLL

SEARCH BAR EXAMPLE

COLLAPSED 
HEADER

STRATEGY, UX/UI, 
CREATIVE WORK (2018)

UX/UI SHOPPING CART ACROSS 7 
BRANDS AND 7 LANGUAGES 

Competitive Analysis

Ideation

Development

Leadership

UX/UI Design

Phase I / Phase II Solutions

Copy

CSS Code

Analytics / Heatmaps

Documentation

Presentation Decks
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Your personal path to a place you’ll love

TM

CORE PREMIERE RELEASE 
Launch Date: APRIL 1, 2017

For internal use only. Do not copy or distribute. ©2017 Home Buyers Marketing II, Inc. (HBM2)

Experience the all new HomeScout with our revolutionary Core Premiere release. Encourage your new homebuyers to try out 
our new features and the immersive search experience as they explore 100% of the listings, 100% of the time.

SITE ENHANCEMENTS

WHITE LABELING

CONSUMER
ENGAGEMENT

SEARCH

LISTING  
DETAIL PAGE

HomeScoutHome Scouting
LEGACY CORE PREMIERE

VIP Code Access

Customizable Smart Links NEW FEATURE

Social Media FOR FUTURE RELEASE

Custom Look & Feel Mortgage Company Level

Share the App

Call Agent & Loan Officer

Contact Agent & Loan Officer

Schedule Showing Link to Agent Contact Info

Get Pre-Qualified Link to Loan Officer Contact Info

GPS / Near Me

Typed Location Search
(City, Zip, Address, MLS ID, Type Ahead)

Basic Criteria
(price, beds, baths, sqft, year built, acres)

Property Filters

National and Local MLS Search

Co-mingling Listings NEW FEATURE

Open House Display & Search NEW FEATURE

Agent Remarks Keyword Search

Save a Search

Advanced Search FOR FUTURE RELEASE

Save Property Notes

Virtual Tours

Open House Information

Pricing Calculator

Demographics

Lifestyle Display NEW FEATURE

1

 
Launch Date

 

PHASE III
&

PHASE PUBLIC

Tailored Based on Phase II Discovery

Public Launch Plan

CTA / ATTACHMENTS

Executable Date
PHASE I: March 24 - June 05

2017

MONDAY, SEPT. 24

JANUARY 2018

Communication

V 2.0 – CORE PREMIERE

V 2.5 – CORE COMPLETE

V 3.0 – HOMESCOUT (PP)

FEATURED FEEDBACK

WE ARE STILL LISTENING

V 2.2 SAVE-THE-DATE

V 2.2 SAVE-THE-DATE

WE ARE LISTENING

MIGRATE TO NEW HS

SAVE-THE-DATE

HomeScout Teaser Video Link

Core Premiere “Cheet Sheet” PDF

Look For Your SmartLinks Soon

SmartLinks URL; Promo Video

HomeScouting In-App Pop-Up

Request Comments; Feedback Form

GET HS ASSETS Deliver Assets Package

Request Comments; Feedback Form

Core Advanced “Cheet Sheet” PDF

Core Advanced Teaser Video Link

Post Notice on Dashboard

AUDIENCE: VIPs

PHASE II

Tailored Based on Phase I Discovery V 2.2 – CORE ADVANCED

TUESDAY, MARCH 28

FRIDAY, MARCH 31

MONDAY, APRIL 03

WEDNESDAY, APRIL 05

FRIDAY, APRIL 07

WEDNESDAY, APRIL 12

WEDNESDAY, APRIL 26

WEDNESDAY, MAY 02

THURSDAY, MAY 18

THURSDAY, JUNE 01

MONDAY, JUNE 05

COMM 2.1 - EMAIL

COMM 2.2 - EMAIL

COMM 2.3 - THE DASH

COMM 2.4 - EMAIL

COMM 2.5 - IN (HS-ING) APP

COMM 2.6 - EMAIL

COMM 2.7 - EMAIL

COMM 2.8 - THE DASH

COMM 2.9 - EMAIL

COMM 2.10 - EMAIL

COMM 2.11 - THE DASH

VIPs CommPlan
: APRIL 5, 2017

2

Your personal path to a place you’ll love

TM

For internal use only. Do not copy or distribute. ©2017 Home Buyers Marketing II, Inc. (HBM2)

Experience HomeScout, the first of a new suite of products in the legendary HomeScouting® family that features ease of 

reporting to stay connected to customers through every phase of the buying cycle. Go home scouting with HomeScout the 
personal path to a place you’ll love.

Your personal path to a place you’ll love

TM

NEXGEN HBM - 6

HOMESCOUT – AN IMMERSIVE SEARCH EXPERIENCE (ISE)

The HomeScout User Experience

With ease of use at the touch of a finger, a Buyer will be 

able to explore every listing, everywhere. Whether 

dreaming on the office computer, or driving by homes 

using a mobile, HomeScout is there to assist. Privately 

save the listings you like, quickly contact a local Agent

for a showing, or look Nationally at neighborhoods

for the next big move. HomeScout is a personal

path to the perfect place.

Premiere Features:

#1  IMMERSIVE SEARCH 

EXPERIENCE

#2  100% NATIONAL AND 

LOCAL MLS

#3  DEDICATED TEAMS 

AND TECH TO HELP A 

BUYER

NEXGEN HBM - 7

HOMESCOUT – A 100% NATIONAL AND LOCAL, MULTIPLE LISTING SERVICE (MLS)

The HomeScout Advantage

With the most comprehensive and 

complete MLS listings delivered to 

your fingers tips, HomeScout is

the most used, and trusted home 

scouting tool on the market.

32,000 REFRESHED LISTINGS A WEEK

NEXGEN HBM - 4

FEATURES

HOMESCOUT – AUDIENCE FEATURES

It starts with The Lenders (+LOs)

Lenders need to understand that this is simply 

the best and most efficient tool in connect-

ing Buyers to Loan Officers. It’s the industry 

“tech-tool” Agents/LOs will rely on to bridge 

the gap between Seller and Home Buyer.

It’s shared with The Agents

Agents want a private, trackable tool that allows both personal 

relationships and effective data management. Offering 

HomeScout® as an integrated and streamlined solution to 

potential Buyers, creates zero additional labor, eliminates 

location barriers, and produces more efficient transactions.

It’s used by The Buyer

With an invite from a Buyers’ Agent (or LO), the 

world of housing will be opened up. They want 

ease of use, no commitments, assumed privacy 

and all the expected features of home scouting at 

their fingertips. And they expect it to just work.

B2B B2C C2C

NEW LOOK AND FEEL INTERFACE

SITE TECHNOLOGY ENHANCEMENTS

DATA MIGRATION

CONSUMER ENGAGEMENT & SHARING

OPEN HOUSE (JUST LISTED) PLATFORM

THE DASH (CCMX)

CUSTOMIZABLE WHITE LABELING

CONSUMER ALERTS & PUSHES

CLIENT ALERTS & PUSHES 

CLIENT ENGAGEMENT FEATURES

DETAILED MAP VIEW

DETAILED LISTINGS PAGES

RICH SEARCH FUNCTIONALITY 

CONSUMERS NOTEBOOK

MILLENNIAL BRANDED

LOs

AND OF COURSE, SPEED, SPEED AND EVEN MORE SPEED...

	 J	 	 	 	 	 RELEASE DATE	 	 	 TODAYS’ DATE	 	 	 PHASE I: CORE PREMIERE (2.0)	 	 	 PHASE II: CORE ADVANCED (2.2)	 	 	 PHASE III: CORE COMPLETE (2.5)	 	 	 PHASE IV: PUBLIC PLAY (3.0)	 	 

	 201 03 APRIL 17 21 MARCH 17                       APRIL 03 - JUNE 04 JUNE 05 – SEPT. 03 SEPT. 04 – NOV. 05 JANUARY 2018

The successful launch of HomeScout consists of 3 version releases over a three phased communications approach. Phase I messaging is initially targeted towards THE stake holders to let them, and their teams, know. Secondary share holders will benefit from introductory content, basic awareness and shared word of mouth.

COMMUNICATION TARGET MESSAGE COPY / CONTENT OVERVIEW ACTIONS / ATTACHMENTS Mar 24 Mar 28 Mar 31 Apr 3 Apr 5 Apr 7 Apr 12 Apr 26 May 2 May 11 May 18 May 25 June 1 June 5 Sept 4

CORE PREMIERE LENDERS “WE ARE LISTENING” INTRODUCING / SHARE WITH TEAM
Generic; swap NAME and COMPANY Hello John. I thought I’d take a moment to share our recent launch news..

EMAIL The 10 Personalized from Steve to each On Apr 3, you’re invited to try the new HomeScout… Look soon for your Smartlink(s); Teaser video link

EMAIL The 10 Personalized from Steve to each This coming Monday, get ready to experience and explore our new… Cheat Sheet PDF; Download New App on Monday
EMAIL The 10 Personalized from Steve to each Monday, you’ll receive your Smartlink… please enjoy and share ur.. Look for your Smartlink(s)

EMAIL The 10 Personalized from Steve to each Please download app and share any feedback with us… Smartlink(s); Promo video link

EMAIL The 10 Personalized from Steve to each How has the experience been? What are ur LO / Agents saying? B2B and One to One Feedback
EMAIL The 10 Personalized from Steve to each We’ve been listening. A lot. And because of that, we’ve added new… Look for new Features soon

EMAIL The 10 Personalized from Steve to each Next week, we will be launching our HomeScout core advanced… From Feedback, new Features

CORE PREMIERE LO/AGENTS “WE ARE LISTENING” THE HOMESCOUT ADVANTAGE / LEGACY

EMAIL Top Tier Share “news” with other Agents On Apr 5, you’re invited to try the new HomeScout… Look soon for your Smartlink(s); Teaser video link

EMAIL All New , Welcome Feedback This Weds, get ready to experience and explore our new HomeScout… Cheat Sheet PDF; Download App on Wednesday
THE DASH Post Download/Feedback Let us know what you think of the new features based on feedback Download App link; Promo video link

THE DASH Post Download Assets Now Get the new HomeScout assets and templates to help you drive… Download HomeScout Asset Kit for “your” Business

EMAIL Top Tier Sign up for our Tech Training Talk Want learn learn all about the features and functionality of our new… Sign-Up Today
EMAIL Top Tier Sign up for our Tech Training Talk Last chance to learn about the advantage that is the new HomeScout… Sign-Up Last chance

THE DASH Post Share your feedback How has the experience been? What is everyone saying? Feedback

EMAIL Top Tier Learn and Share Today, you be some of the few with an advantage. And advantage in… E-Learning Training

EMAIL Top Tier New Care Advanced version We’ve been listening. A lot. And because of that, we’ve added new… Look for new Features soon
THE DASH Post New version now Get the latest version next week with new features like… Look for update next week

CORE ADVANCED “WE LISTENED” WITH ALL NEW FEATURES / COMPLETE LISITNGS V. 2.2

REPEAT / TWEAK

CORE COMPLETE “GOLD” SOLID STATE / NUMBER OF USERS / TOTAL FEATURES V. 2.5

REPEAT / FINAL

STRATEGY, UX/UI, 
BRAND WORK (2017)

CREATIVE DIRECTION FOR A 
HOME BUYING APP

Brand Strategy

Creative

Brand Name

Tagline

Logo Work

Launch Strategies 
 

App Design

Communications Plans

Writing + Copy 
 

“Introducing” Video

Presentation Decks
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WEATHER MOD

®

© 2016 JACKED RACECARDS  

SUNNY

DRY AND BRIGHT

STYLE

>30

JRC01.WM.01  

TRAFFIC MOD

®

© 2016 JACKED RACECARDS  

ONE-WAY

THE RIGHT DIRECTION

STYLE

>45

JRC01.TM.01

VEHICLE MOD

®

© 2016 JACKED RACECARDS  

OIL CHANGE
FLUID MAINTENANCE FOR PEAK 

PERFORMANCE

+5
TUNING

JRC01.VM.01

™

jacked.TMracing.tracks.cars.

®

cars.tracks.racing.jacked.TMcars.tracks.racing.jacked.TM

JRC
GARAGE

MY GARAGE

ENTER NEW VIN #

RACING RULES!

®

cars.tracks.racing.jacked.TM

© 2016 JACKED RACECARDS  |  JRC01.V01

Unmatched racing heritage from the 

Highlands meets unbeatable drive.

ENGINE

DISPLACEMENT

POWER

WEIGHT

POWER TO WEIGHT

TRANSMISSION

DRIVETRAIN

TOP SPEED

0 – 60

V-8 DOHC

7.0 liter

390 bhp @ 5400 rpm

3446 lb

.113 hp/lb

4-Speed

Rear-Wheel Drive

140 mph (225 km/h)

6.5 sec
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®

LR3O8Z21

#Unique VIN

®

cars.tracks.racing.jacked.TMcars.tracks.racing.jacked.TM

JRC
GARAGE

MY GARAGE

ENTER NEW VIN #

RACING RULES!

®

cars.tracks.racing.jacked.TM

© 2016 JACKED RACECARDS  |  JRC01.V01

Unmatched racing heritage from the 

Highlands meets unbeatable drive.
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POWER TO WEIGHT
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DRIVETRAIN
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0 – 60

V-8 DOHC
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390 bhp @ 5400 rpm

3446 lb

.113 hp/lb

4-Speed

Rear-Wheel Drive

140 mph (225 km/h)

6.5 sec
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#Unique VIN

®

cars.tracks.racing.jacked.TMcars.tracks.racing.jacked.TM

JRC
GARAGE

MY GARAGE

ENTER NEW VIN #

RACING RULES!

NORTHSTAR
Speedway

®

Duluth, MN

Open-air racing in The North keeps 

those engines cool and the tires chill.

TIME/DAY

CONDITION

COURSE

CAUTION

LAT / LONG

ELEVATION

BANKING DEGREES

LENGTH

CLIMATE

NIGHT

ASPHALT

CIRCUIT

DEER

47.09˚ N, 91.26˚ W

600 ft

9.4˚

11.62 mi (18.70 km)

SUB-ARCTIC

. . . . . . . . . . . . . . . . . . . . . . .

© 2016 JACKED RACECARDS  |  JRC01.T.01    

NORTHSTAR SPEEDWAY

RACE TYPE: TEST TRACK
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P
R

IN
T

 S
IG

N
A

T
U

R
E

P
R

IN
T

 S
IG

N
A

T
U

R
E

. . .

.
.

.
.

.
.

.
.

.
.

.
.

.
.

.
.

.
.

.
.

.

#6

#7

#8

#9

#2

#3

#4

#5

. . .

V
E
H

IC
L
E
 P

IN
K

 S
L
IP

PRINT SIGNATURE

.
.

.

#
1
 -
 N

E
W

 B
U
Y
E
R

#
1
0
 -
 C

O
L
L
E
C
T
O

R
D
R
IV

E
R
 I
D

DRIVER ID

REGISTER VEHICLE / DRIVER ID ONLINE    JACKEDRACECARDS.com

D
R
IV

E
R
 I
D OWNER

®

LR3O8Z21
© 2016 JACKED RACECARDS  |  JRC01.V01

Unmatched racing heritage from the 

Highlands meets unbeatable drive.

ENGINE

DISPLACEMENT

POWER

WEIGHT

POWER TO WEIGHT

TRANSMISSION

DRIVETRAIN

TOP SPEED

0 – 60

V-8 DOHC

7.0 liter

390 bhp @ 5400 rpm

3446 lb

.113 hp/lb

4-Speed

Rear-Wheel Drive

140 mph (225 km/h)

6.5 sec

. . . . . . . . . . . . . . . . . . . . . . .

1971 MONIKER LEO 500

DRIVER: Holland Wood

®

© 2016 JACKED RACECARDS  |  JRC01.V01.01

ENGINE

STYLE8525
70

TUNING

85

TIRES

80

CHASSIS

VEHICLE SPECS

DRIVER MOD

®

© 2016 JACKED RACECARDS  

OIL SLICK

EFFECT

–1POINT LASTS 5
TURNS

SLIP SLIDING AWAY

.
.

.
.

.
.

.
.

.
.

.

JRC01.DM.01

TRAFFIC MOD

®

© 2016 JACKED RACECARDS  

SPEED BUMP
SLOW DOWN ALREADY

TIRES

<45

JRC01.RM.01

STRATEGY, UX/UI, 
BRAND, PRODUCT (2016)

Ideation + Execution

Complete Brand

Strategy

Creative Direction

UX/UI Design + Code

Packaging

Storyboards + Video

Marketing Materials 
 

Launch Plans

Presentation Decks
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3

LANDING PAGE

UX - EXECUTIVE EDUCATION

FOR ORGS FOR IND CARLSON ADV CERTIFICATES

MIDCAP OFFER

DOWNLOAD COURSES CATALOG

COURSE CATALOG SEARCH BAR

SECONDARY MAIN NAVIGATION

CONNECT WITH EXED FOOTER

REQUEST INFO (GENERAL FORM / THANK YOU)

Side
Nav

REQUEST INFO (GENERAL FORM)

DOWNLOAD
COURSES CATALOG

REQUEST INFO
(GENERAL FORM)

Side
Nav

Side
Nav

Side
Nav

Side
Nav

COURSE TEMPLATE

Side
Nav

Thank
Yous

x 14

Course
Pages

x 14

General
Form
Thank

You

GEN MGMT EXCEL

Side
Nav

CERT OF EX CERT

Side
Nav

LEAD BIZ ADMIN

Side
Nav

Side
Nav

4

CONNECT WITH EXECUTIVE EDUCATION
EXECED@UMN.EDU 612-624-2545

DOWNLOAD BROCHURE

Carlson School of Management

321 19th Ave. South

Minneapolis, MN 55455

612-625-0027 - 877-625-6468

csom@umn.edu

Directions & Parking

Contact Carlson School

Faculty/PhD Directory

Current Students

Faculty & Staff

Alumni

Recruiters & Corporations

Media

© 2016 Regents of the University of Minnesota. All rights reserved.
The University of Minnesota is an equal opportunity educator and employer. Privacy Statement

<<
LINDSEY PARKER-SCHMITT

Director of Accounting, Sunburst Chemicals

The content is on-point and material covered is substantial and relevant 
based on the short amount of time. Thank you! 

“
LEARN MORE >

Learn about our programs 
and support for our regional 
"midcap" cluster

Midcap Offer

Carlson School researchers find 

work-family conflict interferes with 

workers' ability to tackle crucial 

tasks. read more >

THOUGHT LEADERSHIP

FACULTY
SPOTLIGHT

For Organizations

Create a custom program or join our upcoming, value-added courses.

VIEW COURSES / CUSTOMIZE >

For Individuals

Enroll in hands-on, interactive courses and earn career-enhancing certificates.

COURSES FOR YOU >

FOR ORGANIZATIONS

^

FOR INDIVIDUALS

^
^

CARLSON ADVANTAGE

^

EXECUTIVE EDUCATION CERTIFICATES

^

CONTACT EXECUTIVE EDUCATION

REQUEST INFORMATION >

DOWNLOAD COURSE CATALOG >

>>  Technology is rapidly rewriting the rules
>>  Talent has different skills and expectations
>>  And, competition is relentless, coming from old and new sources

Carlson Executive Education is all about transformation and partnership – 
which we deliver via accelerated custom programs or through “open” programs 
that build networks and feature peer-to-peer collaboration. Our programs are 
infused with action learning, industry executives, networking opportunities, and 
tools and frameworks to apply immediately back at work. 

THE BUSINESS PLAYING FIELD ISN’T WHAT IT USED TO BE...

FPO
Redefining Executive Education
Helping leaders, teams, divisions, and organizations step-up and thrive in today’s new normal.

EXECUTIVE EDUCATION
HOME    >    EXECUTIVE EDUCATION

CONNECT WITH DEPARTMENT NAME
DPRTN@UMN.EDU 612-123-4567

“ACTION LINK” FOR INFO

<<
FIRST LASTNAME

Title of Department, Company Name

Cum sociis natoque penatibus et magnis dis parturient montes, nascetur 
ridiculus mus. Praesent non pretium. 

“
LEARN MORE >

Vivamus eu neque libero. Sed 
at enim in arcu sagi�is luctus. 
Duis id porta enim.

Special Info / Offer Box

Carlson School sociis natoque pena-

tibus et magnis dis parturient 

montes, nascetur ridiculus mus. Sed 

quis metus.. read more >

CONET BOX TITLE

HEADLINE
TOPIC

Title Lowercase Bold

Lorem ipsum dolor sit amet, consectetur adipiscing elit.

“ACTION” BOLD UPPERCASE >

Title Two Goes Here

Morbi consequat nisi mauris, a dictum mi pellentesque egestas.

BUTTON ROLLOVER >

SECONDARY NAVIGATION

^

STARTS HERE

^
^

TITLE OF SECONDARY PAGE

^

TITLE OF ANOTHER PAGE

^

CONTACT “DEPARTMENT NAME”

REQUEST OR DOWNLOAD BUTTON >

BUTTON ROLLOVER STATE >

OPTIONAL THIRD “ACTION” BUTTON >

>>  Paragraph copy starts here.
>>  Donec vehicula odio ac libero sagi�is tristique.
>>  Mauris at diam lectus. Nunc varius metus sit amet molestie sagi�is.

Carlson Department nibh, eget lobortis ligula. Sed nec mi felis. Aliquam ex 
dolor, maximus in malesuada vel, luctus in dui. Curabitur ex lorem, blandit ut 
odio non, cursus luctus tortor. Integer gravida condimentum leo, ut venenatis 
lorem sodales vitae. Curabitur sodales ligula consectetur sapien feugiat 
venenatis. 

BODY HEADER CARLSON SCHOOL BOLD UPPERCASE

HERO IMAGE

IMAGE
OR

VIDEO

Three To Five Word Title
This is where a one-sentence description should be – supporting title or image.

DEPARTMENT NAME
HOME    >    LANDING PAGE

CONNECT WITH DEPARTMENT NAME
DPRTN@UMN.EDU 612-123-4567

“ACTION LINK” FOR INFO

Vivamus eu neque libero. Sed 
at enim in arcu sagi�is luctus. 
Duis id porta enim.

Special Info / Offer Box

Courses Coming Soon

Course Listing One

Another Course of Listings

Third Listing of Course of 
Course Could Go Here

SECONDARY NAVIGATION

^

STARTS HERE

^
^

TITLE OF SECONDARY PAGE

^

TITLE OF ANOTHER PAGE

^

CONTACT “DEPARTMENT NAME”

REQUEST OR DOWNLOAD BUTTON >

BUTTON ROLLOVER STATE >

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean hendrerit 
pharetra feugiat. Nunc vel euismod nisl, ut lobortis risus. Morbi est tortor, ele-
mentum vitae dolor blandit, lacinia maximus lectus. Maecenas porta pharetra 
aliquam. In hac habitasse platea dictumst. Duis nibh massa, ultrices sed maxi-
mus ut, interdum sed nisi. Pellentesque ultricies nunc odio, sit amet congue 
odio maximus vel. Sed at sapien leo. Sed ut eros leo. Maecenas in odio ex. In 
nisi nunc, scelerisque vitae justo id, bibendum rutrum lectus. Vivamus auctor 
libero tellus, vel aliquam lacus dictum non.

Title of Page

BG IMAGE (CARLSON)

UPPERCASE TITLE: Lowercase description of what is.

FIRST LASTNAME
Title of Department, Company Name

Cum sociis natoque penatibus et magnis dis
parturient montes, nascetur ridiculus mus.

Praesent non pretium.

“
SEARCH BAR

DEPARTMENT NAME
HOME    >    LANDING PAGE    >    SECONDARY PAGE

LANDING PAGE BASIC PAGE

4

CONNECT WITH EXECUTIVE EDUCATION
EXECED@UMN.EDU 612-624-2545

DOWNLOAD BROCHURE

Carlson School of Management

321 19th Ave. South

Minneapolis, MN 55455

612-625-0027 - 877-625-6468

csom@umn.edu

Directions & Parking

Contact Carlson School

Faculty/PhD Directory

Current Students

Faculty & Staff

Alumni

Recruiters & Corporations

Media

© 2016 Regents of the University of Minnesota. All rights reserved.
The University of Minnesota is an equal opportunity educator and employer. Privacy Statement

<<
LINDSEY PARKER-SCHMITT

Director of Accounting, Sunburst Chemicals

The content is on-point and material covered is substantial and relevant 
based on the short amount of time. Thank you! 

“
LEARN MORE >

Learn about our programs 
and support for our regional 
"midcap" cluster

Midcap Offer

Carlson School researchers find 

work-family conflict interferes with 

workers' ability to tackle crucial 

tasks. read more >

THOUGHT LEADERSHIP

FACULTY
SPOTLIGHT

For Organizations

Create a custom program or join our upcoming, value-added courses.

VIEW COURSES / CUSTOMIZE >

For Individuals

Enroll in hands-on, interactive courses and earn career-enhancing certificates.

COURSES FOR YOU >

FOR ORGANIZATIONS

^

FOR INDIVIDUALS

^
^

CARLSON ADVANTAGE

^

EXECUTIVE EDUCATION CERTIFICATES

^

CONTACT EXECUTIVE EDUCATION

REQUEST INFORMATION >

DOWNLOAD COURSE CATALOG >

>>  Technology is rapidly rewriting the rules
>>  Talent has different skills and expectations
>>  And, competition is relentless, coming from old and new sources

Carlson Executive Education is all about transformation and partnership – 
which we deliver via accelerated custom programs or through “open” programs 
that build networks and feature peer-to-peer collaboration. Our programs are 
infused with action learning, industry executives, networking opportunities, and 
tools and frameworks to apply immediately back at work. 

THE BUSINESS PLAYING FIELD ISN’T WHAT IT USED TO BE...

FPO
Redefining Executive Education
Helping leaders, teams, divisions, and organizations step-up and thrive in today’s new normal.

EXECUTIVE EDUCATION
HOME    >    EXECUTIVE EDUCATION

CONNECT WITH DEPARTMENT NAME
DPRTN@UMN.EDU 612-123-4567

“ACTION LINK” FOR INFO

<<
FIRST LASTNAME

Title of Department, Company Name

Cum sociis natoque penatibus et magnis dis parturient montes, nascetur 
ridiculus mus. Praesent non pretium. 

“
LEARN MORE >

Vivamus eu neque libero. Sed 
at enim in arcu sagi�is luctus. 
Duis id porta enim.

Special Info / Offer Box

Carlson School sociis natoque pena-

tibus et magnis dis parturient 

montes, nascetur ridiculus mus. Sed 

quis metus.. read more >

CONET BOX TITLE

HEADLINE
TOPIC

Title Lowercase Bold

Lorem ipsum dolor sit amet, consectetur adipiscing elit.

“ACTION” BOLD UPPERCASE >

Title Two Goes Here

Morbi consequat nisi mauris, a dictum mi pellentesque egestas.

BUTTON ROLLOVER >

SECONDARY NAVIGATION

^

STARTS HERE

^
^

TITLE OF SECONDARY PAGE

^

TITLE OF ANOTHER PAGE

^

CONTACT “DEPARTMENT NAME”

REQUEST OR DOWNLOAD BUTTON >

BUTTON ROLLOVER STATE >

OPTIONAL THIRD “ACTION” BUTTON >

>>  Paragraph copy starts here.
>>  Donec vehicula odio ac libero sagi�is tristique.
>>  Mauris at diam lectus. Nunc varius metus sit amet molestie sagi�is.

Carlson Department nibh, eget lobortis ligula. Sed nec mi felis. Aliquam ex 
dolor, maximus in malesuada vel, luctus in dui. Curabitur ex lorem, blandit ut 
odio non, cursus luctus tortor. Integer gravida condimentum leo, ut venenatis 
lorem sodales vitae. Curabitur sodales ligula consectetur sapien feugiat 
venenatis. 

BODY HEADER CARLSON SCHOOL BOLD UPPERCASE

HERO IMAGE

IMAGE
OR

VIDEO

Three To Five Word Title
This is where a one-sentence description should be – supporting title or image.

DEPARTMENT NAME
HOME    >    LANDING PAGE

CONNECT WITH DEPARTMENT NAME
DPRTN@UMN.EDU 612-123-4567

“ACTION LINK” FOR INFO

Vivamus eu neque libero. Sed 
at enim in arcu sagi�is luctus. 
Duis id porta enim.

Special Info / Offer Box

Courses Coming Soon

Course Listing One

Another Course of Listings

Third Listing of Course of 
Course Could Go Here

SECONDARY NAVIGATION

^

STARTS HERE

^
^

TITLE OF SECONDARY PAGE

^

TITLE OF ANOTHER PAGE

^

CONTACT “DEPARTMENT NAME”

REQUEST OR DOWNLOAD BUTTON >

BUTTON ROLLOVER STATE >

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Aenean hendrerit 
pharetra feugiat. Nunc vel euismod nisl, ut lobortis risus. Morbi est tortor, ele-
mentum vitae dolor blandit, lacinia maximus lectus. Maecenas porta pharetra 
aliquam. In hac habitasse platea dictumst. Duis nibh massa, ultrices sed maxi-
mus ut, interdum sed nisi. Pellentesque ultricies nunc odio, sit amet congue 
odio maximus vel. Sed at sapien leo. Sed ut eros leo. Maecenas in odio ex. In 
nisi nunc, scelerisque vitae justo id, bibendum rutrum lectus. Vivamus auctor 
libero tellus, vel aliquam lacus dictum non.

Title of Page

BG IMAGE (CARLSON)

UPPERCASE TITLE: Lowercase description of what is.

FIRST LASTNAME
Title of Department, Company Name

Cum sociis natoque penatibus et magnis dis
parturient montes, nascetur ridiculus mus.

Praesent non pretium.

“
SEARCH BAR

DEPARTMENT NAME
HOME    >    LANDING PAGE    >    SECONDARY PAGE

LANDING PAGE BASIC PAGE

UX/UI, STANDARDS, 
CODE (2016)

Development + Design 

Art Direction

Wireframes

Schematics + Architecture

Web Standards

CSS + Html + Coding

Drupal Engine

Presentation Decks
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Boutique Living in an Urban S etting

opening soon
NOW LEASING : BOUTIQUE URBAN RESIDENCES

the Neighborhood Edition

1. DTE COMMONS PARK

2. CITY GREENWAY

3. ST.  ANTHONY MAIN ST.

4. TARGET FIELD 

5. LORING PARK

6. WALKER ART CENTER

7. TARGET CENTER 

8. UNIVERSITY OF MN

9. NICOLLET MALL

10. CONVENTION CENTER

11. CENTRAL LIBRARY

12. GOLD MEDAL PARK

13. NICOLLET ISLAND

14. GUTHRIE THEATER

15. MISSISSIPPI RIVER

16. U.S. BANK STADIUM

17. STONE ARCH BRIDGE

18. WHOLE FOODS MARKET

19. MILL CITY FARMERS MARKET

20. WALKER SCULPTURE GARDEN

welcome to
SKYWAY

CONNECTED 

BIKE
TRAILS

BUS RAPID 
TRANSIT

LIGHT-RAIL
STATION

CAR
SHARING

DOWnTOWN MINNEAPOLIS

1

E

3

2
4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

20

19

N

W

E

S

EDITION RESIDENCES,  511 S. 4TH ST.,  MINNEAPOLIS MN 55415

3

612.278.9800  |  Leasing@EDITIONapts.com 

EDITIONapts.com

FOR SPRING 2016
NOW LEASING

BOUTIQUE URBAN RESIDENCES

the Neighborhood Edition

EDITION RESIDENCES,  511 S. 4TH ST.,  MINNEAPOLIS MN 55415

Boutique Living Comes to 
Downtown East Minneapolis

EDITION IS A COLLECTION OF THREE 
BOUTIQUE APARTMENT BUILDINGS OFFERING 
A CHIC AND SAVVY URBAN LIFESTYLE. 

Centrally positioned in the heart of Minneapolis, 

EDITION is easily accessible and is an extension 

to the surrounding new four-acre Downtown 

East Commons Park, skyway system and 

retailers. Once home to the Minneapolis Star 

Tribune, the neighborhood has been re-imagined 

as a premiere destination spot in Minneapolis. 

EDITION embodies boutique spaces and 

contemporary flair for urban dwelling that is 

remarkably newsworthy.

xoxo
edition

Downtown East: A City Renaissance

EDITION: Three boutique residences

AMENITIES ABOUND: 
Chic and savvy accommodations

4

5

7

BUILDING PLANS

FLOOR PLANS

TIPS 4 HAPPY DOWNTOWN LIVING

CROSSWORD PUZZLE

STAR TRIBUNE HOMAGE

10

12

14

15

15

Three boutique residences, with skyline views,
nestled on a spacious, four-acre park.

10

BUILDING PLANS

Building 511

2-5

1

6

1. MAIN ENTRY
2. RESIDENT LOBBY ENTRANCE
3. COFFEE LOUNGE
4. CONFERENCE ROOM
5. LEASING & MANAGEMENT
6. LOADING ACCESS
7. PARKING GARAGE ENTRY
8. HOUND TOWN DOG RUN
9. MUDDY PAWS LOCKER ROOM
10. RETAIL
11. GROUP FITNESS
12. FITNESS CLUB
13. CLUB ROOM
14. SKYDECK / SKYLOUNGE 
	 (6th	floor)
15. CLUB TERRACE

16. PARKING GARAGE ENTRY
17. SKYWAY CONNECTION 
	 (3rd	floor)
18. RESIDENT LOBBY ENTRANCE
19. LOADING ACCESS 
20. MODEL APARTMENT
21. RETAIL

22. PARKING GARAGE ENTRY
23. SKYWAY CONNECTION 
	 (3rd	floor)
24. RESIDENT LOBBY ENTRANCE
25. LOADING ACCESS
26. RETAIL
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1 BED / 1 BATH

1 BED / 1 BATH + DEN

2 BED / 2 BATH

2 BED / 2 BATH + DEN

3 BED / 2 BATH
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S

BOUTIQUE URBAN RESIDENCES
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Building 510 Building 640

Minneapolis is the
largest city in Minnesota 
and is a “sister city” to 
St. Paul.

The city is home to 
numerous lakes, creeks, 
wetlands and waterfalls 
in addition to the mighty 
Mississippi River. 

The Mall of America is 
known for being one of 
the largest malls in the 
world and it is located 
on 9.5 million square 
feet. 

Tied with Seattle, 
Minneapolis is the most 
literate city in the U.S. 

Minneapolis is home to 
the largest urban sculp-
ture garden and the 3rd 
largest theater market.

In 1912, the first Better 
Business Bureau was 
founded here. In 1926, 
the first pop-up toaster 
was founded here.

In 1889, the Minneapolis 
Public Library became 
the very first library
that separated their 
children’s books from 
their adult’s books.

There are more golfers 
in Minneapolis than any 
other city in the U.S.

There is an 11 mile 
skyway system in the 
downtown area that 
allows you to shop, 
work, eat, and even live 
without ever having to 
go outdoors. 

5

4

3

2

1

MINNEAPOLIS FUN FACTS

BOUTIQUE URBAN
RESIDENCES 

HAN TRAN
Business Manager

 
511 S. 4th Street

Minneapolis, MN 55415
 

T. 612.278.9800  M. 612.619.1489
 

Han.Tran@Excelsiorllc.com
 

EDTIONapts.com

LEASING NOW

EDITION

612.278.9800

Leasing@EDITIONapts.com

EDITIONapts.com

BRAND, UX/UI, COPY, 
CAMPAIGN, (2015)

Brand Development + Design 
 

Logo Work + System Id 
 

Marketing Materials 
 

Newspaper Brochure

Enewsletter

UX/UI Design + Code

Html Website  (V.1)

Responsive Website (V.2)

Rentcafe Engine
 

Skyline Illustration

Map Illustration 
 

Sales Copy 
 

Icon Work
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DELICIOUS OPTIONS
ALL DAY LONG.

PLEASE VISIT ONE OF OUR LOCATIONS

14638 Cedar Avenue, Apple Valley
3868  150th Street West, Rosemount
1100 East County Road 42, Burnsville

PRINT, DIGITAL, 
MARKETING, 

CAMPAIGNS (2014)

Email Blasts 
 

Advertisements

On-Line Ads 
 

Packaging 
 

Point-Of-Purchase 
 

Web Banners 
 

In-Store Displays + Signage

Web Take-Over

Stadium Led Digital Ads



- 11 

0157.01 UPTOWN

USER EXPERIENCE / INFORMATION ARCHITECTURE
[ROUND 1]

PRESENTED   20 . JANUARY . 09

BRAND CORPS©

BUSINESS SITE

BRAND: APPROPRIATE & CONSERVATIVE

MAJOR EVENT SITE

BRAND: CREATIVE & YEARLY THEME

FEEDS

FEEDS

FEEDS

BEUPTOWN.com

UPTOWNMINNEAPOLIS.com

UPTOWNARTFAIR.com

ARTISTS  |  FOOD VENDORS  |  VOLUNTEER  | SPONSORS

CONTACT  |  ADDRESS  |  UPTOWNARTFAIR.COM  |  BEUPTOWN.COM

ABOUT UA  |  BUSINESSES  |  MEMBERS  |  RESOURCES

CONTACT  |  ADDRESS  |  UPTOWNMINNEAPOLIS.COM  |  BEUPTOWN.COM CONTACT  |  CONTRIBUTE |  UPTOWNMINNEAPOLIS.COM  |  UPTOWNARTFAIR.COM

HISTORY

AWARDS

MAP

EVENTS

ARTISTS

PERFORMANCE STAGE

MERCHANDISE

VOLUNTEER

ABOUT UA

MISSION STATEMENT

BOARD OF DIRECTORS

MONTHLY MINUTES

STAFF

HISTORY

CONTACT

BUSINESSES

DIRECTORY

RESTAURANT

RETAIL

SSD

BUSINESS

MEMBERS

BENEFITS

MEMBER LIST

HOW TO JOIN

COMMITTEES

GET INVOLVED

RESOURCES

COMMON PHONE #’s

LINK TO SSD

NEIGHBORHOOD ASSOC.

MAP

ARTISTS

APP. LINK TO ZAPP

ARTIST LIST
(WITH PHOTO GALLERY)

COMMEMORATIVE
ARTIST

MAP / ARTIST GUIDE

FOOD VENDORS

APPLICATION

LIST OF VENDORS
MAP / GUIDE

PERMITS

VOLUNTEER

LINK TO DATABASE

SPONSORS

APPLICATION

SPONSOR LIST

SPONSOR GUIDE / MAP

LAST YEAR’S SPONSOR REPORT

WELCOME / HISTORY

LIFESTYLE SITE

BRAND: ACTIVE, VIBRANT, INFORMATIONAL, WEBZINE, ADVERTISING

GENERAL UPTOWN INFO

UPTOWN ASSOC. INFO

ART FAIR INFO

UPTOWN ASSOCIATION
WHO, WHY, WHAT

CURRENT EVENT INFO
ART FAIR, BIKE RACE, LOPPET, ETC

PHOTOS CALL TO ACTION CALL TO ACTION

NEWS EVENTS LIST

LINKS BACK

LINKS BACK

LINKS BACK

FEATURED
MEMBER(S)

DIRECTORY MERCHANDISE

BEUPTOWNUPTOWN ARTFAIR

UPTOWNMINNEAPOLIS BEUPTOWN

ART FAIR INFO

ART FAIR 200X

SPONSORS

NEWS
GREAT STREET NEIGHBORHOOD BUSINESS DISTRICT PROGRAM

Establishing systems for all of Uptown would be beneficial in many ways to not only the 
area, but the Twin Cities as a whole. By having a common brand and voice, Uptown is able 
to differentiate itself from similar destinations. It’s able to change the perception of what 
people believe it to be, versus what Uptown markets itself to be. Specifically, with the new 
vision of Uptown, Uptown itself is able to promote a more positive type of lifestyle filled with 
opportunities and activities. Effectively including all neighborhoods and businesses into a 
productive positive push of an awareness campaign.

 East Isles  Kenwood Area  From The Walker
 Lowry Hill East  Wedge Area  To Lyn-Lake
 ECCO   Lyn-Lake Area  To Lakewood Cemetery
 CARAG   South Henn Area  Down to Calhoun Village

Some of the systems that would be created help in allowing local business to directly com-
municate with a their potential consumer and demographic. These systems include a uni-
fied brand, a Business to Business website, a Business to Consumer website, and an event 
driven site. Another deliverable is a specifically branded “publication” targeted at the Up-
town area only – for Uptown, by Uptown. This again allows for an additional outreach to 
consumers, information and opportunities.

Having materials to advertise, promote and discuss helps local businesses with their own 
brand awareness. For those that don’t have the means or a budget for traditional media re-
lationships, our systems allow for a common, more targeted and cost-effective solution.

#4

BENEFITS OF A NEW UPTOWN BRAND

ART FAIR

FINE ART

NATIONAL

“UPTOWN”

CALHOUN
SQUARE

SHOPPING

FOOD

DRINKS

LANDMARK

UPTOWN
AREA(S)

LORING PARK

THEATERS

LAKES

LIVING

WALKER

NIGHT
LIFE

BARS

RESTAURANTS

EVENTS

OUTINGS

SHOPS

CALHOUN SQUARE

LOCALLY OWNED

UNIQUE

VARIETY

ESSENTIALS

LOCATION

v. DOWNTOWN

v. OTHER AREAS

ALTERNATIVE

NATURAL 
RESOURCES

uptown
the

THE BUSINESS OF COMMUNITY 
UPTOWN ASSOCIATION

T O W N
M I N N E A P O L I SU P

W H E R E  T H E  G R E E N S  M E E T  T H E  B L U E S

CREATED + DESIGNED + DEVELOPED

DO NOT DISTRIBUTE

“ UPTOWN is a unique destination that combines shopping and dining with nature and lifestyle. ”

Places to BE in the Uptown area

Lakes + Life

Lake Calhoun is the main 

attraction here, with walking and 

biking paths, a popular beach, 

outdoor restaurants, ice cream 

shops, and nearby retail.

PLACES TO BE

Hennepin + Lake St

Uptown's epic center, with 

national and local shops, a mass 

of restaurants, bars, and 

entertainment, and the energy 

of a dense urban neighborhood.

PLACES TO BE

Walker + Wedge

Hennepin and Lyndale connect 

Downtown to Uptown and are 

made up of unique and practical 

stores and cafes intermixed

with housing.

PLACES TO BE

Lyndale + Lake St

A bustling center of activity like 

Hennepin + Lake but more 

bohemian. With numerous live 

music, art, and theater venues, 

restaurants, bars, and stores, 

Lyn-Lake is great to explore.

PLACES TO BE

LAKE
CALHOUN

LAKE
OF THE ISLES

LAKE
HARRIETT O W N

M I N N E A P O L I SU P
W H E R E  T H E  G R E E N S  M E E T  T H E  B L U E S

CEDAR
LAKE

LORING
PARK

LAKEWOOD
CEMENTARY

MINNIKAHDA
COUNTRY

CLUB

WEST
CALHOUN
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BE UPTOWNBE UPTOWNTHINGS TO DO

a unique destination that
combines shopping and dining
with nature and lifestyle

BE HERE

Uptown, Minneapolis is a trendy, hip and 
refreshingly unconventional area that 
offers a wide selection of businesses 
surrounded by vibrant neighborhoods and 
the great outdoors. From funky, eclectic 
bars to decadent salons, the Uptown area 
provides an interesting selection of retail-
ers and people to create a dynamic urban 
energy like no other. With an assortment of 
unique coffee shops, great restaurants, 
innovative theater, cutting edge artwork, 
lakes and bike paths, and an assortment of 
independent film and music collectives, 
there is never a shortage of sights to see 
and things to do in the Uptown area.

Centered around CALHOUN SQUARE at 
LAKE STREET and HENNEPIN AVENUE, 
Uptown blends the sophisticated, the 
scenic, and the stylish into one, providing 
the perfect potpourri of places to go and 
people to see. Dive into the diversity of the 
area and savor the various flavors at your 
fingertips – all year long.

SHOP AT SOME OF THE BEST LOCAL AND 
NATIONAL RETAILERS

GRAB A BITE OR DRINK AT ONE OF OUR 
UNIQUE RESTAURANTS

CATCH SOME THEATER, OR A MOVIE, OR A 
NIGHT OUT DANCING OR BOWLING

RENT A BIKE OR CANOE AND HEAD OUT 
ON ONE OF THE MANY BIKE PATHS OR 
AREA LAKES

STOP INTO ONE OF THE MANY SALONS 
FOR A NEW LOOK, OR PICK UP SOME NEW 
CLOTHES FROM THE LOCAL BOUTIQUES

WALK THROUGH THE SCULPTURE 
GARDEN, BLADE BY THE ROSE GARDEN, 
OR CHECK OUT SOME ART WORK AT THE 
LOCAL MUSEUMS

THERE’S ALWAYS PLENTY GOING ON IN 
THE UPTOWN AREA.

GETTING HERE
Uptown is located 5 minutes southwest of Downtown Minneapolis 
adjacent Lake of the Isles and Lake Calhoun. Uptown is made up of five 
districts centered along Lake Street at Hennepin and Lyndale Avenue 
and stretching west past Lake Calhoun and north to Franklin Avenue.
 
BIKE
Uptown is easily accessible via local streets, the Midtown Greenway 
Trail, Lake Calhoun and Lake of the Isles trails, and the Bryant Avenue 
Bikeway.
 
BUS
Uptown is a transit hub, with frequent service to Downtown Minneapo-
lis, Midtown along Lake Street, and communities to the southwest and 
west. Routes 4, 6, 12, 17, 21, 23, 53, 114, and 115 serve the Uptown 
community. Visit MetroTransit.org or call (623) 373-3333 for route 
information.
 
CAR
From the North, go eastbound on I-94 to Hennepin/Lyndale exit and 
follow Hennepin or Lyndale Avenue from Loring Park south past Franklin 
Avenue. From the west, take MN-100 to Excelsior Blvd, Lake Street, or 
MN-7 and head east to Uptown. From the Airport/Mall of America, head 
west on I-494; north on I-35W to Lake Street/31st Street exit. Continue 
to Lake Street and take a left and go west to Uptown. From St. Paul, 
head west on I-94 to Southbound Hennepin or Lyndale Avenue.
 
PARKING
Public parking ramps and lots are located within one block of the 
intersections of Hennepin Ave. and Lake St. and Lyndale Ave. and Lake 
St   Additional lots are located on the north side of Lake Calhoun.  Look 
for the signs.  Meter parking is plentiful along most commercial streets.  
Many businesses also offer valet parking.
 

Visit UptownMinneapolis.comVisit UptownMinneapolis.com
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BE UPTOWN

a unique destination that
combines shopping and dining
with nature and lifestyle
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Friday
12:00pm - 8:30pm

Saturday
10:00Am - 8:30pm

Sunday
10:00Am - 6:oopm

Features
to Include:
Over 350 artists

25 Food Vendors

Youth Art Exhibits

Indoor Wine Garden

Celebrity Art Auction

Interactive Family Activities

Community Billboard Painting

CBS Outdoor Performance Stage

UPTOWN ASSOCIATION
HELPING CREATE A COMMUNITY TROUGH COMMUNITY 
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Official Media Sponsors

2009 sponsors

Art Hop Sponsors

 Official Beer Official Beverage Official Framer Official Wine

It is inspiring to find sponsors who support the vision of a 
fine arts community. We are deeply grateful to the following:

For more information
612-823-4581         UptownMinneapolis.com

In Uptown, Minneapolis at the intersection of LAKE STREET 
and HENNEPIN AVENUE

PROPOSAL PREPARED FOR

GREAT STREETS NEIGHBORHOOD BUSINESS DISTRICT PROGRAM

UPTOWN ASSOCIATION - 5

“Place-branding is something new – in 
fact the phrase was only coined in 2001. 

Rather than a simple marketing
campaign, the ideal place-branding

exercise sees a new brand as a visual 
signifier of a deep-rooted strategic

repositioning of Uptown.”

– Holland 

The term “place branding” refers to a city, country or a tourist destination, and to their competition 

for tourists, visitors, investors, residents and other resources. In our case, that destination is what 

has been know as Uptown, for better or worse. Our place branding exercise is based on a strate-

gic approach to public relations, stating that a change of image is an ongoing, holistic, interactive 

and wide-scale process, requiring much more than a quick change of logo or slogan. We are plan-

ning systems, not just paint jobs, to create activity and stimulus for the Uptown area.

In other words, brand management for Uptown does not merely consist of attaching new labels, 

but consolidates the essential characteristics of the individual identity into a brand core. As part 

of this holistic process, the creation of a brand sets social, economic and cultural processes in 

motion which can nuance, strengthen or correct others’ perceptions. The routine development of 

mechanisms leading to a strong and consistent brand is highly important for place branding and 

fiscal growth. Development of this type does not merely promote a core message, a logo or a claim 

to the public, but additionally communicates the place brand on a long-term basis using a consis-

tent communication concept. What we build today, will create years of continued growth.

Our Uptown community is not immune and our needs are greater than ever. Budgets have been 

cut and the struggle for attention and preference is not limited to the contest between Uptown and 

Downtown; even within other parts of the Twin Cities, there is a fierce competition between city 

centers vs. neighborhoods, big box retailers vs. main streets, shopping malls vs. traditional down 

towns. This heightened competitive environment makes it important for places, no matter their 

size or composition, to clearly differentiate themselves and to convey why they are relevant and 

valued options. In doing so, additional awareness is created resulting in additional traffic.

The Uptown Association, and it’s creative team, has a commitment to a community-wide strategy 

on what will distinguish the community from others, as well as a community-wide effort to ef-

fectively communicate and create a unique destination experience to the customer, retailer and 

resident. Rather than being advertising-based, this brand effort focuses on delivering an excep-

tional experience that is memorable, emotional and systems based. We will do this through many 

different marketing channels while reinforcing a singular, Uptown vision.

#2

STAR TRIBUNE, Feb. 15, 2009
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BEUPTOWN
NETWORK

Proud Member

WINDOW CLING
Provided by UA for Members
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What part of Uptown
do you want
to BE?

BAR / RESTAURANT COASTERS
Provided by UA for Members

BE UPTOWN & USE YOUR CARD HERE

Uptownian Deal of the

DAY WEEK MONTH
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U P T O W N I A N

BAR / RESTAURANT TABLE TENTS
Provided by UA for Members

Reverse side is a constantly, updated list of 
the Uptown businesses who participate.

How the Card Works.

Where to get more info.

Where and How to Buy.

3X CAMPAIGNS, 
BRANDS, UX/UI, COPY 

(2008-2014)

Brand Strategies + Plans 

Creative Direction 
 

Grant Writing (Won Both) 
 

Logos + Taglines

Presentation Decks

Brochures + Copy 
 

Photography

Wireframes 
 

UX/UI Design + Coding

Storyboards + Videos

Marketing Materials

System Ids

Illustrations
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Video Plays

Gallery Open

Pick Video Model Overview

MENU

PHOTOS

COLORS + 360

Logo

XTS SPORT SEDAN

MSRP Starting at 

$00,000*

BUILD YOUR OWN

Compare with Competitors »

Current Offers »

Estimate Payments »

Request a Test Drive »

Search Inventory »

Get Updates »

300 HP
V8 Engine00 MPG

Highway

GET THE SHOWROOM APP TO 

SAVE YOUR BUILT VEHICLES

NEXT STEPS:

Download App

TRIMS & SPECIFICATIONS

FEATURES

View 2013 Model »

LOREM IPSUM DOLOR IT

MENULogo MENULogo

+

MODEL OVERVIEW
+

share

+

MODEL OVERVIEW

share

TRIGGER

m.cadillac.com/futurepage

1

3

2

54

Resolve to:m.com home

1. Lorem ipsum 
dolor

5. Lorem ipsum 
dolor

6. Lorem ipsum 
dolor

7. Lorem ipsum 
dolor

8. Image Gallery

2. Lorem ipsum 
dolor

3. Lorem ipsum 
dolor

4. Lorem ipsum 
dolor

1. Lorem ipsum 
dolor

5. Lorem ipsum 
dolor

6. Lorem ipsum 
dolor

7. Lorem ipsum 
dolor

8. Image Gallery

2. Lorem ipsum 
dolor

3. Lorem ipsum 
dolor

4. Lorem ipsum 
dolor

» »
Secondary nav bar appears at landing, then 
dissolves below. Swiping returns nav bar.  

Primary Navigation

+

x

Buttons are thumbnails of view-through zones for easy recognition.  

1. 2.

4. 5.3.

1. Hidden Storage 2. Configurable
   Instruments

3. CUE Screen 4. High Res Camera

UX/UI, PROTOTYPING, 
DIGITAL (2011; 2012)

User Flows

Wireframes 
 

Architecture

UX/UI Design

On-Line Static Ads

Digital Dynamic Ads 

Web Banners

Digital Formats

Presentation Decks
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BRAND, UX/UI, PRINT, 
DIGITAL (2010)

Creative Director

Brand + Design

Logos + Tagline

Brochures

UX/UI Design + Code

Marketing Materials

Photography

Tradeshow Booth

Print + On-Line Ads

P.O.P. Displays
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ALLURE YOUR SENSES with lounging fire pits, savory atmospheres and the tastes that define Italian cuisine. Nestled on the corner of Block E across from the Target Center, BELLANOTTE is Minneapolis’ most inviting spot for signature dishes and refreshing beverages. Our warm, welcoming ambience caters to every need as you indulge in a unique dining experience that is both comfortable and contemporary. Enjoy wood-fired pizzas, choice seafood, steak and
chops or our renowned pastas. As you listen to the nightly entertainment, don’t forget to visit our bar and lounge area which features some of the most unique cocktails and finest wines 

available. At BELLANOTTE, we have all the ingredients to make it a “beautiful night”







FOR DINING. FOR DANCING. FOR INDULGING. 
FOR A BEAUTIFUL NIGHT.

At                                          we create each dish with the freshest ingredients 

and complement the meal with wines from around the world. Come 

experience our energy for lunch, dinner or late night.

Cenare 
Con Noi

Try our delicious lunch menu                    
in surroundings sure to impress.

[Dine With Us]

CORNER OF 6TH STREET AND FIRST AVENUE IN BLOCK E  |  612.339.7200  |  BELLANOTTEMPLS.COM

Join us for HAPPY HOUR
Monday-Friday 4PM-6PM and All Day Sunday

$2.50 DRINKS and $2.50 APPETIZERS

U L T R A  L O U N G E

E S C A P E
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600 HENNEPIN AVENUE SOUTH, SUITE 170, MINNEAPOLIS, MN 55403
phone 612.339.7200  |  www.bellanottempls.com  |  fax 612.333.2805

q q

qq
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GIFT CERTIFICATE yyyy
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2X BRAND, UX/UI, PRINT, 
DIGITAL (2008, 2009)

Marketing Strategies

Escape Logo

Brands

Photography 
 

Video

Copy

UX/UI Design + Code

Marketing Materials

Menus

Signage

Press Releases

Advertisements
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GET LIT. CHILL OUT.

GET LIT CHILL OUT

GET LIT. CHILL OUT.

MODWARE

GET LIT. CHILL OUT.

PERSONALIZED PERFORMANCE FOR YOUR PC

PERSONALIZED PERFORMANCE FOR YOUR PCC
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 | UV

QUAD LED
FANS

QUAD LED
FANS

QUAD LED
FANS

UV FAN
FANS

LASER CUT
GRILLS

LASER CUT
GRILLS

ATA 133
CABLES

ATA 133
CABLES

ATA 133
CABLES

ATA 133
CABLES NIBBLER

CABLES

USB
CASES

FLOPPY
CABLES

FLOPPY
CABLES

FLOPPY
CABLES

FLOPPY
CABLES

WINDOW
CASES

MODWAREGET LIT CHILL OUT

WINDOW + MOD KIT
CASES

WINDOW + MOD KIT
CASES

WINDOW + MOD KIT
CASES

MODDING SECTION FOR ENDCAP C8

QTY 3 QTY 3 QTY 3 QTY 3
QTY 3

QTY 3 QTY 3 QTY 3 QTY 3 QTY 3

QTY 3 QTY 3 QTY 3 QTY 3

QTY 3

QTY 3QTY 3QTY 3

QTY 4 QTY 4 QTY 4 QTY 4QTY 4 QTY 4

80BLU4 80GRE4 80RED4 80REDUV CFG80TU CFG80RA

PART NUMBERS FOUND ON THE BACK OF THE PRODUCT NEXT TO THE UPC.

CCBLU CCGRE CCRED CCUV

2A36BLU 2A36RED 2A36YEL 2A36SLV
CWTOOL

1F18BLU 1F18RED 1F18YEL 1F18SLV 6EU2BLU

CW1185R

WMKBLU WKMGRE WMKRED

MODWAREGET LIT CHILL OUT
SM TM

PC MODDING TODAY and FUTURE

Above graph shows pc market growth getting help from gaming market growth. 

As gaming market grows, pc modding market increases. 

As pc market lacks significant technological innovation, pc modding market becomes an obvious 
avenue of profitable revenue generation in years to come.
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MODWAREGET LIT CHILL OUT
SM TM

(1) CLEAR ACRYLIC ATX CASE

(1) 12" NEON COLD CATHODE LIGHT

(1) 36” ROUND ATA133 IDE CABLE

(1) 24” ROUND FLOPPY DRIVE CABLE

(5) QUAD LED FANS 80mm

(1) LASER CUT FAN GRILL 80mm

(2) FAN FILTERS 80mm

(4) CHROME FAN GRILLS 80mm

(1) GET LIT VISUAL EXPERIENCE CD

(1) CHILL OUT AUDIO EXPERIENCE CD

MODWARE CASE + MOD KIT

4 Color Retail Package

3 Colors; Blue, Red, & Green

EASY ASSEMBLY. COLOR CODED. ICON CATEGORIZED.

COMPLETE KITS

LIGHT ACCESSORIES

COOLING FANS

SPECIALIZED CABLES

POWER SUPPLIES

VISUAL/AUDIO CDS

SUBZERO BLUE

HELLFIRE RED

ATOMIC GREEN

STINGER YELLOW

QUICK SILVER

BRAND, PRODUCT, 
UX/UI, PACKAGING 

(2007)

Ideation + Execution

Brand

Strategy

Creative Direction

Packaging

UX/UI Design + Code

Website

Storyboards + Video

Marketing Materials 
 

Launch Plans

Presentation Decks
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Your personal path to a place you’ll love

TM

THE GREENCLEAN CREW BRAND LOGO SHEET

DO NOT SCAN OR DIGITALLY RECREATE THESE IMAGES WITHOUT THE PERMISSION OF THE GREENCLEAN CREW.
Contact HOLLAND WOOD at 612.801.1003 for approved digital versions and ink color information.

 LOGO AND 'DIAMOND' MARK ARE TRADEMARKS OF THE GREENCLEAN CREW

Created + Designed + Developed by HOLLAND WOOD  |  HollandWood.com  |  © 2018 HOLLAND WOOD / THE GREENCLEAN CREW
 

FUTURA (CONDENSED EXTRA BOLD)
LOGO FONT

COPPERPLATE (BOLD)
DESCRIPTOR FONT

M A D E  I N  M I N N E S O T A

APPLE GREEN
PANTONE 382

#C1D82F

R193 / G216 / B47

LEMON YELLOW
PANTONE 3955

#EBE72A

R235 / G231 / B42

SKY BLUE
PANTONE 291

#A4D7F4

R164 / G215 / B244

GREENCLEAN
THE

CREW
ESTABLISHED

2013

GREENCLEAN ESTABLISHED
2013

TM

100

G I V E

100

CARLSON CENTENNIAL CELEBRATION

CARLSON CENTENNIAL CELEBRATION

one-hundreth

© HOLLAND WOOD - 6

EXPRESS MD

LOGO CONCEPT #2

EXPRESS MDI
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PRIMARY CARE, BEHAVIORAL MEDICINE AND WELLNESS
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PRIMARY CARE, BEHAVIORAL MEDICINE AND WELLNESS

Features a clean, fresh feeling brand that works much like the interior space. The mark is both medical and time,
while the font emphasizes the “MD”.

EXPRESS      MD

express

EXPRESSMD
FOR CLINICAL CARE, WELL-BEING & PEACE OF MIND

CARE, WELL-BEING, PEACE OF MIND
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MD

Express
MD

EXPRESSMD

MDexpress +

EXPRESSMD
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PRIMARY CARE, BEHAVIORAL MEDICINE AND WELLNESS
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PRIMARY CARE, BEHAVIORAL MEDICINE AND WELLNESS

T O W N
M I N N E A P O L I SU P

W H E R E  T H E  G R E E N S  M E E T  T H E  B L U E S

CREATED + DESIGNED + DEVELOPED

DO NOT DISTRIBUTE

C O L O R  Y O U R  L I F E

2 4  C O L O R S  T O  C O L O R  Y O U R  i P O D

C O L O R  Y O U R  L I F E

C
O

L
O

R
 Y

O
U

R
 L

IF
E

C
O

L
O

R
 Y

O
U

R
 L

IF
E With 24 standard colors available, and thousands of 

color combinations to choose from, the personal-
ization goes beyond the music.

STEP 1: Choose your color(s) 

STEP 2: Use this box to ship iPod to us

STEP 3: We color your iPod

STEP 4: We ship your iPod back to you

RESEARCH IN AGRICULTURAL
AND APPLIED ECONOMICS SEARCH

Custom Clothier
Est. 1985

CHEERY
FOR TEAM SPIRIT AND PERFORMANCE

CHEERY

CMAP SERVER
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SERVER
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SERVER
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FIRST CALL NET
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Sherlock Homes

NAVICOM
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solution 1

solution 2

solution 3
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2 VERSIONS DEPENDING ON USE

Trexin
TRUST    EXPERIENCE    INNOVATIONTRUST    EXPERIENCE    INNOVATION

MID-WEST

MOTORCYCLE
MID-WEST
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SHOW & SALESHOW & SALE

MID-WEST
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M O R T G A G E

giving you the lending hand sm A M B A S S A D O R
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COMMONSENSE MORTGAGE BRAND LOGO SHEET

Contact BRAND CORPS 612.801.1003 for approved digital versions and ink color information.
DO NOT SCAN OR DIGITALLY RECREATE THESE

IMAGES WITHOUT THE PERMISSION OF BRAND CORPS / COMMONSENSE MORTGAGE.

Brand by BRAND CORPS  |  www.brandcorps.com  |  © 10-2005 COMMONSENSE MORTGAGE

1 COLOR

COMMONSENSE MORTGAGE, COMMONSENSE MORTGAGE LOGO, AND THE 'BRIDGE' MARK
ARE TRADEMARKS OF COMMONSENSE MORTGAGE

GOLD
PANTONE 729

BLACK

PRIMARY

RED
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4 COLOR CMYK
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COMMONSENSE MORTGAGE BRAND LOGO SHEET

Contact BRAND CORPS 612.801.1003 for approved digital versions and ink color information.
DO NOT SCAN OR DIGITALLY RECREATE THESE

IMAGES WITHOUT THE PERMISSION OF BRAND CORPS / COMMONSENSE MORTGAGE.
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RECENT LOGO AND 
BRAND WORK

Home Searching App

Custom Hardware Company

College Centennial

Cleaning Service

Downtown Mpls Residences

Millennial Beauty Product

Quick Clinic Care



UX/UI + STRATEGY + BRAND + DESIGN + DIGITAL + PRINT + COPY + CODE + MARKETING + PRODUCT+ PRESENTATION



612 . 801 . 1003  |  holland@hollandwood.com

“Reinforcement of Brand by Any Creative means Necessary”


