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Client: Ford of Britain, Ford Credit 
Date: November 2015-April 2016 launched December 2015 
Project: Ford Money 
 
In January 2016 Ford let it be known that they would be launching 
a bank in October 2016. 
 
This might seem unusual for a vehicle manufacturer, but it is 
common in Germany for vehicle manufacturers to provide banking 
services. In the UK Ford will follow Renault who launched RCI Bank 
in 2015. 
 
The initial offering will be 2 savings accounts, with further 
products to be considered post launch. 
 
The initial research and first iteration of wireframes was started 
in-house at Ford as news of the project was embargoed. The 
creative agency was brought in February 2016. 
 
The first work done was a competitor analysis, for which I used a 
Human Factors International “Persuasion, Emotion, and Trust’ 
analysis.  
 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 
 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Sample slide. 

 



Ford Money: “Persuasion, Emotion & Trust’ Competitor Analysis: Summary recommendations slide. 

 



Ford Money: Persona 1 

 



Ford Money: Persona 2 

 



Ford Money: Persona 3 

 



Ford Money: Persona Research 
 
The research was conducted by making a meta-analysis of secondary sources publically 
available on the Web. 
 
The direction of the research was indicated both by the Competitor Analysis research, and 
other research carried out by Ford Credit. 
 
The main customer groups Ford Money business strategy ware aiming for is the older wealthier 
customer. 
 
An important secondary customer, and the  second group, after Ford employees, that Ford 
Money will be offered to is Ford car owners. 
 
Younger customers are not discounted by Ford, but are not a focus of their business strategy. 
Other offerings such as Simple and Fidor bank are much more  orientated to younger 
customers, and Ford Money strategy is not to directly compete with these banks. 
 
Shown opposite is an excerpt from my research notes. 
 
 
Primary research sources for Ford Money personas 
 

• https://www.fca.org.uk/static/documents/market-studies/cash-savings-market-study-
final-findings.pdf 

• https://www.fca.org.uk/news/occasional-paper-no-7 
• http://www.thisismoney.co.uk/money/pensions/article-3245057/No-rest-baby-boomers-

one-three-workers-aged-50-over.html 
• http://www.slideshare.net/Forster_Comms/marketing-to-older-people 
• http://www.futureplatforms.com/newsletter/2014/07/30/tech-savvy-over-50s-embrace-

mobile/ 
• http://www.scottishwidows.co.uk/extranet/Working/about/reports/womens-pension-

report 
• http://oro.open.ac.uk/15173/1/download.pdf 
• http://www.mayecreate.com/2015/07/generational-marketing-tips-for-reaching-baby-

boomers/ 
• http://www.nice.com/websites/NICE-BCG-2016-Customer-Survey/files/NICE-BCG-2016-

Customer-survey.pdf 
• http://www.theguardian.com/world/2016/mar/07/revealed-30-year-economic-betrayal-

dragging-down-generation-y-income 
• https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/411420

/a-new-vision-for-older-workers.pdf  
 
  

 
 
Ford Money: Drives and Blocks analysis 



 
Ford Money: Site Map 



 



Ford Money: Homepage wireframe 
 
Opposite is an early wireframe of the Homepage presented both to Ford 
business and our creative agency partners. 
 
Ford Money: About us wireframe 
 
Opposite is an early wireframe of the About Us page presented both to Ford 
business and our creative agency partners. 
 
 
The initial versions of these wireframes were quickly sketched in Balsamiq. 
 
They were then reiterated following stakeholder feedback in Axure on a grid 
pattern based upon Zurb Foundation 5, the responsive framework used by 
Ford for responsive site development. 
 
 
 
Ford Money: Blocks and Drives analysis of wireframes 
 
The Blocks and Drives analysis was presented up to Ford business and agency 
partners to help explain the thinking that had gone into the creation of the 
initial wireframes and why items were placed on the page where they were. 
 
The wireframes included some suggested imagery and copy. 
 
Analysis of 2 of these wireframes is presented on the following pages. 
 

  



Ford Money: Homepage wireframe – top of page: Drive and Blocks analysis 

 



Ford Money: Homepage wireframe – rest of page: Drive and Blocks analysis 

 
 
 



Ford Money: About Us wireframe – top of page: Drive and Blocks analysis 

 



Ford Money: About Us wireframe – top of page: Drive and Blocks analysis 

 
 
 
 
 



Ford Money: Expert UX review of initial homepage creative treatment 1 

 



Ford Money: Expert UX review of initial homepage creative treatment 2 

 



Ford Money: User testing: Test designed in collaboration with the creative agency 

 
 
 
 



 
Ford Money: User testing 

 
 
 
 



Ford Money: User testing 

 
 



Client: Ford of Britain / Ford of Europe 
Date: October 2014-March 2015 (UK) France and Germany 
launched December 2015 
Project: Ford Approved Used 
Web:  
UK: www.ford.co.uk/approvedused (shown) 
France: http://www.ford.fr/ford-selection-privilege-voitures-
occasions 
Germany: http://www.ford.de/Gebrauchtwagen/A1-Ford-
Premium-Gebrauchtwagen-PKW-Modelle  
 
Project Overview: 
 
This was a co project between Ford of Britain and Ford of Europe. 
 
The aim of the project was to produce a best-in-class approved used website. 
 
For Ford as a business it is increasingly important not only to be involved in the initial 
sale of a new Ford car, but in the second and even third sale of nearly new and high 
quality used cars. 
 
Additionally a key finding our research was that the average visits to a dealer per used 
car sales have dropped from 7 to 1.3 in the last decade, making a quality online 
presence crucial.  
 
It was also a key overarching aim was to increase the residual value of Ford cars. This 
was to be achieved by enhancing perception of the value of Ford used cars via new 
website, which in turn would enhance the perceived value of a brand new Ford car. 
 
The brief was to create a fully responsive/adaptive website that could be deployed both 
to Ford’s Desktop and Mobile websites. 
 
The mobile site can be viewed at http://m.ford.co.uk/Approved-used-cars/Cars. 
 
The intention from the outset was that the new Approved Used site would be designed 
so as to able to be dropped into the new fully responsive Ford ‘Global UX’ site. This site 
is due for launch in 2016. 
 
My role was to be both Lead UX Information Architect and conduct all the preceding 
UX Research.  
 
I also worked alongside a business analyst to understand and shape the data driven 
elements crucial to this very data driven website. 
 
A UX design specialist was also brought in from one of the agencies Ford works with, 
Burrows, for 2 weeks near the end of the wire-framing to contribute graphic design 
elements. 
 
 

 

 



Research:  The persona below summaries the key customer for Ford nearly new vehicles.  

 
Sources: 
• Interviews with Used Car managers at Ford of Essex dealerships 
• The Used Car Market 2012. Centre for Automotive Management. The University of Buckingham Business School 
• Cap Gemini. My Car, My Way, Cars Online 12/13 
• Google. Global Auto Study 2013: Analysis of the Automotive Buying Process 



User Experience Design: Approved Used Homepage 
 
The wireframe opposite shows the accepted final design for this page. 
 
Some elements were dropped, so that a minimal viable product could be launched by 
April 2014. In the first release there were no navigation tabs as only approved used 
cars were made available.  
 
In 2015 the Ford Approved Used Commercial Vehicles was launched. I also designed 
that part of the site. 
 
The guiding design principle of this page begins with the prognosis that the customer 
has consciously chosen to navigate to this page, either from a link on the Ford website 
or through a search engine search, has done so because they are interested in buying 
an Approved Used Ford car.  
 
Therefore the first task for the design to accomplish to re-assure the customers that 
they are in fact in the right place.  
 
The graphical presentation and text are intentionally minimal so that the customer 
can quickly be confirmed of the page subject matter.  
 
I guerrilla usability tested a paper prototype of this page with members of staff at Ford 
uninvolved with the project. This ‘clarity testing’ involved showing S them a paper 
print out of the page for 10 seconds, and then asking them what the subject and 
purpose of the page was. The tests concluded that it was immediately apparent that 
this was a used car search page. 
 
A follow on from the initial prognosis is that the customer has a task, which is to find a 
used Ford, and the conscious intention of the design is to get to that task as quickly as 
possible. 
 
The page layout reflects this. We don't want to waste their time. Our aim was to provide 
them with the opportunity to search for and find a car that suits them as quickly as 
possible. 
 
Competitor websites all required the user to make a further navigation to actually 
start the search process. Ford is the first to allow the user to search from the landing 
page. 
 
We also knew from our research that customers don't always arrive with an absolute 
preference as to what model car to buy: a customer looking for a Fiesta may consider a 
Focus if the price is right, or they might be deciding between a Kuga and a B-Max. The 
interface allows customers to view 1,2, 3 or more, or even all models at the same time. 
Again we actively wanted to provide a better experience than our competitors, who in 
many cases only allowed search for one model at a time. 
 
The ability to trade in a car came up as a key desire in our user research. The business 
has very much bought into this, and it is a backlog item, slated for implementation in 
2016.  



UX Copywriting: Approved Used Homepage 
 
UX Copywriter is not yet an accepted industry term, but it should be. 
 
Layout, design, content flow: these are all important elements of user experience, 
but the words on the page are too often neglected in the UX mix. 
 
People read words on the page, and these words are fundamental to their 
experience. 
 
By way of reference look up the A/B tests done by the Which Test Won website 
(https://www.whichtestwon.com/), and note just how many of them are testing 
copy: it’s a very proportion of them. 
 
Words are also key in ‘persuasion design’, the utilisation of insights from 
psychology research to help drive website conversion. 
 
Initially the Marketing Department mandated 1500 words of text to go on this 
page. I dissuaded them by presenting evidence that the average UK adult reads 
300 words per minute and that dwell time on the old used car landing page was on 
average only 30 seconds (as shown by Omniture site usage statistics). 
 
The introductory copy I provided utilises ‘mirroring’: that is reflecting back the 
customers’ beliefs back to them in order to persuade them.  
 
The research showed that customers believed that they were ‘smart’ to buy nearly 
new rather than a new car, and that key motivations for going with a 
manufacturer approved used scheme were ‘peace of mind’ and ‘service and 
support’, so these phrases are in the introductory copy. 
 
I chose to present only 3 key facts about the approved used schemes, because 
there is much research to show that the average person can only keep 3-4 facts in 
mind at the same time. Thus “12-24 Month warranty”, “Inspected, RAC/Ford 
technician”, and “12-24 Month Roadside Assistance”. 
 
The spyglass search icon was introduced to indicate that the customer is required 
to actively search, and the text “Search for an Approved Used Ford” is there to 
give that direction very clearly. 
 
The phrase “FIND MY FORD” on the submit button is an intentional use of 
‘priming’. The use of the word ‘my’ is intentionally intimate and implies a level of 
personal service, and the whole phrase together primes the customer to find the 
Ford car for them, that becomes theirs because they buy it. 
 
Note that the table summarising the 2 scheme offers, is intentionally placed below 
the used car search. It was a requirement from the business that the summary be 
there on the Homepage, but getting customers to view the cars was the priority. 

 

 

 



Usability and Accessibility: Approved Used Homepage 
 
The text across the banner – “Ford Approved Used with Ford Direct” - is both rendered in 
screen reader readable text, but is also backed by a semi-transparent box that sits over 
the image. This assures that the colour contrast for the text is always AAA.  
 
This we knew was particularly important for our most important target customer group, 
which is over 45 years of age and much more likely to struggle with small and poorly 
colour contrasted text. 
 
We didn't want to overwhelm the customer with all available search options (facets), so 
we consciously reduced these to the minimum inputs - postcode, search radius, price 
range, and models.  
 
In order to search the customer is only required to enter  at a minimum their UK postcode 
and press the submit (“FIND MY FORD”) button. They can accept the default selections for 
search radius, price range, and models.  
 
The model selector has a slightly unusual user interface.  
 
When the 'All Models' checkbox is selected, the individual model selectors are checked.  
 
To reduce selection to a singe model the conventional logic in HTML would be for the 
customer to uncheck the 11 models they didn’t want to search for. 
 
I argued that the input should be customised so that if a customer clicked on a single 
model all other models would become deselected. Against resistance from the 
development team I insisted that a user who just wanted to search for a Fiesta would 
expect this behaviour. 
 
I guerrilla usability tested this with both techie and in particular non-techie members of 
staff. Overwhelmingly test participants found this interface easy and intuitive to use, both 
when the task was to search for a single model or for multiple models. 
 
The models selector is by default hidden, against my advice, at the insistence of a senior 
business stakeholder who wanted the whole page to sit neatly in the viewport of an iPad. 
 
The table is marked up according to WCAG accessibility standards with a Table Header 
and colspan tag attribute so that screen readers will be able to correctly read across the 
columns and read out the appropriate category that each column cell refers to. 
 
The site as a whole is marked up for accessibility using W3C ARIA accessibility tags. 
 
It was considered that blind people don't drive, but that's not to say that blind people 
cannot be car owners, or that one day Ford will offer self driving cars that can be operated 
by a blind person. 
 
Note that a very important usability factor for the whole site has yet to be addressed, 
despite being a priority since project inception.  There is a wealth of research available on 
the Web covering the importance of site speed in user satisfaction. Unfortunately this site 
is still served from a legacy server that is too slow.  



Natural SEO: Approved Used Homepage 
 
I am of the firm opinion that ‘Natural Search Engine Optimisation (SEO)’ should be built 
into every website project.  
 
Google Adwords and paid for links tend to part of the marketing strategy, but ‘natural 
SEO’ both comes for free if the site is developed properly and there is also a wealth of 
research available on the Web showing that links in ‘natural search results’ are both more 
trusted and more often clicked on by users. 
 
Being number 1 in Google for key searches such as “Used Ford cars”, and “Ford approved 
used” was a key aim set down by the Ford business stakeholders, and one that was easily 
achieved. 
 
Optimising a page for search engines, and Google search engine – by far and away the 
most used search engine in the UK and across Europe - is quite straightforward. 
 
It is simply a matter of being user focused in both the page metadata and on-page content. 
 
The relevant metadata for this page is: 
 
<title>Approved Used cars Ford Direct nearly new Fiesta Focus Kuga Mondeo KA</title> 
 
meta name="description" content="Ford Approved Used cars Ford Direct nearly new Fiesta 
Focus Kuga Mondeo KA C-Max B-Max S-Max Galaxy Fusion Ranger Tourneo"> 
 
<meta name="keywords" content="Ford cars, Ford Direct, Approved used cars, Fiesta, 
Focus, Kuga, Mondeo, KA, C-Max, B-Max, S-Max, Galaxy, Fusion, Ranger, Tourneo"> 
 
The ‘title’ is the most important metadata element. It is often used by Google as the page 
link, so it must not only contain the most important key words, ranked highest first, but 
must also be human readable: not necessarily proper English, but so that it communicates 
effectively when scanned. 
 
The models listed are the biggest selling Ford models in the UK in order of sales. 
 
 The ‘description’ is the next most important metadata field for Google. It is often used in 
Google search results as the link description. The description should reiterate and expand 
on the text given in the ‘title’ metadata. 
 
The ‘keywords’ metadata field is ignored by Google, but it is included for completeness as 
it is part of the HTML standard and may be used by search engines other than Google. 
 
Note that the character limits for mobile sites are less than the desktop standard 
character limits employed here. 
 
HTML markup is also assessed by Google’s algorithm, in order the weight the importance 
of content.  

 
The on page headings are marked up in correctly nested HTML heading tags. 
 
The page title “Ford Approved Used’ is contained in an H1 tag, and the subtitle “With Ford 
Direct” is contained within an H2 tag. 
 
All the key words and phrases included in the metadata occur in the page body content, 
and this conforms to Google’s algorithm that the metadata is a true reflection of the page 
subject matter. 
 
An additional advantage of including a search filter for all models on the homepage, is 
that this allows all Ford models to match Google searches, even the less popular models 
such as the B-Max and EcoSport, and lthe ower selling but iconic Mustang.   
 
Another important factor for Google’s search algorithm is the actual page filename. 
 
The one employed here is http://www.ford.co.uk/Approved-used-cars.  
 
This string includes the 4most important words for this site: ‘Ford’, ‘Approved’,  ‘Used’, 
and ‘Cars’. 
 
The words are separated using hyphens, which is the accepted legitimate method of 
placing word separators in URLs. 
 
Again these words and also reiterated and reinforced in the page metadata and body 
content. 
 
 
Support for marketing campaigns: Approved Used Homepage 
 
The string http://www.ford.co.uk/Approved-used-cars is maybe not the friendliest for 
putting on printed materials or for speaking out loud on a radio advertisement. 
 
On launch of the site we set up a number of 301 redirects more suitable for print, for 
speaking out loud and that are easier for people to memorise. 
 
These include: 
 

• www.ford.co.uk/approvedused 
• www.ford.co.uk/forddirect 

 
Note that the reason 301 redirects were employed, over other redirect methods, as these 
are acknowledged by Google as legitimate redirect method and in industry parlance 
retain 90-99% of the pages ‘link juice’.  
 
Other methods can be viewed by Google as an attempt to manipulate search rankings and 
Google may penalise sites using these methods by excluding or downgrading a page. 
 

    



User Experience: Approved Used Search Results page 
 
The layout of the page, with all search facets in a column down the left-hand side allow for 
an elegant transform at mobile phone scale, with the results and facets appearing in 
separate tabs. 
 
The order of the search facets follows the order given on the homepage, followed in an 
order of importance suggested by our research. 
 
Where applicable all the search facets were built so that they could be made open or closed 
by default in the Content Management System (CMS) and also ordered in the content 
management system. 
 
Usage statistics for the search facet have been gathered from the beginning.  
 
The most popular search facet has been the "Popular Features' facet, which has been left 
intentionally at the bottom of the stack. It can't be moved to the top as the top three must 
be at the top for consistency with the landing page.  
 
The logic for keeping it there is that the bottom position, like the bottom natural search 
result on the Google Search Results Page (SERPS) is the next strongest after the first 3. 
 
The search results are presented 10 to page, as studies have found this is easy for 
customers to count and aids navigation. An example would be a customer wanting to go 
back and view a car they have seen on a previous page.  
 
This page is not accessible to search robots as it requires the entering of a postcode on the 
landing Page, so SEO was not a consideration on this page. 
 
Note that not all elements were included. The exact search count caused the server to 
slow, so a decision was taken that this would not be included.  
 
Also the filter by dealer facet was not included as there technical issues to do with certain 
vehicles being via multiple dealers that could not be resolved in the web service. 

 

 



 
User Experience: Approved Used Search Results 
page: Search results summary 
 
This component of the search results page, the search results 
summary requires a bit more explanation, being as it is a 
particularly vital constituent part of the page. 
 
Opposite is shown both the production wireframe drawing and the 
final rendering on the site after some design flourishes were added 
by the agency. 
 
The rationale for what information is given in this component is: 
 

• The Model name, the Series and Price are the most prominent 
because they are the principle facts the customer searching for 
a Ford Approved Used car need to know. 

• The Engine size and power, the fuel type, the transmission, 
number of doors, year of registration, and mileage are the next 
most important pieces of summary information. (Note the 
registration half year could not be extracted reliably from our 
data, so this was dropped). 

• An image of the car was vital. Note that the customer can also 
see the colour of the car in the image. Note also that the guide 
for dealers mandates that the first image should have the car 
facing to the right, as this draws the user’s eye to the 
information about the car. 

• Key features were picked out as very important to customers 
in our research. The Key features are ranked, informed by our 
research, and the top 3 key features that that particular 
vehicle has is shown here. Note that the Popular Features 
search facet has been the consistently most used search facet 
as shown by the Omniture usage statistics. 

• Running costs our research found were also very important to 
customers in our research, despite in reality factors such as 
insurance group and tax band playing only a small part in 
running costs. Fuel consumption of course is the most 
important factor in the yearly running costs of a car. 

• The foot of the component allows customers to add the vehicle 
to both the ‘Shortlist’ and ‘Compare’ services. It also shows 
how far the dealership is from their submitted postcode. Note 
that the Finance Quote functionality is still on the project 
backlog. 

 

 
 

 

 
 



User Experience: Car Details page 
 
Opposite I’ve shown both the desktop and mobile wireframes for the Car 
Details page. 
 
I’ve shown the mobile wireframe here, because all pages were wire-framed for 
Desktop and mobile, and where necessary tablet. 
 
I’ve only shown wireframes for the 3 main pages in this case study. The site is 
deceptively simple. There are additional pages for shortlisting cars and 
comparing cars. The total number of wireframes in original production was 
more than 50. 
 
The user journey from Approved Used Homepage is: 
 

1. Homepage 
2. Search Results page 
3. Car Details page 

 
This is a very simple streamlined user journey that well for customers on both 
on PC devices and smaller mobile devices such as tablet computers and smart 
phones. 
 
Again the user centred design principles of placing the information most 
important to the customer most prominently, here at the top of the page, is 
adhered to. 
 
Detailed information about the car is presented further down the page in an 
expanding ‘accordion’ component.  
 
Perhaps the most important part of this page is the contact the dealer call to 
action. While this is not a classic e-commerce site: the customer can not 
actually order from the website, the purpose of the website is to sell cars. 
 
Because of limitations with Ford systems, Approved Used has been using a 
simple mailto and dialto links to initiate dealer contact.  
 
It has been the strong recommendation to the business from the beginning of 
the project that a proper enquiry form is implemented. 
 
Not only is a mailto action not good for users of mobile phones who do not have 
email on their phone, it misses an opportunity to allow customers to request a 
trade in quote for their existing vehicle. 
 
In addition an acknowledgment page is the optimal place to place cross-sell 
items such as vehicle accessories, which is a business requirement. 
 
The following pages show some extracts from the Enquiries Form wire-frames. 
These also include examples of page annotations. 
 
 

 
 

  



User Experience: Approved Used Enquiry Form: This enquiry form is on the project backlog.   

 



User Experience: Approved Used Enquiry Form: Customers will be able to provide details of a vehicle they want to trade-in. Being able to 
trade in vehicle was a priority for our target customer according to our research. Additionally Ford dealers require quality used cars. 

 



User Experience: Approved Used Enquiry Form: The acknowledgment of an enquiry is the perfect place to cross-sell items such as Ford 
Accessories. Placing notice for peripheral services earlier in the user journey could distract a customer from their main task. 

 
User Experience: Homepage Mobile wireframe. I’ve included this to show some responsive/adaptive design. Note how the initial screen 



clearly shows there is more going on down the page, but having an element obscured. Note too adaptive change, see annotations 1and 3. 

 



Client: Ford of Britain  
Date: 2015 (UK)  
Project: Sales Match Reporting for Ford Approved Used UK 
 
In the UK motor vehicle dealers who advertise vehicles for sale through 
Autotrader, the dominant sales portal for used cars nationally, receive ‘Sales 
Match Reports’ which help prove to dealers the effectiveness of paying for 
listing vehicles on Autotrader. 
 
Because listing cars on the national Approved Used site is something Ford 
dealers must pay for, there was a string desire in Ford Remarketing (the 
department responsible for used car sales) to provide a similar report. 
 
I was asked to ‘backwards engineer’ the Autotrader Sales Match report, which 
I did successfully. It was one of the most difficult and challenging tasks I have 
ever done. 
 
Basically ‘sales matching’ is making a match between a anonymous customer 
of a specific postcode who has viewed a vehicle on the website, with an 
anonymous buyer with exactly the same postcode who has subsequently 
purchased the same vehicle. 
 
It cannot be said with 100% certainty that the person who viewed the car 
online is the same person who subsequently purchased the car. However there 
is a very high probability – more than 99% - that they are the same person. 
The sales match therefore serves as a very strong indicator of the 
effectiveness of the website, and also conveniently does not violate Data 
Protection law as it does not identify the individual. 
 
Compared to the Autotrader Sales Match report there were additional 
complexities to the Ford reports. 
 
One added complexity is that Ford Direct cars can be stored centrally and 
offered via multiple dealers. Another was that dealers will often have 
multiples of very similar nearly used cars – several red 2015 Fiesta’s for 
example, so that we would want to know where a customer had a viewed a 
very similar car to one that they bought. 
 
My job involved working out what data we would need to collect, the types of 
sales matches that we could identify, to describe the database transforms 
necessary to make the various types of sales matches, and finally to wireframe 
the reports. 
 
Shown opposite is an early version of an actual Sales Match  Monthly Report 
using real sales data from a dealer. (Note that the date in the top right had 
corner is wrong – this functionality is missing from this version). 
 

 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 
 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 



Sales Match Reports: Excerpt from Visio document showing all data requirements and database transforms 

 



Sales Match Reports: Production wireframe – Summary page 

 



Sales Match Reports: Production wireframe – Sales summary page 

 



 
Client: Haymarket Network 
Date: April-September 2012 
Project: Volkswagen Group Desktop 
 
Project Overview: 
 
Volkswagen Group (VWG) in the UK provide an extranet to their vehicle 
retailers, Volkswagen, Volkswagen Commercial Vehicles, Audi, Seat, and 
Skoda, called Desktop. 
 
VWG employed Haymarket to redesign this Extranet. I joined the project 
after most of the user research had been completed, but at the beginning of 
the information architecture phase. 
 
I was also responsible for some of the business analysis, contributing to the 
functional specification, and also presenting works in progress to the client. 
Having client sign-off on the sitemaps first made the wireframe iteration 
phase faster. 
 
Project Detail: 
 
The screenshot of the spread-sheet opposite shows: 
 

• One of the sitemaps/content taxonomies I produced as the first project 
deliverable.  

 
I believe in the value of having a sitemap as close to finalised as possible 
prior to producing any wireframes. 
 
The following pages show: 
 

1. Wireframe for a Desktop homepage 
2. Wireframe for a Desktop ‘models’ page, where all information about 

any particular model of vehicle is aggregated. 
3. Detail of an ‘Alerts’ control. 
4. Detail of a ‘Discontinued models’ database search filter. 
5. A screenshot of the tagging schema for content. Tagging of content 

and different content types is how content will be managed on the new 
Desktops. For example any content tagged with a model name will be 
automatically aggregated to the corresponding model page. 
 
 

 

 



  



  
	 	



	

Desktop template and control notes including database tagging schema and configuration rules	

 



Client: Haymarket Network 
Date: April-September 2012 
Project: Volkswagen Knowledge Base 
 
Project Overview: 
 
VWG have a central customer service call centre in Leeds. Workers in the centre as 
well as having access to all the retailer Desktops, also have their own Desktop and 
dedicated editorial team onsite. 
 
Project Detail: 
 
For this project I had the opportunity to conduct user research on-site in Leeds, 
which included workshops with all the different sets of users, and a series of 
contextual enquiry sessions where I listened in to call centre workers take calls from 
the public for around an hour each, and then interviewed person whose calls I’d been 
listening in on. 
 
Call centre workers often had information in advance of retailers, and they also 
needed to be able to answer questions not covered by VWG literature such as 
brochures and price and specification guides. For example VWG parts catalogue 
included more than 100,000 items, and they could be asked about this part at any 
time. Where they couldn’t get an immediate answer, customers were referred to a 
case manager, who would find the sometimes very obscure information required. 
 
What was evident from our research was that often this effort was replicated as 
questions from customers had patterns, based for example on the season (for 
example winter tyres), or recognisable waves (a new product launch or a common 
occurring fault). 
 
Our solution was to design a ‘business social media’ platform (similar in concept to 
Stack Exchange or Jive) that would allow call centre users to raise questions, share 
answers, and alert the call centre expert teams, such as master technicians and 
parts managers, when a certain topic or question was coming up. 
 
The following pages show: 
 

1. The wireframe for the social media discussion board landing page; 
2. A wireframe showing how a discussion thread might develop. 
3. How a workflow using tags to classify discussion threads, with different user 

types contributing would work. 
 
 

 



 
 



Client: Haymarket Network 
Date: April-September 2012 
Project: Volkswagen Business Forum 
 
Project Overview: 
 
Business Forum is another VWG website, specifically for VW passenger vehicle retailers, 
that VWG are going to migrate onto the new Desktop, and then make available to other 
brands. 
 
Project Detail: 
 
Business Forum adds two new services to Desktop: 
 

1. A ‘gated’ area, for content that can only be viewed by retailer business owners; and 
2. A discussion board element. 

 
The following show: 
 

• A wireframe for the landing page of the gated ‘Head of Business’ gated area, 
displaying content only allowed to be viewed by retailer owners, using some new 
‘controls’ (page widgits essentially), and some existing page widgets. Desktop is 
being built as a modular system, whereby editors can built pages using a suite of 
page ‘controls’. 

• A wireframe for a Discussion Board, similar but not identical to the Knowledge Base 
discussion board. 

• A wireframe for a site-wide searchable and browse-able glossary. 

 



  
 
 

 
 



Client: Haymarket Network 
Date: April-September 2012 
Project: Volkswagen Paint & Body 
 
Project Overview: 
 
A follow up project was do the initial business analysis work on migrating 
another VWG website/extranet onto the new Desktop platform. 
 
The four days analysis was to enable Haymarket to provide a cost estimate 
for the proposed project. 
 
Project Detail: 
 
The brevity project did not allow for any user research, only interviews with 
the current site editor, the VWG manager of the site, and a review of the 
current website. 
 
A Report was produced in spread-sheet format including: 
 

• A sitemap 
• A list of additional, to current new Desktop functionality, templates 

and page controls required 
• A list of known user types 
• A list of audit requirements, for example users last login, inactive 

accounts, requirements for site activity analytics 
• Discussion board requirements 
• Design requirements 

 

 



 
 
This shows business analysis work assessing addition page templates and controls needed to 
migrate the VWG Paint & Body site onto new Desktop. 

 



Client: Serco / Her Majesty’s Revenue and Customs (HMRC) 
Date: August-November 2011 
Project: Top Tasks for UK Business 
 
Project Overview: 
 
The Businesslink.gov.uk suite of sites, including localised versions for 
Scotland, Wales, and Northern Ireland, managed HMRC and delivered by 
Serco employed Gerry McGovern and Customer Carewords to review the 
online provision of services for UK business provided by the UK 
government. 
 
As User Experience Manager for Businesslink.gov.uk I led the project from 
the Serco side, working closely with Gerry McGovern and his associates at 
Customer Carewords. 
 
The project phases were: 
 

1. Create a long-list of Top Tasks for UK businesses via a series of 
workshops with government providers of business services and 
support from across government and the devolved administrations. 

2. Create an online survey – which received more than 4,000 responses 
in two weeks, in which users voted on the most important tasks for 
their business when interfacing with government. The survey also 
asked for their opinions on how good they felt the current services 
were. 

3. Present results to senior government stakeholders. 
4. Compile a representative task for each of the top ten tasks as voted 

for in the survey with site editors. 
5. Remote usability testing using a quantitative task analysis method: 

time taken to complete task, record whether the user in succeeds in 
the task, fails, or has a disaster (thinks they’ve got the right answer, 
when they actually have an incorrect answer). End the testing by 
asking for the test participant’s qualitative user experience: what 
were their impressions of the site. 

6. Compile results of testing and present back to senior government 
stakeholders. 

 



Top Tasks Longlist: Creating this took many iterations and many meeting with government 
department representatives. The final list was what the business public voted on. 

 



  



Project Details: 
 
The screenshots on previous pages show: 
 

1. A PDF printout of the first page of the online user survey; 
2. A screenshot of the spreadsheet used for long-listing. The list of more 

400 tasks was reduced to less than 100, which were unique, did not 
overlap with any other tasks, and represented all the tasks government 
stakeholders considered as being relevant to the business and 
government interface. 

3. Screenshots of the PDF printout of two of the pages of the online 
survey: 
- a partial view of the tasks users were asked to vote on. This list was 
randomised each time it was presented. 
- a partial view of the user experience questions in the survey – again 
this list was randomised each time it was presented; 

4. (Opposite, and following page) A summary document of Gerry 
McGovern’s presentation of the survey results data distributed to 
senior stakeholders across government. 

 

 



  



 
 
Project Details (continued): 
 
The page opposite shows the: 
 

1. Tasks presented to participants in the user testing, including the 
time expected a user could complete that task beginning from the 
homepage of the businesslink.gov.uk website. 

 
The following pages show: 
 

1. Two extracts from the brief I provided to the agency responsible to 
recruiting the test participants, illustrating the methodology we 
employed to recruit a representative sample of users, based upon 
previous user research. 

2. A screenshot of a recording of a remote usability testing session. All 
the sessions were recorded using screen sharing software. 

3. Two sample pages from the summary report I wrote following Gerry 
McGovern’s presentation, which was widely distributed to senior 
stakeholders across government. 

 

 
 
 
 



  



Screenshot of remote using testing using screen sharing software. All the recording were recorded and videos were made of some of the 
more illustrative moments. 

 
 



  



 
 
 
 
Client: Rare Tea Company 
Date: June-July 2011 
Project: Information Architecture and Search Engine 
Optimisation 
 
Project Overview: 
 
The Rare Tea Company (RTC) is a luxury tea brand that sells highest quality tea to 
directly to restaurants, to consumers via retail outlets, and to consumers directly 
via their website, in the UK and internationally. 
 
Project Detail: 
 
RTC wanted to know if their new website, and specifically the information 
architecture and code, would support their aspiration to increase their online sales. 
 
To assess this I: 
 

1. Interviewed	the	business	owner	and	other	staff	about	the	people	who	bought	their	tea,	
and	using	these	interviews	and	other	data	including	Google	Analytics	of	site	traffic	
created	six	personas	representing	a	range	of	their	typical	customers	and	potential	
customers.	

2. I	created	search	phrases	for	these	customers,	making	the	assumption	that	these	online	
customers	would	use	Google	to	search	for	tea	products	they	wanted	to	buy.	

3. I	recorded	the	results	of	these	searches,	and	compared	them	to	their	key	competitor	
(identified	by	the	business	owner).	

	
I	then	provided	a	detailed	report	of	information	architecture	and	content	enhancements	the	
RTC	site	could	employ	to	improve	their	online	sales:	
	

1. I	provided	recommendations	based	upon	competitor	analysis	of	pages	and	tea	
classifications	that	should	be	presented	on	the	RTC	website.	

2. I	provided	a	style	guide	so	that	the	website	would	consistently	identify	the	
classification	and	origin	of	each	tea	offered	via	the	website.	

3. I	provided	a	metadata	style	guide	so	that	staff	could	accurately	record	what	each	page	
on	the	site	was	offering.	

	



	 	



	 	



Client: Serco / Department for Business (BIS) 
Date: December 2008-July 2010 
Project: Point of Single Contact 
 
Project Overview: 
 
The Point of Single Contact (PSC) was BIS sponsored project, with the purpose of 
the UK complying with the EU Services Directive. 
 
The Services Directive asked that the UK, along with other EU and European 
Economic Area (EEA) countries, enable service sector businesses to from other 
EEA countries to obtain the ‘formalities’ (licences, accreditations of equivalent 
professional qualifications, and other permissions) online. 
 
In addition BIS wished to enable these businesses to discover what permissions 
they would need to obtain to do business, because businesses are regulated 
differently in EEA members states. 
 
BIS also wanted any online applications to be also available to UK businesses, and 
for UK service sector businesses to be made aware of the opportunities for 
providing services in other EEA countries using the PSC in each member state. 
 
Project Details: 
 
The slide opposite: 
 

• Illustrates	a	user	journeys	for	a	UK	business	obtaining	permission	to	do	business	in	
France,	I	used	in	an	early	presentation	to	BIS.	

	
The	following	slides	illustrate:	
	

• A	hybrid	user	journey	–	both	UK	Welcomes	and	Businesslink.gov.uk	screenshots	-		for	
a	user	to	discover	and	apply	for	a	premises	licence	in	Leeds,	England.	

• The	online	diagnostic	I	designed	enable	a	user	to	discover	and	then	apply	for	a	license	
based	upon	a	users	business	sector	and	type	and	the	location	where	wanted	to	set	up	
if	applicable.	This	diagnostic	was	based	upon:	
- UKSIC	business	activity	categorisations	covering	90	business	types	covered	by	the	

PSC	
- 326	UK	Local	authority	areas,	including	both	unitary	and	two	tier	authorities	
- Other	issuing	authorities	(E.g.	professional	associations)		
- Adding	up	to	more	30,000	unique	permutations		

	
Slides	also	show:	
	

1. The	editor	and	CMS	guide	I	produced,	based	upon	the	CMS	template	configurations	I	
designed,	based	upon	my	own	Business	Analysis	work,	that	were	required	to	support	
the	interactive	online	licenses	tools.	

	



	
	



	



	



	



	



	



	



	



	 	



	



	



	



PSC	Question	and	answer	matrix	for	online	diagnostic	tool	

	
	
	



	 	



	 	



Client: Serco / Department for Business (BIS) 
Date: December 2008-July 2010 
Project: Point of Single Contact – UK Welcomes 
 
Project Overview: 
 
In parallel with designing the online license diagnostic tool, I was also responsible for 
designing the content solution for providing information about the PSC to EEA users, and to 
UK users. 
 
UK users were provided with guidance on the PSC on the Businesslink.gov.uk site in 
England, and localised sites in Scotland, Wales, and Northern Ireland. 
 
Project details: 
 
The content to EEA users was provisioned through a sub-domain of Businesslink.gov.uk 
branded as UK Welcomes. 
 
The slide opposite shows: 
 

• An extract from an early brief to content house Sweet & Maxwell (a division of 
Thomson Reuters).  

 
The slides on the following page show: 
 

1. A screenshot of a UK Welcomes ‘theme’ landing page on doing business in the UK. 
2. An early iteration of a sitemap for UK Welcomes. 

 
During the project lifecycle I was also responsible for commissioning and managing the 
delivery of all UK Welcomes content, and licence and formality content that was shares 
between UK Welcomes and Businesslink.gov.uk and also PSC content for UK users on 
Businesslink.gov.uk. 
 
Although my job title was ‘Manager: strategic projects’, during the PSC project lifecycle, I 
fulfilled roles of content planner/strategist, information architect, interaction designer, 
business analyst, and project manager. I also managed portions of the usability testing, and 
as stakeholder manager with both the client, BIS, and suppliers, BT and Sweet and Maxwell. 
 
 
	

	



	



	



Client: Serco / Department for Business (BIS) 
Date: December 2008-July 2010 
Project: PSC style guide 
 
Project Overview: 
 
Our	user	research,	which	included	workshops	where	personas	were	created	and	taken	on	customer	
journeys,	led	the	project	to	conclude	that	non-native	English	speakers	would	be	best	served	with	
content	written	with	them	specifically	in	mind.	
	
I’ve	included	a	couple	of	pages	of	extracts	from	this	style	guide	here,	as	they	are	good	illustrations	of	
the	application	of	business	analysis	and	user	research	work	to	user	centred	web	content.	
	
Project	Detail:	
	
The	discipline	of	usability	is	often	misunderstood	to	apply	only	to	design.	This	is	not	true.	
	
Labels	and	content	are	also	essential	to	user	experience.	Usability	testing	reveals	that	the	user	
experience	can	be	affected	equally	by	words	as	by	graphic	elements.	
	
Elsewhere	in	this	guide	–	not	illustrated	–	there	is	guidance	on	editing	accessible	web	content.	Again	
accessibility	is	not	purely	about	coding,	accessibility	rules	also	apply	to	the	formatting	of	content	
applied	by	content	editors.	
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