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strategic
thinking at
enterprise
scale

Design strategies that work for standalone products often falter when
applied to enterprise initiatives. The traditional model of adding a unit of
value for a unit of work doesn’t scale, so the focus shifts to taking an
architectural approach that elevates the platform.

= Enterprise Leadership (NYL) | Leading product design for a Salesforce
platform that 12,000+ advisors use to grow their insurance and financial
planning practices.

= Global Platform Strategy (Pega) | Architected the foundational patterns
and presentation layers used by Fortune 100 leaders to design and
build mission-critical enterprise applications.

= Scalable Approach (NYL) | Enabled the rapid launch of business-
authored conversations to achieve 30x long-term value for ~1.5x the
development effort.




= Design architecture, not interface design, determines whether a
product evolves over time to meet unanticipated future needs.

= Al does not (and should not) change design principles. The
transformational value comes from faster iteration, exploring more
ideas, getting earlier feedback, and spending less time pushing pixels.
principles . < |
. = User research delivers value by defining problems, not by collecting
and beliefs and implementing user-proposed solutions.

= A brilliant design that doesn’t answer a specific business question :
isn’t brilliant. It’s a waste of time. et

= Complexity demands a shared understanding of objectives, approach,
and values. If one person can solve the problem... it’s not complex.




stated simply
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Enterprise Software

Continuous Improvement

Compounding Value

Outcome-Oriented

Empowerment

NO

Brochureware

Rote Process

Linear Effort

Output-Driven
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Salesforce Evolution | Generative Al Role: Product Manager, UX Lead & Business Analyst
Problem A Salesforce CRM with 10 years of debt woven into custom-built pages — inconsistent validation, behavior that didn't match the data

Constraint

Leverage Point

Outcomes

model, and unpleasant surprises at every turn. To make matters worse, the opaque functionality was mostly undocumented, and what
existed was manually authored and invariably out of date.

Hundreds of fields, each with bespoke validation behavior, conditional logic, and integration dependencies. On a platform that limits
options for solutions. No keypress validation; formula fields inject immutable messages; “automatic” alignment that doesn’t keep
things aligned. Each quirk creates re/work for the product manager, UX lead, and business analyst — a potential resource bottleneck
when one person is filling all three roles.

Rather than authoring the prototype, specs, stories, and tests as independent documents that would drift, the work centered on a
single field reference model defining every field's type, location, renderer, validation behavior, conditional logic, and integration source.
The prototype is rendered from the model. Stories reference source material rather than creating copies of the information. The model
is a single source of truth for all project deliverables.

= Asingle field reference model became the authoritative specification for hundreds of fields across two record types.
= Cross-artifact drift eliminated: prototype, stories, and test basis all derive from one source.
= Stories meet all standards and guidelines without requiring manual authoring and maintenance.

= Platform constraints identified and designed around up front — every deviation from out-of-the-box behavior made explicit rather
than discovered in QA.

= Reusable patterns emerged from the constraint work: metadata-driven menus and anchor-field progressive disclosure —
configuration, not code.




WHY THIS MATTERS

The conventional approach produces
documents correct on the day they're
written and out-of-date a week later.
Having a single source of truth maintains
correctness by construction: change the
model, and the prototype, the user

stories, and the test cases change with it.

The architecture is the human
contribution. The execution is delegated.

WHAT TO NOTICE

- The model is the deliverable

The prototype is one output among
several; all derived from the same
source.

Define once, derive many

Field specs live in one place; stories
and tests reference rather than
duplicate.

. Constraints became patterns
Platform limitations designed around
up front rather than discovered in
development or testing.

CASE
Salesforce Evolution | Generative Al

COMPANY
New York Life

ROLE
UX Lead, Product Manager & BA
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Stories Single Source Testing
of Truth:

Fields, Layout,
Validation, Properties,
Behavior

Architecture

Specifications

SOFTWARE DEVELOPMENT LIFE CYCLE




Prototype generated from the Specification < Specification surfaced in the Prototype
WHY THIS MATTERS

The field reference model doesn't v @ Consumer/Relationship Prototy. X + - (m] X
just specify behavior — it surfaces it.
Hovering any field reveals its full < ¢ = * O @

specification without leaving the

prototype: data type, validation rules,

accepted VaerS and testing notes Home Tasks Opportunities Relationships Relationship Groups Contacts Agency Team Calendar Saved Searches More
s .

L Sales Central

WHAT TO NOTICE Create Consumer

s .
- There’s a single source of truth Record Type *

- Field definitions are available
without leaving the design and
going to a different artifact

@® Individual O Business [] Third Party Client On Behalf Of: *  Select... v

Show Optional Fields

- Anicon in the bottom-right of the .
First Name * 3
screen toggles whether the | %PRESENTA‘\ON
information icons are visible © Visibility: Always visible
&’ Access: Editable
Phone Number *] * Display: Required indicator

RULES

Submit — NYL

Source * [] When: Required

Behavior: Show message (NYL) “Enter a First Name."
Select... v

Backstop: SF server-side required setting still enforces if the client check
is bypassed.

Input — NYL
Cancel ° ve & New | Save & Open
U When: Disallowed character entered - —

Behavior: disallowed characters removed immediately on any entry,

including paste. Allowed: letters (a-z, A-Z), digits (0-9), whitespace,
CASE apostrophe, parentheses, comma, hyphen.
Salesforce Evolution | Generative Al Status: Open — implementation event (keypress vs. input)
unconfirmed with dev.
COMPANY Status: Open — digits are allowed in name fields; confirm v
New York Life 3 y 0
RoLE

UX Lead, Product Manager & BA

Chat With CSR Omni-Channel Recent Items Key Links




Launch materials from walkthroughs to release notes
Initial drafts of launch materials are
generated from the same “Single v | @ Cresting and editing a Consum: X |+ - o x v @ Consumer Evolution—SALES (X |+ - o x ~ @ ConsumerEvolution— SALESC X | + - o x
source of truth” powering the & 5 @ (G AskGoogleorypea AL 0 @ : & 5 @ |G AskGooglortypeaURL 0 @ : © 5 @ |G AkGoogeorypeaUil 0@

prototype and specification. B = n
ADDRESS
S e = s = o
Creating and editing a Consumer in Sales Central e sl ncitses il seces e
) Data Fields
Mailing Label Name: Always rdit Long Text Azea(32768)
 Each s brought under control, e e ———————
sreet fer B Tese aveacass
Employment Status
ciy Aays T ——
raa7 ove Create a Consumer e Getiict valoau o il
It bec gh 3 State. Always rait Picklist
Part-Time, Self-Employed, Small Business Owner, Retired, Homemaker, Unemployed, and
o Open Create Consumer Student. Small Business Owner is new. (===t Lo B eccon
The Create Consumer page focuses an the key fields and keaps overything elsa out of the way. Soor aci cloored — - BN ridiet
where it was not. The employment detail fields, Occupation, Employer, Job Title, and Income,
e Costereri bni okt X # B
— EMPLOYMENT
- =
J— rme o [EES
sren@® .
L Ba Pl Drives prgressive disciosure: Gocupstion, Enpiores, Job Bt Picklist
intertce, mport, and ntegsaton. Status Tt anctIncoma ae vt oy whan Eploymant
Croste Consumer Sttus s it Te, Pt i, o So-Employod
. SV P — Business Type Ocoupation Vit whanETpty et SIts -l i, AT, Wit riokin
o St Employes il iy wher Erlayrmers Saus
S O Frmi. Business Type 15 Full-Time, Part-Time, or Sett-Employed
o - hacki
Employer Vil whan Eplyment St =il Time, At T, T——
i — elearecociad e e i S
- ppe , and records that carried i -
—— . saverai valuses now carry one, Reports that fiter on a value that s no longer supported will eI O e T B Toete)
o Soft Employed Vi anly when Erplaymet Stats
return no results. s Ful-Time, Part-Time, or Setf-Employed
wa tanach p— Vit b Erplymend Stas Pl i, Prt-Te ] curroeer
o Sei-Empicyed Vit iy e Erpleymant s
sl i Pt i r Sefirgoyed

. Website ADDITIONAL INFORMATION
l — anoen [ [ ——
consistent and links work when clicked, This now happens on save, on the server, which
e % Target Sogment e . [
page. the itwas ever
ACTIVITY
Suffix
ree [ ———— e
P kot B Bl |
= 5 Persona Introduction e [ .
- — o & i Fiotetiguncs: Center of Influence Always o Fareula (Text] 4
- and normalized to the standard value before saving. Jv, IR, Junior, and Jnr all become Jr. . -
= = . P1.0. PHD, and phd il become PAO, Cpitalization s gnored entirel. The storedvlue s . o = e Li=s
) i it
. CalAempleacoumt  Alss W] usberan
= : call complated count . fest | Mambezng A
B e - e, St 111, IV, MD, Esq., CPA, DDS, 3D, and PhD. A
<& <& < < <& <& <& < < < < Meeting Count Always Aokt aly Musber(ss,e) n
T [Email Sent Count Always. Reas only Number (18 8)
8 Event Occurred Count. Always Aeas oniy Nurbar (18,8)
Remove Consumer )
@ Choose Individual or Business e — . -
ord rac ns and Thi Y ide tham. N
CASE e e N P tham how the user 2 Golote the CORPORATE LEAD TRACKING (CLT}
. . record for ever il done. That changes.
Salesforce Evolution | Generative Al P s s o
R Clarity Before the Click T anays i
COMPANY = — - : . arons
[RS— U Sony ;
H P e Lo rdall LT Contact Status Atways Tt oaly Picklist
New York Life i o — -
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UX Lead, Product Manager & BA . . d Consumer wes remore o = Y .
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Periodic Review (as a Guided Conversation) Role: Design Lead & Product Manager
Problem Periodic Review (PR) conversations focus on revisiting existing policies and holdings, addressing life changes, and refining decisions

Constraint

Leverage Point

Outcomes

over time. The product, however, was designed specifically for initial sales appointments and assumed that workflow. When agents
conducted a Periodic Review, the system did not adapt. It continued to reflect the logic of selling new business — presenting screens
and sequences optimized for prospecting rather than deepening a client relationship. Instead of guiding the conversation, the system
assumed a different one, forcing agents to work around the misfit navigation in real time and discouraging the use of best practices.

Periodic Review needed to ship. The initial direction was to build a dedicated PR experience, which would have duplicated core
capabilities and created a parallel track inside the product—introducing defined appointment boundaries and closing behaviors that
would exist only inside PR and not when conducting other conversations. We needed a solution that satisfied PR requirements while
strengthening the overall product architecture.

Rather than building a PR-specific interface, we invested in the Conversation Framework as a reusable orchestration layer —
introducing a formal appointment container with defined start and finish states and standardizing end-of-conversation behaviors
(action items, referrals, scheduling, summary) in a way that applied across conversation types.

= Achieved 30x long-term value for ~1.5x the initial effort

= Delivered Periodic Review functionality on time without creating a Periodic-Review-only universe
= More than 90% of new capabilities reusable across conversation types

= Productized best practices for closing an appointment

= Created authoring capability for all kinds of future guided conversations




WHY THIS MATTERS

Before this framework, process logic
lived in the agent’s head, not the system.
This manual navigation created an
implicit process burden and capped
organizational agility. By shifting that
logic to a reusable orchestration layer,
we decoupled intent from functionality —
enabling the system to lead the
conversation without rebuilding the core.

WHAT TO NOTICE

- Orchestration over customization

Using a logic layer to guide the user
while keeping the core system intact.

- Help without hindering
Providing direction on main workflows
and encouraging best practices
without restricting the user's expertise.

Design as a force multiplier

Focusing effort on the core system
logic rather than individual page
layouts to achieve compounding value.

CASE
Periodic Review (as a Guided
Conversation)

COMPANY
New York Life

ROLE
Design Lead & Product Manager

S
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Before: Manual navigation across isolated functional silos

‘ Getting Started ‘
‘ Welcome ‘ ‘ About ‘ ‘ My Role ‘ OurValues ‘ Our Values ‘ ‘ Process ‘ ‘ Process ‘ ‘ Calculator ‘ ‘ Budget ‘ ‘ Up Next ‘
Discovery
About You ‘ ‘ Household ‘ ‘ Household ‘ ‘ Household ‘ ‘ Residence H Income ‘ ‘ Income H Income ‘ ‘ Taxes ‘ ‘ Snapshot ‘ ‘ Budget H Recap ‘ ‘ Recap
‘ Goals H Planning H Planning H Summary ‘
Life Insurance ‘
Education H Education H Education H Health ‘ ‘Need&lnfo Need&lnfo‘ ‘ PolicyTypeH Coverage ‘ ‘ Quote H Summary ‘
HOME I Disability Insurance |
ﬁ ‘ Education Education Education Health HNeed&lnfo ‘Need&lnfo ‘PolicyTypeH Coverage H Quote H Summary ‘
‘ Retirement ‘
‘ Need & Info‘ ‘ Worksheet ‘ ‘ Summary ‘
‘ Long Term Care ‘
‘ Education ‘ ‘ Education ‘ ‘ Education ‘ ‘ Health ‘ ‘Need& Info || Need & Info‘ ‘PolicyType ‘ ‘ Coverage ‘ ‘ Quote ‘ ‘ Summary ‘
‘ Macro Balance Strategy ‘
‘ Concept ‘ ‘ Details ‘ Details ‘ Worksheet ‘ Worksheet ‘ Worksheet | | Worksheet ‘ Worksheet ‘ Worksheet ‘ Calculator | | Summary
\ ing Up |
‘ Actions H Intros H Schedule H Recap ‘
After: Goal-driven conversations via a declarative framework
r
Getting to Know You for an initial introductory appointment
‘ Getting Started ‘ ‘ MBS ‘ ‘ Discovery ‘ ‘ ‘ ‘ Wrapping Up
Welcome About H Budget H Up Next H Concept H Household ‘ ‘ Residence Income H Goals ‘ ‘ Actions ‘ ‘ Intros H Schedule ‘ ‘ Recal ‘
CONVERSATIONS | ¢ P P P
(\;‘{_) ‘ Getting Started ‘ ‘ Discovery ‘ ‘ Life Insurance ‘ ‘ ing Up ‘
‘ Welcome H About H My Role ‘ Household ‘ Residence H Income H Education H Education H Education H Coverage H Quote H Summary H Actions H Intros H Schedule H Recap ‘
Foundational Protection for when protection needs come first
.




WHY THIS MATTERS

By standardizing the Definition and
Orchestration, we shifted the Ul from
a manual authoring task to output
derived from the system’s logic. This
architecture delivered 30x long-term
value, enabling new business lines to
be published via configuration rather
than custom engineering.

WHAT TO NOTICE
- The definition is simple

- The orchestration is reusable

- The navigation is generated

CASE
Periodic Review (as a Guided
Conversation)

COMPANY
New York Life

ROLE
Design Lead & Product Manager

Definition
Conversation Topic: Label = “Wrappling Up”
ltem1:  Module =WrapUp Page = /WrapUp/Actionltems PageRules = None Label = “Action kems”
ltem2:  Module =WrapUp Page = /WrapUp/Personallntro PageRules = None “Personalintroductions”
Item3:  Module =WrapUp Page = /WrapUp/ScheduleAppt PageRules = None 'Schedule Appointment”
ltem4:  Module =WrapUp Page = /WrapUp/TodaySession PageRules = None Label = “Today’s Session”
Orchestration
Wrapping Up
Getting Started Discovery

Welcome || About || MyRole || Process | Household|| Snapshot

Action Items

Personal
Introductions

Schedule

Appointment

Today’s
Session

Guided Conversation

Action oems .

L schedull s et sgpaintanent.

i

< Back @ 6. Wrapping Up | Action Items
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‘PE GA Event Model and Best Practices Role: Design Lead & Architect
Problem Enterprise Ul authors struggled to build consistent, high-quality interfaces. Each component was implemented with

its own behavior and event logic, making outcomes unpredictable, best practices hard to apply, and upgrades risky
for customers with critical production applications.

Constraint The platform was already widely deployed, so existing customer applications could not break, and improvements
had to be introduced incrementally while active development continued across multiple teams.

Leverage Point Rather than improving individual components in isolation, the initiative focused on system-level infrastructure.
Event handling was moved out of components and into a shared model, allowing components to invoke behavior
without owning it. A Ul Gallery of production-grade examples made the model concrete and discoverable, ensuring
that the easiest way to build was also the correct one. Together, these shifts redirected effort from local fixes to
reusable patterns that scaled across the platform.

Outcomes Time to design and build new pages reduced by over 70%

Best practices applied consistently without enforcement

Upgrades became safer and more predictable

Teams internalized the model and made alighed decisions independently over time




WHY THIS MATTERS

Siloed functionality forces users to
relearn configuration and behavior for
each unique component. Centralizing
behavior ensures platform-wide
consistency and optimized execution—
accelerating user mastery and lowering
the "cognitive tax" of enterprise-scale
work.

WHAT TO NOTICE

- Predictable Interaction
Moving events out of individual
components ensures platform-wide
consistency for configuration and
behavior.

- Intelligent Execution
Logic to sequence or parallelize events
optimizes performance and prevents
collisions.

Decoupled Logic

Dependencies managed externally to
prevent design drift, speed
development and testing, and simplify
system-wide updates.

CASE
Event Model and Best Practices

COMPANY
Pega

ROLE
Design Lead & Architect

Al controls—from
buttons to text inputs
to grids—share
triggers, actions,
configuration, and
queueing

All of the
Ink on any

F{Tig
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MSKESSON Unified Platform Architecture for Healthcare Role: Design Architect (Founding UX Hire)

Problem McKesson’s clinical and care-management products were built independently by domain—Disease Management,
Case Management, Utilization Management, Providers, and Patients/Members—resulting in fragmented workflows,
siloed data, and no shared view of the patient/member. Users were forced to move between systems to complete a
single task, while the organization paid for multiple full-stack teams to inconsistently solve the same problems.

Constraint This could not be solved by redesigning individual products within the existing structure. Teams, technologies, and
workflows would reproduce the same fragmentation. The effort required a shared platform and interaction
framework that could support radically different usage models—sequential, exploratory, and highly unstructured —
while operating in a regulated, enterprise healthcare environment with embedded clinical SMEs but no traditional
PM or BA resources.

Leverage Point Established a centralized architecture and designh framework in parallel with the technical architecture —
defining canonical interaction models, shared components, and authoring patterns that could generate multiple
domain-specific applications from a common foundation. Design functioned as the connective tissue between
clinical expertise and software engineering, translating real-world practice into system-level decisions.

Outcomes A unified platform vision aligned across domains and disciplines

A shared interaction framework capable of supporting diverse clinical workflows

Reduced duplication of effort across products and teams

A foundation for consistent, scalable application development across the enterprise




Applications share an enterprise
foundation without losing the ability to
provide domain-tailored experiences
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CASE
Unified Platform Architecture for
Healthcare

COMPANY
McKesson Health Services

ROLE
Design Architect (Founding UX Hire)

Before: Multiple products, independent logic, no shared data layer

T

UTILIZATION MGMT PATIENT/MEMBER

- Q-uw-lntsr-f«a--- -§--HEo)-Usern-Tntenface---f -
W-

New Framework: Centralized authoring and interaction platform

PROVIDER

@ User I face
D-EE Workflow

Authoring Data Model

% | | B
®-®
Workflow Components Branding

After: Purpose-designed applications using common patterns, workflow, and data

DISEASE MGMT CASE MGMT

Patient/Member Electronic Health Record

UTILIZATION MGMT PATIENT/MEMBER

PROVIDER

o |
—

o
=

Reporting and Administration

Application Experience

@ App Experience @ Application Experience

& U

Authored Workflow

=
ofa  Authored Workflow
0

Shared Data Model

it (00

Shared Technology Stack
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A single design system supported
diverse clinical workflows

Framework Goals ﬁ B3 Patient Information Vier X M

) e ) | localhost/PTNO01000/view_patient_P00T.shtml big | = 7 v -
=Y Framework Goals
3 a I | Reports | Log Out | Help
o sy - Flexibility to support a wide acme E"ﬁ,ﬁﬁﬁ’f,ﬁgnmnm Today: June 7,2006 User: John Smith, MD _Facity: Memorial Hosptal
e variety of users and JOHNSON, TIM  bos.  oo/t2/195 Gender: Male Printable Summary | Prin Page
“Pane Tooiar Widger workflows. Find Another Patient Member ID: PTNO01000 Phone: (415) 111-2233 Address: 111 Geary Bivd,, San Francisco, CA 94111
« Consistent UI behavior and
appearance throughout | wmmrmsouwmon | suwey | owmos | momowes | vew | oo epsones MEDICATIONS one wacanan |
platform.
Pane Lavout CONTACT INFORMATION @ INSURANCE INFORMATION (ACME HMO) [0}
. Minimize the need fqr users Contact Name:  Johnson, Tim Address: 11 Geary Bivd Policy Number: 4E7935-3 Effective Date:  01/01/2006
Widger to shift context, particularly Phone Number:  (415) 111-2233 Aaptfste/Floor: #9 Plan: Acme HMO Expiration Date: 01/01/2007
to Perform urthogunal tasks. Alt. Phone Number: (415) 111-2233 City: San Francisco Product: HMO Policy Holder:  Johnson, Nancy
« Maximize reuse of layouts 2P Code:: 9a111 State: California Group: 54312-Walmart Relationship:  Spouse
and controls without
S Usitey Wiages ___1 introducing undue complexity. PROVIDER INFORMATION shon months 0]
m— : o N Date Last Seen Provider Specialty Affiliation Provider ID
« Intuitive to novice users.
05/15/2006 [ susan smith, MD Physician Acme HealthCare. 2255443366
02/18/2006 James Cord, MD Cardiologist NuLife Health Network 3366779889
01/09/2006 Andrew Nice, MD Dermatologist Acthna Providers Network. 6589741322
m Puent s ity e e s st o i ol e ool Gl it et londd 1 rsen ol mdik il MEKESSON
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CASE
Unified Platform Architecture for
Healthcare

= T e e W B — FR——
o . R J =
IR o

McKesson Health Services

ROLE
Design Architect (Founding UX Hire)
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Product Management and Designh Process Role: Co-Creator
Problem At New York Life, product, UX, and technology teams were moving forward with incomplete or misaligned problem definitions and

Constraint

Leverage Point

Outcomes

solution concepts. Research, design, and delivery often proceeded before there was a shared understanding of what was being built,
for whom, and why. This led to late-stage rework, repeated debates, and avoidable friction between disciplines —despite good intent
and strong individual contributors.

This was not a tooling problem and could not be solved by adding more documentation or meetings. The organization needed to move
quickly while coordinating across users, business, and technology. Any solution had to preserve agility while preventing teams from
advancing on flawed assumptions —without introducing heavyweight governance or slowing delivery.

Introduce explicit decision gates at the moments where misalignment is most costly:
= Problem definition, and
= Solution validation.

By formalizing a shared Product Concept artifact before design begins—and a shared validated prototype before delivery—teams are
guided to align on intent, constraints, and expectations before moving forward. Progress is gated on shared understanding, not
timelines or phase completion.

= Teams do not advance until users, business, and technology agree on what is being proposed
= Misalignment is surfaced early, when it is cheapest to resolve
= Design and delivery operate on stable conceptual models rather than assumptions

= Significant reduction in downstream rework and late-stage debate

= Faster delivery by eliminating false starts and churn




WHY THIS MATTERS
When teams move forward without

shared understanding, misalignment

is discovered late — after design and
delivery work is already in motion.
This drives rework, repeated
debates, and unnecessary friction
between disciplines. Introducing
explicit alignment gates prevents
teams from committing to flawed
assumptions and makes progress
safer, faster, and more predictable.

WHAT TO NOTICE

- Progress is gated by shared
understanding, not phase
completion

- Misalignment is surfaced early,
when it is cheapest to resolve

- Expensive work starts only after
assumptions are validated

Lo R < - T B - S R R R

CASE
Product Management and Design
Process

COMPANY
New York Life

RoLE
Co-Creator

PM / UX / PO PROCESS

No shared understanding = try again

Teams do not proceed until the problem definition is

Create
Product
Concept

Tech
Users
Produce / Refine .
Low-Fidelity . a
Prototype F

- @

Test
Prototype

4

accepted by users, business, and technology.

& Tech
Users Business
Refine .

Product ‘ 2 .

= s |

? ‘

Share & Validate
Product Concept

Does solution meet
s users’ needs and
expectations?

Kick-off
1. Intent
DISCOVER AND
DEFINE THE
PROBLEM
i
2
Generate
DESlGN, Solutions
PROTOTYPE,
AND TEST ‘
v
L) Author Product

FINALIZE PRODUCT Veiorond Create
VISION, HANDOFF

e ®

Create / Refine
4. Product Matrix
DELIVERY
AND QA .
e

’

Knowledge
Transfer to PO

Implement Test

Feasibility Changes

No

&

Yes

Validation before commitment

Is there a shared
understanding of the
Product Concept?

Solutions are tested and agreed upon before delivery
begins—not after work is already in motion.
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Lead Captu re and Tracking Role: Design Lead & Creator

Problem Lead capture capabilities evolved through disconnected tools and workflows, each optimized for a specific source
or role. Different entry points encoded different rules, validation, and downstream behavior—resulting in manual
work, inconsistent data, and limited visibility into what drives outcomes.

Principle There are many valid ways to capture a name. Once captured, it should move through a single, coherent
lifecycle—regardless of source.

What This This work addresses fragmented lead capture and identity workflows by unifying how names enter, move through,

Addresses and are acted on across the organization, enabling consistent execution, higher data quality, and end-to-end
visibility from source to client.

Scope = The work builds on evolving the Lead and Client foundation and demonstrates how a unified lifecycle can

support multiple capture patterns while staying extensible over time.




WHY THIS MATTERS

Fragmented lead capture doesn’t just
slow people down — it prevents the
organization from learning what works in
practice. When entry points behave
differently, effort is duplicated, data
quality degrades, and outcomes can’t be
reliably compared.

A unified lifecycle maintains consistency:
multiple capture methods, one system of
logic, ownership, and analytics.

WHAT TO NOTICE

- Same lifecycle, different behavior

- The Before and After diagrams show
the same stages — the difference is
coherence, not scope

CAsE
Lead Capture and Tracking

COMPANY
New York Life

ROLE
Design Lead & Creator

Before: Iteration happens in isolated pockets

—

| —

| —

| p—

Capture / Enter

« Single name

» Multiple names

- Client-entered data
« Import and bulk edit

Strategize
« Prioritize leads

- Categorize by intent
and source

- Assign ownership

Nurture
« Classify the lead

- Plan outreach across
channels

+ Monitor life events

» Act when signals are
relevant

Engage

- Make contact

« Record touchpoints
« Meet with the lead

- Present tailored
recommendations

Analyze

and what doesn’t
- Compare outcomes
across the lifecycle

- Identify next best
actions

- —J]

- Evaluate what works

After: Learning feeds back into strategy

Capture / Enter

« Single name

« Multiple names

- Client-entered data
« Import and bulk edit

Strategize
- Prioritize leads

- Categorize by intent
and source

« Assign ownership

Nurture

« Classify the lead

« Plan outreach across
channels

+ Monitor life events

- Act when signals are
relevant

Engage

- Make contact

- Record touchpoints
» Meet with the lead

- Present tailored
recommendations

Analyze

and what doesn’t
l - Compare outcomes
across the lifecycle

- Identify next best
actions

- Evaluate what works

—J




Lead Capture project was

architected and realized through

rapid iteration
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CAsE
Lead Capture and Tracking

COMPANY
New York Life

ROLE
Design Lead & Creator

<o

Rapid iteration with generative Al

e

CONCEPT

Lead Capture Project

@ by damenave (B2min (23 (@ Addareacion [ Ase Werktiom

‘The current systems and processes for capturing. distributing, and tracking leads are ragmented
and incansists Hama Cffice (HO),  managers, and agents.

) Overview

‘This project aims to deliver a unified, end-to-end solution for capturing, distributing, and tracking
foads across New York Life's ecasystem, Today, mullipie disconnected processes exist (Corparate
Luads, Manager Sourced Consumrs, Fiaid Events), ith uniqus rules,
10ols, and limitations. The goal I to bring thess tagathar into a coharant lfecycia that ansures equty,
cansistency, dats qualty, and 1l ace ity from indial CapiLTe 13 feperting and RO analybcs. With
0 nital focus on providing effective workliows for caplUring snd diStIBLTNG NaMES captured from
Field Events.

4 History and Background
Prospecting is a comerstans of NYL's growth model. For years, local General Offices (GOs) and
managers o . the Sales Cenrsl

‘entries, and manual uploads—to CaPLUTE NaMES from events or referrals. Corparate programs sdded
‘streams like Carporate Leads, which brought addtianal gavernance and eligibility rules. However,
thesa systems grew in silos, leaving gaps in equity, traceability, and Home Office (HOJ parity with GO
functionaity.

“W» Guiding Principles

« Functionaiity avakabie 1o HO and GOS Should be equivalent and cansistent.

+ Avoid manual entry of information to maintain data quaiity.

+ Ensure that people can perform the actions necessary ta fulfl thei role

+ Suppart equitable disiribution of leads.

+ Provide an end-to-end iecycle view from capturs to analytics.

+ 8y completing the missing 10%, we uniock the full value of the 90% sready buit.

£ The Flow: From Event ta Consumer
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Making Follow-Up Actionable | Nurture List Role: Design Lead & Product Manager
Problem Agents don’t fail to follow up because they lack data—they fail because follow-up isn’t organized into daily work.

Names worth contacting exist across leads, clients, events, and reminders, but without a practical way to act on
them consistently, outreach depends on memory, personal notes, or external tools. As a result, valuable
opportunities rot on the vine after initial identification.

Constraint This was not a marketing automation or campaign problem. Those tools already existed and were optimized for
criteria, channels, and batch execution—not for the day-to-day reality of agents making individual outreach
decisions. Any solution had to work for agents of all tenure, integrate cleanly with compliance requirements, and
fit naturally into existing workflows without adding process overhead or duplicating functionality.

Leverage Points Treat follow-up as first-class work rather than metadata buried in records
= Centralize outreach into a single, actionable list populated from across the platform
= Make future intent explicit through scheduling instead of relying on memory

= Reuse existing platform capabilities to reduce friction and speed adoption

Outcomes = Agents have a clear, actionable daily plan for outreach
= Follow-up happens more consistently without additional process or tooling
= Lesswork is lost due to context switching or forgetfulness

= New and experienced agents are equally supported in maintaining outreach momentum
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WHY TH IS MATTERS ‘Who Do You Want to Contact Next? Who Have You Been Contacting? Scheduled Outreach
Nurture List turns fragmented names, P200 Consumers [+ | Your Activity !
reminders, and suggestions into a single, You aded 187 P200 Consumers and hve ot yet g o [rete———tion > Dueon3/27/2021 Subject1 Record Name 1 Last Updated on 3/24/2021
actionable to-do system that supports ) m
a a g You created 3 Nests: Baseball has 97 Consumers, | 7 Dueon3/26/2021 Subject 2 Record Name 2 Last Updated on 3/24/2021
consistent outreach without creating new Football has 3 Consumers, and Soccer has 87 Ce=2
process overhead Sonisumers: o et - e T ' Dueon3/25/2021 Subject 3 Record Name 3 Last Update on 3/21/2021
Consumers, Prospects, Clients, Opportunities p Activity Timeline n Outreach Details
WHAT TO NOTICE You have 233 Consumers and have not et contacte V1o the Lt of Prospects “subjec Related To
o N 128 Consumers. el tn Drkraach Q v Search Account Transfer Details Q
- Existing platform capabilities are You have promoted Consumers to 12 Prospects Shelieuimtes onent from Marketing Central. R
. a have 3 Active Clients. % ¥ omment * Assig °
reused, lowering cost and adoption e Ao Maiating ot (o
friction You have 7 Opportunities that are active. Add/Remove Attributes... Y corina chou
*Status
. . Suggested Contacts Leam More -
- Scheduling makes future intent L = *Due Date Schadded
.. N You have 3 Birthdays this week and 1 Policy Anniversary You can assign Attributes to multipl epriority
explicit, so outreach doesn’t rely on this month. oing o  Consumer/Reationsip Y
the Mass Assign Attril . . Medum -
memory You added 21 Consumers last week and, o those, have AR Follow-up is first-class work
not contacted 12 Consumers. Sodal Media and Email Setting
Py . . Marketing Central. Be sure to N > N > - 5m
- Activity is reinforced through feedback You have 1new CLTlead. signature before doing em: Outreach items live in a dedicated list that |
loops, not manual tracking functions as a daily to-do queue —not buried Last Updated on 3/24/2021

. Suggestions nudge behavior without inside individual records and notes.

automating or removing agent

judgment Make Contact Performance
3 ~ v New Appointments Set Last 7 Days V2 % Qualified 1o Prospect This Month %
5 124
> Jonathan H. Doe (John) 5555551212 JonathanHDoe@gmail.com Due on 5/23/2021 bk mee qetmpvaeirmnre b . -
> Jonathan H. Doe (John) 555-555-1212 JonathanHDoe@gmail.com Due on 5/24/2021
Appts Occurred in Last 7 Days V2 *® Personal Introductions This Month
¥ JonathanH.Doe(lohn) 5555551212 JonathanHDoe@gmailcom  Added on 5/23/2021 et it 5
Additional Actions Consumer Story Ye i | e v | = R ——
Last Contact Method, Date, and Outcome MO e . ; Pt -
Natwor § #of Oppt Won This Month ®
O O 0 O O 0 O O o o Expand Al 15 g4 | - [ 16
R A > ] oavidstate-pre Sep 29,2019 SO, 0 o Fier 9 ot S @ ey
CASE Location: Vickl Vs oot 100 A0 et Lt 1 Gon VD G i s R
X . Field Label Field Value  Field Label Field Value Start Tine: 13:00AM B E
Making Follow-Up Actionable | Nurture ) ) > call Sep27,2019 .
) Field Label Field Value Field Label Field Value Olitioriees Nowis: L . > > pened thes Month *
List , , Context is available while acting
Field Label FieldValue  Field Label Field Value > B oavidsTate--pre = o $ 1 2 K
Follow-up Items
MPANY Fleld Label Field Value  Field Label Field Value + : o ol
('\izw York Life Field Labe! Field Value ~ Field Label Field Value > 8 LD;V::“T-‘;I:‘LD:W Sep 24,2019 EXpandmg 'an Item gurfaces recent aCt,IVIty and ==
et oo Pl Valie P tabe Fied Value i customer historyinline, so agents don’t have to  [Su—-—u"—"—" %
RoLE Field Lobel FieldValue  Field Label Field Value b s RO sep 22,2019 navigate away to regain context before acting. $98k

Design Lead & Product Manager Field Label Field Value Field Label Field Value

port (DO - Opst. by Stage Closeng s Mo
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jJames@ jameskavo.com /resume /portfolio /linkedin
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http://www.jameskavo.com/portfolio
http://www.linkedin.com/in/jameskavo

	Introduction
	Slide 1:     
	Slide 2: strategic thinking at enterprise scale
	Slide 3: principles and beliefs
	Slide 4: stated simply

	Enterprise Design
	Slide 5:   

	Evolution
	Slide 6
	Slide 7
	Slide 8
	Slide 9

	NYL Periodic Review as Conversation
	Slide 10
	Slide 11
	Slide 12

	Pega Event Model Gallery
	Slide 13
	Slide 14

	McKesson Architecture
	Slide 15
	Slide 16
	Slide 17

	NYL PM Process
	Slide 18
	Slide 19

	New Feature Design
	Slide 20:   

	NYL Lead Tracking
	Slide 21
	Slide 22
	Slide 23

	NYL Nurture
	Slide 24
	Slide 25

	Thank You
	Slide 26


