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Mathew Halpern : Case Study |

Buy your kitchen in 4 taps

Improved the kitchen-suite buying experience from 1/ taps to 4, leading to

S100 million in incremental sales.

3,080 ==

[ 1

GE Black Slate Suite

* (22) | Model # GFE26JEMDS

s1,99800 Fee

GE 25.5 cu. ft. French-Door Refrigerator in Black
Slate, ENERGY STAR Fingerprint Resistant

Dishwasher Size — 24in. Height - Max (in) — 34.5 Height - Max (in) — 34.5
Depth 34.5 Width — 44.5 Width — 44.5
i uct Detail
* (22) | Model # GDT545PF|DS

$6741° 31#9-@@

GE Top Control Tall Tub Dishwasher in Black Slate
with Steam Prewash

Dishwasher Size — 24 in. Height - Max (in) — 34.5 34.5

Width — 44.5

Height - Max (in)

Depth 345 Width — 44.5

The problem

“ Your Bundle

Qty: 1
GE Top Control Tall Tub

. Qty: 1
I Quy: 1
o

Qty: 1

Subtotal
Appliance Delivery

Taxes
{Calculated in Che:

ckout

GE GE 25.5 cu. ft. French-Door
Refrigerator in Black Slate Ene ...

Dishwasher in Black Slate with ...

$1,998.00

$674.10

GE 30 in. Free-Standing Electric
Convection Range in Black Slat ...

GE 1.9 cu. ft. Over the Range
Microwave in Black Slate, Finge ...

$697.50

$377.10

$3,696.71

At a Home Depot store you can easily buy an entire kitchen suite (stove, refrigerator, dishwasher,

etc.) by talking to an associate and see the price and the discount for buying them together at a

glance. But try doing that online, and you have to find the 4 to 5 specific appliance models that

trigger the discount and add them to your cart--and even then only see the savings at checkout. This

was a poor experience that hurt sales. My team was tasked with making it simpler.

My role

Lead geographically dispersed team of designers and oversaw work.

Organized and co-lead design sprint with developers.

Engaged research team to provi

multiple appliances.

Pitched designs to executives from Samsung and LG at CES in Las Vegas

to help fund building of the feature and pay for new, required

photography. (They gave us the

Engaged user research team to do post-launch usability study and our

Results

de guidance on how customers shop for

conversion.

money!)

analytics company in Israel to perform a post-launch evaluation to guide

our roadmap for version 2.

Research

15 contextualinquiries with people who recently bought appliances. Conducted by internal research

te

Jobs
Atlas

am, with my team and myself taking notes.

November 2018

Identifying optimum cost/value balance when
purchasing kitchen appliances*

Core Functional
Job to be Done

*emphasis on plural

Primary Goal: Identify how comparable MA and KS shopping is in terms of
providing optimal online experiences.

dq\

Investigative Approach: JTBD (Jobs to Be Done) focused on thoughts and
processes rooted in specific desired outcome

Methods: contextual inquiry interviews over kitchen suite purchasing behavior
and purchasing multiple kitchen appliances while specifically not investigating
suite offerings.

Interview Details

7 8 90

Shopping for Shopping for

Success Factors

All appliances meet & exceed expectations Two Tracks

+ Issues resolved fast - seller owns maintenance and service for investigating suites opportun ities

Pre-set, brand-matched offering
for set suites shopping

Secure in decision-making
(cost/value balance = smart purchase)

+ No risk of FOMO, lots of opportunities to comparison shop

+ Many opportunities to reduce costs (passive AND active) Co nfigu rator

for latent suites shopper needing control

Online experience is intuitive
and helpful

+ Configurator Introduces self-selected opportunities for flexibility
+ Configurator has vibrant-visual Ul - intuitive and fun

+ PLP like filters controlling all suite attributes (items/rooms)
+ Many high-quality reviews - speak to ownership experience

+ Pricing and savings clearly visible/explained/demonstrated * PLP like filters for all product attributes within the suite

- Clear pathways to suite opportunities + Can save and compare products within suite configurations

* Products exhaustively documented (details, visuals, etc.) * Can save and compare whole built-out configurations

+ Control depth/complexity of shopping (progressive disclosure)

Customer service demonstrates focus on
In-store experience is customer needs

informative and pleasant . . .
+ Rewarded for business/loyalty - increase savings/convenience

+ Easy experiencing items up-close (verify online perceptions) + Focus always on customers schedule and other concerns

MA KS Minutes « Staff are available, knowledgeable, empowered to help + Nodelays, no messes, no unprofessional fulfillment/service
+ Service continues post-sale - peace of mind, taken care of
a " .
Currently or recently have been appliance shopping
R | S— Current Behaviors
ob Drivers : * Replace dead/dying products : + MA reasons, more updating
J MA Trlggers + Recent move - ugly appliances Ks Trlggers » PLUS other properties
Common Across Both Activities . . ) ) ) ) e
Action Common Across Both Activities Behaviors aligned with Appliance Journey Map* findings:
* Need for an upgraded product experience
- Need for performance (quality, reliability, durability, longevity, etc.)
+ Need for reducing costs/saving money Early ShOppmg Advanced Shopplng
+ Need for fitment/compatibility
+ Need for guidance (social proof, expertise, authority, etc.) S S o S . S 5
tage 1 tage 2: tage 3: tage 4.
+ Need for customer service (making customer’s life better/easier)
- Need for tactile experience (in-person perceptions) High-level understanding Tighten scope and Price stalking and in-store Fulfillment and post-
of the market decision-making purchase purchase care
Markedly MA Markedly KS

+ Need for control + Need for aesthetics/newness

+ Need for information (detail) + Need for group membership
+ Need for speed/immediacy + Need for simplification
+ Need for assurance + Need for familiarity (brand)
+ Need for familiarity, trust

+ Need for good Ul

+ Need for convenience
+ Need for premium experience

+ Need for reduced costs + Need for reduced costs

KS Inclinations
Much less thorough research: x1.5

MA Inclinations
Fully research EVERY item: x 3-5

» More focus on tech specs + More price stalking (~6 weeks) + More focus on brand - Less price stalking (~1 week)

+ Features/appearance = extras + Demand fast delivery (2 days) + Features/appearance = crucial + Lenient on delivery (5-7 days)

+ Brand matching unimportant + Suite = no control, less value + Brand Matching is the best! « Suite = less work, more value

+ Laptop - big screen for detail » More mobile - surface info.

+ Must get it right every time « Just focus on “critical” items

&”’7

Simplified process from 17 taps to 4.

value greater than $2,600.

Appliance/Suites

E@;»}f Shopping Anxiety

+ Stress surrounding tasks (should be fun)

= High cost decision-making

- Heavy consequences

+ Overwhelm resources (mental/money)

- Few options for payment strategies
« Suites: price comparison extra hard
- Suites: assumed too expensive to look

« Incite apathy, external locus of control

+ Suites: many limitations, few options

« No “completing” broken sets

» Not enough (cheaper) tiers

+ Confusion: what constitutes a suite?

- Equate any “buy more” savings as suite

+ Suites: Big-box vs. small specialty store

« Forced choice between service or price

+ Big-Box only care for short term gain

+ Suites: opposite fear underhandedness

Interest Common Across Both Activities

Want a configurable suites shopping

+ MA: pre-set, brand match = tricked

+ KS: mix'n’match brands = tricked

Resistant to Online
Transactions

+ Miss out on savings (negotiation)

+ More likely to buy wrong item, no fit

+ Complex purchase (want hand-holding)
+ Fear poor fulfillment/support

+ More research (of purchase experience)

option for different reasons

MA Reasons

* Meticulously refine - control

- Better/best items, mix brands

« Speculate would spend MORE

*https://onedrive.homedepot.com/personal/abigail _k_johnson_homedepot_com/_layouts/15/onedrive.aspx?id=%2Fsites %2FOnlineUX%2FHD_UX_TEAM%2FUX Research%2FAppliance%20Journey % 20Map&listurl=https %3A%2F %2Fteam%2Ehomedepot%2Ecom %2Fsites % 2FOnlineUX%2FHD_UX_TEAM

D

esign sprint

Appliance package sales grew by 171% online.

Paint Points & Opportunities

Frustrated by
Online UX

|]I |
®
+ Google Shopping cards = false leads
+ Lowes cards show items not included
+ Pushing products straight to cart
+ Wastes time and erodes trust
+ Slow loading, content jerked away
+ Obtrusive chat pop-ups (recurring)
+ Stalked by Build.com sales rep.
+ Can’t find pathway to suites on website
+ Using ineffective search keywords
+ Both null results and irrelevant items
+ Poor signposting - cat. vs. PLP vs. PIP
« Insufficient filtering capability on PLP
« Especially feature/attribute filters
+ Feeling pushed out of suites workflow
+ Unavailable inventory on the website
+ Poor PIP organization hides critical info.

+ Forced to go offline before feeling ready

In-Store
Frustrations

- Difficult getting depth of information

+ Poor experiences with in-store staff

« Lack knowledge/capacity to help
= Unavailable to provide help

» High pressure sales tactics

+ Unavailable inventory on the floor
+ Bait & Switch: deal changes at store
+ Poor organization, suite eligibility unclear

+ Transaction slow, passed around a lot

* No single point of contact

On desktop, orders grew by 147% primarily driven by increase in

Conversion increased 205% on mobile and 126% on desktop.

More than $100 million in incremental revenue in 2020. Average order

ltems per order for all major appliances sales rose over 3%.

Multiple Appliance (MA) & Kitchen Suites (KS) Shopping

! Frustrated by Lack
of Info/Transparency

» Not listing price or cart dependent
« Seen as predatory, aggressive
+ Suites savings poorly defined
« Site deals not shown in-store (vice versa)
+ Insufficient review content
+ Too few of them overall
+ Easier to ingest listed pros and cons
« Insufficient visual/spatial documentation
+ Compare lacks discerning detail/control

+ Focused on selling, not informing

Post-Purchase Issues
(Fulfillment/Service)

« Handing off experience, poor service

« Tedious, slow (broad delivery window)
= No flexibility and poor communication
« No coordination (multiple days)

- Frequent delays, messes (chaos)

« Intimidating installation/maintenance, etc

KS = still use pre-set bundles and brand-match within configurator

MA = only look at configured bundles, typically mix'n’'match brands

KS Reasons

+ Change up cost/tier - simplify
+ Only “Critical” items top tier

« Speculate would spend LESS

Researched By:

J. Henry McKeen | james_h_mckeen@homedepot.com Terese

Designed By:

1 (Tesi)

Teresa_B

UX, Product, Content Strategy, Research, and Dev all met in Austin to sprint. | co-lead the sprint with

our in-house facilitator. Our devs helped us understand what was feasible for the first release. We

helped them understand what features were most important to users. At the end of the sprint, we had

a solid design direction and a 2-year roadmap of features for dev to get started on.
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User testing

After designing prototypes, we did 3 rounds of user testing on desktop and mobile versions of the

kitchen package experience.

What we learned:

w

Al users wanled bo view similar products 1o replace
of stock’ oven range

Most users ready wanbed a way 1o see owhen the prod
be back in stock

» Mulliple users wished for a way to be notified when the

range did become available again

» Some users mentioned thal they would not purchase

the suite if al the products were nol available

« A couple users mentoned that they would look at

kitchen suites In the hops thal those would all be
avalable for delveny

All wsers said the top specs were helphul, and liked
layoutidesign of the whole page.

« Most users wanted Lo seea more of

navigated to, and from, the PIP.

All users ware able 1o easily togghe betwean tha PIP and Suite

page but wanted to see an easier way 1o get to the
the Suile page.

Final designs

All Departments

Tz

the spacs and features
« Al weers felt confident in the info provided once they

"I would like to know i (the range) is
going to come back in stock soon, or
if | should just buy this now and then

Mext Steps:
wilt for the other”

. F'.J..-.;.-"II',. add a v

the “out link to the PIP

Be okl
sirmilar one

"Mow | do understand why they ask far
the ZIP code in the beginning, and |
think that that's helpiul®

ofher

"I'd reconsider ardering this suite
unless | could change it to "gas” and see
if (the range) was in stock that way.”

PIP from

OGO GO

Tesl Soker — Tergig B Sakerd®h orrieclepod, com
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aach product pod bo

Find a way (in the fulura) o introdwce a customizable
experence, whare 0% products can be replaced with a
* Find a way to notify users when products are back in stock

+ The overall MWP Kilchen Suites exparience works, bul
some users are left wanking more,
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Store Finder uck & Tool Renta Pro Xtra Gift Card Credit Service Track Order Help

You're shopping
Jonesboro Store

Your Account 2 cart | 0items 7

DIY Projects & Ideas Home Services Local Ad

Specials & Offers

Home / A

\ppliances / Kitchen Packages / GE Black Slate Suite

GE Black Slate Suite

Range in Black Slate, Fingerprint Resistant

Choose Your Range €)

Electric O Gas (+$100.00) Depth 345

Product Details

(22) | Model # JVM7195FLDS

GE 1.9 cu. ft. Over the Range Microwave in Black
Slate, Fingerprint Resistant

Dishwasher Size 24 in.

Depth Width 44.5

Product D

Dishwasher Size

Height - Max (in) — 34.5

e 3

m]!

GE Blac

$3,808.63

m Your Bundle

hopping Kennesaw Store «

(22) | Model # GFE26JEMDS i GE GE 25.5 cu. ft. French-Door $1,998.00
$1 ,99800 : '. B Refr\gerator in Black Slate Ene ...
GE 25.5 cu. ft. French-Door Refrigerator in Black Quy: 1
Slate, ENERGY STAR Fingerprint Resistant
GE Top Control Tall Tub $674.10
Dishwasher in Black Slate with ...
shwasher Size 24 in. Height - Max (in) — 34.5 Height - Max (in) — 34.5 Qry: 1
Depth 34.5 width 44.5 Width — 44.5
GE 30 in. Free-Standing Electric $697.50
Convection Range in Black Slat ...
w Product D Qty: 1
GE 1.9 cu. ft. Over the Range $377.10
Microwave in Black Slate, Finge ...
(22) | Model # GDTS545PF|DS 5674,“] £749.00 - Quy: 1 .
GE Top Control Tall Tub Dishwasher in Black Slate
with Steam Prewash Subtotal $3,696.71
Appliance Delivery FREE
. . P Taxes - SSe—
Dishwasher Size 24in. Height - Max (in) — 34.5 Height - Max (in) — 34.5 Cole el in Chackout
(Calculated in Checkout)
Depth 34.5 Width — 44.5 Width — 44.5
Total $3,808¢
ew Product Details
Save
(22) | Model # |B655FKDS
$697%0 T o0 s
GE 30 in. Free-Standing Electric Convection

Save Suite to Favorites

24in. Height - Max (in) — 34.5

Width — 44.5

s37710 58

Height - Max (in) 345

Width — 44.5

View Product Datails

Lessons learned

| believe this is my most financially successful project at Home Depot. We followed an excellent UX

Shop t

Slate Suite

Hefrigerator

GE

Y
_J|._:-_I

Lishwasher

Suite:

Price for

*3,808°

-H. =rRE __

Available
ANV BN

INSTALLATION

process, put customers at the center of that process, and worked with many different teams to create

the final product. The incredible financial success of the project is a direct result of that process. My

decision to run qualitative and quantitative research post-launch--a step not usually taken by those in

the role previously--helped continue to improve the product and deliver more value for customers

and Home Depot.

Vi

ew experience live

https://www.homedepot.com/p/sets/appliances/package/SamsungStainlessSteelPackage/package 729609930

Mathew Halpern 2021



Mathew Halpern : Case Study 2

The nucleus design system

Combine, consolidate and update Home Depot's design standards.

-

The problem

HomeDepot.com's pages were built by different teams, in different programming languages, and--
horrors of horrors--some, in the year 2020, were still not responsive. Often teams would develop
entirely new versions of these pages just for their specific products. These teams often interpreted
design standards liberally, leading to a disjointed and inconsistent experience. When our dev team
decided to rebuild the site in React, | lead the effort to consolidate our design standards and create a

unified experience for customers.

My role Results

B | eadateam of 8 of designers working quickly to craft a unified design B During a highly challenging year, my team delivered the new system on
language. time, and in time for it to be operational for our peak holiday shopping

B Brought stakeholders from different teams together to build consensus period. The redesigned and recoded pages ran flawlessly.

and support for the single design system my team created. m Ourworkcontinues: In 2020, we rebuilt the product and search results
M Became the unofficial spokesperson for the re-platforming effort; Doing pages using the new system. In 2021, we continue to migrate areas of the
several road shows for executives, merchants, marketing, and other site, gradually creating a consistent experience for customers.
teams to inform them about the technical and design changes to the site. B Successfully handed off ownership of design system to newly created

B Organized and lead training sessions for the full 50-member UX team in design ops team.

using the new design system. B Fosteredcareer development for my direct reports: Two were promoted

B Helped define a permanent role for a design operations manager, which because of their work on this project.

was filled via promotion by a member of my team. B Despite significant design changes, we saw no dip in key site metrics.

B Worked closely with the developers implementing design changes, However, we greatly increased the use of favorites by our customers.

including pair programming and signing off on stories for UX. B Saved millionsin operations costs by no longer needing to maintain

B Helped develop an internal component library site where all team multiple versions of a page, each with their own features, look and feel.

members could view any component, in all states, with live data. B  Eachre-platformed page is now entirely responsive, saving money by not

needing to maintain code for both desktop and mobile.

HomeDepot.com 2019

Shoppers looking for a lamp might also be in the market for some light bulbs. However, these

experiences were designed by different teams, and were very inconsistent.

Finder nuck & Tool Rental  For the Pr Gift Cards Credit Services Favorites Track Order Helg Store Finder nuck & Tool Rental Forthe Pro  Gift Cards Credit Services Favorite Track Order Help

You're shopping

i're shopping I_ .
Midtown | My Account 8. Cart | 3 tems

L 2 ey
Midtown My Account & Cart| 31 1

All Departments Home Decor & Furniture DIY Projects & Idea Installation & Services Specials & Offers Local Ad All Departments Home Decor & Furniture DIY Projects & Ideas Installation & Services

Furniture Kitchen & Dining Beadding & Batr Lighting Window Treatments Shop By Roomn

SPECIAL

5,684 Results Sort by: Top Sellers Get It Fast ort By: Top Sellers

1 Stock at Store Today

A '\\ -. : I Compare ympare

. CpRng Midtown 304 . . '- o I
Free 2-Day Delivery = Lamgs & Shades ’ . ' .
i e o | Top Filters op 3106 results for LED Light Bulbs

- g
! . ’ Department .
lop | = 1| Table Lamps
. ¥ W W N ¥ W W u ; i
P 1 ! e 1 (
RSP amp with Natural Linen Shade amp with Frosted Crackled ED Spotlight Desk Lamg Wandes -”,I I F ‘& - 841 LENE 11811 -
o h : Shade B nae ity ey with Sew LED Light Bulbs — — o -
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! |'A' | o Color Fa A1R (180 Dimmable LED Light Bulb Bulb Soft W Pack Dimmable LED Light Bulb Equivale
Shade Color Family $39%7 $0197 Sog?7 $1419 Y Daylight (8-Pack) Modeld BTA19ASOWUL1S Daylight (4-Pack Wi-Fi Wiz
Belge/Bisque v £ t v o t v . . v . ' viod AWAEOWLU 23 00
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HomeDepot.com 2020

These experiences are now aligned and use the same design system. If a customer buys a lamp and

then searches for a lightbulb, they will have a consistent experience.

on Piin
Foow - | | . - -
F | =l iplics, e [
Aeirmy
LED Light Bulbs
labla Larmj
] T P
! W W
: 111 " Eﬂi
BUY L I IR
- N '
20 Merulta T Dy
E.078 Madulta Bt Rt ==
Gal B Fast
=== ™
Ot it Pt
P E o]
| . - A — |
o .
: _ - Bk P
= - '_ .
Ty > .
tablelamps — -
Lig Buion
L o You're shopping Delivering to e
r H 1 L g Tilly Mil 30341 4 e )
@ CLOSED until 6 am Foll Deciric B0V — e
L ! h Lamps & Shades Dbt A — —-
- [ - Bry — =
Dopotmged =~ 2 WEEEFEN 0000000 #wkkk¥es 000 WkEES ?' g 141-
Table Lamps o - " o ':.
- o D g " -
21w o= g 3 I
o ' w o l
. A
Shade Color Family Price o
- In Stock at Store Today (15) >
l s sarby stores 2 AT0 Feaulta
Liggid. Typs e Lt ity ot
& - Gt ' g " =T

5,628 Results

-

"

L doe
-
-

Alignment

Six designers. One me. Three weeks. One conference room. Each designer took a different part of
the site. We re-created the most common variations of pages and widgets that had been designed so
differently by our teams (décor, appliances, B2B, app, and general merchandise). We aligned the
design of the site and the app drawing from the best of our existing system, drafted an initial version
of a new, unified system. Then, my team brought stakeholders together and, over the course of

many conversations, negotiated an agreement to align.

Before alignment After alignment

Appliance General Merchandise Home Decor Services Aol ar

=0

l ‘ 68 i
Compare Compare i ' Compare | ‘

)
More Options Available ) . . CIEWLALT
La Rosa Chesterfield Tufted Sofa, Opal E LT
=X Weber 22 in. Original Grey Velvet - SR LR
‘-- Kettle Premium Charcoal Grill in Black by Jennifer Tayl
with Built-In Thermometer Py Jennifer Taylor Thomasville Classic Custom Kitchen 3
(5515) | Model# WRX7358DHZ Model# 14401001 ) Cabinets Shown in Classic Style 3 " 50 —
Whirlpool 25 cu. ft. French Door Refrigeratorin . $1 23672 5‘ 5 gm o 75 Hiaa Model# HDINSTSLSA i Igﬂ“
’ =2 View the Weber Charcoal Grills (ev(] Save $282.72 (19%) . — -
Fingerprint Resistant Stainless Steel s &) T | gﬂ
Gollection . B OOg™ e W
v Standard Delivery il 1.
ﬁ £5499® (2087) )
Se

Lower Price in Cart 51 6500
letupto$

Get a quote during a FREE

design consultation
v Free delivery - - H

Total Capacity (cu. ft.) — 24.5 .
Limited stock at Cumberland Home Depot Installation Required

;:pm“'e'az'j’:”ser ’ Schedule a Consultation . ]
+ Free delivery
Desktop product pod alignment
HomeDepot.com has more than 30 variations on our basic product pod. In some versions brand name is bold and on a separate line, in
others it's in our smallest font below the description. Some have a compare option, others don't, pro's need to be able to add large
quantities quickly. In aligning these pods, we convinced all the teams to use the same layout for almost all common elements, allowing
us to use a single consistent widget for all products. My team did exercises like this for every widget on the site in 6 weeks.
With a rendering system based on components, we needed to create a design language that could
easily integrate new widgets in any order on any page. Given these constraints, we chose a card-
based design system.
— < o Frequenlty Bought Together = | Search » 7 |~
|\“;-'\7" @}::;;;:::'g‘;:e What can we help you find £ I My Account 2, Cart | 0 items 7 — _ L . : ‘
(Yo today? i | b ¥ his item: e B-Burmer F as G $399.00
Al Departrents Home Decor & Furniture r:l‘:ir"-':prlf..'l Ideas Instaliation & Services Specials & Offers Local Ad — - — @' ] d $39.98 You're shopping Cumberland °
o o | o T = + ‘ + \'“ :r;-[r.;r.ill.‘\ - Home [/ Tools / Power Tools [/ Drills Yower Drills
Nexgrill > v ] 539900
A= - Delixe 6-Burner Propane Gas Grill in Black b Add All Three to Car
with Side Burner Delia & 6 ne oo 70 in, Premium Gril Cover Natural Gas Conversion Kt -

v 16 in stock  Aisle 19, Bay 013

More Like This

Drill/Drivers Power Tool Dri
Combo Kits

$39900

or

$6700 per month* suggested payments with Fllter & Do Brand Cordless/ Corded
6 months* financing on this $399,00 purchase*

In Stock at Store Today (22)

How To Get It Cumberland a
Ng 5 A v " :
Stors ickup | Shipto Homo Express Dalvary B " - N 221 Results
Today Fr.i.renr Today Add to Cart Add to Car Add to Cart Add to Car Add to Cart
FREE FREE $8.99 Bast Seller
Qrder within 2 hours 3 mins to get it by Octaber 1510 76753 > DEWALT ATOMIC 20-Volt MAX Lithium-lon

Brushless Cordless Compact 1/2 in. Drill Driver w/ (2)

7} Protect This ltem Batteries 1.3Ah, Charger & Bag

) Select a Home Depot Protection Plan for Product Overview (900)
Year / $25.00
O No Then prevd Info & Guides 5159[}0
fo Need It Assembled? vnat 1o Ex .
& Assembly with Store Pickup . « Free delivery
[] Add in Store Assen FREE ® don i . — .
You w Read POF dc D d v 6 in stock at Cumberland
copy f
1]+ | ‘ Add to Cart
Ins
Deliver to
Y Wee nabl to s his tom e U, PR, % Shop This Collection from Nexgrill
Ryobi 18-Volt ONE+ Lithium-lon Cordless 1/2 in.
[ & ] [ = ] [ < | [ < ] I | Dirill/Diriver Kit with (1) 1 & Ah Rattery and 18-\nlt

Lessons learned

Going into this project, | expect getting consensus among people and teams would be the most
difficult part. However, the deep relations | built over my time at Home Depot made this go quite

smoothly. In fact their was a great appetite for more consistency.

What | learned instead was a greater appreciation of how complex it is to make a change at this scale.
Getting changes made in a timely fashion was the true challenge. A $25 billion website has a great
deal of complexity because so many external and internal systems are helping to render content. All
of these needed to change to support the new design system. Because of this complexity if we didn't
unify the design system the re-platforming effort would have taken three times as long. Home Depot

is still years away from the entire site using the new design system, but they'll get there.
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Tap for service

A stretch project for my team, and a C-suite

pitch for me

Orange Plan

With its augmented reality

technology, The Home Depot's

J
Orange Plan lets you |
| | . Capture

. s Ly ~ vaibila sar=sllaime .".,.‘.. w
vour rooms while walking freely.

s H

Floor Plan Quick Estimate Easy Installation

Leading toward the future

As a leaderit's important to give your team opportunities to build their skills by working on stretch
projects. If those projects are forward looking, visioning exercises, you can give your team a chance
to be creative and get inspired. As a product designer myself, | love working on visioning projects,
defining the future by designing the future. Imaging the future has been a core part of how I've

influenced the companies I've worked with.

Picture: My team ata VR arcade in 2018

The idea

After using Magic Plan, an app that uses your phone's camera to create
floorplans, to measure a room in my own home, it occurred to me that
there was no reason Home Depot needed to send a service technician to

measure rooms any more. We have the technology! Applying this to the

Kitchen

Bl Hordwood Rlooring = floor buying experience, we could make things much easier for

e = $1.205.73 customers. Instead of getting quotes from different companies, having

Materials Total
SE0Cmonth for 24 months, 093 :

each one come out and measure your room, and finally getting
estimates. Home Depot could give customers an app that does it all

instantly. We are national, provide financing, and probably the only

Choose Installation Date

Creating the project

| recruited two members of my team who | knew from our ongoing career conversations were interested in stretch projects.
One was a lead designer looking to get promoted to manager; the other was a junior designer seeking more app and mobile
experience. We all worked on the concept between other projects. Together we sketched out an app. With my guidance, my

teammates worked on the experience. | worked on the pitch deck.
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The pitch

After six weeks of work, | developed our deck and pitched our concept to the online directors. They
helped me tighten the pitch. At their suggestion, | pitched the idea to the VP of product. The VP of
Product had me pitch it to Home Depot's chief marketing officer. The CMO had me pitch my deck to the

CEO of another company we owned.

TAP FOR SERVICE

By Mathew Halpe

View the deck: http://matthalpern.org/casestudies/floorsdeck.pdf

Note: I've removed confidential business information from this presentation.

What happened?

In the end, my proposal had much in common with another project, and its features would be bundled

together. That projectis under NDA.
After the final pitch, my Atlanta-based team and | flew to Houston to do a design sprint with the team
building that project. During the design sprint, we did user testing with customers and realtors, and

received strongly positive feedback on both ourinitial concept and the new combined app.

My design lead was promoted to manager based on his work leading the design sprint in Houston.

Stretch projects work!

Finally  saw a working prototype of the new app at a leadership retreat in early March 2020, but since

the pandemic I'm not sure if work has continued.

Mathew Halpern 2021



