Transforming Healthcare CX
Journey Mapping: Integrating
Data for On-Demand Insights

Work Summary

| collaborated with stakeholders across
teams to ensure strategic planners had
access to integrated CX research and
data, delivering holistic insights and
enhancing our value to clients.

Timeline & Team

Over a span of 7 months, | collaborated
with our Chief Strategy Officer, 3 CX
Strategists, 2 Data Scientists, 1 Developer,
2 Product Designers, and 2 Client Teams

Responsibilities
 Stakeholder alignment
* Experience strategy

* Product design
* Rapid prototyping

Outcome

Improved access to CX insights,
enabling a broader perspective
for strategic marketing.

N TRODELVY~ TRODELVY™ Lyra

spumab powitecan-haiy Cuata-Drivan Patient Expenance Map

WALUATION

— ———
> Insight |

Conducts
E:' masgarch

Pday ardar

DEIHE: FEFI‘I UEG‘I"N WOk 1 Inlul!]ll'-\;:
S alf-manegaiminemize ] d _. Inmght |
symploms (pan, nausea) -E .

ancarm Qnores aboud mass kound or
savare symptoms, Patient feels
campelied 10 Seak care. Tirma o seak
cAre may be acceleraled wilh a care
PanneT s SNCoUraiement

Fear moums &% abnorma
resulls ang recognizedo

B © o

Symplomatic

| Asymplomatic
FPatient waits urtl next breast
P | i Y .

ot previously diagnosed e SVaRIN

with breas! cancer (da novo)
L breast cancer (de no F'l.""-'ll:ll.l?"r dannosed
wilth breasl cancer
tent enters

MHP/PA enbers
QNG
follow-up
wigill

Underlying Tear around Conducts researnch
notantial for proqression i "-," Consulis social groups
wilh aach Welisscar .-"r Stays updated through amail

@ Insight |gu i CF Insight

Open full map -«

Macbook Air
g i



COMPANY OVERVIEW

InizioEvoke Transformationis a
specialized division within Inizio, a global
healthcare and life sciences services
company, that focuses on driving digital
innovation and transformation for
healthcare and life sciences clients.

INIZI10O

evoke transformation




OUTCOME

Through an iterative approach, | designed 2 data-driven interactive experiences
over a multi-deliverable life cycle, achieving an integrated solution that drove

strategic marketing impact. The end product offered strategic planners seamless
access to holistic CX research and proprietary data.

Bridged Gaps v | Unified Source of Truth b/ Enhanced Value
Connected these previously Consolidated information into a Delivered a market-leading
siloed teams, accelerating single source, enabling more application, boosting our value

knowledge sharing effective strategic alignment. to brand leadership.



TIMELINE

Over an 7-month span, this workstream included two use cases, each iteration

building on the previous one while evolving to meet unique conditions

MONTH 1 MONTH 2 DNTH 3 MONTH 4 ‘ MONTH 5 ‘ MONTH 6 MONTH 7

Proof of Concept Adapted Use Case Integrated Experience
Developed a rough proof of Designed an interactive version of an Designed an interactive canvas, content
concept to visualize the ideq, existing print format map using a rapid system, and component library, assisted
which was then socialized prototyping approach in collaboration by 2 UX Designers, in collaboration with a
among the larger strategy group with a CX strategist, the client's field CX strategist, a data scientist, d
to gather feedback. team, a data scientist, and a developer. developer, and the brand team.
2 Days: POC rapid prototype 1 Week: Research 2 Weeks: Information refinement

1 Week: Alignment 2 Weeks: Prototype design sprint

2 Weeks: Prototype design sprint 1 Week: Client workshop & feedback

2 Days: Stakeholder design review 2 Weeks: Design revisions & finalization

3 Weeks: Content design & Development 3 Weeks: Refinement in Dev



THE PROBLEM

Multiple presentations on patient
engagement lacked integration,

leading to gaps and inefficiencies in
analyzing the full patient experience.

* Agency strategists relied on multiple
presentations delivering behavioral
and attitudinal insights to understand
patient engagement.

* Each presentation contained valuable
data but lacked clear integration,
making cross-referencing inefficient.

* The lack of integration resulted in
gaps and missed opportunities when
analyzing the full patient experience.
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FROM OBSERVATION TO ACTION

Seeing the inefficiencies firsthand, | had an idea:
to draw on my experience with UX flow mapping
and prototyping to create a unified, interactive
tool that seamlessly integrated insights and
market tactics, enabling team alignment and

strategic decision-making.



PITCHING DEMO

Adopting a ‘prototype-first’
approach, | designed and built a

browser-based demo as a proof of

concept (POC) in just over two days o = e
to present to our Chief Strategy e T

Officer, providing a quick, visual, and =

interactive example of mapping

strategic tactics against behavioral m -

and attitudinal insights.




INITIAL BUY-IN

The simple POC sparked interest within the
strategy group. A CX Strategic Director proposed
adapting it for a fertility client's journey mapping,
leading to collaboration on an interactive digital
experience.

This collaboration would evolve the prototype into
a functional tool integrating patient experiences
and strategic insights for real-world use.




Ilteration #1
Adapted Use Case
for Ferring Fertility



USE CASE 1

Field reps at Ferring Fertility improvised by adapting workshop assets into small printed
pages and slide decks for clinic meetings, but this approach failed to convey the intended

thought leadership. Meeting with the field team advisory board and our CX strategist, |
gathered key insights into their workflows and needs.

The field team had three primary requests:

C-—gf Ease of Use %113 Flexibility @% Data Visualization
They wanted a simple solution Needed to be able to quickly Improved ways to present data
whose performance they could skip around to tailor the visually, making insights more
trust. conversation to the specific engaging and easier to

concerns of the clinic. understand for the audience.



ESTABLISHING REQUIREMENTS

| led the requirements definition, collaborating with the CX strategist and developer to
ensure usability, business alignment, and feasibility.

1. Existing Map Layout: 4. Multiple Levels of Detail:
The design needed to build on the existing print- The tool had to provide various levels of fidelity, from
formatted map layout. high-level overviews to individual insights.

2. Regulatory Compliance: 5. Reduce Development Complexity:
Content had to be approvable by regulatory reviewers. Would be delivered as browser-based coded

application at a fixed size suitable for iPad Pro screens.

3. Comprehensive: Unfortunately, the solution would be limited to basic
The tool had to serve as an all-in-one solution, including @ touch interactions, lacking the responsiveness of
journey details and corresponding insights. native device gestures like swiping or pinching.



CHALLENGE

The primary design challenge was the extremely wide aspect ratio of 1:10 for the map
asset. This unusual format required creative problem-solving to make the information
accessible and visually intuitive for field reps during their presentations.
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Original map asset

[ approached this problem with the mindset of
"What if the map could function as both the horizon and the landmarks?”




DESIGNING THE INITIAL HOME SCREEN

Adopting a prototype-first approach, | evolved
the map design as the 'horizon,’ refining negative
space to frame it as a focal point. This led to the
concept of 'theater mode, where the map was
given visual prominence, with the remaining
screen serving as subtle ‘curtains’ to frame
‘landmarks’ and supporting content.

Key Features:

1. Incremental Zoom:
Stepped zoom functionality allowed users to enter from a broad
overview and drill down into increasingly detailed phases.

2. Core Moments:
Access to the four primary business moments was designed for
simplicity, requiring just one tap to bring the reps directly to
critical insights.

Throughout this quick three-day iteration, | worked closely with the CX
strategist to align on the best way to maintain visual focus while
ensuring practical usability for field reps.

Fertility Patient Experience Map: Data-Driven Actionable Insights

Data Sources - Hmussbem

Fertility Patient Experience Map: Data-Driven Actionable Insights




DESIGNING THE MAP CANVAS

My approach to designing the canvas prioritized maximizing the journey map with
minimal interface elements. The map included on-demand features that allowed reps to
toggle content, dynamically highlighted relevant details and dimming others.
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DETAILING PAIN POINTS

With the canvas in place, | proceeded to pain point insights. To maximize real estate
ensure seamless map-insights interaction, | implemented hotspots that open overlays,
providing a comprehensive view of each journey moment.

Pain Point Detail Overlay
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DELIVERY

Approval was secured, visual and interaction
design finalized, and version 1 of the map was
deployed for in-market testing

* Concluded the initial design sprint with a Figma prototype
shared with the field user advisory board, securing approval
to proceed with content design and development.

* Finalized visual assets and prepared them for regulatory
review while collaborating with the developer to ensure all
requirements were met, maintaining the project timeline.

* Received minimal feedback from stakeholders and regulatory
reviewers, preserving the original design approach and
enabling deployment of version 1 for in-market testing.




INTERMISSION - USE CASE 1

Achieved early success with positive user feedback while establishing a clear path for
future development and strategy.

Initial OQOutcomes

Learnings to Carry Forward

Positive Reception Earlier Collaboration Leads to Better Outcomes
Field reps found the tool easy to use, cohesive, Earlier collaboration could have shaped map assets to fit interaction
and effective in delivering thought leadership. design, creating a more user-friendly experience.

Touch Interface was Just OK Constructive Stakeholder Feedback is Crucial
Reps adapted to the simplified touch interface Stakeholders’ hands-off approach expedited approvals but lacked
but encountered awkward moments using critical feedback which would have help elevate the design beyond

unavailable gestures. "good enough.”

Next Steps Extensive Interface History is Valuable

A 3-month review workshop was scheduled to My interface experience overcame limitations and unlocked new
plan the product’s next phase. opportunities.




Ilteration #2
Integrated Experience

Internal enthusiasm around the Ferring initiative sparked interest In
adding a rapid digital-first option to an existing work stream.



USE CASE 2

This iteration delivered a collaboration
between CX and Data teams, creating an

integrated map of the breast cancer patient

journey that offered valuable insights to shape
marketing strategy.

* The map would feature insights created by capturing

emotional perspectives from patient interviews and
behavioral information from real-world digital data.

* The product would enable marketing teams to make
iInformed, strategic decisions from a cohesive new of
synthesized insights and supporting data.

Strategic

Insights

Qualitative
Interviews

Real-world
Data




TAILORING REQUIREMENTS

We adapted the core design principle to meet
the expanded scope addressing broader use
cases spanning from workshops to self-guided
learning. This increased scope was
compounded by the challenge of refining early
data reports to align with patient insights.

* This iteration was digital-first, prioritizing speed and
Innovation to ensure it was ready for initial use during
annual brand planning.

Broader Use Cases

Adapt the journey map for workshops,
individual sessions, and digital
workstations.

Data Refinement

Refine the rough draft data to align it
effectively with patient insights.

Digital-First Design

Create a cohesive, native experience
without constraints from previous
versions.




QauAL

LINGUISTICS

INFORMATION REFINEMENT

| started by gathering raw information—interviews, journey maps, and spreadsheets—
then refined the data component to support effective collaborative analysis.

Data Refinement with ChatGPT

Played a crucial role in refining raw data, categorizing
journey points, identifying data gaps, and suggesting
queries, enhancing initial data processing.

"f "At the time, | didn't even have a

Validation and lteration

Collaborated with CX and Data teams across three rounds
of iteration, validating and aligning output with journey
steps and interview insights to achieve a 98% correlation.
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get an ultrasound, which rang some
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surgeon for a biopsy, which led to the
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wideos which present an apportunity
to run video on YouTube. Facebook

active on social platforms of all
segroents with 99% reach on

Facebook, 55% reach on X, 60% reach
an Raddie e 0% resch 6n TikTak

40% of mBC research is driven by search -
making it a top driver for mBC patients.

Broadly across the Evaluation Stage

“Earller on, | didn't question or suggest much to my
doctor. But as treatment went on, | got more

comfortaibble, and realized there was room for me to be

imvoleed. Mow, | am much more invoheed in choosing
Friy treatrments - especially since there's less elear
guldelines on what to use now. | realized there's no
one “right’ answer for next best treatment.” - mMTHBC
patient

Geographic Challanges
Some patients may have limited access to specialists and/or langer
acadermnic institutions.

It wias alak to go through because it's a 2-3 hour drive for me to get to
Stanfierd. But other than that, it became a routine and | knew what to
expect.”

-mTHBC patient

Top side effect concerns in online comversations are fatipue, hair loss,
and nausea. Patients are generally rmuch more concerned about
Neutropenia than ends up being warranted, as shown by search data.



SCALABLE CONTENT ARCHITECTURE

Next, | collaborated with our developer, aligning
on a scalable, database-driven modular solution
that allowed for flexible information presentation.

e Content would need to be dynamically presented,
allowing for multiple programmatic scenarios

* Modules would feature a standardized design language,

but would be unpredictable in length.

 Structure would need to be scalable, incorporating

future, unidentified content types.

Ideation on organizational approaches



ITERATIVE DESIGN PARTS FOR A COHESIVE EXPERIENCE

T i ht D B maling | loved T[C_j: Map Components
o0 meet a tight 2-week timeline, | employed an J Built a lightwelght

iterative approach, dividing the design into component library.
interconnected sprints for Map Components,
Card Components, Content Organization, and

; Card C ;
Canvas Interactions. EEI ar omponents

Created scalable, modular
content cards.

* Progress in one area often required revisiting and

adjusting others. _
=1 Organization

Explored and refined

* A balanced progress was challenging, requiring S
content integration

desigh compromises along the way.

* Through flexible iteration and frequent check-ins with

% Canvas Interactions

Interactive access to

CX, Data, and Dev, | managed the complexities and

ensured forward progress. journey and content




MAP COMPONENTS

Created a lightweight component library
of vector paths to lay out the journey map,
significantly improving performance and
enabling rich interactivity.

Modular Component Design

The map was built using 18 lightweight, modular components,
enhancing usability for the developer and allowing for smooth
adjustments without lag.

Efficient Collaboration

The approach facilitated effective collaboration with the CX
Strategist, aligning strategic vision with technical needs

Digital-First Advantage

The modular design ensured the journey map was responsive,
efficient, and adaptable

MAP ATOMS

Base Piping

Pointers

Elbows

Junctions

Circle Transfers




CARD COMPONENTS

Designed modular, interchangeable cards
to support a scalable and flexible content
system.

Modular Content Design

The content cards featured a clean, modular design,
simplifying content categorization while maintaining flexibility
and scalability for future updates.

Cross-Team Collaboration

Close collaboration with CX, Data, and Dev teams ensured the
design system delivered content effectively and met tight
development deadlines.

Iterative Refinement

Through multiple review cycles, the content cards were refined
to meet project needs and align with the intended visual style.

CardJourney Moment

E;F JOURMEY MOMERT

Broadly across the Evaluation Stage

'Q JOURMEY MOMENT

OMC Recommends TRODELYY

'D APURMEY MOMENT

Fear mounts as abnormal results are
recognized; may réceive over the phone

Card/Opportun|ty

* OPFORTLRITY
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arrive at mBC info through & search) Consider
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. GRPORTUNITY

Effectively guide patients and their care partners

through the initial lood of information following
a mBC diagnosis via partnerships with these
orEanizations.

0n BreastCancer.org (20% reach), leverage thedr
imterast in targeted therapies, treatment session
management tips and podcast apisodes with

heost readouts, full-page takeowvers and dedicated

TRODELVY thraads in the 'info and Resources’
saction of the sita's community farum.

on Living Beyond Breast Cancer {15% reach),
sponsor advacacy programs and newsletter
placements.

On Advanced Breast Cancer (1 1% reach), co-
AUThOrF CommLUIniTy EOsLs.

On Korméar (9% Reach], enrall in Kamen's
ShareForCures program and sponsor
rvisdesbied LS.

. CPPORTUNITY

Cansider unbranded messaging approaches (o
|-':E'::.' mamEnts within the diq!lﬂ;nl.'lﬁi‘.% SEALe 1o Erﬂl}

Card/Pain Point

# FAN PN

Initial Patient TRODELYY Awareness

Mary patients first become aware of TRODELWY
through online groups. Howewar, they may not
recopnize the treatment as appropriate for them,
or go so far as to ask their oncologist about it

# PR POINT

Geagraphic Challenges

Some patients may have limited access to
specialists amdfor larger academic institutions,

Card/Search

() SiARGH MEGHT

Patients highly search diggnosis and prognosis
nformation when searching around mBC online,
sisch of this searching happens around or
mimedlately after diagnosss

SUPPORTING DATA S
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Patients. highly search diagnosis and prognosis
nformation when searching around mBC anling,
puch af this searching happens around or
mimediately after diagnosis

SUPPORTING DATA Y

Top Monthly Diagnosis Searches

[m=8652 8701
Dingnois@ragnosis 530,140
- Signs & Symptoms 87E20
IGO0 TR000
HHC Scom 4,040
Tt 2,030
Bicture 2,030

Diagnosis/Prognosis Search Breakdown
(m=539,140]

General Diagnosis/
Prognosizs 67%

Life Expectancy 33%

Card/Social

E SOCIAL BMSIGHT

Facebook and YouTube have high potential for
TRODELVY engagement; patients interact highly with
Facebook groupssads and videos which present an
opportunity ta run video on YouTube. Facebook has
the highest reach for HE+HER2- 2L+ patlents {99%]
and Is the most mentoned social mediafwebsite
across all mBC soclal conversatians.
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Facebook and YouTube have high potential for
TRODELYY engagement; patlents interact highly with
Facebook groupssads and wideos whilch present an
opportunity to run video on YouTube. Facebook has
the highest reach for HRE+/HER2- 2L+ patlents {99%]
and is the most mentoned soclal mediafwebsite
across all mBL soclal conwversations.
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Unigue Segment Reach
HRE+/HERZ- {11 - HR4HERZ- 0-10L+ Charrmi: Gl %%
mTMEC 2L+ - mTHBC 2L: 93%

O

Average Duration | 32 Seconds

Most Active Days and Time
Fricday, Saturday, Sunday | 7-9FK
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Top Medical Ads Sponsored

* MyBCTeam * The Breast Cancer

« Susan G Kormen Research Foundation

= Survivorhet = Breastcancer.org

« HealthCentral * Living Beyond
Breast Cancer
= GoodRx

Card{Third Party

ﬁg_. THED PARTY INSIGHT

35% of mBL and related treatment engagemeant is
driven by third-party platforms, second to search
driven info-zeeking

Patients s2em to be loyal to top third parties
including MedicalNawsToday [18% reach), Healthline
[22%), and MayoClinic {24%} far mBC related
infarmation during their research period.

SUPPOHETIMNG DATA by



ORGANIZATION DESIGN

Identifying a stackable, feed-like
approach became the most scalable
solution for integrating content with the

journey map.

Initial Design Approach: FAIL

Began with a dashboard-style that maximized screen
availability but proved difficult to dynamically scale.

Adopting a Feed-Like Model

Switching to a stackable, feed-like design streamlined content
organization, functioning as an advanced bullet list.

Simplified Sequencing
The feed model allowed the CX Strategist to easily sequence

content cards, aligning with the Opportunity, Insight, and
Supporting Data framework.

D SArUERE Y RORRNT

Brosdly across the Evalization Stage

Inicial Facient TRODELVY A ardssss

Ky patmns Frel beccrs awang of TRODELVY
Ihréadgh colns grosps. Homewer, IRey iy

TR 1M Rraatimeen] af approprsls B (s,

ot B R Far af 0 agk Iher orged ol stcul |

s oERCRTURTY

Cirednt L s raFerascd 10 & ga g with mexC
iftFaration through fiarch (906 of panalsns

arre o mEC inlo feough a gagrch]. Congikar
firp-Eusmig SER 1o caplure mTREC 2L

Addiicraly, as 198 ol sl parelnts berg ther
mHL l'l'ﬂ-'b.qF{l'E_, gepigy LHM wa gmal
marketing b copluri HHAHER! - palhenis

I:I JUFUENE ¥ BOMENT

Brosdly across the Evaluation Sage

& o

Inicial Facient TRODELVY Aardeeiss

Wiy palmens el becorms awang of TRODELVY
Ihréaggh ol gréugs. Homessr, ey iy nal

TR ErIEe 1P Rieafiven] af approprsls [ T

O Eiz R Far af J0 agk Iher drdel il sbsoul ]

s OEECRTURITY

Gireint LS rpFer e 10 @ gage with mEx
It Pl by L g &a ek [0 ol panaligls
anre il mEC inlo Feaugh a gaerch]. Congikr
Arve-Ludmig 5EM 1o caplurs mTREC 2L

Addiicraly, as 158 ol all pareleds barg ther
mAL irfo-eiking, diplcy CAM wa amgl
markeling G coplure HHAHER!- palieis

B soc i msgar

Facebaak ared YouTube hage high patentisl for
TRCOELVY engagement: patients [meract highly with
Facebaok proupsiads and Wiecs which presant an
opporiunine 10 run whiden on YouTube, Faosbook Fas
the highest raach for HR+HERD: ZL+ paters (29%)
il ks He meoat mentkored sodal med afwetalbe
soross Al mBC sockl conversations

S s T
0% of mbL ressach B drreen by sk - makang it
& o ddrrwes lor mbL pabenis

™ i et

Ermail m s a rop deiwes 1o mnBC TnTomesatian Mo
Pl nils, walh e 15% of Balianes airning 1o mEC
e Trat e dartc ks, vidests, &) directly Snonn ain
i,

B socia msmar

Facebaak arnd YouTube have high potential for
TRCOELYY engagement; patents Imeract highly with
Facetook groupsiads and videos which present an
oppscriunity 1o run widen on YouTute, Facebook Fas
the highest readh for HR+HERZ: IL+ parsenms (293%)
anf bt mecer me ntkoreed Social med abeebalte
#cross 2l mBC sockal conversatons

SARFPOETIRG DATA

9% of periicipants wisted platform

C

Undguie Segmant Resch

HREHERD: 0: 1L = HR+ HERZ. (. 1L+ Chim: S6%
MTHEBL 2+ - TREC 21 93%

Y
L

Ilsi 1 THIFL BAKTY HERIHT

%% of mBC and relsted frasiment engagement is
dresen oy third-party platforms, =econd b search
dresen inlo-oneking

Parbainrs wesin o b cal [ T0Q Ehird pam s

ding Medical bevaToday {138 reachl, Heakhling
|2a%] el MayeCliedc C29%) Tor rBC nalamd

Pl LiSt dunng e rasaarsh ganod

NPT ITHED AT

miBC & Traatmant
Irdormation Consumgtion

D

~4 0% af all panel=ts came from & s=anch
mMTHBL A+ ks their mBL indo-ssek ing waths
sEanch more than @y ober seprent

Iﬂ + THIFD SARTY MREFIHT

35% of mBLC andg related fresment engagemend is
dresen iy chird -party platfcems, =econd Lo search
dresen inforseeking

Parbans fesiin 1o b cgtal I I0p Chird pam s
inchading MedizalbevaToday (13% reach], Heakhine
|2E%], el WaynCliec (24 1HC rakirad
it dir NE FeF resasroh paned

mBC & Treatmant
Irdormatian Consumption

ja

~4[F% of 2l paneliscs came from & seanch
mTHBL A+ kead their mBL inforseeking with
sEArch more than sy otrer sEpreni

1
=
=05 ol all paseelets went direct 1o sourcs
FRFERL- AL gonr indesss O S rde

A AN dregihy rrory than cifwer
S merls

[

-A5% of all panelisns came from am emall

) soumry wosErT
Eroadly acrass the Evaluation Stage

Imiltlal Fatlent TRODELVY Swarenpss

Many patignts Sren Became aware of TRODELYY
I |'|-||,!_| [} (e HEreEnRr, TNy I 0l

PeCOgn e [N Drealiend a6 dpprcpnaie tar fhiesm
G @ B [Ar &5 00 ack Thedin oneokgisr abedd i

i’ P PETLTY

Ghaai patiants prafarends To SRgage with mBc
infcrmarion chrough search |40 of panalists
armie ar maC o thinugh a searchh, Considar
fre-uning SEM 1o capnarg mTHEC 2L=

Acdditionally, g 15% of al panedists Bping thais
B infg-seekirg, deply CRM wip email
rgrketingg [0 Capty re HREe HERE- patients,

“ fSeEinL IMERHT

Facahaek and YouTube hiee Figh poiendial Tor
TRODELWY ergapeivenl palsns irferack highly with
Facahaok groupatads s videds which presens an
Ny 1oy run widen on FoaTebss, Facabeek hes
¥l HRAHERD- 2L+ patients [F9%)
3l ecial Prechadveels i

2l iE [N Pl el

aasrorsd Al PO sodial ennwersations

BUPFCHT D DATA #

= o

BE o puirticipa nis visied plarkarm

=

Linigque S=pment Besch

HR+HERD- O-1L - HR+HERZ- 0-1L+ Chesnx: 3%
MTHBL L+ - mTHBC 21 33%

{4

Aversge Durytion | 32 Saoonds

Mast fotree Days ard Time
Friday, =abeday, Sunday | F-5F

Top Madical Ads Sporsorad

+ MyBLTeam & Tha Brexst Cancer

s GULAN G Ko Fezearch Foundation

s Survkhmrket - BrEastCancerog

s HealthCentral * Liing Besyond
Argast Cancer

+ oodAx

S emancimmnun

0% af mEC research is drtven by search - making it
= bop driver for mBC patents.

[0 EMAL EGHT

Ernal is ako & rop drises o0 mBC indormatian Toar
patieras, with over 155 of patients ardving 1o mBT
rifarmation (articas, wideos, eoc.) directy from ar
el

_&- THIED FRATY IWEIGEHT

35% of mEC and relabed breatmert Sngagement i
drisen by shird-pary plathorms, second to search
dresen info-secking

Patieris seem 1o be loyal 1o top thind parties
nciuding, MedicalMewsToday (18% neach), Heahhline
£23%), and MayoCinic |24%) lor mEC relaced
rdormation during, thesir research pesiod.,

SUFPGAT IO DRTA Fat

mBE & Traalmwani
Infermmation Consumplion

(|
y o
=40 of all panel=s came fram a ssanch

mMTHBC 2L+ hoagdd Chr mBC info-seeking with
SEErCH Mang IRAn any clhes sepment




CANVAS INTERACTION

The canvas interactions were designed to allow access to patient journey
moments and supporting information together. Icon buttons were used as

landmarks, triggering a sliding drawer that revealed the content feed, creating a

seamless and accessible user experience.
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Broadly across the Evaluation Stage

* OPPORTUNITY

Given patients preference to engage with mBC
information through search (40% of panelists
arrive at mBC info through a search). Consider
fine-tuning SEM to capture mTNBC 2L+,

Additionally, as 15% of all panelists being their
mBC info-seeking, deploy CRM via email
marketing to capture HR+/HERZ- patients.
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40% of mBC research is driven by search - making it
a top driver for mBC patients.

%) EMAIL INSIGHT

Email is also a top driver to mBC information for
: : : ' mBC

Drawer slide in from side.
Position set to left or right



WORKSHOP OUTCOME

With the initial prototype design established, | led remote workshop sessions with our

internal client partners and client brand managers. Excited by the current direction, we

aligned to move forward while identifying 1 must have and 2 future state additions.

Must Have

Orientation Screen

* Provide an overview of the
tool's purpose and usage.

* Explain specific contexts where
the tool is most effective.

* Use video game intro screens
as inspiration for an engaging
introduction.

Future State Additions

Filtering Capability In-Market Tactics

* Allow users to filter the map * |[ntegrate in-market tactics

and information based on directly with journey moments.

specific queries. , .
P 9 * Display metrics to evaluate the

* Enable targeted exploration of effectiveness of marketing
content to support individual tactics.

user needs. s I : :
* Provide insights into campaign

* [mprove precision in navigation performance and impact.

and data access.



ORIENTATION SCREEN

With the additional request, | refocused on
designing the orientation screen, inspired by
gaming menus, to deliver a quick-entry
welcome and user guide.

* Conducted areview of various game interfaces,
focusing specifically on introduction and menu
screens, identifying menu screens as the most
relevant starting point.

* Collaborated with the internal team to draw
Inspiration from selected game menu screens,
determining the optimal approach for the
orientation design.

COB BASICS




ORIENTATION SCREEN

We established three key
orientation sections to
provide users with the
context and guidance
needed to use the
application effectively.

Use Cases: Describe scenarios
where the application is useful,
explaining what information
users can access in specific
contexts.

Objective: Provide a concise
explanation of the application’s
purpose.

Methodology: Offer a detailed
background on how data was
collected and processed.

RODELVY™ Lyra

ata-Driven Patient EXxperiencs

METHODOLOGY

M O D o €

TRODELVY™ Lyra
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PRODUCTION FINALIZATION

Driving the final design phase, | led a team of While awaiting Regulatory feedback, | worked hands-
two designers to complete the full map and on with our developer, optimizing map changes and
content cards, incorporating CX and Data input setting up a component-to-CSS naming convention

before submitting to Regulatory for review. to ensure a smooth build process.




DELIVERY

The application was successfully delivered on time, providing immediate value to the
client partners and the broader brand team during scheduled brand planning days.

Seamless Integration of Insights Elevated Interest

The application highlighted the Following its success, we were
seamless integration of data-driven Invited to present the application
Insights, behavioral trends, and and our process to the client’s
media touchpoints. Clients praised higher Engagement and

the depth of analysis and its Activation Lead.

practical relevance.

Future Enhancements on Hold

| continued discussions with CX
and Data teams to explore
incorporating future
enhancements outlined during
earlier workshops. Unfortunately,
my role ended abruptly, and | lost
visibility to the work stream.

“This approach connects the dots we've been missing for years—it’s incredibly insightful.”

- Client Stakeholder




OBSERVATIONS

Starting from an observation, we developed two dynamic applications by seizing the
initiative and fostering cross-functional collaboration. Both applications were impactful,
but more importantly, they highlighted shared achievements, crafted under tight
deadlines through teamwork and determination.

Success Areas to Improve

Delivered Two MVP Applications Visual Design

Created and delivered two impactful MVPs under tight The Ul continually lagged behind the priorities of the map
deadlines. and content. The design language of the cards and map

ins needed refinement to meet higher visual standards.
Cross-Team Collaboration P o

Ensured seamless integration through strong User Feedback

collaboration with CX, Data, and Dev teams. Limited real-world feedback left questions unanswered
about usability and usefulness. Without broader testing,

Internal and External Recognition _ _ _
9 some blind spots definately went unnoticed.

Recognized for delivering solutions empowering client
teams with accessible, data-driven insights.



Thank You!



