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Context



@ Context: The big picture

As a content designer at HubSpot, I worked across several teams who were
building automation and data tools that had connections to many parts of the
product.

This gave me a unique vantage point where I could see how the structure of our
data layer and our product navigation was impacting the customer experience.

I realized that we were putting a heavy burden on our customers to navigate
through menus of tools and data and understand how to connect them
in order to discover value and grow better with HubSpot.



@ Context: The company

HubSpHt

What’s HubSpot?

HubSpot is a leading CRM platform that
provides software and support to help
businesses grow better. The platform includes
marketing, sales, service, and website
management products.



@ Context: My role and partners

My role

Senior Content Designer in Operations Hub

I led discovery work, surfaced common problems, and crafted an initial proposal for how we
could fix them.

Partners: Multiple teams across

Partner: Product Design Lead, the company

Discovery & Navigation team I managed multiple stakeholders from
across the company, including product
managers, product designers, product &
design leadership.

As I completed discovery, I collaborated
with a product designer partner who
was focused on product IA and
navigation. Together, we crafted the

initial proposal. For the testing portion of the work, I

consulted with and supported a content
designer on the Automation team.



The problem



@ The problem: Disconnected experiences

Disconnected experiences

Disparate tools throughout HubSpot make it difficult

for customers to get their work done efficiently.
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@ The problem: Lack of consistent education

Lack of consistent education

Without a narrative or opinion about how tools are connected or how they should be used, down-market

customers struggle with how to get started and up-market customers struggle with how to scale.
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@ The problem: Missed upgrade opportunities

Missed upgrade opportunities

We rely heavily on upgrade modals and individual upgrade point solutions

to carry the weight of upgrade narratives.
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@ The problem: Many teams solving the same problem

Several teams across the
company were trying to
solve these problems in their
specific product area.

The solutions they tried
were introducing new and
inconsistent patterns, to
varying degrees of success.

These problems are being solved in different ways across HubSpot

by 10 different

teamS!

Data Quality

e Content Intelligence

e Prospecting

e Marketing Orchestration
e Commerce

e Help Desk

Automation
Reporting dashboard
Partner experience
Calling

Discovery
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@ My approach: Breaking it down

1. Gather information from teams
2. Audit competitor experiences

3. Craft a proposal and get buy-in



@ My approach: Gather information

In UX and product Slack
channels I put out a call for
information from teams
trying to solve common
problems.

I sent this form to the
product manager and
product designer on each
team.

Questions about [name of space]

Hi, [name] *J

I'm gathering information about how we talk about different types of spaces
around the app and the problems these spaces are meant to solve. This work
supports the navigation team as we put in place new navigation and scale

experiences across the app.

Some of the answers to these questions were previously documented in this
Qquestionnaire, but there are some added questions we're hoping to answer at
this point while also confirming that these answers are up-to-date.

Please return this completed questionnaire
you!

Contact: Sarah Fierman
Senior Content Designer

Question Brief explanati

What's now in production, what's the vision, and what do you need this
space to accomplish in the future? Are there any big near-term changes
coming soon o plans to rethink this space?

Have you finalized the name of this space, or is that in the works?
If so, what is the customer-facing name?

What specific customer pain points or and problems does this space aim to
address? Is there a business goal this space aims to address?

Can you give usage metrics? For example:
- Frequency of unique page visits

- Frequency of retuming customers

- Task completion frequency

Or, any studies that have been done to define the problem space?

Who is the target audience for this space?

What's the task, or the specific actions, that these customers can carry out in
this space?

What type of information or data is being used or surfaced in this space?
Does this space contain any reports or analytics?

Are there any notifications being sent out from this space? How does this
space surface broader types of information?

In which pricing tiers is the space available? Are there more advanced
choices available to higher tiers?

Are there permission considerations or technical requirements that define
who can use this space?

Where does this space now live / or where will it live in the product? Please,
include a screenshot (or two) of the space, if possible.




@ My approach: Analyze feedback from teams

Then, I consolidated all the
feedback in a spreadsheet
and looked for themes.

These teams across the
product were validating
what I had seen in my own
areas through the customer
feedback they surfaced.
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@ My approach: Audit competitor experiences

Competitor analysis of page types

Competitors reviewed

Madery

page types to consolidate info ,
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@ Proposal: Page types

Based on problem analysis, information gathered from teams, and the
competitive audit, I started to outline three page types.

Three concepts are emerging to help solve these problems

1 2 3

Global Local

Work
Homepage Homepages SRSpaces




@ Proposal: Local homepages

Local homepages are focused on a specific job task or
function

They're a place to deepen knowledge about a product area
and learn about solutions

A place to “talk to customers” by providing account-based
recommendations for next steps, new features, and
upgrades

Activity

There can be multiple

Goals
e Help the customer realize an increasing amount

of value from a key category of HubSpot. — —

e Customers will harness the power of HubSpot D
earlier (faster time to activation)

e  Customers will use more of HubSpot as their
business scales (increased adoption)

e Reduced perception of complexity (increased
CSAT)
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Next steps



@ Next steps: Test our hypothesis

The global navigation team owned the home page. Some teams were already in progress
validating the workspace model. We needed to focus on the local homepage question.

The Automation team was one of the teams proactively trying to solve problems of
disconnection on their own. [ partnered with another content designer on the Automation group
to design a study and test our assumptions.

Phase 1: Phase 2:

Non-customer Surveys ull results) Customer co-design sessions
Purpose: Purpose:

e Understand what’s most important to e Collect data and build on answer data

non-HubSpot users as it relates to
automation and reporting use cases

e  Establish a baseline of data to build on
for phase 2 of research

e Find differences that may exist as it
relates to skill savviness

Approach:

e Surveyed 150 non-HubSpot
automation and reporting
participants using MUIQ

o Users who self-identified as basic
/ intermediate users

o Users who self-identify as
advanced users

from phase 1 research surveys with
responses from HubSpot customers

e Better understand what automation and
reporting customer jobs/use cases are
for their tools

e Discover the types of
information/content they would hope to
see in a category-specific homepage

Approach:
e Conducted 10 co-design sessions (5
automation, 5 reporting) with customers
o Customers ranged from
self-identified novices to experts in
their feature category




Results



@ Results: Key differences between page types

What’s the difference between
page types?

Help me see...

Global home

My most important content, data, insights from my local
homepages

Any important product updates and opportunities I need
to know about

Local homepages

Shortcuts to expedite my access to frequently-used
fools and assets

Performance metrics on my most important
workflows, reports, campaigns, chatflows, etc.

Insights and recommendations from HubSpot based
on what it can see from my data

Alerts and notifications about things I need fo review

Workspaces

+ Actionable insights that will help me know how to

prioritize and execute today's work

+ Suggested activities for the day with the added context

I need to do my best work

+ A place to manage all of my category-related work

and see how my day, week, and even month could look




@ Results: Mock-up
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@ Results: Components recommendation

Key insights based on
common areas of interest,
like number of automations
using a similar frigger,
heavily-used assets, etc.

Prime visibility into what the team
is working on. This could provide
interesting metrics and insights for
ops roles who need to see how
teams are using HubSpot.
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Automation shortcuts

Here are a few shortcuts to help you get started faster.
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Impact



@ Impact: The highlights

@ We socialized the decks in meetings and Slack channels across product and UX. We also started a
dedicated Slack channel for teams interested in building a local homepages to collaborate and share
findings. This started a company-wide conversation about how we could create better alignment

across experiences.
The work moving forward was officially sponsored by a VP in UX and officially assigned to the

Growth and Discovery teams. Four teams across the company added local homepages work to their

roadmaps. Our recommendations for components would be further validated and implemented.

3% Ultimately, we brought life to the customer’s voice while solving for a large business problem.



Thank you for your time!



