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Today’s Talk:
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What do we mean by “Design”? 

How are shifting Member expectations
changing the banking experience?

How do we make successful experiences
not just products or things?

What is a good process to create great experiences?

How can we re-shape our organizations
to deliver great experiences?



Yes.
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Which of these is the best definition of 
design to apply to Financial Services?

Aesthetics
Look & Feel

Branding

Communication
Design

Usability

Human Factors 
& Ergonomics

UX

Interaction Design

Architecture &
Environmental

Industrial 
Design



Companies make things to bring 
their customers - or members - value.
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But it’s the experiences they provide that 
shape customers’ perceptions of them.
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GOOD NEWS!
These Experiences can be designed to deliver 
the value we promise and create the 
relationships we want - to every Member.

HOWEVER:
It’s more complicated than you may think.
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FROG 
IS A GLOBAL 
PRODUCT 
STRATEGY 
AND 
DESIGN FIRM
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THIS IS WHERE
WE STARTED



THIS IS 
WHAT 
WE DO 
MORE 
OF NOW
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SHANGHAI

AMSTERDAM
MUNICH

MILANBOSTON

NEW YORKAUSTIN

We are more than 600 strategists, researchers, 
designers, and technologists 
who partner with clients across industries 
and geographies. 

WHERE WE ARE

SINGAPORE

SAN FRANCISCO

SEATTLE
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GROWTH 
STRATEGY

We help businesses drive 
new growth by identifying 
unmet needs in the market 
and converting them into  
meaningful business 
opportunities.

EXPERIENCE 
STRATEGY

We help businesses increase 
the relevance of their 
products and services by 
choreographing the human 
experience across 
touchpoints.

PRODUCT AND 
SERVICE DESIGN

We help businesses create 
value by developing products 
and services that connect with 
people on a functional and 
emotional level.

PRODUCT
REALIZATION

We help businesses improve 
their performance by 
reaching the market more 
quickly and effectively with 
products and services that 
address tangible human 
needs.

WHAT WE DO



How are shifting Member expectations 
changing the banking experience?
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The Local Branch is being eclipsed by 
different definitions of “Self-Service”.
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Evolving personal digital experiences are
changing expectations of all digital experiences.
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5 YEARS AGO



Expectation: My bank is always open

“My mobile phone is my new local branch,
and it always just works”.
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Expectation: Be my new wallet
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“Forgot my wallet at home - no problem.
Forgot my phone? Gotta go back - it’s my life”.



Expectation: Give me insights over data

“You know more about me than I do. Don’t tell me 
what I AM doing, but what I SHOULD be doing”.
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Expectation: Be my financial watchdog

“You’ll protect me - noticing what I can’t see,
or keeping it from happening in the first place”.
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Expectation: Simplify the complexity for me.

“Your App/Website should mean easier for me, 
not just cheaper for you to maintain.”



“If things get tough, I want a real person
who can help me through my problem.”
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Expectation: Be my human safety net



“My Local Branch offers me access to info, 
tools and smart people that online doesn’t.”
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Expectation: Make it worth the trip



How do we make successful experiences -
not just products or things?
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Each “member experience” is based on:

The Reality
We Provide
the environments, people,
process, tools we deliver

Member’s
Expectations

the mental model they construct and 
bring based - on their own experiences 25



When our reality doesn’t match 
their expectations... bad things happen.
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But when it does meet or exceed them... 
amazing things happen.

So how do we do that? 



If we can understand 
the member’s 
mental model...

my previous experiences

my desired outcome

my understanding
of the current situation

my
expectations
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Then we can translate our system
into the right experiences.

the people, behaviors, 
processes and tools 

we create to act as an interface 
with each member

The Experience

The System
the way our company 

actually works

Their Mental Model
the expectations
they each bring
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The closer our translation maps to their 
mental model - the better their experience.
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The System
the way our company 

actually works

Their Mental Model
the expectations
they each bring

the people, behaviors, 
processes and tools 

we create to act as an interface 
with each member

The Experience



How do we not just meet their expectations
but actually stretch to exceed them?
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“When we tug on a 
single thing in nature, 
we !nd it attached to 
everything else.”

- John Muir
naturalist
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Many companies force their customers
to navigate their organizational structures. 

Requiring them to “Channel Hop” between 
“interactions” within understood “episodes”.

Online Marketing

Telephone Support

Local Branch

ATM Kiosk

Online Transaction Tools

Mobile/Tablet App

Online Chat Support
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But their customers see them as one big entity
and expect consistency at all touchpoints.

Online Marketing

Telephone Support

Local Branch

ATM Kiosk

Online Transaction Tools

Mobile/Tablet App

Online Chat Support

And don’t have distinct episodes,
but rather interdependent experiences.
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To craft great experiences banks need to
understand and shape this collection of 
touchpoints they offer to their members.  

We can call this: 
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the Member Journey. 



Each touchpoint should be designed 
to feel responsive to each member’s
different needs and expectations 
but also part of a consistent whole.
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‘Signature Experiences’ are specific touchpoints
a bank chooses to take complete ownership over - 
ways to surprise and delight each of their members.
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Banks can use these 
Signature Experiences
to differentiate and 
reinforce their brand
across every
touchpoint.
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What is a good process
to create the right experiences?
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Structured, Linear and Repeatable

the Design Process

Immersion
& Research

Insights Concepting Detailed
Design

Foundational
Design

Development

DISCOVER DELIVERDESIGN
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CUSTOMER RESEARCH:

We study a problem 
and its surrounding context
so we can identify new ways
to make it better.
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© 2012 frog design. confidential & proprietary. 

  User Research 

USER INTERVIEWS - ASKING

PARTICIPATORY DESIGN - COLLABORATING

USER INTERVIEWS - WATCHING

PROTOTYPING - TESTING
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SYNTHESIS:

Externalizing the data and finding 
patterns to identify new insights.
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method: 
Participatory Design - pushingCONCEPTING:

Translating Insights into Ideas.
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DESIGN & DEVELOPMENT:

Bringing Ideas to Life to Test and Validate.
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Organic, parallel, iterative, often messy...

the  Design Process
>

actual

Immersion
& Research

Insights Concepting Detailed
Design

Foundational
Design

Development

DISCOVER DELIVERDESIGN



How can we re-shape our organizations
to deliver great experiences?

A few recommendations...
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Center around the member.
Flip the equation to understand their expectations rather than making 
them figure out your organizational structure.
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Create human connections.
Recognize that every member is a real person with a story, and has 
needs that we can understand and support - if we make the effort.
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Empower your ‘frontlines’ to act with intent.
Champion a 'flexible framework' that enables frontline staff to 
'do whatever they would want done for them' - for every member.
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Offer members answers to questions
they don't know they have.
Give your people the knowledge, tools, and member context - to make 
sure members leave each touchpoint satisfied, smarter and delighted.
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Be proactive & accountable.
Offer clearer expectations, a constant view of status, and realtime 
notifications when conditions change - so they never wonder.
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Interact beyond the 'interaction'.
Recognize that a well orchestrated member experience
starts well before - and continues well after - the initial contact. 



Members

© 2013 frog confidential & proprietary.

Leadership
                                                  Sets the vision

and backs it up by providing...

Tools
that enable the right actions People & 

Process
that enables and rewards the right actions
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Keep the organization aligned and nimble.
Create an equation that can flex and evolve in sync as users change.



Please contact me
with any feedback or questions
-Drew

drew.miller@frogdesign.com
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