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I am a New York based multidisciplinary creative with over 10 years of 

experience designing for web, mobile, and the future.  

Currently, I am a Senior Experience Designer at R/GA and my previous 

experience has been working for News Corp, Dow Jones, The Wall Street 

Journal, Cornell Tech, and several civic tech startups. 

I am passionate about design thinking, data visualizations, and improving 

local civic engagement.  

When I’m not in front of a computer, I enjoy photography and filmmaking 

(currently working on a documentary film about Casio keyboards). 

Mark Malazarte

Hello!

About

http://markmalazarte.com
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Mobile App 
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Dow Jones, 2017–2018
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Web App: Ruby on Rails, React

INTRODUCTION 

In 2012 I moved from Tampa, FL to Cambridge, Mass. to join the Harvard-based 

startup CommonPlace. Founded by Peter Davis and Max Novendstern, who at the 

time were students, it was conceived with the intentions of being a more civic-

minded community bulletin board. A place for neighbors to connect, share, and help 

one another based on their professor Robert Putnam's views on 'social capital'. 

As of 2018, it is an open source web platform built on React and Ruby on Rails, 

running on the sweat of volunteer work and general love for improving community 

engagement :) 

CommonPlace 
Creative Director, 
Product Designer, Front-
end Developer

2010–present

CommonPlace



Mark Malazarte
Creative Director, Product Designer

CommonPlace
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What is CommonPlace?

Non-profit online bulletin board for local civic 
engagement in your community

History
In January 2011, as students at Harvard College, Pete Davis (and team) built the first CommonPlace 
platform and launched in Falls Church, Virginia. By 2012, our top three towns averaged 27.34% household 
participation in CommonPlace, with 8 posts a day and 11,309 monthly visits.

Our beta test was: spotlighted in a blog post by the Harvard Kennedy School’s Saguaro Seminar on Civic 
Engagement in America; featured in various local news reports throughout the country; and given a 
community-building award at the Falls Church City Council chambers.
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What is CommonPlace?

With CommonPlace you can:

Organize groups
A common place in the real world 
does not always exist to organize 
disparate groups. That’s why it’s 
important to have a common 
place online to bring them 
together.

Turn strangers into 
neighbors
We measure our success not by 
having more information on the 
internet to distract us from the 
real world – we measure it by 
having more people take action 
and get to know each other in 
the real world. 

Build community pride
Having a common place online 
can help change members’ 
identities – it can make the 
community feel more real to 
them.  
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What is CommonPlace? History

Early Designs
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What is CommonPlace? History

ParentsList
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What is CommonPlace? History

PlaceBuilder
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What is CommonPlace?

DEMO
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What is CommonPlace?

DEMO
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What is CommonPlace?
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MARK MALAZARTECommonPlace X

What is CommonPlace?

Daily Bulletin
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What is CommonPlace?

Print Flyers
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What is CommonPlace?

Print Flyers
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What is CommonPlace?

Print Book
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What is CommonPlace?

Print Book
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What is CommonPlace?

Print Book
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CommonPlace - Redesign
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CommonPlace Demo

Home

[Describe]

I am typing a reply

Mary Masterson  Hi Cara thi is such a great idea! I maintain a little garden myself and would love 
to help out in adding some more greenery to Melkin Street. What did you have in mind?
1 hour ago

REPLY

Bruce Closser  I second Mary’s post about Melkin Street. I also have extra shovels and soil.
30 minutes ago

Starting a volunteer gardening group…who’s interested?
Hi I have 7 years experience with general gardening and would like to start a group to help beautify 
our lovely neighborhood. I have most tools and equipment needed just need more helping hands :)

Cara Brunk posted 6 hours ago in Questions

Reply Message Cara Share Thank Flag

Cara Brunk HAVE YOU MET? MESSAGE

Posts Replies Mets Pages Topics Sort By:  Most Recent

Mother to a lovely 4-year old princess. Falls Church resident for 14 years. Love my town and its people. Love to garden and to 
participate in activities benefiting the neighborhood. 

Search Falls Church… Pro!le
4

Messages Settings

Create New Post

Questions

Yard Sale

Events

Discussions

Announcements

Proposals

Promotions

Neighbors

Pages

Topics

CommonPlace
Falls Church
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CommonPlace - Redesign

Responsive
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CommonPlace - Redesign

Responsive
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Next Steps

Design

Prototyping, Responsive Mobile, 
Email Bulletin, Print styles
✨ Continue updating designs (Sketch)

✨ Design HTML email bulletin

✨ Mobile breakpoints

✨ Print styling

Development

React.js, Front-end markup, LESS
✨ Front-end markup

✨ Build React components

✨ LESS/CSS, styling, build UI library



mark@civictech.us

www.civictech.us
General Inquiries, Design, Development, Please say hello :)
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User Research, Stakeholder Interviews, Design: React Native iOS/Android App

INTRODUCTION 

Factiva is a global news database of nearly 33,000 premium sources, including 

licensed publications, influential websites, blogs, images and videos. My role was to 

design the native app version of Factiva for both iOS and Android.  

This also marks the first-ever React Native app released by Dow Jones. 

Factiva 
Mobile App 
Product Designer

Dow Jones, 2017–2018

Factiva Mobile App

http://markmalazarte.com
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✔   FACTIVA iPHONE APP LAUNCHED APRIL 2016
  – Alerts, Newsstand, and Newsletters

✔   COMPANY LOOKUP AND PROFILES ADDED APRIL 2017

✔   CLIENT DEMAND FOR FACTIVA ANDROID
– Accenture, Deloitte, EY, Oliver Wyman, NERA Economic Consulting

 
✔   GOALS FOR FACTIVA ANDROID INCLUDED:

– Feature parity with Factiva iPhone app
– New design standards
– Potential for one codebase targeting multiple platforms (using React Native)

http://markmalazarte.com
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The standardized UX process was used in redesigning the Android app: 

DISTILLERY
– Understand the high-level strategy and product roadmap

DISCOVERY
– Understand/study the feedback and lessons learnt from the iOS App development and product 
– Brainstorm with TPM and Product Strategy to define the product 
– Understand user needs and research competitive landscape
– Study the nuances between an iOS platform and Android while defining patterns

EXECUTE
– Translating the elements discovered and putting them together as a solution
– Define the solution
– Handover to design and engineering team
– Review and explain interactions to engineering as they build the solution

http://markmalazarte.com
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NAVIGATION

http://markmalazarte.com
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Factiva Native App: UX
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NEWSSTAND

http://markmalazarte.com


markmalazarte.comMark Malazarte

Factiva Native App: Design
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UI KIT
– Pattern library of common UI elements 
   styled to fit Dow Jones branding
– Design System/Boilerplate template 
   for desktop and mobile apps to use

PIB BRANDING
– Riskcenter
– DNA
– VentureSource

OTHER APPLICATIONS
– Editorial Tools
– Dashboards

 
 

http://markmalazarte.com
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POWERED BY DOW JONES
✔  Updated branding
✔  Loading animation
✔  Icons
✔  Error Pages

http://markmalazarte.com


markmalazarte.comMark Malazarte

Factiva Native App: Design
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ANDROID
✔  Nav Drawer

iOS
✔  Tab Bar

http://markmalazarte.com
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Factiva Native App: Design
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ANDROID
✔  Search

iOS
✔  Search

http://markmalazarte.com
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Factiva Native App: Android
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ALERTS NEWSSTAND SAVED COMPANY PROFILE

http://markmalazarte.com
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Factiva Native App: iOS
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ALERTS NEWSSTAND SAVED COMPANY PROFILE

http://markmalazarte.com
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UX
✔  A unified pattern library for all platforms
✔  Consistent experience and workflows, not dependant on platforms and environments

DESIGN
✔  First Dow Jones Android and iOS app using UI Kit
✔  Follows Google Material UI guidelines and Apple Human Interface guidelines 

TECH
✔  First single codebase native app
✔  Reusable React Native component library
✔  Reusable JavaScript SDK

ACCESIBILITY
✔  Follows Web Content Accessibility Guidelines (WCAG 2.0)

http://markmalazarte.com
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Factiva Native App: Accomplishmeents
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Ethnographic Research, Wireframes, Design, Web Development (HTML, CSS, JS)

INTRODUCTION 

The goal of this project was to look at the impact and benefits of parklets using a 

people-centric and data-driven approach. The City of San Francisco has a specific 

interest in public space as it relates to equity, diversity, and inclusion. We wanted to 

understand how public spaces reflect and influence neighborhood diversity, so future 

decisions regarding mobility and land use can lead to more equitable and inclusive 

human outcomes. This data story was developed by mixing together quantitative 

and qualitative research methods to reveal patterns and insights and presented in a 

more engaging and interactive way versus the static PDFs the city normally 

produces. 

In this collaboration I worked alongside OpenBox and the San Francisco Planning 

department in researching, designing, coding, and presenting this unique data story. 

San Francisco 
Planning 
Ethnographic Research,  
Design, Development

STAE, 2019

San Francisco Planning

http://markmalazarte.com
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Desktop
DESIGN PROCESS 

We created custom time series charts to display 

the data points, combining design and data 

visualization to fit the art direction of our data 

story. 



Desktop
DESIGN PROCESS 

We took photos and video and used 

our own original content throughout 

this interactive data story. 



Desktop
DESIGN PROCESS 

We created a custom timeline to display the data 

points, combining design and data visualization to 

fit the art direction of our data story. 
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Desktop
DESIGN PROCESS 

We plotted the data points we obtained from 

the City of San Francisco on to a map along 

with tooltips which displayed more metadata 

so the user can engage with the information 

in a more interactive way. 



MOBILE RESPONSIVENESS 

In order to make the data and the story as 

accessible as possible, the site had to be 

formatted for desktop, tablet, and mobile 

device screens. 



MOBILE RESPONSIVENESS 

In order to make the data and the story as 

accessible as possible, the site had to be 

formatted for desktop, tablet, and mobile 

device screens. 



MOBILE RESPONSIVENESS 

In order to make the data and the story as 

accessible as possible, the site had to be 

formatted for desktop, tablet, and mobile 

device screens. 



ETHNOGRAPHIC RESEARCH 

For our qualitative method, we broke it 

down to these segments: 

✦ Sponsor Interviews 
✦ Parklet Documentation 
✦ Parklet Observations 
✦ Intercept Surveys 
✦ Provotypes 
✦ City Staff Interviews 
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DESIGN PROCESS 

After returning from San Francisco the 

team reviewed all of our research that 

was gathered and documented and 

debriefed for a few weeks. 

After debriefing, a rough narrative was 

created, followed by further discussion on 

art direction and finally, mockups. 

✦ Debriefing 
✦ Narrative 
✦ Data Analysis 
✦ Art Direction 
✦ Design Mockups 
✦ Prototypes 
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OUR APPROACH 

We made sure to make the data as 

accessible as possible by publishing all the 

sources and files in the Approach Page as 

well as explaining our methodology. 

For our qualitative method, we broke it 

down to these segments: 

✦ Sponsor Interviews 
✦ Parklet Documentation 
✦ Parklet Observations 
✦ Intercept Surveys 
✦ Provotypes 
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Design Research, Wireframes, Visual Design, Presentations

INTRODUCTION 

R/GA was selected as the agency to redesign CVS.com as well as consulting with 

CVS Health to design a new guided navigation experience for employees under 

Aetna/CVS Health to provide a better way to learn about their insurance plans. 

CVS/CVS Health 
Senior Experience 
Designer

R/GA, 2021—present

CVS/CVS Health

http://markmalazarte.com
http://CVS.com


Delivering Confidence  
Through Care to Grow the 
CVS.com Shop Business

cvs.com/shop January 2022




About R/GA 

Strategic Approach

Designing the Experience

Identifying Our Audience

How We’ll Get it Done

Q&A

Appendix


1.

2.

3.

4.

5.

6.

7.


cvs.com/shop January 2022
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Designing 
the Experience

3.
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Today’s best experiences harness 
intrinsic motivations:  
 
Long-standing psychological 
principles that have been proven 
through the study of human behavior.

We Believe



53%  
of category shoppers would be much 
more likely to shop on CVS.com  
if it provided them with personalized 
information on how to become  
more healthy.

1. Mastery 
Desire to achieve and see results

Source: R/GA Custom Research; online & cvs.com shoppers, n=2154

Designing the Experience



Source: R/GA Custom Research; online & cvs.com shoppers, n=2154

46% 
of category shoppers feel that ‘confidence in 
choosing the right product’ is the most 
important factor when deciding where to buy 
H&W products online. 

2. Autonomy 
The urge to control our lives

Designing the Experience



Source: R/GA Custom Research; online & cvs.com shoppers, n=2154

83% 
of CVS.com shoppers feel consumer 
reviews are important when purchasing 
H&W products online 

54% 
of all consumers agree that feeling part  
of a community of like-minded customers is 
important in securing their loyalty

3. Social 
Desire to belong and connect

Designing the Experience
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Applying intrinsic motivators to 
deliver confidence through care. 
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Mastery 
Desire to achieve and see results

Expertise and support that 
empower me to make better 
decisions about my wellbeing 
needs today and tomorrow.”

“

CONTENT
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Mastery 
Desire to achieve and see results

Autonomy 
The urge to control our lives

Breakthrough merchandising 
that caters to my needs — and 

makes it remarkably easy to 
discover, select and purchase 

the most relevant product  
for my wellbeing goals.”

“

CONTENT PRODUCT

Expertise and support that 
empower me to make better 
decisions about my wellbeing 
needs today and tomorrow.”

“
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Relatable ratings, reviews, and 
recos — showcasing how 

specific products helped CVS 
shoppers like me achieve  
similar wellbeing goals.”

Mastery 
Desire to achieve and see results

Autonomy 
The urge to control our lives

Social 
Desire to belong and connect

“

CONTENT PRODUCT COMMUNITY

Expertise and support that 
empower me to make better 
decisions about my wellbeing 
needs today and tomorrow.”

“ Breakthrough merchandising 
that caters to my needs — and 

makes it remarkably easy to 
discover, select and purchase 

the most relevant product  
for my wellbeing goals.”

“
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Solve real problems —  
reduce obstacles, pain points and irrelevance.”

FRICTIONLESS COMMERCE

Mastery 
Desire to achieve and see results

Autonomy 
The urge to control our lives

Social 
Desire to belong and connect

“

CONTENT PRODUCT COMMUNITY
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CONTENT PRODUCT COMMUNITY

FRICTIONLESS COMMERCE
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CONTENT

COMMUNITY

PRODUCT

FRICTIONLESS COMMERCE
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CVS.com Shop 
Everything you need to confidently own your wellness.

COMMUNITY

CONTENT PRODUCT

FRICTIONLESS COMMERCE



Identifying the people we can deliver confidence to, and grow together 
with.

4.




Our Starting Point

61
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How do we meaningfully deliver 
confidence to The Informed Household 
Manager through a personalized 
shopping experience?
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The study’s primary finding was that a person with simple 

cognitive structure and risk avoidance tendency_  
may exhibit higher intention to adopt public information 
and engage in herding…”

Academic Basis

“



64
Risk Averse

C
og

ni
tiv

el
y 

Si
m

pl
e

Risk Taker

C
og

ni
tiv

el
y 

C
om

pl
ex

Segmentation Approach



4.  
HIGHEST CONFIDENCE 
REQUIREMENTS 

Relies on direct, hyper-relevant 
evidence, high efficacy claims, high 
value expectations, and plans that  
leave little to chance.

2.  
MODERATE CONFIDENCE 
REQUIREMENTS 

Relies on relatable evidence from 
credible, trustworthy sources. 
Combines with personal knowledge 
and experience to rationalize the 
decision to take chances. 

3.  
MODERATE CONFIDENCE 
REQUIREMENTS 

Relies on self-intuition and past 
experience with similar, comparable 
decisions. Leverages the best,  
most readily available information.

1.  
LOWEST CONFIDENCE 
REQUIREMENTS 

Rely on instinct rather than logic or 
knowledge. Decides course of  
action as they go, using their own 
initiative and perceptions rather  
than a predetermined plan.

65
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HIGHEST CONFIDENCE REQUIREMENTS 
Leave little to chance

Segment Size: 9.1M 
Skews older,  
married, female 
Suburbs 

Wellbeing Attitudes & Behaviors 
3 or more annual physician visits 
47% 

Somewhat satisfied with how  
healthcare needs are being met today 
44% 

Aspire to get stronger and healthier 
63% 

 Inspired to “feel secure”_   
_38%_ 
 More conscious of making the best_   
 product choice over the last few years_ 
_66%_

Wellbeing Barriers 
Somewhat in control of H&W goals 
51% 

Lack of money prevents them  
from not living their healthiest life 
38% 

Living their healthiest life  
“feels too overwhelming” 
28%

What Gives Me Confidence 

Brand familiarity 
57% 

 Consumer reviews_ 
_49%_ 

Recommendations from friends & family 
40% 

 Expert professional opinions_ 
_33%_ 

 Expert consumer opinions_ 
_30%_  

Happy, entertaining, creative advertising 
46%, 42%, 41%

My Ideal E-comm Experience 

Good experience with the site in the past 
53% 

Familiarity of the site / brand 
49% 

Product search feature works well 
43% 

_My details are saved in an account_ 
_39%_ 

CVS Perception 
Provides me with confidence 
to be a healthier me 
63% 

A part of my community 
63%

67

35% CVS.com shoppers 
1–2x orders per month 
Annual H&W spend:  
$700

“I like to feel secure in my decision 
and in control over the outcome.”

Sources: R/GA Custom Research; online & cvs.com shoppers, n=2154, GWI
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Here’s our take  
on how the new CVS.com 
Shop experience can help 
Janel confidently  
own her wellness.



5.1 Searching for a solution

We haven’t met Janel yet,  
but we know she has a health concern…
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Search

What’s happening 

It’s winter and it is cold in Brooklyn. 
Janel searches for “dry skin” hoping  
to find more information about what  
is happening to her skin and what 
products are right for her. The top 
result for CVS is exactly what she 
needs. 


Why this builds confidence

We know tht 51% of cvs.com visitors 
access the site through a search 
engine, so in this moment of Janel’s 
attention we need to signal that  
CVS has the expert / science backed 
content and products to help her 
confidently understand her condition 
and buy what it right for her unique 
needs. 


How we get there

While it will take some time to create a 
full library of editorial content, testing 
keyword search conversion will assist 
in prioritizing which content should be 
created - and the strategy overall will 
be validated by creating an initial 
subset of editorial content and testing 
conversion. 



Expertise  
Category Page
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What’s happening 

Janel is taken to an Expertise Category 
Page filled with engaging expert content 
and products on different issues related 
to dry skin. It feels like a boutique just 
for her condition. 


Why this builds confidence 

We know that 26% of our audience use 
an unbranded, mostly condition-oriented 
search query, So this page is a very 
powerful signal that CVS understands 
your unique needs.


The products being offered to her are 
always backed with expert opinions and 
content and will be updated so the 
content is never outdated and always 
reflects any trends.   


Key features 

● Expertise category pages based on 

monthly search volume such as dry 
skin, foot pain, diabetes, joint issues, 
headaches which can be updated 
based on monthly search volume. 


How we get there

While editorial content is being created, 
category searches will return pages that 
return the most relevant products for the 
search. This will allow high traffic pages 
to be prioritized for editorial  content 
creation. 
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Expertise  
Category Page
What’s happening 

Janel is taken to an Expertise Category 
Page filled with engaging expert content 
and products on different issues related 
to dry skin. It feels like a boutique just 
for her condition. 


Why this builds confidence 

We know that 26% of our audience use 
an unbranded, mostly condition-oriented 
search query, So this page is a very 
powerful signal that CVS understands 
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monthly search volume such as dry 
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headaches which can be updated 
based on monthly search volume. 
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What’s happening 

Janel is taken to an Expertise Category 
Page filled with engaging expert content 
and products on different issues related 
to dry skin. It feels like a boutique just 
for her condition. 


Why this builds confidence 

We know that 26% of our audience use 
an unbranded, mostly condition-oriented 
search query, So this page is a very 
powerful signal that CVS understands 
your unique needs.


The products being offered to her are 
always backed with expert opinions and 
content and will be updated so the 
content is never outdated and always 
reflects any trends.   


Key features 

● Expertise category pages based on 

monthly search volume such as dry 
skin, foot pain, diabetes, joint issues, 
headaches which can be updated 
based on monthly search volume. 



Expertise  
Category Page
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What’s happening 

Janel is taken to an Expertise Category 
Page filled with engaging expert content 
and products on different issues related 
to dry skin. It feels like a boutique just 
for her condition. 


Why this builds confidence 

We know that 26% of our audience use 
an unbranded, mostly condition-oriented 
search query, So this page is a very 
powerful signal that CVS understands 
your unique needs.


The products being offered to her are 
always backed with expert opinions and 
content and will be updated so the 
content is never outdated and always 
reflects any trends.   


Key features 

● Expertise category pages based on 

monthly search volume such as dry 
skin, foot pain, diabetes, joint issues, 
headaches which can be updated 
based on monthly search volume. 
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What’s happening 

Because there are several different 
suitable moisturizers, Janel is given the 
opportunity to compare them using  
the comparison shopping tool. She can 
easily identify which products fit  
her requirements and check price, 
availability, and delivery options. 


Why this builds confidence

Comparison tools signal brand 
transparency and the fact CVS’s loyalty 
is to Janel and not to individual brands.  
It allows the customer to clearly see  
the different values based on features to 
make an informed and confident 
decision. 


Key Features

● Comparison Tool does not exist 

today.

● CareForce recommendation  

as an example of an extra layer  
of confidence building.

Compare feature



Contextual cross-sell

What’s happening 

Janel adds the product her cart and is 
shown additional products, including  
an Omega 3 vitamin to help restore her 
skin’s moisture balance and a primer  
for sensitive skin. She sees that she can 
save money on the vitamins by 
subscribing to a monthly auto-shipment. 


Why this builds confidence 

Janel is starting to feel truly cared for as 
she recognises that CVS takes a holistic 
approach to her personal wellness and 
self-care needs. 


Key Features

● Contextual Cross-sell to increase 

average order value (AOV). This  
can happen both pre- and post- 
checkout.  


● Products paired with experts 
validation are more highly valued. 


● Subscribe with CarePass™ can not 
only create consistent purchase 
streams but also give time back to 
your customers in their busy lives. 

76



5.2
 Finding the right products

Janel set up an account, shopped some categories,  
and we’ve collected some purchase data.
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What’s happening 

Janel receives an email from CVS 
reminding her that allergy season is 
about to begin in her area. The tile 
includes products for both adults and 
children because CVS has customer 
data indicating she has kids. 


Why this builds confidence 

By prompting Janel to proactively look 
out for her family’s allergy needs,  
Janel will be well-prepared to manage 
her and her son’s symptoms with  
the right medications and supplies. 
She appreciates that CVS cares for 
both her and her family. 


Key Features

● Timely products.

● Data collection opportunities.

● Permission to learn more. 
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Curated product wall

What’s happening 

Janel sees a product wall with an 
assortment of adult and pediatric allergy 
medications as well as location- 
specific information about the pollen 
count and other environmental 
conditions in her area. 


Why this builds confidence 

We know that Janel is more and more 
conscious of making the best product 
choices. 53% of CVS.com shoppers 
reported that they would be interested in 
more utilities and tools on the site. By 
providing both utility  
and an appropriate curated selection  
of products she can feel more and  
more confident in her selection.   


Key Features

● Curated product wall based on  

user data.  

● Monetization (Allergycast by Zyrtec) 

of branded utilities. We know that 
86% of people experience “banner 
blindness” and this allows CVS  
to monetize the experience while 
bringing valuable utility to your 
consumers. 

79



Relatable  
product reviews
What’s happening 

Janel clicks on Pediatric Zyrtec and 
reads the PDP to learn more about the 
product. She sees relevant reviews 
automatically filtered to surface those 
written by Moms like her. 


Why this builds confidence 

We know that expert consumer opinions 
are a driving force in providing Janel 
confidence. We pre-filter the reviews  
so she is greeted with voices she can  
relate to — in this case other Moms.  
She feels secure buying Zyrtec because  
it’s highly rated by parents like her.


Key Features

● Relevant pre-filtered product reviews. 
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Follow-up communications

What’s happening 

Janel gets a text from the CVS CareForce 
following up on her Zyrtec purchase.  
The text offers an opportunity to save 
money on a curated allergy Care package 
recommended by the CVS experts.


Why this builds confidence 

Because CVS helped her through a  
bad allergy season, she trusts the brand to 
recommend additional products. She  
also appreciates the personal follow-up 
and the chance to save money.
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CarePaks

What’s happening 

Janel arrives on the Care Package 
landing page with the allergy pack 
highlighted for her. She’s intrigued by 
the range and variety of products, 
explores them further, and adds the 
package to her cart.


Why this builds confidence 

Janel is impressed by the thoughtful, 
holistic approach to allergy treatment 
from the CareForce experts. She 
appreciates that CVS is helping her go 
beyond simply managing seasonal 
allergy symptoms to minimizing the 
chance of an attack.


Collections of products reduce Janel’s 
time spent organizing and researching 
what is needed as well as site cart and 
abandonment drop. 


Identifying common groupings of 
products and adding just one more 
with an entertaining and interesting 
editorial layer.   


Key Features

● Curated packages of products to 

reinforce CVS’s understanding and 
care for your holistic well being. 
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Unboxing

What’s happening 

Janel’s Allergy Care Package arrives 
a few days later. She finds several 
useful products as well as a helpful 
allergy pamphlet and a ‘handwritten’ 
note from her CVS pharmacist.


Why this builds confidence 

Janel’s relationship with with CVS 
and her CareForce team becomes 
even stronger through thoughtful 
products, attractive pricing, beautiful 
packaging, and a personal touch 
from her local pharmacist.


Key Features

● Unboxing Moment

● Makes it much easier and more 

pleasant.

● Feel connected to the expertise  

of CVS.
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5.3
 Highlighting the experts

Bringing CVS expertise from  
behind the counter to the digital world.
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CareForce on social

What’s happening 

Janel can now interact with CVS experts 
in places outside of the website and in-
store experience. 


Why this builds confidence 

The more useful information she’s 
exposed to, the more knowledgeable 
Janel becomes in terms of her own  
well being and that of her loved ones. 
She feels empowered to make the right 
choices, knowing that CVS CareForce 
always has her back.


1 in 5 CVS.com shoppers want the 
option to use “buy” button on a branded 
social network.


Informed Household Managers are  
1.3× more likely to name Clubhouse as 
their favorite social media platform.


Key Features

● CareForce on Social.
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CareForce on .com 

What’s happening 

Janel can also discover more health  
and wellness related topics directly  
on CVS.com/shop, where each  
thought leadership piece, along with 
recommended products, is carefully 
crafted by members of the CareForce 
team.


The more Janel shops at CVS, the more 
personalized the content hub becomes.


Why this builds confidence 

The CareForce content hub strengthens 
Janel’s relationship with CVS, as  
she starts to view the website as so 
much more than just a convenient  
way to shop for wellbeing products.  


Key Features

● CareForce Content on .com
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Bringing it all together
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COMMUNITY

CONTENT PRODUCT

CVS.com Shop 
Everything Janel needs to confidently own her wellness.

FRICTIONLESS COMMERCE

CONTENT 
● Expertise Category Page

● Guided shopping

● Relevant expert articles / education

● Branded utilities

PRODUCT 
● Curated product walls

● Compare feature 

● Contextual cross selling

● CarePaks

● Unboxing


COMMUNITY 
● CareForce

● Social content

● Local content

● Relatable reviews

● Timely communications



Enabling Confidence  
through Personalization
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Cultural Data Persona Data Behavioral Data Member Data

U
nique needs of the one
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y ● Seasonal conditions 

● Trending topics  
● Social Conversation 
● Calendar moments 
● Pop culture 
● Community events 
● Issues/events related to CVS 
● Geographical nuances

● Competitor usage/frequency (Acxiom) 
● H+W Category spend (Acxiom) 
● Location 
● Temporal 
● Behavioral/psychographic modeling  
● LAL of first party data

● Content Consumption 
● On Site Search 
● Orders, Transactions 
● Store Visits 
● Prefered order method

● Confidence Requirements 
● Message response 
● Explicit user preferences 
● ExtraCare Engagement 
● Favorite settings 
● Order Type, Product Composition 
● Brand content preferences 
● Reward status and preference 
● LTV

Messaging & CTAsPersonalization 
hierarchy Contact frequency System evolution Content roadmap

“Signals To Serve”



CVS.com/shop

Content Types
A responsive shopping site architecture 
that dynamically adjusts the 
prominence, type, and context of each 
activator based on business  
impact. Products are customized with 
inferred relevance, and over time, 
personalized relevance.




KPIs


Measuring Confidence through Care
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Contributing 
Site Assets

● Shop Homepage 
● Category Pages 
● Gridwall, PDP 
● Search Relevance

● PDP 
● Cart/Checkout Pages 
● CareForce

● Customer Profile

● % Visits to PDP (visits to PDP/non-
PDP entry page visits)  

● Bounce Rate 
● Pages Per Visit 

● PDP Conversion Rate (% of PDP visits 
that result in purchases) 

● Cart Abandonment Rate 
● Account Creation Rate (Membership)

Secondary 
KPIs

● CVS.com Shop Perception 
● YoY Shopper Visit Frequency Growth 

(# of visits per monthly unique visitor) 
● Know Users / # Profile Attributes

Demand Engagement & Conversion Retention

Primary  
KPIs

Primary  
Goal

● Drive site visitors to add to cart ● Drive repeat purchases● Convert visits into purchases

● YoY Shop Traffic Growth 
● Add to Cart Rate  

(% of visits that add to cart)

● Customer Lifetime Value (CLV) 
● Annual Purchase Frequency  

(# purchases per year) 
● Retention Rate  

(% purchased in past 12 months)

● YoY Shopper Growth 
● Revenue Per Order 
● Conversion Rate (% checkout/add to 

cart uniques) 
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THANK YOU



Guided Navigation 
for CVS Aetna

May 2022



Address both 
commercial & 
Medicare

This solution will be offered to Aetna, 
non-Aetna, and Medicare customers.

Perform research to understand key	 Deliver a prioritized set of MVP
customer needs, pain points, and	 features that CVSH can co-build
opportunities across their healthcare	 with a vendor over time. 
journey.

Define a new 
navigation 
experience

Create a new unique digital tool 
to help consumers navigate the

complex and fragmented healthcare

ecosystem.

Be customer 
centric

The ask

Focus on 
Scalability

94



1. Discovery

2. Definition

3. Experience Concept
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Guided 
Navigation

Agenda



1.	 Discovery
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Discovery phase activities

Immersion & 
industry research

The first point of contact with the 
problem. This is where we start to 
gain an understanding of the 
broader landscape and working 
knowledge that will guide how 
design solutions are generated.

Stakeholder 
interviews

One-on-one conversations to 
introduce goals and set expectations 
around primary design objectives — 
aligning on project vision, feasibility, 
success metrics, and business 
drivers.

SynthesisConsumer 
research

The process of uncovering pain 
points and articulating deep needs 
with real users to help inspire new 
products, services, and 
experiences.

12 stakeholder interviews
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4 product demos

19 internal documents

16 qualitative interviews

2 quantitative surveys (x1 during 
Discovery and x1 during 
Definition)

Synthesis is the process of sense 
making to identify the right 
opportunities within research 
findings; figuring out how these 
insights fit into a larger 
perspective, product strategy,

or product definition.



We uncovered the following three 
themes which served as inspiration 
for defining the MVP experience …
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Confident decisions

Challenge

The process of finding care can be 
overwhelming due to a fragmented 
healthcare system– people have to 
seek information across multiple 
sources and channels, making care 
discovery feel like a full time job and 
care selection a shot in the dark.

Opportunity

When people can easily find what 
they are looking for from a trusted 
source, they become more confident 
and assured about their health 
choices — ultimately getting better 
care that’s truly relevant to their 
needs.

InspirationDesign Prompts

How might we make the process 
of finding and assessing care a 
simple, personal, and delightful 
experience?


How might we help people find 
care in fewer steps without taking 
them away from the experience?


How might we present only 
what matters and use positive

reinforcement to make consumers

feel more assured about their 
decisions?

Onboarding With Recommendations


Questions that are answered during onboarding 
can help the tool curate content for the user 
based on their intended goals.


Source: Headspace
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“Imagine If you had to have 6 different 
phones because one phone couldn’t 
collect all the apps that you needed. This is 
what healthcare is like today. And 
employers want to clean up this mess to 
the extent that they can.”


CVS Health Stakeholder

14/16

interview respondents turn to at least 3 
sources (e.g. PCP for referral 
recommendations, Google for patient 
reviews, insurance website to ensure 
coverage accuracy) to find the right care.


Source: R/GA Qualitative Research

“Our global aspiration is to make 
healthcare interactions as easy as every 
other interaction in your life, like banking 
apps or eCommerce.”


CVS Health Stakeholder

“I’ll ask my internal medicine doctor when 
she wants to see me and she’ll tell me 
how often I should come in. I have a lot 
of trust in her. I can talk to her and she 
can give me advice or give me someone 
to help me. Even if I have a backache, I 
usually go to her first. ”


Commercial Respondent, 61



Informed preparation

Challenge

Managing one’s health is comprised 
of many unpredictable and unclear 
moments in between doctor 
appointments This level of 
uncertainty causes people to feel like 
they are all alone without any sense 
of support.

Opportunity

When people know what to expect at 
every stage of their health journey, 
they are prepared for what to do next 
and thus feel assured that they are on 
the right track.

InspirationDesign Prompts

How might we help consumers 
understand the path forward with 
interactive tools that give them 
more agency to plan ahead?


How might we be more open and 
transparent with consumers to 
help them understand where they 
stand?


How might we offer support that 
truly meets consumers wherever 
they are, and equips them with the 
information and validation they 
need anyplace, anytime?

Creating A Checklist Of Tasks


Turbotax breaks down the filing process into 
simplified steps. This creates a checklist that 
helps users track their progress along the 
experience and continue from anywhere.


Source: Turbotax

“Primary care only goes so far and often 
leaves consumers hanging in between 
appointments. Guided Navigation can be the 
digital healthcare advocate that is able to 
help you in between visits.”


CVS Health Stakeholder

63%

of respondents age 25-34 y/o consider 
financial security to be the most important 
component contributing to their overall 
health.


Source: R/GA Quantitative Research

“My doctors always ask me ‘when is the 
last time you had your blood pressure 
checked?’ For that, I have an Excel 
spreadsheet where I keep track of all my 
doctors by their speciality, with a line by 
line description of the date, provider,visit 
summary…”


Medicare Respondent, 78

“My mom is very hard to get to the 
cardiologist. I used to have to rent a 
medical van to get her to and from her 
appointments. And that was something 
insurance didn’t cover and if it did… I 
didn’t know it. I paid $500 just to take her 
to the doctor and then they want me to 
come back in a week to get more blood 
work done.”

Commercial Respondent, 44 100



Inspired behavior change

Challenge

People often don’t know what’s 
included in their benefits package 
and it’s often unclear how to access 
specific offerings. But unless they 
have an acute need, they have no 
reason or motivation to take 
advantage of what’s already available 
to them.

1/3

of American workers don’t understand the 
benefits they select during open enrollment


Source: Voya Financial, Healthcare survey, 
December 2020

Opportunity

When people are introduced to 
connected benefits that are 
contextual to their actual needs and 
react to their behavioral routines, 
they are inspired to build healthier 
habits and become more proactive 
about their well being.

InspirationDesign Prompts

How might we leverage what we 
know about consumers to serve 
up contextual recommendations 
that elevate visibility?


How might we educate and 
empower by making consumers 
feel smarter and more in control of 
their wellbeing?


How might we motivate 
consumers with experiences that 
incentivize and drive sustained 
engagement?

“I have Medicare Advantage, but honestly 
not sure what’s the ‘advantage’ because I 
still get a lot of bills…Maybe I’m doing 
something wrong, I have no idea how to 
use my benefits because my wife used to 
deal with all that before she passed…”


Medicare Respondent, 70

“Currently people don’t understand what 
care options they have. Guided 
Navigation can show them the full 
spectrum of care that they have access 
to, with relevant recommendations, so 
that they don’t feel overwhelmed.”


CVS Health Stakeholder

“I feel like there are a lot of benefits that 
are probably available to me that I don’t 
know about. They aren’t presented to me 
in a way that feels relevant to what I need. 
I wish my benefits included things that 
are an important part of my everyday life 
like fitness and weight loss stuff…I don’t 
remember if I have it or not…If we do 
have it, they don’t make it very obvious.”

Celebrating Success


Nike Run Club and Nike Training Club visualizes 
achievements that users can use to be proactive in 
defining goals along their fitness journey.


Source: Nike Run Club, Nike Training App

Commercial Respondent, 44 101



2.	 Definition
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Definition phase activities

Source: Commercial Miro Board, Medicare Miro Board

2nd Quant survey

Launched 2nd quantitative survey to 
understand additional consumer 
behaviors and conducted a TURF 
analysis to gut-check prioritized JTBD 
and identify highly-favored 
functionality for MVP.

6 User journeys

Developed user journeys for each 
archetype to identify needs, pain 
points, and concept opportunities 
across various touch points.

6 Archetypes

Created archetypes across 
Commercial and Medicare cohorts 
based on findings from discovery 
research to better understand the 
types of behaviors and motivations 
of our consumers.

2 Workshops

Conducted generative workshops 
with CVS Health and Aetna 
stakeholders to ideate features and 
approaches, which resulted in a 
prioritized list of 30 JTBD.
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I want to be given a comprehensive and personalized care 
plan based on my health goals and conditions, so I know 
what to do when


I want to be directed to the right types of mental health 
resources and right level of care at a reasonable cost
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I want to be directed to supportive resources that can help 
me manage the health of my loved ones

I want to be able to set and track my health goals

I want tailored guidance and tips to establish and maintain 
healthy habits

I want to learn how to better financially plan for my health 
while making major financial decisions in other areas of my life


I want to receive health and wellness recommendations 
based on what people like me do to manage their health

I want to know how to best deal with a major life event and be 
directed to relevant resources

I want to be able to sync this app with my other wellness 
tools that I use (wearables, smart watches, wellness apps)

I want to be alerted when a medication is not covered by 
my insurance and/or requires additional steps

I want to understand what benefits are available to me

I want to be able to communicate directly with my providers

I want to be able to schedule and make changes to my 
health-related appointments

I want the option of communicating with a human via my 
preferred channel when I need additional support to 
manage my health


I want to find care based on my needs and preferences 
(e.g., coverage, location, etc.)

I want to be able to manage all of my health -related 
appointments (e.g. complete check-in paperwork before 
visit, etc.)


I want to be able to view, manage, and share my medical 
records with my providers

I want to be able to find necessary support when I am 
experiencing side effects

I want to understand medical costs upfront and budget for 
care appointments accordingly

I want to be able to identify the type of care I need based on 
my symptoms

I want to be able to learn about a specific condition and 
how to manage it

I want to be able to find a pharmacy based on my needs 
and preferences (e.g. coverage, location, delivery, etc.)

I want to be shown which of my benefits I have and haven’t 
used

I want to receive recommendations around benefits that are 
relevant to my health goals and conditions

I want to be able to access a full history of my 
correspondence with support representatives

I want to be able to track my health-related finances (e.g. 
deductible, HSA, etc.)

I want guidance on reducing prescription costs (e.g., 
medication alternatives, mail order vs. retail pickup, fill 
quantity)


I would like to receive incentives for using my benefits

I want my pharmacy to track when my prescriptions are ready 
to be refilled and/or renewed and be notified about it

I want help remembering to take my medications on time

2nd Quant Survey / List of tested JTBD
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+ I want to be able to communicate 
directly with my providers

+ I want to understand what 
benefits are available to me

+ I want to be able to schedule 
and make changes to my health-
related appointments

+ I want the option of communicating with a human via my 
preferred channel (e.g., phone call, chat, video call, etc.) when I 
need additional support to manage my health

+ I want to understand 
medical costs upfront and 
budget for care appointments 
accordingly

+ I want to be able to view, 
manage, and share my medical 
records with my providers

+ I want to be able to find 
necessary support when I am 
experiencing side effects

+ I want to find care based on my needs and 
preferences (e.g., coverage, location, 
availability, reviews, ratings, capabilities, etc.), I 
want guidance on reducing prescription costs 
(e.g., medication alternatives, mail order vs 
retail pick up, fill quantity) 
AND DROPPED: I want to be able to 
schedule and make changes to my 
health-related appointments

+ I want to be able to schedule 
and make changes to my health-
related appointments

1

I want to be alerted when a medication is not 
covered by my insurance and/or requires 
additional steps to become covered 

2	 3	 4 7 8 9 10 Subtotal5	 6 

Number of combinations



I want to be given a comprehensive and personalized care 
plan based on my health goals and conditions, so I know 
what to do when


I want to be directed to the right types of mental health 
resources and right level of care at a reasonable cost
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I want to be directed to supportive resources that can help 
me manage the health of my loved ones

I want to be able to set and track my health goals

I want tailored guidance and tips to establish and maintain 
healthy habits

I want to learn how to better financially plan for my health 
while making major financial decisions in other areas of my life


I want to receive health and wellness recommendations 
based on what people like me do to manage their health

I want to know how to best deal with a major life event and be 
directed to relevant resources

I want to be able to sync this app with my other wellness 
tools that I use (wearables, smart watches, wellness apps)

I want to be alerted when a medication is not covered by 
my insurance and/or requires additional steps

I want to understand what benefits are available to me

I want to be able to communicate directly with my providers

I want to be able to schedule and make changes to my 
health-related appointments

I want the option of communicating with a human via my 
preferred channel when I need additional support to 
manage my health


I want to find care based on my needs and preferences 
(e.g., coverage, location, etc.)

I want to be able to manage all of my health -related 
appointments (e.g. complete check-in paperwork before 
visit, etc.)


I want to be able to view, manage, and share my medical 
records with my providers

I want to be able to find necessary support when I am 
experiencing side effects

I want to understand medical costs upfront and budget for 
care appointments accordingly

I want to be able to identify the type of care I need based on 
my symptoms

I want to be able to learn about a specific condition and 
how to manage it

I want to be able to find a pharmacy based on my needs 
and preferences (e.g. coverage, location, delivery, etc.)

I want to be shown which of my benefits I have and haven’t 
used

I want to receive recommendations around benefits that are 
relevant to my health goals and conditions

I want to be able to access a full history of my 
correspondence with support representatives

I want to be able to track my health-related finances (e.g. 
deductible, HSA, etc.)

I want guidance on reducing prescription costs (e.g., 
medication alternatives, mail order vs. retail pickup, fill 
quantity)


I would like to receive incentives for using my benefits

I want my pharmacy to track when my prescriptions are ready 
to be refilled and/or renewed and be notified about it

I want help remembering to take my medications on time

2nd Quant Survey / List of prioritized JTBD based on importance and use



3.	 Experience Concept
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Our lives are fluid and unpredictable, so 
let’s craft a versatile experience that is 
uniquely ours — yet distinct and 
differentiated from our complementary 
offerings.
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Introducing a new paradigm that leads 
with contextually sensitive care — 
focusing on real life moments and what 
people actually experience — over a 
bottom up utilitarian approach to care 
management.

The Concept



The Concept


Introducing contextual 
guidance that is:
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Simple 
Unified 
Modular 
Flexible 
Scalable 
Ownable



3.1	 User Flow

Getting Started
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Scenario

A new user, Belle, opens the app for 
the first time and answers a few 
questions about herself to get a more 
personalized experience right away.


Upon completing her onboarding, she 
lands on her personalized Home 
screen which displays all her 
important and relevant health 
information.

Getting Started / Home Experience

Home

Home Experience

3a

Home (scroll)

3b

Welcome

1

Data Input

2
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3.2	 User Flow

Managing a New Diagnosis
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Scenario 

Later that year, Belle is diagnosed 
with Type II Diabetes and opens the 
app to add the new health 
information.


Belle navigates through the short 
assessment to better gauge her 
condition.

Once finished, a new personalized 
care journey is added as well as 
recommended providers based on 
other users with similar responses.

She lands back on the Home screen 
and notices a new care journey has 
been added as well as notifications to 
prompt her to explore that journey.

Bell then navigates to her new 
diabetes care journey.

Managing a New Diagnosis / Individual Care Journey

Assessment Question

Managing Diagnosis

2

Care Journey Added

3

Updated Home Screen

4

Begin Assessment

1
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3.3	 User Flow

Managing Others
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Managing Others / Home Page

Home: Caregiver

Managing Child’s Care

1a

Home: Caregiver (scroll)

1b

Dependent Care Journey

2 3

Personal Care Journey

Scenario
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Some time has passed and Belle 
now has two children. She can also 
manage family members and other 
dependants on her benefits plan.

From the Home screen, they can 
view a dependent’s Care Journey 
and attend to their individual needs, 
such as appointments and 
prescription refills.



3.4	 Main Navigation Sections
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1. Providers 
Providers can be found through 
the search bar and can filter the 
results (e.g. dependents, 
individual).

2. Medical History 
Overview of the Plan coverage 
shows how much was spent. Users 
can interact with the graph to 
uncover more details.


3. My Medication 
Top notifications alert users about 
urgent information and actions to 
take. Current Medication and Past 
Prescriptions displays date 
prescribed and purchased, time to 
refill, and other relevant 
information.


4. Add New Event 
The “+” action button adds a 
New Event to your journey.

Main Navigation Sections

Providers

1

Medical History My Medication Add New Event

2 3 4
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Thank you
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Thank You!
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