
Finding an account v1 

Search methods

I utilised email addresses as the primary identifier for finding accounts. 

Pain point addressed: the aim was to alleviate the pain point of having 
excessive search parameters leading to lengthy results lists.

Justifications: 

● The majority of our customers (90%) have an associated email 
address, minimising potential disruptions.

● Having one search parameter aligns with practices adopted by 
other institutions, such as the NHS and Holland and Barrett.

Doing this allows instant match results to come up more frequently.  

We also allowed the ability to search by a customer’s last name and 
postcode as a fallback option. And this also used forms. See following 
slides for this but this interaction is not too different. 
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Colleagues will search for customers through the email of their account or by last-name and postcode.
Note: error states are not shown on the portfolio for brevity. 



Finding an account v1 

Identifying the correct account type

I added brand logos to search results to clearly indicate 
retail (B&Q) or trade (TradePoint) accounts. 

Pain point addressed: on the legacy platform identifying 
what brand an account belongs to isn’t clear enough. 

Justification: 
The logo will be a visual cue (/outlier) to distinguish 
between account types, enhancing user clarity and 
reducing errors.
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See the brand logos added to search results on the 4th screen. 



Finding an account v1 

Ensuring Data Protection 

I added a ‘DPA (Data-protection-act) modal’ and proposed 
this step to be used as a customer verification step. 
Colleagues will need to ask customers to verify 2 out of the 
3 pieces of personal information on the modal. 

Paint point addressed: this should then alleviate the wrong 
people from access to the account. And then stop any 
fraud.

Justification for modal: 

● As suggested by Material Design, modals allows 
users attention to be focussed and its content 
becomes direct.  
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DPA modal shown on the 4th screen and the unhappy path.

https://m2.material.io/components/dialogs#usage


Finding an account v1

Chunking

Rather than a long-form, I chose to make the Find and 
Create Account journey chunked to follow the 
conversation colleagues have with customers when finding 
or creating an account. This should lead to a more 
delightful interaction for colleagues. 

Justification: 
● Long forms seemed to me very complex and could 

add unneeded cognitive load on our colleagues. 
● This interaction is less overwhelming. 

This wasn’t picked up as a Pain Point during research but 
as part of my reviews in discovery. 
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Colleagues will be going through a linear journey opposed to a long form. 
In the example above colleagues: search, confirm and then have access to an account.

All of the ‘steps’ are on separate screens.  



Finding an account v2

Advanced search - additional field

Following feedback from both the business and 
participants in User Testing, we retained the ability to 
search by customer number and creating an advanced 
search page that allow two fallback search methods. 

This was vital for colleagues assisting customers, who 
often utilise account numbers from external systems and 
pasted it onto the legacy platform. Removing it would 
significantly hinder their efficiency in resolving queries. Also 
sometimes entering emails could be very difficult over the 
phone etc. 
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Changes made: ‘Advanced search CTA added’ and additional parameter, customer number,  added on the page.



Finding an account v2

Privacy 

The business were keen on making personal information 
hidden as much as possible. To uphold data privacy best 
practices, we've implemented changes to hide personal 
information. This information will only be revealed upon 
deliberate action by colleagues, minimizing unnecessary 
exposure. Consequently, updates have been made to the 
DPA modal to reflect these enhancements.
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Personal information on the DPA modal is now hidden. 



Creating an account v1 

As a team we thought it was best to make colleagues search for a customer account 
first. Account creation is offered only when all search results indicate no existing 
account.

This was done mainly to stop a customer from having multiple accounts in their name 
with multiple emails. 

A separate 'Create Customer' feature was deferred for the initial iteration. Although it 
had been raised by the Product Team multiple times. 

The following slides shows the Search journey, B&Q account creation flow and then 
the TradePoint account creation flow. 
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Creating an account v1 

Search flow 
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Before the colleague creates an account they need to go through both search 
options to rule out the customer having an account. 

This was done to prevent duplicate accounts. Account creation is only permitted 
after exhaustive search efforts.



Creating an account v1 

B&Q account creation flow
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To try maximise enrolment, I 
moved the marketing 
consents prompt from after 
account creation to the 
account creation journey 
itself. 

This was a move to empower 
colleagues to ask marketing 
consents at an appropriate 
time. Instead of it being 
overlooked. I picked this up 
during my discovery prior to 
the project proper kick off. 



Creating an account v1 

TradePoint account creation flow
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We eliminated the need for colleagues to 
specify the type of ID used for trader 
verification, simplifying the process and 
reducing redundant data collection. This 
was identified as a pain point during 
research. 

I designed clear labels for customer and 
trader address fields, ensuring accurate 
address capture for order fulfillment 
purposes. Often trader’s would give the 
address of their client as the account 
address which leads to issues down the 
line. 



Creating an account v2 

Email capture and radio buttons

User Testing revealed a gap - an email wasn't captured for 
account creation after an unsuccessful Last Name and 
Postcode search. So I made amendments to the Search 
Account flow to make sure an email is always captured. At 
the beginning of the Create Account flow a ‘captured email’ 
is displayed and the colleague needs to clarify the email. 

Cards were replaced with radio buttons on the first screen 
to improve user decision-making as colleagues thought 
they were opening a "separate feature" following their 
selection. Which led to some hesitation from participants. 
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The amended first screen following User Testing sessions.



Creating an account v2 

Progression Dots  

To follow mainly what other features have done on the 
DCA app. We introduced the use of Progression Dots to the 
feature. This allows consistency between ‘longer’ features. 
I.e features with many pages.  

On top of that, Progression Dots allows colleagues to know 
how many sections they have left in the Create Account 
flow. 

The progression dots can be seen at the bottom of the 
page. 
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Creating an account v2 

Alert message change  

User Testing indicated that using the snackbar 'alert' for 
nonexistent accounts presented usability challenges. As a 
result of this observation, we designed a dedicated 'Not 
found' page, enhancing transparency and eliminating the 
transitory nature of snackbar alerts.
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Top: error message we got rid of. Bottom: new screen designed. 



Creating an account v2 

Error prevention 

Responding to feedback from colleagues, I designed an 
explicit back button to enhance clarity. This addition allows 
colleagues to return to the previous pages easily and 
facilitates their preference to "flick" through the flow to 
check any details. This can be seen towards the bottom of 
pages. 

I also designed a ‘review step’ where colleagues can check 
all the details they have entered before creating an 
account. This allows colleagues to sense-check details with 
a customer. 
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Screenshots of Next/Back buttons example and Review page



Creating an account v2 

Explicit marketing consent 

Based on business feedback, we designed a user interface 
update for marketing consent options. Previously 
presented as toggle switches, these interactions are now 
represented by radio buttons. This revised design 
encourages colleagues to actively engage with and confirm 
customer preferences regarding communication channels.
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New marketing consents page using radio buttons. 



Account Information page v1

Applying the 'Aesthetic-usability effect', the Customer Account Information page 

underwent a comprehensive facelift to elevate its visual appeal and usability.

Conscious of the page's high frequency of use, the redesign prioritised both 

aesthetic enhancement and intuitive functionality.

Due to unresolved business requirements, work to do with an Account Activation 

section was deferred and not explored.

Addressing a critical pain point, the 'Access List' feature was designed. This feature 

empowers colleagues to designate authorised people for order management, 

effectively mitigating fraud risks and easing order handling and amendment 

processes. This feature is particularly valuable for trade customers who often 

share accounts. A lot of efforts was spent on designing this feature. 
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Account Information page v1
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B&Q Account Information page 

(Desktop)

Colleagues can: 

- Edit the customer’s  details  

- Manage the customer’s  

access list 

- Edit the customer’s  billing 

address 

- Manage Club Card 

membership

- Change marketing 

preferences (through 

switches) 



Account Information page v1

18

B&Q Account Information 

page (Mobile)



Account Information page v1
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TradePoint Account Information page 

(Desktop)

Colleagues can: 

- Edit trader’s details  

- Manage the trader’s access list 

- Edit the trader’s office address 

- Manage TradePoint membership, 

i.e print a new card or order a 

new card by simply pressing the 

buttons. Appropriate feedback is 

added to address the pain point 

raised but not shown in this 

portfolio.  

- Change marketing preferences 

(through switches). 



Account Information page v1
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TradePoint Account 

Information page (Mobile)



Edit account details v1
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After selecting ‘Edit’ on the 

customer/trader details card 

within the Account Information 

page, a slide-out panel will 

appear, allowing colleagues to 

modify the relevant details. 

Upon completing the desired 

edits, colleagues confirm the 

changes to amendments.



Edit address v1
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After selecting ‘Edit’ on the 

Billing Address/Registered 

Office Address card within the 

Account Information page, a 

slide-out panel will appear, 

allowing colleagues to modify 

the relevant details. Upon 

completing the desired edits, 

colleagues confirm the 

changes made.



Attach a club card v1
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After selecting ‘Attach a club 

card’ on the B&Q Club Card 

membership card within the 

Account Information page, a 

slide-out panel will appear, 

allowing colleagues to modify 

the relevant details. Upon 

completing the desired edits, 

colleagues confirm the 

changes made.



Access list - setting pin and adding people to access account
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I needed to design a feature for 

authorised personnel to modify 

orders, eliminating multiple 

workarounds used on the legacy 

platform/in stores today. 

I’m not showing how to add and 

remove people and edit names on 

the portfolio as these are very 

basic interactions. 

First, the colleague needs to click 

on ‘Set pin and add people’.



Access list - setting pin and adding people to access account
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Then the colleague liaising 

with the customer needs to 

set-up a memorable pin that 

will be shared with people 

authorised on the account. 



Access list - setting pin and adding people to access account
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Access list - setting pin and adding people to access account
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Access list - setting pin and adding people to access account

28

Following the pin being 

created, a colleague can then 

add a person to the account. 



Access list - setting pin and adding people to access account
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Access list - setting pin and adding people to access account
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Access list - verifying people with access 
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Authorised individuals must initiate account access by providing the account holder's 
information first. Then colleagues will verify identity by viewing the "Access List" and 
confirming the authorised individual's inclusion. Authorisation concludes upon the 
authorised individual sharing the designated PIN with the colleague.



Access list - resetting pin
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The PIN reset procedure involves the following steps: 

1. Customer accesses account (following relevant verification). 
2. Customer requests PIN edit. 
3. Customer provides current PIN. 
4. Colleague confirms account holder status. 
5. Colleague resets PIN.



Account information page changes (v2) 
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Updates were made to the account information page based on stakeholder feedback and feedback from design colleagues. Key changes include:
- Access list being relocated from account-level to order-level (business decision). And this was designed by another colleague. An online account status placeholder was subbed in. 
- Enhanced information hierarchy through adjusted heading font sizes. 
- Reduced glare for colleagues with blue slide-out backgrounds. A white background was added to the main page to match the tab. 
- Improved privacy with eye icon reveal for personal information.
- Small content refinements, marketing consent design alignment, and session closure option added.



Lists
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The existing 'Lists' design enables colleagues to access and manage customer-created lists (online) and colleague-created lists (in-store). However, due to an oversight, creating new 
lists directly within the feature was not designed. 

The next page shows how a colleague adds a product(s) into the basket. 

Colleagues went through these designs with no real issues. And the business was happy with the designs. 



Lists - adding an item to the basket 
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Basket - landing page
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The Basket Landing Page serves as an introductory screen…for the 
basket! This minimal interface appears for a brief period (approximately 
2 seconds!) 

Its simple design intentionally mirrors the existing customer and 
colleague checkout experiences on other products, ensuring consistency 
and facilitating intuitive user interaction. The Page successfully ‘passed’ 
user testing with no negative feedback, indicating effectiveness in 
achieving its intended purpose.



Basket - setting a default fulfilment
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The ‘Postcode Checker’ pop-up, inspired by e-commerce practices, 
ensures accurate fulfillment information by prompting colleagues to set a 
default fulfillment method for baskets. It appears automatically two 
seconds after opening the Basket feature. For Cut-to-size products, a 
separate "takeaway basket" workflow exists and it is owned by another 
team.

Colleagues enter the customer's postcode and choose Home Delivery (if 
applicable) or Click and Collect store, setting the basket's default 
fulfillment. 

User testing was positive, with no objections. The feature aims to reduce 
checkout errors and customer-colleague friction by proactively 
addressing fulfillment issues during basket building.



Basket - change default fulfillment
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Basket - change delivery postcode
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Basket - change click and collect store 
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Basket - adding a product to the basket
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Adding products into the basket is an efficient and familiar process. 
Colleagues can either directly scan products into the basket or enter the 
product’s code via the provided form. This familiar flow follows 
traditional in-store checkouts and what is used in-store. This minimises 
learning curves for colleagues. 

The product card prominently displays item availability and the group 
header specifies the estimated delivery or collection date, ensuring clear 
order transparency. This clear messaging was lacking on the legacy 
platform. In cases with mixed fulfillment methods, the system 
automatically groups products by type (e.g., Home Delivery and Click & 
Collect), enhancing order clarity and streamlining conversations with 
customers.



Basket - age restricted products alert
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Basket - promotions and discounts
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Upon triggering, promotions are automatically applied and reflected on 
the Payment Summary. Loyalty cards and discounts can (mostly) 
conveniently be scanned in or entered manually, similar to adding a 
product. 

User Testing revealed potential confusion regarding applied promotions 
and discounts. To address this, I designed a numerical indicator 
displaying the number of active promotions and a green marker denoting 
their application. These enhancements promote transparency and 
prevent any potential ambiguity.

Note: in case you are wondering, for technical reasons we are not able to 
show promotions related to a product! 



Basket - setting delivery dates
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Basket - ‘Can’t be delivered’ products 1 of 2  
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Fulfilment often fails due to various reasons, but the 
legacy system poorly alerted staff about these 
‘problem products’, hiding essential information. I 
addressed this by designing:

- Clear warning messages and highlighting 
problem products with a dedicated orange 
marker (consistent with other features like 
picking journeys and promotions/discount 
designs).

- Unambiguous labels: Products are now 
simply labeled "Unavailable" with readily 
available remedies. The remedies is handled 
mostly in a pop-up. 

This focus on clear error messaging and actionable 
solutions was well received, except for some user 
confusion regarding acronyms like "CBD" and "FFT." 
This will be redesigned by other colleagues down the 
line. 



Basket - ‘Can’t be delivered’ products 2 of 2  
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Technical limitations of a single postcode and store 
per basket traps colleagues in a dilemma: a home 
delivery is unavailable for a product, and the chosen 
Click & Collect store can not fulfil it too, and the 
customer needing the product. 

To solve this I designed a dynamic display of nearby 
stores and their stock levels, empowering colleagues 
to collaborate with customers and seamlessly adjust 
the basket through an informed conversation.



Basket - stock alerts (out of stock & insufficient stock)
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Order History list
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The Order History list design prioritises useful 
information for colleagues.

I removed unnecessary details, focusing only on key 
information, namingly: order type, date creation, 
status, installation status, order quantity and total. 

I supported designing  intuitive filters and search 
functionalities for faster order retrieval.

User Testing confirmed this as ‘successful design’ 
with no reported issues.



Order detail view 
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This page provides colleagues with a view of an order’s details, empowering efficient and accurate resolution 
of customer inquiries. This page follows mostly how the basket is designed in terms of look and feel. 

The design streamlines two core tasks:
- "Where Is My Order" (WISMO) Enquiries
- General Order Queries

This page is accessible via direct search (not shown on portfolio) or through the Order History page, ensuring 
effortless navigation for colleagues.

We've conceptualised tracking for Home Delivery orders, providing real-time visibility into every step of the 
fulfillment process. The tracking link would go to a courier webpage. 

Product line availability is now readily accessible, enabling accurate estimates of delivery timelines and 
ensuring customers receive their orders promptly. Just like how the basket works. 

Clear labeling of fulfillment types, payment summary, and delivery details clarifies navigation and simplifies 
order management. This addresses user feedback from colleagues regarding information transparency.

Markers now denote full or partial payments and highlight applied promotions, enhancing communication and 
reducing colleague confusion. This feature was implemented based on valuable feedback from both business 
and colleagues.

Payment, delivery, and contact details accordions are closed by default as a proactive measure to safeguard 
sensitive information, as advised by the business.

We're actively planning to introduce granular status updates at both the fulfillment type and line item levels, 
further improving order transparency and management efficiency.



Ideation 
Examples 
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Desk Research - delivery information 
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I was told to design a basket  flow for colleagues to select 
Click + Collect or Home Delivery fulfilment and take in a  
customer's delivery postcode. This ensures accurate and 
immediate delivery information.

Desk Research indicated e-commerce platforms prioritised 
early address capture to show delivery options. This insight 
informs the proposed pop-up solution, enabling real-time 
visibility of fulfillable options specific to the customer's 
location. Additionally, research emphasizes the importance 
of offering flexible fulfilment alternatives instead of 
pre-selecting a single choice, potentially boosting customer 
satisfaction and order completion rates.



Workshop - Order History Page 
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To gain deeper insights, we spoke to stakeholders to 
identify colleague’s needs. We confirmed the importance of 
accurate delivery information and customer query 
resolution, and this served as a springboard for creative 
ideation.

So then this helped me lead a workshop to help envision 
several features currently in development or already 
designed: a real-time tracking link, dedicated payment and 
delivery sections for colleagues, and granular product 
status updates within orders. We believe these features will 
significantly enhance the customer experience and 
empower our colleagues to provide efficient and informed 
support.


