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Hello. I'm Kim. I'm the first Chief Design Officer in APAC and a founding member of the IBM Garage Centre
of Competency. There are a lot of first-of-a-kinds in my story. I joined the Garage team in 2019 and
Immediately started to create an operating model that is designed to deliver speed to value on outcomes
and improve the rate of transformation and culture change. The Garage Operating Model is the global
standard for all IBM Garages and I have desighed a re-useable toolkit of assets, accelerators and
performance management system to compliment the model and organizational design. When clients and
IBMers struggle to understand the value design can have on their organization, my operating model and
frameworks clearly demonstrate the impact. A unique measure of its success, the Garage Operating Model
will be the dynamic delivery engine for IBM’s new Ventures program. As part of my role in the CoC, I teach
these assets to any team working in IBM Garage or doing design across IBM globally.

My work designing and implementing Intelligent Workflows while working in IBM Garage is market-leading.

To do this I am combining a range of design practices through the application of Design Research, IBM
Design Thinking, Lean Startup, Lean UX, Cognitive Design, and Agile methods. I'm also actively involved in
external communities of design practice working with universities, industry bodies, foundations,
networking groups, and not for profit projects to shape and advance the future of design through doing.

My intention is to show both my impact on the design program at IBM and the impact I'm making on our
clients and designer communities. My mission is to ensure the next generation of CXOs will value design

because they will have come through my Garages, Venture Accelerators, iX Studios and classrooms.

Cheers,
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PART ONE

I am a catalyst for
culture change and
developing talent.

“Our team’s mission focuses on transformation and re-invention for enterprise clients. We

re-invent businesses, by design. Kim’s drive for tangible results helps her methodically deal
with constant change. Her deliberate and patient approach gives our clients and her
teammates confidence in their abilities to handle change. She listens carefully to all options

before reaching a conclusion on her vision.

Once this has been achieved, Kim has the ability to communicate her vision to others in an
enthusiastic manner and this is her primary value to our clients. She likes challenges and
will set goals for others to follow. Her optimism and charm are contagious, and she has
become a natural leader for our organisation.”

—Anthony Farah, VP IBM Garage + Ventures




I’m a connector. My career is a vocation, not a job,
and I weave my point of view on design and its
Impact on the world into my work at IBM, my
relationships in the global design community and
am often called upon to coach a new generation of
design enthusiasts. I provide our local design
studios with a corporate platform to balance the
value of design perception, I manage a team of
designers across Asia-Pacific in IBM Garages, and I
advocate for the adoption of sustainable design
practices by demonstrating a desirable career path
for newly graduated designers in the workforce.

I have earned my place as a regarded design leader
and am highly-awarded by my peers. I was the first
design principal in APAC and the southern
hemisphere. I reside in Sydney, Australia, yet
because my design career has taken me to the US,
India, Australia, New Zealand and China, I have the
ability to bring the world of design to my teams
through my personal network.

I
I

C
t

am evangelist for design. In my role as IBM Design Principal
have focused on elevating the quality and craft of design
across IBM, client business and external design communities
for the APAC markets. I have been successful at designing and
Implementing a toolbox of re-useable Garage and design
artefacts, practices and methods that help cross-capability
teams work coherently and cohesively, enterprise-wide. I have

elivered insights and created new value for clients that inform
nelr products and services, platform and future portfolio

C

iIrections towards building a cognitive enterprise.



My Business Impact

Speed to Value

Revenue uplift for Garage,
Design, BTS and HCS deals

Reduce cost to sell

SALES & SOLUTIONS
Through IBM Garage Engagement Strategy — Accelerate the sell, de-risk delivery

Continued adoption of Garage operating model and ways of working into core Service offerings

Facilitation and delivery of Initiative Pipeline Ceremony for account growth

Speed to Value
Reduce cost to deliver

Rate of Change
Increase employee engagement

Garage Capability

DELIVERY
Reduced bands over time as delivery continues

Working with Design Leaders across APAC on enablement and capability uplift
Self-service assets and artefact toolkits for global Garage design chapters providing
hands-on technical experience in Design for Al and Intelligent Workflows

Rate of Change

Increase awareness for
IBM Design in APAC

BRAND

Advocacy and executive sponsorship of APAC Garage Community & Culture

Thought leadership in the IBM Design for Al Guild

External publishing and speaking engagements

Working with universities to build relationships with grads, continuing education for adults

160
120
80

40

Designers in
Garages today

FC Designers in
Garages 2022

Designers in

Service Lines

225

Does not include new hires

YtY Trend of Designers in Garages

2019

ANZ

2020 2021 2022FC
35 77 ~151
ANZ ANZ ANZ
ISA ISA
ASEAN ASEAN

GCG

Reduced Cost to Sell/Deliver Garage

Client #Days Running 2021 TCV Avg Band in 24 mo
Woodside 516 20M 8.5>7
AirNZ 211 10M 7.9>7
Rio 126 11M 8.4>7
Billable UTE
60 Total
45
30
15
o
Q220 Q320 Q4 20 Q121 Q221 Q321

attend Garage
Community & Culture Calls



Three things my teams appreciate
most about working with me:

1. Empathy and people first which
creates an excellent work dynamic.

2. My presentation and storytelling
skills help captivate and influence
any audience.

3. My commitment to desigh and the role
it plays in every day work, how I bring
that to our team.



My role
In creating
IBM Garage.




I desighed the IBM
Garage Operating Model

Concept by Ant Farah. Design,
implementation and iteration by me.

The Garage Board manages the
pipeline of Initiatives and runs
interference on Impediments
as they are raised.

My Garage Bootcamps
help IBM with capacity planning
and talent enablement.

The Interface Team are the “translators”
of the Transformation program. They
facilitate the Boards and Impediments
Stand-up, provide consulting and advisory
services to build the pipeline, and run
capacity and enablement sessions to
onboard new squads.

SCALE OF AN ENTERPRISE

When the Board green lights a
Product Owner’s mission, they

provide her/him with the data

in the blue chevrons.

\

This is how I ensure my Product Owners

are able to deliver with Purpose, Autonomy
and Mastery. Every quarter, the POs need to
show the boards the value they achieved in

the 4 purple chevrons.

—

Squads are made up of cross-
functional practitioners from

clients, Business Transformation

Services, Hybrid Cloud Services.

I built in Agile ceremonies to encourage
teams to use Playbacks in their daily

g Delivery
Excellence

Garage Operations

Increasing velocity, accelerating business outcomes,
reducing technical and administrative debt, increasing employee capability & experience

\ / ™\ practice. I teach the 4 kinds of Playbacks
. t of [ t.
The Enterprise Interface Garage Squads Garage as part of Garage enablemen
KPIs Ceremonies - Kickoff Playback
= - « Hills Playback
‘ ) « Playback Zero
i : b - Release Playbacks
Fundlng Value CapaCIty ROI
Aggregation Tracking % é Investment Board Funding —
= Initiative(s)
\ g a8
N / . \ ( ’ . | -f, . \ [ //:j-\\ \ Daily Stand_up
Garage Board QY
Co-create Co-execute Co-operate
Squad(s) Squad(s) Squad(s)
/ ‘ E Product Owner . . . Q: o?
Business Initiative Business 25
. . SNy ; i crum Master (o
Alignment Pipeline J:]_Dﬂ Business Initiative . Value Realised Screm M . . . & ‘b
’ Design Researcher . . . Sprmt P[ayback
g Service Designer . . .
Talent Sourcing ) . ‘ UI/ UX Designer . . .
& Change Capac[ty & People & Skills “T” Shaped Cross-Functional Stk evetones . . . .
Managment Capability Talent s ‘ Qutputs w g
g Data Engineer . . .
!Er:‘t;l’:garnt Workflow . . . @ gl
Program : Technology & i % #5%. ke # v
Alig%\ment :o:;tcfollo EB Operations andiUnblack . Design a}round Monthly Showcase
y Impediments e ‘ Constraints
’ N Assets & Accelerators
Interface Team SME Bar
Pre-built Applications Business Platforms '
g Garage Lead @ Technologist I created one new Agile ceremony.
Frameworks & Patterns Intelligent Workflows I encourage my squads to discuss
Value . . .
@ Orchestration 9" G Industry Assets Technology Platforms Daily Risks, Assumptlor]s, Im.pedlments and
Impediment Dependencies daily. This ceremony
Q Industry SME Stand-Up was specifically designed to help

practitioners quantify the value the
admin and tech debt is causing the squad.

~_

)

SURE SPEED-TO-VALUE

The Governance of the Operating Model is captured in V.O.T.E.
I worked with an external workflow company to digitize the
process I use in Garage. The tool is available in the Garage
Experience starter kit and is demo’ed in Garage Bootcamps.

MEASURE PERFORMANCE

SPEED OF A STARTUP

VISIBILITY &
TRANSPARENCY
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We achieve the best results for our clients when we bring xGBS capabilities together into one team. Fou nd ! ng Sq ua'd

I designed the Founding Squad compositiqn for Garage t.o combine cz.zlpgbil.ities across prac.tices and Com position in
growth platforms. I also look at the soft skills and behavior characteristics in the talent design. IB M G
arage

=

Cross-functional Behavioural
“T” Shaped talent Characteristics

« Breadth of Knowledge - Growth Mindset

Team Player Coachable
+ Tenacity Curiosity Intensity

Resilience Empathetic

« asipadx3 deaqg —»

Straight Talking

Founding
Squad(s)

SME / Strategist t. .’

CX / UX '

UX Research

Product Owner

UX Design

Cognitive / Al .
Data .

Dev

DevSec Ops '

Quality Assurance

Scrum Master '

Kim Bartkowski | Portfolio & Field Notes




IBM Garage isn’t one
discipline. It’s many
disciplines coming together
in one operating model. I
developed Best Person for
the Job, an assessment tool
that provides a qualitative
and quantitive evaluation
of practitioners coming into
Garage. The assessment
also includes a live Hack
presentation where
candidates perform a
design sprint or develop

a piece of code to
demonstrate their skills.



Best Person for the Job has
influenced IBM recruitment,
workforce management, and
the FutureSkills+ talent program.
My clients’ HR organisations

have also adopted the tool to

help with capacity planning.




IBM Garage Assets

What is Squad Squad insights 1
Insights? squads. By delivering quick pulse checks through anonymous surveys, Squad Insights delivers a

strong picture of your team's eng
improve overal Il performance.

s a survey and reporting tool designed to capture ongoing analytics on Agile

agement and allows you to recognize trends and identify steps to

Safety
Health
Growth
Trust
Priority
Clarity
Capability

Taking the survey at the end of each sprint, squad members can anonymously reflect on how the
last iteration impacted them individually across each factor.

I designed V.O.T.E., a Squad Insights tool
that measures increasing velocity, business
outcomes, reduction of tech and admin
debt, and increasing employee capability
and experience every sprint cycle. The
dashboard is reviewed by Garage Boards,
Product Owners, Chapter Leads and
practitioners, and gives transparency into
the daily operations of Garage delivery.

3

APAC Garage + Ventures Organisation Structure

Founding squads

APAC Growth

I designed the APAC region’s Center of
Competency’s organisation model to
show how our CoC would support our in-
market Garage Leaders. The APAC model
IS now the global model for Garage.

“We are the precipice of the next major
step-change in the way IBM Garage is
leveraged across all of GBS, and much of
what we are about to do (s thanks to you.
The model that you have championed for
some time now, of the founding squad
across the Geo, underpinned by N+1 model
in each Market has proven (repeatedly) that
it yields game-changing returns.” — Debbie
Vavangas, IBM Garage Global Offering
Lead

Garage creates enterprise-wide
transformation. I deigned a new
workshop toolkit for c-Suite executives
to help them build a new mindset and
culture shift towards a Cognitive
Enterprise. The workshop activities I
designed give IBM Garage squads insight
into the gaps and overlaps in workflows,
duplicate job role efforts across
organisational silos, and I provide new
tools, like Cognitive Capability Cards, to
help re-design job roles when
Incorporating Al, automation and robotics
In the value and supply chains.

Garage Solution
Guidance

Solutioning Transformation Team

Providing guidance to a solution manager
to understand the “what” and “why” of how
a Garage deal forms

Garage Rate Card

Solutioning Transformation Team

Providing a template for a standard rate
card mapping IBM JRS and SFIA roles to
IBM Garage roles and associated

Garage Standard SOW
GBS Legal, SIH Risk

A “codified” version of the Garage
Operating Model providing a holistic set of
operations which will become the standard
for Garage opportunities globally

2 DR

Garage TDA/DRA

SIH Risk, TDA Reviewers

Enhancing the Technical Delivery
Assessment and Deal Risk Assessment to
provide information aligned to IBM Garage
to accurately assess risk

Garage Sales Assets
Garage Market Leaders, Garage Leaders

A standard set of assets and associated
facilitation guides to streamline the IBM
Garage sales process and increase the
likelihood of Transformational Garage
opportunities

rﬁ

Comtia et
“esucr

Garage Sales Process
Garage Market Leaders, Garage Leaders

A timeline of sales activities and
stakeholder engagement plan to reduce
time in sales stage and time to close

banding/seniority
2 72 D 4 K

To ensure Garage scales, I needed to
standardise the solutioning process. I
built a Garage SOW and Solution guide,
providing guidance to help solution
managers understand the “what” and
“why” of how a Garage deal forms.

“A good SOW is one that can be used as
a manual to conduct the engagement.
Garage is contained enough to allow the
development of such a SOW, which is
very much the direction where you're
taking this document.” — Sleiman
Saleeba, Risk Consultant

Kim Bartkowski | Portfolio & Field Notes


https://www.ibm.com/garage/experience/squad-insights/home
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IBM Garage Experiences

At THINK 2019 in San Francisco, I
launched IBM Garage as an offering for
GBS. I worked with global leads in the US,
Germany and Australia to align the Garage
messaging, develop collateral and printed
material for the booth, and hosted the
booth to help with client discussions and
customer interactions.

i wm  A——

establishing
business
initiatives

We envision a future state and ruthlessly establish
initiatives to pursue - through exploring the
‘unknown’ using IBM Enterprise Design Thinking
principles - to build empathy.

- Explore the ‘unknown’; user-centered
research, desktop research, industry/
competitor analysis, radical research
(Horizon 4/ future disruption).

- Prioritize the ‘unknown’: identify potential
user problems and prioritize ideas which
demonstrate maximum speed to value.
Design for the ‘unknown”: rapid iteration and
design of prototypes, and use of business
canvas to validate insights.

Outcome

- Generate macro insights and deliver a
validated business initiative to release
“Transform” stage funding.
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reaching
product-
market fit

We test hypotheses with user feedback and rapidly experiment
to prove product-market fit

Hypothesis Iterations

- Form assumptions against hypothesis

- Form success criteria against assumptions

~ Design experiments to test assumptions with end users and
prove hypothesis or pivot

- Based on learnings plan next sprint

MVP Testing

~ Build MVPs against proven hypotheses

= Undertake usability testing to prove prc
ability to meet “Thrive” launch to mark

~  Design deployment plan for Proven MV

Outcome
=~ Identify micro insights
= Final MVP designed for production rele:
launch to market
= Deliver an MVP with proven market fit,
L stage funding
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THRIVE:

= Operational

. requirements

The Thrive phase is focused on market growth, driving
incremental optimizations required to scale.

= Product optimization: deliver seamless business inte-
gration and product optimization, th
architectures, operating models and
ment plans; to deliver continuous bu:

- Driving scale: design and implement growth hacking
activities to drive growth and scale.

Outcome

- Performance insights, product integrated into business
infrastructure, constantly improve product to gain
growth and scale.

Thrive




I built the IBM Garage Desigh Chapter

and Practitioner Playbooks

Common

Design Artefacts

true when
{Metric is
achieved)

Labour Cost

- R
Story Context 1

Receive Comp |

My Garage Practitioner Playbooks are a catalogue of the best practices
in Garages across IBM. My goal with the design playbook is to help
every Garage communicate the value of designh and outcomes
consistently, so the Garage brand experience provides the same
quality and maturity of practice to all clients. I've also built a Product
Owner Playbook, and contributed to the AT and Engineering
Practitioner Playbooks.

In IBM Garage

‘Managing a No Show / Delay

I worked with designers in Garages across the globe
to source the best practices. This artefact is the Golden
Thread from the Frito-lay Garage (Credit: Matt Gierhart).

I created this Cognitive Enterprise
Design Blueprint. This is a unique
artefact created I built specifically
for IBM Garage engagements. [
created it to prove out the design of

Value Chain St 1 Value Chain S 2 . ..
= o b b our Intelligent Workflows and Cognitive

VALUE CHAIN

Enterprise client strategies. See pages
21-25 for more detail.

MEASUREMENTS (Metric 1A) Time to E.g. Time 10 submit request {Metric 18) Time to X
ey Discovery of an issue a Con e 15 minutes 15 minutes
My Garage teams use Mural 'y ¢ Harri ; I
arrie -
. ; m Schedule
to learn how to track the value they 'i R
.. . . 3 years ago Harriet’s father, Nicholas, was i ATIO C:. iirbe u o Moments Moment that matters 1 Moment that matters 2
are deﬁ ni ng Th IS hypOtheSIS traCker admitted into a nursing home, suffering from ( ‘Bha:;e:n:?:;i:;tmoe USEREXPERENCE o) maner
. . Lewis Body Dementia. Nicholas has an open . sriaid - Delayed  Swiet
maps validated and unvalidated user sy el { good,anditht hr .. o
and business benefits. It gives Product - et T Bt Sonitia ince i g scnls ‘ I hor dockion t0's .. e Y
) ot aa? Zainab Is empathe! oo o
Harriet had previously attempted to have the , '_ | ") 3 2% ety o
Qwners transparency of what the account ciosed but was tokd that the acc < o e e i Do B | oo | v verenct
squad is learning in Co-Create and s ) Sl iy i e 0 4 ~ -
. Duwihham narons $78087 - ossible g
makes it clear where to focus efforts. S gl Harriet roterth otfor e mpmeme . e .
p— authority, Harrlet decided that it would be | Actions. Cust
Cu Stomer cheaper to simply pay the annual fee "
s Today, Harriet has just been charged the Rece'ves and r j
account keeping fee for the 3rd ongoing yea -
of her father's inactive /‘;""“h __________________________________________________________________________________
emotionally overwhe From the fir
enough, and files a fo Harriet, Zail g EMPLOYEE/ Human
“nm:"“"' = S DPERENCE A
questions » m
father's cre [ N
= Agent 2
Zainab look (o] SN
tenure with E
. - sl ==\ Push Notification
apologises l
. Zainab oon | =) ey 4
I supply Garage squads with a - Erontling  comesits = s
1 1 opens Cust o
template to track their experiments, it
supplying them with 15 common Sotksen to capture |
. W ackiowiedoe ihe detalls as H
research techniques they can use for 123 _ Gmldedsn | secann B s
. . . venmvod) alsologs al
In-person and remote situations. V@@. A the case ids o) D
— e i
eIy s e A ¥ ' ;mnm:msm::' v:hen dealk 2
= e W e, W W days questions s Real Time Schedule Updates 5 = l
- ' ‘ ‘ fathers hea + Employees lack real-time visibility with their teammates which leads to inefficient use of time. g . .
= e Feature Clusters Used sl boalialioin b ket as il i Making sure IBM Designers stand out
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Service Design Artefacts

Design Research Artefacts

IBM Garage / © 2021 IBM Corporation

Service Design is a great way to bring brand experiences to life. Storytelling and building
strong narratives is key to a successful career in service design. I have created a tool kit
to help designers build engaging and participatory stories about the products and
services they are creating. I teach teams how to bring their journey maps to life with
acting, visuals, and theatre props. I'm often heard saying, “If it feels funny presenting it,
it will feel funny in real life, too.”

15

Productivity
Reduced time spent waiting for schedules and reduced overtime costs due to flexible hours allocation

U

UX/UI Design Artefacts

i in the market is important to me. Our
focus on AI Design helps us do so. I
contribute to our Design for Al practice

and have include AI Design artefacts

and frameworks in the playbook to
expose external designers and

clients to IBM’s point of view.

Cognitive Design Artefacts

Kim Bartkowski | Portfolio & Field Notes



My role
in IBM A/NZ’s desigh &

culture transformation.




IBM iX Studios

From 2016-2019 I was the Executive Creative
Director in A/NZ market and managed three
studios: Sydney, Melbourne and Auckland.
During that time I helped establish a vibrant
studio culture and network, designed 2 new 1X
Studio spaces and introduced the A/NZ market
to maker spaces and accelerator labs.

I was known for building experiential
walkthroughs with the products and services
I was building for my clients. I trained my
designers to use theatrical and cinematic
techniques in their playbacks. I often invited
clients and IBM partners to walk the walls of
our studios to see the work "in action.”

......

“She continues to have a significant impact on our client and
employee engagements through her design leadership. An entire
floor of our new office will be modelled based on how Kim and her
teams work - co-creating, collaborating and walls that will come
alive with the work they are doing.”

— David La Rose, Managing Director IBM Australia and New Zealand



A/NZ Culture

Transformation

The Australian and New Zealand offices’ employee
engagement metrics had been in decline year on year.
The situation had gotten so bad, the leadership team
decided it was time to seek outside help in the
transformation. The results from the outside
consulting firm showed that A/NZ had an organization
that was competitive, ran like a dictatorship and had
passive-aggressive relationships. On the positive
side, the desired vision for the company was to be
collaborative, transparent and creative in culture. It
was the perfect opportunity to take the leadership
through one of my design-led accelerators, this one
for Westpac Migrant Banking, showing how cross-
capability teams from GBS and GTS can work in a
collaborative environment alighed on a Purpose, Vision
and Trust framework I created.

18

I went to the top and got IBM A/NZ President, David La
Rose, to come in for a showcase. “I didn’t know we did
this!” he proclaimed. I proceeded to discuss the
foundations of Product, Service and Experience Design
with David. A one-hour meeting turned into a 3-hour
workshop with David and his advisors on how we could
scale the model for more IBM teams and bring it to our
clients. David and I organized additional playbacks for
the Financial Services and Government Sectors, and
secured time on SVP of APAC, Harriet Green’s calendar
for her to attend the next showcase and discuss
scaling these experiences across APAC.




When the practice leader roles were first established in GBS, I took on the additional responsibility in my C t
role as Executive Creative Director of iX. Practice Leaders are responsible for the community, talent skilling, ustomer

and utilisation of a team of people with similar skillsets. To accelerate the adoption of leading design Engagement & Design
practices I established Guilds for my practitioners to deepen their skills in data-driven design and research, .

service design, and UI and front-end development. Practice Leader

¢ ON

Studio U Studio Kickstart
A i IXers teaching iXers about the tools they use everyday. Setting up the week so that we know where the workload <
& From keynote animations to coding to presentation skills is, who's traveling, presentations, studio tours, and key
2 and everything in between, this is where we come together appointments.
S t u d 1 0 U to learn from each other.

iXers, let’s come together to learn from each other. Owners: Practice Leaders

Owner: Kim + Bella Purchas + a rotating list Attendance: Open to anyone working on Studio projects D Josepn Royle (1) 5
Join this month's iX Studio U, where Daniel Pekevski will 0].( featur.ed lecturers lime: every M.Onday morning, 9:30am
) Time: twice a month, 1 hour Place: In studio and Webex
take us through a tutorial on React JS.
Attendance: open to all of IBM

Place: Webex

Studio Wrap-up
Cheers! Closing out the week that was, birthdays, general news,

Studio Jam celebrating great moments of the week, work we saw that we |
S Guests visit the iX Studios and share their expertise on design, wish we did, and the great work we did. Beers a must! ;
Thursday 23rd November marketing, social, engagement, culture and the future of ,'
1:00 - 2:00 (Syd/Melb) technology. This is about the world teaching us. Owners: Studio Leaders in Auckland, Melbourne and Sydney ,'
Sydney Room 13.05 " Attendance: Open to anyone working on Studio projects

Owners: Monique Aronica (Melbourne), Rowan Avis (Sydney) Time: every Friday 4pm, 1 hour

Attendance: open to all of DS + iX Place: Slack Channel

Time: Once a month, on average 1 hour
Place: In studio or on Webex

:
y \

; f \ 3
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“Your Design Chapter is the way you
cultivate teams. You've done it in A/NZ
and now you do it across APAC.”

- Deborah Walker, Cognitive Process
Re-engineering Service Line Lead




Taking to the stage
to speak about design

From my time working in advertising and
television commercials, I have developed a
talent for storytelling and have presented at
numerous conferences about design and
customer transformation. I have presented on
brand, customer relationship management,
and design at multiple A/NZ THINK
conferences to help attract CMOs and Chief
Creative Officers to what has typically been a
technology conference. I demonstrate how
IBM is bringing together human-centred design
and brand stewardship to create unique
experiences for organisations.

At one event, I ran a Think Tank to show CMOs
how IBM iX approaches brand re-invention
across 3 areas: Brand Belonging, Brand Design
Language and Branded Interactions. The
audience could participate by interacting with
a mobile application to create their individual
Experience Plays — emotional drivers of human
belonging that let us design more relevant and
Impactful brand experiences.
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I started the Pitch Hub, a specialised
capability in IBM Australia that
focused on cross-company deal
strategy. My impact on the business
can be seen in the quantity of new
customer and design-led delivery
work happening in my region. My
value-driven proposals elevated
IBM’s executive conversations and
oral presentations from technical
vendor and systems integration
requirements to include more
advisory services on desigh and new
ways of working to achieve business
value.

I was chosen for this role because of
my branding and storytelling ability to
articulate a one IBM narrative. I ran
the service across deals larger than
$10+ million and helped teams create
unique approaches to proposal design
and oral presentations.

I used Enterprise Design Thinking as a
tool for sellers to help them articulate
Why IBM? and showcase demonstrable
value in IBM’s approach to solving
client problems through new design
capability, prototypes and delivery.

I even coined an acronym for teams to
use to help them outline their stories:
P.I.T.C.H.

In the Pitch Hub’s first year, I had 14
pursuits run through the service and
was asked to turn the capability into a
commercial offering for clients, to
assist them with their own pitches. In
2018, the commercial offering hit
success with Westpac Institutional
Bank, winning 4 out of 4 pitches.



My role
In designing the
Cognitive Enterprise.




The blueprint maps out all
of the elements needed to
make the moments that
matter in the Cognitive
Enterprise a reality. The
blueprint orchestrates
people, automated and
robotic processes, data,
APIs and cloud platforms
across moments that matter
in value and supply chains.
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VALUE CHAIN

Almost all IBMers are familiar with Mark Foster’s north star
strategy and white paper about getting our clients to the Cognitive

. . . MEASUREMENTS (Metric 1A) Time to E.g. Time to submit request (Metric 1B) Time to X (Metric 2A) Time to X
Enterprise. I designed a way so that teams could design the
enterprise from the ground up. The diagram below is one of the S SR e
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COI.l.abO rative tOOl Used in the CO_Create phase Of Garage. USER EXPERIENCE tl:";:’:;’:tt:r Moment that matters 1 Moment that matters 2
The Cognitive Enterprise Design Blueprint is a collaboration — - - N
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29

Tech nology Description of Technology Description of Technology Description of Technology
Ag ent 1 Agent Action Agent Action Agent Action

Processes Name, description of process Name, description of process Name, description of process

Data Source Data Source - Public, Private Personal Data Source - Public, Private Personal

BACK STAGE

System/Tech

Agent / Function /




Additional Blueprint Assets

Co-execute

Conduct

........

Conduct

Validated

The cognitive design blueprint I built is
Interactive and has been used across
sectors and in multiple Garages globally.
The asset has been digitised into Mural
and is part of the starter kit for teams
working in IBM Garage featured in the
workflow. I am currently leading the
production of the tool to link with Celonis.

Creating one new Intelligent Workflow is
only a part of the Cognitive Enterprise
journey. I have created enterprise-level
journey maps that demonstrate what
happens when the Intelligent Workflows
are “active in the wild" to show how the
data sets support each other, and how the
outcomes may change.

Sample digital worker c ve Oil & Gas Production

" (o] 0]
Production Reviews tasks and their
complexity to be
completed to meet
demand
& “w &
iw Z&
ax 8 &
s that Plunaer Detormine avaltable staff Re-allocates the different
shifts are more taxing and can cause with simitar skill set to fill In tasks to the most sulted
more fatigue, she needs to allocate for workers on leave R
tasks and understand who would be
best suited to fill in.
8 I ﬁl - a)

thelr previous shifts the situation

In addition to human personas, I have
designed persona canvases and user
story boards that depict the human/
computer interaction moments in the
blueprint. The use case and user story
maps are additional artefacts my teams in
the IBM Garage use to describe the
organisation and patterns of data that
need to flow through the Al systems to
identify, understand, and apply knowledge
and reason to produce an outcome.

il IESBEAEOIEA - N - I - i - 1 J=-JCH o I o+ D64 s B2DD 2 %S 7 60c| 78 +
‘ ; - B ® @O O % @ (updae :

* Bookmark

The design blueprint for an
intelligent enterprise

I publish stories on Medium about my
work and the blueprints have been widely
distributed in IBM and in the global UX
community.

My stories on intelligent workflows and
IBM Garage have 4.8K views, 2.3K reads
and are distributed by the UX Collective
globally.

Kim Bartkowski | Portfolio & Field Notes



Additional Blueprint Assets

For humans to “partner”—instead of merely
interact—with technology, hard experience
design factors, such as the user interface (UI),
tools and environments, need to be married
with soft factors such as empathy, behavior,
storytelling, and radical collaboration. A well-
designed employee experience engenders trust
with each other and the company.

So how did I marry experience design factors
to hard business benefits? I spent six months
working in the value orchestration office of
Garage. This sketch helped me communicate a
value framework to map the Jobs to be Done in
the new Intelligent Workflow with the desired
value to the business. Every interaction has a
business and user measure of success, those
metrics track to the bigger value pools of the
transformation. This data is being used to help
my clients re-skill, cross-skill and re-deploy
their workforce to achieve their Cognitive
Enterprises vision.

User Journey -
Intelligent Workflow

% of AI in workflow
# New Tasks/New Roles

Task 1 °

Task 2 °

Task3

Value
Orchestration

$ Cost Out
# Roles in workflow

Task 1

4
o
Py
(/2]
1]
(=]

Task 2

Task 3
CHANGE

Reactive vs Proactive*
Change Management

Up-Skill
Re-skill
Right Size

*The ability to up-skill/re-skill proactively prevents the need to right size the business

Human + Computer
Interaction Design

# Time on Task
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My role
In developing talent.




I built the maturity and capability
assessment tools for talent in IBM
Garage. I also developed and
delivered the global bootcamp to
close capability gaps.




IBM Garage
Global Bootcamps

To help IBMers increase their adoption of Garage-style
frameworks and develop Lean UX and Lean Startup
skills, I designed, developed and facilitated a two and a
half day training course so all of the GBS growth
platforms could experience new ways of working.
These nWOW bootcamps have been adopted by
global L&K as a training ground for IBMers across
the world preparing them for working in IBM Garage.

I designed the course to ensure the practices of User
Research, Hypothesis Validation and pain point
tracking are understood, and that core human-centred
design techniques from Enterprise Design Thinking are
applied to frame problems and solutions.

In 2018, the MVP boot camp I delivered in ANZ
earned the highest NPS score (84) for a GBS training
event since IBM started recording them.
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Positive Team Dynamics

Teach and be Taught

A comet IS
coming...

help us lead the
change...

N New Ways of
Working; nWoW

A

End to End Involvement

*  w®

True Innovation True Client Engagement
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“Understanding how to integrate methods to increase
speed to value, de-risk innovation, and quickly establish a
viable MVP is essential to IBM growth platform success.”

“While intense, exposes practitioners to the
entire IBM Garage model in an environment Squad Train-the-
that encourages leaving one's comfort zone, C he Trai

failing fast, & learning from that experience.” oacnes rainers

]

Squads

Co-execute
Co- Qpeﬂalc‘«

Al 2
fﬂ o -”; Fzﬁ.l.
p=== ~
- Aoy
Winning LY |
Solution Halfhlf.me N8R

“Great content, awesome instructors, great energy,
colleagues, coaches and interactivity!”

“This this is a valid innovation model to bring to clients.” “Mind-opening : always good & required for continued innovation!”

Clients

Problems

People

Teams Participants
Tools 64 NA, 30 LA
Action

Solutions

Nov 13 - 23, 2020
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Squads Buddy Coaches

Squad Coaches NA

Clients
Problems

W Bootcamp to signed deal
IBM Garage in less than a month!

Immersiqn Bo.otcamp 61 3 REAL :::5,‘:

EMEA | Live Virtual Tools
Sep 29 - Oct 2, 2020 Participants Growth Platforms Action
#wearegarage Solutions

e et - crea ™ IR B
e 23 L 3% S =lacs
VATTENFALL o o1 EMENS s o ar mrmee Squad Coaches
Clients ety (A 1' A sl
. 4 . Buddy Coaches
Opportunity Owners | a:l [ &_4 '?_ ﬂ

Turk Telekom P B/S/H/

Best example of how we jointly engage
actively with our partners...

8440

Garage Judges
Experts

Embed it in everything we do!
Be part of the change for IBM

...what am amazing crescendo to end
the week on...Proud IBMer!

w IBM Garage Immersion Bootcamp
_ 2y GCG | Live Virtual | February 1- 4, 2021

Local Coaches

5

Judges

wonderfull

funny |
teamwork

focus and efforts. However your
akeaways would be much more

than that, not only the knowledge ‘ Bootcamp Respondent

but also the people in the squad = are comfortable to

team. IBM is full of talents. Love o P (e .
“The best learning I have in 15 it Wonderful facilitation and part|c|pate ina Garage

years since I joined IBM” oTaDEment:s project after this . .
7 training

“It's a very challenging workshop . ﬁ o )
\ because you have to put your 300% 0 '\\\\
i N

Solutions Vinning Sauad Clients
bttt R E A L Problems‘
' 5 ‘ 3 People )
: Team
Tools
Action :
Solution g

6 7 )| IBM Garage Immersion Bootcamp
‘ ' EMEA | Live Virtual

4 y 5
Super
EMEA Garage Immersion Bootcamp Coaches
Best Pitch goes to... /

NPS

v “Does what it says on the tin in terms of
8 Judges ; - Y 4

immersivity - engagement in the true Garage
spirit. We really grew as a team,
Squads + complementing each ogthers cross-geo skills
Squad Coaches and experience culminating in our final
+ Solutions pitch. We also exceeded what we thought
we could achieve in 4 days from a standing
start! Thanks ALL© “

Clients / “What a fantastic bootcamp! Intense but
R EA L Problemso absolutely loved every second of it”
People “Great course and super good mix of
Teamsg N practical work and content. Good facilitation
Tools g and good coaching in small teams as well. A

Action bit tiring though with all day Webex calls and
Solutions a few more 10 min breaks would be good.”

\
5 Participants February 22 - 25, 2021

EMEA Garage Immersion Bootcamp
N Silver Award goes to.

Global IBM Garage Bootcamps

The bootcamps have been run multiple times in ANZ,
GCG, India, EMEA, ASEAN, and NA. They have also been
modified into Seller Bootcamps and bootcamps that are
specific to the IBM Garage Operating Model for Garage
Leads and complex program delivery.

All bands are welcome to attend to learn, from new grads
to 20+ year tenured Partners. Everyone shares insights
and learns to work in cross-functional squads solving
real client problems.

Kim Bartkowski | Portfolio & Field Notes



I have created a culture change accelerator and a new organisational
design system for IBM through my work in IBM Garage.



PART TWO

I provoke
and drive change
for my clients.

“You drive change. It’s what you do, I don't think you can help yourself. You move people
forward and give them the push they need. You’re provocative, you bring different thoughts
and ideas to us to show us what's possible. And its your experience in working across

industries with different skillsets that really makes you shine. I've worked with you inside

the Garage on products and outside on our org structure. You have a vision and you set the
bar high — you have a very high bar — and help us all achieve something beyond what we
can see. It makes me smile and I enjoy working with you."

— Shelley Kalms, CDO Woodside
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Woodside

Role: Design Chapter Lead, IBM Garage

Responsibility: Trusted Advisor and executive coach to Woodside’s leadership team. Established the practices
and value of design at Woodside to help them achieve their vision to become a Cognitive Enterprise

Impact: Woodside has been become one of IBM Garage’s sighature accounts since I took a leadership role on
the account 2 years ago. The Woodside case study has been featured at THINK demonstrating a company on
the journey to a Cognitive Enterprise. On my first engagement, I developed the first MVP at Woodside to help
scale my Garage Operating Model across the organisation, moving out of HR across to Woodside’s 3-year
Operations Transformation Program to become the delivery engine for change. I have grown the account to
become one of IBM’s long-standing Garages, established the path to a $23million Hybrid Cloud deal, and built
the largest Co-facilitated Design Chapter in A/NZ.

Kim Bartkowski | Portfolio & Field Notes
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To achieve the vision and roadmap, my investment case identified six transformation
themes across 16 areas for intervention. I have nine squads currently in-flight across

the Co-Create, Co-Execute and Co-operate phases of IBM Garage.

7740 Digital Ecosystem Blueprint
E—l j Digital Ecosystems Tribe

Co-create

Design Woodside’s future technology landscape and
identify platform-focussed opportunities.

Condition-based Maintenance

Intelligent Assets Tribe
Co-operate

Condition-Based Monitoring shifts from reactive maintenance
to preventive maintenance with an intelligent workflow
leveraging Al, Internet of Things sensors and diagnostic

models (AUS 39.2 million per year value creation opportunity).

Maintenance Cost Management

Intelligent Assets Tribe
Co-execute

Maintenance Cost Management minimizes expenditures
through greater transparency and control during key
purchasing decisions.

il Material Optimization
EIE Enabled Resource Allocation Tribe
Nl
Co-execute

Material Optimization automates back-office
inefficiency in inventory management (AUS 4.7
million per year value creation opportunity).

Maintenance Planning

Intelligent Assets Tribe
Co-execute

Maintenance Planning automates back-end inefficiency in
scheduling and work order preparation by intelligently
recommending the most efficient work to complete concurrently
(AUS 23.8 million per year value creation opportunity).

ISSOW
Intelligent Risk Tribe

Co-create

Integrated Safe System of Work develops an intelligent
workflow that simplifies the permit process by matching
the risk of the work with the appropriate level of control.

Contract Management
Enabled Resource Allocation Tribe
Co-create

Contract Management automates back-office inefficiency
and provides greater transparency and control over
commercial relationships (AUS 1.4 million per year value
creation opportunity).

Risk-based Maintenance
Intelligent Assets Tribe
Co-execute

Risk-Based Maintenance optimizes maintenance
frequency, using intelligent models leveraging industry
best practices and historical data (AUS 14.1 million per
year value creation opportunity).

== A Value Based Decision Making

| G | IROC Tribe

SRR Co-create

Create a cross-functional operations team who is empowered
with digital insights to respond to moments that matter on
the day of operation.
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To manage change at this scale, I evolved my Garage Operating Model to adopt a
scaled agile approach where several squads will be required to deliver the
Interventions in sync.

Transformation & Integrated Operations (IROC) Journey Tribe

Compliance Tribe

Interface
Governance

['3 - - - &][.‘. 2 o o

)
e
EEET
Multiple squads are managed under 6 & Daily Ops Journey Tribe Planning Journey Tribe Maintenance Journey Tribe
tribes. The tribes focus on Woodside’s ®
existing journeys, enabling an organisation il
shift to focus employee effort on ‘doing’ or - (e ® ® J e - 5 J e - o J
‘planning’. The IROC tribe will design and ® @ & & & & . h dE s
execute an organisational future state o & N (@ D @ B s Y Y N s N (0 D @ p
across journeys. - S| e . o || .=l & s | Le |-
Underpinning these tribes, the Platform ; & & & & & & & & &
tribe Wl!l develop technological . i 3 8 2 3 2 > - > 2
foundations to enable program-wide \ J - - = = = % = - o
speed to value. - £ ==Y - _= Y ol - =]
Change @ ® k3 D B Ll & @ 5 3
Accelerator compliance and change Management — e - e e — — — e
. SMEs : =
management will be led through the ——
Transformation & Compliance tribe which ®
will be governed by Interface. ?
-

)
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In 18 months, I achieved
these Business Benefits:

Newly hired employees are
98% faster to productivity with
her HR onboarding application
called Simple Start.

Conditioned-Based Maintenance
and Maintenance Planning initiatives
have slashed operating expenses by
an estimated 17% per year.



Introducing
Simplel§
Start

Welcome to Simple Start

Simple Start is a new product developed by Woodside Digital to help simplify the onboarding experience and give
us all transparency of the process. Our mission is to help everyone who works with Woodside becomeé even more
productive and proud of their time here.

What would you like to do?

X

O O
St /4

Add New Change Service
Service Provider Provider Details

Terminate
Service Provider

Active Requests

Request ID Request Type Date Created PO# Vendor Last Updated Updated By
g t started
Let s ge S a r e > ¥REQID1238 Change Service Provider 08 Nov 2019 PO123456200 IE'B‘M AUSTRALIA 08 Nov 2019 \~56818 - Vishal
Details LTD Tandon
w Sen S W5 - Vishal
#¥REQID1237 £ New.Gennce 01 Nov 2019 PO123a56100 oM AUSTRALIA 08 Nov 2019 AshRIG=YENa
Provider LTD Tandon
) p— [ = 3
¥REQID1236 Aed New Service 25 Oct 2019 P0O123456099  SF AUSTRALIA 08 Nov 2019 WaGR1S~Vishal
Provider LTD Tandon
Add New Service TATA W56818 - Vishal
#RE 1 15 2019 P0O123456888 08 Nov 2019
EQID1Z0 Provider AHE20 CONSULTANCY S... il Tandon
#REQID1234 Add Haw:sanvice 01 Oct 2019 PO123456777 MECHANIOAL. 08 Nov 2019 Ve 0= Vishe
Provider ROCK LTD Tandon

Nianiav mamra IClhAairinr B Af 2N \»



I co-designed and co-developed a custom
software product called Simple Start to help
Woodside line managers onboard Service
Providers quickly and efficiently. The new
application takes into consideration
Woodside’s requirements for security checks
and personal details ensuring safeguards are
met before access to inductions and any
sensitive information is made accessible.

Simple Start is the first externally accessible
platform deployed at Woodside. A number of
pre-boarding requisites needed to be
completed prior to a Service Provider’s arrival,
I championed the policy change with metrics
that suggested sizeable efficiency gains.

& Woodside

Welcome to Simple Start

Simple Start is a new product developed by Woodside Digital to help simplify the onboarding experiénce and give
us all transparency of the process. Our mission is to help everyone who works with Woodside becomie even more

productive and proud of their time here.

What would you like to do?

O O
St =/

Add New Change Service
Service Provider Provider Details

Active Requests

Request ID Request Type

#REQID1238 Change Service Provider
Details

Add New Service

#REQID1237

#REQID1236

#REQID1235

#REQID1234

Display more (Showing 5 of 6) v

Provider
Add New Service
Provider
Add New Service
Provider
Add New Service
Provider

X

Terminate
Service Provider

Date Created

08 Nov 2019

01 Nov 2019

250ct 2019

15 0ct 2019

01 Oct 2019

PO#

P0123456200

P0123456100

P0123456999

P0123456888

P0123456777

Vendor
IBM AUSTRALIA
LTD

IBM AUSTRALIA
LTD

SAP AUSTRALIA
LTD

TATA

CONSULTANCY S...

MECHANICAL
ROCK LTD

Last Updated

08 Nov 2019

08 Nov 2019

08 Nov 2019

08 Nov 2019

08 Nov 2019

Updated By
W56818 - Vishal
Tandon
W56818 - Vishal
Tandon
W56818 - Vishal
Tandon
W56818 - Vishal
Tandon

W56818 - Vishal
Tandon

Stage

2 - Sent For Change
2 - Send For
Approval

3-Track
Onboarding
3-Track
Onboarding
3-Track
Onboarding

Vishal Tandon 2

View complete

Status

Waiting On Customer Service
Group

Waiting On Building Access
Approval

Onboarding In Progress
Onboarding In Progress

Onboarding In Progress
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Vishal Tandon &

Track Onboarding

Request ID: #REQID1234 Date created: 08 Oct 2019 PO#: PO123456789 Vendor: IBM AUSTRALIA LTD Last updated: 15 Oct 2019 Updated by: Harry Red

This Kanban style board is part of the Simple
Start software product and helps line
managers visualise progress through the

Resource Confirmation (1) Collecting Information (1) Onboarding in Progress Onboarding Complete

Waiting for NPC Approval Waiting on Induction Completion O n boa rd i n g p roce ss .
Service Provider 5 Harry Red Katherine Veloso Vishal Tandon
Integration Developer HR Strategy Consultant UX Designer UX Designer

(30/10/19 - 15/03/20) (30/10/19 - 15/03/20) (30/10/19 - 15/03/20) H
N The tool has been scoped to scale its use
Email address: mlam@vendor.com.au Preferred name: Harry WOPID: W1234 WOPID: W1234 H H H
SHiovamumiber: (4 G5 €% it o SN R i case to multiple personas including

| | SRR contractors and Woodside employees.

Waiting for NPC Approval

Han Sheng

Application Developer
(30/10/19 - 15/03/20)

Preferred name: Johnny

Date of birth: R

Back to Dashboard
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'3’ Code of Conduct

WOODSIDE COMPASS

A
THE WOODSIDE

.CONPASS:

We believe that by doing what's right, we can
perform to our very best.

This means living our values every day.

The Woodside Compass provides guidance and
direction as we strive to achieve the vision of

becoming a global leader in upstream oil and gas.

),

@’ Code of Conduct '

Woodside

WOODSIDE COMPASS

How we'll get there

We are motivated to build on Woodside's reputation

as a highly regarded and successful company. We
are inclusive and cohesive, working as a team to
sharpen our competitive edge and drive progress.

WE INNOVATE

We seek ways to continuously improve, always
striving for better outcomes. We are
solution-focused, exploring fresh ideas and
embracing new ways of working.

WE COLLABORATE

We work together, combining our distinctive
capabilities to deliver the best possible result. We
aim to be the partner of choice wherever in the

world we operate.

WE ACCELERATE

take decisive action in line with our business

I also updated the content and information
architecture of Woodside’s Code of Conduct, a
large feature in the Simple Start roadmap.

My new module for Code of Conduct offers better
training support for learners and makes annual
updates easier with new content so that it
remains relevant year after year.

I included videos and interactive modules that
are responsive and mobile ready, allowing
service providers to complete the course
anytime, anywhere.

Kim Bartkowski | Portfolio & Field Notes
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Condition Based Maintenance is the second
product at Woodside to hit Co-operate. I

used IoT sensors and a custom AI algorithm

to identify maintenance issues on Woodside
Assets. The MVP product looks at the
autonomous detection of vibration anomalies on
Fin Fans, a type of heat exchanger used to cool
the LNG process. IoT sensors on the machines
collect vibration data and transmit it over the
cloud to a machine learning model looking for
anomalous activity in their operation.
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. ‘ Karratha Gas Plant \
& Maintenance Planner ‘ ) LNG/FRAC
Woodside e e

Dynamic Window 17

My design research identified the majority of
maintenance performed on Woodside’s assets are
non-urgent and low-complexity. The Dynamic
Maintenance intelligent workflow I designed
targets these scopes and, due to their nature,

Dynamic Window 17
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Role: Executive Creative Director, IBM iIX A/NZ

Responsibility: Product Owner, Air New Zealand Accelerated Visioning

Impact: Air New Zealand has been ranked “Most Innovative Airline” 5 years in a row. I was tasked with
iIdentifying their next innovation. The service design that resulted from the work is a first for the airline
industry and has been used by our Travel & Transport industry leaders as a best-in-class example of IBM’s
customer engagement work. I worked with the Air New Zealand team to help them re-imagine their mobile
experience and the future of air travel. Through my design research and creative direction, I invented the
beginning foundations of a time travelling experience using assistive and agentive intelligence. I designed the
navigation element that lets users travel between past, present and future.

Kim Bartkowski | Portfolio & Field Notes
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Welcome
creen

While people are comfortable with discovering the unknowns in their
destination, the exact opposite is true for their air travel experiences. My
design research uncovered which are the most vulnerable moments in air
travel for Air New Zealand customers, from visa applications for foreign
travel to domestic disruptions and all the steps in between.
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Sneak Peek
Into the Future

The TimeTraveller Experience explores ideas like personalised
check-in times, how to manage your time while you’re traveling
through time zones and connecting travel groups through a
shared timeline experience. The information architecture gave
passengers a sneak peak into their futures. I built a
personalised timeline experience that lets them see what’s
coming up next in their travels.
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wlBM = 9:41 AM 3 100% ()
< NZ8369
AKL to PVG

Boarding Now I

I explored new forms of navigation that travelled the horizons from visual,
Your Gate number is 42

touch and voice-enabled. The visual wheel seen in this prototype allowed
users to navigate the entire application with their thumb.

You're 10 mins walk away from I also tested out interactive experiences that were “hands free” controlled
your gate completely by voice recognition. Her design research observations showed

that people in airports often have luggage, bags and children in tow. They

wanted the support of the mobile application, and I needed to find a way to

deliver the content in multiple forms.
View Boarding Pass

m Invite a friend to your journey t E t

> > [l +

Trips Book Oscar Airpoints More




I deigned a completely new service design for the airline industry that treated air travel like an avid fan experience

The TimeTraveller Experience omoseon

DOING

2 WEEKS BEFORE...

GETTING READY

Prepared for the Journey Ahead

It's two weeks before Sam'’s big trip to China with his

1 WEEK BEFORE...

Foreign Essentials

Congratulations!

“Essential Words" badge.

Sam receives an email and a notification that his visa has

REASSURING

DAY OF TRAVEL - THE DISRUPT

KIWI TIME

DAY OF TRAVEL - FIRST LEG

DAY BEFORE

Sam has been practising a few words with his friends
on the group chat and is awarded his TravelStones ~ ’

~
\" 4

What Can I Bring?

It's now the day before Sam'’s flight. Sam is concerned about

DAY OF FLIGHT (AT THE AIRPORT)

5 Final Checks

‘vl‘ It's now the day of Sam's first transit fight
to Shanghai via Auckland! Sam is alerted
to pack his charger and to buy an adaptor

whether or not he can bring his spare camera batteries on

It's 1 week before Sam's big trip! Sam receives
the plane. He decides to ask Oscar, who links him to the

K ig trip! Sam now been approved. His buddies all send a message
anotification from Oscar, informing him to start

through the group chat, saying that theirs have come too.

at the airport. Sam was right to trust

mates. Sam downloads the new Air NZ app that his The Forgotten
‘Oscar to remind him of the little things he

friends have been telling him about and plan to use

e

throughout their adventure. Sam opens the app which
immediately invites him to become a time traveller by
simply adding his booking reference. Sam sees that

he can easily connect with his fellow travellers and
does so. In addition to his flight details, the app offers
a range of features that will help Sam to be travel-ready
for his trip and stay connected with his mates. After
having a quick look at the various features available on
the app, Sam notices that he has an immediate action
for travel documents that needs his attention.

00

ﬂ The Fun of Travel

A few days later, TravelStones, a fun feature
that gamifies the travel experience, sends Sam
an invite. He's greeted by the phrase “Ni hao,
Sam. Would you like to leam some key Mandarin
(Chinese) phrases?” He clicks on the invite and
sees the app has listed a few handy words and
phrases for when he's on his trip. TravelStones.
also recommends Sam to download an offline
translator and offline maps to help him navigate
around China. Sam is feeling excited and more
confident to explore a new country!

Q

PackingSmart

Now that Sam has sorted out his visa, Sam
decides to explore the LuggageSmart
feature. It shows him that he will need to bring
arange of fall and winter clothes with him. It
will be 10" in Shanghai when they land, but

it could be as warm as 20° when they get to
Hong Kong. He didn't think about that!

EEEEN -I'

The Visa

Sam opens the feature TravelDocs and sees
that he will need to apply for a holiday visa. @
The app shows Sam where his local embassy
is and what documents he will need to bring
with him to successfully apply for the visa. Sam
downloads the visa application form, flls it out
and heads out to his local embassy.

purchasing and packing some essential items
for his travels. Oscar has been paying attention
and knows that Sam still has some items on his
packing st that haven't been checked off. Sam
sees that he'll need a power adaptor for his
chargers. Oscar, working with Port-to-Port,
shows him a store at the airport where he can
purchase one. Using NextSteps, the app’s
personalised notification feature, Sam sets a
reminder so he won't forget to do it on the day
of his flight.

00

The Group

The Air NZ app knows that Sam is travelling
with friends, so GroupCompanion, a feature
designed to connect group travellers, invites
him to create a group chat with his friends.
‘GroupCompanion works across multiple
platforms, but recommends Sam to download
and use WeChat as it knows that Sam and
his mates are travelling throughout China
which might restrict their preferred Facebook
Messenger app. He starts the group chat and
shares a few of the newly learnt Mandarin
words with his friends. GroupCompanion
offers the group to invite a chatbot named
Oscar, who can answer anything at anytime,
and provide relevant insights throughout

their journey where appropriate. The boys
see the value of Oscar and accept him into
their group.

@0

They're all awarded with an “Entrance Pass” badge.
Congratulations all round for being so organised!

Q0

Excess Baggage

Sam starts packing his clothes and other
essential items. Sam ticks his winter coat and
boots off the list. The LuggageSmart feature
does an estimated weight calculation on the size
and contents of his suitcase. Oscar sees that
Sam s getting close to his weight allowance and
suggests that Sam should purchase additional

o

J

)

00

baggage to remove any stress at the airport.

LuggageSmart feature in the app. He points his phone’s

camera at the batteries and is shown that to bring lithium ion

batteries on the plane, he needs to keep them in a strong

plastic bag in his carry-on baggage, away from metal objects.

00

©0

Q

Take Me To Where I Need To Be

Sam gets another notification, this time from GroundHaul,
asking Sam if he wants a taxi to be booked for him. Sam agrees
and gets a confirmation that his taxi will arrive promptly tomorrow
at the appropriate time based on his flight’s schedule, local
traffic, etc. Oscar knows that online check-in is now open, and
suggests Sam to check-in via the app.

Sam has one last look at LuggageSmart and may have forgotten.
remembers that he'll need to pack his phone

charger tomorrow before his flight. Sam sets 0
another reminder to alert him tomorrow morning

when he wakes up so that he can charge his

phone overnight. Sam sleeps well knowing that

everything is taken care of.

o

The Uninterrupted Disrupt

Now that Sam is ready to go, HelpMeFly alerts
him that his flight to Auckland has been cancelled
due to engineering issues and that he will miss his
connecting flight to Shanghai. HelpMeFly working
with NextSteps and Mix&MatchFlights, provides
Sam with a list of flight options from Wellington to
Auckland and a confirmation of the new booking for
the flight to Shanghai.

Sam decides that it would be more thoughtful if he
takes the earlier flight, so that he can treat his mum

to afternoon tea before his evening flight to Shanghai.
Sam calls his mum to invite her to tea and asks Oscar
to include her in travel notifications via SMS.

Oscar reassures Sam that everything has been re-
booked. GroundHaul informs him that his taxi has
been rescheduled and will now pick him up midday
tomorrow. Sam's friends are notified of his change
of plans and they all wish him a great flight tomorrow.

06000

What’s Next

Fast forward to midday tomorrow, Sam is in the
taxi and opens the app to see if his flight time

is running to schedule. Oscar assures him that
nothing has changed and NextSteps shows
Sam a preview of what he needs to do when he
arrives at the airport. Port-to-Port shows him
where he needs to go. After arriving at the airport
and following NextSteps guidance, Sam settles
in outside his gate with his favourite TV show
playing on his mobile phone.

0606

Boarding Call

Sam gets a notification that it is now his turn to
board the plane. Sam finds his seat, continues
watching his TV show and enjoys the flight.
Sam's mum receives a notification that Sam is
now on his flight to Auckland.

Sam's mum asks Sam where he would like to
meet for tea. Sam works with Oscar to provide
him with a few suggestions that are conveniently
located at the International terminal before
security. Oscar lists a few options and Sam
shares them with his mum. Sam’s mum sees
that Long White Cafe makes her favourite style
of brownies and tells Sam that she will meet him
there. Port-to-Port shows Sam where the cafe
is located and how to get there.

0o

The Cut

Sam arrives in Auckland half-way through his TV
show. PassengersCut assures him that he can
continue watching it on the in-flight entertainment
system on his connecting flight. Sam is next
shown Port-to-Port, which has pulled up a
wayfinding map to show Sam his walking path
from Auckland's domestic terminal to the cafe
located inside Auckland's international terminal.
Sam finds his mum at the cafe and they have a
lovely catch-up and tea.

Walk Me Through

Next, Sam looks at the steps outlined in NextSteps for going through Customs and
Immigration. Sam is provided with a comprehensive list of every step he will go through,
what documents he'll need to present to officers at each stage and the time it will take.
Sam feels completely prepared and makes his way through security.

Q The Planning of the Airport Experience

After a couple of hours, NextSteps tells Sam that it is now time for him to go through
Customs and Immigration so that he has time to have dinner and board the plane.
NextSteps informs Sam that he doesn’t need to pick up or drop his luggage off as it

will be transferred to his destination. He is curious about where his bag is and opens the
LuggageSmart feature on the app. Sam sees that his bag is waiting to be loaded onto the
plane to Shanghai at the Auckland airport. Sam is happy that he knows exactly where his
bag is at all times. He gives his mum a hug and a kiss and begins his journey through the.
Auckland airport with the help of NextSteps.

®0

[ ]
4 The A N app now nludes a host ofcustamisabefsturos and prferences o help 4 Usingnitv nfoyaphi and  smpl neface, th usr s svays form of whore 4 Buiding on ho xisting Oscarchatso, th turo scar wil mploy adhanced A 4 Simiar o FiTmo, domestcfight pasengar who i expaincig  disupt oan havo the 44 irNew Zeatand passonges ofon iy within govp. Group avllrs can b very diverse Undersanding yourprofrences and ol hais, GroundHaul romoves the hssl of 4 LuggageSmartisheo o hlp with ha can b a murdano and canusig pr of he 14 Hovo you over nesdod o communicat wth  ight atndant priately? Th chid bti 4 The A N2 app il b ontaphop o ol nccing formaton 4 Inddiionto th cus
2 personalise a passenger's flying experience. It starts with a unique ID, a fingerprint, that 2 they are along their journey. Where appropriate, NextSteps offers clear directions and 2 technology to become a truly trusted companion. Oscar will interact with the Air NZ app's 2 freedom to choose the flight(s) that best ‘match’ their experience. 2 They can include friends, family, or just like-minded travelers. What they all have in common planning your transport to and from the airport. Whether it be by bus, train, taxi/Uber, or 2 travel experience: packing and luggagge tracking. 2 yous kicking the back of your seat and you don't wish to confront them directly? Or, you'd S about their local airport as well as the city users are visiting. With 2 into the Air NZ app, Tr
" acts as a socurty anhancoment to pre-load information about passporls,vsas, bank © nstructions. At oach step of the experionce, a countdown clock nforms the user of how © user(s by lstening o thir noeds and responding o thar questions. As the user infracts B it s i bost & nisance, e wores & cimfonge. Al New Zealand understands ths 2 aro the addiionalchallengos intrinsc to fying with ofhers. rontal car, GroundHaul can aniange transportaton fo you based on your fight doparture B i your tave ceatnation, postile acthiis, e weather, and the purpose of g ' love somo water, but don't want to mak the fight attendant havo to walk the plano back & clck ofa button, users willbo shown 5 passportand/or visa s
& dotais and other personal informatin, The information provided helps A New Zealand 5 much i tho havo 1o accomplis thor task(). Smat technlogy makes sure ha hero s & wihthe many imnovave features, Oscar willwork i the background o baterunderstand § Disnupta reatbesta uisance, ot worso  ohalenge. A New Zeaand under E A vovonts) with chidron s afte e acltion! nood, Grandparents andior the and arvl s, Users can be eassured hat GroundMaul has the latest raffic updtes g Koowirgyou tave o Possible aciiies,the weather,an he purpose oy 5 and forth, and back again? CrowComm has you covered. Instead of the overhes call £ . o ofthe st (ncluling checkin countas, oungee, & Wil koow fyouroqure
& orchestrate a seamless and turbulent ree journey around the globe. Smart technolog & iways time and information o accomplish lltasks throughout the enfire experience. & our user, and when appropriate offer invaluable nsiruction and i suporing h vors & pa: [ P & Ap P 25 well a5 knowledge of the user's comfort zone to recommend the best travel experionce g 'g9ag g ton, you can now discretely contact a crew men the comiort o your own seat, & map of the s et & theirvisa, o rencw the
® @ Mix&MatchFlights working with NextSteps will offer the traveler alternative fiights to elderly might need services like a wheelchair or special assistence. GroupCompanion packing list. Over time, smart technology will learn what others are packing when they are food courts, shops, security, gates)
@ oversees the passenger's journey and acts as an agent to help with time managemem and w @ 360 experience. The voice of many of the notifications will be Osce u u ! to and from the airport. u @ Simply inform Oscar of your concern and he'll do the rest. Oscar will make sure that you [} N & and where to apply for
Atth sipor ofor hosemes when feing o3 digtl dvio i ncovene et Sh can sty scapon o h g 13, oo fom ncoesants s an v Connoe pools mosed i ravelrs noods vl ot samo destmations bonaing ot haveloreso. vt 1 sl < e et for st oty wht hy e lcking
oo, choating  Hmiine rchiscre tht 5 Spei o ach Passongors ot : eseign s et 10 pproprat com S o e ooked e gt you .
NowtStape noe 4 e 100 modo wih e sy 1o sand aude meructons. NeXStops Whe taveling i grou, Oscar i cofunction with GroupComparion, oan bo add o oo adationa 1o ko what ¢ slowsed o 1 pan. eyl o bl 6 s her ol doncss s for i sonespondng wayndng drscions
e ot e dopiped 1 dynamic NoxtSteps nvigion o, coecicaly exSteps has s tandroe modo i he iy o send uco siructons. NextSteps Yt tvaling na g1, Oscarincarnction il GroupCompanion canbe s oo imntry (i Vien g i s i g, roupComparion e s psergrs o oaow wha o alavsd onth plane thoy il s thls moble
tailored for each trip a passenger takes on Air New Zealand. e o ! 1ocnology making sure fhatin every instance, the passenger [ Sroup chat offering true Altechnology working on behalf of both the individuzlls) ar costio the traveller start a chatroom within their preferred platiorm. GroupCompanion uses Oscar to monitor andimage recognition to cor 1o tom will pass securll requirements. + Any tips and tricks that users may find useful i their airport experience
s supported throughout their entire journey. the overall group experience.
‘These are some of the preferences passengers are able to pre-set, but not limited the chat leaming about the as the group. Future enhancements may include the abilty to use smart technology to estimate weight, At their dostination, Port-to-Port villprovide a handy, quick fact shoet about the Gty
o ' The Air NZ app now includes a host of customisable notifcations. In additon to notifying On the plane, Oscar can relay a message to a fight attendant if there is an urgent need, or ffes ncviualised and collctive wisdom o the chat xchange a wel s nforming ther offering the passenger key insights to managing their luggage. including a calondar of ovont for the woek. The At N app, having learmed mora about the
« storing passports, visa and other sources of personal identification themselves, users can alert friends, famiies and other group travellers (when applicable) amessage you'd rather let the crew handle, lie asking the child in the seat behind you fo areas of the app experience with the data needed to enable many of these innovative "
LuggageSmart wi aso ke potoof your bag and o is s asfey messure e e bl 0 recommend events porsonaise 1ot v nd he miorests
 voca navigation f ot checkinga 1o hos ofkoy tops roughov thl s aentos. I ot unors o v o 1o Fioass st iking e back of your s oot
o 19 a bag o e Inoughout rcvoniure I fect use ih e ccasin our lggage gl ot ting A NZ know xacilywhat o ok o
. . . . « in-flight preferences like seat assignments, meals, and the ability to request a quieter own notifications. Predsfined notffications include, but not limited to Working with NextSteps’ notification abili pth help travellers decide
We are letting Air New Zealand customers time travel by giving them a cton o th lan o work o soepng prferencos * profigh tasks ccomplshed (asspor, vis, packing,ground ansporaton, i) Wovlos oo of whre ht ond oty e s i ok foutre e o on h ag o chesk
. - ; R + what information you'd like Air NZ to notify you about « where the user is in their journey (on the way to the airport, at the airport, boarding, etc.) Working vith NextSteps you are aiays in the loop. The A NZ app gives users the abilty
sneak peek into the future, showing them what's next on their journey fores pat ey o hep anipat noeds for G ey ot (gh tat, ot o ack her bage 1 5ages of ot el
+ the ability to choose right- or left-hand navigation « baggage status (scanned, onboard, on carousel)
. e ;
before they arrive. Here you'll find just a few of the new services
. A mor bl and seaessesprinceforusers s they g trough the aipor. Users
Air New Zealand will offer. These features, working together, create a B T —— 4 Tl o v i it sy vy s 4 sttt sn o s s s st 1 Dot pssrgrs o s oorsnon g e s o 1 st ot s v, e GroupCompanion s Rt st e vt s gt o st s st (1 Watn el of uggsgeSmant e sl oy ey s 0 Wi oot CromGomm e e s i Attt cn s o Pt i oo e b et R R—
| o h ” h I d N E details. It gives Air NZ the ability to communicate with customers, leveraging the data and E of the airport experience so they don't feel overwhelmed by unfamiliar processes or E experiences. The data gathered is used to better understand and advise both the individual £ the scheduled ﬂ\gms 1o their destination that has seat availability without incurring an a host of the app experiences. The data gathered is used to better understand and advise traffic, users will now have an enjoyable and stress-free experience with GroundHaul additional bag for their travels and can arrange for one before they arrive at the airport. travellers are well-looked after, right from take-off and all the way to landing. Passengers E the airport. Users will have a whole new experience exploring their destination cities with E notice to avoid signific:
new travel experience that will help our passengers prepare and enjoy S oowlodgn dored rom clse 2 comtmupus 6olboraton . v o of odback and E imideea 1o ok cumstione S oo panengens S citions oo S lerou posscngons B e e v S8 o S wical more comionabl eaching out 10 Fight Ationdant a i moe dsre than tho S i ot Porto-Por Havng evets adagened o s soon 8 hey o sers 5
2 preference. This ensures that our customer service provides a level of care and comfort =2 2 = = 2 o irpart, o 2 overhead call button. Also, travellers can inform Fiight Attendants they would like to be 2 can plan their trips around the events that interest them most, and won't have to miss. 2
ir travel lik bef B Loponnete (o sach possangers prsonaltyan cmmcaton s & & E & & ovonystep of o way. Paricialy dutng the ftn-caiing ansi pricd, usrs wilbo B ke or e ood s, hy choose 1ok & np g o gt E &
air travel like never perore. o g o o <] <] O notified f they noed to pick up their bags, which Garousel to pick them up from, and where o - o o o
& & & & & & to drop them off again, ultimately eliminating stress and confusion. 4 T T
§ § 5 § 3 § § § §
©  HelpMeFly is the first stop to a wide range of personalised options for the. £ NextSteps will be the signature feature of the new Air NZ app. Air New Zealand ©  Oscar will positively impact the traveller’s experience by becoming the truly trusted & By offering passengers a wider range of rebooking options, Air New Zealand will less. ©  GroupCompanion will positively impact the group traveller's experience. By keeping all of GroundHaul will significantly help Air New Zealand operations as well as travellers, as the @ Air New Zealand may benefit with the potential new revenue from additional bags that @ This service should drive increases customer satisfaction, with speedier resolution of @ Port-to-Port helps the user with wayfinding, from their local airport to their destination @ Travellers wil have eas
£ AirNew Zealand passenger. Improved customer experience, and ease of use will both be £ passengers will have a easy to follow, personalised task ist, that wil update throughout the £ companion. In addition to dramatically improving the customer experience, Oscar over time £ likely be responsible for additional disrupt expenses like putting stranded passengers up in & the members of a travelling party together, this innovative feature will dramatically simplify number of missed flights will be reducet & users will purchase. Also, travellers can have a more seamless airport experience knowing T concems. This quicker service should also increase food and beverage sales in-fight. & airport. Users will feel more confident as they go through the airports, resuting i T which willinform them
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Sontentdtiboton Thanks to LuggageLocato,henumber o st bags an th i ke formising Squets am complam esltod ot 40 sactiond! boipess o, feodng s
o b e wi b b rodend.
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And I built an Al
training program to
help them move from
assistive to agentive
technology.

55

Simple
Reasoning

Practical
Rationale

Correlated
Demographics

Tailored

Personalisation

Dynamic
Groups

Augmented Intelligence Framework and Oscar (with Watson) Evolution

— ©®

SHORT-TERM

Deductions from
generic information

Detall

“Tomorrow is your
flight, now would be a
great time to check-in.

the process?”

Example

* FAQs

* Information on
check-in processes

* Baggage and
immigration policies

Data

Searchable knowledge

base

Enablers

Can | lead you through

Rule of thumb
reasoning from
simple data

“It looks like your
flight's been delayed,
do you want some
tips on where to eat
and relax?”

* Day of flight info

* Airport Points Of
Interest (restaurants,
shops, etc.)

* User's location

* Location services

* Access to flight data
from Air NZ and
partner carriers

* Airport services

Transitive rationale
from segmentation

“Your flight's now
departing from gate
16, it's a fair walk and
the queue for security
Is growing rapidly.
We recommend

you head through
immigration now.”

» SVOC (repeat
travellers)

* Travel personality
type

* Friends/family
travelling

CRM/maintaining a
customer profile

MID-TERM

Generated from
individual data

‘| see that you're
booking your regular
commute to Auckland.
| know you prefer an
aisle seat towards the
front of the plane. 7C
is available, would you
like me to reserve it
for you®?”

* Interaction history
(movies/TV shows/
music)

* Preferences

Recommendation
engine

Understood
complexities of
group’s interests

“Your group has been
assigned a special
agent to assist in your
check-in. Here are
directions to where
you can check-in. Your
assistant will join you”

* Group travellers

* Size and type of group

* Profiles of the
individuals

* Individual and
collective preferences

* Staff rostering

* Social sharing
* Coordinating
AirNZ staff

Synthesised Cumulative Proactive
Affinities Intelligence Judgement
LONG-TERM

Advanced
knowledge of
guest's preferences

“Based on your

love for jazz, I'd like

to recommend this
concert happening in
Hong Kong while you'll
be visiting. If you're
interested, | can get
you a ticket”

* Food preferences
» Social media
* Trip info

Watson Personality
Insights

Deliver smart
recommendations
based on analysis of
holistic airport, airline
and passenger data

“Here’s what you've
watched on your
past flights, do
these movies seem
interesting to you?”

* Security wait times

* Distance to gates

* Beacons/sensors
around the airport

Watson Cognitive
Assistant

Emotion-based,
personality-target
judgement

“Hey, you seem a bit
stressed. You'll get to
the gate with plenty
of time to spare. Is
something up? Can

| help?”

* Live video or
facial mapping

* Interaction with
app data

* Watson Analytics

* Watson Visual
Recognition

* Watson Sentiment
Analysis

e Customer health data
(heartrate, loT devices)

Kim Bartkowski | Portfolio & Field Notes
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Role: Executive Creative Director, Agency Magma NYC
Responsibility: Design research for historical park events and facilitator for the event

Impact: On Arbor Day weekend in 2010, I engaged a younger, more wired audience with nature by
turning Central Park into an interactive board game. Using smart phones, the event connected a new
generation to the park allowing them to experience and explore the trails like never before. I
researched historical park events, built the QR code Tree Logos, and was on-site the weekend of the
event offering education and technical assistance.

Awards and Publications
« 2012 Taschen Publishing, The App & Mobile Case Study Book
2011 One Show Finalist
2011 Communication Arts Interactive Annual
Contagious Magazine
FWA Site of the Day




57

Role: Executive Creative Director, Publicis NY

Responsibility: Creative Director and writer for the documentary film series

Impact: I created an evergreen platform on YouTube for digital content for the brand.
The films tell the efforts of wildlife rescue workers who use Dawn dish soap to save
animals caught in oil spills. “The Big Picture” is a 9-part documentary series about
Dawn’s commitment to it's wildlife partners. In each episode, I introduce the world to
scientists and volunteers who are making great strides in wildlife protection every
day. The success of their efforts are told through the stories of ducks, seals, pelicans
and sea lions. I was the writer and Creative Director/Art Director on these films.

Awards and Publications
o 2014 Effie Finalist for Integrated Campaign
o 2014 Webby Award for Green Initiative
« 2014 Silver Addy for Cinematography
« 2013 Mashie Finalist Best Video Series

Dawn Saves Wildlife Episode 1: Duck, Duck, Oil

>

Pl o) 0:20/2:54

Scroll for details
v
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Inside Out

Role: Executive Creative Director, Agency Magma NY

Responsibility: Design lead for package design and music soundtrack

Impact: I created a new form of technical creative execution for the brand in the
form of music designed to compliment the flavours and healthy activities the
drink’s customers perform. ALO was on a mission to become the next great drink
company. They have a holistic vision of providing you ultimate refreshment inside
and out. To help them deliver on this mission I gave them another ingredient to
add to their positive vibe — custom music for each flavour called Alotones.

Awards and Publications
e« 2011 Gold Addy
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ALOtone:

We created a new ingredient, ALOtones,
music created for each flavor.

New Ingredient
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Yes, Human-centred design and your
design skills help. But your question
and understanding and synthesis of the
problem space is second to none. You
make them question, with provocation,
about their solutions and approaches.
You are a trusted acdvisor and advocate
for clients and IBMers. You can take
their vision and translate that in every
step of the way, even the practical steps
to get there. You think like no one else
thinks in this space - ever. You bring a
differentiated point of view.”

Kylie Mclean
IBM Garage Market Maker



I have established the value of design in business with clients globally
across travel, transportation, finance, insurance, consumer package
goods, oil, gas, mining, steel, government, utilities, telecommunications,

entertainment, renewable energy, and healthcare industries.



PART THREE

I demonstrate a
desirable career path
for young designers.

"From a practice growth perspective - I think I have been lucky to have worked many times with you,

and would want this experience for all new designers. But it’s just not possible due to only so many
hours in a day and one of you. I think that hiring Viv has been great both for your time and for our
e T growing practice of designers - allowing you to distil your mentorship into senior design leadership
” -- and ensuring that all designers have the best mentors to strengthen their practice."

— Sally Hughes, Senior Service Designer IBM iX
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"'T always feel like I can ask you a question, opinion, or bounce an observation off you.
I find a lot of senior practitioners are either too busy or above giving assistance to early
career graduates/interns, but I've always felt supported when interacting with you."

— Darrshan Clarke, graduate UX Designer IBM iX




CHAPTER

1. PROJECT MANAGEMENT

& CLIENT SERVICES

6. MARKETING

5.TECHNOLOGY &
DEVELOPMENT

P2
1. PROJECT MANAGEMENT
& CLIENT SERVICES

A great product is possible only

when things stay on track.

SAMPLE ROLES:

Account Executive

Project Manager

Producer

——
4.BRANDING & DESIGN

A great product is on-brand and
s visually appealing to the
demographic

SAMPLE ROLES:

Creative Director

2. CONTENT CHAPTER

e
2. CONTENT

A great prod

relevant, quality c

SAMPLE ROLES:

Content Strategist

Managing Editor

Content Migration Specialist

5. TECHNOLOGY &
DEVELOPMENT

A great product is responsve and
the technology feels invisable
SAMPLE ROLES:

Technology Lead

3. USER
EXPERIENCE

4.BRANDING
& DESIGN

e — e ——
3. USER EXPERIENCE
great product is desirable,
usable, and enjoyable
SAMPLE ROLES:

xperience

n Designer

6. MARKETING

A great product is great only if

users know about it,

SAMPLE ROLES:

Digital Marketing Strategist
Social Media Manager
Search Marketing Specialist

The World Park

r

Developer
SEO Speciakist

irector

Oesugner

lHOd)Ioou

ft out in the mobile version I any How

1ed to appesr on & much smaller sereen?
Does copy require & renrite? Are images resized?
A new design pheosophy that has emerged s to design
the mobile version of a site first, and then to sdd
complenty, functionality, or detail for the regular web
version. As mobie device use grows, eclipsing computer
usage ~in many regions of the world, more people access
the lnternet from mobile devices than from desktop or
laptop computers—this becomes a much more successful

design strategy.

; y el 1 : ‘ ~ N ! Lev Manovich, referenced by 3
D e e et A L A Aaron Koblin in his TED2011 talk, March 2011

| Published in 2012 by Rockport Press, I contributed as a subject matter expert on
mobile and social design practices for early career professionals. I supplied
_ personal case studies, worksheets and method diagrams.
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Ed. Rob Ford/Julius Wiedemann

The stories and statistics behind
some of the most successful
mobile content ever made
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“One of.the most inventive, alternative media
campaigns ever to invade Central Park”
Toni Fitzgerald, Media Life magazine

lient :
CVC parks & Re

creation

agma
cymagma com

rds )
Mobile; One Show;

munication Arts

.event info .the exp ce .about .contact

_partnerships .home

We’re turning

Central Park
into an

interactive
oard game.

Jump in—it’s free,

EVENT DATE:

Central Park, Ne‘.’; Yoril< ‘

The Brief
Create awareness and engagement for New

York's Central Park amongst younger, more
wired visitors. Re-establish Central Park as one
of America's first themed parks.

QR codes and image scanning were then
just emerging in the US. However, they are
poorly designed, so that's why the main goal for
Magma was to create an iconic usage of a
traditional QR code — we had a critical design
challenge ahead of us. We believe that great
design makes change easier. So, we knew that
if we did a great job designing it, people would
want to naturally interact with it.

Designing and introducing a new type of
park signage to the public was also a design
and usability challenge while having a low
impact on the park both physically and visually.

The Challenge

Young consumers today primarily get their
entertainment through the Internet, DVRs, and
game consoles. Could we use the technology
they use the most today, their mobile phone, as
a key motivator to re-engage with the park?
With the advent of the Nintendo Wii and
smartphones, we had the opportunity to create
an idea that motivated young people to come
out and explore the world around them. The
World Park is both innovative and social. It
required them to earn park knowledge through
their active, physical interaction with Central
Park — meaning they had to actually walk the
park and explore it in the real world to eam
content in the virtual world.

The biggest challenge was creating,
organizing, sourcing, licensing, packaging,
designing, and writing all the creative content.
Lastly, we culled it down and curated an
outdoor mobile museum.

Pub.lished in 2012 by Taschen Press. The book narrates stories and statistics
behind some of the most successful mobile content made to date. I was
featured for my project with NYC Conservation and The World Park.
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o UX Collective

@0 Medium

intelligent enterprise

I publish my work and insights
on Medium. My articles on the
Cognitive Enterprise and my
Cognitive Enterprise Design
Blueprint are shared internally
and externally. These two
articles have earned 5K+ views,
2.4K+ reads. Both articles are
distributed by UX Collective.

https:/medium.com

@kimberlybartkow

g

The design blueprint for an

human capabilities and provide essential services to us. Our technology

Q |'Upgrade' ‘..

Bringing together enterprise strategy and human-centred design can
help scale and mature your company’s Al transformation.

At IBM, it’s no surprise that we talk about AI. A LOT. It’s been a part of our

everyday reality for some time. Our design teams are focused on the

relationship humans have with the machines that we build to help augment

Kim Bartkowski | Portfolio & Field Notes
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https://medium.com/@kimberlybartkow
https://medium.com/@kimberlybartkow

PAUSE
FEST @

Creative Director for event + VIP Host

Pausefest is Australia’s leading creativity

Infused business event. I designed an
experience to ensure IBM’s position as
an industry leader in design would be
effectively conveyed throughout the
festival.

I designed and built a toolkit of assets,
both physical and digital, focused on
designing relationships that highlighted
IBM’s strategic position on Brand
Belonging and Designing relationships
with Al

I also organised keynote speakers
from our global design teams bringing
Billy Seabrook in from New York and

provided a growth opportunity for Milena

Pribic, an up and coming talent from
IBM’s Design for Al team in Austin.
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CANNES

LIONS

INTERNATIONAL FESTIVAL OF CREATIVITY g9

~a

I has been on jury teams for Cannes twice, in
2018 and 2021.

My first jury was for Creative
Data Lions and the second was for the Design
Lions. The festival awards the best
communication, design and customer
engagement experiences every year.

- Covered by 59 countries worldwide.

- Total Editorial Reach: 1 billion

- Advertising Value Equivalent (AVE): €8.9 million

- Total Social Reach: 26 million (Potential to reach 21.5m Twitter users & and

5.5m users on other social networks)
- Total Twitter Impressions: 52.1 million
- All our rivals covered our story.

nnnnnn s ot [ ®CBS  ouesns Observer
THE 588 TIMES
Find your voici

Kim Bartkowski | Portfolio & Field Notes
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Only IBM can
have a converscation about scale and

design. She brought together so many
design leaders from our region and got us
to really talk about the gaps in our craft.”

=Che Tamahori, GM Design AirNZ,
Design Advocate Summit participant



Awards, Honors and Press

THE

AMERICAN JADVERTISING
AWARDS

2014 Silver Addy, Dawn Saves Wildlite
2012 Gold Addy, Alodrink.com

\\

N

CONTAGIOUS

2010 Contagious Magazine,
The World Park

\

ROCKPORT

2012 September, Contributing Author,
Interactive Design: An Introduction to the Theory
and Application of User-Centered Design

63

SampaiqnBrict

2018 Cannes Diary #1
2018 Cannes Diary #2
2018 Cannes Diary #3

&fi&ras

2014 Effie Award Judge
2014 Effie Finalist, Dawn Saves Wildlife

TASCHEN

2012 The App + Mobile Case Study Book,
The World Park

«ﬁ»
2020 Canes Lions Juror, Design Lions
2019 Young Lions Judge Australia

2018 Cannes Lion Juror, Creative Data
2018 Young Lions Judge, Australia

PAE?

2011 FWA Mobile Site of the Day,
The World Park

THE

WEBBY
AWARDS

2014 Webby Award for Green Initiatives,
Dawn Saves Wildlife

2011 Communication Arts
Interactive Annual, The World Park

THE
! SHOW

2011 One Show Finalist,
The World Park

[DAMAGAZINE

2011 May, Published in UX
Magazine, Finding Your Mobile Niche

Kim Bartkowski | Portfolio & Field Notes


http://www.campaignbrief.com/2018/06/kim-bartowskis-cannes-diary-1.html
http://www.campaignbrief.com/2018/06/kim-bartowskis-cannes-diary-2.html
http://www.campaignbrief.com/2018/06/kim-bartowskis-cannes-diary-3.html
http://www.amazon.com/gp/product/1592537804/ref=s9_simh_gw_p14_d25_g14_i1?pf_rd_m=ATVPDKIKX0DER&pf_rd_s=center-2&pf_rd_r=1WFMZE5NH9YJ6D1ESQQS&pf_rd_t=101&pf_rd_p=470938631&pf_rd_i=507846
http://www.amazon.com/gp/product/1592537804/ref=s9_simh_gw_p14_d25_g14_i1?pf_rd_m=ATVPDKIKX0DER&pf_rd_s=center-2&pf_rd_r=1WFMZE5NH9YJ6D1ESQQS&pf_rd_t=101&pf_rd_p=470938631&pf_rd_i=507846

I works with leading universities to bring IBM Design's story and
methods into the classroom. As an Academic Focal for the Design
Program Office, I have guest lectured at Melbourne University
School of Business and received an honorary Industry Fellow
citation from the University of Technology, Sydney, where I assist
in designhing the curriculum for the Digital Creative Enterprises
undergrad program. Currently, I am assisting a PhD candidate with
sponsorship to do their research with IBM and developing an
undergrad and masters program on the Cognitive Enterprise with
Federation University in Australia.



UNIVERSITY OF TECHNOLOGY, SYDNEY

Industry Fellow

I review and discusses the Digital Creative
Enterprises undergrad subjects for UTS
Business School. To make the students and
the curriculum more competitive in the
market, I provide frameworks from IBM
Enterprise Design Thinking practitioner
course coupled with IBM Garage
methodologies in simpler forms suitable for
students. I also find industry speakers on
topic areas to help students bridge the gap
from theory to practice.

MIAMI AD SCHOOL

Design Lecturer + Portfolio Review

I taught first year students the foundation skills
and techniques for organising and presenting
ideas. The course covered the Adobe Creative
Suite, and basic font and production asset
management. At the end of my course, they
produced their first portfolio.
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THE UNIVERSITY OF

MELBOURNE

Thesis Advisor and Guest Lecturer

I am sponsoring a PhD candidate to do their
research with IBM on our strategy and design
practices. I also guest lecture at the Business
School’s Masters in Entrepreneurship where 1
take students on IBM Design’s transformation
journey and introduces them to the difference
iIn Intrapreneurship.

SVASBNYC

Thesis Advisor and Guest Lecturer

Over a period of 4 years from 2011-2014, 1
took on the role of thesis advisor for students
pursing their MFA at NYC’s School of Visual
Arts (SVA) for their Designer as Entrepreneur
program.

o

5 BOND
UNIVERSITY

Bond University + RSA Desigh Bootcamp

I ran a 3-day Design Thinking accelerator at Bond
University, Queensland, for graduating students in
the University’s Interactive Media and Design
program. I was asked to run the bootcamp by the
Dean who heard about my lectures from the
program director at Miami Ad School.

Federation ==

UNIVERSITY*AUSTRALIA -’—

Curriculum Design

Creating an undergrad and masters program
teaching IBM’s Cognitive Enterprise strategy.
Focusing specifically on agile and design-led
methodologies and frameworks used in IBM
Garage.

Kim Bartkowski | Portfolio & Field Notes
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Hello again. I'm constantly learning how to take what I pick up in classroom theory and put it to practical use. I've got some big
restoration and renovation projects in the works with my husband and friends. It keeps me hands-on and more creative when it
comes to problem solving and building creative works for my Garages and accelerators. Currently, I'm learning how to geek out
about service design, platform strategies, car rims, clothing patterns, sailing and surfing, concrete and architecture (I'm building
my new house by my own hand) and a fair bit of other randomness.

I'm also a huge history buff and voracious reader. After reading so many books, I felt I could write one better. I've penned a
historical fiction and fantasy piece about the religious undercurrents of The Revolutionary War in the American Colonies. It tells
a story about a time when many religions were coming together in one land — protestant, pagan, catholic, witchdoctor and
shaman — pairing the colonial political rebellion with a spiritual one. I was born in Philadelphia, stories and monuments of the
revolution are all around you and finding inspiration is easy.

I've studied foreign culture and language in Japan. I travel to a new country or city at least once a year. I'm keen to understand
why and how things are in this world. It gives me a chance to take out my cameras and quietly observe.

This curiosity is how I ended up living on the other side of the world in Australia and married to a Brit. It’s what I believe makes
me interesting and unique on the job. Thanks for taking the time to get to know me.

(Ko

Kim Bartkowski | Portfolio & Field Notes
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