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Content design
that feels beautifully human.

Empathy-led content strategy. Curiosity- and data-driven leadership. Content
that listens first.
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I NS I DE

Four projects. Four audiences. Four distinct

voices.

01
02
03
04

mscrosby.com

U.S. Bank Investments
Building a portal that finally sounds like us.

Zelle Experience Redesign

Helping customers feel at home with Zelle.

Student Loan Product Design

In-depth help without the wall of words.

Student Checking Redesign

A page students actually wanted to engage with.
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Lissa Crosby

MY N ORTH STAR

“I'm always looking tor new ways to challenge
the status quo. Making incremental progress or
‘moving the needle’ isn’t good enough. I want to
make a profoundly positive impact on the
customer’s overall experience.”

§

Lissa Crosby

mscrosby.com NORTH STAR 03



Lissa Crosby

PRINCIPLES

How I work.

Lead with Build on Refine through

deep listening & empathy. insatiable curiosity. research & testing.

| quiet the noise, truly hear what customers and | ask, “what if...?", and coach my team to chase the | dive into research, run fast tests, and keep polishing
teammates feel, and let that understanding shape every answer through the discomfort to where the weird, the until every piece of content feels effortless, intuitive, and
word and experience we create. wild, and the wouldn't-it-be-cool magic lives. perfectly on-point.

Design for Amplify with Al, Lower the barrier,

a deeply human experience. but humans make it sing. raise the care.

| write for the moment someone leans in. When design | put Al to work on the repetitive, so | can pour myself Good content meets people where they are. | write

and storytelling meet honestly, words on the page start into the emotional. Done right, it makes content feel plainly, partner with accessibility specialists, and choose
feeling like a warm conversation. unmistakably human and relatable. kindness over pressure every time.

mscrosby.com HOW | WORK



Lissa Crosby

FACILITATIVE LEADERSHIP

Getting to yes, together.

Every content decision I lead is also a Active Listening
CO nSQ TlSUS I b u lld A | engage stakeholders early and incorporate what | hear into the design before

positions harden.

Strong content work doesn’t live in a vacuum. Product owners, engineers, Legal, Compliance,
Accessibility, and brand partners all bring real constraints, and real expertise. My job is to Transparent Tradeoffs

listen first, frame the tradeoff clearly, and keep the room moving toward a decision everyone When choices conflict, | make the reasoning visible so partners can weigh in on the

can defend. merits.

Consensus at Each Step

Decisions stick when the people who have to live with them helped shape them.

mscrosby.com FACILITATIVE LEADERSHIP
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PROJECT O N E

U.S. Bank Investments Experience
Building a portal that finally sounds like us.

§

Content leadership across a ground-up build - 2023-2026 - U.S. Bancorp Advisors, Wealth

Role: Senior Content Design Leader: led strategy, aligned partners, decided formats, removed obstacles.

mscrosby.com PROJECT 01 - U.S. BANK INVESTMENTS

06



Lissa Crosby

SIT TUATI ON

A portal that didn’t yet sound like us.

U.S. Bank Investments launched on a third-party platform that served the function but not the brand. Customers noticed, and so did we.

EXTERNALLY HOSTED

Off the bank’s own
platform.

The experience lived on a vendor site, limiting our
control over patterns, speed to change, and
integration with the rest of the U.S. Bank customer

journey.

mscrosby.com

VISUALLY ADRIFT

Looked nothing like U.S.
Bank.

Type, color, components, and overall density diverged
from the enterprise design system. Investments felt

like a separate brand instead of a unified one.

PROJECT 01 SITUATION

OFF-BRAND VOICE

Read like a vendor tool.

Tone was transactional and jargon-heavy. Customers
didn’t hear the familiar, human voice they expected

from U.S. Bank elsewhere.

07



Lissa Crosby

TASKS

Lead content strategy for a ground-up build.

Four strategic priorities shaped the work across a 2.5-year build toward full launch.

01
Establish patterns

Set content conventions for an entire new
Investments environment: tone, terminology,

formats, and empty states.

03
Balance expertise levels

Respect power-user terminology while keeping
novice-friendly guidance accessible in the same

flows.

mscrosby.com

02

Sync with banking
partners

Align the Investments voice with the broader U.S.

Bank experience so customers feel one brand.

04
Partner with Ally & Legal

Loop in Accessibility and Legal early so their
requirements shaped patterns rather than arrived

as blockers.

PROJECT 01 - TASKS

NEW INVESTMENTS SUMMARY

[H Weal Ethml\ﬂinagement

* US. Bancorp. Q search by symbol or name

Investment products are not insured by the FDIC, are not deposits and may lose value.

Investments As of 12/01/2025 04:16 p.m.ET &

All investment accounts (2) v Markets & research > Place a trade > Order status >
Balances Holdings Analysis Activity

Total value Day change Past 1 month 8 Listview ~

$15.00 +$15.00(0.00%)  +$15.00 (+100.00%)

Nov. 3, 2025 Nov. 10, 2025 Nov. 17,2025 Nov. 24, 2025 Today

M 3M 6M YTD 1 2y

View balance details >

Summary tab: accounts, day change, and value over time, unified within the U.S. Bank
brand.

08



Lissa Crosby

A CTI1ONS

A cohesive content system across the experience.

. SUMMARY: WITH VALUES
o One voice across tabs

mvu!esaangbmhﬂg?agement Q search by symbol or name
Led the direction across Summary, Balances, Holdings, Analysis, and Activity so each tab reads like a laxestmett prodticks ermaet insuted by DI ara notideposts and maydosevalue:
continuation of the same conversation. Investments e e
@ Terminology that respects both audiences Mlinwsimentsccouis @
. . . . . . . . . . Balances Holdings Analysis Activity
Shaped a shared vocabulary where active investors find precision and first-time investors find guidance, in
the same flows. Total value Dy eharge Past 1 month £ Lstview  ~
R +$15.00(0.00%) +$15.00 (+100.00%)
$15.00
@ Empty and partial states as first-class
Decided how the portal introduces itself when data is missing or sparse, setting expectations instead of
apologizing for absence.
® Format decisions, standardized
™M M &6M YTD 1Y 2y

Called the formats for dates, times, currency, percentages, and account identifiers so every screen agrees

with every other screen.

View balance details >

Total value, day change, past-month performance, surfaced with consistent formatting and

tone across account states.

mscrosby.com PROJECT 01 - ACTIONS

09



Lissa Crosby

A CTI1ONS

Leading alignment on content decisions.

On a build this size, consistency doesn’t happen by accident. It happens because someone decides, documents, and defends the pattern.

DATE + TIME STAMP FORMAT

One format, adopted org-
wide.

Evaluated options, made the call, and brought the
entire content organization along on a pattern that sat
outside the existing enterprise standard, now the new

default for investment surfaces.

mscrosby.com

END-OF-LIST MESSAGING

Removed “no more
items.”

Decided the absence of a “Load more” control already
communicates the end of the list. Cut a line of noise

from every long list in the experience.

PROJECT 01 - ACTIONS

LEGAL & COMPLIANCE VOICE

Non-promissory, still
human.

Partnered closely with Legal to land language that
satisfied compliance requirements without reverting
to cold, vendor-style phrasing. Negotiated pattern by

pattern.

10



Lissa Crosby

A CTI1ONS

Account Groups from naming to confirmation.

Directed content strategy for the Account Groups feature: the language, the flows, and the edge cases where a word has to carry weight.

OEWealth Management Q. Search by symbol or name

,,,,,, i T R T A A . N amll’l g-

Set the feature terminology (“groups” over vendor-style alternatives), tested against banking parallels.

w saa o o w = Decided how the feature introduces itself when no groups exist yet. Invitation, not apology.

Accounts dropdown

® Create / Review Flow

Shaped labels, helper text, and review-step copy so customers move forward confidently at every step.

® Destructive Actions

Led the confirmation language for deletion: clear consequence, plain-language stakes, and no alarmist framing.

Manage Groups sidesheet

mscrosby.com PROJECT 01 - ACTIONS
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Lissa Crosby

CHALLENGES

Three entities, one experience.

The 2022 Union Bank acquisition left us with USB, USBI, and USBA operating under a single customer-facing experience; every screen had to hold up across the

combinations.

Scenario coverage

USB U.S. Bank

Every screen had to account for USB/USBI, USB/USBA, and USB/USBI/USBA combinations,

each with different legal disclosures, account types, and customer expectations.

USBI U.S. Bank Investments

Shift ing disclosures

USBA U S Bancorp AdViSOl"S Legal disclosure language shifted across the 2.5-year build. Final disclosures unraveled pre-
launch and had to be re-aligned while timelines held. The full USBA transition landed with the

February 2026 launch.

mscrosby.com PROJECT 01 - CHALLENGES 12



Lissa Crosby

CHALLENGES

Protecting the team’s capacity.

Z 12+ 6

product owners competing for content hours points per sprint requested against a firm cap points, the sustainable cap we had agreed to

“Can you just...”: the phrase that precedes most scope creep. My job was to hear it,
log it, and put it through the same prioritization as every other request.

mscrosby.com PROJECT 01 - CHALLENGES

13



Lissa Crosby

A CTI1ONS

Removing obstacles tor the team.

01

03

mscrosby.com

Buffered shifting priorities

Insulated the team from weekly priority churn so designers could hold

focus across multi-sprint threads instead of context-switching.

Tracked “can you just” requests

Stood up a visible intake system for off-cycle asks, turning invisible load

into a list stakeholders could see, compare, and sequence.

PROJECT 01

02

04

ACTIONS

Brokered alignment upstream

Ran the cross-PO conversations that reconciled competing asks, so a
single, agreed-upon direction reached the team instead of four conflicting

ones.

Defended the 8-point cap with data

Used throughput data to restore the sustainable sprint cap, quantifying

what was being traded away when we pushed past it.

14



Lissa Crosby

RESULTS

Measuring success.

ROLLOUT

Apr 2025

Limited Pilot

10 users

OUTCOMES

Sounds like the bank.

The voice on Investments reads as a
continuation of the broader U.S. Bank

experience.

mscrosby.com

Sep 2025

Expanded Pilot

100 users

Customer confidence.

Customers know they’re investing with U.S.
Bank, not a vendor. The brand is present on

every screen.

PROJECT

0

1

Consistency across
surfaces.

Investment, banking, and mobile
experiences now share vocabulary,

patterns, and tone.

RESULTS

Feb 2026

Full Launch

All customers

Reusable patterns.

Future investment work starts from these
decisions rather than re-debating them

each time.

15
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PROJECT T W

Zelle Experlence Redesign

Helping customers feel at home with Zelle.

§

Content strategy and rebrand - Wells Fargo - WWW.wellsfargo.com

Role: Led content strategy and cross-functional alignment across Product, Legal/Risk, and design partners.

mscrosby.com PROJECT 02 - ZELLE EXPERIENCE REDESIGN

16



Lissa Crosby

SIT TUATI ON

The Zelle page was under-performing.

Three signals told the same story: customers weren’t getting what they needed from the page, and it showed in behavior, calls, and feedback.

PAGE EXITS

High abandonment
rates.

A significant share of visitors left without completing
an enrollment or starting a send, well above

comparable pages in the site.

mscrosby.com

CALL CENTER VOLUME

Heavy call volume.

Questions that should have been answered by the
page were routing to service agents, a clear signal that

the self-serve content wasn’t doing its job.

PROJECT 02 - SITUATION

CUSTOMER VOICE

Written feedback,
frustrated.

Open-ended feedback consistently named the same
problem: customers couldn’t find the steps or felt

uncertain about what to do next.

17



Lissa Crosby

TASKS

A content strategy overhaul.

Three goals framed the work: diagnose why the page was under-performing, produce recommendations the organization would back, and move conversion in the right

direction.

01 02

Uncover reasons why Develop recommendations
Analyze page behavior, competitive patterns, and Propose specific content changes, and build the
customer feedback to identify the content failures alignment across Product, Legal/Risk, and brand to get
behind the numbers. them approved.

mscrosby.com PROJECT 02 - TASKS

03

Improve conversions

Move the metrics that matter: enrollment starts,

completions, and reduced downstream support load.

18



Lissa Crosby

TASKS

Steps hidden behind tabs.

BEFORE

Tasks

Steps are hidden in these “tabs”
Content Strategy Overhaul O

and people were not
navigating through them

Need to pull this information
Q up and make it more accessible

A few simple steps and you can send money to friends, and others you know and trust, right from your phone. /

Get Zelle Add Recipients Send Money Receive and Request Money Donate Money

Zelle

To use Zelle, you'll need to have an eligible checking or savings account, and be enrolled in Wells Fargo Online.

Getting Started

To enroll in Zelle:
1. Sign on to Wells Fargo Online or the Wells Fargo Mobile app.

2. Go to Send Money with Zelle, then read and accept the Zelle® Transfer Service Addendum.

To receive money from others with Zelle, make sure you register an email address or U.S. mobile number, along with the account where you want money
to be deposited. Enroll now.

mscrosby.com PROJECT 02 - TASKS

Navigation failed silently.

Critical “getting started” content was locked behind horizontal

tabs that customers weren't discovering or clicking.

Hierarchy hid the journey.

The most important information (how to actually enroll and
send) sat one or two clicks below where customers expected to

find it.

Fix: bring the steps forward.

Pull the key sequence up into the main page flow so customers

can see and follow it without an extra interaction.

19



Lissa Crosby

TASKS

Competitive analysis revealed missing elements.

FUZZY LANGUAGE

Page purpose was
unclear.

Voice was formal and lacked guidance. Customers
couldn’t tell at a glance what the page was for or what

it promised them.

mscrosby.com

DISCONNECTED I MAGE

The marquee didn’t
resonate.

A single, impersonal image in the marquee read as off-
brand and flat, offering nothing to spark recognition or

interest.

PROJECT 02 - TASKS

NO CLEAR NEXT STEP

Where’s the CTA?

The most prominent buttons led customers off the
page entirely. There was no clear invitation to take the

action the page existed to support.

20



Lissa Crosby

CHALLENGTES

Rebrand in motion, consensus in progress.

01 Rebrand not yet universal.

More than a year into the rebranding effort, not every team was on board. Alignment across Product and Legal/Risk/Compliance had to be earned, team by team.

02 Adjacent redesign, late surface.

At 75% completion, the WWW Product Owner discovered the secure-side team was building a redesign using the same “sky’s the limit” recommendations. We had to fold

that work into ours and re-approve together.

03 Late-stage hierarchy changes.

Information-architecture and SEO updates approved late in the project required planning for 50+ 301 redirects, coordinated across content, engineering, and marketing.

mscrosby.com PROJECT 02 - CHALLENGES

21



Lissa Crosby

A CTI1ONS

Page revamp.

‘ Modern template ‘ Aligned voice and tone

Moved the page to a modern template with a large lifestyle marquee and clear, Brought the page language into alignment with the new brand voice: warmer,
actionable calls-to-action. more direct, and consistent with adjacent properties.

‘ User stories, not stock ‘ Restructured information
Replaced the disconnected marquee with compelling imagery that showed real- Worked with teams to update information hierarchy and taxonomy so the most
life benefits of using Zelle. important content led the page.

mscrosby.com PROJECT 02 - ACTIONS 22



Lissa Crosby

A CTI1ONS

Applying the new brand voice.

Friendly a Tld h elpful Make it easy to understand without talking down to the customer: plain, warm, and

conversational.

Set expectations clearly. When something has limits or conditions, say so in language a

Supportive and transparent

customer can use.

Tell a story that resonates, a little lighthearted, rooted in the real-life benefits of sending

Story-driven

money to someone you trust.

mscrosby.com PROJECT 02 - ACTIONS

23



Lissa Crosby

A CTI1ONS

Creating a new page.

A FTER

@ New “Get Started” page

Actions

Creating a new page

Launched using an MVP show/hide pattern (the preferred slider option existed only on

the home page, and new development wasn’t in budget/scope). Getting Started with Zelle® = oine | s @ O

Pay and get paid with Zelle?

Createcinew “get &3 rtedt' i R o i P )| el guide you from setup to payments
L)a e using MVP “show/hides” Y

preferred slider option only developed for

@ Voice and tone aligned

ome page only, and new development
not in budget/scope)
Follow these easy steps

Use your eligible Wells Fargo checking or savings account.

Brought content into alighment with the new conversational, friendly brand guidelines, in ) )
Brought voice and tone into

O alignment with new, b Register it zel
conversational and friendly I
brand guidelines

a way the page itself could carry.

Easily add your payment contacts using Wells Fargo Onling or the Wells Fargo Mabile app.

d select Transfer & Pay.

ject the address bool select the * =~ icon to add & recipient.

® Clear CTAs and page goals () Clear CTAs and page goals

il address or U.S. mobile number. O, go to the Aceount tab and enter their Wells

e reciplent list.

Defined a single primary action per section, with secondary pathways that supported

rather than competed.

mscrosby.com PROJECT 02 - ACTIONS



Lissa Crosby

RESULTS

Measuring success.

Post-launch metrics moved in the direction the analysis predicted, both on acquisition and on downstream support load.

T T )

Conversions Feedback trend Service calls

Enrollment and send-money flows Written feedback shifted from frustrated to Zelle-related call volume decreased as self-
completed at a higher rate than the positive across the monitored sample. serve content resolved what it was designed
previous page. to.

mscrosby.com PROJECT 02 - RESULTS

)

Page exits

Fewer customers left the page without

taking the primary action.

25
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PROJECT THREE

Student Loan Product Design
In-depth help without the wall of words.

§

Content strategy, product design, microsite + calculator - Wells Fargo

Role: Led content strategy across product, testing, and Legal/Risk to deliver a mobile-first experience.

mscrosby.com PROJECT 0383 - STUDENT LOAN PRODUCT DESIGN

26



Lissa Crosby

SIT TUATI ON

Develop a student loan microsite that works.

The brief had three anchors: be genuinely helpful to a young, time-pressed audience without losing rigor or compliance.

DELIVER DEPTH ENGAGE CUSTOMERS

In-depth, understandable Friendly language that

content. lands.

Customers needed enough information to make a real Voice had to meet younger customers where they
decision, and a page that didn’t reduce that to were: approachable, human, and free of legal-
marketing fluff. brochure cadence.

mscrosby.com PROJECT 03 - SITUATION

RESEARCH TOOLS

Easy-to-use self-serve
tools.

Provide practical research aids (calculators and
comparisons) that helped customers evaluate options

on their own terms.

27



Lissa Crosby

TASKS

Understanding the needs.

01 02

Refresh to new brand Balance depth with clarity
Existing pages needed a full update to align with the Develop recommendations that delivered in-depth
new brand guidelines: voice, structure, and visual information while remaining clear and genuinely easy
language. to understand.

mscrosby.com PROJECT 03 - TASKS

03

Be transparent about trade-
offs

Consolidating federal student loans means losing real
benefits. The page had to say so; it may not be a good

idea for everyone.

28



Lissa Crosby

TASKS

Feedback and testing revealed gaps to close.

CLEAR LANGUAGE

Speak human, not
legal.

No industry jargon, no legalese. Plain
language that treats the reader as

capable, not uninformed.

mscrosby.com

PROS AND CONS

Transparent without
overload.

Lay out trade-offs plainly (consolidation
isn't for everyone) without drowning the

page in caveats.

PROJECT 03

CALCULATOR

Show me the money.

Customers asked for concrete numbers. A
calculator that didn’t require personal

information was essential to trust.

TASKS

Don’t ask for
everything.

Customers wanted to explore before
being asked for personal details,
especially from a brand still earning their

trust.

29



Lissa Crosby

CHALLENGTES

Four challenges worth naming.

Mobile-first, low-barrier, but rigorous.

Build a mobile-first entry point for consolidation that stayed low-friction while giving

customers enough detail to make an informed call.

Funding for one, evidence for two.

The Product Owner had budget for one calculator, but testing made the case for two,

and | had to secure additional funding on the back of that evidence.

mscrosby.com PROJECT

0

3

Rebrand not yet universal.

More than a year into the rebrand, Product and Legal/Risk/Compliance still needed to

be aligned on voice and treatment, team by team.

Pathway for the not-yet-eligible.

Customers who couldn’t consolidate due to credit still needed a path: a trusted partner

on the journey, not a door closing in their face.

CHALLENGES

30



Lissa Crosby

A CTI1ONS

Content strategy across every surface.

® Full surface coverage

Designed the primary page, the detail pages, the downloads, and the calculator, all held together by

one strategy.

® Voice close to new brand

Liaised with the Product Owner to shift voice and tone closer to the new brand guidelines without

losing product nuance.

@ Clear CTAs and page goals

Defined a single primary action per surface, with supporting paths that didn’t compete for attention.

@ Depth without overload

Used strategic show/hides to layer detail, present without overwhelming the page on first view.

mscrosby.com PROJECT 03

PRIMARY + DETAIL PAGES

See personalized rate and payment estimates

Actions

Content Strategy

Alre:

Ready to apply?

) Designed primary page, detailed
L/ page, downloads, and a calculator

Already have a student
loan?

Liaised with product owner to shift
O voice and tone closer to new brand
guidelines

Still have questions?

O Clear CTAs and page goals o §

Was this content helpful?

Provided detailed information
without overwhelming the page, by
strategic use ofshow/%ides

F

v 'Fv Managing Student Debt
. 7 a8 fong vy, Leam mars abaut stadent foan debe, and ger
L e

ACTIONS

31



Lissa Crosby

A CTI1ONS

Applying the new brand voice.

EdUCCl te Wlth out tdlkl Tlg dOWTl . Respect the customer’s intelligence. Explain what matters and trust them to take it in.

Friendly a Tld h elpful Warm over clinical. Helpful over authoritative. The tone of a knowledgeable colleague,

not a brochure.

Supportive a Tld tra nspa rent. When consolidation isn’t the right move, say so. Honesty is a feature, not a risk.

mscrosby.com PROJECT 03 - ACTIONS

32



Lissa Crosby

A CTI1ONS

Developing the calculator.

® Estimated rates, soft credit check

Worked with designer and developers to produce a calculator that provided estimated rates from a soft

credit check, helpful without penalizing the customer for looking.

® Mobile-first, prefill from login

Designed for mobile with the option to log in to an existing account and prefill personal information,

reducing friction for returning customers.

@ Radio-first navigation

Radio-button selection let customers click through the content quickly. The backend was designed for

WCAG AA compliance throughout.

mscrosby.com PROJECT 03

CALCULATOR

O

O

ACTIONS

Actions

Developing a calculator

Worked with designer and
developers to create a
calculator that provides
estimated rates based on a
soft credit check

Calculator was designed for

mobile and includes ability to
login to your existing account
to prefill personal in?ormation

Radio buttons allow all users
to click through content
quickly (backend
appropriately designed for
WCAG AA compliance)

248w

Loan Information

1208w FCRT ]

Find your rate and payment estimates
without affecting your credit score

in studentloan refinancing and

®) primary borrower

Are you a Wells Fargo Online’
customer?

33



Lissa Crosby

A CTI1ONS

Testing, the path to consensus.

TESTING FLOW

@ Hypothesis, confirmed.

Actions

User testing proved the initial theory that customers preferred an anonymous option over a soft credit

check.

O

® Approval through evidence.

On the strength of the user feedback, secured approval for an anonymous version, showing how existing

work could be leveraged to lower development cost. O

® Self-reported credit range.

Results returned a rate range based on a self-reported credit range, preserving usefulness without asking O

customers for sensitive information up front.

mscrosby.com PROJECT 03 - ACTIONS

Testing is key to consensus

User testing proved my initial
theory that customers prefer
‘anonymous’ testing over a
soft credit check

Based on user feedback, | was
able to %ained approval to
create the anonymous version
by showing how we could
leverage what we already
built to lower development
COosts

Results provide a range of
rates based on self-reported
credit range

Your Loan Information

mmmmmm

Select one

@

Excellent (760 and above) O

Good (700-759)

Fair (621-699)

Poor (620 and below)

o]

o]

0

34



Lissa Crosby

A CTI1ONS

A results email that continues the conversation.

® Strengthens the connection.

Offering to send results by email (to the customer or a potential cosigner) kept the conversation warm

beyond the session.

® Matches on-screen layout.

The email mirrored the information customers had just reviewed online, so they didn’t have to reinterpret

a different layout.

CAN-SPAM / CASL compliant.

Important information and contact details came first; the soft CTA came last, keeping the message

transactional by design.

mscrosby.com

PROJECT

0

3

ACTIO

SULTS EMAIL

Actions
Creating a “Results” email

By offering to send the

their results by email we

O customer (or potential cosigner)

strengthen our connection with
them

Email mimics the information

Q found in their online results, so

they don't have to reinterpret a
different layout

Important informationis
rovided along with contact info,

O Eefore finally offering a soft CTA..

N

allowing this to remain a
‘transactional” email in
compliance with all CANSPAM
and CASL regulations

M Gmail JI———

to Wells Fargo

Fo el 14, 2020 1211 At

I o

Your Results from the Rate and Payment Estimator

" oo
TS ————— 1 O
20 oy Vasisbi Rate

Manihly payment 241

Loan Information 4R 420%-59%
Monhly ference $26210 5257

Tl retmanced amount 55000 o By

Important Information

20, These reouls

forcredi,

based on market Wyeu choose o
appiyfor 8 loan, and a appioved,the fodowing loan teme cold vary

+ Repayment s, based on your oan amount and abiy ka repa.
+ ittt your cosyr

mietur cred hisory, employment, and ncame requeements.

A cosigner howevera 0 quaty fora oan

Have questions?
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Lissa Crosby

RESULTS

Measuring success.

T T T ) 1

Consolidation loans MQLs Email conversions Service calls Negative feedback
Volume of originated consolidation Marketing-qualified leads trended The results email continued the Call volume declined as self-serve Written negative feedback
loans increased post-launch. upward from the redesigned funnel. conversation and drove re- tools resolved what they were decreased across the monitored
engagement. designed to. sample.
PROJECT 03 - RESULTS 36
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PROJECT F OUR

Student Checking Redesign

A page students actually wanted to engage with.

§

Content strategy and page redesign - Wells Fargo - Maintenance-request scope

Role: Led the recommendation to expand scope from a CTA tweak to a full page redesign, and gained the consensus to deliver it.

mscrosby.com PROJECT 04 - STUDENT CHECKING REDESIGN

37



Lissa Crosby

SIT TUATI ON

An under-performing product page.

Three measures pointed to the same root cause: the page wasn’t giving student customers what they came for.

COMPLAINTS

On the rise.

Customer complaints connected to the student
checking experience were climbing in the period

leading into the engagement.

mscrosby.com

NEW ACCOUNTS

Lack of new opens.

Account-open volume from the page was running
below expectation, despite healthy upstream

marketing traffic.

PROJECT 04 - SITUATION

SERVICE CALLS

High call volume.

Questions that should have been self-served were
reaching service agents, signaling the page wasn’t

answering them.
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TASKS

A competitive analysis, with three goals.

01 02 03

Diagnose the Develop recommendations Improve conversions
underperformance

Analyze the page in context (against peers, against Produce specific, testable content changes and secure Move the metrics that matter: account opens,
customer behavior, against stated goals) to find the consensus across Product and Legal/Risk/Compliance. complaint volume, and self-serve resolution.

content failures behind the numbers.

mscrosby.com PROJECT 04 - TASKS
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TASKS

Voice of the customer highlighted gaps.

CONTENT HIERARCHY DISCONNECTED IMAGERY “WHY SHoOULD 12?"

. ) .
Layout didn’t resonate. What student wants this? No clear reason to choose.
Customers couldn’t find information, and the page’s Imagery reminded students of the very tests and A direct customer quote said it plainly: “Feels like it's a
poor search made the problem worse. Eye-catching stress they were trying to escape, undercutting the lot of work.” The page wasn’t making the case.
icons were buried at the bottom. brand promise on first glance.

mscrosby.com PROJECT 04 - TASKS 40
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CHALLENGTES

Expanding scope on a small budget.

01 CTA tweak vs. page restructure.

The Product Owner asked for updates to the CTA to “help with a conversion issue.” Research pointed to a deeper problem. | needed to make the case for restructuring the

entire page.

02 Maintenance budget, bigger work.

This was scoped as a maintenance request with fewer than 10 hours allocated, and | still needed to secure consensus from the primary stakeholder and

Legal/Risk/Compliance.

03 No designer available.

There wasn’t a designer assigned, so | provided a design mockup alongside the strategy in order to modify the full page layout and make the recommendation real.

mscrosby.com PROJECT 04 - CHALLENGES
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A CTI1ONS

Page redesign strategy.

® Modern template, lifestyle marquee.

Rebuilt around a modern template with a large, resonant lifestyle marquee, consistent with the current

brand and relevant to the student audience.
@ Voice aligned with new brand.

Brought tone into alignment with the new brand voice: warmer and more direct, even under the

constraints of a maintenance scope.
@ Key info and icons lifted.

Moved the most important information and visual anchors to the top of the page, where they could

actually do their job.
® Clear CTAs and page goals.

Defined a single primary action per section with supporting paths that didn't compete, addressing the

original “conversion issue” at its root.

mscrosby.com PROJECT 04

REDESIGNED PAGE

Actions

Page redesign strategy

Redesigned with modern
template including a large
lifestyle marquee

Brought voice and tone into
alignment with new brand
guidelines

Brought key information
and icons up to the top of
the page

O Clear CTAs and page goals

ACTIONS

Student Checking

'}

#o 5000

Everyday Checking for Students

Monthly fee waived for 17-24 yess old primary owners

ly service fee for 17-24 year old

Send and receive money

Banking made easy

Account alerts

24/7 frand monitoring

@D

Zero Liability Protection
@ :

Chip technology

Still have questions?
T) Make an Appointment (¢
@ Find a Location

Bcatus
on scsaurt
0-2219

For existing accountholders:
1-800-869-3557

Was this content helphul?

es | | Mo
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A CTI1ONS

Addressing the stated issues, directly.

® Clear, transparent, easy to understand.

Every claim the page made was one a student could verify in the same block of content: no hidden work,

no walls of copy.

Community stewardship nod.

Folded in a link to donate to the Red Cross with Zelle, a small, on-brand nod to the demographic’s stated

desire to be good community stewards.

Friendly, helpful, on-brand.

Tone was warm and direct, in the rhythm of the new brand guidelines, built to meet the quote “Feels like

it’s a lot of work” head-on.

mscrosby.com PROJECT 04

FINAL TREATMENT

Actions
Directly addressed stated issues

J‘ Clear, transparent, and eas
to-understand information

“Feels like it's a lot of watk"

Q Friendly and help

As a nod to the demographic's
O desire to be good community
stewards, we included a link to
. donate to the Red Cross with Zelle

ACTIONS

Get Started
Minimum opening deposit:
$25 initial deposit

Monthly service fee:

$10 - waived for 17-24 year old primary owners,

25 and above? It’s easy to avoid the $10 monthly service fee with any one of these options each fee period:

10 or more posted debit card transactions (any combination of posted debit card purchases or posted debit card
payments of bills) from this checking account, OR

+ Qualifying direct deposits€ totaling $500 or more, OR

+ $1,500 minimum daily balance, OR

o Linked Wells Fargo Campus ATM or Campus Debit Card”

See the common fees for this account (PDF

Open your account in minutes =T

Additional services to meet your needs

We offer alerts?, as well as tools and services that can help manage your account balance, avoid overdrafts and
prevent returned or declined transactions. Learn more about gver 05

We recommend adding a Wells Fart
your checking account for optional

(‘)/ Tips

Help people affected by disasters. Use Zelle® to donate310 to the
American Red Cross right from your mobile app.

Learn more >
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RESULTS

Measuring success.

T T T ) 1

Conversions Positive feedback Red Cross donations Chat inquiries Negative feedback
Account-open conversions improved Written feedback shifted in the The small community-stewardship Lower chat volume as the page Fewer complaints in the monitored
after launch. positive direction across the tie-in drove real donation traffic. answered more of what it needed sample post-launch.

monitored window. to.

mscrosby.com PROJECT 04 - RESULTS 44



Thank you

Make your brand unmistakably human.
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LET"' 'S TALK

Make your brand
unmistakably human.

GET IN TOUCH AVAILABILITY

Lissa Crosby Charlotte, NC

VP, Senior Content Design Leader Open to relocation in select areas

mscrosby @gmail.com Specializing in content strategy, end-to-end program design, cross-
mscrosby.com functional alignment, and team leadership, jumping in at any stage

and contributing from day one.

980-312-1712

mscrosby.com CONTACT 46
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