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First	things	first	
In	order	for	content	to	help	drive	a	deligh2ul	user	experience,	the	content	
strategist	should	be	involved	in	the	early	product	and	design	discussions.	This	
helps	ensure	that	content	can	influence	the	design	strategy.	
	
It’s	impera>ve	that	one	take	a	user-centered	design	approach	when	building	
a	user	experience,	which	means:		
	
•  Understanding	the	business	needs	
•  Listening	and	applying	what	customers	have	to	say	
•  Synthesizing	and	analyzing	both	business	and	customer	needs	
•  Sugges>ng	improvements	
•  Tes>ng,	execu>ng,	measuring	and	itera>ng	
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A	UX	Content	Strategy	could	include…	
•  Voice	and	tone	
•  Specific	copy	dos	and	don’ts	
•  Things	iden>fied	from	the	experience	that	need	to	be	changed	and	why	
•  The	purpose	of	the	feature/service	and	how	that	drives	the	content	

strategy	(e.g.,	u>lity	vs.	selling)	
•  Best	prac>ces	from	research,	tes>ng,	the	industry,	compe>tors	–	these	

can	be	built	in	as	jus>fica>on	for	recommenda>ons	
•  Specific	calls	to	ac>on	
•  Future	considera>ons	(e.g.,	content	maintenance,	etc.)	
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Editorial	Guidelines	
In	addi>on	to	following	company	brand	standards	and	guidelines,	voice	
considera%ons	could	include:	
	
•  Having	a	human-friendly,	natural	conversa>on	
•  Using	“you”	instead	of	“the	customer”	
•  Focusing	on	the	customer	benefits	
•  Solici>ng	immediate	ac>on	
•  Focusing	on	clarity	and	brevity		
	
Tone	considera%ons	could	include	being	direct,	reassuring,	informal,	etc.	
Phrases	that	can	be	avoided	could	include:	
	
•  “We	guarantee”	
•  “We	cannot/never”	(don’t	present	roadblocks	or	delays)	
•  “Your	account	is	eligible	or	ineligible”	(don’t	present	customers	with	any	

misleading	informa>on	about	their	accounts)	
	

	 4	



Wri%ng	Samples	
In	the	following	pages,	you’ll	find	a	mix	of	content	work	including	product	UX,	
an	email	no%fica%on	and	an	onboarding	email	series.	
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#1:	First	Mobile	App	
Develop	the	company’s	first	na6ve	mobile	app	(iOS)	

Background	
Consumers	have	become	accustomed	to	user	experiences	that	have	fast	
access	to	informa>on	and	real->me	tools	geared	to	help	them	make	smarter	
financial	decisions.	Mobile	access	is	about	being	up	to	date	and	an>cipa>ng	a	
customer’s	needs	based	on	their	context.	
	
Solu%on	
To	help	increase	the	value	of	Financial	Engines’	paid	service,	Professional	
Management,	we	developed	the	first	ever	na>ve	mobile	app	experience	for	
customers.	We	focused	on	helping	our	customers	build	re>rement	plans	
using	an	approach	that’s	personal,	proac>ve	and	comprehensive.	























#2:	Card-Free	ATM	Access		
Create	a	mobile	intercept	screen	quickly	to	address	a	gap	in	the	experience	

Background	
Card-Free	ATM	Access	enables	retail	customers	to	authen>cate	via	their	
mobile	phone	device	so	they	can	access	an	ATM	without	having	to	use	their	
physical	ATM	or	debit	card.	
	
Solu%on	
Add	an	intercept	screen	to	address	customers	who	haven’t	registered	their	
device	for	Advanced	Access,	which	is	required	in	order	to	use	the	Card-Free	
ATM	Access	service.	
	
What’s	worth	men%oning	
The	copy	for	this	screen	was	wri_en	and	approved	by	all	stakeholders	in	1	
week,	which	is	virtually	unheard	of	at	Wells	Fargo.	The	velocity	was	largely	due	
to	the	importance	of	patching	the	gap	in	the	experience	that	was	discovered	
aaer	code	freeze.		







#3:	Control	Tower	
Build	a	new	product	that	lets	customers	easily	track	and	control	their	digital	financial	lives	

Background	
Control	Tower	helps	customers	manage	their	digital	financial	footprint	quickly	
and	easily	by	giving	them	access	to	the	connec>ons	between	accounts,	
merchants,	apps,	devices	and	digital	wallets.	Considered	a	“game-changer”	at	
Wells	Fargo,	Control	Tower	has	seen	plenty	of	visibility,	including	from	Wells	
Fargo’s	Chief	Execu>ve	Officer	and	President,	Tim	Sloan.	
	
Solu%on	
Create	a	home	screen	with	content	that	succinctly	ar>culates	Control	Tower’s	
benefits	and	features.		
	



Control	Tower	
Easily	manage	digital	connec>ons	across	
your	financial	life	–	accounts,	cards,	and	
more	–	all	in	one	place.	Learn	More	

Cards	
Review	the	details	of	your	recurring	
payments	and	credits	across	your	Wells	
Fargo	cards	and	accounts.	

Filter	ribbon:	
	
Ø  View	All	
Ø  Cards	
Ø  Recurring	Payments	
Ø  Data	Sharing	

	



#4:	Fraud	Email,	SMS	&	Push	Content		
Contribute	to	evolving	global	content	standards	

Background	
When	we	detect	a	possible	unauthorized	sign-on	a_empt	to	a	customer’s	
account,	we	immediately	trigger	communica>ons	to	let	customers	know	what	
happened.	
	
Solu%on	
Create	communica>ons	that	lets	customers	know	about	a	possible	
unauthorized	sign-on	a_empt	to	their	account,	and	provide	a	clear	and	easy	
solu>on	to	get	them	back	on	track.	
	
What’s	worth	men%oning	
Prior	to	this	communica>on,	the	standard	at	Wells	Fargo	was	to	use	links	in	
emails.	My	work	with	the	product	team	introduced	the	need	to	disable	links,	
which	contributed	to	evolving	Wells	Fargo’s	global	content	standards.		





#5:	Welcome	Email	Series	
Ar6culate	the	value	of	a	service	through	personaliza6on	and	transparency	

Background	
Customers	who	have	complex	needs	(closer	to	re>rement,	have	higher	401(k)	
balances	and	outside	assets)	cancel	at	higher	rates	because	they	don’t	see	
the	value	of	Professional	Management.	Providing	more	transparency	into	the	
way	we	manage	their	money,	and	focusing	on	how	to	reach	their	re>rement	
goals	will	help	to	increase	the	value	of	the	service.		

Solu%on	
Give	customers	more	confidence	that	they	made	the	right	choice	in	choosing	
Financial	Engines	to	manage	their	re>rement	plan,	and	show	how	we’ll	help	
customers	achieve	their	re>rement	goals.	
	
What’s	worth	men%oning	
In	the	first	3	months	aaer	its	launch,	this	email	series	helped	to	decrease	the	
Professional	Management	cancela>on	rate	by	over	14%.	















Last,	but	not	least…	
At	Financial	Engines,	as	part	of	building	and	maintaining	a	content	strategy	
prac>ce,	I	created	–	through	close	partnerships	with	product,	legal	and	brand	
–	content	standards	that	enabled	Agile	teams	to	write	quickly	and	
consistently.	Because	I	supported	mul>ple	Agile	teams,	it	was	important	to	
provide	the	teams	frameworks	and	guidelines	to	help	them	jump-start	their	
content	efforts.		
	
In	the	following	pages	you’ll	find:	
•  A	screenshot	of	the	“Content	Pa_erns”	page	taken	from	the	Content	

Framework	&	Guidelines	Wiki	page	I	created	
•  Sample	screenshots	from	the	“CX	Framework	Pa_erns”	document,	which	

shows	how	we	defined	and	executed	content	throughout	various	parts	of	
the	customer	experience	
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