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New design for GCM application is based on the Enhanced experiences, Minimum number of clicks to carry out tasks, Seamless navigation and Value additions.

Please DO NOT Evaluate the design based on the line spacing, fonts, font size, font color, background color and some dummy content.

Designed for Resolution: 1366 x 768 px

DISCLAIMER

NOTE: Icons, Illustrations, Animation GIFs used in the wireframes are only for representation purposes. To use the same, it is essential to purchase copyrights from the creator.
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OVERVIEW



Dell GCMP New Design is a single stop solution for processing of orders. Many different platforms and modules will be 

integrated in a single design, in order to redefine the product with consistent performance across, improved experience 

with enhanced functionalities and features.  The new design is expected to have a unified theme, which will help 

maintain harmony across various integrated services.

GCMP AS A SOLUTION

› Value additions to the product

› Loading Time Efficiency

› Multiple Platforms and Modules

› Aligning Business Needs

› Optimize number of clicks and time 

taken to process each order

› Improved User Experience

› Order Processing & Management

› Integrate in one design
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We conducted KT Sessions with Dell GCMP - Technology Team and Product owners, to formulate the common product 

vision, strategy, directions to design, get detailed insight into the existing product, opportunities, constraints and the 

requirements to revamp the platform.

INTENT OF KT SESSIONS

› To understand about the platform, its 

purpose and how it works.

OBJECTIVES

› To understand the users, their 

behaviours, needs, frustrations and 

motivations through task analysis.

› Define features to give solutions to 

user problems and strategies to 

create seamless user experience.
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KT SESSIONS APPROACH

+

DELL GCMP PARTICIPANTS ORGANISATION PARTICIPANTS UX VISION AND DESIGN STRATEGY

We formed a visioning team with its Moderator, Designer and conducted a Design KT Session with Dell’s Product 

Owners/ Managers and Technology team. Both teams worked together to form UX Vision and Design Strategy.
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PRODUCT VISION

Create an intuitive experience for the end users and establish efficient operations to maximize the 

business value of application.

KEY TAKEAWAYS

• High time taken to process orders

• Loading time for pages is high

• Information Architecture is not structured

• Complicated Navigation 

• Dated UI with no iconography or illustrations

• Evaluate pain points faced by end users

• Maximize order processing numbers

• Align multiple platforms to one design

• Increase Operational Efficiency

• Integrate new modules – Smart swap

‘
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Pain Points In Scope



Improve user engagement by structuring the platformUnderstand the Platform, Functionalities, Modules & Services

Study Trends and FunctionalitiesEmpathize end user’s Requirements, Pain points and find Solutions

Formulate the common Vision, Strategy and Directions for designSimplify Information for better visibility

NEXT STEPS

We formed a visioning team with its moderator, designer and conducted a design workshop with Dell’s Product 

Owners/ Managers and Technology team. Both teams worked together to form UX Vision and Design Strategy.

Data managementImprove Performance, Reliability and Accuracy

‘
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INSIGHTS



Principal Developer

Apart from developing the 
entire application, also 
Implements changes in the 
modules based on the decision 
made by Product Owners

Administrator

Maintains the entire application by 
setting permissions and rights to 
specific roles within the 
organization

Order Processor

Processes e-orders on daily 
basis. Primary task is to 
channelize the orders to 
‘Complete’ status

Product Owner

A decision maker.

Single point of contact for 
Developers, Business folks and 
Frictionless team

Frictionless Team

Track the orders which are on 
hold, Analyze and take the ‘Next 
steps’ in Order journey 
Dashboard

USER SEGMENTATION
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USERS

MODULES

ORDER JOURNEY 
DASHBOARD

Order Processor Admin Product Owner Frictionless Team Principal Developer

CORE STUDIO SMART SWAPCONFIGURATOR DIAGNOSTICS TESTADMINDYNAMIC RULESE-ORDER

RELATIONSHIP – USERS & MODULES
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SRIKANTH VARADHA SHREYA

By the end, every team member has formulated a holistic picture about the persona and could relate to its 
responsibilities, behavior and frustrations.

Principal Developer

Apart from developing the entire 
application, also Implements changes 
in the modules based on the decision 
made by Product Owners

Order Processor

Processes e-orders on daily 
basis. Primary task is to 
channelize the orders to 
‘Complete’ status

Product Owner

A decision maker.

Single point of contact for 
Developers, Business folks and 
Frictionless team

PERSONA MAPPING
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SCENARIOS

• OP ‘Finds’ an order or directly ‘works’ on the pre 
loaded list of orders by OP Lead

• OP can ‘Take’ an order from another OP worklist
• Compare PFV details with GII details
• Update the changes in GII view
• For any missing information, OP gets in touch with

Sales rep
• The prime motive of an OP is to process the orders 

which are ’on Hold’ and convert them to 
‘Complete’ status.

ORDER PROCESSOR

Srikanth

He is typically the Core user of the GCMP 
E-Order Module. His primary responsibility 
is to process all the e-orders assigned on 
daily basis

RESPONSIBILITIES

• Typically, core user of E-Order Module

• OP Lead gets list of all the orders to be 
processed, which is then assigned to all OPs. 

• The orders are updated almost on hourly basis. 
So, there is no fixed number of orders per day. 
But, on an average there could be around 1500 
orders.

• Each OP needs to process/ complete on an 
average 60-65 orders per day before 5:00pm.

• Time taken by OP to process orders:
• Easy orders: 8-10 minutes
• Complex orders (GP Orders): 15-17 

minutes

PERSONA MAPPING

FRUSTRATIONS

• Shuttle between two applications – GCMP and GII
• Main concern is the tool being too slow and pages 

consume lot of time to load.
• Multiple pages/ tabs to perform a simple task
• Dated UI
• Too much of cognitive load
• High time taken to process every order
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SCENARIOS

• Monitors the working of application
• SPOC for Development and Testing teams
• Updated with Technology 
• Upgrades knowledge with latest IT Trends by 

trainings/ self learning
• Knowledge sharing with team
• Occupied with multiple projects, handling various 

modules
• Recommending actions to management
• Consult with Product owners, for next steps

PRINCIPAL DEVELOPER

Varadha

He is the primary individual to develop the 
GCMP application, along with a team. Also, 
the negotiator and translator for the 
screens designed by UX Designer.

RESPONSIBILITIES

• Provide KT Sessions to UX designer for various 
modules

• Understand the new design concepts

• Check feasibility of design with development 
perspective

• Typically handles a team of 3 – 5 members

• Engaged with multiple meetings with various 
teams

• Responsible for end to end development of a 
product

• Well versed with Technology

• Deals with programming and coding

PERSONA MAPPING

FRUSTRATIONS

• Work pressure at times because of multiple 
projects with various requirements

• Delays because of subordinates, can lead to 
missed deadlines hampering the product 
development
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SCENARIOS

• Product Owner is responsible for creating Rules 
and workflows, required to process an order

• Analyze and Evaluate products, work towards 
improving efficiency

• Collaborate with Design team, to improve User 
Experience of the product or design new modules

• Responsible for seamless processing of orders
• Highly detail oriented
• Manages teams with fair ease, because of calm 

personality

PRODUCT OWNER

Shreya

She is the Product Owner, responsible for 
product, services and their business impact.  
By maximizing efficiency and optimizing 
resources, she maintains quality and 
functionalities of the products.

RESPONSIBILITIES

• Typically, primary user of CORE Studio, 
Diagnostics, Dynamic Rules Modules

• Handling resources and maximizing efficiency

• Time based decisions

• Maintain the quality of products and services

• Responsible for end to end, successful release 
of a product

• Occupied with back to back meetings daily, to 
align all the teams on same page

• SPOC between Business team, Dev team, 
Testing team and Design team

.

PERSONA MAPPING

FRUSTRATIONS

• It is slow and information is all over the place, 
needs to search all tabs to get the desired result

• Existing Application has dated UI with an 
experience that needs attention. This can cause 
delay at certain times

• Lags in any of the teams – Dev, Testing, Design can 
lead to delayed release of product
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Time consumed to fetch 
required information

Maintain Time vs Order processing Heavy data to consumeExisting Information Architecture

Major challenges users are facing in the existing application, 

across all the modules. 

USER CHALLENGES
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User Logs in 

GCM Application

User views list of orders to 
be processed by 5pm

Find/ Work E-Orders

OP selects an order to 
process

Order selection

OP Checks for:
1. Comments if any
2. Views print/ fax page to check 

for errors if any. Ex. Shipping/ 
Billing address etc.,

Order group log Any Missing info?
Contact, PIN etc., S A L E S

• Check for OEI Instructions
• Match and compare details
• Look for configuration in GII

Any Missing info?

Payment• Check credit limit
• Check for other payment 

parameters

Is Credit limit less?Check for duplication of 
orders by PO number

Any doubts?
O R D E R

COMPLETE

Yes

No

Yes

No

NoNo

Yes Yes

OP TASK FLOW
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USER JOURNEYS

User journeys help keep users at the forefront when making design decisions. They are used to 

highlight pain points and uncover the most significant opportunities for building a better and more 

relevant experience for user.

14Page



LOGIN to E-Order

Check for orders in 
Work List

Take an Order 

Find Orders

Contact Sales

Track Processed Orders

OP - USER JOURNEY

View an Order Compare PFV vs GII Update errors in GII

Update Status

Change Disposition

OP can process Orders 
either by working on the list 
populated by OP Lead or by 
finding orders using filters

Taking an order, will 
ensure the current 
owner of the order 
to be processed

Compare feature will 
highlight the mismatch 
in details PFV vs GII

Sales Rep gets in touch 
with Customer to fetch 
missing information

OP Logs in to the 
E-Order application

After checking the details, 
OP can update status to 
Cancel, Complete, On Hold 

Post Order processing, OP 
can preview the processed 
orders in a Dashboard

Following mismatch, OP 
updates changes in GII
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STRATEGY



Heuristic Evaluation seeks to identify functionalities and interactions that the existing application has, and then use the 

information to improve strategy that will influence new design. An effective analysis is one, that first obtains important 

information from existing product and then set benchmarks and baseline the expectations for new design.

HEURISTIC EVALUATION
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HEURISTIC EVALUATION – E-Orders

1. MULTI - LEVEL NAVIGATION

Multiple levels of layered navigation is not a good 
practice.

3. INAPPROPRIATE CTAs

CTAs used in the old application were confusing 
and placement of buttons was inappropriate. This 
certainly hampered the overall efficiency of the 
product. 

2. DATED UI

The application looks old and outdated. No colors 
used, makes the appearance dull and less 
appealing.

4. SCATTERED DATA

Information is not aligned. This leads to high time 
consumption to carry out tasks.
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5. IA NOT STRUCTURED

As seen, there are 17 tertiary tabs in Admin – Secondary 
navigation tab. Displaying plethora of options will lead to 
confusion and increase cognitive load to the user.

7. REAL ESTATE

No proper usage of real estate, as most of the 
space is blank for many of the selected tabs.

6. CHANGE IN LAYOUT

Layout changes for every other tab selection. This is 
generally avoided, as it creates jerk to the user’s eye 
movement.

NO INFOGRAPHICS OR ICONS

Data displayed does not have any infographics or 
icons. Also, usage of significant colors improves 
data consumption.

HEURISTIC EVALUATION - Admin
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For an intuitive user experience and to make mark among the market, trends are followed. Using effective 
strategies and innovative creative thinking we engage audiences, encourage relevant conversation, influence 
behavior, and achieve brand objectives. 

CARDS MODULAR LAYOUTS
MICRO INTERACTIONS

TYPOGRAPHYWIDGETS

ILLUSTRATIONS MINIMALISM
RESPONSIVENESS

CUSTOMIZATION

INTERACTIVE VISUALIZATIONS

ADVANCED INFOGRAPHICS

RESPONSIVE DESIGN
PERSONALISATION

SIMPLIFIED NAVIGATION

TREND SPOTTING

19Page



Modular grids provide a balanced layout by dividing up your content into equal measures, but the ability to span multiple 
columns ensures the content appears interesting and dynamic. Modular grids are becoming increasingly popular in web 
design, often combined with images and bright colors to create a patchwork quilt style layout that neatly presents a large 
amount of content in a small space.

TREND SPOTTING – Modular Layouts
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To represent complex and dynamic data, infographics(graphs, charts, flow-diagrams) play an important role. 
They are eye-catching, easily recognizable, conveys more information in lesser space and drives more people 
to your product.

TREND SPOTTING – Infographic Dashboard
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The usefulness of the card UI pattern goes beyond loading times and translating across different screen sizes. A card 
can hold all types of content — visuals, text, links, etc. — but all fall under a single unified theme. Cards allow for a 
consistent experience across devices.

TREND SPOTTING – Card Based Design
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CREDIBILITY

CRISPOBVIOUS

ADAPTABLE

GUIDEDEFFICIENCY

STICKINESS

TREND SPOTTING

ACCURACY

FOCUSED

COLLABORATIVE

SHARP

PROFESSIONAL

Design Directions assist the concept generation phase and helps to identify the key metrics to be used in the 
application. These key points are strong references for a precise E-Order application that provides an intuitive 
experience for the user 

DESIGN DIRECTION
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COMPARISON FEATURE QUICK DRILLDOWNS WIDGET APPROACH

Compare feature assists the user to 
view upfront display of mismatch 

information 

View quick drill downs of all 
important data to reach the core 

of the update

Widgets assist the user to 
quickly reach out to the 

essential tools

DELIGHTERS – Value Additions

DASHBOARD

Dashboard helps the user to have 
look at consolidated data and take 

quick decisions
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INFORMATION ARCHITECTURE - Existing

Reports Dynamic Rules Splitting RulesE-Order Admin

Audit Log

Reports

TAC

JOBS

Find E-Order

Work E-Order

OG Summary

OG Log

Historical

Historical Credit Card Log

Order Resubmit

Contacts

Order Form Details

E-Order Management

Rule Overview

Rule Details

Fields

Actions

Rule Groups Channel & Customer Set

Tag Rules

Tag Rights

Queues

Users

Errors

Reassign, Resubmit, 
Recovery

Profiles

Configurations

Roles

Rights

Queue Groups

Not In Scope Not In Scope

E-ORDER

LOGIN
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INFORMATION ARCHITECTURE - Proposed

Order Processor (OP)

Developer

Product Owner (PO)

Business Team

E - Order

Dynamic Rules

Admin

CORE Studio

Administrator

Configurator

Diagnostics

Test

Smart Swap

Order Journey Dashboard

Role based UI

LOGIN

26Page



CONCEPTS



Based on the insights obtained from the sessions conducted and to provide a comprehensive 

solution to the project requirements, few concepts were created.

© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT GENERATION

UNBOX IDEAS, TO UNLEASH YOUR 

CREATIVITY
‘
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT ONE TABULAR

Toggle buttons to quickly navigate to Work/ Find E-orders 
(Primary Navigation)

Mast head consists of Profile dropdown, Notifications, Search and 
Dashboard Role label

Filter icon holds the content for narrowing the search providing 
more space to view list of orders 

Actionable icons – View and Take

Pagination

Screen 1

On hover, Information icon displays tooltip with comments input by 
the OP

28Page



© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT ONE TABULAR

Add Comments button to quickly add comments without 
redirecting the OP to Order Management page

View area for an Order

Levels/ Folds within the selection as accordions 

Screen 2

Internal vertical scroll to keep all the other components’ fixed

Secondary level navigation as tabs on the left panel for easy 
accessibility

Back button to navigate the user back to list of orders page

Status is indicated for the selected Order
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT TWO CARDS

Lazy loading to display cards on scroll

CTA buttons to View and Take an order

Filters on the left pane

Color indication for various order status

Primary Navigation

Cards containing all the information pertaining to an order

On hover, Information icon displays comments in a tooltip

Less cognitive load
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT THREE STATUS

Status indication for orders, which also acts as filters. When 
clicked, will display only the relevant orders

Combination of Status level filter and table with a list of work 
e-orders
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT FOUR COCKPIT

Subsequent orders in queue

Cards expand showing more details, on reaching the top of the list

Prioritized order to be processed, on top

View mode for the Order details

One Page display for the Work e-order list and order details

This gives user, a holistic view of the order and also reduce 
number of clicks.
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT FIVE COMPARE

GII displaying correct information in Green

Drop down to select the Fulfillment Unit

Selection of a particular Fulfillment Unit will display relevant details

All folds in Print/ fax view as accordions

Prominent CTA buttons

3 Cards: Work list - Print/ Fax view, GII View and Actions

Status indication for orders, which also acts as filters. When 
clicked, will display only the relevant orders

Print/ Fax view shows the mismatch in Red

This card displays level wise errors/ mismatch, comparing it with 
Print/ fax view and GII View. The user (OP) can choose to update it 
on his own or contact ‘Sales’ team.
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT SIX LEVELS

5 levels in processing an order shown with status indicator

60% View mode for Table with work list of e-orders

40% View mode for the selected level. Ex. Contact

Prominent CTA buttons

Edit functionality to make small updates which does not require 
external intervention. Ex. Sales team

Radio button to select the level, which will display relevant 
information on the right

Clicking on the dropdown will display the levels

Clicking on the DPID will navigate OP to the drill down page
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© 2017 THINK DESIGN COLLABORATIVE. PVT. LTD. All rights reserved.

CONCEPT SEVEN CHATBOT

Add comments

Attach files/ forms

Click screenshots

Click on ’Send’ to complete
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CONCEPTS COMPARISON
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TEAM INSIGHTS

Filters

• Filters upfront instead of collapsing into an icon

• Dynamic Status filters for easy access

• Can we include filters within the table columns?

Compare

• Include Compare feature as a CTA

• In Compare feature, display only the content with mismatch details to make life simpler

• Can we fit Item details in the cards as the information is a lot?

Order Preview/ Expectations

• Preview pane to the order selection in table (Outlook Email approach)

• If the order is more than 3 hours (aging) in the queue – the color should be changed to RED

• OP should have access to get next, get next 5 and get next 10 option to pull the orders from the queue

• Remove the price tab to be displayed on the main page

• Pagination preferred over Lazy loading

• Take actual screen resolution (1366 x 768px) and real-time data, to make wireframe mock up for 

2nd screen to check space utilization

CONCEPT SELECTED: AIRPLANE COCKPIT
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New design for GCM application is based on the Enhanced experiences, Minimum number of clicks to carry out tasks, Seamless navigation and Value additions.

Please DO NOT Evaluate the design based on the line spacing, fonts, font size, font color, background color and some dummy content.

Designed for Resolution: 1366 x 768 px

DISCLAIMER

NOTE: Icons, Illustrations, Animation GIFs used in the wireframes are only for representation purposes. To use the same, it is essential to purchase copyrights from the creator.



THANK YOU

http://yy6nyc.axshare.com

C L I C K A B L E   P R O T O T Y P E 

http://yy6nyc.axshare.com/

