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1 Introduction 
This document provides an overview of the key project information - client challenge, project 
objectives, location, key stakeholders, and broad structure. Included is useful information such as 
Time and Expense policy, PID, and project timescales.  

1.1 Purpose of Document 

The purpose of this document is to outline the delivery approach: to mean scope, timings, costs, 
team, and contact details, for the project. It provides a framework for delivery of the project. In 
doing so it provides an outline of both client, and our, objectives in undertaking this project – as 
well as how success will be gauged. This document contains key project practical information 

In support of this, this document also outlines key challenges and the solution that will be put in 
place.  

This document does not cover insights or any other inputs into experience strategy or design and 
is not intended to be a strategy or creative brief. 

Note that this document is for internal use only. 

1.2 Definitions, Acronyms and Abbreviations 

None 

1.3 Related Documents 

 

Document Location Version 

Project 
Documentation 
(research, proposal, 
this document, etc.) 

 N/A 

Full briefing pack; 
includes further 
background and 
meeting schedule 
etc. 

 N/A 

1.4 Document Location 

This document is located at http://abc.xyz 

REDACTED
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1.5 Document History 

 

Action Version Date Author 

Document created 0.1   

Content revisions, 
updated title 

0.2   

Release 1.0   

Release 1.1   

Added triple 
constraint info 

1.2   
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Project overview 

1.6 Client Background & Project Context 
 

[redacted] are primarily a payment processing service. They operate internationally. 

A key challenge for their business is erosion of market share due to competitor services, such as visa, 
Paypal, and others. Like any business, they are keen to stem and reverse this trend. Additionally, the 
fast pace of technology change opens new opportunities to retain and increase market share.  

[redacted] also co-brand cards with card issuers (e.g., banks) and sometimes other partners. 
[redacted] aspire that some of these partners will be [redacted]. As such, [redacted] are developing a 
new product in the [redacted] affinity space and intend to go out and pitch for partnership business 
with [redacted].  

[redacted] have been engaged by [redacted] for this project to produce collateral to help [redacted] in 
this pitch process. In this case this collateral is a prototype or demo of a potential digital experience 
based on the new product. This demo will be used by [redacted] in pitch meetings as a sales prop to 
represent what the digital experience of the product could ultimately be. This is an example and is not 
meant to be a final product or even a full prototype that can be taken forward into user testing and full 
development and launch. However, it could potentially be taken forward. 

Thus, the output will look polished and be based on limited research but is low-fidelity with a mid-
fidelity level of design applied. The demo will not be a native app but will be a clickable design in e.g., 
Marvel or InVision (exact approach tbc). Over-delivery is always welcomed of course - following 
agreement on budget. However, the focus should be in producing what is necessary and has been 
budgeted and planned for.  

In informing the new product commercial configuration [redacted] have an internal consultancy team 
(‘Advisors’) working toward that. 

1.7 Client Challenges 
 
 

• Highly competitive space in which to operate 
• Need to differentiate from competitors 

 

1.8 Client Objectives 
 

• To win [redacted] affinity business partially by representing the product potential digital experience as 
a differentiator therefore providing them with a competitive advantage in pitching for [redacted] affinity 
programme business. REDACTED
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1.9 Our Objectives 

• Produce high-quality deliverables for the client in support of their objectives 

• Deliver the project on time and on budget 
 

• Enjoy working on the project 
 

• Be awarded additional projects by the client 
 

1.10 Solution 

To achieve this, [redacted] are providing (within the scope of this project) all services required for 
Experience Design of the demo. The project will be run on a limited basis, however. It is not a full 
experience design strategy and design process; but a cut-down version of this delivered over a 
relatively aggressive timeline. We will produce an animation of the screen flow also as a separate 
deliverable. 

1.11 Project Overview 

This brief document relates only to the [redacted] experience design – targeted to a single device 
type at this time. There are three broad phases of the project: 

• Setup 

Key Activities – gather and review all existing materials, gather information and assets, 
plan, and book workshops, etc. Attend ‘Advisors’ research briefing session 

• Research and Strategy 

Key Activities – Conduct secondary research. Develop actionable insights, 
recommendations. Summarize key points and present to client in short debrief session. 
Think of this as developing strategy for a pitch e.g. 

• Experience Design 

Key Activities – design of end-end application flow, screen designs, output clickable 
prototype for deployment on a single device type. A single happy path user flow only with 
limited screens. Should work offline ideally. 

The overall timescale for this work is six weeks plus week 0. It is to be a lightweight rapid 
facilitated process with high levels of client engagement. 

• Total number of [redacted] people involved - around eight at maximum 

• Project timescales – [redacted] 

• Location – [redacted] with some meetings as needed at client office in Central London 

REDACTED
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1.12 Project HLP 
 

Week Phase Dates Team 
0 Setup (includes research 

download from ‘Advisors’ 
on 28 July) 

25 July – 29 July DL/CS/PM, strategy lead 

1 -2 Experience Strategy 01 – 12 August DL/CS/PM, strategy lead, 
UX Lead coming in week 2 
once strategy starts to 
consolidate 

3 – 4 Design Sprint 1 15 – 26 August DL/CS/PM, UX lead, 
interaction designer/UX, 
designer, Tech 

5 – 6 Design Sprint 2 30 August – 09 Sept DL/CS/PM, UX lead, 
interaction designer/UX, 
designer, Tech 

  
 

Completion and Client Handover – 09 September 
  
  

Per standard project running we can discuss any changes as we go through, and needs arise / 
budgets allow. 

REDACTED
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     0 1 2 3 4 5 6 
Note: Hours do not factor in non billable days for T&M projects.  Bill rates do not 

include future increases. 
   25-Jul 1-Aug 8-Aug 15-Aug 22-Aug 29-Aug 5-Sep 
   3.5% 18.3% 36.3% 52.2% 68.1% 84.1% 100.0% 

      84   38   53   116   116   116   116  

                   
Title Role Commit%   Hours             

                        
                        
                        
 Senior Manager Marketing Strategy & 
Analysis  

 Lead Experience Research - UX 
Strategy  100% 

  
  40 40         

 Senior Associate Marketing Strategy & 
Analysis  

 Analyst Experience Research - UX 
Assessment  100% 

  
  40 40         

 Senior Associate Marketing Strategy & 
Analysis  

 Analyst Experience Research - UX 
Assessment  20% 

  
8             

 Senior Experience Designer L2   Information Architect  100%         40 40 40 40 
 Senior Experience Designer L2   Information Architect  50%       20         
 Senior Experience Designer L2   Information Architect  20%   8 8           
 Senior Designer L2   Senior Designer  100%         40 40 40 40 
 Associate Creative Director Experience 
Design  

 Associate Creative Director - 
Experience Design  10% 

  
  4 4         

 Associate Creative Director Experience 
Design  

 Associate Creative Director - 
Experience Design  20% 

  
      8 8 8 8 

 Associate Creative Director   Associate Creative Director - Design  5%         2 2 2 2 
 Senior Manager Program Management   Service Delivery Lead  20%   8 8           
 Senior Manager Program Management   Service Delivery Lead  40%       16 16 16 16 16 
                        
                        
 Senior Manager Interactive Development   Track Lead Interactive 

Development  5%       2 2 2 2 2 

 

REDACTED
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1.13 Deliverables 
There are two deliverables associated with this work: 

• Clickable experience demo for deployment on a single device (not a native app though; 

built in a prototyping tool) This is to be a low-fidelity prototype with a mid-fidelity level of 

design applied 

• Short animation of the screen designs following the application flow (no SFX/VFX, V/O, 

supers, etc.) 

Other assets (such as research summaries etc.) may possibly be supplied to the client ad-hoc but 

are not considered deliverables as such 

  

REDACTED
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1.14 How do we measure success? / What does success look like? 
Client –  

• They get a good quality demo they can easily use in pitch meetings 

[redacted]Nitro –  

• We hit quality, time, cost objectives for the project  

• As far as is reasonable we have met, if not exceeded, the client objectives for this work 

• We have good working relationships throughout the project and with the client team  

 

1.15 Project Management  

1.16 Background – Triple Constraint 
Projects are a constant balancing act between three interlinked things. One is fixed and it’s 

usually Cost (i.e., budget) 

 

 

 

 

 

 

 

 

 

Pick any two"[edit] 

You are given the options of Fast, Good, and Cheap, and told to pick any two. Here Fast refers to the time required to 

deliver the product, Good is the quality of the final product, and Cheap refers to the total cost of designing and building 

the product. This triangle reflects the fact that the three properties of a project are interrelated, and it is not possible to 

optimize all three – one will always suffer. In other words, you have three options: 

• Design something quickly and to a high standard, but then it will not be cheap. 

• Design something quickly and cheaply, but it will not be of high quality. 

• Design something with high quality and cheaply, but it will take a relatively longer time. 

REDACTED



 Project overview 

 
  INTERNAL USE ONLY - CONFIDENTIAL  
     
   

  Page 10 of 16 
 

 

1.17 Approach 
• Lightweight facilitation and enablement 

• Move quickly and efficiently 

• Self-organising teams – do not expect everything to have been thought of. Don’t assume 

anything – if you need something please ask or flag 

• No project micro-management whilst things are going well – just get on with it; you know 

the plan, objectives, and budget; we’re all experienced people 

• Will want to know progress to ensure things are going well. Will generally assume things 

are going well and to plan unless otherwise advised 

• Timecards on time no exceptions. Financial tracking is based off these and on such a 

short project it needs to be up to date. This is important – it may result in being able to go 

out for dinner at project end. This is key! 

• If things block flag them straight away 

• Daily short stand-ups – progress, blockers 

REDACTED
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1.18 Time and Expense Policy 
• All time worked should be billed accurately  

• All overtime (time above that allocated to a role) must be approved in advance 

• Please submit timecards on time, and any revisions needed in a timely manner. 

• The project is based on a standard 40-hour week 

• People who are not assigned will not have time approved. Any additional people needed 

will require project management agreement in advance. Even if it’s 30 minutes of time. 

• Please notify absences/holidays to immediate team and Project Management  

Expense budgets are limited. Expenses cover items that would not normally be incurred during 
business. This, therefore, as a rule, specifically excludes: 

• Day-to-day meals (e.g., lunch) 

• Incidental drinks 

Expenses covered include 

• Travel to client site, from the office, in accordance with policy. Usually this will be 

arranged in any case 

Any other expenses require prior project management approval, or they may not be paid 

   

1.19 Useful Information 
• Project name - [redacted] [redacted] co-brand  

• PID – [redacted]. Prior allocation required to charge time. 

• Client Site address: 

Central London – details available as required 

 

 

REDACTED
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2 Stakeholders and Team 

2.1 Stakeholders and team 
 

Name Description Project Role 
   

  •  

  •  

  •  

  •  

  •  

  •  

  •  

  •  

  •  

 

REDACTED
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2.2  Current Project Team Allocations and Plan 
 

 

 

 Assignment Id Domain Alloc Start Alloc End % Assignment Staffing Information  Role Career_Stage 

        

        

        

        

        

        

        

        

        

        

        

        REDACTED
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3 Appendix 1 – [redacted] Business Strategy 
Background 

 

3.1 Overview 
 
 

[redacted] internal consultants ([redacted] advisors) have been exploring the commercial model, 
including: 
  

• How the model can be funded between [redacted] and [redacted] Partners 
• The customer earn rate (i.e earn 1 point for everyone £1 spent on a flight)  
• Additional merchant funded loyalty programmes that can support the model  
• Assessing interest levels for a credit, debit, or prepaid card option V’s a credit card only 

option, which is the model currently provided by key players like Amex 

Beyond the core financial model, they’ve been investigating:  
 

• Redemption considerations - can it be integrated into ‘[redacted] Pay with rewards’ 
• Integration with digital wallet and other [REDACTED] digital innovations  
• Ability to integrate 3rd party assets into the product i.e., mobile boarding pass app  
• Additional [REDACTED] assets of benefit to the [redacted] and customers  

Research conducted to date: 
  

• Testing different financial models and desire for added benefits with customers (see separate 
file) 

• Assessment of existing [redacted] credit card benefits (see separate file)  

The outputs of the [redacted] advisors research will be available on 28th July 2016.  
 
 
 

REDACTED
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The below diagram captures how [redacted] aim to change the current [redacted] credit card model 

 

3.2 Target Audience  
 

The prototype needs to be developed for the end users, frequent [redacted] flyers. Those who already 
subscribe to an [redacted] credit card and those who currently do not but would reap the benefits it 
brings. The strategy phase will further enhance our knowledge of our target audience.   
The primary [redacted] Audience is [redacted].  

 

3.3 Considerations  
 

Branding – as [redacted] is the primary audience, [REDACTED] would like us to explore how we can 
make the app look like it’s for the [redacted] customer. We do not have the rights to use BB brand 
assets as this stage, but we should allow for a logo space within the design so that we could 
potentially drop in a BB logo at a later date.  
Customer journey – [REDACTED] would like us to explore the overall customer journey and how 
this product fits into it and adds value, so for instance is it integration into the [redacted] Journey or 
AB journey.  

[REDACTED] referenced to the XX example, this shows how the product integrates into the 
customers’ life.  

 

3.4 Background Reading  
 

{redacted links] 
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