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Objective 
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Business Intent

Drive Customer Engagement and Increase NPS, 

by Building Trust & Loyalty 

while Creating Awareness of the benefits and functionalities

1. Provide users transparent, easy and clear descriptions 

2. Reduce friction: easy experience, easy-to-understand options, clear expectations

3. Create awareness & Drive usage of available solutions and features

4. Brand equity and Conversion to services

5. Relevant content in the right moment



Specific Goals for Email
Objectives

Email Guidelines

Click Through Rate
Current
• Transactional CTR:  5.5% - 8% 
• Promotional CTR: 1.6% - 1.7%
Average market: ~ 2.7% 

Unsubscribe Rate
Not enough data to share right now
Goal: <0.2%

Print Plans Conversion
Current: 0.68%
Goal: ~1%

• Redesign of current HP Print email design
– Coexist with pan-HP experience and communications

– Responsive design 

– Dark mode 

• Design guidelines to be applied to all HP Print emails 

– HTML files for email system 

– Written design guide 

KPIs



Context
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UCDE Customer Engagement journeys
Day 7 Day 30 Day 75 Day 90Instant Ink 

Promotional

Instant Ink 
Transactional

Mobile Fax 
Promotional

Day +0 Day +X XX/30 Day YY YY/30

Day 7 Day 30 Day 75 Day 90

Solutions 
discovery

Day 7 Day 15 Day 45 Day 75 Day 90

Loyalty & 
Retention

Day 1 Day 7 Day 45 Day 60 Day 75 Day 90

Global CRM 
Journey

Day 1 Day 3 Day 7 Day 15 XX/30 Day 45 Day 60 Day XX Day YY Day 90 Dec 1st

Welcome 
email

Since 
enrollment

Discover 
ecosystem

Discover 
ecosystem

Discover 
ecosystem

Ecosystem  
Surveys

Day 30 Day 90Day 3

Discover 
ecosystem

Dec 1st

Day +1

Since I. Ink 
enrollment

Supplies 
coming

Day 75



Unique customer engagement Journey & Framework

Day 1

Let us know about 
your experience

Day 3

Welcome to 
the UCDE!

Day 7

Get inspired by 
<solution related>

Day 15 XX/30

Your monthly 
summary is 
available!

Perks of a 
completed 
customer profile

Day 45 Day 60

Did you 
know…

Day XX

Low ink 
notification

Try Instant Ink for free, 
no commitments!

Day YY

Your premium 
solutions are 
disabled

How are we doing?

Day 90 Dec 1st

This year in review: 
redeem your rewards!

First 10 pages 
printed: +10 pts!

Security check 
passed 
successfully

Customer profile 
completed: +50 
pts!

Zoey has already 
joined!

There was an 
error sending the 
fax: try again

Discover the 
Digital Ecosystem

Eco-insights 
report available

Let us know how 
we can help you

Centralized CRM
Communications 

preferences 
management

Customer profile 
portal

Customer Profile 
Data Base

Loyalty program Learning section
Connections 
with Support

Dependencies for consistency, proper orchestration and personalized communications



Yeti Flexible email communications

Welcome to 
the UCDE, Mia!

• Yeti Flexible
• Personal usage
• Love travelling

Discover the 
ecosystem

Welcome to the 
UCDE, Zoey!

Welcome to the 
UCDE, James!

Benefits of OHP 
and Instant Ink

Complete your 
customer profile to 
take full advantage!

Complete customer 
profile

Discover educational 
content with real stories

If non-OHP, 
3m reminder

Discover Smart 
Tasks

1st week survey 
(OOBE + discovery)

Smart Tasks survey

If non-OHP, 
3m reminder

After 1st

smart task

ST Real stories 
inspiration

If low Smart 
Tasks usage

Print Anywhere real 
stories / inspiration

Print the Holidays 
campaign

Print the Holidays 
campaign

Print the Holidays 
campaign

Print Anywhere real 
stories / inspiration

Print Anywhere real 
stories / inspiration

Get inspired by 
Sprocket

USER

OWNER

• Mia’s sister
• In college
• Social media

USER

• Mia’s husband
• Entrepreneur
• Productivity

Perks: Remember 
to enjoy your free 
3m of II!



Brands
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– Master brand

– as a Product

Brands

– HP+ Printer and/or HP+ Customer

– Some HP Smart customers are HP+

HP Smart

– New Instant Ink 

– Some HP+ customers are 
enrolled to Print Plans



HP CONFIDENTIAL12



Web Portal and App experiences



HP Smart app Experiences

Non HP+ and HP+ Members

HP Smart HP Smartusing



Web version experiences

HP Smart web portal



HP Smart app screens

Enable



Benefits Screens
Modules used

HERO

• Provides flow 
continuity

1

CONFIRMATION

• Re-assures customer 
about benefit 
redemption

2

CTA 

• Connects with 
additional value

• Anticipates next 
benefit redemption

3

HERO

• Bridge with previous 
impacts

1

Warranty Confirmation Print plans VP

REQUIREMENTS & 
BENEFITS

• Clear explanation of 
the requirements 
needed

• Benefits and 
mechanics of the trial

2

CTA

• Clear options 
available to the user 
to feel in control

3



Benefits Screens (cont’d)
Modules used

HERO

• Communication of 
additional benefits

4

VP screen Requirements screen

BENEFITS

• Clear explanation of 
the benefits of 
sharing an account

5

CTA

• Further explanation 
to drive account 
sharing

6

HERO

• Provides flow 
continuity

1

CONFIRMATION

• Re-assures customer 
about benefit 
redemption

2

CTA

• Anticipates what’s next 

3



Benefits Page
Web landing pages



Iconography



Current Experience
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Current email experience

Day 0 | Welcome Tango1 Day 8 | Voice-activated2 Day 2, 32, 90… | InstantInk promo3 Day X+0 | Welcome Mobile Fax4



Current email experience (cont’ed)

Day Y+0 | Welcome InstantInk5 Day XX | Fax failed6 Day Y+(?) | InstantInk retention7 Day Z | InstantInk plan updated8



Required Modules
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Modular email proposal
Hello user!

HP Rewards
ECO insights

Common element 
in all emails

Common UCDE Footnote

Service Module (e.g. Instant Ink)
Amount of pages used, money saved, 
value reminder. Fed by the service.

Learnings section
Based on usage, provide tips to 
take more advantage of the 
services and solutions, real 
stories. Could be promotional if 
agreed upon.

Billing summary
Billing details from the service, remaining 
pages or extra charges detailed.



Across-platforms communications types

Topic Administrative Transactional / Utility Feature Awareness Promotional Customer feedback

Definition Informative messages related 
to administrative and functional 
aspects of the ecosystem, 
printer and related services.

Messages with a call to action at 
that moment and errors from 
the app, printer or service.

To raise awareness of features 
and learning material, new 
solutions and services, access to 
learning content. 
Always available in web learning 
section.

Offers and promotions, trials, 
only to users who consent to 
receive promotional messages.
Requires consent.

Messages that queries the user 
for input on their experience 
with ecosystem or one of its 
features. 

Example • Credit card has been 
updated

• RTP communications
• Billing (notices of bill)
• Confirmation of account 

updates

• Credit card expired
• Fax error
• Out of paper
• Connectivity error
• Paper jam

• Discover Smart Tasks
• Real stories of how-to-use
• Learn about
• Referral (TBC)

• Promo codes (Photomyne)
• Sales/special offers on paid 

services
• Trials

• Set-up survey
• Survey after 5th fax sent
• Intercept survey after an 

specific action

Trigger Monthly cadence, usage, 
expiration, updates.
Both data and event-driven.

Based on printer and service 
information. 
Mostly event-driven.

Usage, monthly cadence, 
preferences, interests.
Mostly data-driven.

Usage, enrolled services, HP 
promotions, seasonal, 3rd party 
offers.
Mostly data-driven.

Based on printer, services and 
solutions  information. Timeline, 
account or printer age, behavior 
and actions.
Mostly data-driven, some 
event-driven.

Variants based 
on profile

Vary based on printer, services 
associated and printer 
model/plan

Based status of the printer, 
services and solutions.
Home vs Business.

Service and solutions available 
may vary depending on printer 
plan. Home vs Business.

Service and solutions available 
may vary depending on printer 
plan. Home vs Business.

Owner vs User

Category 1 | Administrative Category 2 | Promotional



Current Modules 
• Pre-header 

• Header
– Header module image 

– Header module text

– Header logo only  

• Copy module  

• Full width image 

• CTA button 

• Image
– Image on the left module 

– Image on the right module 

• Icon
– Icon module 

– Icon module (can be an image as well) 

• Savings module  

• Two column module 

• Three column module  

• Social media bar  

• Bottom navigation 

• Legal footer 



Informative messages related to 
administrative and functional aspects of 
the ecosystem, printer, and related 
services. No call to action.

HP Smart: Administrative 

Pre-header

Header module text

Copy module 

Bottom navigation

Legal footer



Messages related to a call to action 
or errors from the HP Smart app, 
account, printer, or service.

HP Smart: Transactional/Utility  

Pre-header

Header module text

Image on the right module, 
CTA turned on  

Bottom navigation

Legal footer

Email ID



To raise awareness of 
features 
(solutions/services) and 
access to learning 
material, 
Always available in web 
learning section.

HP Smart: Feature Awareness

Pre-header Pre-header

Header module 
image 

Header module 
image 

Image on the 
left module 

Image on the 
right module 

Copy module 

Image on the 
left module 

Bottom navigation Legal footer

Bottom 
navigation

Icon module 

Icon module 

Icon module 

Icon module 



HP Smart: Feature Awareness

Header module text 

Header module image 

Legal footer

Bottom navigation

Copy module 

CTA module 

Three column module 

Three column module 

Pre-header

Header module image 

Copy module 

Two column module,
CTA turned on  

Two column module,
CTA turned on  

Bottom navigation

Full width image module



Offers and 
promotions, trials, 
only to users who 
consent to receive 
promotional 
messages.

HP Smart: Promotional
Pre-header

Full width image module

Image on the left module, 
CTA turned off  

Image on the right module, 
CTA turned off  

Header module text

Full width image module

Copy module
CTA button module

Full width image module
CTA button module
Bottom navigation module



Query the user for input on their 
experience with the HP ecosystem or 
one of its features/services. 

HP Smart: User Feedback 

Pre-header

Header module text

Image on the right module 

Bottom navigation

Legal footer

Email ID



Informative messages 
related to administrative 
and functional aspects of 
the ecosystem, printer, 
and related services. No 
call to action

Instant Ink: Administrative 



Messages related to a call to action or errors from the HP 
Smart app, account, printer, or service.

Instant Ink: Transactional/Utility  



Instant Ink: Transactional/Utility/Administrative modules required   
Support module Savings module

Perks module



Instant Ink: Transactional/Utility/Administrative modules required   
Sustainability savings  module Billing table  module



To raise awareness of features 
(solutions/services) and access to 
learning material.

HP Smart: Feature Awareness

Header module text 

Legal footer

Bottom navigation

Copy module 

Image left module, 
CTA on 

Icon module 

Copy module 

Pre-header



• Query the user for input on their experience with the HP 
ecosystem or one of its features/services. 

Instant Ink: User feedback 



Offers and promotions, trials, only to 
users who consent to receive 
promotional messages.

HP Smart: Promotional
Header module text 

Legal footer

Bottom navigation

Copy module 

Savings module, 
two column

Full width image module 

Copy module 

Social  navigation
CTA module

Pre-header



Modular Email Layouts specs
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Global Experience Design (GxD)

Administrative

42

Administrative

Definition Informative messages related to 
administrative and functional aspects of the 
ecosystem, printer, and related services. 
No call to action

Example • Credit card was updated
• RTP communications
• Billing (notices of bill)
• Confirmation of account updates

Hello user!

Section 1        

Section 2

Section 3

Common Footer

Email body, Section 1
• Friendly welcome 
• Dynamically address user by name
• Clearly state the reason for the email up-front. 
• Be as specific as possible

Header        

Email Header
• HP logo
• Specific header: feature or topic
• Potentially an icon associated with the 

Administrative message

Email body, Section 2 (optional)
• At-a-glance summary of service/function being 

addressed in email

• Examples:
• For notice of bill, show monthly stats (pages, charge, 

unused, etc.)
• For updated credit card, show summary of what service 

they are paying for (plan, etc.)

Email body, Section 3
• Additional resources or links

Destinations:
• Content on HPSmart.com
• HP Support 
• UCDE Dashboard area
• HP Smart app

Footnotes

Subject line
• Clear description
• Informative
• Include a key word associated with the email

Examples:
• Confirmation: Updated payment method
• Summary of Charges: Your bill is ready
• We’re working on the issue

Common Footer
• Static links, not related to topic of email
• Consistent in appearance for all emails

Examples:
• HP Privacy
• Sign In to HP Account
• HP Support

Footnotes



Global Experience Design (GxD)

Transactional/Utility
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Transactional / Utility

Definition Messages related to a call to action or errors 
from the HP Smart app, account, printer, or 
service.

Example • Fax error
• Out of paper
• Connectivity error
• Paper jam
• Credit card expired
• RTP communications (Yeti)

Hello user!

Section 1     

Section 2

Common UCDE Footer

Email body, Section 1
• Friendly welcome 
• Personalized: address user by name
• Clearly state the reason for the email up-front
• Be as specific as possible. Include Call to action 

(text)
• Specifically for errors, explain the problem in 

user-friendly terms
• Proper framing of error codes in user facing text
• Include any information that a user might be 

asked to convey to a support agent if they 
escalate a problem

Header

Email body, Section 2 
Focus on the solution
• Provide at least one resolution to the 

problem
• Provide where to find help or additional 

resources, if needed
• “Button”

Section 3

Footnotes

Common Footer
See slide 3

Footnotes

Email body, Section 3
• Close with well wishes and confirmation of customer 

value to HP

Email Header
• HP logo
• Specific header: feature or topic
• Potentially an icon associated with Transactional 

messages

Subject line
• Error description

• Specific to dynamic data of error (specific fax 
name, etc.)

• Call to action

Examples:
• Fax Unsuccessful
• Connection Error: You need to reconnect



Global Experience Design (GxD)

Feature Awareness

44

Feature Awareness

Definition To raise awareness of features 
(solutions/services) and access to learning 
material, 
Always available in web learning section.

Example • Discover Smart Tasks
• Real stories of how-to-use
• Learn about
• Referral (TBC)

Hello user!

Section 1

Section 2

Section 4

Common UCDE Footer

Header        

Section 3

Footnotes

Email Header
• HP logo
• Specific header: feature or topic
• Potentially an icon associated with Feature 

Awareness

Email body, Section 1
• Friendly welcome
• Lifestyle photo, appropriate for the subject  
• Dynamically address user by name
• Clearly state the feature and provide a user value-

prop for why they should care about that feature

Email body, Section 2 
• Explain features of service/function
• Use language that clearly advocates the user-value 

of a feature, explains how to use it, or summarizes 
content

• Secondary value-props
• Should not be a marketing tagline without user-

value or explanation 

Email body, Section 3
• Call to action (button or link)

• Sign In, explore, Learn more, Enable, 
etc.

Email body, Section 4
• Additional resources or links

Examples:
• Content on HPSmart.com
• HP Support 
• UCDE Dashboard area
• HP Smart app

Common Footer
See slide 3

Footnotes

Subject line
• Clear description of feature
• Include a key word associated with the email

Examples:
• Print from anywhere, anytime
• Create a SmartTask to automate chores



Global Experience Design (GxD)

Customer Feedback
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Customer Feedback

Definition Query the user for input on their 
experience with the HP ecosystem or one 
of its features/services. 

Example • Set-up survey
• Survey after 5th fax sent
• Intercept survey after an specific action

Hello user!

Section 1

Section 2

Common UCDE Footer

Header        

Footnotes

Email Header
• HP logo
• Specific header: feature or topic
• Potentially an icon associated with Customer 

Feedback

Email body, Section 1
• Friendly welcome 
• Lifestyle photo, appropriate for the subject 

(optional)
• Dynamically address user by name
• Express appreciation of customer
• Clearly state we are seeking feedback, and if 

possible, state the specific feature to be surveyed 
on

• Any incentives, if applicable

Email body, Section 2 
• Time estimate for survey
• What the survey will ask about 

• Personal use, general impressions, 
experience with a feature, etc. 

• Call to action (button/link)

Common Footer
See slide 3

Footnotes

Email body, Section 3
• Close with thanks, well wishes, and confirmation of 

customer value to HP
Section 3

Subject line
• State that we are seeking feedback
• Any call to action should be noted as voluntary (not as 

direct as when there is an error/action)

Examples:
• We want your feedback!
• Help us improve



Global Experience Design (GxD)

Promotional
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Promotional

Definition Offers and promotions, trials, only to 
users who consent to receive promotional 
messages.
Requires consent.

Example • Promo codes (Phototyme)
• Sales/special offers on paid services
• Trials

Hello user!

Section 1        

Section 2

Section 3

Common UCDE Footer

Header

Footnotes

Email Header
• HP logo
• Specific header: feature or topic
• Potentially an icon associated with Promotions

Email body, Section 1
• Friendly welcome 
• Lifestyle photo, appropriate for the subject 
• Dynamically address user by name
• Clearly state the promotion or trial

• Including: dates, percentage, or other need to 
know  information to qualify

Email body, Section 2 
• At-a-glance summary of service/function being 

addressed in email
• What they will get during the trial/promotion
• Less instructional than a Feature Awareness, more 

value prop and marketing to promote a 
service/feature

Email body, Section 3
• Additional resources or links

Examples:
• Content on HPSmart.com
• HP Support 
• UCDE Dashboard area
• HP Smart app

Common Footer
See slide 3

Footnotes

Subject line
• Include value-prop percentage, offer, etc. in subject line 

to entice users
• Timeline, expediency
• Specific to content 

Examples:
• Act now and save 50%!
• Try Print Plans for FREE and save on ink



Benchmarking
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Engaging subject
Personal and warm

Personalized and 
attractive reminder
Personal and warm

Promote related items
Promotional section, 
but adding value

Seasonal offers
Provide quick 
access to sections

Animated banner
Seasonal animation for 
a dynamic experience

Account and 
Preferences
Direct access to 
manage

Value reminder
Quick reminder just 
after social media



Highlights:

• Mobile friendly – fixed width

• Good use of the graphics

• Well balanced aesthetic with white spaces

• Linear flow of content – there is no side by  
side blocks of image/content

• No hard line delimiters across the page for 
different sections – it all just flows down

• Use of video to showcase

• Tighter/narrow width with bigger font, larger 
kerning

“ This email is loooong  – has lots of info for a 
welcome email that the user can reference in the 

future  – we should not be afraid to do this.  
But I can scroll and scan easily because… there is 

lots of white space. “



Great sections for a 
Welcome email
• Warm and clear welcome
• Main functionalities
• Access to community 

(extra content)
• Resources
• Links to the main web pages



Intro adds context
Savings of all customers 
sharing the impact

Main topics: Your usage
Report with reasoning for the variations 
and a sustainability account summary, 
compared with your area

Closing: Awareness and Customer video
Provides details of a functionality 
available and also Nest sharing the video 
of the month from one of its customers.



Dynamic Intros
Usage of different fonts, font 
sizes and colors to get your 
attention to the main message



cont’d

Profile for Personalization
Following generic recommendation, 
suggest to share data and/or consent 
for better personalization

Account Summary and Main Resources
Summary of your status and points, 
easy access to the main resources like 
the app or benefits reminder



get real

Highlights

• Use of Bright colors, as a support of 
the HP Blue, radical contrasts

• Caring and Joyful tone

• More modern visuals

• Impactful fonts



Print, Play & Learn

Highlights

• Use of Bright colors, as a 
support of the HP Blue

• Caring and Joyful tone

• More modern visuals, playing 
with fonts

• Engaging!



Highlights

• Absolutely unique character

• Friendly  & Warm message

• As a customer, you feel the company 
cares about you

• Unexpected cuteness experience

• Brings a smile!

• Adds stories behind



Highlights

• Build a story behind, including the customer on it

• Joyful tone

• Unexpected cuteness experience

• Brings a smile!



Summary

• Visual engaging

• Usage of images
– Less text and more visuals

– Clear at a first sight

• Text line spacing
– Allow more white space

• Narrow width layout

• Account summary
– Status, points (future)

– Savings

– Sustainability

• Resources area
– More visual (icons) links 

• App, Smart Dashboard, Support

– Privacy and unsubscribe links at the 
bottom



Requirements
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Business Intent

Drive Customer Engagement and Increase NPS, 

by Building Trust & Loyalty 

while Creating Awareness of the benefits and functionalities

1. Provide users transparent, easy and clear descriptions 

2. Reduce friction: easy experience, easy-to-understand options, clear expectations

3. Create awareness & Drive usage of available solutions and features

4. Brand equity and Conversion to services

5. Relevant content in the right moment



Specific Goals for Email
Objectives

Email Guidelines

Click Through Rate
Current
• Transactional CTR:  5.5% - 8% 
• Promotional CTR: 1.6% - 1.7%
Average market: ~ 2.7% 

Unsubscribe Rate
Not enough data to share right now
Goal: <0.2%

Print Plans Conversion
Current: 0.68%
Goal: ~1%

• Redesign of current HP Print email design
– Coexist with pan-HP experience and communications

– Responsive design 

– Dark mode 

• Design guidelines to be applied to all HP Print emails 

– HTML files for email system 

– Written design guide 

KPIs



Q&A 



Brand Archetype
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Benefits:

• Build an emotional connection with the HP 
Brand/Print

• Convey meaning that resonates with the customer

• Archetype personality as the guidelines for 
engagement

• Cascade voice & tone throughout UX touchpoints, 
communication, engagement

Brand Archetypes

64

Source: https://iconicfox.com.au/brand-archetypes/

Archetypes are fully formed personalities with an 
outlook on life, an opinion on the world and firm beliefs 
that allow brands to connect as though they were 
human.



Creator
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Caregiver
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What does this look like for Customer Engagement?

67

• Expression through print activities
• Inspiration and innovation in Print projects
• Entrepreneurial creation, smart solutions
• Caring for the environment (eco message, recycle)
• Caring for the security of the family (monitoring)
• Caring for my employees (tools, reports, services)

• Shift from “hard” tech > “soft” experiences

• Affects messaging, style, UX design, CE, support



Engagement is business critical
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HP’s Brand Ingredients
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Engagement: how we communicate our promise to the customer

70



keep reinventing
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