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The Connected Intelligence 
platform is a suite of customer 
engagement tools powered by Red 
Planet. The tools use Red Planet 
data to allow the user to deep dive 
into the behaviors and drivers of a 
selected audience so the client can 
better tailor their engagement 
strategy to suit them.

Connected Intelligence will enable 
organizations to gain audience 
insights – based on Qantas Loyalty 
data about demographics, 
psychographics and consumer 
intent. Among other things, this 
information enables the 
preparation of marketing strategies 
and campaign plans. Customers 
will ultimately be able to connect 
with their audiences across a 
variety of non-digital and digital 
channels.
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TARGET
AUDIENCE

Product 
Designers

Marketers

Strategists

The platform was designed 
to be used by product 
designers, marketers and 
strategists from agencies and 
other marketing houses to 
define a target audience, 
and view insights about 
that audience.
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Red Planet 
business sponsor

Product owner Commercial 
team

Media team Marketing 
managers

Data owners
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CHALLENGES

A brand new team needed to be 
recruited and upskilled, which took 
time. This team then faced a 
number of challenges.  Multiple 
teams within Qantas Loyalty were 
responsible for delivering some 
underlying technical capabilities, 
which meant it took a long time to 
architect the overall technical 
solution, making it harder to finalize 
the UX design. 

Usability testing and other user and 
customer research had to be 
organized via commercial 
managers since they owned the 
relationship with the clients. 

A complex data ecosystem with 
multiple data sources, tight 
timeframes with ongoing changes 
in scope, multiple owners of the 
technical solution (with different 
opinions about what to do) 
introduced further challenges.
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REQUIREMENTS

Improving technical agility was a 
key factor in the decision to fund the 
development of Connected 
Intelligence. The legacy Tableau-
based platform had been heavily 
customized, making it very difficult 
to update. One simple change took 
a long time to go through – making 
it hard to respond to client’s needs. 
The way the data engine had been 
built was overly complex. When 
Qantas Loyalty tried to make further 
changes the legacy system just 
ground to a halt. 

We had to shift to a different 
technical solution if we wanted to 
scale. We needed a solution that 
was scalable and easy to iterate -
since it's a new product and we 
were continuing to add new 
features. We also wanted to make it 
easier for our clients to understand 
and use the customer insights - the 
way the UI was designed previously 
gave a lot of information but it was 
difficult for our users to interpret it 
and figure out how to act on the 
insights gained.
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THE SOLUTION

The new product was intended to 
be a one stop shop to meet all of 
the client’s customer engagement 
and digital marketing needs. They 
need be able to choose the 
audience they want to target, then 
decide on how to target them 
based on their purchase drivers, 
attitudes, values and behaviors –
and through which marketing 
channels. 

At the moment, some parts of the 
platform are just a frontend solution 
where the request goes to the
media team. Later, the plan is to 
connect these user interfaces to a 
media buying platform. This will 
execute the marketing plan 
formulated by the client based on 
the insights supplied about the 
target audience, how and where to 
target them for best effect.
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STRATEGY CONCEPT BUILD



• Conducted customer research to validate the 
concept with marketing and commercial managers.

• Built prototypes which were tested with internal 
marketing team.

• Design Systems

DESIGN THINKING 
APPLIED
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DESIGN
PRINCIPALS -
SIMPLE

The UI needed to 'get out of the 
way', because the analytics filters 
and the reports were going to be 
complicated enough as it was (both 
perceptually and cognitively).
The simplicity principle was 
achieved by:

• Using different shapes, styles 
and colors of icons in the 
navigation to what were used in 
the report

• Pushing navigation to either side 
of the screen unless active, 
instead of using a top nav, so 
that the reports could occupy 
the center of the screen

• Limiting the use (and intensity) of 
color in the UI. 

We also collapsed areas of the UI in 
the main area of the screen down 
into tabs and accordion, and 
summarized the selected filters 
with chips.
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DESIGN
PRINCIPALS -
VISUAL

Within the UI, things were 
represented visually where possible. 
For selecting audiences this 
included illustrated cards to explain 
the options, venn diagrams, & icons 
for target audience attributes. The 
reports were also highly visual, and 
summarized – while enabling users 
to drill-down into areas of interest.

This use of visual representation 
enable users to process the 
information faster than they would 
do with text alone. It also enables 
them to offload from their working 
memory onto their visual perceptual 
system. This frees up cognitive 
resources, enabling them to think 
more about which filters to choose, 
and what the reports produced by 
the tool actually mean.
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These visual features worked very 
well and received positive 
feedback when usability testing 
using a clickable prototype. An 
early dev-prototype version of the 
tool was also tested, which didn’t 
align with the UX and visual design. 
By comparison participants found 
it overwhelming. They found it 
harder to select an audience.

Without the visual design, most 
participants were not able to 
derive insights from most sections 
of the report, when questioned 
about what they thought each 
section was telling them.

DESIGN
PRINCIPALS -
VISUAL
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Another principle was 'easy on the 
eye'. This principle was selected 
because – unlike a marketing 
website, this was to be a tool (like 
Excel) that people might need to 
be looking at for hours. 

This principle was met by using 
lower saturation, analogous colors 
– and restricting the use of bright 
contrasting color. This reduces eye 
strain, because the lens does not 
have to change shape constantly 
to focus the different wavelengths 
(colors) of light on the retina. 

DESIGN
PRINCIPALS -
EASY ON THE EYE

03



Usability testing enables you to 
identify and improve less intuitive 
and user-friendly areas of a UI. 
However, intuitively knowing how 
to use something, and being able 
to use it with ease, does not 
necessarily make it useful. To have 
a shot at meeting our sales 
targets, we needed a product 
that was both usable and useful.

Prospective customer segments 
were defined, and interviews were 
conducted to establish whether or 
not there was a need for a 
product like Connected 
Intelligence in the market. A latent 
need was confirmed. Funding was 
approved to hire the rest of the 
team, which included UX / UI 
designers. 

Once the design team was 
onboard, we interviewed 
representative users – mapping 
how they performed the key 
activities that they’d ultimately 
use the product for.

DESIGN
PRINCIPALS -
USABLE & USEFUL
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We identified what their current pain 
points were, how best to represent 
information for maximum insight, 
and what the key opportunities for 
improving the user experience and 
utility of the product were. 

Having identified optimal workflows 
and information representation –
we aligned the flow of interaction 
and the visual and UI design of our 
first design iteration. Three rounds 
of usability testing were then 
conducted, using realistic scenarios 
identified during the interview phase. 

We optimized the design after each 
round of user testing. Specific 
features were introduced to help 
meet customers’ needs, overcome 
current pain points, improve 
efficiency, and make the information 
presented by the tool easier to 
interpret. This approach enabled 
us to design a product that our 
users indicated was both usable 
and useful. 

DESIGN
PRINCIPALS -
USABLE & USEFUL
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