
© 2017 IBM Corporation

Kim Bartkowski
IBM Distinguished Designer Candidate

Portfolio + Field Notes, August 2021



Kim Bartkowski  |  Portfolio & Field Notes

Hello. I'm Kim. I’m the first Chief Design Officer in APAC and a founding member of the IBM Garage Centre 
of Competency. There are a lot of first-of-a-kinds in my story. I joined the Garage team in 2019 and 
immediately started to create an operating model that is designed to deliver speed to value on outcomes 
and improve the rate of transformation and culture change. The Garage Operating Model is the global 
standard for all IBM Garages and I have designed a re-useable toolkit of assets, accelerators and 
performance management system to compliment the model and organizational design. When clients and 
IBMers struggle to understand the value design can have on their organization, my operating model and 
frameworks clearly demonstrate the impact. A unique measure of its success, the Garage Operating Model 
will be the dynamic delivery engine for IBM’s new Ventures program. As part of my role in the CoC, I teach 
these assets to any team working in IBM Garage or doing design across IBM globally.  

My work designing and implementing Intelligent Workflows while working in IBM Garage is market-leading. 
To do this I am combining a range of design practices through the application of Design Research, IBM 
Design Thinking, Lean Startup, Lean UX, Cognitive Design, and Agile methods. I’m also actively involved in 
external communities of design practice working with universities, industry bodies, foundations, 
networking groups, and not for profit projects to shape and advance the future of design through doing. 

My intention is to show both my impact on the design program at IBM and the impact I’m making on our 
clients and designer communities. My mission is to ensure the next generation of CXOs will value design 
because they will have come through my Garages, Venture Accelerators, iX Studios and classrooms. 

Cheers,  
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I am a catalyst for 
culture change and 
developing talent. 

“Our team’s mission focuses on transformation and re-invention for enterprise clients. We 

re-invent businesses, by design. Kim’s drive for tangible results helps her methodically deal 

with constant change. Her deliberate and patient approach gives our clients and her 

teammates confidence in their abilities to handle change. She listens carefully to all options 

before reaching a conclusion on her vision.  

 

Once this has been achieved, Kim has the ability to communicate her vision to others in an 

enthusiastic manner and this is her primary value to our clients. She likes challenges and 

will set goals for others to follow. Her optimism and charm are contagious, and she has 

become a natural leader for our organisation.”  

—Anthony Farah, VP IBM Garage + Ventures 

P A R T  O N E



I’m a connector. My career is a vocation, not a job, 
and I weave my point of view on design and its 
impact on the world into my work at IBM, my 
relationships in the global design community and 
am often called upon to coach a new generation of 
design enthusiasts. I provide our local design 
studios with a corporate platform to balance the 
value of design perception, I manage a team of 
designers across Asia-Pacific in IBM Garages, and I 
advocate for the adoption of sustainable design 
practices by demonstrating a desirable career path 
for newly graduated designers in the workforce.  
 
I have earned my place as a regarded design leader 
and am highly-awarded by my peers. I was the first 
design principal in APAC and the southern 
hemisphere. I reside in Sydney, Australia, yet 
because my design career has taken me to the US, 
India, Australia, New Zealand and China, I have the 
ability to bring the world of design to my teams 
through my personal network. 

I am evangelist for design. In my role as IBM Design Principal  
I have focused on elevating the quality and craft of design 
across IBM, client business and external design communities  
for the APAC markets. I have been successful at designing and 
implementing a toolbox of re-useable Garage and design 
artefacts, practices and methods that help cross-capability 
teams work coherently and cohesively, enterprise-wide. I have 
delivered insights and created new value for clients that inform 
their products and services, platform and future portfolio 
directions towards building a cognitive enterprise.  



S A L E S  &  S O L U T I O N S  
Through IBM Garage Engagement Strategy – Accelerate the sell, de-risk delivery 
Continued adoption of Garage operating model and ways of working into core Service offerings  
 
Facilitation and delivery of Initiative Pipeline Ceremony for account growth

 
Revenue uplift for Garage, 
Design, BTS and HCS deals 
 
Reduce cost to sell 

Reduce cost to deliver  
 
 
Increase employee engagement  
 
Garage Capability  

Increase awareness for 
IBM Design in APAC 

D E L I V E R Y  
Reduced bands over time as delivery continues 

 
Working with Design Leaders across APAC on enablement and capability uplift 
Self-service assets and artefact toolkits for global Garage design chapters providing 
hands-on technical experience in Design for AI and Intelligent Workflows

B R A N D  
Advocacy and executive sponsorship of APAC Garage Community & Culture 
Thought leadership in the IBM Design for AI Guild  
External publishing and speaking engagements 
Working with universities to build relationships with grads, continuing education for adults

Speed to Value

Rate of Change

Speed to Value

Rate of Change

Client #Days Running 2021 TCV Avg Band in 24 mo

Woodside 516 20M 8.5>7

AirNZ 211 10M 7.9>7

Rio 126 11M 8.4>7
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Three things my teams appreciate  
most about working with me: 

1. Empathy and people first which 
creates an excellent work dynamic. 

2. My presentation and storytelling  
skills help captivate and influence  
any audience. 

3. My commitment to design and the role 
it plays in every day work, how I bring 
that to our team.



My role  
in creating 
IBM Garage.
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I designed the IBM 
Garage Operating Model I built in Agile ceremonies to encourage  

teams to use Playbacks in their daily 
practice. I teach the 4 kinds of Playbacks  
as part of Garage enablement.  
 
• Kickoff Playback 
• Hills Playback 
• Playback Zero 
• Release Playbacks

I created one new Agile ceremony.  
I encourage my squads to discuss 
Risks, Assumptions, Impediments and 
Dependencies daily. This ceremony  
was specifically designed to help  
practitioners quantify the value the  
admin and tech debt is causing the squad.

The Governance of the Operating Model is captured in V.O.T.E. 
I worked with an external workflow company to digitize the 
process I use in Garage. The tool is available in the Garage 
Experience starter kit and is demo’ed in Garage Bootcamps.

This is how I ensure my Product Owners 
are able to deliver with Purpose, Autonomy  
and Mastery. Every quarter, the POs need to  
show the boards the value they achieved in 
the 4 purple chevrons. 

When the Board green lights a 
Product Owner’s mission, they 
provide her/him with the data 
in the blue chevrons.

The Interface Team are the “translators” 
of the Transformation program. They  
facilitate the Boards and Impediments   
Stand-up, provide consulting and advisory  
services to build the pipeline, and run  
capacity and enablement sessions to  
onboard new squads.

The Garage Board manages the  
pipeline of Initiatives and runs  
interference on Impediments 
as they are raised.

My Garage Bootcamps  
help IBM with capacity planning  
and talent enablement.

Squads are made up of cross-
functional practitioners from 
clients, Business Transformation 
Services, Hybrid Cloud Services.

Concept by Ant Farah. Design, 
implementation and iteration by me. 
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Product Owner

SME / Strategist

CX / UX

UX Research

UX Design

Cognitive / AI

Data

Dev

DevSec Ops

Quality Assurance

Scrum Master

Founding
Squad(s)

Cross-functional 
“T” Shaped talent

← Breadth of Knowledge →

←
 Deep Expertise →

Behavioural 
Characteristics

Growth Mindset

Resilience

IntensityCuriosity

Coachable

Empathetic

Straight Talking

Team Player

+ Tenacity

We achieve the best results for our clients when we bring xGBS capabilities together into one team. 
I designed the Founding Squad composition for Garage to combine capabilities across practices and 
growth platforms. I also look at the soft skills and behavior characteristics in the talent design.

Founding Squad 
Composition in 
IBM Garage



IBM Garage isn’t one 
discipline. It’s many 
disciplines coming together 
in one operating model. I 
developed Best Person for 
the Job, an assessment tool 
that provides a qualitative 
and quantitive evaluation  
of practitioners coming into 
Garage. The assessment 
also includes a live Hack 
presentation where 
candidates perform a 
design sprint or develop  
a piece of code to 
demonstrate their skills. 

Garage 
Leads 
9 

Value 
Orchestrators 
6 

Delivery  
Excellence 
2 

Product  
Owners 
8 

AI  
Engineers  
4 

Intelligent 
Workflow Engineers 
7 

Developer 
Engineers 
4 

UX 
Designers 
12 

Venture  
Leads 
1 

Best Person for the Job
Since 2019, I have personally recruited 50+ roles for Garages globally.
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Best Person for the Job  has 
influenced IBM recruitment, 
workforce management, and  
the FutureSkills+ talent program. 
My clients’ HR organisations  
have also adopted the tool to  
help with capacity planning. 
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IBM Garage Assets

I designed V.O.T.E., a Squad Insights tool 
that measures increasing velocity, business 
outcomes, reduction of tech and admin 
debt, and increasing employee capability 
and experience every sprint cycle. The 
dashboard is reviewed by Garage Boards, 
Product Owners, Chapter Leads and 
practitioners, and gives transparency into 
the daily operations of Garage delivery. 

I designed the APAC region’s Center of 
Competency’s organisation model to 
show how our CoC would support our in-
market Garage Leaders. The APAC model 
is now the global model for Garage. 

“We are the precipice of the next major 
step-change in the way IBM Garage is 
leveraged across all of GBS, and much of 
what we are about to do is thanks to you. 
The model that you have championed for 
some time now, of the founding squad 
across the Geo, underpinned by N+1 model 
in each Market has proven (repeatedly) that 
it yields game-changing returns.”  — Debbie 
Vavangas, IBM Garage Global Offering 
Lead

Garage creates enterprise-wide 
transformation. I deigned a new 
workshop toolkit for c-Suite executives 
to help them build a new mindset and 
culture shift towards a Cognitive 
Enterprise. The workshop activities I 
designed give IBM Garage squads insight 
into the gaps and overlaps in workflows, 
duplicate job role efforts across 
organisational silos, and I provide new 
tools, like Cognitive Capability Cards, to 
help re-design job roles when 
incorporating AI, automation and robotics 
in the value and supply chains.  

To ensure Garage scales, I needed to 
standardise the solutioning process. I 
built a Garage SOW and Solution guide, 
providing guidance to help solution 
managers understand the “what” and 
“why” of how a Garage deal forms. 
 
“A good SOW is one that can be used as  
a manual to conduct the engagement. 
Garage is contained enough to allow the 
development of such a SOW, which is  
very much the direction where you're  
taking this document.”  — Sleiman 
Saleeba, Risk Consultant

12
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https://www.ibm.com/garage/experience/squad-insights/home
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IBM Garage Experiences

At THINK 2019 in San Francisco, I 
launched IBM Garage as an offering for 
GBS. I worked with global leads in the US, 
Germany and Australia to align the Garage 
messaging, develop collateral and printed 
material for the booth, and hosted the 
booth to help with client discussions and 
customer interactions.

14

First-of-a-kind 



Kim Bartkowski  |  Portfolio & Field Notes15

I built the IBM Garage Design Chapter 
and Practitioner Playbooks 

I created this Cognitive Enterprise  
Design Blueprint. This is a unique  
artefact created I built specifically 
for IBM Garage engagements. I  
created it to prove out the design of  
our Intelligent Workflows and Cognitive  
Enterprise client strategies. See pages 
21-25 for more detail.

Service Design is a great way to bring brand experiences to life. Storytelling and building 
strong narratives is key to a successful career in service design. I have created a tool kit 
to help designers build engaging and participatory stories about the products and 
services they are creating. I teach teams how to bring their journey maps to life with 
acting, visuals, and theatre props. I’m often heard saying, “If it feels funny presenting it, 
it will feel funny in real life, too.”

I supply Garage squads with a 
template to track their experiments, 
supplying them with 15 common 
research techniques they can use for 
in-person and remote situations. 

My Garage teams use Mural 
to learn how to track the value they  
are defining. This hypothesis tracker  
maps validated and unvalidated user  
and business benefits. It gives Product  
Owners transparency of what the  
squad is learning in Co-Create and  
makes it clear where to focus efforts. 

My Garage Practitioner Playbooks are a catalogue of the best practices 
in Garages across IBM. My goal with the design playbook is to help 
every Garage communicate the value of design and outcomes 
consistently, so the Garage brand experience provides the same 
quality and maturity of practice to all clients. I’ve also built a Product 
Owner  Playbook, and contributed to the AI and Engineering 
Practitioner Playbooks. 

I worked with designers in Garages across the globe 
to source the best practices. This artefact is the Golden 
Thread from the Frito-lay Garage (Credit: Matt Gierhart). 

Making sure IBM Designers stand out  
in the market is important to me. Our  
focus on AI Design helps us do so. I 
contribute to our Design for AI practice 
and have include AI Design artefacts 
and frameworks in the playbook to 
expose external designers and  
clients to IBM’s point of view.



My role  
in IBM A/NZ’s design & 
culture transformation.
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From 2016-2019 I was the Executive Creative 
Director in A/NZ market and managed three 
studios: Sydney, Melbourne and Auckland. 
During that time I helped establish a vibrant 
studio culture and network, designed 2 new iX 
Studio spaces and introduced the A/NZ market 
to maker spaces and accelerator labs.   

I was known for building experiential 
walkthroughs with the products and services  
I was building for my clients. I trained my 
designers to use theatrical and cinematic 
techniques in their playbacks. I often invited 
clients and IBM partners to walk the walls of  
our studios to see the work ”in action.”

“She continues to have a significant impact on our client and 
employee engagements through her design leadership. An entire 
floor of our new office will be modelled based on how Kim and her 
teams work – co-creating, collaborating and walls that will come 
alive with the work they are doing.”  
— David La Rose, Managing Director IBM Australia and New Zealand 

IBM iX Studios 
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The Australian and New Zealand offices’ employee 
engagement metrics had been in decline year on year. 
The situation had gotten so bad, the leadership team 
decided it was time to seek outside help in the 
transformation. The results from the outside 
consulting firm showed that A/NZ had an organization 
that was competitive, ran like a dictatorship and had 
passive-aggressive relationships. On the positive 
side, the desired vision for the company was to be 
collaborative, transparent and creative in culture. It 
was the perfect opportunity to take the leadership 
through one of my design-led accelerators, this one 
for Westpac Migrant Banking, showing how cross-
capability teams from GBS and GTS can work in a 
collaborative environment aligned on a Purpose, Vision 
and Trust framework I created.  

I went to the top and got IBM A/NZ President, David La 
Rose, to come in for a showcase. “I didn’t know we did 
this!” he proclaimed. I proceeded to discuss the 
foundations of Product, Service and Experience Design 
with David. A one-hour meeting turned into a 3-hour 
workshop with David and his advisors on how we could 
scale the model for more IBM teams and bring it to our 
clients. David and I organized additional playbacks for 
the Financial Services and Government Sectors, and 
secured time on SVP of APAC, Harriet Green’s calendar 
for her to attend the next showcase and discuss 
scaling these experiences across APAC. 

I achieved two outcomes:  

I created an environment and employee experience that 
IBM teams are proud to be a part of. I amplified new 
ways of working in the eyes of leadership, led with a 
design thinking approach, and created frameworks and 
assets IBM practitioners can re-use for future 
engagements. 

I also proved my approach to design-led transformation 
work is repeatable across sectors. Today, I have client 
experiences I can share with global market teams to 
proactively build a pipeline of pursuits across Travel & 
Tourism, Financial Services, Energy, Education, 
Government, and Health sectors.

A/NZ Culture  
Transformation



Kim Bartkowski  |  Portfolio & Field Notes19

When the practice leader roles were first established in GBS, I took on the additional responsibility in my 
role as Executive Creative Director of iX. Practice Leaders are responsible for the community, talent skilling, 
and utilisation of a team of people with similar skillsets. To accelerate the adoption of leading design 
practices I established Guilds for my practitioners to deepen their skills in data-driven design and research, 
service design, and UI and front-end development.

Customer  
Engagement & Design  
Practice Leader
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“Your Design Chapter is the way you 
cultivate teams. You've done it in A/NZ 
and now you do it across APAC.”  
 
- Deborah Walker, Cognitive Process  
Re-engineering Service Line Lead
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From my time working in advertising and 
television commercials, I have developed a 
talent for storytelling and have presented at 
numerous conferences about design and 
customer transformation. I have presented on 
brand, customer relationship management, 
and design at multiple A/NZ THINK 
conferences to help attract CMOs and Chief 
Creative Officers to what has typically been a 
technology conference. I demonstrate how 
IBM is bringing together human-centred design 
and brand stewardship to create unique 
experiences for organisations.  

At one event, I ran a Think Tank to show CMOs 
how IBM iX approaches brand re-invention 
across 3 areas: Brand Belonging, Brand Design 
Language and Branded Interactions. The 
audience could participate by interacting with 
a mobile application to create their individual 
Experience Plays — emotional drivers of human 
belonging that let us design more relevant and 
impactful brand experiences. 

21

Taking to the stage 
to speak about design

IBM Design Advocate Summits 
CX Conference New Zealand 
Pausefest 
Salesforce World Tours 
IBM THINK  
UX Australia Conference  
Cannes International Festival of Creativity



I started the Pitch Hub, a specialised 
capability in IBM Australia that 
focused on cross-company deal 
strategy. My impact on the business 
can be seen in the quantity of new 
customer and design-led delivery 
work happening in my region. My 
value-driven proposals elevated 
IBM’s executive conversations and 
oral presentations from technical 
vendor and systems integration 
requirements to include more 
advisory services on design and new 
ways of working to achieve business 
value. 

I was chosen for this role because of 
my branding and storytelling ability to 
articulate a one IBM narrative. I ran 
the service across deals larger than 
$10+ million and helped teams create 
unique approaches to proposal design 
and oral presentations.  

I used Enterprise Design Thinking as a 
tool for sellers to help them articulate 
Why IBM? and showcase demonstrable 
value in IBM’s approach to solving 
client problems through new design 
capability, prototypes and delivery.  

I even coined an acronym for teams to 
use to help them outline their stories: 
P.I.T.C.H.     

In the Pitch Hub’s first year, I had 14 
pursuits run through the service and 
was asked to turn the capability into a 
commercial offering for clients, to 
assist them with their own pitches. In 
2018, the commercial offering hit 
success with Westpac Institutional 
Bank, winning 4 out of 4 pitches. 

Participation 
Insight 
Technology 
Culture 
Higher Purpose

Designer as Seller



My role  
in designing the 
Cognitive Enterprise.



IBM Confidential

The Cognitive 
Enterprise Design 
Blueprint

The blueprint maps out all  
of the elements needed to 
make the moments that 
matter in the Cognitive 
Enterprise a reality. The 
blueprint orchestrates 
people, automated and 
robotic processes, data, 
APIs and cloud platforms 
across moments that matter 
in value and supply chains. 

24
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Almost all IBMers are familiar with Mark Foster’s north star 
strategy and white paper about getting our clients to the Cognitive 
Enterprise. I designed a way so that teams could design the 
enterprise from the ground up. The diagram below is one of the 
key diagrams used in the Cognitive Enterprise white paper. I re-
designed the diagram so that it could become a useable 
collaborative tool used in the Co-create phase of Garage.  

The Cognitive Enterprise Design Blueprint is a collaboration 
tool I specifically designed to be cross-functional, so that my 
Founding Garage Squads from different practices and service 
lines across GBS could use it.



First-of-a-kind 
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Additional Blueprint Assets

The cognitive design blueprint I built is 
interactive and has been used across 
sectors and in multiple Garages globally. 
The asset has been digitised into Mural 
and is part of the starter kit for teams 
working in IBM Garage featured in the 
workflow. I am currently leading the 
production of the tool to link with Celonis. 

Creating one new Intelligent Workflow is 
only a part of the Cognitive Enterprise 
journey. I have created enterprise-level 
journey maps that demonstrate what 
happens when the Intelligent Workflows 
are “active in the wild" to show how the 
data sets support each other, and how the 
outcomes may change. 

In addition to human personas, I have 
designed persona canvases and user 
story boards that depict the human/
computer interaction moments in the 
blueprint. The use case and user story 
maps are additional artefacts my teams in 
the IBM Garage use to describe the 
organisation and patterns of data that 
need to flow through the AI systems to 
identify, understand, and apply knowledge 
and reason to produce an outcome.

I publish stories on Medium about my 
work and the blueprints have been widely 
distributed in IBM and in the global UX 
community. 

My stories on intelligent workflows and 
IBM Garage have 4.8K views, 2.3K reads 
and are distributed by the UX Collective 
globally.  

26
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For humans to “partner”—instead of merely 
interact—with technology, hard experience 
design factors, such as the user interface (UI), 
tools and environments, need to be married 
with soft factors such as empathy, behavior, 
storytelling, and radical collaboration. A well-
designed employee experience engenders trust 
with each other and the company. 

So how did I marry experience design factors 
to hard business benefits? I spent six months 
working in the value orchestration office of 
Garage. This sketch helped me communicate a 
value framework to map the Jobs to be Done in 
the new Intelligent Workflow with the desired 
value to the business. Every interaction has a 
business and user measure of success, those 
metrics track to the bigger value pools of the 
transformation. This data is being used to help 
my clients re-skill, cross-skill and re-deploy 
their workforce to achieve their Cognitive 
Enterprises vision. 

Additional Blueprint Assets

My Cognitive Enterprise Blueprint produces the 
architecture of a MVP. Squads need to validate the 
architecture to know they are ready for execution. This 
value framework speaks to the culture change and talent 
transformation that needs to happen to achieve the 
benefits designed in the blueprint. Kim Bartkowski  |  Portfolio & Field Notes



My role  
in developing talent.
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I built the maturity and capability 
assessment tools for talent in IBM 
Garage. I also developed and 
delivered the global bootcamp to 
close capability gaps.
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To help IBMers increase their adoption of Garage-style 
frameworks and develop Lean UX and Lean Startup 
skills, I designed, developed and facilitated a two and a 
half day training course so all of the GBS growth 
platforms could experience new ways of working. 
These nWOW bootcamps have been adopted by 
global L&K as a training ground for IBMers across 
the world preparing them for working in IBM Garage.  

I designed the course to ensure the practices of User 
Research, Hypothesis Validation and pain point 
tracking are understood, and that core human-centred 
design techniques from Enterprise Design Thinking are 
applied to frame problems and solutions.  

In 2018, the MVP boot camp I delivered in ANZ 
earned the highest NPS score (84) for a GBS training 
event since IBM started recording them.

30

IBM Garage  
Global Bootcamps
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IBM Garage Bootcamp Retro Video 
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Global IBM Garage Bootcamps 

The bootcamps have been run multiple times in ANZ, 
GCG, India, EMEA, ASEAN, and NA. They have also been 
modified into Seller Bootcamps and bootcamps that are 
specific to the IBM Garage Operating Model for Garage 
Leads and complex program delivery. 

All bands are welcome to attend to learn, from new grads 
to 20+ year tenured Partners. Everyone shares insights 
and learns to work in cross-functional squads solving 
real client problems. 
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I have created a culture change accelerator and a new organisational 
design system for IBM through my work in IBM Garage.

33



I provoke  
and drive change  
for my clients. 

“You drive change. It’s what you do, I don't think you can help yourself. You move people 

forward and give them the push they need. You’re provocative, you bring different thoughts 

and ideas to us to show us what's possible. And its your experience in working across 

industries with different skillsets that really makes you shine. I've worked with you inside 

the Garage on products and outside on our org structure. You have a vision and you set the 

bar high — you have a very high bar — and help us all achieve something beyond what we 

can see. It makes me smile and I enjoy working with you."  

— Shelley Kalms, CDO Woodside 

P A R T  T W O
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Role: Design Chapter Lead, IBM Garage 

Responsibility: Trusted Advisor and executive coach to Woodside’s leadership team. Established the practices 
and value of design at Woodside to help them achieve their vision to become a Cognitive Enterprise  

Impact: Woodside has been become one of IBM Garage’s signature accounts since I took a leadership role on 
the account 2 years ago. The Woodside case study has been featured at THINK demonstrating a company on 
the journey to a Cognitive Enterprise. On my first engagement, I developed the first MVP at Woodside to help 
scale my Garage Operating Model across the organisation, moving out of HR across to Woodside’s 3-year 
Operations Transformation Program to become the delivery engine for change. I have grown the account to 
become one of IBM’s long-standing Garages, established the path to a $23million Hybrid Cloud deal, and built 
the largest Co-facilitated Design Chapter in A/NZ. 



IBM Garage

I built the roadmap for Woodside’s Integrated 
Remote Operations Center.

Woodside 
Cognitive  
Gas & Oil 
Operations



To achieve the vision and roadmap, my investment case identified six transformation 
themes across 16 areas for intervention. I have nine squads currently in-flight across 
the Co-Create, Co-Execute and Co-operate phases of IBM Garage.

Condition-Based Monitoring shifts from reactive maintenance 
to preventive maintenance with an intelligent workflow 
leveraging AI, Internet of Things sensors and diagnostic 
models (AUS 39.2 million per year value creation opportunity).

Maintenance Planning automates back-end inefficiency in 
scheduling and work order preparation by intelligently 
recommending the most efficient work to complete concurrently 
(AUS 23.8 million per year value creation opportunity).

Risk-Based Maintenance optimizes maintenance 
frequency, using intelligent models leveraging industry 
best practices and historical data (AUS 14.1 million per 
year value creation opportunity).

Design Woodside’s future technology landscape and 
identify platform-focussed opportunities.

Material Optimization automates back-office 
inefficiency in inventory management (AUS 4.7 
million per year value creation opportunity).

Contract Management automates back-office inefficiency 
and provides greater transparency and control over 
commercial relationships (AUS 1.4 million per year value 
creation opportunity).

Digital Ecosystem Blueprint 
Digital Ecosystems Tribe 
Co-create

Material Optimization 
Enabled Resource Allocation Tribe 
Co-execute

Contract Management 
Enabled Resource Allocation Tribe 
Co-create

Condition-based Maintenance 
Intelligent Assets Tribe 
Co-operate

Maintenance Planning 
Intelligent Assets Tribe 
Co-execute

Risk-based Maintenance 
Intelligent Assets Tribe 
Co-execute

Maintenance Cost Management minimizes expenditures 
through greater transparency and control during key 
purchasing decisions.

Integrated Safe System of Work develops an intelligent 
workflow that simplifies the permit process by matching 
the risk of the work with the appropriate level of control.

Create a cross-functional operations team who is empowered 
with digital insights to respond to moments that matter on 
the day of operation.

Maintenance Cost Management 
Intelligent Assets Tribe 
Co-execute

ISSOW 
Intelligent Risk Tribe 
Co-create

Value Based Decision Making 
IROC Tribe 
Co-create

Investment 
Case
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To manage change at this scale, I evolved my Garage Operating Model to adopt a 
scaled agile approach where several squads will be required to deliver the 
interventions in sync.

Multiple squads are managed under 6 
tribes. The tribes focus on Woodside’s 
existing journeys, enabling an organisation 
shift to focus employee effort on ‘doing’ or 
‘planning’. The IROC tribe will design and 
execute an organisational future state 
across journeys.  

Underpinning these tribes, the Platform 
tribe will develop technological 
foundations to enable program-wide 
speed to value. 

Accelerator compliance and change 
management will be led through the 
Transformation & Compliance tribe which 
will be governed by Interface. 

Organization 
Design



IBM Garage

In 18 months, I achieved 
these Business Benefits:
Newly hired employees are  
98% faster to productivity with  
her HR onboarding application  
called Simple Start. 

Conditioned-Based Maintenance 
and Maintenance Planning initiatives 
have slashed operating expenses by 
an estimated 17% per year. 
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IBM Garage

Introducing  
Simple 
Start

Let’s get started >



I co-designed and co-developed a custom 
software product called Simple Start to help 
Woodside line managers onboard Service 
Providers quickly and efficiently. The new 
application takes into consideration 
Woodside’s requirements for security checks 
and personal details ensuring safeguards are 
met before access to inductions and any 
sensitive information is made accessible.  

Simple Start is the first externally accessible 
platform deployed at Woodside. A number of 
pre-boarding requisites needed to be 
completed prior to a Service Provider’s arrival, 
I championed the policy change with metrics 
that suggested sizeable efficiency gains. 

Simple  
Start
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This Kanban style board is part of the Simple 
Start software product and helps line 
managers visualise progress through the 
onboarding process. 

The tool has been scoped to scale its use 
case to multiple personas including 
contractors and Woodside employees.

Simple  
Start
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I also updated the content and information 
architecture of Woodside’s Code of Conduct, a 
large feature in the Simple Start roadmap. 

My new module for Code of Conduct offers better 
training support for learners and makes annual 
updates easier with new content so that it 
remains relevant year after year. 

I included videos and interactive modules that 
are responsive and mobile ready, allowing 
service providers to complete the course 
anytime, anywhere. 

Simple  
Start
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My work at Woodside was featured in an  
IBM Garage Signature Moment Event.

Simple  
Start  
in the news



Condition Based  
Maintenance Let’s get started >



Condition Based Maintenance is the second 
product at Woodside to hit Co-operate. I  
used IoT sensors and a custom AI algorithm  
to identify maintenance issues on Woodside 
Assets. The MVP product looks at the 
autonomous detection of vibration anomalies on 
Fin Fans, a type of heat exchanger used to cool 
the LNG process. IoT sensors on the machines 
collect vibration data and transmit it over the 
cloud to a machine learning model looking for 
anomalous activity in their operation.

Condition 
Based 
Maintenance
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IBM Garage

Maintenance 
Planning

Let’s get started >

IBM Garage / © 2021 IBM Corporation



Maintenance 
Planning

My design research identified the majority of 
maintenance performed on Woodside’s assets are 
non-urgent and low-complexity. The Dynamic 
Maintenance intelligent workflow I designed 
targets these scopes and, due to their nature, 
allow Woodside to gain efficiencies in their 
selection, planning and execution.  

The result is a reduced planning horizon and 
increased opportunity to liquidate emergent 
scopes, both of which reduce the amount of 
double-handling and wasted effort experienced 
on some assets.
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Role: Executive Creative Director, IBM iX A/NZ 

Responsibility: Product Owner, Air New Zealand Accelerated Visioning 

Impact: Air New Zealand has been ranked “Most Innovative Airline” 5 years in a row. I was tasked with 
identifying their next innovation. The service design that resulted from the work is a first for the airline 
industry and has been used by our Travel & Transport industry leaders as a best-in-class example of IBM’s 
customer engagement work. I worked with the Air New Zealand team to help them re-imagine their mobile 
experience and the future of air travel. Through my design research and creative direction, I invented the 
beginning foundations of a time travelling experience using assistive and agentive intelligence. I designed the 
navigation element that lets users travel between past, present and future.
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“I have worked with Kim on a number 
of initiatives around Airline process 
transformation for valued clients in 
ANZ. Notably her work on Time 
Traveler, Air NZ’s accelerated vision 
project for Mobile Service Design was 
exceptional. She is a subject matter 
expert in the airline and T&T 
industries. Her work on AirNZ has 
opened doors for Qantas, Jetstar and 
China Airlines. Kim was an SME for 
her teams on Qantas and JetStar 
projects as a result.”  
 
— Doug Robinson, Managing Director 
GBS Australia, former VP Asia Pacific 
Industrial and Distribution Sectors,  
IBM Global Markets
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Welcome  
Screen

While people are comfortable with discovering the unknowns in their 
destination, the exact opposite is true for their air travel experiences. My 
design research uncovered which are the most vulnerable moments in air 
travel for Air New Zealand customers, from visa applications for foreign 
travel to domestic disruptions and all the steps in between.
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The TimeTraveller Experience explores ideas like personalised 
check-in times, how to manage your time while you’re traveling 
through time zones and connecting travel groups through a 
shared timeline experience. The information architecture gave 
passengers a sneak peak into their futures. I built a 
personalised timeline experience that lets them see what’s 
coming up next in their travels. 

Sneak Peek 
into the Future 
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Next Steps

I explored new forms of navigation that travelled the horizons from visual, 
touch and voice-enabled. The visual wheel seen in this prototype allowed 
users to navigate the entire application with their thumb.  
 
I also tested out interactive experiences that were “hands free” controlled 
completely by voice recognition. Her design research observations showed 
that people in airports often have luggage, bags and children in tow. They 
wanted the support of the mobile application, and I needed to find a way to 
deliver the content in multiple forms.
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DOING

GETTING READY

REASSURING

DAY OF TRAVEL – THE DISRUPT

Customer Journey Focus
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Getting 
Ready

To The 
Airport

Check In

The Wait

BoardingThe First Leg

Transfer
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pt
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Meet Sam The TimeTraveller Experience

2 WEEKS BEFORE... 1 WEEK BEFORE...

Prepared for the Journey Ahead
It’s two weeks before Sam’s big trip to China with his 
mates. Sam downloads the new Air NZ app that his 
friends have been telling him about and plan to use 
throughout their adventure. Sam opens the app which 
immediately invites him to become a time traveller by 
simply adding his booking reference. Sam sees that 
he can easily connect with his fellow travellers and 
does so. In addition to his flight details, the app offers 
a range of features that will help Sam to be travel-ready 
for his trip and stay connected with his mates. After 
having a quick look at the various features available on 
the app, Sam notices that he has an immediate action 
for travel documents that needs his attention.

The Visa
Sam opens the feature TravelDocs and sees 
that he will need to apply for a holiday visa. 
The app shows Sam where his local embassy 
is and what documents he will need to bring 
with him to successfully apply for the visa. Sam 
downloads the visa application form, fills it out 
and heads out to his local embassy.

3 PackingSmart
Now that Sam has sorted out his visa, Sam 
decides to explore the LuggageSmart 
feature. It shows him that he will need to bring 
a range of fall and winter clothes with him. It 
will be 10˚ in Shanghai when they land, but 
it could be as warm as 20˚ when they get to 
Hong Kong. He didn’t think about that!

2

The Fun of Travel
A few days later, TravelStones, a fun feature 
that gamifies the travel experience, sends Sam 
an invite. He’s greeted by the phrase “Ni hao, 
Sam. Would you like to learn some key Mandarin 
(Chinese) phrases?” He clicks on the invite and 
sees the app has listed a few handy words and 
phrases for when he’s on his trip. TravelStones 
also recommends Sam to download an offline 
translator and offline maps to help him navigate 
around China. Sam is feeling excited and more 
confident to explore a new country!

4

The Group
The Air NZ app knows that Sam is travelling 
with friends, so GroupCompanion, a feature 
designed to connect group travellers, invites 
him to create a group chat with his friends. 
GroupCompanion works across multiple 
platforms, but recommends Sam to download 
and use WeChat as it knows that Sam and 
his mates are travelling throughout China 
which might restrict their preferred Facebook 
Messenger app. He starts the group chat and 
shares a few of the newly learnt Mandarin 
words with his friends. GroupCompanion 
offers the group to invite a chatbot named 
Oscar, who can answer anything at anytime, 
and provide relevant insights throughout 
their journey where appropriate. The boys 
see the value of Oscar and accept him into 
their group.

5

Foreign Essentials
It’s 1 week before Sam’s big trip! Sam receives 
a notification from Oscar, informing him to start 
purchasing and packing some essential items 
for his travels. Oscar has been paying attention 
and knows that Sam still has some items on his 
packing list that haven’t been checked off. Sam 
sees that he’ll need a power adaptor for his 
chargers. Oscar, working with Port-to-Port, 
shows him a store at the airport where he can 
purchase one. Using NextSteps, the app’s 
personalised notification feature, Sam sets a 
reminder so he won’t forget to do it on the day 
of his flight.

6

Excess Baggage
Sam starts packing his clothes and other 
essential items. Sam ticks his winter coat and 
boots off the list. The LuggageSmart feature 
does an estimated weight calculation on the size 
and contents of his suitcase. Oscar sees that 
Sam is getting close to his weight allowance and 
suggests that Sam should purchase additional 
baggage to remove any stress at the airport.

7

Congratulations!
Sam has been practising a few words with his friends 
on the group chat and is awarded his TravelStones 

“Essential Words” badge. 

Sam receives an email and a notification that his visa has 
now been approved. His buddies all send a message 

through the group chat, saying that theirs have come too. 
They’re all awarded with an “Entrance Pass” badge. 

Congratulations all round for being so organised!

DAY BEFORE ...

What Can I Bring?
It’s now the day before Sam’s flight. Sam is concerned about 
whether or not he can bring his spare camera batteries on 
the plane. He decides to ask Oscar, who links him to the 
LuggageSmart feature in the app. He points his phone’s 
camera at the batteries and is shown that to bring lithium ion 
batteries on the plane, he needs to keep them in a strong 
plastic bag in his carry-on baggage, away from metal objects.

9

Take Me To Where I Need To Be
Sam gets another notification, this time from GroundHaul, 
asking Sam if he wants a taxi to be booked for him. Sam agrees 
and gets a confirmation that his taxi will arrive promptly tomorrow 
at the appropriate time based on his flight’s schedule, local 
traffic, etc. Oscar knows that online check-in is now open, and 
suggests Sam to check-in via the app.  

The Forgotten
Sam has one last look at LuggageSmart and 
remembers that he’ll need to pack his phone 
charger tomorrow before his flight. Sam sets 
another reminder to alert him tomorrow morning 
when he wakes up so that he can charge his 
phone overnight. Sam sleeps well knowing that 
everything is taken care of.

10

Check In

DAY OF FLIGHT (AT THE AIRPORT)

The Uninterrupted Disrupt
Now that Sam is ready to go, HelpMeFly alerts 
him that his flight to Auckland has been cancelled 
due to engineering issues and that he will miss his 
connecting flight to Shanghai. HelpMeFly working 
with NextSteps and Mix&MatchFlights, provides 
Sam with a list of flight options from Wellington to 
Auckland and a confirmation of the new booking for 
the flight to Shanghai.

Sam decides that it would be more thoughtful if he 
takes the earlier flight, so that he can treat his mum 
to afternoon tea before his evening flight to Shanghai. 
Sam calls his mum to invite her to tea and asks Oscar 
to include her in travel notifications via SMS.

Oscar reassures Sam that everything has been re-
booked. GroundHaul informs him that his taxi has 
been rescheduled and will now pick him up midday 
tomorrow. Sam’s friends are notified of his change 
of plans and they all wish him a great flight tomorrow.

13
What’s Next
Fast forward to midday tomorrow, Sam is in the 
taxi and opens the app to see if his flight time 
is running to schedule. Oscar assures him that 
nothing has changed and NextSteps shows 
Sam a preview of what he needs to do when he 
arrives at the airport. Port-to-Port shows him 
where he needs to go. After arriving at the airport 
and following NextSteps guidance, Sam settles 
in outside his gate with his favourite TV show 
playing on his mobile phone.

Boarding Call
Sam gets a notification that it is now his turn to 
board the plane. Sam finds his seat, continues 
watching his TV show and enjoys the flight. 
Sam’s mum receives a notification that Sam is 
now on his flight to Auckland.

Sam’s mum asks Sam where he would like to 
meet for tea. Sam works with Oscar to provide 
him with a few suggestions that are conveniently 
located at the International terminal before 
security. Oscar lists a few options and Sam 
shares them with his mum. Sam’s mum sees 
that Long White Cafe makes her favourite style 
of brownies and tells Sam that she will meet him 
there. Port-to-Port shows Sam where the cafe 
is located and how to get there.

14

15

KIWI TIME

DAY OF TRAVEL – FIRST LEG

8

The Cut
Sam arrives in Auckland half-way through his TV 
show. PassengersCut assures him that he can 
continue watching it on the in-flight entertainment 
system on his connecting flight. Sam is next 
shown Port-to-Port, which has pulled up a 
wayfinding map to show Sam his walking path 
from Auckland’s domestic terminal to the cafe 
located inside Auckland’s international terminal. 
Sam finds his mum at the cafe and they have a 
lovely catch-up and tea.

16

The Planning of the Airport Experience
After a couple of hours, NextSteps tells Sam that it is now time for him to go through 
Customs and Immigration so that he has time to have dinner and board the plane. 
NextSteps informs Sam that he doesn’t need to pick up or drop his luggage off as it 
will be transferred to his destination. He is curious about where his bag is and opens the 
LuggageSmart feature on the app. Sam sees that his bag is waiting to be loaded onto the 
plane to Shanghai at the Auckland airport. Sam is happy that he knows exactly where his 
bag is at all times. He gives his mum a hug and a kiss and begins his journey through the 
Auckland airport with the help of NextSteps.

17

Walk Me Through
Next, Sam looks at the steps outlined in NextSteps for going through Customs and 
Immigration. Sam is provided with a comprehensive list of every step he will go through, 
what documents he’ll need to present to officers at each stage and the time it will take. 
Sam feels completely prepared and makes his way through security.

18

Award Me
Sam makes his way successfully through security without 
any stress and is awarded the “SecurityCompletion” badge 
from TravelStones. Sam shares his badge with his friends 
in the group chat and is congratulated by them. Sam’s 
friends are all very excited that he’s one step closer to being 
with them on their journey. Sam makes his way to his gate 
and waits to board the plane.

19

CONNECTING

DAY OF FLIGHT – TRANSFER

The Transfer
Sam boards the plane and finds his seat. Sam turns on his in-flight 
entertainment and sees that the show he was watching is waiting 
for him to continue where he left off. Sam plugs in his headphones 
and continues watching. Later on in the flight, Oscar reminds Sam 
to arrange a taxi to take him to his hotel from the Pudong Airport in 
Shanghai. Oscar working with GroundHaul, arranges the taxi based 
on Sam’s estimated time of arrival and sets the destination to his hotel. 
Sam confirms the taxi booking and continues watching his show.

Final Checks
It’s now the day of Sam’s first transit flight 
to Shanghai via Auckland! Sam is alerted 
to pack his charger and to buy an adaptor 
at the airport. Sam was right to trust 
Oscar to remind him of the little things he 
may have forgotten.

11
12

20

The Journey Ahead
After finishing his show, Sam decides to have a look at 
NextSteps for when he arrives at the Pudong airport. 
Sam sees that he will need to go through quarantine and 
immigration before picking up his luggage. Port-to-Port 
provides a wayfinding map for him and is relieved to know 
that he won’t be getting lost in the unfamiliar airport.

21

Competition with Friends
Sam is feeling a little lonely without his mates and invites them to play 
the trivia game with him. Sam’s mates accept the offer and begin 
the battle. During the game, Sam is awarded the “LanguageWarrior” 
badge for answering all of the language questions correctly. Sam sees 
that his other friend is in first place and tries really hard to beat him. 
Unfortunately, Sam comes in third place at the end of the game and sees 
that his friend is awarded the “TriviaNinja” badge. Sam tells his friend 
that he’ll beat him next time.

22

Time to Relax
Sam sits back and relaxes for the remainder  
of his trip and continues watching the rest of 
his favourite show. He's feeling super prepared 
and can't wait to be in Shanghai!

23

“Ni Hao”
1

2020 AND BEYOND

Sam, a 28 year old Kiwi, is planning a trip of a life-time to 
China with his high school mates, Benjamin and Manu. Sam 
will be travelling by himself for the first leg of the journey from 
Wellington to Auckland where he will meet up with his friends. 
Since this is Sam’s first time travelling internationally, Sam is 
nervous and unsure of what to bring on the trip and how to 
navigate around foreign airports and cities.

On Sam’s journey, he will be taking a domestic transfer flight 
from Wellington to Auckland, and then a connecting flight 
from Auckland to Pudong, Shanghai. After travelling around 
Shanghai, the group will make their way to Beijing and 
conclude their adventure in Hong Kong.

Sam and his mates will be travelling during the Christmas 
holidays to enjoy winter sports and festivals.

We are letting Air New Zealand customers time travel by giving them a 
sneak peek into the future, showing them what’s next on their journey 
before they arrive. Here you’ll find just a few of the new services 
Air New Zealand will offer. These features, working together, create a 
new travel experience that will help our passengers prepare and enjoy 
air travel like never before.

The TimeTraveller 
Experience

NextSteps

Using intuitive infographics and a simple interface, the user is always informed of where 
they are along their journey. Where appropriate, NextSteps offers clear directions and 
instructions. At each step of the experience, a countdown clock informs the user of how 
much time they have to accomplish their task(s). Smart technology makes sure that there is 
always time and information to accomplish all tasks throughout the entire experience.

At the airport, or for those times when referring to a digital device is inconvenient, 
NextSteps has a hands-free mode with the ability to send audio instructions. NextSteps 
can also support smart watch technology making sure that in every instance, the passenger 
is supported throughout their entire journey.

The Air NZ app now includes a host of customisable notifications. In addition to notifying 
themselves, users can alert friends, families and other group travellers (when applicable) 
to a host of key steps throughout their travel adventure. In fact, users can even define their 
own notifications. Predefined notifications include, but not limited to:
• pre-flight tasks accomplished (passport, visa, packing, ground transportation, etc.)
• where the user is in their journey (on the way to the airport, at the airport, boarding, etc.)
• flight information (flight status, disrupts)
• baggage status (scanned, onboard, on carousel)

Travellers will now have all the information necessary to work their way through the maze 
of the airport experience so they don’t feel overwhelmed by unfamiliar processes or 
intimidated to ask questions.

NextSteps will be the signature feature of the new Air NZ app. Air New Zealand 
passengers will have a easy to follow, personalised task list, that will update throughout the 
user’s journey. The insights that led to this idea were deemed to be most impactful by our 
sponsored users and Air New Zealanders. 

 HelpMeFly

The Air NZ app now includes a host of customisable features and preferences to help 
personalise a passenger’s flying experience. It starts with a unique ID, a fingerprint, that 
acts as a security enhancement to pre-load information about passports, visas, bank 
details and other personal information. The information provided helps Air New Zealand 
orchestrate a seamless and turbulent-free journey around the globe. Smart technology 
oversees the passenger’s journey and acts as an agent to help with time management and 
disruptions, creating a timeline architecture that is specific to each passenger’s priorities. 
The priorities are displayed in the dynamic NextSteps navigation service, specifically 
tailored for each trip a passenger takes on Air New Zealand.

These are some of the preferences passengers are able to pre-set, but not limited to: 
• storing passports, visa and other sources of personal identification
• voice navigation if not checking a bag
• in-flight preferences like seat assignments, meals, and the ability to request a quieter

section of the plane for work or sleeping preferences
• what information you’d like Air NZ to notify you about
• stores past journeys to help anticipate needs for future journeys
• the ability to choose right- or left-hand navigation

This feature gives passengers complete control over their data and other important 
details. It gives Air NZ the ability to communicate with customers, leveraging the data and 
knowledge derived from close and continuous collaboration in the form of feedback and 
preference. This ensures that our customer service provides a level of care and comfort 
appropriate to each passenger’s personality and communication style.

HelpMeFly is the first stop to a wide range of personalised options for the 
Air New Zealand passenger. Improved customer experience, and ease of use will both be 
dramatically improved by offering the user these options. It allows Air New Zealand to build 
a trusted relationship with their users that goes deeper than touchpoint and omnichannel 
content distribution.
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GroundHaul

Understanding your preferences and travel habits, GroundHaul removes the hassle of 
planning your transport to and from the airport. Whether it be by bus, train, taxi/Uber, or 
rental car, GroundHaul can arrange transportation for you based on your flight departure 
and arrival times. Users can be reassured that GroundHaul has the latest traffic updates 
as well as knowledge of the user’s comfort zone to recommend the best travel experience 
to and from the airport.

Rather than starting their travels frantically organising transport to the airport and battling 
traffic, users will now have an enjoyable and stress-free experience with GroundHaul.

GroundHaul will significantly help Air New Zealand operations as well as travellers, as the 
number of missed flights will be reduced. 

LuggageSmart

LuggageSmart is here to help with what can be a mundane and confusing part of the 
travel experience: packing and luggagge tracking.

Knowing your travel destination, possible activities, the weather, and the purpose of your 
travel (business or leisure), LuggageSmart will recommend and remember a user’s 
packing list. Over time, smart technology will learn what others are packing when they are 
travelling to the same destinations benefitting future travellers also. If users are struggling 
to know what is allowed on the plane, they will be able to use their mobile device’s camera 
and image recognition to confirm if the item will pass security requirements.

Future enhancements may include the ability to use smart technology to estimate weight, 
offering the passenger key insights to managing their luggage.

LuggageSmart will also take a photo of your bag and log this as a safety measure in 
the rare occasion your luggage gets lost, letting Air NZ know exactly what to look for.  
LuggageSmart has length and depth measurement functionality to help travellers decide 
whether to carry-on their bag or check it.

Working with NextSteps you are always in the loop. The Air NZ app gives users the ability 
to track their bags at all stages of their travel.

With the help of LuggageSmart, users will be able to identify if they will require an 
additional bag for their travels and can arrange for one before they arrive at the airport.

From departure to arrival at the destination airport, users will know where their bags are 
every step of the way. Particularly during the often-confusing transit period, users will be 
notified if they need to pick up their bags, which carousel to pick them up from, and where 
to drop them off again, ultimately eliminating stress and confusion.

Air New Zealand may benefit with the potential new revenue from additional bags that 
users will purchase. Also, travellers can have a more seamless airport experience knowing 
that all of their luggage is security compliant.

Thanks to LuggageLocator, the number of lost bags and the time it takes for missing 
bags to be returned will both be reduced.
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Oscar

Building on the existing Oscar chatbot, the future Oscar will employ advanced AI 
technology to become a truly trusted companion. Oscar will interact with the Air NZ app’s 
user(s) by listening to their needs and responding to their questions. As the user interacts 
with the many innovative features, Oscar will work in the background to better understand 
our user, and when appropriate offer invaluable instruction and insight supporting the user’s 
360 experience. The voice of many of the notifications will be Oscar’s.

When travelling in a group, Oscar in conjunction with GroupCompanion, can be added 
to a group chat offering true AI technology working on behalf of both the individual(s) and 
the overall group experience.

On the plane, Oscar can relay a message to a flight attendant if there is an urgent need, or 
a message you’d rather let the crew handle, like asking the child in the seat behind you to 
please stop kicking the back of your seat.

In addition to offering individual and group advice, Oscar enables a host of the app 
experiences. The data gathered is used to better understand and advise both the individual 
and group passengers.

Oscar will positively impact the traveller’s experience by becoming the truly trusted 
companion. In addition to dramatically improving the customer experience, Oscar over time 
will learn about our passengers and both advise them as well as Air New Zealand of their 
needs.
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GroupCompanion

Air New Zealand passengers often fly within a group. Group travellers can be very diverse. 
They can include friends, family, or just like-minded travelers. What they all have in common 
are the additional challenges intrinsic to flying with others.

A parent(s) with children can often have additional needs. Grandparents and/or the 
elderly might need services like a wheelchair or special assistence. GroupCompanion 
understands this and helps connect people invested in the traveller’s needs. 

When flying with friends, family, or a group, GroupCompanion, invites the passengers to 
start a chatroom within their preferred platform. GroupCompanion uses Oscar to monitor 
the chat, learning about the individual traveller as well as the group. Smart technology 
offers individualised and collective wisdom to the chat exchange as well as informing other 
areas of the app experience with the data needed to enable many of these innovative 
moments.

Working with NextSteps’ notification ability, GroupCompanion can also keep non-
travellers informed of where their friend or family member is within their journey.

In addition to offering individual and group advice, the GroupCompanion feature enables 
a host of the app experiences. The data gathered is used to better understand and advise 
all of our passengers.

GroupCompanion will positively impact the group traveller’s experience. By keeping all of 
the members of a travelling party together, this innovative feature will dramatically simplify 
the confusion when travelling with multiple people.
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TravelStones

Air New Zealand has it’s fun side. Played alone, or in a group, passengers are offered 
a range of travel-related games, each with their own rewards for achieving goals. Smart 
technology understands the obstacles and complications our travellers are likely to 
encounter along their journey, and applies behaviour economics and nudges to help them 
stay informed, on time and inspired along all points of the journey.

Each destination in the Air New Zealand fleet will have it’s own set of TravelStones 
with tasks, trivia and games designed to help prevent bottlenecks in the airline and travel 
process, and record and remove tasks that have been accomplished across passengers’ 
entire journey.

Through gamification, passengers are engaged to learn more about their destinations, 
Air New Zealand, and their overall flying experience. Individuals and/or groups are rewarded 
for accomplishing their personalised goals.

Making it fun for travellers, TravelStones will increase travellers’ engagement with Air New 
Zealand and the brand. Air New Zealand will also have the opportunity to learn more about 
their passenger(s) and how they can continue to show travellers that Air New Zealand is 
the airline of choice.
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Fund$

Building from today’s OneSmart experience, the new Air New Zealand app will offer many 
of the features with a vastly improved user experience. This revisioning will have a built in 
XE currency converter so users are able to save their favourite currencies and know the 
exchange rates in real time. As the user’s travel date approaches, Fund$ will send through 
a push notification to remind the user to exchange their currency so they are prepared for 
their trip. If users are too busy in the lead up to their travel date, Fund$ with Port-to-Port 
will provide a simple wayfinding map locating the various currency exchange stores at the 
airport and at their destination.

Transfering funds from bank and/or Airpoints to Fund$ will be simple and intuitive, as 
will integration with Apple Pay and Wallet. Fund$ can be used for inflight purchases like 
entertainment, shopping, and refreshments.

Inexperienced travellers will no longer overpay on foreign exchange rates thanks to a 
few tips on Fund$. The calculator will inform international travellers how much they are 
spending on their trip (in their local currency) offering them the information they need to 
budget for their trip, all at their fingertips.

Fund$ is another opportunity for Air New Zealand to show their customers they care about 
them, and that they’re helping in every way they can on their adventure. Fund$ will create 
yet another chance for users to engage with the Air NZ app.
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PassengersCut

PassengersCut offers a wide range of new entertainment experiences for the traveller like 
the ability to log in to your own personalised services offering a Netflix/Hulu-like experience, 
integrated in the In-Flight Entertainment (IFE) system. Based on previous watches, 
PassengersCut now can make informed recommendations to ensure you are entertained 
throughout your airport and flight experience. Best of all, if the flight ends before the movie 
does, passengers can now finish watching at their leisure on their phone, tablet or desktop.

Passengers will have a wider range of entertainment options, including smart 
recommendations, without the frustration of an incomplete, interrupted viewing experience.

With the introduction of PassengersCut, Air New Zealand travellers will have an enjoyable 
time before, during and after their flight, watching all of the latest movies and TV shows 
with limited interruption.
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Mix&MatchFlights

Similar to FlexiTime, a domestic flight passenger who is experiencing a disrupt can have the 
freedom to choose the flight(s) that best ‘match’ their experience.

Disrupts are at best a nuisance, at worse a challenge. Air New Zealand understands this 
and wants to be the compassionate airline. Where possible, when a disrupt happens, 
Mix&MatchFlights working with NextSteps will offer the traveler alternative flights to 
their destination. S/he can easily accept one of the suggested flights, or choose from the 
larger inventory (where available), and with one click be instantly rebooked at no additional 
cost to the traveller.

Domestic passengers who are experiencing a disrupt will have the freedom to fly any of 
the scheduled flights to their destination that has seat availability without incurring an 
additional cost.

By offering passengers a wider range of rebooking options, Air New Zealand will less 
likely be responsible for additional disrupt expenses like putting stranded passengers up in 
a hotel.
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Port-to-Port

The Air NZ app will be a one-stop-shop for travellers needing information 
about their local airport as well as the city users are visiting. With a  
click of a button, users will be shown:
• A map of the airport (including check-in counters, lounges,

food courts, shops, security, gates).
• A search function for users to identify what they’re looking

for with corresponding wayfinding directions
• Any tips and tricks that users may find useful in their airport experience

At their destination, Port-to-Port will provide a handy, quick fact sheet about the city 
including a calendar of events for the week. The Air NZ app, having learned more about the 
user, will be able to recommend events personalised to the user and their interests.

A more enjoyable and seamless experience for users as they go through the airport. Users 
can spend more time browsing the shops and visiting cafes, and less time wayfinding in 
the airport. Users will have a whole new experience exploring their destination cities with 
the help of Port-to-Port. Having events suggested to them as soon as they land, users 
can plan their trips around the events that interest them most, and won’t have to miss 
a thing!

Port-to-Port helps the user with wayfinding, from their local airport to their destination 
airport. Users will feel more confident as they go through the airports, resulting in 
less support from the contact centre or the airport staff, and there’ll be less need to 
search online.
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CrewComm

Have you ever needed to communicate with a flight attendant privately? The child behind 
you is kicking the back of your seat and you don’t wish to confront them directly? Or, you’d 
love some water, but don’t want to make the flight attendant have to walk the plane back 
and forth, and back again? CrewComm has you covered. Instead of the overhead call 
button, you can now discretely contact a crew member from the comfort of your own seat. 
Simply inform Oscar of your concern and he’ll do the rest. Oscar will make sure that your 
message is delivered to the appropriate crew so you are looked after throughout your flight.

With the introduction of CrewComm, Air New Zealand Flight Attendants can ensure their 
travellers are well-looked after, right from take-off and all the way to landing. Passengers 
will feel more comfortable reaching out to Flight Attendants as it is more discrete than the 
overhead call button. Also, travellers can inform Flight Attendants they would like to be 
woken for the food service, if they choose to take a nap during the flight. 

This service should drive increases customer satisfaction, with speedier resolution of 
concerns. This quicker service should also increase food and beverage sales in-flight. 
Allowing employees to focus on human interactions rather than rushing back and forth 
should drive increased employee engagement. Data-driven insights gained from the types 
of requests and complaints facilitated would add additional business value, feeding into 
passenger profiles, deepening understanding of customers, and driving future service 
delivery improvements.
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TravelDocs

In addition to the current ability for an international traveller to input their passport details 
into the Air NZ app, TravelDocs can now send users timely reminders to check both their 
passport and/or visa status. The app also has the user’s upcoming flights registered, so it 
will know if you require a visa for your destination and will give users ample time to apply for 
their visa, or renew their passports. In many cases, TravelDocs will have directions on how 
and where to apply for their document(s) as well as links to the necessary forms.

This will give travellers time to renew their passport and apply for their visa with enough 
notice to avoid significant stress or excess fees during their travel experience.

Travellers will have easy access to all their passport and visa information including prompts 
which will inform them the required documentation necessary at their destination. For 
Air New Zealand, TravelDocs will dramatically decrease refused travel and hefty fines for 
travellers without the appropriate documentation.
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I deigned a completely new service design for the airline industry that treated air travel like an avid fan experience.
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Augmented Intelligence Framework and Oscar (with Watson) Evolution
Simple 

Reasoning
Practical 
Rationale

Correlated 
Demographics

Tailored 
Personalisation

Dynamic 
Groups

Synthesised 
Affinities

Cumulative 
Intelligence

Proactive 
Judgement

D
et

ai
l

Deductions from 
generic information

Rule of thumb 
reasoning from  
simple data

Transitive rationale 
from segmentation

Generated from 
individual data

Understood 
complexities of 
group’s interests

Advanced  
knowledge of  
guest’s preferences

Deliver smart 
recommendations 
based on analysis of 
holistic airport, airline 
and passenger data

Emotion-based, 
personality-target 
judgement

Ex
am

pl
e

“Tomorrow is your 
flight, now would be a 
great time to check-in. 
Can I lead you through 
the process?”

“It looks like your 
flight’s been delayed, 
do you want some 
tips on where to eat 
and relax?”

“Your flight’s now 
departing from gate 
16, it’s a fair walk and 
the queue for security 
is growing rapidly. 
We recommend 
you head through 
immigration now.”

“I see that you’re 
booking your regular 
commute to Auckland. 
I know you prefer an 
aisle seat towards the 
front of the plane. 7C 
is available, would you 
like me to reserve it 
for you?”

“Your group has been 
assigned a special 
agent to assist in your 
check-in. Here are 
directions to where 
you can check-in. Your 
assistant will join you.”

“Based on your 
love for jazz, I’d like 
to recommend this 
concert happening in 
Hong Kong while you’ll 
be visiting. If you’re 
interested, I can get 
you a ticket.”

“Here’s what you’ve 
watched on your 
past flights, do 
these movies seem 
interesting to you?”

“Hey, you seem a bit 
stressed. You’ll get to 
the gate with plenty 
of time to spare. Is 
something up? Can 
I help?”

D
at

a

• FAQs
• Information on  

check-in processes
• Baggage and 

immigration policies

• Day of flight info
• Airport Points Of 

Interest (restaurants, 
shops, etc.)

• User’s location

• SVOC (repeat 
travellers)

• Travel personality  
type

• Friends/family 
travelling

• Interaction history 
(movies/TV shows/
music)

• Preferences

• Group travellers
• Size and type of group
• Profiles of the 

individuals
• Individual and 

collective preferences
• Staff rostering

• Food preferences
• Social media
• Trip info

• Security wait times
• Distance to gates
• Beacons/sensors 

around the airport

• Live video or  
facial mapping

• Interaction with  
app data

En
ab

le
rs

Searchable knowledge 
base

• Location services
• Access to flight data 

from Air NZ and 
partner carriers

• Airport services

CRM/maintaining a 
customer profile

Recommendation 
engine

• Social sharing
• Coordinating  

AirNZ staff

Watson Personality 
Insights

Watson Cognitive 
Assistant

• Watson Analytics
• Watson Visual 

Recognition
• Watson Sentiment 

Analysis
• Customer health data 

(heartrate, IoT devices)

SHORT-TERM MID-TERM LONG-TERM
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And I built an AI 
training program to 
help them move from 
assistive to agentive 
technology.
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Role: Executive Creative Director, Agency Magma NYC 

Responsibility: Design research for historical park events and facilitator for the event 

Impact: On Arbor Day weekend in 2010, I engaged a younger, more wired audience with nature by 
turning Central Park into an interactive board game. Using smart phones, the event connected a new 
generation to the park allowing them to experience and explore the trails like never before. I 
researched historical park events, built the QR code Tree Logos, and was on-site the weekend of the 
event offering education and technical assistance. 

Awards and Publications 
• 2012 Taschen Publishing, The App & Mobile Case Study Book 
• 2011 One Show Finalist 
• 2011 Communication Arts Interactive Annual 
• Contagious Magazine 
• FWA Site of the Day
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Role: Executive Creative Director, Publicis NY 

Responsibility: Creative Director and writer for the documentary film series 

Impact: I created an evergreen platform on YouTube for digital content for the brand. 
The films tell the efforts of wildlife rescue workers who use Dawn dish soap to save 
animals caught in oil spills. “The Big Picture” is a 9-part documentary series about 
Dawn’s commitment to it's wildlife partners. In each episode, I introduce the world to 
scientists and volunteers who are making great strides in wildlife protection every 
day. The success of their efforts are told through the stories of ducks, seals, pelicans 
and sea lions. I was the writer and Creative Director/Art Director on these films. 

Awards and Publications 
• 2014 Effie Finalist for Integrated Campaign 
• 2014 Webby Award for Green Initiative 
• 2014 Silver Addy for Cinematography 
• 2013 Mashie Finalist Best Video Series
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Role: Executive Creative Director, Agency Magma NY 

Responsibility: Design lead for package design and music soundtrack 

Impact: I created a new form of technical creative execution for the brand in the 
form of music designed to compliment the flavours and healthy activities the 
drink’s customers perform. ALO was on a mission to become the next great drink 
company. They have a holistic vision of providing you ultimate refreshment inside 
and out. To help them deliver on this mission I gave them another ingredient to 
add to their positive vibe — custom music for each flavour called Alotones.  

Awards and Publications 
• 2011 Gold Addy
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“The client piece is where you excel. You 
shine because you push the status quo. 
Yes, Human-centred design and your 
design skills help. But your question 
and understanding and synthesis of the 
problem space is second to none. You 
make them question, with provocation, 
about their solutions and approaches. 
You are a trusted advisor and advocate 
for clients and IBMers. You can take 
their vision and translate that in every 
step of the way, even the practical steps 
to get there. You think like no one else 
thinks in this space - ever. You bring a 
differentiated point of view.” 

Kylie Mclean 
IBM Garage Market Maker
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I have established the value of design in business with clients globally  
across travel, transportation, finance, insurance, consumer package 
goods, oil, gas, mining, steel, government, utilities, telecommunications, 
entertainment, renewable energy, and healthcare industries. 
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I demonstrate a 
desirable career path 
for young designers. 

"From a practice growth perspective - I think I have been lucky to have worked many times with you, 

and would want this experience for all new designers. But it’s just not possible due to only so many 

hours in a day and one of you. I think that hiring Viv has been great both for your time and for our 

growing practice of designers - allowing you to distil your mentorship into senior design leadership 

and ensuring that all designers have the best mentors to strengthen their practice."  

— Sally Hughes, Senior Service Designer IBM iX 

"I always feel like I can ask you a question, opinion, or bounce an observation off you.  

I find a lot of senior practitioners are either too busy or above giving assistance to early 

career graduates/interns, but I’ve always felt supported when interacting with you."  

— Darrshan Clarke, graduate UX Designer IBM iX 

P A R T  T H R E E
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Published in 2012 by Rockport Press, I contributed as a subject matter expert on 
mobile and social design practices for early career professionals. I supplied 
personal case studies, worksheets and method diagrams.  
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WIP - need to shoot photos of the 
book
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Published in 2012 by Taschen Press. The book narrates stories and statistics 
behind some of the most successful mobile content made to date. I was 
featured for my project with NYC Conservation and The World Park.  
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I publish my work and insights 
on Medium. My articles on the 
Cognitive Enterprise and my 
Cognitive Enterprise Design 
Blueprint are shared internally 
and externally. These two 
articles have earned 5K+ views, 
2.4K+ reads. Both articles are 
distributed by UX Collective. 

https://medium.com/
@kimberlybartkow
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https://medium.com/@kimberlybartkow
https://medium.com/@kimberlybartkow


Kim Bartkowski  |  Portfolio & Field Notes65

Creative Director for event + VIP Host 

Pausefest is Australia’s leading creativity 
infused business event. I designed an 
experience to ensure IBM’s position as  
an industry leader in design would be 
effectively conveyed throughout the 
festival.  

I designed and built a toolkit of assets, 
both physical and digital, focused on 
designing relationships that highlighted 
IBM’s strategic position on Brand 
Belonging and Designing relationships 
with AI.  

I also organised keynote speakers  
from our global design teams bringing 
Billy Seabrook in from New York and 
provided a growth opportunity for Milena 
Pribic, an up and coming talent from 
IBM’s Design for AI team in Austin. 

“Kim’s presentation and storytelling skills 
help captivate and influence any audience.” 
—Aydin Atakan, IBM Cognitive Business 
Decision Support Consultant
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I has been on jury teams for Cannes twice, in 
2018 and 2021. For an advertising nerd, 
this is heaven! My first jury was for Creative 
Data Lions and the second was for the Design 
Lions. The festival awards the best 
communication, design and customer 
engagement experiences every year. 
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“Kim put on a great show. Only IBM can 
have a conversation about scale and 
design. She brought together so many 
design leaders from our region and got us 
to really talk about the gaps in our craft.” 
 
-Che Tamahori, GM Design AirNZ, 
Design Advocate Summit participant 
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Awards, Honors and Press 
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2020 Canes Lions Juror, Design Lions 
2019 Young Lions Judge Australia 

2018 Cannes Lion Juror, Creative Data 
2018 Young Lions Judge, Australia

2018 Cannes Diary #1 
2018 Cannes Diary #2  
2018 Cannes Diary #3

2011 FWA Mobile Site of the Day, 
The World Park 

2014 Effie Award Judge  
2014 Effie Finalist, Dawn Saves Wildlife 

2014 Silver Addy, Dawn Saves Wildlife 
2012 Gold Addy, Alodrink.com  

2014 Webby Award for Green Initiatives, 
Dawn Saves Wildlife  

2012 The App + Mobile Case Study Book, 
The World Park

2011 One Show Finalist,  
The World Park 

2011 Communication Arts  
Interactive Annual, The World Park 

2011 May, Published in UX 
Magazine, Finding Your Mobile Niche 

2010 Contagious Magazine,  
The World Park

2012 September, Contributing Author, 
 Interactive Design: An Introduction to the Theory 

and Application of User-Centered Design 

http://www.campaignbrief.com/2018/06/kim-bartowskis-cannes-diary-1.html
http://www.campaignbrief.com/2018/06/kim-bartowskis-cannes-diary-2.html
http://www.campaignbrief.com/2018/06/kim-bartowskis-cannes-diary-3.html
http://www.amazon.com/gp/product/1592537804/ref=s9_simh_gw_p14_d25_g14_i1?pf_rd_m=ATVPDKIKX0DER&pf_rd_s=center-2&pf_rd_r=1WFMZE5NH9YJ6D1ESQQS&pf_rd_t=101&pf_rd_p=470938631&pf_rd_i=507846
http://www.amazon.com/gp/product/1592537804/ref=s9_simh_gw_p14_d25_g14_i1?pf_rd_m=ATVPDKIKX0DER&pf_rd_s=center-2&pf_rd_r=1WFMZE5NH9YJ6D1ESQQS&pf_rd_t=101&pf_rd_p=470938631&pf_rd_i=507846
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I works with leading universities to bring IBM Design's story and 
methods into the classroom. As an Academic Focal for the Design 
Program Office, I have guest lectured at Melbourne University 
School of Business and received an honorary Industry Fellow 
citation from the University of Technology, Sydney, where I assist 
in designing the curriculum for the Digital Creative Enterprises 
undergrad program. Currently, I am assisting a PhD candidate with 
sponsorship to do their research with IBM and developing an 
undergrad and masters program on the Cognitive Enterprise with 
Federation University in Australia.  
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Thesis Advisor and Guest Lecturer 

I am sponsoring a PhD candidate to do their 
research with IBM on our strategy and design 
practices. I also guest lecture at the Business 
School’s Masters in Entrepreneurship where I 
take students on IBM Design’s transformation 
journey and introduces them to the difference 
in Intrapreneurship.  

Bond University + RSA Design Bootcamp 

I ran a 3-day Design Thinking accelerator at Bond 
University, Queensland, for graduating students in 
the University’s Interactive Media and Design 
program. I was asked to run the bootcamp by the 
Dean who heard about my lectures from the 
program director at Miami Ad School.  

Industry Fellow 

I review and discusses the Digital Creative 
Enterprises undergrad subjects for UTS 
Business School. To make the students and 
the curriculum more competitive in the 
market, I provide frameworks from IBM 
Enterprise Design Thinking practitioner 
course coupled with IBM Garage 
methodologies in simpler forms suitable for 
students. I also find industry speakers on 
topic areas to help students bridge the gap 
from theory to practice. 
 

Thesis Advisor and Guest Lecturer 

Over a period of 4 years from 2011-2014, I 
took on the role of thesis advisor for students 
pursing their MFA at NYC’s School of Visual 
Arts (SVA) for their Designer as Entrepreneur 
program.

Design Lecturer + Portfolio Review 

I taught first year students the foundation skills 
and techniques for organising and presenting 
ideas. The course covered the Adobe Creative 
Suite, and basic font and production asset 
management. At the end of my course, they 
produced their first portfolio.

Curriculum Design 

Creating an undergrad and masters program 
teaching IBM’s Cognitive Enterprise strategy. 
Focusing specifically on agile and design-led 
methodologies and frameworks used in IBM 
Garage. 
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Hello again. I’m constantly learning how to take what I pick up in classroom theory and put it to practical use. I’ve got some big 
restoration and renovation projects in the works with my husband and friends. It keeps me hands-on and more creative when it 
comes to problem solving and building creative works for my Garages and accelerators. Currently, I’m learning how to geek out 
about service design, platform strategies, car rims, clothing patterns, sailing and surfing, concrete and architecture (I’m building 
my new house by my own hand) and a fair bit of other randomness. 

I’m also a huge history buff and voracious reader. After reading so many books, I felt I could write one better. I’ve penned a 
historical fiction and fantasy piece about the religious undercurrents of The Revolutionary War in the American Colonies. It tells 
a story about a time when many religions were coming together in one land — protestant, pagan, catholic, witchdoctor and 
shaman — pairing the colonial political rebellion with a spiritual one. I was born in Philadelphia, stories and monuments of the 
revolution are all around you and finding inspiration is easy.  

I’ve studied foreign culture and language in Japan. I travel to a new country or city at least once a year. I’m keen to understand 
why and how things are in this world. It gives me a chance to take out my cameras and quietly observe.  

This curiosity is how I ended up living on the other side of the world in Australia and married to a Brit. It’s what I believe makes 
me interesting and unique on the job. Thanks for taking the time to get to know me.
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My creative outlets

72

Restoring my 1985 Cole sailboat, Jabiru

Resin art housewares

Renovating a stable into a surf campRestoring my 1989 Chevrolet Blazer, Slimmer 

Fashion pattern making and pinning

Creative writing
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Culture Corner

I’ve toured 42 countries, four of which I’ve stayed long enough to call home.  
I can pick up a conversation in 3 languages — English, Japanese and Spanish, 
plus a bit of Aussie-Kiwi slang.
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