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OVERVIEW 

A farm is often a dynamic place... But technology is changing everything because of the value it brings. 
Some farmers run almost everything from their phone. Others don't even have email. 
But for legacy and business reasons, the experience was fragmented, and critical information and data-sharing agreements had to be realized for customer success. 
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JOHN DEErE 

Home Equipment Finance Parts & Service Digital Our Company & Purpose 

Home > Technology Products > Precision Ag Technology > Operations Center > Connected Partners 

JOHN DEERE 

OPERATIONS CENTER 

Search 9 Find a Dealer & sign In 

JOHN DEERE 

P A Setup and manage your critical farm operations 

Plan work to reduce errors and gain efficiencies 

Monitor job quality and productivity i n near real time 

Analyze this season's results to improve next season's 
crops 

& 

Create an Account Sign I n 

OVERVIEW 
Operations Center is the central hub for all farm data. Its utility is directly related to the size of the farm network connected to it. Tractor and farmer need to be connected. The platform enables farmers to manage operations, track equipment performance, and make data-driven decisions. 
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Fuel Your Farm with Data 
Your local John Deere dealer can show you how 

precision ag technology can power improved 
yields and profitability for your specific operation. 

Contact Your Dealer 
OVERVIEW View the Vour Farm Runc on Data Guide J 

But for legacy and business reasons, the experience was fragmented, and critical information and data-sharing agreements had to be realized for customer success. 
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© John Deere User Account Terms and Conditions have been updated Mar 2, 2021: View Terms 
JOHN DEERE Property Lenter 

Home Map Setup v P l a n   y 

Welcome Peter UU 
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Equipment 

Search + 
BC 

Make Type Model Tags 

Equipment Connectivity Needed 

To view the equipment on the map, a modem needs to 
be connected. Contact your local John Deere Dealer t o 
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The platform wasn't universally accessible. 
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For a variety of legacy and business reasons, the experience was fragmented. 
Critical information and data-sharing agreements had to be realized for customer success, but the existing onboarding flow didn't capture what we needed from users. 
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Jake Greene (Johnson Farms] 

do Fields Summary: Harvest 2013 

Search b y Client, Farm, or Field 

凸 
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01 
Merweather Forms (JT 

02 
Meerweather Farms FT 

03 
Merweather Forms /JT 

04 

Merriwother Forms /JT 

05 
Meriweather Farms |JT 
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Soybeans 76.72 ac 

66th St-S 

How do you get every user, from tech-savvy operators running autonomous equipment to traditional farmers who avoid digital tools, to complete a complex profile expansion and agree to new data licensing terms? 

Map Satelline 

Metz Con 

The platform's value proposition depends on network effects. An isolated farmer with one connected tractor gets minimal value. A farmer whose entire operation (plus their dealer, agronomist, and equipment operators) is connected gets exponential value. 
We needed ubiquitous engagement. 
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CONSTRAINTS 
The user base ranged from: 

• Tech-forward farmers managing fleets via mobile apps 
• Traditional operators who prefer phone calls t o emails 
• Multi-generational operations where some embrace technology and others resist i t 

We couldn't assume: 
• Email usage (many customers don't use email) 
• Smartphone ownership (some still use fl ip phones) 
• Digital literacy (agricultural expertise doesn't correlate with tech comfort) 
• English fluency (agricultural communities are diverse) 

JOHN DEERE 

• Account 

Tell U s About Yourself 
Our goal is to connect you to the best products and services available so you get the most out o f your 
equipment. 

We just need a few details t o ensure you are ready t o go. 

What Best Describes You 

- Select Category -* 
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CONSTRAINTS 
We had to deliver: 

• Value immediately (couldn't ask for data without showing why i t matters) 
• Flexibility in completion (couldn't force everyone through one rigid flow) 
• Support for offline users (not everyone has reliable connectivity in rural areas) 

Business Constraint: 
This wasn't a "nice t o have" gradual migration. We needed this information from the 
existing user base within a defined timeframe t o meet business and compliance 
requirements. 

JOHN DEERE 

Organization — 

Tell Us About Your Organization 
Think of your organization as a team that includes your equipment, staff, and partners. Having an organization gives you 
easy access to all your equipment, people, data and much more. 

Organization Name 

Peter Bartsch 

This organization is for personal use. O 
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PROCESS 

Designing for forced adoption without alienating users. 
The challenge was getting required information while making users feel empowered, not 
coerced. Here's how we approached i t : 

Research & Discovery 
I started by understanding the spectrum o f users: 

Interviews with farmers (n=15) 
• Mix o f operation sizes (small family farms to large commercial operations) 
• Different technology adoption levels 
• Different business structures (sole proprietors, partnerships, corporations) 

Dealer interviews (n=8) 
Dealers are the trusted intermediaries. They understand their customers' technical comfort 
levels and business needs. Their insights were critical for designing support pathways. 

JOHN DEERE 

Organization 

Organization Terms & Conditions 
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KEY FINDINGS 

Data analysis 
We analyzed existing user behavior t o understand: 
• What percentage o f users had email addresses on file? 
• How many had completed equipment registration? 
• What were common drop-off points in existing flows? 

Finding 1: Trust i s everything 
Farmers are skeptical o f data collection (with good reason given agricultural data privacy 
concerns). Any ask 
for information had t o clearly explain why i t was needed and how i t would be used. 

Finding 2 : Dealer relationships matter more than brand 
Many farmers are loyal t o their local dealer first, John Deere second. Leveraging this 
relationship was key t o 
adoption. 

Finding 3 : "Show m e the value first" mentality 
Farmers are pragmatic. They needed to see concrete benefits before investing time in 
profile completion. 

JOHN DEERE 

Equipment 
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OUTCOME 

Forcing al l users t o add this data over a short time raised awareness and captured the 
required information. 

The approach worked because we balanced business requirements with user respect: 
• Made the "why" clear before the "what" 
• Offered multiple paths to completion 
• Unlocked value progressively, not a l l at once 
• Supported users through their trusted dealer relationships 

Critical Success Factor: 
Customers who don't use email could keep doing s o bu t could still reap the value o f their 
data. By enabling phone-based completion and dealer-assisted registration, we achieved 
ubiquitous engagement without forcing digital literacy. 
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OUTCOME 

Qualitative Impact: 

From farmers: 

get it." 

"I didn't understand why they needed al l this until I saw m y maintenance schedule. Now I 

"My dealer called before I knew I had a problem. The system alerted them to an issue with 
my planter. That's worth filling out the forms." 

From dealers: 

"This changed our business. We went from reactive service to proactive support. W e can 
see issues before customers call." 
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RESULTS 

Quantitative Impact: 
• Profile completion rate increased from 34% to 87% within 6 months 
• Equipment registration data quality improved (detailed specifications captured, not just serial numbers) 
• Organizational setup enabled data sharing fo r 78% o f multi-user operations 
• Dealer connection rate reached 92%, enabling proactive service relationships 
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RESULTS 

Business Impact: 
• Platform engagement increased (more users, more frequently) 
• Support ticket volume decreased (proactive alerts reduced emergency service calls) 
• Dealer satisfaction improved (better tools t o serve their customers) 
• Data quality enabled new features (predictive maintenance, fleet optimization) 
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WHAT WORKED 

Respecting user diversity 
Not forcing everyone through one digital flow was critical. Phone-based and dealer- 
assisted paths made this accessible to users who would have churned. 

Progressive value unlock 
Showing immediate benefits for each completed section maintained momentum. Users 
saw the point, not just bureaucratic requirements. 

Leveraging trust relationships 
Dealers were the key. They had customer trust and could explain value in ways that 
resonated with their specific clientele. 

Clear communication 
Explaining why w e needed information (and how it would b e used) reduced resistance. 
Transparency built trust. 
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WHAT I'D D O DIFFERENTLY 

Test earlier with low-tech users 
Initial prototypes skewed toward digital-first design. Testing with traditional farmers earlier 
would have surfaced accessibility issues sooner. 

Simplify organizational setup 
This remained the most confusing part o f the flow. I 'd invest more in visual hierarchy and 
role-based guidance. 

More granular analytics 
W e measured completion rates but should have tracked partial completions and 
abandonment points more precisely t o iterate faster. 

Better dealer training materials 

Dealers needed to explain this to customers. We created materials but could have done 

more video-based training fo r different customer types. 
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WHAT THIS TAUGHT ME ABOUT ENTERPRISE UX 

Forced adoption can work if done respectfully 
Sometimes you do need everyone t o do something. The key is balancing business 
requirements with user autonomy and showing clear value. 

Accessibility isn't just disability accommodation 
It 's designing for the full spectrum o f technical comfort, connectivity constraints, and 
interaction preferences. Phone support isn't a fallback; it's a primary channel for some 
users. 

Trust i s infrastructure 
In B2B, trust relationships (like dealer networks) are as important as technical 
infrastructure. Design should leverage, not bypass, these relationships. 

Data collection requires data value 
You can't just ask for information. You have to show what users ge t i n return. Make i t 
concrete and immediate. 
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CAPABILITIES DEMONSTRATED 
1. Enterprise UX for diverse user bases: Designing for extreme technical diversity 
2 . Forced adoption patterns: Balancing business requirements with user experience 
3 . Multi-channel experience design: Web, mobile, phone, and in-person pathways 
4 . B2B relationship dynamics: Leveraging dealer networks as design assets 
5. Progressive disclosure: Breaking complex requirements into manageable steps 
6 . Content strategy for technical diversity: Same features, different framing 
7 . Accessibility beyond disability: Designing for connectivity, literacy, and tech comfort variations 


