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Disclaimer Notice to Recipient 

“Bank of America Merrill Lynch” is the marketing name for the global banking and global markets businesses of Bank of America Corporation. Lending, 
derivatives, and other commercial banking activities are performed globally by banking affiliates of Bank of America Corporation, including 
Bank of America, N.A., member FDIC. Securities, capital markets, strategic advisory, and other investment banking activities are performed globally by 
investment banking affiliates of Bank of America Corporation (“Investment Banking Affiliates”), including, in the United States, 
Merrill Lynch, Pierce, Fenner & Smith Incorporated and Merrill Lynch Professional Clearing Corp., all of which are registered broker-dealers and 
members of FINRA and SIPC, and, in other jurisdictions, locally registered entities. 

This document is intended for information purposes only and does not constitute a binding commitment to enter into any type of transaction or business 
relationship as a consequence of any information contained herein. 

These materials have been prepared by one or more subsidiaries of Bank of America Corporation solely for the client or potential client to whom such 
materials are directly addressed and delivered (the “Company”) in connection with an actual or potential business relationship and may not be used or 
relied upon for any purpose other than as specifically contemplated by a written agreement with us. We assume no obligation to update or otherwise 
revise these materials, which speak as of the date of this presentation (or another date, if so noted) and are subject to change without notice. Under 
no circumstances may a copy of this presentation be shown, copied, transmitted or otherwise given to any person other than your authorized 
representatives. Products and services that may be referenced in the accompanying materials may be provided through one or more affiliates of Bank 
of America, N.A. 

We are required to obtain, verify and record certain information that identifies our clients, which information includes the name and address of the client 
and other information that will allow us to identify the client in accordance with the USA Patriot Act (Title III of Pub. L. 107-56, as amended (signed 
into law October 26, 2001)) and such other laws, rules and regulations. 

We do not provide legal, compliance, tax or accounting advice. Accordingly, any statements contained herein as to tax matters were neither written nor 
intended by us to be used and cannot be used by any taxpayer for the purpose of avoiding tax penalties that may be imposed on such taxpayer.  

For more information, including terms and conditions that apply to the service(s), please contact your Bank of America Merrill Lynch representative. 

Investment Banking Affiliates are not banks. The securities and financial instruments sold, offered or recommended by Investment Banking Affiliates, 
including without limitation money market mutual funds, are not bank deposits, are not guaranteed by, and are not otherwise obligations of, any 
bank, thrift or other subsidiary of Bank of America Corporation (unless explicitly stated otherwise), and are not insured by the Federal Deposit 
Insurance Corporation (“FDIC”) or any other governmental agency (unless explicitly stated otherwise).  

This document is intended for information purposes only and does not constitute investment advice or a recommendation or an offer or solicitation, and is 
not the basis for any contract to purchase or sell any security or other instrument, or for Investment Banking Affiliates or banking affiliates to enter 
into or arrange any type of transaction as a consequent of any information contained herein. 

With respect to investments in money market mutual funds, you should carefully consider a fund’s investment objectives, risks, charges, and expenses before 
investing. Although money market mutual funds seek to preserve the value of your investment at $1.00 per share, it is possible to lose money by 
investing in money market mutual funds. The value of investments and the income derived from them may go down as well as up and you may 
not  get back your original investment. The level of yield may be subject to fluctuation and is not guaranteed. Changes in rates of exchange between 
currencies may cause the value of investments to decrease or increase. 

We have adopted policies and guidelines designed to preserve the independence of our research analysts. These policies prohibit employees from offering 
research coverage, a favorable research rating or a specific price target or offering to change a research rating or price target as consideration for or 
an inducement to obtain business or other compensation. 

Copyright 2013 Bank of America Corporation. Bank of America N.A., Member FDIC, Equal Housing Lender. 
 

 

 

http://www.finra.org/index.htm
http://www.sipc.org/
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A Day in the life of a Treasury Manager 

Treasurer 

Financial Institutes 

AR / AP 

Investments  / 

Credit / FX 

Forecasting 

Common Responsibilities 

 

• Assess daily cash positioning and liquidity needs 

• Oversee cash collections, funds transfers, cash disbursements, 

month-end account closing activities, and inter-departmental 

reporting. 

• Make sure accounting records are updated for daily financial 

transactions. 

• Make sure issues are resolved regarding customer or supplier 

transactions 

• Liaise with banks to address any account or service issues and 

strategic needs.  

• Develop financial reports to assist management in making 

appropriate decisions regarding debts and foreign exchange 

plans.  

• Maintain security and confidentiality of financial records.  



4 Footnote. Sourced from Nielsen Norman Group; Usability 101 Introduction to Usability  

Designing for Usability – 5 Key Components 

•Learnability: How easy is it for users to accomplish basic tasks the first time 
they encounter the design? 
 
 

•Efficiency: Once users have learned the design, how quickly can they 
perform tasks? 
 
 

•Memorability: When users return to the design after a period of not using 
it, how easily can they reestablish proficiency? 
 
 

•Errors: How many errors do users make, how severe are these errors, and 
how easily can they recover from the errors? 
 
 

•Satisfaction: How pleasant is it to use the design? 
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Defining Utility and Usefulness 
Does it do what the User needs? 

Definition: Utility = whether it provides the features you need. 

Definition: Usability = how easy & pleasant these features are to use. 

Definition: Useful = usability + utility. 

Footnote. Sourced from Nielsen Norman Group; Usability 101 Introduction to Usability  
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Validating if the Design is Useful 
Collecting input 

Client Input 

Usability Labs 

Useful Design Competition Web Experiences 

Ethnographic Research  

(on site) 

Focus Groups / Surveys Sales  / Call Center 

Conference Demos 

Footnote. Sourced   from Bank of America   
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Focusing on Experiences vs. Tasks 
 

• Have a believable story  

• Co-create value with clients 

• Connect communities 

• Empower users to do things 

previously not possible 

• Design for Flow 

• Leverage game mechanics/learning 

theory (completeness) 

• Create conversational and context 

aware interactions (adaptive 

interfaces; narrative IA structures) 

• Elicit Desire (limited availability, 

limited access, etc.) 

Products/Features 

People/Activities/Context 

• Simplify, organize, and clarify 

information  

• Display information visually 

• Reduce features and 

complexity 

• Use language for more 

natural interactions 

Footnote. Sourced from Stephen P. Anderson.    

http://www.google.com/url?sa=i&source=images&cd=&cad=rja&docid=UTUXv1c4mjaKhM&tbnid=yfeSz2FB0mzpFM:&ved=0CAgQjRwwAA&url=http://contrast.ie/blog/make-it-meaningful/&ei=GnHAUcboLIqw0AGBq4H4BA&psig=AFQjCNHRtFmKZCeYzq12Y6QM1fSBbHAGFA&ust=1371652762772771
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Choosing the right Research Method  
What do you want to find out? Which method can give you that information? 

 
Research Method Pros Cons When to Use 

Focus Groups 
(6-8 people from your target 
market) 

• Can  get a clearer idea of your 
target market, what they think 
and what they want 
• Can contact many clients and 
can be less expensive 
• With group sessions, ideas can  
lead to the new ideas. 

• Can only gather opinions on 
concepts and ideas, not how 
well people would use designs 
• Not always totally reliable - 1 
vocal person in a group can 
influence everyone else 

• If you have little knowledge 
about the target market 
• Performed early in the project 
• If you are looking to develop 
something new, but aren't sure 
what the reaction will be 

Usability Labs 
(1-on-1 facilitated sessions) 

• Collects more detail on each 
person and thoughts/opinions 
• Focuses on the interaction with 
the website. 
• Can show exactly how clients 
use websites (and where and 
why they go wrong) 

• More expensive  
• You hear feedback from less 
clients 

• Used when creating a new site 
• Used when enhancing an 
existing site 
• Perform these regularly during 
development cycles 

Ethnographic Research 
(on-site observation) 

• Observes natural behaviors of 
clients in their work space 
• Can reveal offline behaviors 
including other systems used 
and paper intensive tasks 

• Takes more time per client 
• Schedules dependent on clients 
• Clients may not act naturally 
during the study 

• Early stages of a project 
• Used for very complex or 
critical design challenges 

Web Experiences  • Less expensive 
• Can do this research all year 

• Easy to fall behind given short 
life cycles due to innovation 
• May  overlook unrelated 
industries driving change 

• Used to evaluate approaches 
for user experience designs 
• Used to validate latest 
technology capabilities  

Sales / Conferences / 
Competition / Client Input 

• Less expensive 
• Can collect this research all 
year long 

• Focus is often on features and 
not user experience 
• May not lead to differentiation 

• Validation of your websites 
feature set 
• Used to assess Market 
Capabilities for Sales efforts 

Footnote. Sourced from  www.webcredible.co.uk, www.spotlessinteractive.com and Bank of America hands on experience.   

http://www.webcredible.co.uk/
http://www.spotlessinterarctive.com/


Putting the User in the Driver’s Seat   
- The Usability Lab 
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Sample Usability Lab : CashPro® Mobile 
 

          “Very user friendly, if I can use it anyone can        
 use it.” 

 
“I want to give up my laptop and work only on my mobile 

device. CashPro Mobile is the first step toward this.” 
 

         “I’m busier and busier each day, working across  
           multiple states at any given time, CashPro Mobile will 

make my work life much easier.” 
 

“Mobile applications will be the next wave for corporate 
banking, and Bank of America seems to be at the forefront 

with CashPro Mobile.” 
 
“The first thing I do after waking up in the morning is to see 

my Previous Day Summary Balances, CashPro Mobile will 
make this so easy that I won’t even have to get out of bed.” 

 

Provides feedback on thoughts & opinions 

Footnote. Sourced   from Bank of America   
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Sample Usability Lab : CashPro® Mobile 
 Focuses on Interaction with the Website / System 

• Some users expressed the need 
to organize the home page.  
Need ability to customize home 
page.  
 

• Some users expressed grouping 
the navigation into logical 
sections such as all Approval 
related tasks. 
 

• Tapping vs. Touching was a 
difficult interactive gesture for 
people to get the hang of, 
especially when it's the first time 
they have used a touch screen 
device. 
 

• Easily found Home button.  
 

• Understood the back button.  
 
 

 

1 

1 

2 
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Footnote. Sourced   from Bank of America   



Today’s Web experiences are driving 
User Expectations 
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Responsive Design 
Solving for the optimal viewing experience across devices 

Foot note:  Source: http://www.socialldriver.com 
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The Boston Globe Responsive Layouts 

Foot note:  Source: http://www.bostonglobe.com 
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Disrupters driving Web Expectations 
Mint.com 

Foot note:  Source: http://www.mint.com 
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Interactive Design Techniques 
Driving towards “Meaningful” Experiences 

Data Visualization 

 Usability benefits: 

 

 Lets you look at a vast 

quantity of data quickly 

 

 Can help you gain more 

insight and discover new 

meanings vs. focusing on 

data collection 

 

 Can create a shared view of 

a situation to align folks on 

needed actions (actionable 

insight) 

 

 Getting to answers quicker 

 

 

Foot note:  Source: http://www.mint.com 
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Interactive Design Techniques 
Driving towards “Meaningful” Experiences 

Make the User Smart 

 Turbo Tax 

 Maps my ‘mail’ to 

corresponding IRS Forms 

• 1099-INT 

• 1099-DIV 

•  etc, etc. 

 

 Keys in the data for me 

(import) 

 

 Builds a community to share 

knowledge (users provide 

insight) 

 

Foot note:  Source: http://www.turbotax.com 
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Interactive Design Techniques 
Driving towards “Meaningful” Experiences 

Make the User Smart 

 Legal Zoom 

 

 Contextual Help for complex 

choices or terms 

 

 Displays data to simulate 

community  (data provides 

insight) 

 

 “Flow” is clear/simple; and 

information is organized 

 

 Complexity reduced with 

less content on page; 

balanced by more steps 

 

Foot note:  Source: http://www.legalzoom.com 
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Interactive Design Techniques 
Driving towards “Meaningful” Experiences 

Auto Suggestions 

 Using a Highlight Box 

 

 Key metrics 

 

 Visual map 

 

 Upcoming events 

 

 Popular related topics 

 

Foot note:  Source: http://www.google.com 


