UX PORTFOLIO
SELECTED SAMPLES
PORTFOLIO 2017



GATHERING TASK FLOWS,

USER DATA, USER

INTERVIEWS | JOURNEYS,
SCENARIOS

HAND CODING
HTMLS5, CSS3,
JAVASCRIPT

SITE MAPS,
CONTENT
INVENTORIES

SCREEN FLOWS,
NAVIGATION
MODELS

HIGH-FIDELITY
VISUAL DESIGN

WIREFRAMES
SKETCHES

USABILITY
TESTING

RAPID
FUNCTIONAL PROTOTYPING,

INTERACTIVE
SPECIFICATIONS PROTOTYPES

ABOUT ME
SKILLS
PORTFOLIO 2017

SKILLS

| have a multidisciplinary skill set that integrates creative knowledge with
technical and business expertise. | master the best and most current design
tools in the industry alongside having a strong understanding of and ability to
perceive human nature and human behavior. I'm a critical thinker with an open
mind, a communicator and a facilitator.



UX CONSULTANT
HSBC uX
CONSULTANT
EXPERIENCE
BURN
I've successfully delivered and managed more than 50+ digital projects
UX DESIGNER ranging from web & mobile apps, crm platforms, cms based corporate
UBER websites, and large ecommerce. All are at the highest standard of execution
and represent some of the leading companies in the industry.
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04

DEVELOP

02

EXPLORE

03

SELECT

PROCESS

01 Learn. Gain knowledge of users, context, technologies, gather user data,
research competitive products, conduct interviews and filed studies. 02 Explore.
Build user profiles on gathered data, produce materials that will aid the outlining
of the project, site maps, content inventories, screen flows, navigation models,
task flows, user journeys, scenarios.

03 Select. Evaluate, test, and select wireframe concepts for prototype
development. 04 Develop. Create design specifications and evolve concept/
wireframes into full design solution. 05 Refine. Evaluate design with stakeholders
to obtain feedback and conduct usability testing. 06 Deliver. Complete design and
produce deliverables.



0 1 HSBC <)

Corporate content website, online
banking portal and banking mobile
app for HSBC's digital transition

02 IMG GOLF

Corporate content website
showcasing the business history as
a market leader in the sport with 50
years of experience.

03 BT’

IMG pitch for BT. Football interactive app
for smartphones tablets and smart TVs

CASE STUDIES

There is quite a vast list of projects that | have worked on since i started my
career. Thisis a selection of my best and most recent UX work that | have done.
The projects are relevant for their industry and devices.



(g} -
) Personal banking: Bank Acc

X | [] www.hsbe.co.uk/1/2/

Language (English) v ' CA v g% v | WaiWing v

HSBC <x’ My banking My portfolio My rewards & offers Products & services Contact Us

Account dashboard Stocks & shares Get more from HSBC Bank, borrow, invest, protect Help & support

My banking

" Hong Kong

Day to day Balance  4,850.00
Indicative balance 154,000.00

532213578765 Credit limit @ 5,000.00
Currency I Awvailable credit 9,850.00
Wai Wing View charges and interest

Master bundle
125341647988 10,000,000,000.00 D

Children’s savings Move money [é Manage = Search Q Details i=
125341647988 80,000.00 CIEB

Date ~ Description ¥ Amount § ¥ Balance $
Day to day
098123880123 16,428.26 @ 15 Feb 2013 Credit Card -1,000.00  80,000.00

5 I+l Canada

15 Feb 2013 Soha 4,000.00  81,000.00
Indicative balance 4,000.00 [I®

13 Feb 2013

Print 2 Luk Yu -300.00 85,000.00

12 Feb 2013 Credit Card - 500.00 85,300.00

11 Feb 2013 Mortgage -1,500.00  85,800.00

Download 4, | Print =y Show more W

Accounts at HSBC

We otfer a wide range of current
accounts 1o fit and enhance your life.

+ Leading UK rates +" Easy application

/ Switch guarantee

Alreacy started? Resume application

HSBC.COM
PROJECT OVERVIEW
PORTFOLIO 2017

HSBC )

Date: March 2016
Platform: Desktop, mobile and tablet

CHALLENGE

Support HSBC in their digital
transformation process with the best and
most up-to-date UX practices, trends
and research for all their digitial assets

WHAT I DID

> Setting goals and objectives

> Stakeholder interviews

> Establishing key audiences

> Building personas

> Creating scenarios

> Creating user journeys and stories
> Creating site maps

> Content audit and inventory

> Creating experience maps

> Conducting UX research

> Conducting competitive research
> Low-fidelity prototypes

> High fidelity prototypes

> Creating wireframes

> High-fidelity design

> Usability testing



01 HSBC

SETTING GOALS AND OBJECTIVES

SITE URL: hsbc.com, hsbc.co.uk, hsbc.com.hk, hsbc.com.au, hsbc.ru, hsbc.de,
hsbc.ca, hsbc.com.ar, hsbc.co.nz, hsbc.com.qga, hsbc.fr
SITEOWNER: HSBC

WHAT’S ARE THE WEBSITES AND APPS ABOUT?

HSBC.com’s are corporate websites for europe’s largest bank and the world’s
seventh by total assets. HSBC digital portfolio is split between the public website
that provides their clients with relevant information and the online banking
platform, that offers banking solutions.

WHAT ARE THE GOALS OF THE WEBSITES AND APPS?

The goal of the websites and apps is to provide an integrated solution for the

HSBC's digital transition applying latest trends, techonologies and the optimal
user experience.

WHO ARE THE USERS OF THE SITE:

Primary audience: Low, medium and hight value customers.
Secondary audience: Non-Customers and ex-customers

HSBC.COM The stakeholder has the best idea of what the project is all about, that’s who |
PROJECT OVERVIEW normally start asking the questions, It's better to put everything down on paper based
PORTFOLIO 2017 on objective and goals, that will be the guiding line for the project’s development
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CONDUCTING INTERVIEWS
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PROJECT G Conducting interviews is essential in gathering information, throughout the years |'ve
PROJECT OVERVIEW learned that the better you get at this the more useful the information will be. Knowing

PORTFOLIO 2017 how to structure your questions, how to listen and how to be grateful is the key



03 HSBC
ESTABLISHING KEY AUDIENCES

NON CUSTMOER | LOW VALUE CUSTOMER | MEDIUM VALUE CUSTOMER | HIGH VALUE CUSTOMER | EX CUSTOMER

C@f <%> & & @

NON CUSTOMER LOW VALUE MEDIUM VALUE HIGH VALUE EXCUSTOMER
CUSTOMER CUSTOMER CUSTOMER
CUSTOMER YOUNGER LIMITED BUSINESS BUSINESS BUSINESS INACTIVE CLOSED
OF OTHER CONSUMERS INCOME OVER SEVERAL WITH ONE OVER SEVERAL
BANKS BANKS BANK BANKS
HSBC.COM It's vital in project’'s development to have a well-defined audience, that will ensure that all
PROJECT OVERVIEW of the design, functionality and content decisions are targeting the right people, there are m
PORTFOLIO 2017 many business examples that have failed because of not understanding their audience
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JTBUILDING PERSONAS

NON CUSTOMER - YOUNGER CONSUMER

WHO ARE THEY?

No bank account

Age: 18 - 24

Gender: Male and female
Family: Single

Education: Studying, Degree

v VvV VvV VvV Vv

HOW DO THEY FIND INFORMATION?

>~ On desktop/laptops - smartphones, mobile phone and
email communication

> finance websites, search engines, finance blogs, direct
marketing

MAIN GOALS/WHAT DO THEY WANT?

> To easily set up a bank account

> Make money transfers with low fees

> Be able to view their transactions and bank activity
online

PAIN POINTS

> Time consuming to open
up a bank account

> Can't afford to pay
additional banking costs

> Hard to integrate expenses
with other apps

MOTIVATION

> Be financially independent

> Be up to date with latest
account transactions

> Be able to recieve and
make money transfers
easily

PROJECT OVERVIEW similar to shaping a piece of clay. By doing this I'm creating a clear image of who the

1 0 HSBC.COM After figuring out who the projects audience is | normally build the personas, This is
PORTFOLIO 2017 user in our audience is.
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UZBUILDING PERSONAS

NON CUSTOMER - YOUNGER CONSUMER

AUDIENCE NEEDS:

> How can i find all my transactions?

> How can i find transactions from last

month?

Can | make a payment?

How long will the transfer take?

Can i get updates on my account?

Are there any news regarding personal

banking?

> How can i find the newest content ?

> Do you offer any additional services?
local office / contact details

v Vv Vv Vv

HSBC.COM
PROJECT OVERVIEW
PORTFOLIO 2017

v Vv VvV Vv Vv

SOLUTION (CONTENT & FUNCTIONALITY)

Interactive website design
Accessibility, UX, |A

Banking story

Subscribe option

News / media section - trends, new
(blog?) Video content?

Contact details - network

Email newsletter

Video - inside the banking business
(content analysis]

News feature with most popular
banking solutions

After figuring out who the projects audience is | normally build the personas, This is
similar to shaping a piece of clay. By doing this I'm creating a clear image of who the
user in our audience is.
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CREATING SCENARIOS
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HSBC.COM The easiest way to understand behavior is through scenarios, identifying a users goals and
PROJECT OVERVIEW needs and his following action steps will lead you to truly understanding why and how a
PORTFOLIO 2017 user is using your product. That represent the building-block for the project development
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CREATING USER JOURNEYS AND STORIES

User journey overview
HSBC GSP

Click the boxes below to see the navigation routes in context.

Landing Page

Account Summary Ditasllog

Journey start
Story: 34
Version: 0.33 Interface
Prepared on: 15 October 2015
Based on BRD version: 3.4 (except where noted) Vs acton

Status:

In progress

34/35.01 My

Accounts Decision point

Start the journey

O e

( ) End of journey

Story summary Related stories

The Account Summary is the list of product accounts the user has 35 - Account Overview

across entities, and is used as navigation so they can view the full 2 & 4 - Transaction History and Smart Search

details of that product. Substories

Assets R

As a Customer, | want to be able to view my accounts across multiple countries and categorised by in-country

51 Account Categorisation entity, so that | can quickly see the account summary information for each in-country entity.
Wireframes Visual designs
" As a Customer, | want to be able to view my accounts by product type, so that | can easily find the account |
34/35.01 My Accounts 01_Bundled-Accounts_day_to_day_default.jpg 01_Print_Preview_Standard 5.2 Account Display Order by Product want to view
Bundled-Accounts-all-closed.jpg 01_Print_Summary_Standard
Bundled-Accounts-all-expanded.jpg 02_Print_Preview_Details 5.0.1 Account Display for Bundled and As a Customer, | want to be able to view my bundled accounts so that | can easily see my bundled accounts
Bundled-Accounts-max-limit-all-expanded.jpg 02_Print_Summary_Details - Similar Products and the sub accounts | want to view.
01_Closed_Accounts_in_Entity.jpg 03_Print_Preview_Filters i R R
03_Print_Summary_Filters 53 Blspllay o;l?;:)rmanttAccounts and As a CL:stc;mer, ,I[want to view my dormant accounts and unclaimed accounts, so that | can see all of my
i ity.j = = = : nclaimed Accounts account information
81—20{1 (?SZ_FT:pctlonahty.Jpg 04_Print_Preview_Legal_Disclaimer
01_szt_tg_L:aanzgg 04_Print_Summary_Legal_Disclaimer o As a Customer, | want to be able to vi t information, so that | can find the relevant
—SeL1o_roan. o 05_Print_Preview_Date_Filters (BRD Account Summary Information s a Customer, | want to be able to view my summary account information, so that | can find the relevan
01_SystemMaintenance_Message-tooltip.jpg 05_Print_Summary_Date_Filters v3.4) account information in the Account Summary

01_SystemMaintenance_Message.jpg

Time_Deposit_Print_Solution 5.4
A .2 P ; Rl L e Display of linded entities with Closed As a Business, | want to show a linked entity even if there are no accounts held within that entity, so that the

HSBC.COM A person’s experience during one session of using a website or application, consisting of the
PROJECT OVERVIEW series of actions performed to achieve a particular goal is called a user journey. We use this
PORTFOLIO 2017 technique to identify and catalogue all interations that the user might have with the platform.
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CREATING SITEMAPS

Global Site Map HEADER ] -l 4/ { ||
Menu Definitions Sample Screen shot highlighting top black navigation bar and main navigation bar :

HSBC ‘V} My Banking My Portfolio My Rewards & Offers Products & Services Contact Us
F

Account dashboard Stocks & Shares Get more from HSBC Bank, Borrow, Invest, Protect Help & Support

LEGENDS POST-LOG ON: UTILITY NAVIGATION (BLAICK BAR)

: <Entity specific links relating to insurance>
Account services '
View and print statements
Online or paper statements
Rename accounts

I
| Travel

|Order travel money
'Travel insurance

I
I
<Flag Icon Country Selector> h
First Level Nav ltems <available languages> :<Linked Country Flag + Name> Message centre 15 ] :Lr'nk to bespoke log off page banr
Dividers, not interactive ! Notifications settings 11 h : | Featrures Satisfaction Survey
Second Level Nav Items | 1 : : :
I : 1
L [Link & Launch ltem i : |
D] [Dashboard Module ! ] |
P Premier Only Feature POST-LOG ON: MASTHEAD & DROPDOWN NAVIGATION ! !
Mybanking Myportfolio | Products & services :
Saa$ Bank, borrow, invest, protect Help&support |l
Local / not GSP My accounts |Exchange Rates 100 Offers for you |Everyday banking Contact HSBC 22 :
N Not on Mobile / Tablet :<entity links> Premier privileges :Current accounts Contact your Relationship Manage 9 :
* Locally configurable term / spelling Move Money : home&Away |Savings accounts Make an appointment )
New transaction : |Savings Calculator 700 Multichannel-Appeintment Booking 25 |
Changed since last version My payees : HSBC Rewards :Term deposits Request contact 22 :
New for Hong Kong release Regular and future payments I PIB Rewards management :Credit cards 5 Find a branch or ATM :
Bills 312 | PWS rewards management :<other local product as applicable> !
Auto Bill Pay 32| 3rd party rewards management | :
Electronic Bill Payment and Presentatio 312 | :Borrowing :
Pay Multiple Beneficiaries 41149 | :Mortgages !
: |Loans )
: :<Entity specific links relating to borrowing=> :
| ! 1
Global View i ilnvestin !
Add country to Global View 83 i I <Entity specific links relating to investing> :
Remove country from Global View 83 : : :
Global Transfers 313 | \Insurance :
| i
i !
l !
l !
Online banking limits ! I Notify us of travel 32 !
Mnlima Annnnn Cattinan h 751]7Hq| !l.ll trmirnl matifiantiana 32 1
HSBC.COM A site map describes the different content pieces on the site and the relationship
PROJECT OVERVIEW between them. It is an important step of the user centred process as it ensure content is

PORTFOLIO 2017 in places users would expect to find it.
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CONTENT AUDIT & INVENTORY

LIFE INSURANCE GLOBAL PRODUCT ANALYSIS

Products That They Would Need
. Tool / Quote CTA Type
Country Payment Type Coverag:a Options Calculator| Tool Product # (inan order) Notes
Lump Sum |Regular Income| Critical lliness -l Over 50s
Brazil
Some products work like an investment product. There are 10 products on the left menu, 9 products on
Hong Kong 9 Call . . . .
product listing page, and 7 products in coparison table. Confusing.
UK 1 Appointment There isn't any menu item for life insurance on the doormat, instead there are two tiles for it.

Australia 1 Quote, Call, Appointment | Provided by Allianz.

USA 4 Appointment, Call [ There are 2 more insurance in USA. Long-term Care Insuraunce for old people, and Disability Insurance
Proided by Zurich. There are 2 products (SavingPlus, International Wealth Account) which are provided
under insurance category. Actually, these products aren't an insurance product, instead they are

UAE 8 Call investment products which provide the option to cover death.
http:/f'www.hsbc.ae/1/2/personal/protection/life-insurance/savingsplus for SavingPlus, and
http:/flwww.hsbc.ae/1/2/personal/protection/life-insurance/international-wealth-account for IWA

Malaysia 1+4 call Provided by Allianz.

Personal and contact details (step 1)

Personal and contact details (step 1)

Personal and contact details

Personal details

Personal and contact details

Title * Title * Title *

Surname * Surname * Full First name(s)
Forname * Forname * Surname

Date of birth * Gender * Gender *
Gender * Date of birth * Marital Status *

Marital Status *

Nationality/Citizenship *

Date of birth *

Number of dependents *

If you hold more than one nationality / Citizenship

Nationality/Citizenship *

Country of residence *

In which country are you resident for tax purposes

Do you hold more than one nationality / Citizenships? *

Nationality/Citizenship *

If you are resident for tax purposes in more than one country, plase select

In which country are you resident for tax purpose *

If you hold more than one nationality / Citizenship

Where would you like your account based?*

Are you resident for tax purposes in more than one country? *

Country of residence for tax purposes

Employment Status

If you are resident for tax purposes in more than one country

Number of dependants

Current addresss

Home addresss Details

Contact details

DAactrnda ¥

HSBC.COM
PROJECT OVERVIEW
PORTFOLIO 2017

DAactrndn *

DAactrnda *

A content inventory is the process and the result of cataloging the entire contents of a
website. An allied practice, a content audit is the process of evaluating that content.

A content inventory and a content audit are closely related concepts, and they are often
conducted in tandem.
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CREATING EXPERIENCE MAPS

THINKING ABOUT THE SUBJECT EXPLORES THE SUBJECT GETTING ASSURANCE COMMITING FOLLOW-UP ACTIVATION THINKING ABOUT THE SUBJECT EXPLORES THE SUBJECT

ACQUSITION REGISTERS OR FOLLOWS THROUGH FOLLOW-UP FOLLOW-UP ACQUSITION

PLATFORM EVENT METHOD CTA CHANNEL CTA CTA LANDING PAGE SIGN IN VIA WITH CTA COMPLETES ACTIVATION COMPLETION PLATFORM EVENT METHOD CTA CHANNEL CTA

1B

‘ HSBC phones up &
PHONE CALL Y ~ respond PHONE CALL

2A pic]

User is sent push

/]
notification and email
TEXT / EMAIL 333> urging him / her to verify

ect transactio

How do I find the info

n related to the ad?
) @ confused
announcing that his s : E TEXT / EMAIL

Will | get my
money back?

PUSH / SMS This time the user clicks L) ’ card and account a rd has been PUSH / SMS
the link in the email : Distressed have been cancelled sent
]
v
N v 3A 1c
M User sees
M Userpnantsiy notification in top m
@ Aarmed M Pt d check their slot about approved
3 ’ : mortgage account mortgage PWS
e« :
’
" (4 A
y 3
2 ﬂ ‘g,,,,,,,,,,,, A v 57 " 2 ﬂ €€ Do I really need a CC
2 A v < P4 = €€ 1 just want to anymore? What was that
) = = ‘l V‘ S S move money 99 again? 99
T A v @ coutions @ worriea N b= @ Ao Y —
: - : :
o o
= 1A : : 28 2¢ = = 2A 28 2¢c
B“f"" 5‘;‘5|”ef‘5 ,4 “ User is prompted User is forced to click U*; 'chet‘“*s ,’ User wants to g a— “Please complete
raudulen B AL e e confirmation 535 ees notification on

move some our application”
dashboard ELTELL
money message in top slot

message that their

I i transactions” CTA
upon logging on to ransaction: card and account

have been cancelled

D A ALerT A\ ALERT BANK TASK BANK TASK @ RECOMMENDATION

MOBILE

MOBILE
APP
€€ Is this for me? How
oH do | remember the name
of the product and
] Pl
User recieves new °
: . Curious
BRANCH card in the mail
ATM
1B
@ Business launches Ssesimarksting
" campaign at the
new credit card
OTHER

airport

TASK TYPE MESSAGE TYPE

E BANK TASK A ALERT CREATED ON 28 09 15

TASK TYPE MESSAGE TYPE

[E BANK TASK A ALERT

® RESEARCH A NOTIFICATION ® RESEARCH A NOTIFICATION

{, COM FOLLOW-UP @ RECOMMENDATION }leadh}a&zce + HSB m . COM FOLLOW-UP @ RECOMMENDATION

HSBC.COM Experience Map is an important design tool to understand a product/service interactions from
PROJECT OVERVIEW users’ point of view. One experience map is basically a visual representation that illustrate
PORTFOLIO 2017 users’ flow, their needs, wants, expectations and the overall experience for a particular goal.
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COMPETITIVE PRODUCT RESEARCH
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accounts £4,464.52

Settings

ACCOUNTS ¥ . bank accounts £4,464.52
— & " F
= n Account y e i I T
_..M‘ ¥ , 4 Total Cash i,082 s ¥ $100 By $10§ §  MRMIRCEAANTON £4,463.44
% : ™ . $14 on F-tertaneent, Thit socms 55,00 by $8.00 T
ﬁ E'frace Bank 530,082 ey
8 o 522 T#
13,4 c1 N
Tatal Db 3,484 e @ MR MIRCEAANTON £108
% Arvaic i Expredd &3 248
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\> Armarican Eapresn 000 — R e
R budget credit cards £0.00
[ I b
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I 8
‘\\ Chass Credit Cardh 0938 OCT e
ol . : .
ast lays
oty Q| mr mircea anton st 9o cay:
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D!REC:POI;PDAJRMENYS Direct Debit money In money out  transactions
Spending by Category : Budget » 3 Accounts »
s o 308 - P =3 £ $126,¢ overvew
e 2 g 2 1 e ’ Ove! % 28015 DIRECT DD PAYMENTTS Direct Debit Xxxox6.. = Credit Card Payments -£20472 ’
Alerts & Advice »
"" C M‘l’l’] ‘ 27 Oct 15 APPLE STORE R176 Card Purchase ON 26 O. = Entertainment -£419.00 4
2 Worls 1 o= accounts
u Large Dirpeomet P 2o COSTA COFFEE X3038 Contactless Card Pur.. = Restaurants/Pubs/Bars -£215 ’
Bt Ay v A transactions
‘ 27 Oct 15 APPLE STORE R176 Card Purchase ON 26 O. = Entertainment -£679.00 " ik
wial € W
s B e e e as My Sovings
ZHE 20 how of § < sreas Camar R budget P 2o U.SEEIN CONT LTD Contactless Card Purch.. = Other Expenses -£111 ’
{ ‘ 27 Oct 15 SAINSBURYS S/MKTS Card Purchase ON 26 = General Merchandise -£4.85 " ik
ﬂ Ovwr Besdipet support
P - e . . ‘ 27 Oct 15 DUKE STREET BARBER Card Purchase ON 26. = Personal Care -£4.00 ’
Sperdeng
34 p1 :
BUDGETS
y 2 4 ANy [
 ACCOUNTS . ACCOUNTS v mlnt\ om AUGUST 2013 3600 Left O w— 0 e
' Accounts T — 5 =
; 7 " e =
AT 2
CASH §126569.81 o P $2,854 A BUTTE 1o )
$1,897.09 $12,652.75 CHECKING $2,459 CHECKING $2.459 a3 B fome all transactions 264
i My Checking $16,846.47 St AUTO ANCP N o e 224010
m Chase Chec A Visa Rewo MyChecking T MyChecking $1897 sl 5 AUTO & TRANSPORT = $,‘ 940 L
d b, -emon
. e 2 . HSBC current. nt.
$562.44 $1124.24 Chase Checkin s562 Chase Checking $562 My Savings $159820 21 Gas & Fuel ‘ $300 Left Education el
Custamer Central Bank Life e S
$" 8’]4 London Underground -£2000
: " i .
@ § saviNGs $21100 SAVINGS $21100 ?petm‘:léng e $552.84 D Parking $50 Left Bills & Utilities N“Dmd"swmumum 2148590
Move Money Deposit R silPay MyS ¥ Pss—— apital One 31 Pay m it ks 1435.3: o
ySavings $12652 ySaving $12,652 Travel $151.73 Cd : . $)‘ 305
Del Taco 4 4 Capital One 360 Co = o Travel £123.46 s
Chase Savings se.a48 E Chase Savings s348 FOOD & DINING ottt spending - deSmingsaourt €200
e ' ’ ING Direct US $107,42057 Ta $983 i ek —-—
arget THRIVE Chequing Account Pay Fast Food $25 Over = VOO o e £1878
RBTeS . Business Services T -£2000 |
: | | CREDIT CARDS 07825 |
Marley’s 5 APPY) Visa Rewards | $ m ) $446 =

HSBC.COM Competitive analysis is used to evaluate how a given product’s competition stacks up
PROJECT OVERVIEW against usability standards and overall user experience, it also helps understand how
PORTFOLIO 2017 the major competition in your space is handling usability
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CONDUCTING RESEARCH

Proposed model: MIRPEDP Puting it all together

We are proposing to clasify and measure the message impact
When looking at the slot aloaction of VAM messages we need to look at

relative to the position of establised design patterns how does the type of message and placement impact the UX?
High impact Below you can see a model of how we can clasify thsese elements, quantify and compare their impact.
Inside established
Design pattern component Message Use
L r
relevance F Shape MIRPEDP Journey

Inside established
design pattern

Qutside established
design pattern

Low impact

Messages
by priority
Personal
Contextual
No relevance
High Focus
Medium Focus
Low Focus
High Impact
Medium
Impact
Low Impact
High
frequency
Medium
frequency
Low
Frequency

ﬁ
!

RO E T* >

I

HSBC.COM UX research serves many purposes throughout the design process. It helps us identify
PROJECT OVERVIEW and prove or disprove our assumptions, find commonalities across our target audience
PORTFOLIO 2017 members, and recognize their needs, goals, and mental models
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LOW-FIDELITY PROTOTYPES
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product but is otherwise simple, usually in order to quickly produce the prototype and

test broad concepts.
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HSBC

CREATING WIREFRAMES
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PayM on theHSBG appin

A wireframe specifically focuses on space allocation and prioritization of content,
functionalities available, and intended behaviors, it allows you to determine the information
hierarchy of the design while making it easier to plan out the content and user experience.
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Find out more about HSBC mortgages )
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HIGH-FIDELITY DETAILED DESIGN

€« - X | D www.hsbec.couk/1/2/ GUS 2 ASSET SHEET CONTENT / WT-CON

72dpi standard display Sheet 3

Language (English) v

J:I_ Desktop I.—.| Tablet Portrait [ Mobile

Changelog
. . . rrrrrrrrrrrri FrFFOEFPCErEL FFEEI
HSB C m My banking My portfolio My rewards & offers Products & services Contact Us 1 1 n!
Account dashboard Stocks & shares Get more from HSBC Bank, borrow, invest, protect Help & support e Reiiion e

My banking

" Hong Kong

Day to da Balance  4,850.00
Indicative balance 154,000.00 Y ¥

532213578765 Credit limit @ 5,000.00
Currency [0 Available credit 9,850.00
Master bundle

> 125341647989 10,000,000,000.00 Wai Wing Wiew charges and interest

CPROHEAD CPROHEAD CPROHEAD
PRODUCT HEADER PRODUCT HEADER PRODUCT HEADER

Flexi saver

Children's savings Move money &y Manage = Search Q Details =
125341647988 80,000.00 u - .
Date Description v Amount § ¥ Balance $ :i:NTJSWW e conren s oot
Day to day ot ot aprt e o o e )
098123890123 16,428.26 15 Feb 2013 Credit Card -1,000.00  80,000.00
+| Canada e o ot R o o 1
> |Indilcative o 4,000.00 15 Feb 2013 Soho 4,000.00 81,000.00 ! | L1 ‘HSBCMWWSZ

Print 2 13 Feb 2013 Lulk Yu - 300.00 85,000.00
= wrronrers 5
PRono WA CONTENT Wi g FraDuT TR ConTeNT w0 e

@ HSBC Advance Visa @ 4 HSBC Advance Visa ﬂ&“

12 Feb 2013 Credit Card - 500.00 85,300.00

11Feb2013  Mortgage -1,500.00  85,800.00 ) i )

Toeof modue v

Daownload li. i Print J=% Show more

Tio of moduie

Have a nice stay?

The Connaught hotel is in the HSBC
rewards programme 80 make sure you get
20% off your stay.

Quick move money

CAD »  500.00

From account v

1 CAD = 1.324 USD ool sepes I8 Lot B |

500 CAD = 700.461 HKD

Ratas cihiaet tn channos

To account v

HSBC.COM Visual design maximizes the aesthetic, information-conveying capabilities of graphics
PROJECT OVERVIEW and text. It's actually a subdiscipline within the UX process, contributing to Ul Design,
PORTFOLIO 2017 information design, and graphic design.
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CONDUCTING USABILITY TESTS
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HSBC.COM In order to make good decision about both design and implementation you need
PROJECT OVERVIEW data about how people use designs, and the only way of gathering this data is
PORTFOLIO 2017 through usability testing.
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PROJECT OUTCOME

IC Bark Egypt S.AE

[SBC m The world's local bank

Creci Accourts and Swvings and Finance Schemes | HSBC Financial Corporate Ways to
M& | Cords | Payment Services | Protection Plans and Martgeges | Prémiér | Planning Services | Banking

Absut HSBC Egypt | Careess | ContactUs | Sitemu

are here: |odernet Banking > Account Summany

Walcome AR FEKRY EL KAZIAL, You are logged on to infemet Banking.

Language (English) v

Teav g% v WalWing v

HSBC m My banking My portfolio My rewards & offers Products & services Contact Us
Account dashbaard Stocks & shares Get more from HSBC Bank, barrow, invest, protect Help & support
—

My banking

i Hong Kong

ounts & You have 1 new message
count Summary
penbew Account  ywelcome Mr Mohammad Abdullah
pan Nevwe Term
eposit Account Summary
poiate Maturity Click on an underlined sccount number to visseyour 3ccount.
struction
| Help
wavrioad To
uickenioney
ot Worth Siatemant Cheque Book/'Savings Accounts
- (AccountMomber —————Tpe ey | Golance|
wfers 001-000000-001 Current Account EGP 10,043.26
s Enquiry
fces 001-000000-013 Statement Savings Account EGP 72,904.41
ermerts £ Advices )
ack Cones 001-000000-017 Statement Savings Account LSD 2,301.03
Iy Miovwr
off Credit Card Accounts

- . Day to day Balance 4,850.00
Indicative balance 532213578765 Credit limit @ 5,000.00
Currency @ Awvailable credit 9,850.00
5 Master bundle Wai Win View chs J intorest
125341647988 10,000,000,000.00 3 e
M M = Details 1=
Children's savings ove money gy anage = Search Q etails
125341647988 80,000.00
Date Description v Amount § ¥ Balance $
Day to day
098123890123 16,428.26 15 Feb 2013 Credit Card -1,000.00 80,000.00
5 I#l Canada 15Feb 2013 Soho 4,000.00  81,000.00
| Indicative balance 4,000.00
Print 2 13 Feb 2013 Luk Yu - 300.00 85,000.00
12 Feb 2013 Credit Card - 500.00 85,300.00
11 Feb 2013 Mortgage - 1,600.00 85,800.00

Download &, | Print B

Have a nice stay?

The Connaught hotel is in the HSBC
rewards programme so make sure you get
§  20% off your stay.

Quick move money

From account v

Show more ¥

Currency calculator

[l caov s0000

Accounibumber —————Jipe ey | Galanca|

1234-5678-1234-5678 Visa Card Classic EGP 1.817.40 Dr

Old online platform: March 2015

ACHIEVEMENTS

> Improved overeall accessibility and usability

> Healthy & steady traffic growth since launch

> Low overall bounce rate & healthy avarage time on site indicates
good visitor retention

1 CAD = 1.324 USD
11 500 CAD = 700.461 HKD

1l v
To account Rates subject to changes o

Enter amount

HKD v 700.461

New online platform: December 2016

> Responsive design success revealed in low mobile traffic bounce rate

> Refferals, and social sharing validates content quality, trust and credibility.
> 12.8% conversion rate on newsletter subscribtions

> In page analytics and click tracking indicates successful navigation

HSBC.COM

Metrics are the signals that show whether your UX strategy is working. Using metrics is

PROJECT OVERVIEW
PORTFOLIO 2017

key to tracking changes over time, benchmarking against iterations of your own site or
application or those of competitors, and setting targets.




IMG GOLF

Date: March 2014
Platform: Desktop and mobile

CHALLENGE

Build a website that curates current, credible,
trustworthy, reliable content, provide resources
for users and generate business leads.

© NEWSLETTER

EXCLUSIVE NEWS
FROM THE GOLF
INDUSTRY

PAUL CASEY WINS IRISH OPEN

IMG GOLF CLIENT ERNIE ELS WINS
BMW
INTERNATIONAL OPEN
OFFICE LOCATIONS | NEWSRSS | PRVACY POLICY | SITEMAP | TERMS

THE PRESTIGIOUS

WHAT I DID
s \ > Setting goals and objectives
o > Stakeholder interviews

= ONEWSLETTER
€ NEWS
GOLF

> Establishing key audiences

> Building personas

> Creating scenarios

> Creating site maps

> Conducting competitive research
> Low-fidelity prototypes

> Creating wireframes

> High-fidelity design & guidelines
> Usability testing

IMGGOLF.COM
PROJECT OVERVIEW
PORTFOLIO 2017
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SETTING GOALS AND OBJECTIVES

SITE URL: imggolf.com
SITEOWNER: MG World

WHAT IS THE WEBSITE ABOUT?

Imggolf.com Is a corporate content website showcasing the business history as a
market leader in the sport with 590 years of experience managing the top golf
professionals, golf courses, premier golf events and personalities

WHAT ARE THE GOALS OF THE WEBSITE?

The Goal of the website is to provide current, credible, trustworthy, reliable content,
provide resources for users and generate business leads.

WHO ARE THE USERS OF THE SITE

Primary audience: Broadcasters and Sponsors
Secondary audience: Event Managers and Sales Managers

IMGGOLF.COM Objectives are an important focusing lens for use throughout the project.
CASE STUDY They spring from the client company’s overall business strategy, so the project
PORTFOLIO 2017 objectives are in line with the strategic initiatives within the company
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03
ESTABLISHING KEY AUDIENCES

sponsors () (O  EVENT MANAGERS
47%

BROADCASTERS O O SALES MANAGERS

457

IMGGOLF.COM Interviewing the stakeholders has helped me identify the right audience for the product and
CASE STUDY characteristics of study participants. As with every product or service, the best offering comes
PORTFOLIO 2017 from carefully identifying the target audience, their needs and their wants.
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UTBUILDING PERSONAS

BROADCASER | INCLUDES CHANNEL MANAGER, EXECUTIVE BROADCASTING DIRECTOR

WHO ARE THEY?

> Decision makers

> Age: 35+

> Gender: Mixed

> Family: Married, children

> Education: Strong media background, business
orientated

HOW DO THEY FIND INFORMATION?

> On desktop/laptops - smartphones, information and
data focused - emall primary communication

> Forums for broadcasting trends -media magazines,
media groups on soclal networks such as Linkedin

MAIN GOALS/WHAT DO THEY WANT?

> To find the right level of information quickly

> Trending, impactful & cost efficient content

> To be the first to know about media trends, news /
latest in broadcasting world

IMGGOLF.COM | synthesized my personas from observations, research and stakeholder interviews.
CASE STUDY To create a thorough persona | normally include social and demographic characteristics,
PORTFOLIO 2017 needs, desires, goals, habits, expertise, cultural background and motivations.

PAIN POINTS

Finds it hard to find relevant content
for his industry

The content found is not always up to
date

Finds it hard to get the contacts for
the right people

Hard to distinguish the level of quality
of the content presented

MOTIVATION

>
>
>

Find new suitable content
Discover new trends in the industry
Access fresh & new content markets

MRCE



07BUILDING PERSONAS

BROADCASTER | INCLUDES CHANNEL MANAGER, EXECUTIVE BROADCASTING DIRECTOR

AUDIENCE NEEDS:

> What is your best content about?

> Whatis the audience for that content?
> Whatis your latest tv content? -
upcoming updates, trends?

What are the trends in your industry?
What can | buy - how much?
Exhibitions - when, where, who?

New content /

Who stars/presents your content?
What is your distribution platform?

|s this data up to date?

How do you produce your content?
How engaging is your content?

Where can | find details about your
shows? Do you offer any additional
services? - local office / contact details

VY VvV VvV VvV VvV VvV VvV VvV Vv Vv

IMGGOLF.COM
CASE STUDY
PORTFOLIO 2017

SOLUTION (CONTENT & FUNCTIONALITY)

v v VvV Vv

v Vv VvV VvV Vv Vv

Interactive website design
Accessibility, UX, [A - improvements
Product search/filter

News / media section - trends,
exhibitions, new (blog?) Video - event
show

Contact details - global network
Email newsletter

Video - inside the business

(content analysis])

Golf feature with most popular players
(success) Facts/Stats

| synthesized my personas from observations, research and stakeholder interviews.
To create a thorough persona | normally include social and demographic characteristics,
needs, desires, goals, habits, expertise, cultural background and motivations.

MRCE
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CREATING SCENARIOS

BROADCASTER IS DOING RESEARCH AND WANTS TO FIND AN EVENT THAT MIGHT SUIT HIS CHANNELS PROFILE

pd

Broadcaster
navigates to
imggolf.com

pd

Broadcaster
looks for events on
the website

30

pd

Broadcaster clicks
on “Our clients and
properties

pd

Broadcaster

business activity is in
Europe, he is looking
for premium events.

pd

Broadcaster

selects Alfred Dun-
hill Links Champi-
onship and looks for
the time of year it
happens

Broadcaster is
interested in the
event and wants to
ask someone
about it

pd

Broadcaster filters
the events by region

pd

Broadcaster clicks
on the read more
button

Broadcaster clicks
on the ‘enquire’
button

Broadcaster clicks
on drop down
menu button called
“Events”

IMGGOLF.COM
CASE STUDY
PORTFOLIO 2017

| use scenarios to describe the stories and context behind why a specific user or

/

Brodacaster filters
the events by
highest purse

O sk

O SUBTASK

user group comes to the site. They note the goals and questions to be achieved and
sometimes define the possibilities of how the user(s) can achieve them on the site.

MRCE
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USER JOURNEYS FOR DATA COLLECTION

Steps & »

User wants to subscribe to newsletter

Any Website Page

Clicks on
- newsletter icon in
the footer

User wants to download white paper

White Papers Page

Clicks on white paper

©

User wants to access promotion

Promotions Page

Clicks on promotion

©

User wants to join club

Any Website Page

Clicks on join club
button in the footer

©

IMGGOLF.COM
CASE STUDY
PORTFOLIO 2017

User journeys are useful in demonstrating the way users could interact with the
website, in this particular case | illustrated, hierarchically, the series of steps necessary
for the user to take in order to collect different types of data.

& » p &) » ®) g O Data collected
Window Name Window Name "
Subscribes with ‘ ® email address '
P 2 email address Success message
Pop-up registration page Pop-up registration page » White Papers Page ~ ~
® emai address
Registers with ® name & surname
sonal detais Success message )
P per White paper ® job title
starts downloading
® company
Pop-up registration page Pop-up registration page " Promotions Page (._ email address
® name & surname
Registers with Success message .
» personal details Get's promotion ® job title
voucher code
® company
Pop-up registration page Pop-up registration page Y Account Home C email address
. . ® Selects whitepaper = = Iw_hrtepuper starts downioading #® name & surname
Registers with -
» personal detais Success mesage ® Selects promotion > P Ieet's promotion o job title
® Selects hidden content > R Iviews hidden content ® company
| ® Selects email subscription _| 3 IEcits email subsription ® contact number




08
CREATING

SITEMAP

Header Navigation

WHY GOLF? JOIN CLUB
Homepage
ABOUT US OUR SERVICES OUR CLIENTS & PROPERTIES THE GOLF CLUB MULTIMEDIA NEWS CAREERS CONTACT US
— HISTORY — PLAYER MANAGEMENT — GOLFERS — JOIN CLUB
— WHAT WE DO — EVENT MANAGEMENT — EVENTS — BLOG
— WHY GOLF — MEDIA — COURSES — SWING ANALYSIS
— THE IMG DIFFERENCE | — ADVISORY — ADVISORY
— OURJOINTVENTURES — GOLF DAYS AND APPEARANCES
— LEADERSHIP TEAM — CORPORATE HOSPITALITY
— GOLF COURSE SERVICES
— LICENSING
L ADDITIONAL SERVIES
Footer
OFFICE LOCATIONS NEWS RSS PRIVACY POLICY SITEMAP TERMS OF USE
IMGGOLF.COM Once I've completed the personas and user journeys, I'll create the sitemap. It visualises
CASE STUDY what I've have learnt about how users navigate the site, what sort of content they will
PORTFOLIO 2017 need to support them in their goals and what sort of language they use to identify things




COMPETITIVE PRODUCT RESEARCH

Register  Login

5‘ Home News -Argonon HOME CONTACTS ABOUTUS CATALOGUE MARKETS NEWS @

tnvestor Log-in: NN N oo

Register Now Forgotten Password

Formatis About International : | International Sales | Contact Us
Banijay Programmes ContactUs
International Seledions ‘ 2
Latest News

i Silent Witness g .= The Wee Man
WEE DV &Bluray release
available on DVD and Blu-ray
on ... More...

The acclaimed thriller serles created by Nigel McCrery...

3 still waters
Still Waters filming More....

New Tricks

INATHAN PHANG'S

<-GOURMET TRAINS

, In this hew series Jonathan Phang
takes us on a culinary adventure
around Europe and Asia.

Home News AboutDRG Help Contact ¥ ® 3 in
Search.... O\ w

@ ‘?veetllltesche Search ABOUT DW
All Programmes  Comedy Drama Factual Factual Ent Music & Ent Format: Ent  Format: Factual Ent  Format: Scripted

%) New Tricks follows the antics of three retired cops re...

A Lonely Place to Die
DVD and Blu-ray release
More...

All The King's Men

Search
DW.DE DW AKADEMIE  DW.DE IN 30 LANGUAGES

careers contact

WHO WE ARE PRESS BUSINESS & SALES HOTELS SERVICE & HELP MY DW

PROGRAM DW TRANSTEL CONTACT

» My Mad Fat Diary

network of
creative

DW Transtel - Quality programming
made in Germany

Search the site » LOGIN

FREMANTLEMEDIA

INSPIRING ENTERTAINMENT ABOUTUS PRODUCTION DISTRIBUTION DIGITAL KIDS CAREERS

?k‘ i g OU R LATEST N Ews STUDIOS Production Offices  Global Entertainment ~ About ITV Studios  Contact Us
S
Punte| " g GFEM @ THE AFM 5 :
FILMS ‘
FREMANYLEMEDJA FREMANTLEMEDI, ' How can it be nearly November already?! We're off
LIBRARY to sunny Santa Monica for the AFM at the beginning
- of next month and, as per the last few... Welcome to

Production Digital NEWS V 2 .

With production offices in Extending brands beyond FESTIVALS & MARKETS R NEW TEAM MEMBERS I T t u I O S .
23 countries, we are a the TV screen and creating K >

global leader in TV innovative multi-platform CONTACT We're delighted fo aniounce new members to our the UK's biggest production company:

team! Eamon Sullivan has joined as Finance Director with sales &distribution, consumer

DIGITAL SALES KIT and we have new:Business Affairs support from Alan roducts T oduc oo
Rudoff & Kimberly... P P g

scale.
GFM @ BUSAN * :

We are delighted to be attending the Asian Film - LATEST NEWS

PR . . . Market this year. Fred Hedman & Edo Bussi will be in
Distribution Kids & Famlly attendance - if we don't yet have a...

We distribute more than Aleading independent
20,000 hours of content in provider of quality kids and

entertainment. content.

FREMANTLEMEDIA
INTE!

CASE STUDY and has not worked. To connect the dots, you first need to collect the dots. Doing solid

3 3 IMGGOLF.COM In order to be competitive, you need to know what'’s out there and what has worked
PORTFOLIO 2017 investigative market research is essential for building a succesful product.



10
LOW-FIDELITY PROTOTYPES

IMGGOLF.COM | use low-fidelity prototypes in order to have an early validation of the product saving
CASE STUDY time and making sure I'm not producing wasteful design work. | can easily and
PORTFOLIO 2017 efficiently make changes while including users feedback based on their reactions.
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CREATING WIREFRAMES

& 10/22/2013: MAJOR LEAGUE SOCCER, US. SOCCER PARTNER WITH IMG TO MARKET MEDIA RIGHTS UNTIL 2022 IMG & _10/22/2019 MATGR LEAGUE SOGGER, US SOGGER PARTNER WITH IMO TO MARKET MEDIA RIGHTS UNTIL 2022 IMG
I OUR SERVICES OUR CLIENTS & PROPERTIES THE GOLF CLUB MULTIMEDIA NEWS | CAREERS CONTACT US
OUR SERVICES QUR CLIENTS & PROPERTIES THE GOLF CLUB MULTIMEDIA | NEWS | CAREERS CONTACT US
Q 0
P O 2 @,
D B ~lla - alla q -
@ [ (el
o . Q 0
~ Oo 0 ang & D Q .
ghlig @ prese ed bv P
@ N E W S L E T T E R OUR SERVICES OUR CLIENTS & PROPERTIES THE GOLF CLUB MULTIMEDIA NEWS | CAREERS CONTACT US
FROM THE GOLF Australian Maste HISTORY
IMG was founded on a handshake between
First Name | Last Name | Mark McCormack and his good friend Arnold
Palmer in 1960.
Job Position | company | 05 0 0 Mark McCormack undertook to manage and market Arnold and
~ effectively laid the groundwork for the sports marketing as we
- QIVO Orid C C DpP O know it today.
I Email I Sign Up ]
€DQ @ D O He recognised the commercial potential of sport beyond ticket
sales and used IMG to drive this concept, beginning with the elevision properties, artists, musicians, writers, prestigious
promotion of the “big three” in golf; legends Arnold Palmer, Gary organisations and world-wide eventsIMG Golf is continually
Player and Jack Nicklaus. From this IMG rapidly expanded, striving to shape the sport and its industry. We persistently aim
evolving to the world's premier sports and lifestyle marketing to carry on McCormack's legacy, leading the market in all
and management company — with a portfolio of hundreds of avenues of sports, media and entertainment.
e - o~ oue 0 O 0 —
Q . —
Charley Hull Le Touessrok Golf Course Charl Schwartzel
OFFICE LOCATIONS | NEWS | RSS | PRIVACY POLICY | SITE MAP | TERMS OF USE | ® 2014 IMG WORLDWIDE IMG

OFFICE LOCATIONS | NEWS | RSS | PRIVACY POLICY | SITE MAP | TERMS OF USE | © 2014 IMG WORLDWIDE

| build high fidelity wireframes and fully annotated diagrams, having a basis to begin

IMGGOLF.COM
CASE STUDY
PORTFOLIO 2017

IMG

creating screens; | also use them for user testing and as a reference point for functional
specifications and communicating the functionality | am going to build with stakeholders.
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HIGH-FIDELITY DETAILED DESIGN & GUIDELINES

v IN, HUGE RPGATOUR FAN HERE BDBCHAMPI name sumanme email B E MG 45px/960px TOP MENU TEXT 14PT

JOINCLUB + | WHY GOLF?

16PT

350px/960px

56px/960px MENU TEXT 15pt

R
160px/160px

Body copy text 12pt

Rya Ishikawa 16pt

9 RICOH

WOMER'S BRITISH OPEN

320px/160px
VOLVO WORLD Body copy text 12pt
MATCH PLAY
CHAMPIONSHIP

EXCLUSIVE NEWS
FROM THE
GOLF INDUSTRY

name surname

el CRRIETELS.<ioNS
WITHIMG

320px/320px

Body copy text 12pt

‘LEGENDARY’
FIELD ANNOUNCED
FOR RETURN OF
PNC FATHER/SON
CHALLENGE

640px/320px

Body copy text 12pt

CONTACT US | OFFICE LOCATIONS | RSS NEWSFEED | 5

DWIDE IMG 56px/960px BOTTOM MENU TEXT 14PT

IMGGOLF.COM Having a background in design | love getting my hands dirty and producing the final high-
CASE STUDY quality visual designs as well as the guidelines and specification. I'm allways up-to-date
PORTFOLIO 2017 with the latest industry trends and | also have a passion for design innovation.
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CONDUCTING USABILITY TESTS

WES THE
sl GOLF € LLrl BE {d
ke
i, v WO

IMGGOLF.COM | make use of user testing to explore potential solutions during the design process or test
CASE STUDY the waters during the product design cycle. Watching users try to accomplish tasks on

PORTFOLIO 2017 early prototypes is the most effective and efficient way to uncover usability problems.
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PROJECT OUTCOME

AMBASSADOR HTTP://T.CO/HACPVAHJ1G HOURS AGO FROM @USATODAYSPORTS, IMG CLI 4 4
P BASSADOR JITC ACPVAHJ1G 3HOURS AGO FRO SATODAYSPORTS, IMG CLIENT @88 'S Audience Overview Feb 1, 2014 - Jun 28, 2014
Email Export v Add to Dashboard Shortcut ‘Q
All Sessions + Add Segment
100.00%

Overview
Sessions ¥  VS. Selecta metric Hourly Day Week Month
® Sessions
100
50
February 2014 March 2014 April 2014 May 2014 June 2015
M Returning Visitor M New Visitor
Sessions Users Pageviews
yesterday Fourstime Cﬁ :Q
@PGATour winner and
l  @RyderCupUSA star
Patrick Reed @PReedGolf Pages / Session Avg. Session Duration Bounce Rate
2 has signed with IMG for
Dalian Red Flag t Fereaasn s 13.10 00:08:14 30.08%
Valley A S E— A

httpe//t.co/Klyziz3vKm -

Visitor Engagement Feb 1, 2014 - Jun 28,2014
m Edit Email Export~ AddtoDashboard Shortcut g

All Sessions

+ Add Segment
100.00%

ACHIEVEMENTS

Visitor Engagement Data

> Healthy & steady traffic growth since launch (over 1700 in the first 2 months] s [ [ [a] et

. . . . . . . Goal 1
> Low overall bounce rate & healthy avarage time on site indicates good visitor Sossion Duration 4 Landing Page Session Duration Pag R Y e
retention 1. 3595 seconds / & 00:59:55 (5.63%) 1 (0.13%) 18 (0.83%) 4 (024%) 0.00% 0.00

> R es p ons ive d es | g N sUuccess revea le d | n lOW mo b | le tra ff| C b ounce rate 2. 2234 seconds /Our-Clients-Properties.aspx & 00:37:14 (3.50%) 1 (0.13%) 34 (1.56%) 23 (1.38%) 0.00% 0.00
N R effe ra lS| a n d SO C | a l S h a rl n g Va ll d ate S CO nte nt q U a ll ty| t rU St a n d C re d | b | llty 3. 2043 seconds /Our-Clients/Golfers.aspx H_f‘ 00:34:03 (3.20%) 1 (0.13%) 3 (0.14%) 1 (0.06%) 0.00% 0.0C
i i . . 4. 1701 seconds /Multimedia.aspx &7 00:28:21 (2.67%) 1 (0.13%) 2 (0.09%) 2 (0.12%) 0.00% 0.0C

> 17.6% conversion rate on business leads based on newsletter subscriptions. - , PeR——— Pa— N W
> In page ana[yticg and click tracking indicates successful navigation 6. 1478 seconds / @ 00:24:38 (232%) 1 (.13%) 41 (1ss%) 38 (228%) 000%  0.0C

CASE STUDY success. Without credible UX success measurements, we are unable to align our efforts to
PORTFOLIO 2017 an organization’s business objectives and desired outcomes.

3 8 IMGGOLF.COM Without credible UX success measurements, we all risk not being able to quantify our



Football Hub

Football Hub

bster United finish in the top four this season?

=

R N 25:05 - GOAL! f M‘ My Feed My Video

“# Thomas Vermaelen

Vote for your favourite

Robin van Persie
as a Man United player

. 2
A
q e

gl Steven Gerrard

- Liverpool in 2012

pppppp

Have your say: Will Manchester United finish in
the top four this season?

My Feed

My Dashboard

BT FOOTBAL APP
PROJECT OVERVIEW
PORTFOLIO 2017

e

BT

Date: March 2014
Platform: Desktop, mobile and smart TVs

CHALLENGE

Pitch a multiplatform football app concept
to BT as a stragety for their existing content.

WHAT I DID

> Setting goals and objectives

> Stakeholder interviews

> Establishing key audiences

> Building personas

> Creating scenarios

> Conducting competitive research
> Low-fidelity prototypes

> Creating wireframes

> High-fidelity design & guidelines



SETTING GOALS AND OBJECTIVES

APP NAME: BT Football
APP OWNER: |IMG /BT

WHAT IS THE APP ABOUT?

The app is all about premium live football content, about capturing and improving
the interaction generated by the sport and the football fans.

WHAT ARE THE GOALS OF THE APP

The Goal of the app Is to provide a tool for all football fans, that allows them to get
closer and interact better with their favourite content on all digital platforms
available at the time

WHO ARE THE USERS OF THE SITE

Primary audience: Football fans
Secondary audience: Sport fans

BT FOOTBAL APP A UX strategy includes the why, what, how, who, and when of the project, the details that will
CASE STUDY provide its structure and demonstrate its progress and evolution. First, | identify business
PORTFOLIO 2017 goals; then | identify usability goals that allows me to develop the UX vision and strategy



ESTABLISHING KEY AUDIENCES

BASED ON SCOTT BYRNE-FRASER SPORT FAN RESEARCH AT BBC

g 8 8 ¥ &

GENERAL SPORT FAN SPORTS OBSESSIVE BANTER INTELLIGENT COMMENT MAIN EVENTER

41

BT FOOTBAL APP There are many different methods we can use to think about our audience segments,
CASE STUDY focusing on differences can help us prioritize and design the features that best meet the
PORTFOLIO 2017 needs of each.
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BUILDING PERSONAS

FOOTBAL FAN

WHO ARE THEY?

>

Avarage age: 43

Gender: 85% male, 15% Female

Marital: 71% married 23% single 2% Divorced
Social Class: Upper Middle 42% Lower Middle 32%
Skilled working 16% Working Class 9%

Ethinicity: 94% White

HOW DO THEY FIND INFORMATION?

L2

On desktop/laptops - smartphones

Sport websites: BBC Sport, Sky Sport. Eurosport, [TV
Sport, Forums for broadcasting trends

Social networks such as Facebook

Magazines & Newspapers - Guardian, Independent,
Telegraph, Times

BT FOOTBAL APP
CASE STUDY
PORTFOLIO 2017

MAIN GOALS/WHAT DO THEY WANT?

To be able to “catch” the moment
Industry renowned commentaries and feedback
To be the first to know about the latest results

v

v

v

>
PAIN POINTS

Finds it hard to find quality content

The content found is not always up to date

Finds it hard to get share it with friends

Hard to distinguish the level of quality of the content
presented

v Vv VvV Vv

MOTIVATION

> Find new high quality content
> Discover new secrets & insights into the sport

| use a persona to represents a cluster of users who exhibit similar behavioral patterns
in their purchasing decisions, use of technology or products, customer service
preferences, lifestyle choices, and the like.
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CREATING SCENARIOS

V4

Football fan
opens BT football

app

V4

Football fan
looks for the
latest football
videos

V4

Football fan reads the
game summary and
then votes for a foot-
ball poll

Football fan

wants to see what
his friends have
said about the event

Football fan wants
to tell his friends
that he really liked
the Arsenal goal
and the match

43

Football fan clicks
on “my video”

Football fan navi-
gates through the
short game
summary.

Football fan clicks
on "My feed” tab.

Football fan types
his message in the
comment text area
and clicks send

Football fan filters

videos by “Featured”

filter

Football fan clicks
on Yes on the voting
poll

Football fan selects
“Arsenal vs Chelsea
amazing goal”
video

BT FOOTBAL APP
CASE STUDY
PORTFOLIO 2017

O 1ask

O SUBTASK

Football fan scrolls
through the com-
ments in the
comment feed

Football fan likes
one of his friends
post regarding the
Arsenal game

| use scenarios as a description of a persona using a product to achieve a goal, they
describe an instance of use, in context. Scenarios are usually narratives that tell a story
describing one or more tasks in a specific environmental situation.




COMPETITIVE PRODUCT RESEARCH

M VIRGIN 30

€jur sporrs e~ @

o Bk

HIGH SCHOOL - ]
B FOOTBALL 14 Jimnmar in the hauss.

‘wch

A Powsr

v CHOOSE YOUR FAVOURITE TEAM € PLAYER STATS

BRAD JONES
e » & Sl
) L [—

GLEN JOHNSON
- =~ N A o= | ; ;
3 L | G ¢ SUNE
Resolts 3 LIVERPOOL FC ﬁ JOSE ENRIQUE J L8 = | gl 4791 383 v
Pustian . ® B .
£ YOUR FAVOURITE TEAM

3pm Sun 1 Ape Liverpoot v Aston Vil Promior Lasgue

pm Sa17 Apr Blackbum Rovers v Liverpool Fremier League ! DANIEL AGGER |

7.450m Tue 10 Agr Liverpool v Fuhsm Premier League | z g g_ (= . COACHING DRILLS
N

12450m Sat 14 Apr  Livorposl v Wosl Bromwich Alblon Premier League: L ETRciSE

FABIO AURELIO
4pm Sun 22 Apr Norwich Gity v Liverpock Premier League -. [ ParuRes | REsurs OVERVIEW | HSTORY

3pm Sat 26 Ape Liverpool v Cheissa FAGup

2450m Sat 12 May  Biackbum Rovers v Liverpoot Premier League

pm Sal & May Swansea City v Liverpos! Premier League IS SUAREZ

Liverpool v Fuham Premier League
3pm Sun West Bromwich Abion v Liverpool  Premier League
TASom Wod 24May  Nonwich City v Liverpoos Premier League
3pin 501 28 May. Liverpool v Aston Villa Premier League.

2.45 e Biackbum Rovers v Livorpooi Premier Laague

BT FOOTBAL APP
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CREATING WIREFRAMES

04:23 AM

Football App

Title goes here

ipsum dolor sit amet, consectetur adipisicing
elit, sed do eiusmod tempor incididunt ut lobore
et dolore magna aliqua. Ut enim ad minim

> QB>

Title goes here

ipsum dolor sit amet, consectetur adipisicing
elit, sed do eiusmod tempor incididunt ut labore

Name of section

seeo0 ABC 04:33 AM -

“
|,'>.~J\ Il:fpe something hl ¢ send

Name goes here
lorem ipaum dolor sit amet,

Q\ consectetur adipisicing elit
ke | comment | report

Name goes here

ipsum dolor sit amet,
’ consectetur adipisicing

fis% |

@ [ 1 {GI] :l:l: @l—]lﬂﬂ:ﬂ: I vote I

ipsum dolor sit amet,

ipsum dolor sit amet, consectetur adipisicing elit, sed do eiusmod tempor ’ consectetur adipisicina Jorem imeum dalor eit amet
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud I 50% I consectetur adipisicing elit
exercitation ullameo laboris nisi ut aliauio ex ea commodo conseauat. Duis aute e | comment | repart

Q==K o<l

ipsum dolor sit amet,
' consectetur adibisicing

— I35% I
O===IJ =)

Secion one

90% Yes l
15% e ]

[O====F{)

Name goes here
lorem ipaum dolor sit amet,
consectetur adipisicing elit
ke | comment | report

MName goes here

lorem ipaum dolor sit amet,
congectetur adipigicing elit
ke | comment | report

Secion one Secion one Secion one

QO
=

Secion Secion Secion

BT FOOTBAL APP Wireframing is all about corralling ideas into a cohesive flow of pages with a clear,
CASE STUDY well-executed focus it creates clarity of purpose, a streamlined set of features, and a
PORTFOLIO 2017 focused, compelling way to communicate with users.
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HIGH-FIDELITY DETAILED DESIGN

4:20 PM

Football Hub

i Caroline Tate $
g He’s United through and through now! &/
Arsenal Man Utd
18:31 Like | Comment | Report
<

... You were saying ...
Like | Comment | Report Tackles

3 Unforced
Goal - Arsenal vs Man United 1 - 2 Errors

Robin Van Persie shocks his old team with a stunning left foot
volley to put United in front

BT Football Hub a

Caroline Tate
He's United through and through now
Like | Comment | Report
L Anthony Durham
5 You were saying
Lie | Cor

Like | Comment | Report Share

Katie Nielson
Definite clean sheet for Arsenal today!

Like | Comment | Report Live Commentary

Mark Webb Full-time:  Man United win 2 - 1 at the Emirates
No chance! Not at the Emirates! with Robin Van Persie scoring the

Like | Comment | Report winner

Free-kick to Arsenal on edge of United box

Jessica Workman (you) : Corzola shot goes agonisingly close for Arsenal
Do you think RVP will score against his old club today?

Like | Gomment
Like | Comment | Report A United sub: Rooney on for Van Persie ‘; Katie Nielson

Yellow card: Scholes, bad tackle e el
'I Mark Webb
Jessica Workman (you)
Do y¢ will score against his old club today?
Lice

p—
My Feed

John Thompson

My Video

My Dashboard

My Dashboard My Video

BT FOOTBAL APP As a Ul designer I'm typically responsible for creating a cohesive style guide and ensuring
CASE STUDY that a consistent design language is applied across the product. Also maintaining consistency
PORTFOLIO 2017 in visual elements and producing high-quality visual designs from concept to execution
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