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lf? ABOUT ME

1ama Creative strategist devoted to providing organizations with
actionable insights into products they create, focusing on maximizing
clarity, efficiency and purpose. iaimto create meaningful
experiences that alig@N organizational VAlU@S with user’s
expectations, forging lasting symbiotic relationships. There is no
challenge with a POSItIVE PUrPOSE that I will not accept.
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MY UX TOOLS
A power user of key design,

prototyping & productivity tools.

DESIGN & PROTOTYPING
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MY EXPERIENCE

| have designed experiences for the most visited and innovative

consumer and enterprise websites and apps.

FORTUNE

Corporations Startups Non-Profits Leading
Universities




CASE STUDIES

MediaMath “ T1,

Ad Tech Platform

A Vimeo Com pany

A Connected Gar Concept

/\

AVENUEL IVE

Your Musical Foot p rint

+ Other Sample UX Work




MediaMath

PROBLEM

MediaMath is a leading
programmatic company in
the ad tech industry,
responsible for transacting
some 8 billion impressions
per day. Advertising
organizations require
campaign managers to
produce “Tear Sheets” as
proof the advertisements ran
properly. The current process
of generating Tear Sheets is a
long and arduous one.

" F .}
MediaMath JY

Saolect Advvertiaed

* ) Search Creatives

GOAL

BUSINESS

To introduce a competitive
advantage over other
demand-side ad-tech platforms and drive
iIncremental revenue while freeing up time of
internal and client resources.

USER
To increase quality of campaign reporting and save
2-3 hours spent each week on creating Tear Sheets.

BOTH

Redefine the industry practice of generating tear
sheets and refocus individual resources on more
strategic work.

Ad lech Platform App

Creative Screenshots

MY ROLE

Lead UX Designer | researched,
designed, and validated the T1
platform app, while establishing
UX standards in the Technology
Solutions team, in a two-month
timeframe.

UX METHODS

Stakeholder interviews; user
research; design studio;
feature prioritization; user
flows; design & prototyping;
usability testing (exploratory,
validation, and comparison).

SOLUTION

An innovative enterprise tool
that integrates T1 API| data for
advertising campaigns with
creative assets, to produce
“Tear Sheets”, streamlining
several hour-long process into
a few minutes.



Confirm that something is live

Include in post
campaign/|

(highlights w/ screenshots +
performance metrics)

Proof that they've run — they
need a tick on a form

somewhere.

Pmﬁ the correct
are running. Seei

actual site, confirming

running correctly

issue and not being cutoff

Used in end of campaign
reports, include screenshots

Wow factor - they want to

see the billboard

Media planners are expec
to share the same thing

End client is used to running

print

Their clients ask for them -
for QBRs, put them into

decks

To confirm that p
are live

Mostly used for proof of

execution

To see what creative looks
like in a live environment,
aspecially agency clients for
pmt—&ampaign recap decks
{to show the great work that
they've done executing that

campaign)

o
90% of the time,

images and put it into their
materials along with other
partners. If there's a recap

SYNTTHESIZE

RESEARCH

USER RESEARCH

[0 Boards

Tear Sheets - Feedback TechSol

Frequency / Time
L_____J

50 campaigns a month using
bookmarklet

Requirements

Has to be contextually
relevant article or site (and
flagged if something
neqative)

Most clients don't need these

Media Agency is required to
provide proof as part of the
contract, proof of purchase
before an invoice

-1

Two screenshots per
campaign, up to 100 per
month

deck

Stick to really PG stuff

Has to provide the URL of the
page

Depends on how many MS
clients at the time. S5 tool
that's in wiki, doesn't take
long per a c&mpaign, 3-4
screenshots. 10 mins max

Super typical if you're not
programmatic, everybody
does this which doesn't help
us and makes us a subset of
a total buy that is not inline
with the rest

Don't care about AdChoice
creatives logo - nice to have
ng it on the —
Give them one of each size

per creative execution

Homepage isn't good
enough, need one level down
(category page). Content is
important; homepage
sometimes has too many
things."

If we stop, we'd push the
work onto our clients and
have a feature disparity with
other platforms that would
not engender more money
onto the platform

and running

——
They only do it for Dell right
now, spend 3 hours per week

Expect them ASAP after
launch, within 24 hours

They might just file them
away, or show them to
leadership

Video and moblle ara
definitely included, and in-
app gets asked but not
something they provide in an
automated

in times sq.
ted

rgsquim monthly based on

—

Sometimes in the 10 thera's a
line item that says they are
required

I

They've requested specific
sites or verticals. Sometimes
they want a specific size

Require twice a week for
AMNET

[=——= 1

Amnet asks other DSPs to do
it. if we didn't, they might
shift budget

[

For those who need it, 40
campaigns per week, every
time a creative is rotated out

——

Mot usually a specific set of
sites, 'get it within the rough
— parameters’

Part of the 10. Want them for
new tags, new initiative

—

We say we'll provide
screenshots of live ads,
within two business days

lacements
"

If within a targeted
environment we need to deal
with. GEO TARGETING

A habit based - people doing
it for 10+ years

Standard SLA set by
agencies is within 2 days of
campaign launch. Allstates of
the world ask for 1 business
day

Add a card...

o e,

Marketing manager at
Walmart doesn't need to see
numbers, they just need to
sea it

Takes an hour or two a week
on a good week

Creative agencias need to
see it In a live environment
[ —

Use Sizmek for DCO - any
time they have a creative
rotation, they require us to do
screenshots

take the —
Required by 10 or agencies
(70% of our business). Would

upset them if we stopped

deck, generally uses the

same ones again

Add a card...

T

Some might say it'd be a
barrier, sometimes in 10's
thers is a contractual
obligation - legal ramification

—

Every time they have a new
offer, they require a
screenshot. TI"IE}I' don't
require all sizes, but some do

Not every client needs .
Those that do need it for

every single campaign launch

Add acard...

MediaMath

o
7 & Team Visible

Current Process

L

They go to site transparency,
and pick through a list (they
have a list of go-tos)

Painpoints

Competitor Products

Brightroll plus, Sizmek have
tear sheets - effectively like a
flag, automated

= [———=]
Client requests screenshots.
Run a site transparency
report to find the top X sites
that the camgﬂaign has been
running on. Send a request to
Ednps with the list of sites,

tc.

Sizmek has something similar
but not so HD, and just spit it
out. Screenshot tool,
somehow take a screenshot
and download those images

Cadreon traders don't ask for
it, 50 they must have
something Internally

A lot of them do it
themsealves, we teach them
how and they do it

themselves techneology

If you're ops, you're probably
using Sizmek's solution and
you don't care about T1 vs.
Direct deals with pubs

E—

They don't have a way of
doing it and assume we have
a way. We go into paint, and
they don't know why

Don't think other DSP's offer
= this capability
For mobile they use a chrome
plugin to get the page, stick it

in paint

Goes to the org, then creative
in T1. Find a keyword -
maybe a concept, “K to find
creatives that have the same
execution. Grab the ad tag
code. Pick a website (he likes
business insider) Browse
until find one. Then use
the bookmarklet. Doesn't use
the PINT tool (wasn't
rendering the website and the
image.) Take a screenshot -
just the whole screen. Put it
into 2 powerpoint slide.
Throw in the website name
and the placement name

T

When worked on Google
products, like DFA, thera was
a fake webpage which solved
the mockup problem. Just
that, an agency would use
the tool housing campaigns
within Google products

sizes)
_—

Add a card. .. PAIN

Add a card...

LY s

Varies by client, sometimes
just put into paint, save as
screenshot and send as a zip.
Would take 40 minutes

For video/moblle Amnet
needs us to do it for them

L

Uses the bookmarklet, or just
takes a screenshot and
copy/paste

Mobile, have to copy/paste -
or load mobile version of the
site

Add a card...

It's a waste of time, and they
don’t focus on the campaigns
and drive better results

Other partners don't realize
how hard it Is

Education problem between
Agency and Advertiser

Horribly manual task - if we
had a tech that did it
accurately, it's a strong
reason to push them to the

'oh god'. If there are certain
sizes, 300x600 take a long
time to find. Takes 30-
40minutes up to couple
hours. Sometimes they rotate
so it's hard to find, and
context is important (e.g. no
negative neaws)

160x600 and 300x600 ara
hard to find. Placements are
not constant {dynamic ad

Finding the Inventory Is a

DESIGN

Real vs Fake

Agency team is aware the
screenshots are mocked

Desired Process

In T1, when you preview a
creative — you could preview
it in real time, and a
dropdown of 10 websites
(custom list of sites that they
upload and we try to get
them)

Viabie if we mocked up major
sites in every market

Mock not ok. They expect the
real site

S

Mative DSPs - in platform,
preview what the creative
would look like in real time.
Give you a list of 10 sites,
and ‘preview on this site’

A—

Depends on the client - self
service clients generally know
they're fake. Amnet, we're
100% honest. Performance
clients no honesty -
depended how sawvy they
are

If there was awaytogotoa
creative, click the cog, click
in a URL and pop the ad in
thera already a time saver to
them

A few agencies need it no
matter what —
Meed to do what we can do

e to automate and streamline

Leqgal got involved. Came
down to either watermark, or
make a note that they are
mockups. That was agreed
upon for dell

site URL and it just takes
care of it for me. And make it

client-facing
—

Video Is totally fabricated — 2 3
Performance - just putin a

— distro and get an email

Amnet's account managers

take care of it - they use our
screenshot tools to pretend

the ads are for other DSPs.

They love it!

If it could somehow take the
URL from bid requests and
EGII.IEH}.F marry the tool that
was previously created. "|
|ust need 6 screenshots” and
uses log files to generate
them on actual webpages.
On a dream scenario | get up,
an automated tool would
drop In screenshots based on
log level data

When at Yahoo and other
places, always faked. At
Microsoft, it was real.

i
98% of the time, we just give

it to them and they interpret -

savvy ones know it's fake —

The tool we use now - if there
was the ability to save the
web page, save the favorite
160x600. Add in video
outstream

Most clients know they're
fake - they understand why
it's hard to get a real/legit
one. But since we've been
doing it, why would we all of
a sudden claim it's hard

Add a card...

-]

Some folks call them
mockups. People still think
we're publishers - even MSA
and performance clients.
MNon-savvy clients tell them
whatever they want to hear

Adcheices logo does not pop
up, but clients have never
sald anything about it

Add a card...

Just put in a creative ID and a

DELIVER

Monetization &
Standalone Product

If we charged people
use photoshop or pai

A tool like this on its ¢
very difficult to say it"
them not spend - adc
bunch of reasons tor
the platform

it would be very diffic
get people to pay for
something like this, w
seems like something
have anyway

If we provided it very
make themn, it would |
impact

For performance clier
would have to be star
tool. If we had someti
them, we'd push then
it

if they had this, they i
use our platform mor

L ———J

They wouldn't pay for
tool. But if we made |
mediamath only, they
put more budget into

Clients are so cheap

They would definitely
interested

L=

Having a tool like this
working In MediaMatl
assigning a number t
don't know - but wou
differentiator, which c
lend itself to more rev
opportunities

Add a card...

After 12 internal and external client interviews, | sorted raw data into 11 affinities
and shared the findings via a Trello board with MediaMath's team.
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INSTRUCTIONS

g iNnteract with the Ul to complete the objectives. Include just enough info
C‘? to communicate design.

PITCH Present your concepts to the team. What goals do the concepts
achieve? What problems do they solve?

=3 B
"‘%% CRITIQUE After each pitch, come up with 1-3 ways it solves the problem.
/ Suggest 1-2 opportunities to improve the design.

»
¥ ./"J,x"ﬂ;-."‘ L ITERATE/REFINE Create one large version each: steal from others.
<

Ell CONVERGE Discuss various designs; decide on best solution or create one.
&-‘h—-
N [3m N\

O i R

The research illuminated common user goals, based on which | created objectives for a
design studio. | included all 7 business & developer stakeholders, generating 30+ designs.
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DESIGN VARIATIONS

MediaMath | 1

e ey
MediaMath | \J1;

L
|~_-_'|
e Tear Sheets
Creade campabgn tear sheels by matohing creatim
Ky Hig{ony

reartees and URLs

Tear Sheets

Creale campa'gn fear sheals oy matching creatives and URLs.

Tear Sheets

>

Select Advertiser

Select Advertiser

Organization Agency Advartisar
_ ~ 2 Enter Concept IDs ) Select URLs
ACME Crganizalion - ACME Agency - Bles=ian Media (100501} -
Difganir lice
nier upio 10 USR5 separmd by o comma
R
Ay
------------ ",1 I Saarch Advertises
] Tl b
Ay G
el i
Ermail FAeagdts
Select Creatives e
& Back o Home Select URL
Basian Resulls
Gel Rasult

| designed 3 clickable prototypes varying in complexity, design, content, and
functionality across 14 parameters. | immediately tested these internally.

‘Comprehensive” “Balanced” Light”

Stvle  Progress Bar Accordion One Page
Seleet URLs  Compile from four methods: (1) manual Select one of four methods: (1) manual Select one of two methods: (1) manual
(URL input or upload CSV), (2) (URL input), (2) suggested (commonly input, (2) preselected
preselected (by region), (3) actual (from used), (3) favorites

site transparency), (4) favorites

Verily Mateh  ves (Auto) Yes (via CTA) No
Date Select  Radio button: future, specific, range Select range Select one date
Review Paoe  Grid displaying successful hits; swap Only displays URLs and creatives with no No separate page, 'Email Results’ CTA:

each category & URL; email CTA (can matches; separate page for email (saved) confirmation modal reminds to save

aal i'."j'"':':" - Download CTA % Download amaill 1o accs



RESEARCH

SYNTHESIZE

USABILITY TEST PREP

Test Plan

User Testing 1-5=7 =AM

PURPDSE

+ The purpose of this exploratory usability test is to gather initial fesdback from prospactive
users regarding a proposed Tear Sheets generation tool. Paricipants will be presented with
threa design variations varying In complaxity and functionallty and will be asked 1o 'think out
loud® as they navigate the mockups.

* The test will help address some of these preliminary questions.

- Does the product’s basic functicnality have value to the user? What do users concaive
and think about using the product?
What are the must have features 1o be included in the MVP? Phase 2, ...7
How easily and successfully can users navigate the product? Test overall organization
of the variations.
Do designs communicate the intended workfiow? Allow the user to navigate from
screen to screen and within a screen?
How easily do users make inferences about how to use this user interface, based on
their previous experence with Tear Sheet generation, T1 and other T1 apps?
What type of prerequisite information does a person need to use the product?

QUESTIONS

« Current Workflow:

How do users currently generate tear sheets?

o How many tear sheaets in an average request?

o How often do they use same site URLS when creating tear sheeta? How much

do they base their choice on site transparency or qubolef!

Have users needed to target specific dates or date ranges when generating
screanshots? Or is it more binary — "Campaign just launched, | need tear sheets in the
next 24-48 hours™ vs "l need screenshots for a campaign that ended, and for whatever
reason | never made them”

* Functionality & Design Feedback:
- Which style is preferred among the three variations?

Is there a general preference to searching for advertiser namefid versus the standard
drilldown?
Is there a preference for selecting creatives individually or in a group via concepts?
Does AdChoice logo add to authenticity of screenshots? Is it necessary? What's the
default state on the page?
Is favoriting creatives desirabla?
Is thare a preferance for salacting site UALS? Are any of tham simply unnecassany?
Rank: Manual, Auto, Pre-selected, Actual
How would they expect pre-selected ta work? Wea've navar really flashed this aut - only
some light ideas around grouping by country, and ordering by most requested. 4§

MediaMath

DESIGN

Session Script

User Testing | ==550N S0UHET

intro

The purpose of our session today Is to review some designs for a new T1 app and gef vour
opinicns about it. As we review the designs togethar, we will be asking you a series of
questions about what you see and how you expect things to work. Please feel free to ask any
questions and offer any observations during the session. There are no wWrong answers or stupid
questions. This product is in a very preliminary stage and not all imeractions have bean
considered - our goal at this stage is to understand high level preferences on features and
functionality. Also please note that this product will be launched with the most essential
features first and iterated over time. Your feedback will help us determineg the initial product as
well as functionality to consider in the future,

User Scenarios

We will show you three different vanations of the app. Far each variation you will ba given a

couple of scenarios. Please think cut loud as you interact with the interface to complete the
scenarios. We will also ask you specific questions as we go along and also at the end of the
session.

Do you have any questions?

15t Variation

Let's begin with a hypothetical situation. You would like to understand just what it is that this
app offers.

* Describe the screen. What do you saa? What will this tool allow vou to da?

* How often would you need to use something like this in & given month?

Scenarios - Varf1

* Part 1: You are creating an end-of-campaign report for a campaign that ended last monih
and nead to generate and email several tear sheets. You have no preference whera on tha
web paga the ads appear. You have a few site URLS in mind that you would like 1o usea, but
alsn want to include subpages of sites thal your campaign has served impressions on. | a
cartaln site WAL yvou selected doas not have matching ad real-astate for your craativas,
please choose a different site UAL.

* Part 2: You have to ganerate the same bear sheels you created last month but using different
site UALs. Use the app to recall previous tear sheets and make the necessary adjustments.

Scenarios - Var 2

* Part 1: You need to generate several tear sheets for a campaign that just started, To show
that it's live, you want the tear sheats 1o ook as realistic as possible. Thera are particular
creatives thal you must use but you are OK with using any site URLs as long as the ads
appear on the top of the page. Your campaign is targeting Canada and you'd like to show
ads displaved on the main pages in that region.

DELIVER

| created a test plan outlining the purpose, research questions, methods, scenarios, task lists.
logistics, and data to be collected, as well as a session script presented to the participants.
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CREATIVE Nawe e
Creative Nam - 2

& (3146201) Concept Name (3145201) 3005600 | |
Concept Name (3146201)  30m2s0 o
Creative Name (3146201) Cancept Name (3146201 300500
Creative Name (3146201) Concept Name (3146201) 430320

Creative Name (3146201) Concept Name (3146201)  300x250

Erealwe Mame {3145201} cmpimﬁm{amzﬂ_n ; 300x600

Creative Name (3146201)

SHSESNSHE

Include *AdChoice® Logo
from Assessment Test Script, Scenario 3

)__."”"i?(._‘)_z@rpos[— Campaign [)IP?F’N/({N()H is due in 20 minutes and you H(’JP(Z 1) s*/mw your team tear

sheets as “proof of execution for a campaign that ended last month.
?

.. “’E”
i

.......

| moderated 8, hour-long, exploratory usability tests, and 6, hour-long, assessment
tests, collecting both quantitative and qualitative data to inform findings. Sessions
were live shared with stakeholders, video recorded, and transcribed.
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MediaMath | 1)

Appstore

I clients expect that in
My Hislory screen shots. I was told to

@ " That's great, most . This would make™.

me want (o jump
e | into the T'1 UL and
' make sure to always . : {. | .
L ©  check that bovinthe | R . See if they re using a
Choose up to IH{"!’HT.}HI{* extension because np HHL *:].l” r"f.r"i(’ -*:'.'fHH*r'.'{'-".‘s' 1CON.
BRI some clients will H{'}Hf"{-’},*;

4 f [ .r'.ru',.;:w’;rf { f".ﬂ}'..i me f..f;},*
& ¥ . i, -
when not there. . ’

e hil.

Creative Name (ID# F, \
| or )
goe (ID#3146201) Concep ' :

146201) Concept N&

K 1) oncept Name
! Great, like great!
Can't tell you
enough how much
s that's valuable.

Would use it all
the time — almost
should be left
checked

Concept Name

Include "AdChaoice” Logo

e . -

ﬁ:ﬁer synthesizing the testing data, | presented the user feedback. key
findings and proposed MVP features for all stakeholders to weigh inon.

You covered all major pain points, it s nice to see someone taking pain points and making them better. I 'm gonna

80 [ el / everyone d Z)t_'_") Ul l / l E:S‘, 1 15 SO COO (] 71 1/?.. 1S 1S / !/u’*’ 4 /J uge St ep (!Hf'/ 1 /[ bf:” ¢ /) fg lime sa l’(" ! - MM Engagement Manager
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IMSPECT

§.2.3 Select URLs
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MediaMath

SELECT URLS FROM YOUR FAVORITES LIST

ADDED URLs

REMOVE

@
@

FAVORITE URL

nttp:/iwww. loremipsum.com/dolorsit/ametconsacietur

hittp: ffwww. loremipsum. com/dolorsitfametconsectetur

hitp:/iwww. loremipsum.com/dolorsit/ametconsecletur

hittp:ffwwnw loremipsum.com/dolorsittametconsectetur

ADDED URL

http:/ivwww. loremipsum.com/dolorsittametconsectetur
10px

http: v loremipsum.com/dolorsit/a

Creative Name

Finish & Get Screenshots

USER TAG(S)

Technology

Sports, Fashion

MoDate

ACMEAdvertiser

SOURCE

Favorites

Favontes

Al SIZES

300x250, 728x90

300x250, 728x90

300x250, 728x90

300x250

AD SLZES

300x250, 728x90

S00x 250, 728x90

Manage Favorites

DESIGN

DELIVER

WIDTH HEIGHT

v APPEARANCE

OPACITY

BACKGROUND

SHADOWS

< Bpx T2px 0

COPY €55

134pa:
B2px:
#191919;
ipx Gpx 12p= @
rgoal(e;8,8,8.18);

ipx;

MNO ASSETS

| handed off the final designs to the developers via InVision Inspect giving them
easy access to measurements, colors, typeface, design assets and c¢ss code.



PROBLEM

VHX homepage targets businesses
(“Sellers”) searching for platforms to host

and sell video. It is not a site for video

consumers (“Buyers”) to watch videos;

this happens on the Seller’s individual,
VHX-powered sites. The problem
consists of Buyers mistakenly visiting the
site and signing up for Sellers accounts.

GOAL

BUSINESS
To reduce the number of Buyers signing up
for Seller accounts and improve the

experience of all visitors on the site.

USER

Sellers: to be clear about the site’s purpose
and competitive offering.

Buyers: to understand the site is geared
towards businesses and does not directly

host content for consumption on vhx.com.

BOTH

To optimize site’s communication and

clarity of offering.

Homepage Redesign

LAUNCH YOUR OWN

STREAMING VIDEQ SERVICE

11

MY ROL

Lead UX Designer in a team of three,

| provided designs, strategy, direction,

structure and vision to successfully
execute the project in a three week

timeline.

UX METHODS

Competitive Landscape and Market
Analysis, User Research, Contextual
Inquiry, Affinity Mapping,
Wireframing, Multivariate Testing,
Rapid Prototyping.

SOLUTION

A homepage redesign with a more
direct, conversational tone,
addressing target users in every
section, while clarifying the
company'’s offering and competitive

value proposition.
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COMPETITIVE ANALYSIS

Website

Homepage
Tagline

Sub Tag Cnpy

Next Sections

Home Pag_e

™ TS
Vs [ S

L) L W

vhx.tv

Launch your own video

streaming LErvice

Sell films, TV Shows, Web

Senes & Moreacross

multiple platforms

Get Started Free

+ Subseription
« Buy & Rent
+ Developers

+ Enterprise Options

+ The Full Stack Solution

z Eﬂmpan}r Stats

« WHX Powered Sites
examples

ENTERPRISE WHITE-LABEL

v+ OOYALA

oovala.com

Deliver Content That

Coennects

The intelligent cloud based

platform for your business

Experience Qoyala

» Scroll bar with logos of

users [Unwision: ESPN:
Sky Sports; Foxtel; NBC
Universal; RTL) <lIst

banner>

+ Your end to end solution
- Broadcasters & operators;

Cinline Media: Enterprisﬂs B
Brands

- Advanced analytics;

customer success; global

scale

+ “Join the 500+ E!uhar

f:ampaniei

B A
T

Kaltura

kaltura.com

Powering Any Video
Experience
[VIDEQ]
Start Free Trial
Contact Sales

<lst banners

Operators & Service
Prowviders

Media Cempanies
Enterprises

Education & Ed Tech

+ Success Quotes & Case

Studies

# LEEFH MI}FE EEEEI-EH'I-E:

Webinars On-Demand;

Select: ng a video F!a':,rer;
Kaltura cited as leader in
2015; Smart video

monetization;

Vi Smb=
o iden

%

orightcove

brightcnve.com

Video Moves US

Bright:m.-e affers the most

powerful eloud-based video

solutions for driving
awareness, engagement,

and revenue.

+ "VideoCloud”

“Lift”

« "Zencoder”
+ “Gallery”
+ "Perform”

« Media Sclutions

Marl-cetirLE_ Solutions

« Enterprise Solutions

Uscreen

uscreen.tv

Launch Your Own
Etreaming Videa Website

- Fully Customizable
- White-Labeled
» Point & Click Themes

+ Perfact far...
» One System Does it All
» Features To Help you Build

your Business

« Al In One VOD Service
. “"u'"er':,.' Successful Screen

E:Llitﬂmﬂﬁ

DESIGN

E———— S ¥ ] < :T“HES

SELF-SERVE WHITE LABEL

diltrify

distrify.cum

We Sell Your Videos

- Expenence our video

player

' E:-:periem:e our p!a-:,rer

« Player & Payment; Sell Your

Freduct; Global Reach

. Read:.r to start .'u!IIan?

H’equut Access

« Your Video a"—"l.n}rwher!,

ﬁl.n:,.rtime

APP STUDIOS

o

7ype.com

Video Business Made
Simple
Turn your audience into
your customers

Request Dema [I:ru tton|

- Trust across Flat'Fnrms

Turn fans into customers
Deep audience

understanding

« An E|Ega-nt platfarm for

wideo business management

« Powerful solutsons for your

video needs

« The .E':,.Ipe platform
« Meeat with us at these

upcuming events

« Loved h:,r customers

'51'.3:,.-' in the l&r.:p

I=
—

>

OTHER
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SELF-SERVE MOVIE STORESJ

vimeo.com/ondemand/

startsell ing

Make more money frem
your videos by sefling

directl':,.-' to fans.

Watch video.

. Jain Vimeo Pro 'I"-::rjusr.
$199.|’y&af to start mlling.

Try it risked free for 30
days.

= Take home 90% of rev after

transaction cost; Choose
rent, hml,r, or SU bi:ripti:un,
and set your own price; Sell
warldwide on tons of devices
or choose distrnibution

I'EEIEIF‘IS-.

¥ Jﬂil’l our IF_D:I'I"IFI"II..II"IIE:FI' CIF

talented creatars

REELHOUSE

reelhc-use.org

Watch flms directly from
their creators
Uplead, distribute, and

discaver great thermes

- Sell or rent your movie

Offer bundles

. Add extras and bonus

videos

« "Get Started”

o Staff prcks
« Oinline distribution success

stories

+ Themed widea content

sections: Surf & Snow;
Adventure; Awareness;
Sundance;

Warch wherever and

'I'q'hEﬂE'n"EF

4

TR

i
|

Understanding the competitive landscape and current offerings helped me identify
VHX's competitive edge and ways to showcase key features on its homepage.
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CONTEXTUAL INQUIRY

Why do devices show different content?
Does ‘Buy & Rent’ mean |
can 'Fll"ld my videe here? LAUNCH YOUR OWN
STREAMING VIDEQ SERVICE

The ﬂeating devices are distracting and

why are some screens blurry?

Do | need to subscribe to the

' ? . .
service to sell my content "Develepers” o] “Enterpnse OPUGHSH

uuuuuuuuuuuuuu

not consistent categeries.

What does “Full Stack” mean? Language is

more technical than my current experience. T T ——

What am | buying & renting?

Se“ing s the main feature.

| thought this was part of design, looks

too small to be a button.

8,741,290 8,589 1,495,076

“VHX Powered Site” finally clarifies
they provide backend support.

Stats previde validation this is

a |egitimate business. R - <pr
- A "_
ALL THIS MAYHEM -

1l
- T Sl Ty Pl e Lew R T e ﬂ_% PR
'ﬁ‘ - ‘u—nu.mmmr—um-_‘ﬁ .
' -~

FIRET PR VI FOWERTD T

| engaged current sellers and potential buyers on the platform early, to observe
them interacting with and voicing their experience on the site.
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AFFINITY MAPPING -7

Mic I
SREIL
i ':-' |l|£J.-
¥
a_,.?'. - \
-'T l‘ll':" llq.ll!-r
¥ .;',-ﬂl_
1% a
¥ f L
LA Ii'-’h
L 'I-ru |
114 e
. J ""T"-'"y'. .
| . ~ L - 4 -'\l\_;- _
J""'Ig,.ﬂ o T ol
ol A H"- _Il I{‘r

Notes from user interviews were transcribed to posteds and sorted by color to create affinity
maps. Findings were sorted into themes and helped in analyzing key takeaways holistically.

L, B <
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DESIGN VARIATIONS

2 | designed six
i variations per
section and tested
them for clarity,
consistency: written
LAUNCH Y08 o content; sizing; new
LEN BUTIOR links and features.
| R  also desioned 5
hew section “For Any
Size Business” to
address the
fundamental
confusion.

TAKE A TOUS +TAKE TOUR

GET STARTED FREE

GET STARTED Hrl-: LY

Moving devices with varying graphics “hi-tech” but confusing to first-time visitors Consistent images were valued by all testers.

SELL VIDEOS & RUN YOUR OWN
VHX-POWERED SITE

H1 COPY

Original banner header proved to be clearest.

+ FINDVIDEO

f""\:..;.‘. r _;f‘lrf..-

Find video in navigation bar helped direct buyers to the search. Larger title, tour button, find video, consistent images, preferred features.

'Drilinal Saolution 1 Solution 2

Other Selutions
«  Remove linksng frem WVHE logo

+ Link does not direct te homepape

" SE—— —— i v Mok wsimrn dhay ha
: e Currently clickable VHX  Added “Pawered by” to Malong loge smaller

TECH “FULL-STACK”" NEW: “FOR ANY BUSINESS” “BUILD YOUR BUSINESS” I NATIVE “BUY” WIDGET
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MULTI-VARIATE TESTING
FINDINGS

- Original written copy in hero image
clearest relative to competition

- Consistent scrolling images work best
to signify white-label branding feature

» Adding “For Your Business” and

g FASB.when! Web' stack versio® reversing content hierarchy adds clarity

Wish site
' sign ed up

- Both sellers and potential buyers

Gubscriptions:

Buy & Rent, : : appreciate a tour link on the banner

yersion unclear

- Confused buyers would benefit from
“Find Video” link next to search

- Both sellers and buyers prefer addition
of icons for stats banner

- Sellers and buyers find full stack
confusing; but like all elements up front

* New “For Any Size Business” section

nails the purpose of home page

Feedback from buyers and sellers was consistent, validating the strategy
of directly addressing target users and clarifying the site’s offering.
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“  PRESENTATION

+ New Link

,,:w : sliding one at a time
1..‘-"".__"

A week after presenting the
process and findings to VHX
S team, the company has

implemented all the
recommended changes to
PHECEMIE SRt their homepage.

E - L K- Consistent images
i R ) o
+ Button [NASEAHONE : a4 L idi |
-.1.-1""‘! '.-_-l.li.'r:-.'l:'"i'.;'-':f.-'::fllb--blp|plrlrlrlrlrlrlrlrllrlrlrlrlrlrlrl"
M BUILD YOUR BUSINESS ON VHX

+ Title, Section, & lcons

www.vhx.com

Move stats section below

* ANNOTATED HOMEPAGE REDESIGN
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A connected car concept MY ROL

Many drivers lack technical knowledge Lead UX Designer in a team of

about their cars, creating an information three, | provided leadership,

asymmetry between them and mechanics. strategy, guidance, structure and

This also leads to inefficient and harmful
driving habits.

vision for the three-week,
- educational project.

ssase \JPB T 9471 AM

All Tests GO - ' UX METHODS
GOAL
Market and Competitive Research,
BUSINESS Technology Research, User

Normal

Leverage Pep Boys’ brand and current Research, Personas, User Stories,

Job Stories, User Flows, App
Map, Usability Testing,

technological offerings to offer a clear,

intuitive, mobile assistant that promotes in-

store service, repairs and sales. Wireframes, Rapid Prototyping,

Iterations.

USER
To empower drivers with information

SOLUTION

regarding service reminders, predictive

repairs, and problem detection by

answering: “What is wrong?” “What to do?” ‘My Pep Boys’, a conversational app

“Where to go?” and “What's the cost?” accompanied by a plug-in
telematics device providing full

BOTH concierge service alerting users of

Tow

To expand Pep Boys' “trusted family problems, and offering the choice to

mechanic” brand experience to driver’s schedule repairs, do own repairs, or
phones. learn more about the problem.
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TECHNOLOGY RESEARCH

VEHICLE SYSTEM INTERFACE MODULE (“VSIM”)

- Network of wires that
ECU sensors together

|
|
|
|
|
|
B CONTROLLER NETWORK AREA
|
|
|
|
|

OBD SCANNER

+ High cost

- Used by automotive
technicians

- Diagnoses specific
problems

- Continuous
monitoring only

connect

ON-BOARD DIAG

i 1 |'__'-_.||: |:‘|._ -.I_:; .'.|| ._:.__
- . :- - _._I_: I'.-___al.._ - .'I. 'T.:: _a'" b g

DATA LOGGERS

-Low cost

- Gathers basic
relevant info

- Works only when
car is on

» Generally continuous
monitoring only

ECLECTRONIC CONTROL UNIT

-Sensors located in mechanical, thermal, elec. devices
- Continuously & Non-Continuously Monitoring

| . -
ne Dropi
. - =t
- = ait - L, -

DASHBOARD

- Basic car data

- May receive
information from
Installed telematics
devices, if any

- Continuous
monitoring only

P DESIGN P DELIVER

TELEMATICS

- LOW cost

- Plug into OBD
- Retrieve relevant info,

diagnoses

- Works when car on/off
- Generally continuous

monitoring only

To provide unprecedented convenience, safety, and piece of mind, the intuitive, user-centered app
would tap into the vehicle’s diagnostic and monitoring system using an OBD telematics device.
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COMPETITIVE RESEARCH

0 hum@ Zo.b c @ vinli. T r=scs Scar-net’ openbay A ey kR HPEET
AUTOMATIC

Car Diagnosis

Talk to Mechanic .

Collision Alert

Improving Driving

Location Tracking

Maintenance Alert

Connect to S.Home

Speed Limit Monitor

Social Comparison
Low Battery Alert

Roadside Assistance

Trip Tracking
Trip Tagging

Motion Alert

Wifi Hotspot

Monitor Kids Driving

Low Fuel Warning
Schedule Service

Services Quotes

Recommended Shop

In conducting research | analyzed features and user flows focusing on
delightful experiences offered by more agile competitors.
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USER RESEARCH

oW do yoy | out kee,::i,-,g
ee abgo
repairs? Ut yoyr abiﬁty to Und
erstang
When car
©you decig
E -
How do You i s to bring smmethmg in fo
Mec : Fre
YOU can trygtr hanijc> How do o Pair? Wy
Ow/ whi
Whﬂf ha ICh Ohe
Ve your ex -
Rer
900d & pag) nces with Mechanic
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INTERVIEW FINDINGS

Some users want to understand
problems, others defer to someone
who's car knowledge they trust

Clear communication and transparency
about cost are key to fostering trust
Lack of understanding of car issues
creates anxiety and mistrust

Clear explanations of problems also
fosters confidence

Drivers would like structured learning
opportunities to learn about repairs
Knowledge about cars is viewed as

empowering

| sent out surveys and conducted 12 interviews of drivers with various levels of knowledge
about cars, and discovered pleasures and pain points that would inform three personas.
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PERSONAS

Job Story

As a driver | want to find a
mechanic who

acknowledges my car
knowledge so that we work
together in finding a solution.

“Better Safe Than Sorry”

PAIN POINTS

Being limited by tools and
technology to diagnose and fix
more complex problems

- Mechanics who talk down to her
because she's a woman
Leaving car outside in the city

CAR MAINTENANCE & CARE

Performs general maintenance

and preventative repairs
Diagnoses problems & decides if
worth fixing

ABOUT

« Consults friends, forums and

» DESIGN

JOYS

- Working on her own car

The feeling of accomplishment
when successfully diagnosing
and fixing a car problem

+ Mechanics who are transparent

and upfront about problem and
cost

- Weekend trips to the lake

CAR KNOWLEDGE

Friend mechanics taught her to
perform basic repairs and
maintenance

+ Constantly learning about new

P DELIVER

After affinity
mapping interview
takeaways, three
personas emerged:
Mary, with high
knowledge about
cars and capable of
basic repairs;
Bobbie, with low car

Mary Is 31, graphic designer,
lives in NYC and has owned
several cars. She learned
about fixing cars when living
on a budget. She only trusts
mechanics recommended
through friends and forums.

L
O OV

Car Trust Tech
Knowledge Level Empathy

manuals for tips and insights into
reapairs

- Can ballpark repair costs,
otherwise consults forums

technology and tools
- Good at self-directed learning

knowledge, and
high mistrust; and

Jim, who freely
spends money on

repairs seeking
quality service that

ensures safety.

When | need to fix my car, |
want clear explanations of
how to perform repairs, so |
can save myself time and
money, and learn.

HOW WE CAN SERVE

FProvide technical insights that
expedite problem diagnosis and
dealing with mechanics - Communication that considers

+ Conhdent in own abilities and her understanding and ability to
prefers learning by doing learn

- Sticks with a mechanic once
found a good one

BEHAVIORS

Be transparent about repair
costs and time

As a driver, | want to do my own oil change so that | feel

As a driver | want to find a mechanic who will take care of
empowered.

my car issues so that | focus on things important to me.

BOBBIE

am @
=,

When I'm driving my car and the check engine light comes on,
| want to know what's wrong, so | can know what to do to be safe.

When my car needs repairs, | want to have the problems,
and costs clearly explained to me so | can feel comfortable.
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USER FLOWS & APP MAP

Y 13p U Learn [l
| Learn Page '

Tap
Sched

Schedule Schedule

Page
Tap
Sched

®

| | N Option N _:
Page
| = BN oY e
' Page 1

—
e ‘ | Tap N Close | __ :
Close Pop Up

1 Tap | : HDI‘T‘!E Tap Qil
App Page Change

To best serve our personas | constructed user flows that respond to varying levels of car knowledge
and needs. Later the app map was created, showing the ‘continuous exploration’ designs.
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USABILITY TESTING — “Cool the app works

through notification”
I~ “The warning triangle

Is good, but | want to
click on it”

“I like that it notifies
you and you can act
on it.”

“Learn more
explanation too
technical”

“Can car-wire change
color to indicate threat?”

“Happy | could put
it off until later.”

| feel one with the “*Sophisticated

" b BL _ __ - % |
“The learn more G ' - b and clean app”
explanation is too *Would be great to see w
technical.” y L el concierge service”

“Love the _ 1 |
Coupon page!” . 2 e “Some elements do
) not pop out enough”

Testing users early led to educated decisions throughout the entire design process.
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DESIGN ITERATIONS

100% 100% All Tests GO e

Each iteration was tested by 9+ potential app users for key heuristics:
Usability, Accessibility, Clarity, Commmunication, Value & Delight.
Light & Dark themes were also tested and users overwhelmingly preferred dark.
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FINAL DESIGNS

ot
:ﬂ | L7 Your have 2 codlank \eak

Wanday, Feomarg Prewenh i Camon tor
Thiwaamh oth Cockmd, Produechs

Wy Pen By

Hep I‘]ﬁ}h\:%
ag, Wark o yoow maet e WA
W f %

S

% hedile ol change!

Unange i yoirsellt

A notifications-based app concept
built around conversational Ul
helps users gain knowledge and
stay safe while building brand
loyalty with Pep Boys.
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AVENUELIVE

Your Musical Footprint.

CEO of Live365, internet’s original
music broadcasting platform, tasked
me with diversifying the company’s
product offering to mitigate the
decrease in profits resulting from rising
royalty rates and high customer churn.

GOAL

AVENUELIVE

BUSINESS BEATS ANTIQUE
To create a new product that leverages
Live365’s backend streaming platform,
offers non royalty bearing musical content,
and expands the company’s user base to

include younger demographics.

USER
For key players in the local music
ecosystem to interact, promote, share, and

monetize content using custom tools; ING FOR LOLA” BY BEATS ANTIQUE &

1

meanwhile, giving music fans a new way to

« | » W

connect with their local music scene.

BOTH

Reexamine the relationship between tech
and music communities by providing an
ecosystem that supports mutually beneficial

partnerships.

MY ROL

Lead designer and product owner
for Avenue Live, | provided designs,
industry insights, strategy, leadership
and vision during the project’s two

year existence.

UX METHODS

Market Research; Content Strategy;
Feature Prioritization; User Stories;

Wireframing, Usability Testing and

Prototyping.

SOLUTION

1I0S and Android mobile music and e-
commerce app offering a new
paradigm of music discovery and
featuring voice-powered interactive
radio streams programmed by artists,
venues, event promoters, music blogs
and college radio stations.
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MARKET RESEARCH

STREAMING industry Report
rdio QP
Qéj @ Grooveshark IManrtmadto . The Music industry has gone throu gh a US Recarded Music Revenues
O 1 , _ . Tolal: $23bn
%5 - 17 decline, but Is experiencing resurgence due to Othes
© PANDORA é\f}f} , : . a%
C’}(_, Mbandcamp L Qg, streaming SEervices and is currently valued at
*an 1 el b i Digita!
‘?\5 23t emusic & spotify: - Y, $23B i b Downoods
. ®) . Consumer habits are moving to streaming 34% g, o
st il e 0 . Streaming Is Up 32% in 2013
‘iTunes - . 118 billion streams launched in 2013 Sreaming
% _ grsie - ; 21%
amazoncom )E Subscription and access models are gaining traction
4 . Up 40% In 2013; an increase from 20MM paid subscribers 1o 28MM

. Average subscription price ranges from $10 to $15 for on-demand
streaming
. Artist Channels (D2C)is a $18B industry and on the rise
. Direct to Consumer offerings give the provider the ability to set the

Lo/ EASE = terms, pricing, and distribution methods
songkick :Q . Direct to consumer marketing can include digital downloads, streaming
ticketmaster Q f-f? subscriptions, crowd funded offerings, experiences, live shows, live
WILLCALL n"-}:' streaming, physical sales, and merchandise
g . Expected to grow 10% in 2014
O . Premium Streaming Radio is currently a $1 BN industry and on the rise
D:E . Includes Premium Internet Radio subscriptions and Satellite Radio

. Expected to grow 10% in 2014 (William Morris Endeavor)
. Consumers on average spend $48 per year on music
. Includes digital downloads, streaming subscriptions, crowd funded
offerings, experiences, live shows, live streaming, physical sales,

merchandise

. The industry remains fragmented and the growing sectors, which include

<treaming and direct 1o consumer, are beginning to <tifle because consumers
are presented with too many segmented offerings
. The tools for the Artist and local music community 10 connect, interact, network

and engage with fans are outdated

| conducted extensi
ensive rese [
R :‘(ch vt/hlch showed the music industry in pieces, with '
perience designed to enhance the local musi | etworks,
sic scene networks
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AVENUELIVE

CONTENT ACQUISITION STRATEGY

(29

ARTISTS

INDIE SIGNED
v v v v
CONTENT MGMT
MGMT & STRATEGY
% CONSULTANTS LABELS
A y |
v v v v
INDIE DIGITAL DISTRIBUTORS MAJOR DIGITAL DISTRIBUTORS
4,
* jam S
{ vwed orSh . \NQYOO\JG )
S tunecorE ard
v
DIGITAL MARKETPLACE
OUG‘J‘J
amazo® UsMusic Wy

While majority of content would come from artists directly, to ensure the
product scales after [aunch we formed tentative partnerships with digital

distributors, content managers, labels, and artist management firms.
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AVENUELIVE

CONTENT FLOW STRATEGY

@ Tracks

ARTISTS
| designed the app to

@ Shout Quts \ - .
w. @ Include new, unique

E-COMMFEFE ; = - B 0CS ways content, Z-
® ;L;bislr;;;tcllcﬁms @ @ commerce an

Aflate Revene - interactions, flow
. . throughout the
~0L L EGES ecosystem, providing

richer experiences for

fans and other key
participants.

r—~
I'r"_‘.
—
—
Bl
L)

I
L)

Events

@O

Merchandise

@ These flows served the
basis of a patent |

@ authored.

5 |
imiagrened Sossbie Gorded Peomdes DnlrTeay Mt
Cpidiir] PPN Sevtved SELEOE Bl s {onmer ComgaarnoTs
| )

; | i 111 )
j i i 1% eS|
f.:: 107 T
”E 102  T— ] 1 1120
ilf R ‘_—--ﬂ.-." i [ g '
11 ey
} & | 11&
1
I . _ | 13 j

Integrated Content Provider-
Distribution Network
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AVENUELIVE

FEATURE SHOUT OUT STORIES

n
g “You guys just played 2
: fth
We'll be Streaming artists on - . . :
our June Calendar g -
month lone! 0] all - g :
n e n
through A g’ Purchase 3 ticket V4 « Just uplnaded x i e . :
Venue Live ang s :
e yO
rece |atest EP: | > i |
'V€ a free drink at the i " : - -
B downlo " -
. the next
free for sw o

—

COLLELES
“The Tumbleweed wanderers
s e will be stopping by the station

“Just Wrapped y ; .
that we've just added Mary ) P our interview g
E anye Wests producer, S1.

Check it out tomorrow on

L ambert to the lineup!

album. we'll be live
ned for more artists

SLay: Avenue Lijy - streaming ) the entire .
annuunﬂemenﬂ' e hil:e B L O G S head to Duih:;i::ttl:hem session thrt}ugh Avenue LeEs
you can win tickets 5 to 18 e yiias watch <o don't miss it! And please
Northern Lights Music - cubscribe Q to support
Festival!” «7SC Radio!”

Users interact across channels by sharing tracks, live recordings, and voice “shout
outs”, creating collective, engaging content to keep users returning to the app daily.
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USER STORIES

As a user, | can claim an existing Station.
Please see detailed wireframes
on the following pages 2 ways the user can claim a Station:

1. During registration a user can “Search for
EXISTING USERS @

START END stations to claim® when they sign up as a Statlon
Owner. Verification for claiming a Station will be
If logged in.. Listener or done via Facebook.
Splash & @ Station Owner
intro Page Home Screens 2. While signed in as a listener, if the user finds an

Unclaimed Station he wants to claim, the user can

Verif
y click on “Claim This Station”.

FB Login

| led the design team

Success Review

Profile
Facebook - Station Verification Logic: .
® The process for claiming an Station relies entirely to CO m e u p W I t h
Existing ﬂzﬁﬁ'ﬁﬁww on using a user's existing Facebook profile for
User Login Error wrfh:‘-ﬂ b cubr verification. Once logged in to Facebook we will . =
ot be able to determine the user name and Facebook
== Story-AL-01 station d t | d t
Login vanity url for the account. We can also use the e a I e user s orles,

If loaaed aul : £
YEHEgE ol Facebook vanity url as a field to determine if there

is a match to the unclaimed Station name, as
Facebook manually allocates vanity urls to artists
L and venues. For example, the vanity url for the

MNEW USER REGISTRATION WORKFLOW

later handed off to
I0S and Android

; , band Weezer is www.facebook.com/weezer. If
New Listener Create Station

there is a match with the Facebook url then we will

Sign Up via Facebook : :
Mgw User Story-AL-01 Story-AL-08 allow the user to claim an Station.
B Mote, for venues the vanity url can can be in the
' additional form of d | p
Sign Up as a Search for http//fwww.facebook.com/pages/<VenueName> eve O e rS"
Station Owner Unclaimed Stations

SO0 U &5

a Fan/Listenor

There must be an exact string match between the
claimed station name and the facebook page
name. Case (e.q. lower or upper] and spaces can

Slgn up as a User
Station Owner Facebook Profile be ignored.
T =ery e o B LR S U’Erlﬁ’:ﬁtlﬂn e Lkt
What Type? Soarch for Unclaimed . .
Statiom Mote, only Artist and Venue stations can be
[ Success ! claimed through Avenue Live.
Confirmation with
i Rl Fabik - “Continue” link to
2TV Admin Home (More details on the workflow on the following
Station’s FB Account . . ,,..F screen, & Send agee)
Search for stations Welcome Email

MOTE: Basic structure of the application hierarchy,
content list items, track and shout out info and many
more discussed on the Avenuelive CommonULpdf
located on the specification folder.
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ALGORITHM

SCRIPT
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stco“'m | also wrote the script and guided the

design of a 90 second instructional
video used to illustrate the complex
ecosystem to prospective users.

My music discovery algorithm enabled
learning of user’s tastes based on
interaction with content and other users.


https://vimeo.com/84241313
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WIREFRAMES

SKETCHED WIREFRAMES
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| designed the hand-sketched and digital wireframes. After two SXSWs, CMJ and
other conferences, the prototype was user tested and iterated countless times.
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AVENUELIVE

FINAL DESIGNS

| led the visual design

team to produce the
final designs which

were used in the coded
prototype.

Demoing the final

prototype to a variety of
artists and businesses,
resulted in a 95% sign

up rate, with the team
gaining 1,300+ Claimed
Stations.
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‘Avenue live is the best new platform vet for bands
and artists to be seen, heard, and stand out. Allowing
artists fo customize, maximize, and broadcast their
unique audio presence to other artists, fans, and
media, it will be a game-changer and the most

valuable piece of mobile real-estate you can get your

hands on. VWelcome Avenue live. We are ready for
youl'

- Richard Barone
recording artist, performer, producer, and author

P DELIVER

While Live365’s outdated platform failed to provide reliable streaming necessary for launch, indies, major
labels, agencies, API partners and players like Samsung all showed interest in partnering with the product.
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Sample UX Work

Sitemaps

Landing page
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Sample UX Work
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