
Kevin Kell, M.A.  Peninsula, SF Bay

Product Designer / UX Architect @ ServiceNow 

• Traveled around the world (26 countries) 
• Coaches soccer for AYSO San Carlos
• Volunteers for school activities (creative director of haunted house)
• Designed own house / constructs projects by hand
• Helps kids learn about investing
• Studies soil science and permaculture

Shanshan County Turpan, Xinjiang, 

China 42.834284, 89.864778
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So, you want to 

be a designer? 

• Started in a Social Psychology doctorate 

program at Cincinnati – became interested in a 

design discipline within Human Factors called 

Human-Computer Interaction

• Researched and wrote a masters thesis on HCI, 

and published the thesis in “Computer in 

Human Behavior” an international journal 

• Took a masters degree to pursue a job in 

technology

• Wanted to become a designer but couldn’t 

without experience 

• First job was as a user researcher but worked at 

night to learn design and was promoted to a 

designer position by the company



Designer Journey

20 years + experience 

as a UX Designer 

B2B Enterprise Apps - SaaS/Cloud

B2C Web Applications

Masters in Social Psychology (HCI focus) – Published 

Thesis in Computers in Human Behavior

Ran a successful boutique design consultancy 
(Intuit, Yahoo!, Intel Capital, Dreamworks)

Worked on large projects for Cisco and Apple

Started a UX practice for Badgeville, an enterprise 

Gamification startup

Redesigned legacy products and designed new 

SaaS/cloud products at Oracle

Currently UX Architect at ServiceNow

(Platform / Portal / Landing Pages)



Highlight Reel

HIGHLIGHTS & 
ACHIEVEMENTS

Some interesting projects and

achievements that showcase

my effectiveness and impact.

Lead designer for 

iPhone and iPad 

sales tool for VP of 

Global Sales

Redesigned Cisco.com’s 

Learning area, resulting in 

revenue growing from 

$150m to $400m yearly 

(according to stakeholder)

Redesigned Intuit.com’s 

homepage and 

navigation architecture 

(audience size ~ 10 

million

One of the lead 

designers of the primary 

support platform 

responsible for $20 

billion in yearly revenue

Conducted over 40 

user research 

studies
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Intention Outcome

Always question your assumptions!



Experience design 

What is User Experience Design?

A UX designer 

is matching creative ideas and 

innovations to real-world 

problems and in doing so, 

making users’ lives better. 

is someone who thrives on 

addressing complex challenges 

and strives to make their 

solutions simple and elegant. 



User-Centric Experiences deepen the Customer Relationship

It’s all about the user. 
(period)  

Core Philosophy



Product Experience First

Features ProductFeatures

Features focus creates design debt!



• Love the problem, not your solution

• Think about products, not about 
features

• Use product heuristics (goal-focused, 
anticipate user needs, minimum 
viable quality, etc.)

Naren Katakam

Product Thinking



Useful

Learnable

Memorable

Effective

Desirable

Delightful

Desired UX Design Outcomes

• Does it operate in ways users will find value in? 

• Can it be learned quickly?

• Do they have to relearn it each time they use it? 

• Does it get the job done? 

• Do people want it?

• Is using it enjoyable, or even fun? 

Steve Krug: “Don’t make me think”



• Create designs that emphasize relevant data and user-

focused features by using solid interaction strategies 

• Design products that are world-class by effectively 

solving user problems

• Craft modern user experiences 

• Create delight and engagement for my users –

remember emotions! ☺

My Goals as a UX practitioner



I

No one buys a 
Lamborghini 

for the gas 
mileage

E m o t i o n s  a r e  I m p o r t a n t

You might buy a Lamborghini for the art, the style, the

speed. None of which has to do with economy.. The car

commands a high price because it makes buyers feel

something.

Design is the driver of emotional engagement.



The Cause of Modern Design

Kevin Kell, UX Architect
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Full cycle

Research

Modeling

Value

• Researching and identifying the user’s and 

needs and validating as I proceed

• A design-thinking approach that emphasizes 

user & customer value over features

• Analyze and model task flows/processes that 

will support the user’s goals

• End to End design from conceptualization to 

finished specs

Where I Shine



AGILE Cross-functional teams

• The product development system is 

interdependent

• UX works with PM to define requirements and 

create product vision + concepts

• UX works with Dev to get designs implemented 

and to validate the output

UX

PM

Dev

Product Development Process

Personas

Use Cases / 

User Stories

Objects & 

Features



Research the 

users’ 

problem

space

Articulate 

goals and 

intents

Propose 

solutions that 

satisfy those 

goals

Problems Goals Solutions

Problems and goals serve as a reality-check for your solutions

A Framework that Works



Strategic Deliverables

• Review what’s been implemented to date

• Documentation of the business’ goals

• Articulation of the user’s problems, goals, and solutions

• Model of user tasks (with objects, relationships, contexts, 
etc.)

• Tasks can be critical, frequent, or incidental

• Analysis of existing Information Architecture and a 
proposed new one

• Scenarios that describe the user’s aspirations and what 
we’re providing them to achieve those, reflective of task 
flows, and use with ‘day in the life’ analyses and key 
moment artifacts

• Use cases (or user stories) that support each major goal 
of the user

Expert Review

P-G-S

Task Model

Info Architecture

Scenarios

Use Cases

Business Goals



User Scenarios and Signature Moments
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• Drive systems thinking into the organizational fabric 

through evangelization and artifacts. 

• What’s the appropriate future based on the strategy? 

How do we add features? How are people using the 

product now? 

• Process and modeling: how does all this fit together?

• An end-to-end view that can identify gaps and 

opportunities in the experience

Systems

Questions

Modeling

E2E

How the UX Architect thinks

Holistic | Value or benefit | Large & strategic Patterns | Experience risk / opportunity| 
Optimize vs. Innovate | Patterns in the chaos

Concepts



Service Blueprint Taxonomy/Mapping

Navigational Models End-to-End Flows

Architectural Deliverables



Project and Goal

One of the Sales Cloud projects I was tasked with by the VP 
of Product Management was to design a point solution for 
Sales Pipeline Management, but first I needed to understand 
the user, the Field Sales Representative. 

Activities

• Worked with Senior Oracle Field Sales Reps to collect 
needs, tasks, questions, and scenarios

• User research, concepting, wireframing

• Designed initial concepts

Outcomes

• I expanded the scope to include general field sales use 
cases

• The project was incorporated into the nex-gen Sales Cloud 
designs

Field Sales Concept 
for Sales Cloud



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Goal is to develop concept solutions for Field Sales

How do we get there? 

Understand the 
domain

Empathize with 
the user

Articulate 
Problems, Goals, 
& Solutions

Author a proof-of-
concept

Key use cases are centered around field sales and 
pipeline management



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Understand the Domain

Get to know the typical 

concepts and problems in 

this space. 



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Field Sales Rep Interviews

Research Setup:

• 5 Oracle field sales reps on multiple 
occasions + feedback + iteration

• CX, CRM space, Health, Upmarket

• Tend to be less than 10 
opportunities at a time

Exploring the context of 

use goes a long way 

toward understanding 

your users. 



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

“Need a perspective on 
what's going on with an 
account”

“My contacts can't be visible to my 
sales team (Inside Sales reps) will 
pick up contact and activity and 
start calling into that account -
throws a wrench into that 
relationship!”

What would make you 10x more effective?

"Text or instant thing on phone 
that says ‘Do you want document 
that?’”

Users, In Their Own Words….

I asked sales reps unique questions like: 

“What would make you 10x more effective?” 

Users would articulate their needs and 

problems, like ‘keep them from stealing my 

deals’



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Sales Rep’s Own Questions

• (When your boss asks) “How are you getting to 
your number this quarter?”

• “What are other deals, assets, purchases, or 
trouble tickets for this customer?”

• “What do I do now that I found out a competitor 
is on this deal too?”

• “How do I put together a Kill Sheet for a 
particular competitor?”

• “The customer’s CIO is outraged on a P1 issue 
open for an entire month”

• “Sales Manager needs you to bring in one or two 
deals in the next few days to make the team’s 
numbers this quarter”

Questions reveal needs as 

well and create a realistic 

context for how Field Sales 

operates.



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Field Sales Rep Persona

A great way to understand 

the world of the user is to 

break things down into 

TYPICAL, CRITICAL, and 

FOCAL tasks



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Eye-opening Findings

There were some 

surprising lessons-learned.



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Field Sales Journey

To visualize all the steps to 

the Field Sales process, I 

constructed a journey map 

of the personas involved.



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Main Problems Goals
Don’t have a feel for what's going on 
with my pipeline; Need to know what’s 
been done or changed

Understand: Want to see my pipeline health stats 
(whether I’ll make quota). Which opportunities 
are late? Surface activity of myself and team…

Don't know what to work on - where 
should I focus my efforts? What are next 
steps? 

Prioritize: Decide which Opportunities to 
work on and also plan out my 
time/activities

Have to keep my pipeline full
Develop: Find new opportunities by 
prospecting

Hard to keep things up to date
Document: Update opportunities quickly 
and easily communicate their status 
upwards

Need to work quickly to get a deal 
with customers and team members

Communicate: Send materials, follow-up, 
assign tasks

Problems and Goals for an FSR 

Understand

Prioritize

Communicate

Document

Develop

1

2

3

4

5



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Key insight: There’s a Progression to This

COOL STUFF: The goals fit together 

sequentially in a process flow. We’ve 

uncovered the Rosetta Stone of field sales.

1 2 3 4 5



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Solutions articulate tasks and data

By detailing out the solutions, we 

identify tasks to support and 

data objects that users will need



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Goals Use cases Pages

Prospective Architecture

Now we start seeing 

page entities emerge



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Gets user up to speed quickly, 
highlights next steps, helps them 
prioritize working on it

Wireframes

Surfaces critical opportunities in 
a fast-switch interaction 
mechanism



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

New Home Page Concept

Everything to get up to 

speed on this 

opportunity can be 

seen in seconds



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes
Communicate

Prioritize

Develop

Pipeline Dashboard Wireframe

Notice the mapping of goals 

to the page design. You can 

see exactly how those goals 

are being supported.



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Oppty Details Concept 1: Timeline

A timeline effectively handles 

a large set of data in an 

ordered structure.



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Communicate

PrioritizeUnderstand

Document

Prioritize

Develop

Oppty Details Concept 2: Grid Version

Notice the goal mapping 

here as well. 



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Oppty Details Concept 3: Guided

The Guided concept 

effectively breaks apart 

the data model into an 

easily-scanned set of 

ordered sections.



1: Problem & Process

2: User Interviews

3: Lessons Learned

4: Problems and Goals

5: Architecture

6: Concepts

7: Outcomes

Outcomes

The project demonstrated to the UX 

leadership that Field Sales and Pipeline 

management use cases could and 

should be incorporated into the larger 

Sales Cloud product framework. 



About the Company

Badgeville was an enterprise gamification startup dedicated to 
helping other companies leverage game mechanics to incentivize 
user behaviors.

Project and Goal

I left Apple to start a UX practice at Badgeville, reporting to the VP 
of Product Management. The founder and CEO tasked me with 
leading a ‘radical revision’ to the level of usability of the product 
which had not had formal UX design practices applied. 

Activities

• UX design practices: user research, task flows, wireframes

• Worked extensively with customers to collect needs, tasks, 
and other inputs

• Redesigned the platform 

• Created a new VX design language 

• Worked with PMs and Engineers to get the new designs 
implemented

Badgeville Platform 
Redesign



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

How do we get there? 

Goal: ‘Radically improve’ the usability of the platform
- in a matter of months, because our $70 million dollar startup is centered on this platform

Understand the domain Empathize with the user Map key user flows Propose new UX 
system



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Primary goals for the redesign project

• Increase self-service in the product 

• Lower campaign producer and support costs 

• Re-orient the product from a primarily developer 
platform to a campaign design & management one. 

• Reduce the implementation time by lowering the 
learning curve

• Create more customer success stories



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Platform Game Mechanics



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Gigya

Bunchball Nitro

Competitive Analysis

Are there competitors in this 
space?

Are they doing something 
interesting? 

How are they solving the same 
problems?



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

End User: 

Billie Wilson 

Chief Mktng. Officer: 

Deborah Skyles 

Business Manager: 

Joshua Aziz

Developer: 

Tim Oommen
Support: 

Francine Norman 

VP of Engineering

Bill Johnson

Web Dev Manager:

Vince Frank 

Director of Support:

Nancy Slocum 

Main Users

Tangential Users

Org structure of EverydayHealth, builder of jillianmichael.com

After working with the VP 

of Account Management 

to identify appropriate 

customers to interview, I 

built out an org structure 

to see the relationships 

between personas. 

Customer Personas and Org Structure



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

• Deborah wants her product or social platform manager to develop a gamification 

strategy and to get up and running quickly. She needs her product manager to report 

to her often about effectiveness and ROI.

Chief Marketing Officer: Deborah Skyles 

Business Manager: Joshua Aziz

• Joshua needs a new campaign for Jillian Michaels’ site. They want to increase 

retention and need to create a new site in the console. 

Developer: Tim Oommen

• Tim gets tasked with making sure that new levels and missions are configured in 

the BV console. He needs to have them show up correctly on the targeted Web 

pages. 

Support: Francine Norman 

• A customer calls with questions about where their badge went. It turns out that the 

badge was taken away when a mission was repeated. Francine files a support ticket 

with Badgeville about the issue. 

End User: Billie Jo Wilson 

• Billie Jo knows is proud of her Super Shopper badge but it disappeared one day. 

Feeling annoyed, she called up customer support to ask for it back. 

Persona-driven Scenarios

Developing scenarios 

alongside the identified 

personas helps 

contextualize the usage of 

your product.



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Developing Persona Templates

It helped to have real 

users to build Personas 

around



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Badgeville Usage Stats

Pulling data from the system tells 

us what’s being used (or not)

I also worked with internal teams 

to get insight into customer 

support issues



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Analyzing tab order reveals that 

the UI isn’t following a realistic 

usage pattern. Here, there are 

three tabs that can be grouped 

together and target a technical 

persona compared to the Analyze 

and Manage tabs. 

Badgeville Pre-Redesign

1 2 3



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Design a 
game

Create/manage programs

Set up the design

Monitor
Progress

Monitor
Performance 

Reports

Analyze 
Behaviors

Manage 
Players 
and Teams

Set up 
Networks
and Sites

#1 #2 #3

#4 #5 #6

Core User Tasks (Grouped)

Don’t require a developer to put 

together a gamified campaign. 

Let a business manager persona 

take over step #1 by making it 

much easier to configure. 



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

1.Design Game
A. Create Program

1. Initiate command

2. Name program

3. Choose scenario

4. Choose goal(s)

5. Review template and add/subtract from list of Tools

6. Add existing component instances

7. Configure Tools

8. Save

9. Copy code

10. Copy widgets

Initiate 
command

Name 
program

Choose 
scenario

Choose 
goal(s)

Review 
template +/-
from list of 
Tools

Add 
existing 
component 
instances

Configure 
Tools

Save Copy code Copy 
widgets

Go to 
Program/
Dashboard

View 
Report Set

Full Page 
Individual 
Report

2. Monitor
1. Go to program or to dashboard

2. View the desired set of reports

3. Click on a report to go to full page

Core User Task Flows



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Conceptual-mapping of Object Relationships



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Analyzing how the system works 

reveals a key truth:

It’s the verbs that underlie the 

working of major system objects

Mapping out Objects and Data Flows



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

There were a lot of opportunities 

to simplify the representation of 

the system for users. 

Further, I proposed new UI 

concepts such as ‘Programs’ that 

would make it easier to structure 

campaigns as well as share and 

reuse game objects.

Simplify and Consolidate



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

New Information Architecture

The sitemap allowed us to 

track and understand how 

pages in the UX were to be 

navigated.



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Programs 
Create and manage your programs

Tools Library
Central location of your 
program tools

Behavior List
Manage local and incoming  

behaviors for your programs

Setup 
Manage networks and sites and system 
settings

Home 
View what’s going on in your 
dashboard

Reports
View the performance of your 
network

Widgets SettingsPlan Analysis

Some sort of explanation here standard

Maybe do a mapping of all objects to the nav? 

Players
Manage players and Teams

Program 1

Program 2

Program 3          

Create a 
Program

Compare 
Programs

Create a 
Reward

A program is a 
collection of tools 
that make up a 
game design

Improved Navigational Model

Wireframes of the 
new IA supported 
the core user needs 
more simply and 
directly than before.



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

I proposed using 
interaction 
techniques like direct 
manipulation to 
make campaigns 
easier to configure.

Create a Simple Object



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Create Advanced Reward

User Action

Read 

Count

5

Chosen Criteria (each action must meet ALL criteria)

Category 1  One Value

Points 12

Additional Settings             Add more detailed settings like time windows and earnings limits>>

Other Points

>
>Credit: Player 

Triggers – First select an Action to count, set the count threshold, and then set the criteria by entering categories and values. 

Points – Select the number of points to Reward

 First                player(s) only1

+

+ Add Rule 

X

=

Any Rule will trigger 

Reward Message Enter

Reward Image Reward Hint Enter

Reward – Give the user a hint and a success message

+

?
Edit

Definition – Define your Reward by naming it and select its type

Tag Tag Tag + Add 

Name

 Active January 21, 2013  3:00 PM  to January 23, 2013  12:00 PM 

Easily 

scanned 

structure

Simplifying Complex Objects

More complex 
objects with a deeper 
data model were 
improved to be easier 
to understand by 
enhancing 
scannability.



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

The new visual 
design system was 
applied to create 
high-fidelity 
mockups.

New Visual System



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Realistic mockups 
made the vision and 
product direction 
tangible to the team 
and customers

Benefits of High-Fidelity Mockups



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

In addition to 
delivering UI specs, I 
designated patterns 
for a pattern library 
which would make it 
more efficient to 
build the product by 
enhancing 
reusability.

Patterns Library



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Customers were excited to see the 
prototypes which allowed me to collect 
detailed feedback. The designs were 
implemented in staggered releases. 

Outcomes and Impact



1: Problem & Process

2: Domain

3: Personas

4: Task Flows

5: Objects & System 

6: Proposal

7: Navigation and IA

8: Wireframes

9: High Fidelity Mocks

10: Patterns

11: Outcomes and Impact

Customers were excited to see the 
prototypes which allowed me to collect 
detailed feedback. The designs were 
implemented in staggered releases. 

Outcomes and Impact



Intuit + Yahoo!

Apple

Dreamworks

Oracle

Designs



Consumer Design (10 million+ users)

• Intuit.com redesign • Yahoo! Social Browser

• Quickbooks Product 
Chooser

• Quickbooks Online

• Intuit Mortgages

• Yahoo! Photos

• Yahoo! Sidebar



Apple Sales Force Automation

At Apple I helped 
design a tool for the 
VP of iPhone/iPad 
sales and his sales 
force to manage large 
account sales and the 
overall sales lifecycle 
and process. 

In researching this 
project, I went onsite 
to Apple stores and 
conducted contextual 
inquiries with the 
Business Sales team. 



Apple Sales Force Automation

The team could make 
custom reports that 
spoke to trends and 
analysis of the sales 
cycle. 



Media Manager

I designed an internal 
tool for DreamWorks 
called Media Manager 
to allow animators and 
directors to manage 
the flow of daily 
animation sequences 
as movies are being 
crafted. 
Media Manager is an 
interactive platform 
with large clip object 
sets. 



Sales Cloud Opportunity Modernization

I redesigned the Overview page for Sales Opportunities to be richer, more actionable (you can now create notes, 
send emails etc.) and more structured visually with more curb appeal.



END OF 

PRESENTATION


