
Creating 
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balance between what 
users need and what the 
business want.



In the next hour 
3 Projects in 45 minutes

About me
3 things about me

1. Using AI to help people create and stick to healthy habits

2. Increasing User Engagement in Week 1: The Sign Up Flow

3 Projects @ One Drop* 

Q&A
Anything that was unclear, unexplained, unsaid

~2 min

~40 min

~15 min

*Briefly on One Drop

3. Increasing User Engagement in Week 1: The First Time Use experience



www.websitename.com

There and back again… 
3 things about Sara Traversari

1. A Globe trotter 

I worked in Italy, Silicon Valley, London, and now New York, experiencing all 

sorts of working environments. 

2. The Collectivo Design Café 

I started hosting free events for designers, user researchers, and anyone 

involved in product development, that want to learn more about other 

people experiences. This allowed me to provide mentorship as well as to 

learn more about other designers and product people experiences. 

3. I love reading and learning 

I'm very passionate about cognitive science and behavioral psychology; I’m 

a voracious reader of sci-fi, crime novels and fantasy; I'm learning to play 

the clarinet and sometimes I like dabbling with my painting gear.
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Helping people with chronic 
conditions take control of 
their health 

On iOS and Android

Table of contents

BRIEFLY ON



One Drop runs on iOS and Android and lets you 
track all your health data in one place, be part of a 
supportive community, and explore health news, 
recipes, and tips.

Helping 3 million people 
worldwide reimagining 
what’s possible

One Drop is a free, award-winning app for people 
living with diabetes, pre-diabetes, high blood 
pressure, and high cholesterol.  
One Drop simplifies staying healthy, so that you can 
reach your full potential. 

Table of contents
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Using AI to help people 
create and stick to 
healthy habits 
How to increase self-monitor behaviors 
of hypertensive members

Table of contents
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PROJECT OVERVIEW

Data showed Hypertensive Members’ low engagement with Blood 
Pressure self-monitoring. This could bring to poorer health outcomes.

Behavioral Support Squad 
(PM+Devs&Data Scientists+QA)

MY ROLE

Design Lead  
- Research activities  

- Design and validation  

- Support during the delivery phase.  

My work impacted the success definition of 
the project and defined the metrics to 
consider. It ultimately changed the behavior 
of our members. 

Android and iOS 
8 weeks from the Discovery to 

Design&Validation.  

This project launched in May 2022.

PLATFORM AND TIMELINETEAM



Blood pressure weekly logs 
Only 20% of members log BP in 
week 2 after initial app open;  
15% in week 4,  
9% in week 8 
6% in week 16.

SITUATION

Low engagement with Blood Pressure self-monitoring

Clinical studies show that self monitoring 2x/week prevent complications due to hypertension. 
One Drop premium members were below this threshold.
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SITUATION

Two ways to log blood pressure

One Drop delivers a smart blood pressure cuff to qualified members that syncs automatically with 
the One Drop app. Data showed that most qualified members had synced their device.  
Members can also log their blood pressure readings manually in the app.

80%
Use a connected device

20%
Log manually

Members that logged at least twice at week 2
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TASK 0: FIND A WAY

Investigate why 

Members semi-structured 

interviews

PCP semi-structured 

interviews

Research Outcome: a 

different definition of success

Members find the action of self-

monitoring generally cumbersome. 

They also think that self-monitoring is 

not necessary and that blood pressure 

is not a priority, not even for their 

doctor, unless is symptomatic. 

Doctors know that self-monitoring is a 

cumbersome activity and that if they 

ask too much to their patients they are 

less likely to comply. Doctors have a 

“system” to keep an eye on blood 

pressure, accordingly with the health 

profile and behavior of their patients.

This research brought me to push for 

changing our definition of success: 

mimicking what doctors do, a better 

definition is tailored to the member 

health profile and behavior and that 

looks at the consistency of self-

monitoring instead of the pure 

frequency.

I conducted semistructured user interviews with members and PCPs to understand better the 
member experience when dealing with self-monitoring blood pressure. 
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Blood Pressure Self Monitoring 
User Journey

CONFIDENTIAL

TASK 0: FIND A WAY

Current Experience

The As-Is analyses and the interviews insights provided me with pain-points and opportunities to 
improve the current user journey. In particular in the phase called “Learning&Habit Building”.

Table of contents

Learning & Habit Building

Members have set up their cuff and the 
first automatic log is received by the 
app.

Pre-acquisition Cuff Set up Episodic state Steady state



TASK 1: DESIGN PROMPTS AND REINFORCEMENTS 

Design Hypothesis: a nudging system of prompts and reinforcements 

One Drop will deliver a nudging system that serves prompt and reinforcement messages tailored to the 
member health profile and behaviors, using an AI engine that learns and adapts to the member’s evolving 
health profile and behaviors. 

Table of contents

To increase self monitoring and produce better health outcomes,

Success will be defined accordingly with the member’s health profile and self-care attitude and will depend on 
the consistency of the acquired behavior.*

*Member A never monitored and starts monitoring 2/month for 6 months in a row, becoming a consistent member. The new target for 

member A now is to self-monitor once a week. 



Mapping the nudging system

All case scenarios are described into this chart. The 

system is made of 4 elements: the API, the Artificial 

Intelligence engine, the user behavior, and the app 

behavior. At each step, these components have 

specific roles and will affect the UI with the aim to 

generate the sequence of prompts and reinforcement 

messages most pertinent for the user. 

I used this chart to prototype and user test the system.
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Design Validation - deliver prompt and reinforcement nudges

Nudge mechanics Nudge timing Nudge language

With this test I wanted to see what 

mechanics work better when it came 

to nudge the user in doing something 

they were not thinking to do. 

The challenge was to avoid being 

ignored or annoying.

This test helped me understand better 

in which moments the user is most 

receptive to a nudge about something 

they were not thinking about. I found a 

total of 9 ideal moments for both 

prompts and reinforcements. 

The language used in the prototype 

was the language used by the doctors. 

I wanted to find the right balance 

between precision and understanding 

for the One Drop members.

TASK - DESIGN PROMPTS AND REINFORCEMENTS

Table of contents



Design Validation - Scenario walkthrough

Finding a formula for prompts and reinforcements 

This test helped me validate whether the mechanics proposed are aligned with the participants’ expectations. I also 
collected insights on prompt/reinforcement deliveries. 

This helped me identify a formula for prompts and one for reinforcements. 

Example of nudge mechanics and timing Example of in-app message language tested

TASK - DESIGN PROMPTS AND REINFORCEMENTS

Table of contents



Validation outcome
140+ nuggets with quotes, 10 insights, 3 general takeaways 
helped me identify how to structured a Prompt and a 
Reinforcement message.

TASK - DESIGN PROMPTS AND REINFORCEMENTS

Table of contents



TASK - DESIGN PROMPTS AND REINFORCEMENTS

Table of contents

Validation outcome
140+ nuggets with quotes, 10 insights, 3 general takeaways 
helped me identify how to structured a Prompt and a 
Reinforcement message.



Results
Nudging cards to deliver prompts and reinforcements

If video doesn’t start  
PLAY IT HERETable of contents

https://drive.google.com/file/d/1WUUtvvn_9RP6CpqA5jdyupWZi2UwvJ0t/view?usp=sharing


CONFIDENTIAL

Results 
Sample of early results since launch (early May)

Self-incentiveInfo about antecedent

Prompts

Reinforcements

Table of contents
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Increasing User 
Engagement from the 
Sign Up Flow 
Part 1: The Sign up flow
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PROJECT OVERVIEW

Members were not engaging enough during 
the first week of usage

Onboarding Squad 
(PM+Devs+QA)

ROLE

Design Lead  
- Discovery activities  

- Design and validation  

- Support during the delivery phase.  

The project touched 2 areas: the sign up 
flow and the First Time Use (FTU) experience 
for both Consumers and Enterprise 
members. The Enterprise experience was 
prioritized but learnings were applied to 
both segments. 

12 weeks from the Discovery to 

Design&Validation.  

Start-to-launch, the project lasted 6 
months.

TIMELINETEAM



SITUATION

Average retention Gap between Sign Ups and App access - Enterprise only

Only 53% of new users engage 
with the app during week 1 after 
their initial session (days 7-13) 

Enterprise and Consumer members 
engagement accordingly to the data

~30%  
Of members that sign up, don’t 

even access the app

Table of contents



Investigate why of low engagement

Customer Success Insights User Research Insights As-is Analysis

Calls and messages to our Customer 

Success team revealed the 2 most 

common issues: 

- Enterprise members were not able to 
retrieve the correct account credentials 
- Both Consumers and Enterprise 
members waited to receive the device 
paired with their program

A longitudinal study conducted by the 

user research team, revealed the fact 

that most of the users expectations 

were not met once logged into the 

experience. Particularly common 

issues were the lack of call to action 

and unmet expectations once in the 

landing screen.

This analysis allowed me to identify 

broken patterns and heuristics that 

needed to be fixed: 

- A disjointed, non-user friendly flow 
and lack of clarity about One Drop 
value for enterprise members 
- Generally poor First Time Use for 
both audiences (no clear call to action 
and unmet expectations)

Table of contents

TASK



Opportunities Mapping

CONFIDENTIAL

I mapped the opportunities on top of the Enterprise user journey, highlighting 
the areas that needed intervention.

Table of contents

Enterprise Members Journey

FIND A WAY



Areas of intervention: 

1. SIGN UP FLOW REDESIGN - Enterprise members: Create a 
seamless flow that establishes expectations from the earliest 
touch-points and reinforces them all the way to the First 
Time Use (FTU) 

2. FTU SCREEN REDESIGN Improving usability and 
discoverability in app by designing a Getting Started Guide 
with a learning-by-doing approach

Design Hypothesis
By seeding fair expectations from the first step of the Sign-Up flow, and by reflecting those expectations in 
the First Time Use (FTU) experience, we will be able to increase the retention rate of Day 1.

Table of contents

FIND A WAY



Sign up flow redesign - Enterprise members

Table of contents

Objective: Create a seamless flow that establishes expectations from the earliest touch-points - aiming to 
reduce the gap between sign ups and first session and prepare for the First Time Use (FTU) experience. 

Learnings will be applied to the Consumer flow where applicable.  

PART 1



SIGN UP FLOW REDESIGN

Design Approach

Native Flow Steps consolidation Seeding expectations 

The new design aimed to bring the 

whole flow in app to provide a 

consistent channel and to bring the 

users into the app experience earlier 

on. 

The new flow also consolidates the 

number of steps and their sequence in 

a way that reflects the users mindset 

once they start signing up.

While retrieving information from the 

users, the new design gives useful 

information on what to expect at each 

turn during the flow. This is to 

reinforce the decision to move forward 

into the flow and complete the sign up 

successfully.

Table of contents



Design Validation - low-fi prototype

Open ended task 
5 participants (1 female, 4 males, between 39 to 59 y/o) were provided with a scenario in which they are invited to 
imagine that their employer sent them information about One Drop; they were to decide whether they would sign up to 
One Drop and how they would go about signing up.

Table of contents

If video doesn’t start  
PLAY IT HERE

SIGN UP FLOW REDESIGN

https://drive.google.com/file/d/1oVQLN1rs3bxYO5z3F1PHw4xAvQ5sOgJe/view?usp=sharing


Design Validation - low-fi prototype

Information needs Sequence of steps Expectations forming

The purpose of this test was to assess 

the efficacy of the new Employer User 

Activation flow in conveying the 

information needed to set fair 

expectations regarding One Drop and 

the programs offered.  

The test evaluated also the 

sequencing of the steps in the flow, so 

to determine whether there were 

redundant or unnecessary questions 

and to validate the most natural 

sequence for the users.

With this test I could also validate what 

expectations the users had about the 

app when they reached the end. This 

informed the design of the landing 

page that will welcome the new user.

Table of contents

SIGN UP FLOW REDESIGN



Key information that users consider when moving forward during the Sign Up flow

Information needed at each Decision Point

Table of contents

SIGN UP FLOW REDESIGN



0. INTRO 1. ACCOUNT CREATION CONFIRMATION

2. PROFILE SURVEY CONFIRMATION 3. ORDER DEVICES CONFIRMATION

Table of contents



Intro: Prepare for what’s next

In this screen, a preview of the total steps is displayed. 

This screen provides reassurance and clarity on what’s needed to 

complete the sign up process and why it’s needed.

Table of contents



Account creation

Enterprise members only must confirm their eligibility. 

To avoid unnecessary steps, users are stopped if they are not eligible, 

before they enter any other personal information.

Table of contents

Email



Profile Survey will tailor the 
First Time Use

Table of contents

15-questions survey to asses the member health and motivation profile, 

assign the right program, and tailor the First Time Use. 

The questions order meets the user’s expectations. 

“Why we ask” explains the value for the user of giving that  

information.



Transition and Confirmation 
screens

At the end of each macro step, I introduce a transition and a 

confirmation screen to confirm the purpose of the completed step and 

reassure the user that everything is going as expected.
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Results

Early data shows that the gap between sign ups and first session in app 

reduced by 20%. 

The Customer Success Team reported a reduction of calls due to 

forgotten credentials by 80%. 

The new flow is tracking click-through and bounce rate at each screen, 

time spent on screen, time of completion, and total sign ups. 

Table of contents
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Increasing User 
Engagement with a First 
Time Use Experience 
Part 2: The First Time Use Experience



First Time Use Redesign - Consumer and Enterprise members

Table of contents

Objective: Improving usability and discoverability in app by designing a Getting Started Guide with a 
learning-by-doing approach  

PART 2



Direct and non direct competitors analysis

In addition to the research conducted for the first part, I analyzed 20 onboarding flows and observed 
the engagement strategies adopted for the first week of usage. This inspired the new One Drop 
Onboarding strategy: learning by doing.

FIRST TIME USE EXPERIENCE REDESIGN

Table of contents

PROS 

Demonstrate the value of the product 

Shows the level of commitment required 

Assess the user motivation and level of expertise 

Lets the user skip the assessment and sends reminders for a 

later assessment

CONS 

Risk of not completing the assessment 

Duolingo learn-by-doing onboarding



Design Approach: a personalized and responsive Getting Started guide

Getting Started Guide Learn-by-doing Personalization

Our users needed some guidance in 

taking the first steps into the 

experience. They came in with certain 

expectations and needed to see those 

expectation fulfilled. The Getting 

Started Guide aims to provide an 

interactive tour of the most pertinent 

actions in the app. 

A Getting Started Guide can take 

many forms. I saw a real opportunity in 

creating a set of selected actions 

tailored to the user profile and that 

changes accordingly with the user 

behavior.

Not only the actions are personalized 

to the user profile and behavior, but 

also the educational content - key part 

of the One Drop experience - is 

tailored to reflect the user’s 

expectations, needs, and behaviors. 

Table of contents

FIRST TIME USE EXPERIENCE REDESIGN



Design Validation - Contrast and compare
This validation test helped me find the layout that better reflected the user’s expectations and 
what terminology worked better.

Table of contents

FIRST TIME USE EXPERIENCE REDESIGN



Design Validation Outcome

First Impressions and First 
Actions

Mindsets Labels and Terminology

This test helped me making a decision 

in what layout supported better taking 

action while making the best first 

impression

With this test I wanted to validate what 

particular mindset our users adopted 

when landing onto the One Drop 

experience for the first time: 

- One action per time 

- A clear sequence of actions 

- Log-and-learn

Together with the mindsets, I wanted 

to vet whether the language was clear 

enough and able to orientate the users 

towards the next action to take.

TASK 2 - FIRST TIME USE EXPERIENCE REDESIGN

Table of contents



The Getting Started Guide Mechanics

Every day a set of selected actions are suggested accordingly 
with the user profile and behavior.  

DAY 1 DAY 2 DAY 3

Table of contents



The Result

Most participants enjoyed the clear sequence of suggested 

actions, conveying guidance on what to do and in which order. 

Once an action was completed, a checkmark will appear at the 

bottom of the list item and provided a sense of completeness. 

The pertinence and freshness of the Feature Topics was also 

very appreciated and provided the users with a space to dwell 

in between the suggested tasks for the day. 

Table of contents
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How is it going?

We wanted to increase retention by ~40% during the 
first week of usage for enterprise members first.

User Retention by week 
Only 53% of new users engage 
with the app during week 1 after 
their initial session (days 7-13) 

Table of contents



How is it going?

User Retention by week 
81% of new users engage with 
the app in during Week 1.

With the launch of the new user experience, we saw an 
increase in retention during the first week of usage of 
enterprise members.

Table of contents



How is it going?

While data logging features maintained or improved the level of engagement 
during the first week, other relevant features like Coaching* seemed to be less 
interacted with.  

* During the first week of usage before the new experience was launched, Coaching was commonly used also to find help 
in using the app. Further investigation on what the new behavior pattern means is needed.

Data logging features

How-tos articles
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How is it going?

While data logging features maintained or improved the level of engagement 
during the first week, other relevant features like Coaching* seemed to be less 
interacted with.  

* During the first week of usage before the new experience was launched, Coaching was commonly used also to find help 
in using the app. Further investigation on what the new behavior pattern means is needed.

Coaching feature

Table of contents
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Digital Detox 

Selected projects as the Lead and 
manager of the Design Team
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How to translate Digital 
Transformation  
into a bold visual language 

Use objects to tell a story. Minimalist layout and positive and fresh feel. You can use objects alone on flat background or include the environment and a 

hint of human presence.

1. Objects to tell stories

Table of contents



By enhancing the portal experience, the IT Group 
department could benefit from lighter processes and 
workflows, but also leverage their identity and trust 
level across the organization. 

A team that leads 
Digital Transformation

Capgemini Talent is the IT Group web portal that 
allows for collaboration and knowledge-sharing 
across Capgemini, leader in Digital Transformation 
services for businesses of all sorts. 

The challenge was to move away from the burden of 
Legacy that the current system had carried for too 
long. The overall experience needed a refresh.

Lifting the burden of legacy to 
support professionals that bring 
innovation to other businesses

Table of contents



Leading the Design Strategy 

Together with the Product Owner and the key stakeholders, I identified the 

MVP and established the best strategy to deliver a desirable and valuable 

product. 

During the project, I set up the overall design strategy to ensure the ideal 

experience for both stakeholders and end users.  

I also helped setting client’s expectations and project milestones, while 

overseeing the design deliverables to drive the highest quality of the outputs.

“It’s not only about a new portal.  
It’s about us” - Talent Product Owner

Legacy can undermine the effort of an entire department 
so much that little budget and resources are dedicated to 
their improvement. 

The Client 

Capgemini
My Role 

UX Lead
Timeframe 

2 mos 
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UNDERSTANDING Kickoff Workshops

ME
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UNDERSTANDING As-is Analysis 
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DEVELOPING Information Architecture

Home pageSite map
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DEVELOPING Wireframes
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DEVELOPING Wireframes

Home page Listing page
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DEVELOPING Wireframes and Visual Design

Home page Listing page
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DEVELOPING Wireframes and Visual Design

STORY

21:41
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DEVELOPING Wireframes and Visual Design
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The Client 

Capgemini
My Role 

UX Lead
Timeframe 

2 mos 

What I’ve learnt

From the process 

Kicking off the right way gave the team foundations to deliver success. 

From the users 

This project reinforced the idea that the impact of good design goes beyond 

the product and reaches the emotional aspects of an organization. 

From the team 

Letting the team take the lead in presentations was key to empower team 

members and gain trust from the client.
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Supporting Digital 
Transformation 

Vodafone Romania
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platform to manage online sales.  

My objective for this project was to provide a 
delightful purchasing experience for their customers, 
while educating the digital team on User Centered 
Design methodologies - so to support their overall 
transformation. 

Bringing design 
thinking in large 
organizations

In Vodafone Romania, the sales and digital 
departments were committed to make the online 
channel the core of their purchasing experiences. 

In order to do so, they decided to transform their 
ways of working: while their digital department 
started to implement Agile methodologies, they 
wanted their website to become the main

A mindset with a lot of value
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Four Squads, One Website, and 
900 features

Leading the Experience Strategy 

My team was made of a Visual Designer, four developers, a Business Analyst, 
and a PM. On the client side, I worked closely with four teams, led for this 
project by a designated Product Owner. 

With our BA and the Client PO, I mapped out a Minimum Viable Product, 
keeping in mind the desired outcomes for the users. 

At the same time, I worked with our Visual Designer and Developers to the 
details of each screen, keeping on holistic view on the overall systems, goals 
and objectives. 

To validate our decisions, I planned and executed user testing sessions.

When the team is the only thing that keeps you sane

The Client 

Vodafone Romania
My Role 

UX Lead
Timeframe 

6 mos 
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What to do when there’s no 
budget for User Research.

Digital customers  

In this specific context, advanced digital customer behaviors were just 
emerging (i.e. 90% of customers were opting for cash-on-delivery payments), 
even if the majority of them were young adults (25 to 35 years old). 

What we’d consider standard features were new to most of our customers. For 
example, data from the existing analytics and from customer care reports were 
telling us that phone calls were the most used channel to complete the 
purchase or to solve a problem after fulfillment.  

To understand customers better, I organized co-design and testing session to 
make sure the information architecture was right, even before having any page 
sketched. During the project I kept testing to validate the designs. 

Analytics, customer care insights, marketing 
research, co-design and early user testing

Co-Design and Knowledge sharing

The Client 

Vodafone Romania
My Role 

UX Lead
Timeframe 

6 mos 
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UNDERSTANDING User Interviews
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UNDERSTANDING Card Sorting
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Co-Creation workshopsDEVELOPING
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Information Architecture and SquadsDEVELOPING
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DEVELOPING Flows and Wireframes
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DEVELOPING Wireframes and Prototype
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DEVELOPING User Testing

PLAY THE VIDEO
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What I’ve learnt

From the process 

Deliver outcomes, not outputs. It’s not about how many features, but what set 

of features (with their look and feel) will make the best experience for the users, 

while fulfilling business goals. 

From the users 

Nothing is standard enough to be universal.  

The contest in which users are it’s really important: digital maturity, legal 

constraints, purchasing practices, connection band-with, are all details that 

need to be taken into consideration because users might be not only affected 

by them but also inspired to use them creatively (suggesting emerging 

behaviors). 

From the team 

With so many moving pieces, it’s critical to ensure trust within the team and to 

involve the right people at the right moment.

The value of Design goes beyond just “design”

The Client 

Vodafone Romania
My Role 

UX Lead
Timeframe 

6 mos 
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Selected projects as the 
Lead UX Designer 



It’s more than a 
website 

Tottenham Hotspur Football Club

21:41
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The website at the time was clearly reflecting the 
internal organization, presenting 20+ links between a 
top navigation and a bottom navigation.  

Every department contributed to the overall Club 
strategy and deserved a prominent spot in their 
digital space as well. 

Digital transformation 
starts from 
understanding its value

The Club planned to have the state-of-the-art 
technology embedded into the Stadium Experience 
and wanted their digital assets to be up to that 
standard.  

The website was going to play a key role in growing 
their fans base and consequentially their revenues 
coming from this channel.

Tailoring the experience for 
every fan

Table of contents



It always starts with: “We want 
a prettier website. Now.”

Changing the inside-out paradigm 

My first big challenge was to find a way to transform the stakeholders 

aspirations into the perfect Experience Strategy for their 

heterogeneous audience.  

As the UX Lead in the team, I worked together with other designers 

and developers and led the team through the project: from framing 

the problem and setting the team for success, to investigating the user 

behavior and the design opportunities, till validating the final solution.

We ended up with: “The Club is an entertainment 
business: through this platform we serve 
pertinent, engaging and personalized content, 
while increasing revenue and recognition” 

Stakeholder interviews

The Client My Role 

UX Lead
Timeframe 

6 mos Tottenham Hotspur 
Football Club
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Personalized content requires  
deep knowledge of the audience

Identifying behavioral patterns 

I used analytics and other data coming from extensive surveys to identify 

areas to investigate deeper with the qualitative study. 

In doing so, we also started to identify the desired behaviors and how to 

measure the new website success and performances: from page views, 

time on page, most common paths, to form completion, email 

subscriptions, etc… 

Accordingly to the Client PO, the website is still performing very well and 

the overall architecture proved itself to be scalable and able to 

accommodate new needs.

Quantitative and Qualitative research to drive the 
Experience Strategy 

The Client My Role 

UX Lead
Timeframe 

6 mos Tottenham Hotspur 
Football Club Analytics
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Personalized content requires  
deep knowledge of the audience

Asking the right questions 

Once business needs were identified, I went deep into the users’ world to 

understand their perspectives, needs, and behaviors.  

Knowing the business objectives and the new desired outcome, I started 

from some quantitative research on consumers behaviors to plan and 

execute a qualitative research that included a diary study, a survey, 

observational sessions, and semi-structured user interviews. 

Analytics and user research to drive the 
Experience Strategy 

The Client My Role 

UX Lead
Timeframe 

6 mos Tottenham Hotspur 
Football Club
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UNDERSTANDING Diary study
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UNDERSTANDING Survey
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UNDERSTANDING User interviews

Table of contents



UNDERSTANDING Field observation
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UNDERSTANDING Personas and User Journey

Outsider

Admiring

Heritage

Hard Core

Hard Core
The Hard Core Fan is Spurs through and through. They will always 
be Spurs Fans no matter what. Their bond is rooted in their family, 
in their community and is core to their identity. Highly opinionated 
about the game, they never miss a match.

Heritage 
The Heritage fan has always had Spurs in their lives. They have a 
strong emotional bond to the club and they love Spurs as a result of 
“that game” their dad took them to when they were young and they 
often recall the precise moment when they fell in Love with Spurs. 

Admiring 
The admiring fan loves football and knows a fair amount about it. 
They could be a fan of a minor team or hedging their bets about 
which Premier League team to follow. They admire the Spurs style 
and their strategy on the pitch and watch games occasionally. 

Outsider 
The Outsider is not a Spurs fan. They may follow other sports, or 
have minimal interests in football but generally speaking, football is 
not on their radar. They only become exposed to Spurs by chance 
and may have had positive experiences in the past.
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UNDERSTANDING Personas and User Journey
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On the bus

UNDERSTANDING Personas and User Journey

The fan experience
A week into a fan’s life

Connecting with Fans
Match Preview Content
Historical Moments
Betting
Fantasy Football
Planning for the match
Prepare for the Match

In Stadium/Home/Pub Experience
Collecting Memories
Focusing on the game

Ending the Match
Connecting/Avoiding Fans
Revisiting the game
Mourning/Celebrating
Sharing key Moments

Family, Friends, Children, Players, Team Management

Work

Home

Gym

School

Work

Home

Gym
School

On the train Pub

The MatchHomeIn the car

Pub

Home
Physical 
Spaces

Level of 
interaction 
with the 
website

Opportunities

People

ReleaseBuilding up Revisiting

On the bus

On the train

In the car
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UNDERSTANDING Experience Strategy

FAN ENGAGEMENT

MONETISATION

NEW STADIUM WEBSITESSO APP ALEXA VR

LONDON PUBS FANS’ HOUSE CHINA USA CUPS

This is an Entertainment Business; as such it lives and prospers on this virtuous circle.
This project aims to create the Engine that moves the Tottenham Hotspur Ecosystem
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DEVELOPING Modular and Contextual Content
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DEVELOPING Modular and Contextual Content

Upper Header 

Footer

Main Nav

logo

Upper Header 

Footer

Main Nav

logo

Upper Header 

Footer

Main Nav

logo

Before the game During the game After the game

Building up content
(next game, forecast, interviews, …)

Content in the Home page

Live updates
(match day center, commentary,…)

Revisiting content
(highlights, post match interviews,…)
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DEVELOPING Modular and Contextual Content

Building Up Releasing Revisiting

Admiring
Match Day Planning

Shop and Ticket Offers

Game/Team Info and News
Technical Content

Third party app to gather live updates 

Technical/Impartial Commentary

Facilities Use

Going Back Planning

Highlights

Technical/Impartial Content

Outsider
Non Football content

Facilities Use

Third party app to gather live updates

Going Back Planning
Shared MomentsThe Club

The Teams

Fan by Heritage

Live updates

Shop and Ticket Offers

Facilities Use
Third party app to gather live updates (depending on the score)

Club/Historical moments

News and Interviews
Scored Related Content

Hard Core

Facilities Use
Third party app to gather live updates

Live Updates
Forecasts

News and Interviews
Betting info

Player stats and info

(depending on the score)

Scored Related Content

No-spoiler content option

No-spoiler content option
Highlights

Highlights
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DEVELOPING User Testing

Stadium Info
Table of contents

PLAY THE VIDEO
Next Project

https://drive.google.com/file/d/1kIfUjBIvsERij2hqtW5HqM_ka2vtLbo_/view?usp=sharing


Results

Shorter journeys, increased traffic and usage time

How did it go?

The Client My Role 

UX Lead
Timeframe 

6 mos Tottenham Hotspur 
Football Club

We are seeing users spend more time on the homepage and 

their user journeys are shorter so they are able to find the 

information they want easier

Yes across app and web we are seeing a 40-50% increase in 

match day users. The live broadcast before every home fixture 

really helps

Project Owner
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What I’ve learnt

From the process 

How to streamline the approval process to keep the quality high and the 

timeline sane. I’ve learnt how to get my stakeholders on board with design 

decisions so that they feel part of the solution. 

From the users 

Accessibility can’t be a second thought. I’ve learnt to take responsibility of all 

the deliverables that make the experience, including coding. 

From the team 

I experimented and learnt new ways to catalyze consensus across the room and 

commit to the best outcome for the users. 

The value of Design goes beyond just “design”

The Client My Role 

UX Lead
Timeframe 

6 mos Tottenham Hotspur 
Football Club

Design Thinking fosters a 
framework where heterogeneous 
teams work to reach the best 
outcome with the most value for 
users and therefore for businesses. 

“

”
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Experience 
Roadmapping 

How I deal with low budgets, 
little time and complex 
organizations

VALUE

VIABLE 
Business

DESIRABLE 
Users

FEASIBLE 
Technology

More about this on my Medium

Table of contents
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What it means to be an 
Experience Strategist

Experience Roadmaps 

When creating delightful digital experiences, I try to understand what is 

the MVP with the highest value for the Client and their Users, given the 

context of its development. I start with this definition of MVP 

While aiming to the shiny car, sometimes you can only develop and 

release a bike, gain trust and resources to then be able to build a 

motorbike. Some other times, you need to develop a skateboard to prove 

that you have the potential to get to the next steps. Whatever your 

situation, a valuable outcome, even in its MVP form, always considers 

these three elements: feasibility, desirability and viability. 

As a UX Strategist, part of my job is to spot the most valuable outcome, 

given the scope of the problem, the constraints and the context of its 

development. Sometimes, it’s just not feasible to do the perfect thing right 

away, but that doesn’t mean that it’s ok doing the wrong thing. Instead, 

while knowing what would be “perfect”, I find the perfect balance to have 

something really good to scale up when the opportunity arises.

I conduct stakeholders interviews and users research 
to understand the needs for the business and the 
users, and I work in multidisciplinary teams to 
investigate the most appealing opportunities.

MVP Definition - Henrik Kniberg
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3. Develop 4. Deliver2. Define

This is about reading the insights and 
the feedback of a live system to 
refine and improve the experience 
even more. 

The four phases of a project

This phase is all about re-interpreting the 
brief and reach a common understanding 
of roles, responsibilities, and the overall 
desired outcome

Kick-off, Understanding, Developing, Improving 

1. Discover

The outcome of this phase is a detailed 
problem definition and a list of areas 
with the most appealing design 
opportunities. The main activity is a 
research to assess technological 
capabilities, stakeholder expectations 
and users needs.

Developing entails the definition 
of the most valuable experience, 
considering users feedback and 
technical capabilities, in within the 
project timeline and budget.  

Dual-track agile is the 
methodology that I’ve applied the 
most in the recent past. It 
facilitates the collaboration across 
the team and helps mitigate the 
risks. 
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Thanks! 

Let’s have a chat. 
saratraversari@gmail.com 

Back to Table of contents
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