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Hello!
I'm a UX Design specialist and I create delightful experiences.
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Double Diamond reinterpreted



Creating Delightful Experiences

User centred design is my bread and butter
and I'm really fascinated by the human mind.
| find quite interesting experimenting new
ways to convey messages and information in
the most appealing way for the recipients. In
doing so, | create new forms of dialogues to
make the experience the most engaging for
the user.

| worked in many different types of
environment in several countries and this
taught me how to adapt and stick to my true
north at the same time.

I love to design delightful user experiences.

Solving complex problems is my speciality
and in doing so | get my inspiration from the
use of systems thinking and human-centered
design.

I create new forms of dialogues to create the
most engaging experience for users

| have experience of leading clients in all
types of industry and multidisciplinary teams
through the design thinking process. I've
been involved in all parts of the design

process: from the proposal writing to the
execution of the plan, from designing user
research, to generating concepts,
prototyping and testing

Useful Links

+ PORTFOLIO
+ MY LINKEDIN PROFILE
+ FOLLOW ME ON MEDIUM

+ THIS DOCUMENT IN HIGH RES


http://www.saratraversari.it
https://www.linkedin.com/in/sara-traversari-0347706/
https://medium.com/@saratraverz
http://saratraversari.it/showcases_hires.pdf

The Process Explained

In the US and in Europe, | worked in
agencies that advocate Co-Creation: a
process proven to be beneficial to clients and
their customers, by fully embracing the User
Centred Design approach.

In the past few years, | have had the
opportunity to expand a particular strand of
Co-Creation: one that brings clients into the
journey of really owning their next digital
success.

Ultimately, clients own the outcome of the
design process and we, the designers, are
here as a helping hand through every step of
the journey.

As UX Lead, | took the opportunity to expand
the concept of Co-Creation, defining the four
phases that a Client needs to go through to
really own the project: Kick-Off, Discover
and Define, Develop and Deliver, and
finally Cultivate.

When it comes to Digital Design it’s not
about costs, it’s about investments.

Helping Clients seeding a design centric
approach in their organisations, will let
companies gain a more design-oriented
mindset and will give Clients effective tools to
make the best out of their digital assets.

They will leapfrog the competitors that didn’t
iInvest on design thinking and become the
leaders in their domain.

That’'s why there are no costs when
implementing design thinking in a digital
project: the price is only one of many factors
to determine the value of the investment.

Useful Links

+ AFTER AYEAR OF UX DESIGN IN LONDON


https://medium.com/@saratraverz/after-a-year-of-ux-design-in-london-72b77f2fca06

The Kick-Off Phase is key and needs to cover three core areas:

e Exploring the brief, the initial definition of the problem, and the
desired outcome.

e Defining roles and ownership among the team members.
Particularly, it is fundamental to identify the Decision Maker on the
Client side that will be involved in each phase as Project Owner.

e Setting business desires and goals against budget and
resources in the most efficient way.

During the Discover and Define phase, the Agency helps the
Client to break down the initial problem definition and to identify
specific areas with the most appealing design opportunities. To do
so, | usually suggest to do a wide research to assess technological
capabilities, stakeholder expectations and users needs. Client and
Agency discuss the findings and agree on a set of needs, priorities
and metrics to be met by the new design.

The most suitable design strategy for the Client is now defined and
the Develop and Deliver Phase can start.

In my experience, two-week sprint cycles accommodate well design
and develop activities, covering from Sprint Planning to Client
Review.

The Client Decision Maker is an essential part of the team and this facilitates the
approval process that speeds up with the Sprint.

In the Cultivate Phase, Agency and Client monitor the new design performances and
improve it with small reiterations.

The Client now has all the tools and the knowledge to be able to spot new
opportunities and involve the Agency anytime it's needed.

Kick-Off Discover & Define Develop & Deliver Cultivate

Kick-Off Discover Deliver Cultivate

Double Diamond reinterpreted



https://medium.com/@saratraverz/after-a-year-of-ux-design-in-london-72b77f2fca06

Shaklee Connect
Finding the right balance

A complex application for 10S and Android



Fluid at San Francisco

After some experience freelancing and designing in UX
agencies in the ltalian capital, | moved to California with my
brand new husband. It was summer 2013.

worked in all sorts of environments, from small start-ups to
arge organisations, but my preference still turned to agencies.

n particular, | really liked working at Fluid where | had the
opportunity to put my hands on complex projects for important
clients like Brita and Shaklee.




Shaklee Connect: the project

Kick Off

The Client: Shaklee, a multilayer company.

They wanted an application for iOS and
Android that supported their members In
becoming successful business leaders.

The most interesting challenges were to
balance business objectives with users goals
and to help the users to digest a massive
amount of complex information in the most
efficient way.

Discover and Define

When | joined the project, most of the
research was already done.

| dived into the research and the insights
already collected and worked with my

manager on the best strategy for the app.

| refined personas and user journey to
identify design opportunities and the best
solutions to address business and users
needs.

Develop and Deliver

My Deliverables: Sketches, flows and
annotated wireframes, that | also presented
to the client.

| was constantly communicating with our Ul
Designers and with the dev team (in Texas)
to assure max clarity on the functionalities
and the interactions on the screen.

Useful Links

+ SHAKLEE CONNECT ON IOS

+ SHAKLEE CONNECT ON ANDROID


https://medium.com/@saratraverz/after-a-year-of-ux-design-in-london-72b77f2fca06
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Personas and User Journeys

| started with the existing research and based my work on the consequential Personas and Journeys, expanding where needed



shaklse Anrctated Wirefranes
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App Inventory and Flowcharts

| was constantly communicating the dev team (located in Texas) and the Ul Designer to assure max clarity on the functionalities and the interactions on the screen.
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Annotated Wireframes

Client and development team where based in different locations. Presenting the design in web conference was very important as well as thoroughly documenting the outcome.
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From Wireframes to Pixel Perfect Designs

| designed flows and wireframes to be presented and signed off by the client. | worked with a visual designer to ensure that graphics and animations
supported the experience and delighted the user.
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Theo
A multi-device app for Realtors

Helping a Startup to thrive
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Realtors

myTheo is a startup founded by real estate agents who i E i
wanted to solve the problems they encounter daily as realtors. T
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| have the opportunity to see what is a startup in Silicon Valley T s ML
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and what are the stages and the challenges that it needs to

— 0 il 4 H
face in order to be successful. e
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Also, the Real Estate Industry presents a very interesting : ‘ ‘_
challenge: who owns the data (MLSs - Multiple Listing o i ] rieg ‘:.&mr

“ - r_‘""--fﬂ(—<
B I ey

Service) is not willing to give it away. At the same time, they

need to provide data to Agents in order to be valuable.

From an interaction point of view, an Agent is local but always
on the move, constantly networking with agents (teammates
and foes) and clients. They obviously need the right
iInformation at the right time.

This and the fact that the product was being built by its users,
made my challenge as UXer even more interesting.




Altaterra: the project

Kick Off

The Client: myTheo Inc

Roles and objectives were defined and
estimates on the effort expected where
made. A roadmap with milestone was flashed
out so to plan for the next sprints.

Discover and Define

| planned and executed Stakeholders focus
group and Interviews, and competitor
analysis that helped to define business
requirements, real budget, and desirable
outcomes.

With the initial research findings, | started to
flash out users pain-points, informational
needs, and activities to be supported by the

app.

Develop and Deliver

My Deliverables:

| organised co-creation workshops with
stakeholders and users to sketch tasks and
activities;

| defined flows, annotated wireframes, and
built prototypes on Axure and ProtolO to test
with users.

Useful Links

+ MYTHEO WEBSITE

+ MYTHEO APP


http://mytheo.com/
https://itunes.apple.com/us/app/real-estate-by-theo/id1117239751?mt=8

* * * * *

1st TestFlight build AP| Completed Web App Staging live iOS app Completed ~ Web app in Production
| apru | may | sune | s | AuGust
X Design ... .. o = — - — |
UX Enrollment and Core features . Ul Enrolliment and Core features Copy and Ul refinements

6 weeks 6 weeks '_ ____________________ |

e o
14 weeks Implementing final Ul/UX 2 weeks
e : : QA Submit Apple approval
Implementing final UlI/UX Hooking up API services 0 el e

APl development & documentation

DB modeling
3 weeks

iOS app development

2 weeks 16 weeks

APl development

8 weeks
MLS sync
Discovery process Sync-app development MLS's integration
2 weeks 8 weeks 6 weeks

Continuos maintenance and support to live services during the whole process

EN
UX/Ul = iOS API MLS
RWD* LIVE SERVICES MAINTENANCE

*Responsive Web Design

Roadmap

After the kick off meeting we established our roles, and our roadmap with milestone
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Interviews and Card Sorting

| planned and executed 12 user interviews that included a card sorting exercise, for both clients and agents. | explored the current experience and the information they needed.



Being a Real Estate Agent

Ally Brown, Real Cslate Agent from 2005
Agent of buyer clients

Aly IS aruna herd), 1as ZKds and A wancertilwite Sh21s an agert ton

She sgends her weeks geoinc up and down he Bey, brows ng properiies for
her clients.

Fur Ally, d lypicdl week starls or “uesday, zarly i1 the moring:

first, she checks zmails and messzges on her corvputer and sTartplione
from Fer clients. Then she apdates alist of prepe-tics that she wan's to sce
during the w=ek.

Tre lis: she makes includes proderni2s n all San Francisco neightorhcods.
3ome are properies thal clen:s are curious aboJut and some othzr ars
propertics that Ally thinks somz clients will like.

Listis ready, coffee n ner hand and awey sh2 goss

Activities and pain-points

It 1akes ner an haur by far to g2t D =an Franriscn, wiare sha A the mnst at ‘e propernigs she
will seE U1 Tuesddy.

lMeaching the first property. Aly starts thinking abcut ‘what t say tc har clien's ebout th2

ns ghborhood.

(Irce sha 1 N o atthe 10USe, She NatCR3 A LitIR crack ceming dnw irn Y e et 1ars
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can de in 2 weeks. she better chec< t her witk her as wcll

Th2 gay passes by, once at home Ally 1akes 3 12w moments IC make a sumrarny of wrat she nas
szen and “hen prepares a listto sharzs with her clients, including her noes

Becomes a Re2al Estale Agent

F—
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sponsor ng broker.
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From the user research, | defined a set of personas
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Home

Pricing Plans

Plan Details

Key:

page decision

point

Ealoct Get Stared
Flan P ans ‘4"
Get Started

Special Plans 14

NOTE: For plan 2 and 3 there's no
special offer. They will always go
through Payment.

Create a
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Create a
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Verify MLS
ID

Verify MLS
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Flows
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| was now able to identify the main flows
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Flows Sketched

From the flows, | sketched the screens adding more details on interactions and messaging
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| refined the wireframes and brought them on ProtolO to be prototyped



VALIDATING

Testing on proto.io with users

1P
:

Prototype on ProtolO

When the prototype was ready, | tested the designed flows and the information architecture with users



‘Aggregated Insights
* Navigation

Audience insights

Navigating the app. Users didn't have any problem navigating the app
and they could go to all the levels of the navigation seamless.

The Bottom bar. It was clear for all the users as well as the Drawer Menu.

Search. The search flow was clear and they had no problem navigating to
the results and back to the Listing view. They also had no problem to find
the search from anywhere in the app.

Filters. Users reached the filters section easily.

Actionable improvements

No concerns. It seems there are no major
concemns to push for a change of the navigation.

00
00

LISTINGS

40 Crystal Springs Rd, #3
ELCamino Real San Mate

$1,529,000

e Well done! Conceming e Critical

User testing

The report of the user tests included insights and advice for amends
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From Wireframes to Pixel Perfect Designs

The wireframes were now ready to be built
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$1,200,000

300 Eyrie Way

$5,400,000

Find the app in the Store!

The app is now available in the Apple Store



Altaterra
The Roof Windows Shop

Co-Designing an e-commerce website in a
multinational team



Aqueduct in London

After three years of sunny-steady California, | wanted to get
back to the Old Continent to be closer to our families.

In London | started to work in an agency called Aqueduct,

where | led the team and our clients during the journey of their
next digital success.

My first client there was Altaterra, an online roof windows

shop. They wanted to redesign their website addressing
international audiences.
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Altaterra: the project

Kick Off

The Client: Altaterra, an online roof windows
shop. They wanted to redesign their website
addressing international audiences.

We identified roles and the scope of the
project, taking into account the existing
research and material that the client already
had.

The biggest challenge was to ensure the
stream of work across six different countries.

They had also the development team
outsourced from two different consultancy
firms.

Discover and Define

When | joined the project, this Client had a
very insightful marketing research, a lot of
iInsights on customer behaviours from their
customer service.

| confirmed most of their knowledge with
semistructured interviews to users, defined
their User Universe, Personas and User
Journeys.

Develop and Deliver

My Deliverables: Sketches, flows and
annotated wireframes, that | use in client
workshop where we co-design some of the
area of the website.

| also prototyped (in Axure) most of the tasks
that | user-tested.

When the development team had enough to
show the overall design, | also made an audit
of the website.

Useful Links

+ SHAKLEE CONNECT ON IOS


https://medium.com/@saratraverz/after-a-year-of-ux-design-in-london-72b77f2fca06
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From the existing material on their audiences, | was able to define four personas
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User Journeys

| defined the user journeys and the design opportunities for each type of users.



DIY 2 Young Homeowners
Arthur and Lotte G U|dan ce Angela and James - parents
55-60 years old 29 years old

Know how to remodel, need little help Roof Windows for parents

“I can take care of it”

“I want functional at the right price” -

Tutorials

~ Customer Support Ratinge:and Heviews

Effective Imagery
Product Categories

Contextual Details
(i.e.Types of Rooms)

Product Range

Findability Inspiration

Constructors

Architect
Steve - Small Business Owner Alice

37 years old ‘ 32 years old and up to date on trends
Roof Windows and all accessories Wants to give clients the best, with an eye for styl
“I know what | need, it just needs to be solid “Designing their homes it's like be part of their lif

and fast"

The Users Universe

Each Persona was mapped against the needs that they expressed



Anatomy of the Homepage

Roof Windows (Main Biz priority)

Inspire, Inform, Reassure

Blinds (Second Biz priority)

Inform, Reassure

Accessory (Third Biz priority)
Simplify

Homepage Priorities

| defined the best content strategy to meet users and business needs



Products Navigation Structure

Product Categories Product Types
Roof Windows Roof Windows

Top Hung
Blinds
Centre-Pivot

Accessories Sun Tunnels

Flat Windows
Skylight

Comb. and Balconies
Conservation

Means of Escape

Smoke Ventllation

Blinds

Accessories

Product findability

Product AHributes

Roof Windows

(Type)
Control

Finish
Glazing
Price

Others...

Blinds

(Type)

Window compatibility
Colour

Price

Others...

Accessories

| worked on the information architecture, advising for a product naming strategy that reflected the users mindset.
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Site Map

| redefined the Information Architecture, reflecting the overall content strategy
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Megamenu: a fradeoff

Home Page Home Page > Product Menu Product Hub Page Product Type Page
E Q 106 ! E Q ’ (8 ‘ ! E Q | a0 ‘ ! - Q =
ROOF WINDCWS  BLINDS ACCESSORIES ROOF WINCOWS  BLINDS ACCESSORIES = ROOFWINDOWS  BLINCS ACCESSORIES | ROOF WINDOWS ~ BLINDS ACCCSSORICS
) yaa larantead ALL ABOUT BLINDS All Blinds Sort and Filter Blackout Sort and Filter
From £126
BLACKOUT ROLLER BLINDS BI,aCROUtS
Blinds Very very long
VENETIAN PLEATED Lorem ipsum dolor sit product name
amet, consectetur w % %
ROMAN ROLLER SHUTTERS adipiscing elit, sed do 2-Day Shipping;

All about Roof
Windows

Lorem ipsum dolor sit
amet, consectetur
edipiscing elit, sed do
eiusmod lempor
incididunt.

Using a mobile first approach | layout the information defining the experience on mobile and desktop

DISNEY AND DREAMS
COLLECTIONS

AWING

INSECTS SCREENS

eiusmod tempor
incididunt ut labore.

Venetian
Lorem ipsum dalor sit amet, consectetur
adipiscing elit

Some title here on
two lines

Something about
this Product

Megamenu Mania

Inatallation includad;

From £129
Very very long
product name

* & %
2-Day Shippirg,
Installation included;

From £135
Very very long

nradust nama



Product Page

Defined how many bullet points (from 3 to §). Anchor
to Specs

Height and Width in dropdown (height will filter the
available widths)

Remove Add-ons and putReetRich-on-Hs-own-
Pitch-options-need-images— Remove Roof Pitch.

Remove Compatible products

Add link to shipment details.

Investigate price look and feel for when offers and
discounts are on.

Co-Creation

| organised and led workshops with the Client and involved them in the design phase
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®0@® ( 1] 127001 G U ) [ +

[U%] &, 020344 7E98 Hep end Guides FAQ Bibg S EGNN
LOGO oo’ Windows B s AL sy v n @
Froe Dghwary on oroers over £100 ) Day Retum Folcy WO Secure Shopoing
Ofar s

10 Beautiful Ideas for your Home

Cet Inspired by the best designer in the world

How 1o eno0ss

From C306.24 - GGL -

Solstro Skyline and some
mcre text for long names

From £306.34 - GGL i

Solstro Contre Pivet and some mors | VELUX INTEGRA™  pojouo, Combinations xd _
text on 2 lines Centre Pivol and S0Me Maore

for long names

some more lext

Find the Roof Windows that suits you and your style

EXPLORE OURCFFER

Our Reoof Windows Explained

From extensions W eleclical adaplors, from (1}

nsulation 1¢ maintainance, keep your window

0O < i 127.0.0.1 . h O

THE ROCF
WINDOW ROOF WINDOWS BLINDS Accessories  (Q @
STORE

Free delivery or orcers over £100 o0 cay return policy 100% secure shopping

Jse this Promo Code FRT1347TXNA and get 50% O=F 1f yau buy 3 windows

10 BEAUTIFUL IDEAS
“FOR YOUR HOME

DISCOVER MORE

FROM FRCNM

£273.11 SAPLORE £117.39

VELUX INTEGRA™ LOREM IPSUM SOLSTRO INTEGRA™ IPSUM
DOLOR SIT AMET DOLOR SIT AMET

Personas and User Journeys

Once the wireframes were good enough | prototyped and tested the flows with the users



Listing Page

Felp and Guides  FAR  AboutUs  Biog & SENuP

LOGO Roof Windows  Binds  Accasscries n !
When users land on this page they find the breadcrumb

which gives them confirmation about the product they nws? Results for Root Windows: Centre-Pivet Sertoy:Prce v
were looking for.

S 2e Vv Showt v 1234..00 *

n Then they go through the filters. It makes sense for them S
to have a type already selected. Corto v r

. . . rom £127 From £202 From £498
Labels need to be more precise and consider non-native n L Bmosimem VELUX GonrePivoc Pine VLUK Gontr Pt -

English speakers (i.e. Finish should be Frame Finish; . “ m

control could be ).

Imemal Frame Colour
n Customer rating is not impaortant for making a decision at vanslaton v Fremeant S SR
this point. It's relevant at the beginning of the flow (if it’s Prafange N Pauetnane Earmapno vma T Foetcanw bt
about the customer experience in general) or in the n e ey | seest
product page. S "
n Although product details are very limited here, the filters S e, [CTER pemmn
and the price and the names on the items are enough for a watibann U a—" ] ddiei——

SN E .- “

them to take an action on them.
They expect a comparison table to have more details to
compare in between products.

User Testing

| recruited the targeted users and tested my Axure prototype with them



Listing Page

This page performed very well. The users understood the
functionalities in it and knew how to use it. T — E— P —
There is only one concern around a possible distraction given by
the text below the promo banner.

THE ROOF
(o WINDOW ROOFWINDOWS  BLINDS  accessories () Y;p

STORE

Use this Promo Code FRT1234XNA and get 50% OFF if you buy 3 windows

CENTRE-PIVOT ROOF WINDOWS

Lovesn iDsarm Oolor Sl @rmet Lovem igsurm dolor S et Loverm igsum Saior $it et Loverm icsuam SClor $it amwet Loresn iosan Color st amet Locsm ipsum

“:.mr' '1 er"' l"\: .‘ﬁ'.\ 5"0: .'.’N.?Y‘..'" | ”TT'I?'.“F: [+ s (Y. '-'. amnee | Cﬂ""‘. '3’1!": ﬂ')(,. ."-v'. .1.'7'(‘?‘ ln'rv"':. .’VYI m cnicr sit amet | oem tl" manicest
Some of the users had to actively search for the

. . . Rool Wisdows: » Camre-Fivct x
- filters. This is probably due to the text above the -~ g

filter section that create a distraction. e ] St somr Prioe: SortPrice §
It is not a blocker, but something to consider wodoms ¥

when crafting the text. o, P
n Filters labels are clear and users know what cang + y 0/
they refer to.
o+ ESTOISIOTORM  VENramem  mimosuss s
Ve~wation +

Audit of the Build

When the dev team had a prototype built, | reviewed it and advised for amends before the launch



About Me
Some more insights from me and others

Fascinated by the human mind



About me

User centred design is my bread and butter and | am really
fascinated by the human mind. | like experimenting with new
methods and techniques to convey information in the most
appealing way. In doing so, | create new forms of dialogues to
craft the most engaging experiences.

Working in many different environments and countries, | have
learnt to adapt without losing sight of my true north.

Among all my duties, | am responsible for the User Experience
Design, from brief to execution. | gained a wealth of
experience with requirements gathering, running workshops
and user research, persona creation, information architecture,
wire-framing and prototyping.

Useful Links

+ DROP ME AN EMAIL + RESUME

+ MY LINKEDIN PROFILE + THIS DOCUMENT IN HIGH RES



http://www.saratraversari.it/showcases_hires.pdf
mailto:saratraversari@gmail.com
http://www.saratraversari.it/Sara_Traversari_resume.pdf
https://www.linkedin.com/in/sara-traversari-0347706/

€€ Sara, that was superb, you should be really pleased with

how you came across and the logic-tlow and details you

demonstrated.

I know Simon was delighted and I think this has set a

great platform for you to evolve with BDO.

Delighted it went so well. 29

Marc Giusti, CEO at Pivot - November, 2017 after a client workshop



€€ Fresh of the plane Sara got told she had clients in all day
Wednesday and had to pitch to Spurs on Thursday -
both new news to her. However, she took both in her

stride and rose to the challenge delivering brilliantly on

both days. 2

Lucy Salter, Client Service Director at Aqueduct - March, 2017 shout outs at Aqueduct after a Client
Workshop and a Pitch



44 Firstly the preparation for the meeting was excellent.
(personas, Wires mapped on the walls etc), and
secondly for chairing the meeting so well. She stood up
to the product owner and gave justification behind all

UX change requests. I was very impressed. 2)

Sean Leah, Head of Project at Aqueduct - March, 2017 shout outs at Aqueduct after a Client Workshop



€€ It has been a pleasure, for me and the whole Theo team,

to have worked with you over the past year...

As you know, our next product launch is a huge
achievement for Theo, one that certainly could not have

been accomplished without your dedication and UX

expertise... 29

Gilbert M. Flaitas, CEO at myTheo - August, 2016 from a reference letter



€¢ Sara is both a talented UX designer and a lovely person
to work with. She is able to dive right in and understand
the most complex, challenging problems and respond
with elegant, creative solutions that impress both her
fellow team members and clients. Sara is great at
collaborating with other designers and is very thorough
and detailed in her thinking. I look forward to getting to

work with her again. 99

Allyson Hollingsworth, UX Lead at Fluid - November, 2015



€¢ Sara is an enthusiastic, brilliant designer and I'm glad I

had the chance to work with her.

Whether building a product or refining a small feature
she has a keen eye for detail but also knows how to keep
the bigger picture in sight. Thanks to her experience,

she knows when to use each of the gadgets of the UX

toolkit. I would definitely love to work with her again! 29

Laura Bustaffa, IA Lead at Doralab - May, 2015



