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Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim 

ad minim veniam, quis nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea commodo consequat. Duis autem vel eum iriure dolor in 

hendrerit in vulputate velit esse molestie consequat, vel illum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui 

blandit praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi.

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore 

magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper 

suscipit lobortis nisl ut aliquip ex ea commodo consequat.
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S K I L L S
Specialized in User Experience Design (UXD) to bring the users at the center of the Design Thinking Process (UCD) thus, ensuring 
that the product meets the intended users' needs. I’m a critical thinker with an open mind, a communicator and a facilitator.
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01  UX RESEARCH
GATHERING USER DATA
CONDUCT INTERVIEWS

02 TASK FLOWS
USER JOURNEYS MAP
SCENARIOS

03 SITE MAPS
CONTENT INVENTORIES
STORYBOARD

04 INFORMATION ARCHITECTURE
SCREEN FLOWS
NAVIGATION MODELS

05 WIREFRAMES
SKETCHES

RAPID PROTOTYPING  06
LOW FIDELITY

INFORMATION FLOWS  07
FUNCTIONALITY SPECIFICATIONS

HIGH FIDELITY  08
INTERACTIVE PROTOTYPING

VISUAL DESIGN

USABILITY  09
ACCESSIBILITY

TESTING

HTML5  10
CSS3

JAVASCRIPT



I’ve successfully delivered & managed more than 50+ digital projects from web & mobile apps, cms based corporate websites, and large 
ecommerce. All are at the highest standard of execution and represent some of the leading companies in the industry.
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E X P E R I E N C E

GRAPHIC/WEB DES IGN

UX/U I  DES IGN |  WEB DEVELOPMENT

WEB DEVELOPMENT

WEB DEVELOPMENT

UX/U I  DES IGNER |  FRONT END DEVELOPER

KATIZO LTD  1999
ADVERTISING AGENCY

CONTINENTAL DECAL  2013
DIGITAL PRINTING

KAPPA CLOTHING  2015
ECOMMERCE

MAPPLE LEAF HARVEST  2016
ONG WEBSITE

GAMING NATION  2017
SAAS FOR FUNRAISING



0 1  E M P A T H I S E
Gain knowledge of users, context, technologies, gather 
user data, research competitive products, conduct 
interviews and filed studies.

0 2  D E F I N E
Build user profiles on gathered data, produce materials 
that will aid the outlining of the project, site maps, content 
inventories, screen flows, navigation models, task flows, 
user journeys, scenarios.

0 3  I D E A T E
Evaluate, test, and select wireframe concepts for 
prototype development.

0 4  P R O T O T Y P E
Create design specifications and evolve concept/ 
wireframes into full design solution.

0 5  T E S T
Usability testing and evaluate design with stakeholders
to obtain feedback and conduct usability testing.

0 6  D E L I V E R Y
Complete design and produce assets through Design 
Management system for development team.
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D E S I G N  T H I N K I N G  I S  A N  I T E R A T I V E  A N D  N O N - L I N E A R  P R O C E S S

Empathise Define Ideate Prototype Test

Empathise to 
define the problem

Tests create new 
ideas for the project

Learn about users 
through testing

Analyse & interact
with

prototypes to spark 
new ideas

Tests reveal insights that 
redefine the problem

Specialized in User Experience Design (UXD) to bring the users at the center of the Design Thinking Process (UCD) thus, ensuring 
that the product meets the intended users' needs. I’m a critical thinker with an open mind, a communicator and a facilitator.



0 1  O N L I N E  P U R C H A S E  P O R T A L
Redesigning the purchase portal for a better User Experience and relevant to their respective teams. 

0 2  F A N T A S Y  G U R U  E L I T E
Redesigning the ecommerce website to achieve user satisfaction with all the sports fantasy guru advices.

0 3  5 0 5 0  C E N T R A L
Redesigning the website portal for a better User Experience and relevant to their respective teams. 

This is a selection of my most recent UX work at GAMING NATION inc. The projects are relevant for their industry and devices.
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C A S E  S T U D I E S



DATE: Jan 2017

PLATFORM: Desktop, mobile and tablet

CHALLENGE:
Redesigning the Online Purchase Portal transformation process with the best and
most up-to-date UX practices, trends and research for 50/50 Raffle fundraising.

THE SOLUTION:
›   Setting goals and objectives

›   Stakeholder interviews

›   Establishing key audiences

›   Building personas

›   Creating scenarios

›   Creating user journeys and stories

›   Creating site maps

›   Content audit and inventory

›   Creating experience maps

›   Conducting UX research

›   Conducting competitive research

›   Low-fidelity prototypes

›   High fidelity prototypes

›   Creating wireframes

›   High-fidelity design

›   Usability testing

Z
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P R O J E C T  O V E R V I E W  -  O N L I N E  P U R C H A S E  P O R T A L



S I T E  U R L :  customer.portal/5050central.com

S I T E  O W N E R : 5050 CENTRAL

W H A T ’ S  A R E  T H E  W E B S I T E  P U R C H A S E  P O R T A L  A B O U T ?
5050 Central provides an online portal for all its clients (525 clubs (Teams) NFL, NHL, MLB, MiLB, 

NBA, NCAA) for total fundaraising solutions as a unique Software as a Service (saas) Solution.

W H A T  A R E  T H E  G O A L S  O F  T H E  O N L I N E  P U R C H A S E  P O R T A L ?
The goal of the Purchase Portal is to provide an integrated solution for the 5050 Central client’s to 
have digital transition applying latest trends, techonologies and the optimal user experience.

W H O  A R E  T H E  U S E R S  O F  T H E  S I T E :

P r i m a r y  a u d i e n c e :  Club Fans, Charity Supporters and Sport Fans
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S E T T I N G  G O A L S  A N D  O B J E C T I V E S U K  C L U B S

U S A  C L U B S

C A N A D I A N  C L U B S



0 1  D I S C O V E R
›   Field study
›   Diary study
›   User interview
›   Stakeholder interview
›   Requirements & constraints gathering

0 2  E X P L O R E
›   Competitive analysis
›   Design review
›   Persona building
›   Task analysis
›   Journey mapping
›   Prototype feedback & testing (clickable or paper prototypes)
›   Write user stories
›   Card sorting

0 3  T E S T
›   Qualitative usability testing (in-person or remote)
›   Benchmark testing
›   Accessibility evaluation

0 4  L I S T E N
›   Survey
›   Analytics review
›   Search-log analysis
›   Usability-bug review
›   Frequently-asked-questions (FAQ) review
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U X  R E S E A R C H
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C O N D U C T I N G  I N T E R V I E W S
The stakeholders has the best idea of what the project is all about, that’s who I normally start asking the questions, It’s better to put 
everything down on paper based on objective and goals, that will be the guiding line for the project’s development

0 1  I N T E R V I E W S 0 2  C A R D  S O R T I N G 0 3  S U R V E Y S
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B U I L D I N G  P E R S O N A S

0 1  A U D I E N C E  N E E D S
›   How can i find the online purchase portal?

›   How to become a member?

›   Is the transaction safe?

›   Where to check the winning number?

›   Will I be notified on my email for the receipt?

›   Are there any subscription base?

›   How can i find the forthcoming games ?

›   Do you offer any additional services?

0 2  S O L U T I O N
(CONTENT & FUNCTIONALITY)

›   Interactive website design

›   Accessibility, UX, IA

›   Mobile Responsive

›   Subscribe option

›   Email notifications on payment

›   Contact details – network

›   Email newsletter

›   News feature with most popular gaming solutions



The easiest way to understand behavior is through scenarios, identifying a users goals and needs and his following action steps will lead 
you to truly understanding why and how a user is using your product. That represent the building-block for the project development

M A R K E T I N G  A W A R E N E S S  T O  O N L I N E  P U R C H A S E  P O R T A L

USER EXPERIENCE CASE STUDIES

 U X D  |  C A S E  S T U D I E S  |   2 0 1 8
1 1

C R E A T I N G  S C E N A R I O S

50/50 RAFFLE
TICKETS

SELLERS
SIGNBOARD

KIOSKS DISPLAY
IN STADIUM

EMAIL
CAMPAIGN

S T E P S  T O  B U Y  T I C K E T S  O N L I N E

STEP FOUR
Purchase Complete

STEP THREE
Credit Cards details

STEP TWO
Billing Address

STEP ONE
Select price points

CONTACT
Club Details

FAQ
About 50/50 Ra�e

RULES
Conditions

RECENT WINNERS
Winning Numbers
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C R E A T I N G  U S E R  J O U R N E Y S  A N D  S T O R I E S

TOUCHPOINTS

AWARENESS
DISCOVERY

CONSIDERATION
COMPARISON

EVALUATE
AQUIS IT ION PURCHASE RETENTION LOYALT Y

ADVOCAC Y

 - Email Campaign
 - Subscribe Banner
 - Kiosk Displays
 - Sellers Signboard
 - Google-Adwords
 - Banner Advertising
 - Referrals
 - Newsletters

 - Navigate to portal
 - Choose Price points
 - Pot Amount
 - Seeding Pot
 - Guaranteed Pot

 - Read more.. Rules
 - Discover FAQ
 - Contact Club
 - Register 
 - Subscribe to email 

 - Choose price points
 - Enter Personal Details
 - Enter Credit Card info
 - Complete Purchase
 - Accept terms
 - Receive email

 - View return Policy
 - Chat Support
 - Email Support
 - Email Receipt 
 - Contact Customer
    Support

 - No Setup

 - What time is the draw?
 - Is this going to work
    for me?
 - Which website is giving
    the key for winning?
 - Can I trust these portal?
 - Where are the reviews
    and testimonies?

 - I want to win the
    50/50 raffle?
 - Are there any offers I
can get with these subscriptions?
 - Is there any discounts?
 - Are the competitor's
offering something better?
 - What are my friends,
blogs and google saying
about the 5050 raffle?

 - Will this Subscription
offer everything in need?
 - Seasonal or Monthly!!!
package
 - Choose add-on or not?
 - Not enough choice
 - Are subscription recurrent?
 - What's the renewal policy?
 - Can I cancel at any time?

 - Add to cart button
 straight forward?
 - Price point is not logic .
 - Login as guest?
 - Is this a secure and
    verified site?
 - Paypal Gateway sucks?
 - Abandon Cart

 - Where is the refund
    policy?
 - No phone or contact
   details.
 - Email Support only
 - No chat support.
 - No after sales reference
 - is there any help?

 - Can I refer someone to
    this site.
 - If I win I will tweet my
    success.
 - I will comment on their
    blog, guestbook..
 - Winner of the of the
   month weblist.
 - Place a link on my
   social accounts.

 - Lack of documentation
 - Navigation appears
    to be complex
 - No promotions
   / Discount
 - No Sports calendar
 - Direct links to 
    subscription 

 - No Free trial
 - No Documentation
 - Package not well
    displayed
 - No bundle package
 - No discount

 - Struggling to find 
    proper package
 - Help center non
   existing
 - No Live Chat
 - No Tel phone number 

 
 - Package Confusion
 - Why so slow
   responding to tickets?
 - Your user portal is not
    intuitive
 - Paypal Sucks
 - Add-on not explained
 - Can choose only one 
    package to cart

 - Received confirmation
   email not branded
 -  Are the guru's insights
    really work for me?
 - Cannot find ticketing
   system 
 - Paypal not a good
   experience on refund.
 - Testimonial not convincing

 - NO Referral Program
 - NO Discount Coupon
 - NO Tweet Incentives
 - NO Newsletter
    marketing
 - NO Banner Exchange
    program

 - Twitter Influencer
 - Subscribe Banner
 - Advertising Sites
 - Google - Keywords
 - Adwords
 - Livestream
 - Referrals
 - GURU - Blogs
 - Newsletters

 - Navigate to Sport pages
 - Read Articles
 - Daily Lineups
 - Sports Daily Articles

 - Read more.. Button
 - Discover Packages
 - Add-on Optimizer
 - Seasonal v/s Monthly
 - 24 hour
   ALL-ACCESS 

 - Add to Cart
 - Choose add-on
 - Login/ Register
 - Complete Purchase
 - Paypal Gateway

 - View return Policy
 - Chat Support
 - Email Support
 - Email Receipt 
 - Contact Paypal

 - No Setup

Touchpoint is a point of interaction between 
ONLINE PURCHASE PORTAL and the USER 

involving a speci�c human need in a speci�c 
time and place. Each touchpoint is an 

opportunity to strengthen the relationship 
with your USER.

THINK&FEEL
What does 5050 RAFFLE customers think 
about the service? How they feel about each 
speci�c step of interaction?

IDEAS
/OPPORTUNITIES
Is there any potential to improve customer 
experience on each stage and remove service 
barriers?

PAINPOINTS
What pain points and service barriers exist on 
each stage  of the purchase portal?
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U S E R  F L O W
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C R E A T I N G  E X P E R I E N C E  M A P S
HSBC Digital messaging: Cross-platform alignment

Fraud detection campaign

CREATED ON 28 09 15
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User sees 
notification in top 

slot about approved 
mortgage

User wants to 
check their 

mortgage account  

3A 3B

User gets text 
messages and email 
announcing that his 

card and account 
have been cancelled

User is sent push 
notification and email 

urging him / her to verify 
suspect transactions. 

This time the user clicks 
the link in the email.

User recieves new 
card in the mail

2A

User is prompted 
with a pop-up alert 
upon logging on to 

GSP

2B

User is forced to click 
"Review suspect 

transactions" CTA

2C
User has to answer a 
series of questions to 

confirm whether a 
fraud has occured. 

It has!

2D
User recieves 
confirmation 

message that their 
card and account 

have been cancelled

2E

2H

2F
User gets notification 

that a new account 
has been created and 
a new card has been 

sent

2G

Bank suspects 
fraudulent 

transactions on 
user's account

1A

HSBC phones up 
user who does not 

respond

1B

SAAS

MOBILE 
APP

PHONE CALL

TEXT / EMAIL
PUSH / SMS

OTHER

PLATFORM EVENT
ACQUSITION 
METHOD CTA CHANNEL CTA CTA LANDING PAGE

REGISTERS OR 
SIGN IN VIA

FOLLOWS THROUGH 
WITH CTA COMPLETES

FOLLOW-UP 
ACTIVATION

FOLLOW-UP 
COMPLETION

PWS

GSP

BRANCH
ATM

PA
SS

 1
PA

SS
 2

PA
SS

 3

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

Relieved

Alarmed

Cautious

Distressed

“ Will I get my 
money back? ”

Thankful

Pleased

Worried Worried Worried

Worried

TASK TYPE MESSAGE TYPE

BANK TASK

RESEARCH

COM FOLLOW-UP RECOMMENDATION

ALERT

NOTIFICATION

RESEARCH RESEARCH

NOTIFICATION

NOTIFICATION

ALERT

ALERT

ALERT

A
LE

RT

BANK TASK

+

HSBC Digital messaging: Cross-platform alignment

Credit card campaign

TO
U

CH
 P

O
IN

TS

Clicks CTA 
button in hero 

banner

Visits mobile PWS 
page to look for 

cards

Signs in via app

Sees notification on 
dashboard

User wants to 
move some 

money

Business launches 
new credit card

Research problem / 
solution fit at sales 

journey

2A

1A

Sees marketing 
campaign at the 

airport

1B

2B

"Please complete 
your application" 

message in top slot

2C

Clicks on the 
notification CTA

2D

1C 1D 1E

SAAS

MOBILE 
APP

PHONE CALL

TEXT / EMAIL
PUSH / SMS

OTHER

PLATFORM EVENT
ACQUSITION 
METHOD CTA CHANNEL CTA CTA LANDING PAGE

REGISTERS OR 
SIGN IN VIA

PWS

GSP

BRANCH
ATM

PA
SS

 2
PA

SS
 1

THINKING ABOUT THE SUBJECT EXPLORES THE SUBJECT
GETTING ASSURANCE

Relieved

Eager

Impatient

Confused

“ How do I find the info 
related to the ad ? ”

Curious

“ What are the features? ”

Curious

“ Is this for me? How 
do I remember the name 
of the product and 
company? ”

Annoyed

“ I just want to 
move money ”

Forgetful

“ Do I really need a CC 
anymore? What was that 
again? ”

TASK TYPE MESSAGE TYPE

BANK TASK

RESEARCH

COM FOLLOW-UP RECOMMENDATION

ALERT

NOTIFICATION

RESEARCH

RECOMMENDATION

RECOMMENDATION

BANK TASK
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C O M P E T I T I V E  P R O D U C T  R E S E A R C H

+

CREATED ON 28 09 15

User gets 
a confirmation 

email

Interupts journey Partially starts 
application

Picks up card

Continues GSP 
credit card journey 
started on mobile

2E

GSP credit card 
journey completed

2F

1G 1H

2H

2G

FOLLOWS THROUGH 
WITH CTA COMPLETES

FOLLOW-UP 
ACTIVATION FOLLOW-UP COMPLETION

COMMITING FOLLOW-UP ACTIVATION

Excited

HappyAnxious

“ Will this take long? ”
Worried

“ Need to complete 
application at GSP  ”

Frustrated

Relieved

RECOMMENDATION

BANK TASK

BANK TASK

BANK TASK
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H I G H - L E V E L  U X  P R O C E S S  O V E R V I E W

CONCEPT

Vision/Goal

Requirements
Brainstorm
sessions

Priorities

Hypothesis

Revise Hypothesis

Experiment

PAIN POINT

DESIGN THINKING LEAN UX AGILE

RESOLVE

C U S T O M E R  E X P E R I E N C E

New Ideas

Build it

Explore

UX Research
Market
Research

DIRECTION

Feedback
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E X I S T I N G  P U R C H A S E  P U R C H A S E  P O R T A L
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L O W - F I D E L I T Y  P R O T O T Y P E S
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W I R E F R A M E S
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H I G H  F I D E L I T Y  P R O T O T Y P E  -  https://xd.adobe.com/view/18de163e-1970-489d-b326-f0f8babcd542/
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T A B L E  O F  C O N T E N T S  -  https://xd.adobe.com/view/bb6e3b93-840e-419b-9701-205be01c237c/
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H I G H  F I D E L I T Y  P R O T O T P E  -  https://xd.adobe.com/view/c627cf22-b386-43ea-9d29-c98803158203/
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R E S P O N S I V E  M O B I L E  V I E W S -  https://www.behance.net/gallery/70610159/The-Summerside-Western-Capitals-are-a-Junior-A-hockey
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R E S P O N S I V E  M O B I L E  V I E W  -  https://xd.adobe.com/view/b990091b-1423-4e92-94fe-d15d70649b11/



In order to make good decision about both design and implementation you need data about how people use and interact with the 
designs, and the only way of gathering this data is through usability testing. 
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C O N D U C T I N G  U S A B I L I T Y  T E S T S



KEY PERFORMANCE INDICATOR:
Metrics are the signals that show whether your UX 
strategy is working. Using metrics is key to tracking 
changes over time, benchmarking against iterations 
of your own site or application or those of 
competitors, and setting targets.

ACHIEVEMENTS:
›   Improved overeall accessibility and usability
›   Healthy & steady traffic growth since launch
›   Low overall bounce rate & healthy avarage time  
     on site indicates good visitor retention
›   Responsive design success revealed in low  
     mobile traffic bounce rate
›   Refferals, and social sharing validates content  
     quality, trust and credibility.
›   12.8% conversion rate on newsletter      
     subscribtions
›   In page analytics and click tracking indicates  
     successful navigation
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P R O J E C T  O U T C O M E



THANK
YOU

V i e w  m o r e  p r o j e c t s  a t  j o y e k u r u n . c o m

+ 1  6 4 7  2 0 0  0 1 4 7

a m r i t t @ j o y e k u r u n . c o m

w w w . l i n k e d i n . c o m / i n / j o y e k u r u n




