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7-Eleven

Ul/UX Mobile First In-store platform Desigh System

Responsive Website and In-Store Platform
Role: Product Designer
SHOP  PROFIL  FIND BUTIK
Project Brief Y —
7-Eleven Denmark sought to enhance their Anbeflel Baguark Mag Snacks Dikke  Dierse
customer experience by developing a responsive ANBEFALET
e-commerce website with a mobile-first approach. TIDTIL FROKOST?

° ’ Jo

The website needed to allow customers to browse *: ‘ﬁwé
and order products seamlessly from any device.
The idea was to order and deliver fast.

Kylling & bacon Skinke & Ost Mozzarella & Tomat ~ Spicy Tunmousse /g og Rejer Thebolle Spicy Tun
45,00 kr 280 g| 45,00 kr 280 gr. 45,00 kr 280 gr. 45,00 kr 280 g| 45,00 kr 2804 20,00 kr 110gr.

BAGVARK
We also desighed an in-store platform to handle
the orders and ensure the orders are ready for
delivery.




7-Eleven

SHOP PROFIL  FIND BUTIK

O
—

Q Sog pa produkter

Anbefalet Bagveerk Mad Snacks Drikke Dive

ANBEFALET

TID TIL FROKOST? SE ALLE

Kylling & bacon SKinke & Ost
45,00 Kkr 280 qgr. 45,00 kr 280 qr.

BAGVARK

BROD & BOLLER SE ALLE

Q Baby Bite

it

HANDV/ERKER
20,00 80qr.

GRASKAR SMURT
20,00 154 gr.

TEBOLLE
8.00 80qr.

RUGBRODSBOLLE
17,00 100 gr.

KYLLING & BACON
45,00 280r.

SKINKE & 0ST
45,00 280 gr.

MOZZARELLA & TOMAT
45,00 280 gr.

TOMAT & MOZZARELLA
40,00 300 gr.

Mobile

Q Soeg pa progurte

Anbefalet Bagvaerk Mad Snacks Drikke Dive

BAGVARK

BRAD & BOLLER SE ALLE

Handveerker Handvarker Smurt Grg
8.00 kr. 80gr. 20,00 kr. 146 gr.

CROISSANTER & WIENERBRPD St ALLE

Lidt at drikke til? VELG X

- 1produkter i Kurv 123.00 =




7-Eleven

SHOP  PROFIL  FIND BUTIK KUNDESERVICE ~ FRANCHISE  JOB

< SANDWICH

&5 Frilandsgris (@) Fairtrade

CROISSANT

100g A Varm @ Vegansk Allergener &

Lstk. 2stk. 3stk.
45,00 60.00 60.00

LAG | KURV +

Selges indtil kL. 18:00

CocaCola
20,00 inKL. pant 50 cl.

Coca Cola Zero

20,00 inKL. pant 50 cl.

pepsi Max -¥y 3 produkter i kurv 123,00 =
20,00 inKL. pant 50 cl.

Desktop



7-Eleven

Designh Process

I. Research and Discovery

To understand the needs of 7-Eleven's customers
and the market, we conducted comprehensive
research:

Market Analysis: Reviewed competitors' online
shopping experiences.

Stakeholder Interviews and workshops: Discussed
with 7-Eleven's team to understand business
goals and technical constraints.

2. User Experience (UX) DesignMobile-First
Approach

Wireframing: Created detailed wireframes for
mobile, tablet, and desktop views, ensuring a
seamless transition between devices.

User Flows: Designed user flows for key tasks
such as browsing products, adding items to the
cart, and completing the checkout process.

In-Store Platform

Tablet Interface: Designed a tablet-friendly
interface for store associates to assist
customers and manage inventory.

3. Visual Design

Desigh System: Developed a cohesive Design
System that included color schemes, typography,
and iconography reflecting 7-Eleven's brand.

High-Fidelity Mockups: Created high-fidelity
mockups for key screens, ensuring a clean and
modern design that enhances user experience.

In-Store Platform

Consistent Branding: Ensured the in-store
platform's visuals matched the website for a
unified customer experience.

Engaging Ul: Designed an intuitive and engaging
interface for the kiosks and tablets, with clear
calls to action and easy navigation.



7-Eleven
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Merchant App



7-Eleven

4. Prototyping and Testing Interactive Prototypes:

- Developed interactive prototypes using Figma
to simulate user interactions and gather
feedback from stakeholders and users.

Usability Testing:

« Conducted usability testing sessions with
target users to identify pain points and gather
insights on the user experience for both the
website and in-store platform.

« |terated on desighs based on feedback to
improve usability and overall user satisfaction.

5. Development Handoff
- Created detailed design documentation and
assets for the development team.

« Collaborated closely with developers to ensure
accurate implementation of the design.

LEVERING

Hurtigst mullg
| dag, 18:30

Tidspunkt

LEVERINGSADRESSE
Vejnavn & nummer

Sog pa vejhavn & nummer

Postnummer & by

Note til chauffgdr

F.eks: Bank pa den bla dor

KONTAKTINFORMATION

Fornavn

Dit fornavn
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Gjensidige

UlfuXx Ideation Workshops Concept Development,

Gjensidige Pitch: Attracting a Younger Audience
Role: Designh Lead

Project Brief
The client, a traditional insurance company, aimed EI" dU klar

til din rejse til USA?

to shift their focus towards a younger group

of people. They wanted to explore new offerings
that would appeal to this target group. Our task
was to ideate and pitch innovative solutions, with
a particular focus on digital engagement and
user-friendly products.

Outcome

The pitch was well-received by the client, who
appreciated the focus on travel insurance and
the detailed app design. They were particularly
impressed by the user-centric approach and
the practical implementation plan.

DINE REJSEDOKUMENTER  DINE TING
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Preliminary ideation session
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Gjensidige

Designh Process

I. Research and Discovery

To understand the preferences and behaviours of
the younger target group, we conducted the
following:

Market Research: Analysed trends and popular
products in the insurance market.

User Surveys: Gathered data from potential users
about their needs, preferences, and pain points
regarding insurance products.

2. ldeation Workshops

We organised a series of intensive ideation
workshops over the course of a week. The process
included:

Brainstorming Sessions: Generated a wide range
of ideas on how to make insurance products more
appealing to young people.

Prioritisation: Used voting and discussion to
prioritise the most promising ideas.

Concept Development: Focused on the concept of
travel insurance, as it resonated strongly with the
target group's lifestyle and interests.

3. Concept Focus

Travel Insurance We decided to centre our pitch
around travel insurance, offering features
specifically designed for younger travellers. Key
ideas included:

Flexible Coverage: Customisable plans that can be
tailored to different types of trips.

Digital-First Approach: An app that simplifies
purchasing, managing, and claiming insurance.
Community Features: Social features that allow
users to share travel tips and experiences.

4. App Design and user flows

Home Screen: Personalised dashboard with travel
tips, insurance plan details, and quick access to
support.

Plan Customisation: Easy-to-use interface for
customising coverage options based on trip type
and destination.

Claims Process: Streamlined claims process with
step-by-step guidance and real-time support.



Gjensidige
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Gjensidige

er det med

Vil du tilfgje dine
ot e [ '
Jeg skal snart holde fest. Kan smat, sa du ikke

| forsikre mig imod evt.
skader?

nye kgb til din

behgver Lo
forsikring?

Vidste du, at vi har flex deekninger?

Start dem nér du har brug for det. Sla din
deekning fra, nér den ikke leengere er
relevant.

Har jeg behov for en forsikring
fil mit nye jakkeszet, eller er
jeg allerede daekket?

Trek Marlin 4 - Black
Cykelpartner.dk

Tilfg]

Til din fest anbefaler vi:

Glas og sanitet
Elektronik

Meabler

Start flex deekning

Ulykkeforsikring (//r)

Value drivers
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Gjensidige

Hej Magnus, hvordan kan vi Du vil tilfgje nogen fil din
hjeelpe dig i dag? bilforsikring?

Bilforsikring Active
DA 26 314 Er personen over 18?

20.000 km/ar

?
Kaskoforsikring Har personen et kgrekort?

Friskadedaekning

Glos Plus . Besked sendt
Er personen en del af din

hustand? Vi har sendt en besked fil din ven. Du vil
modtage relevante information sé snart vi
er videre i processen.

Inviter person “
Anmeld skade

Tilfej noget ekstra

Vejhjeelp
Lanebil Plus

Invitere person

Car Insurance




Leegeforeningen

UIJUX App Design lconography Design System

Laegeforeningen Member App Design
Role: Designh Lead

Project Brief

Leegeforeningen, a medical association with
35000 members, wanted to create an app to
enhance member engagement and provide easy
access to their services. The app needed to offer
career advice, legal advice, mentoring, course
invitations, and various discounts, all in a user-
friendly interface tailored to the needs of busy
doctors.

Outcome

The Leegeforeningen app successfully launched,
providing members with easy access to career
and legal advice, mentoring, courses, and
discounts. The custom icons and cohesive design
system received positive feedback for enhancing
the user experience and maintaining a
professional look and feel.

@

LAGEFORENINGEN




Leegeforeningen

9:41 9:41

Radgivning

Leegeforeningen tilbyder juridisk radgivning
om alt fra klagsager til advokatbistand ved
juridiske problemer.

Det er ikke usaedvanligt at blive bergrt -
bade personligt og fagligt - af at fa en
patientklage.

Hjem

Cirka 8 ud af 10 patientklager rettet mod
sundhedspersoner ender med, at der ikke
kan udtales kritik.

Velkommen til Leegeforeningen

Velkommen til et fagligt feellesskab for alle
leeger pa tvaers af specialer og sektorer,
hvor du far hjeelp, inspiration og radgivning

Sadan skal du gere:
gennem hele dit laegeliv. o%

Q9 Nyilegelivet

(o} Patienten har klaget

@ Karrieresamtale

Nar en patient sender en klage, veelger
vedkommende mellem forskellige
Kurser

typer af klager.

Laes mere om forskellige typer af

Mentorordninger klager herunder. Her kan du ogsa se,

hvordan du kan fa hjzelp hos

Leegeforeningen.
Klage- og tilsynssager

Klage over dig som laege +
Kom til kandidatfest i Leegeforeningen Sygdom og personlige problemer
Er du nyuddannet laeege? Sa tilmeld dig
Leegeforeningens traditionsbundne

kandidatfester.

Gode rad til dialog-samtale +

Guide til sociale medier
Din rolle som leder

Tjek din lan og overenskomst

Vifeglger op

@ g w

Rabatter Medlemskort Réadgivning Ugeskriftet

) w > gz

Hjem Rabatter Medlemskort ~ Radgivning Ugeskriftet

Nar du har sendt sagen til os, vi en af vores
jurister gennemga din sag og give dig en

Home and Counseling



Leegeforeningen
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Medlemskort

9:41

Medlemskort

9:41

Medlemskort

@ LAGEFORENINGEN

Member of the Danish Medical Association

Ronnie Bentsen
LAGE Ingen internet
forbindelse

Medlemsnr.

345678
Tjek venligst din

netvaerksforbindelse.

Fadselsdato:
01-03-1992

™ ok w

Rabatter Medlemskort Réadgivning Ugeskriftet

™ ok w

Rabatter Medlemskort Réadgivning Ugeskriftet

™ ok w

Rabatter Medlemskort Réadgivning Ugeskriftet

Medlemskort



Laegeforeningen

Desigh Process

I. Research and Discovery

To understand the needs of Leegeforeningen's
members, we conducted:

User Interviews: Engaged with a diverse group of
doctors to understand their daily challenges,
needs, and how they would use the app.

2. User Experience (UX) Design

User Personas: Developed personas representing
different types of members, such as young
professionals, mid-career doctors, and senior
practitioners.

User Journeys: Mapped out user journeys to
identify key touchpoints and ensure a seamless
experience from onboarding to accessing various
services.

3. Visual Design:

Wireframes: Created detailed wireframes for each
screen, focusing on intuitive navigation and ease
of access to key features.

High-Fidelity Mockups: Designed high-fidelity
mockups that reflected the association's brand
identity, with a clean and professional aesthetic.

Iconography

Custom Icons: Designed a set of custom icons
for different services (e.g, career advice, legal
advice, mentoring, courses, and discounts) to
ensure clarity and visual appeal.

Consistency: Ensured all icons followed a
consistent style and adhered to the brand
guidelines.

Desigh System

Colour Palette: Developed a colour palette that
aligns with Leegeforeningen's branding, ensuring
accessibility and visual harmony.

Typography: Selected fonts that are professional
and easy to read on various devices.
Components Library: Created a comprehensive
library of Ul components (buttons, forms, cards,
etc.) to ensure consistency and efficiency in the
desigh process.



Leegeforeningen
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Laegeforeningen f o]

Medlemskort E

Velkommen i Laegeforeningen

Et fagligt feellesskab for alle lzeger, hvor
du far hjeelp og radgivning gennem hele
dit lzegeliv.

fra klagsager til advokatbistand ved juridiske
problemer.

Klagesager Se alle

Hvis du har faet en klagesag
Fér du som medlem af >

Leegeforeningen en klage,

Hvis du har faet en klagesag
Fér du som medlem af >

Leegeforeningen en klage,

Vi skal genoprette laegernes tillid til
tilsynsmyndighederne

Det haster med indgreb, der kan genoprette

I tillid til tilsy e, lyder
det fra Leegeforeningens formand, Camilla
Rathcke pa...

® 2 *

Hjem Rédgivning Fordele Ugeskriftet

Hvis du har faet en klagesag
Fér du som medlem af >

Leegeforeningen en klage,

Personlige problemer?

Er du blevet ramt af stress eller sygdom, kommet i
en personlig krise, faet et misbrug, har du mistanke

Am michriin hne an Lallana allar traannar du il at

9:41 all T @m

Proces for klagesag,
trin for trin (8 trin)

Ikke alle sager er ens, og sagsforlgbet kan

derfor ogsa afvige, men som udgangspunkt
foregar sagsgangen péa denne made:

@  Fiovenlik —

Laegeforeningens jurister danner sig et
overblik over klagen og dit udkast til
besvarelse.

Specifik vejledning til

sagen
Bekraeftelse i sagen
SR gennemgar filer

Juridisk bistand

Lees mere pa laeger.dk [}

Wireframes

941 all T (@m

UGESKRIFTET

Nye tal: Mange lzeger har ikke tillid
til tilsynsmyndigheder

Det haster med indgreb, der kan genoprette
laegernes tillid til tilsynsmyndighederne, lyder
det fra Laegeforeningens formand, Camilla
Rathcke pa...

Overlzeger arbejder - stadig - rigtig
meget

Landets overlaeger har fortsat en hgj ugentlig
arbejdstid pa i gennemsnit 47,6 timer, og fire ud
af ti overlaeger har et bijob oveni.

9:41 il T .
Medlemsfordele

[ Forsikring ” Ferie & rejser l
[ Bank, pension & bolig H Transport ]

[ Boaligindretning H Social begivenhed ]

[ Underholdning H Personlig pleje I

[ Forbrugsforeningen H Festlokaler l
Alle

Lageansvarsforsikring
Leaegeansvarsforsikringen er >
en del af dit medlemskab af

Lageansvarsforsikring
Leaegeansvarsforsikringen er >
en del af dit medlemskab af

Lageansvarsforsikring
Leaegeansvarsforsikringen er >
en del af dit medlemskab af

Laegeansvarsforsikring

2

Fardele




Leegeforeningen

Neutral colors

OnBase 1 On Base 2 On Base 3 On Base 4 OnBase 5 Base 1 Base 2 Base 3
#1A2328 #484F53 #6A7073 #A3A7A9 #DDDEDF H#HFFFFFF #F2F2F2 H#FAE4EA

Primary color with extended palette

On Action Hover
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Desigh System



Laegeforeningen

L. Prototyping and Testing - Interactive prototypes
Developed interactive prototypes using Figma to
simulate user interactions and gather feedback
from stakeholders and users.

Usability Testing:

Conducted usability testing sessions with a
sample group of doctors to identify pain points
and gather insights on the user experience.

Iterated on the desigh based on feedback to
improve usability and overall satisfaction.

5. Development Handoff
Created detailed design documentation and assets
for the development team.

Collaborated closely with developers to ensure
accurate implementation of the design and
adherence to the design system.



Taxa U x 35

Ul/UX Colour Theory Iconography Designh System

Taxa U4 x 35 App Redesign
Role: Product Designer

Project Brief

Taxa U x 35, initially sought suggestions for a
comprehensive redesign of their app to enhance
user experience and modernise the interface.
However, the project scope was later refined to
focus on updating the app's icon designs and
tweaking the colour palette to improve visual
appeal and usability.

Outcome

The updated icons and colour tweaks resulted in a
fresher, more modern look for the taxi company's
app. User feedback highlighted improved
recognition of key features and enhanced
readability, leading to a more enjoyable user
experience.

TAXA

Lix35

Welcome to
TAXA 4x35 app

Book a TAXA, pay with credit card and
many other fantastic features

Start using the app




Taxa 4 x 35

Bisﬂ!engbu(m

Betaling

Skift betalingsmulighed Betal i vognen

% Tilfgj turen til loyalitetskort

+ Tilfaj Voucher / Rabatkode

Book TAXA

Bedem din tur

Hvor tilfreds var du med ventetiden fra
bestillingen til vognen ankom?

Hvor tilfreds var du med chaufferen?

Hvad er du specielt tilfreds med?

() @B (2
@ \5

Korsel Rengering Heflighed

FEuc
\ 7}

Home and Counseling

&«

®

8 isD!!ngbu.n

Tidspunkt
Skift tidspunktet

Vogntype + Tilvalg
Skift vogntype og tilvalg

Prisvalg
Skift betalingsform

4

Hurtigst muligt

5-8 pers.
2 tilvalg

Taxameter




Taxa 4 x 35

Desigh Process

I. Initial Analysis

Current State Evaluation: Conducted a thorough
evaluation of the existing app to identify areas
for improvement in iconography and colour usage.
User Feedback: Reviewed user feedback and app
store reviews to understand common pain points
related to the app's visual elements.

2. lcon Design

Research and Inspiration: Analysed iconography
trends in the transportation and travel industries
to gather inspiration.

Studied competitor apps to understand the
standard practices and identify opportunities for
differentiation.

Design Execution

Custom Icons: Desighed a new set of custom
icons for key features such as booking, tracking,
payment, and profile management.

Consistency: Ensured all icons followed a cohesive
style that alignhed with the company's branding
and improved recoghnition.

3. Color Tweaks

Current Palette Analysis: Evaluated the existing
colour palette for contrast, accessibility, and
overall aesthetic.

Identified colours that required adjustments to
enhance readability and visual hierarchy.

Palette Refinement:

Primary and Secondary Colours: Tweaked primary
and secondary colours to create a more vibrant
and modern look while maintaining brand identity.
Accessibility: Ensured all colours met accessibility
standards for contrast, improving the app's
usability for all users.

Ul Components: Applied the updated colors to
various Ul components such as buttons,
navigation bars, and backgrounds to ensure
consistency.



Vitality

Ul/UX App Design Engagement Strategy

User Flows

Health and Activity App for Vitality
Role: Product Designer

Project Brief

Vitality wanted to create an app that encourages
users to lead a more active lifestyle by offering
discounts on their life insurance. The app needed
to track physical activities, provide health tips,
and offer rewards for achieving fithess
milestones.

Outcome

The health and activity app was successfully
launched, with users reporting increased
motivation to stay active and positive feedback
on the app's desigh and functionality. The client
observed a notable increase in user engagement
and a positive impact on life insurance policy
discounts.

@

Activelife

insurance




Vitality

X X X X X

X

° ° ° °

Set up your Apple We are going to Get active from Hit your goal to Earn Active days Save on your
° °
Watch set a goal for you today earn an Active day every month monthly premium
Set up your Apple Watch to track your Enable Apple Health permissions, and Wear your watch and burn some Every activity, from walking the dog to Each day you hit your calorie target is The more active days you have achieved
daily activity. You can check your Vitality will set your daily Active Calorie calories every day. going to the gym, counts towards your counted as an Active Day in your in your month the more you can save
progress on the watch or the app. goal. daily target goal. month. on your next month’s premium!
VLUV ..
@
eccee ecesee eeceee esccoee escece eccoe

How Vitality works (Rerun onboarding)



Vitality

Desigh Process

I. Research and Discovery

To understand user needs and motivations, we
conducted:

Market Research: Analysed existing health and
fitness apps to identify popular features and user
engagement strategies.

User Surveys: Gathered insights from potential
users about their fitness habits, motivations, and
preferences for rewards.

Desktop Research

2. User Experience (UX) Design

User Personas: Developed personas representing
different user groups, the active that doesn't
need motivation, those that needs motivation and
those who downloads the app and never uses it.
Defined their goals, pain points, and preferred
features to tailor the app experience.

User Journeys:

Mapped out user journeys to identify key touch
points and ensure a seamless experience from
onboarding to achieving fithess milestones and
receiving discounts.

3. Visual Design - App interface

High-Fidelity Mockups: Designed high-fidelity
mockups that reflected the brand's identity, with
a clean and motivating aesthetic.

Apple Watch Screens - Desighed mockups of the
Apple Watch integration of the app.

4. App Features

Activity Tracking: Integrated with wearable
devices and smartphones to track various
physical activities such as steps, cycling, and
workouts. Provided visual representations of
users' progress and activity history.

Health Tips and Challenges:

Delivered personalised health tips and fitness
challenges to keep users engaged and motivated.
Included social features that allow users to
compete with friends and share achievements.
Rewards System:

Developed a rewards system where users earn
points for completing activities and challenges.
Points can be redeemed for discounts on life
insurance premiums and other benefits.
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Hi, Stanley ,A
Last synced: 1st Nov 10:25 am *
Active days this month 14 / 30

Your next month payment is based on your
monthly active days

£35 £32.5 m £27.5 £25

0o 7 14 21 28

You have saved £2.5!

Great job! You have hit the V
target of 21 active days, keep

going to reach more

discounts this month!

Today'’s goal
Active Calories

45% 95/ 200

Your October report M

You are 77% more active than September

View report

Activelife Plan

Plan number
123456789

®

Dashboard

9:41 ol T @

Tracking
Daily Monthly

25 Oct 2021

Active Calories: 95 / 200

M T w o F S

45%

completed
» 9:56 pm
Evening workout
©1h 24m & 230 keal
5 425 pm
Afternoon cycle
© 20m 39s & 230 kcal
2 5.6 miles o> 4.5 miles/ h
2120 pm
Afternoon run
®15m17s & 200 kcal
2 1.2 miles o> 8m 35s / mi
£ 1020 am
Morning walk
© 45m 36s & 100 kcal
2 2.3 miles B> 15m 46s / mi
ol

Tracking

9:41 all ¥ @
Tracking
Daily Monthly
Oct 2021 v
< >

Active Days: 13 / 31

26 27 28

T
fZ

L Yol
05 5

Average daily Total workout

active calorie time

256 75 mins

Favorite workout of the month
Running

Tracking

Home and Tracking Screens

9:41 all T @

Welcome to
Vitality Activelife

This app is for Vitality ActiveLife Insurance
members.

By signing in with Apple you confirm that
you accept the Vitality privacy policy.

YA
% A

& Sign Inwith Apple
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< profile < Profile < profile
- - Thank you for
Contact Us ) y.
What do you need help with Description 140/1000 gettlng in to“ch!
Hi Stanley, <Active Days V) Hi, | recently updated my iOS software We appreciate you contacting us. One
N el R and can see that my activities are no of our colleagues will get back in touch
low can we helpyou? longer being tracked. | checked step 4 of with you soon!
Description 1401000 the troubleshooting guide online, and
What do you need help with removed Apple Health from my ‘Data Have a great day!
Hi, | recently updated my iOS software Sources & Access' page. But it is still not
Active Days = and can see that my activities are no working.
longer being tracked. | checked step 4 of
the troubleshooting |
Description @ trouibléshooting C Add Attachement >

( )
Hi, | recently updated my iOS| ( Add Attachement )

[ ddAwachement | O sem

gwe r r tyuiop qgwer r tyuiop

a s df gh j k|

.zxcvbnm.
I

9

— —
9:41 ol T -
< profile
and can see that my activities are no Format not supported Exceeded maximum file size
longer being tracked. | checked step 4 of
the troubleshooting guide orline, and We only support .png, Jpg, Jpeg, Afile you are trying to upload exceeds
Please try uploading the image again. the maximum file size.

removed Apple Health from my ‘Data
Sources & Access' page. But it is still not

working.

Qﬁ Upload later Upload later

i

C Add Attachement

Are you sure?

Are you sure you want to remove this
attachement?

qwer tyuiop

poooeEoD
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15 day streak 0
© 00

Today's Active Calories 250/570
Last Updated: 20 Mar 13:47

0 day streak 0 | Daily Active Calories | = Current Streak
y |
| |
@ 0 |
Today's Active Calories 250/570 | / 420 ‘

Last Updated: 20 Mar 13:47

|
|
J

M
6 6

Today's Active Calories

Last Updated: 20 Mar 13:47




GEMS

Ul/UX App Design

Travel "GEMS" App Design
Role: Lead Designher

Project Brief

The client wanted to create an exclusive travel
app that showcases hidden "Gems" at various
travel destinations. Access to the app is
restricted and can only be granted via an
invitation code. Users can discover location-
based gems, write reviews, post them on their
private profiles, share them with friends, and
create lists of places to visit.




Gems

“Drop Off” Pile and create groupings (themes) .

accessibility of the design
and espically on the map -
it may not be enough with
just colors

Typography - the use of
fonts and the tone of voice
for the app

Create a clear system and
patterns on how the app
works - example:
consistent in how buttons
with same function are
located in the app

app looks great so far;
pictures are too big at the
moment, doesnt look as if
you are not able to scroll
down

should be easy to use,
clean and should be more
relaxed

Simplify Screens

branding...how to best
convey what the apps
messge is

Branding could be looked
over to better clarify Gems

competitor research now
that the app is becoming
more social

Thoughts, Concerns & Questions workshop for MVP

Communication and
check-ins - aligning on
each stage of the project

alignment on how we
approach features for the
app and how that should
be...how we progress in a

good collaboration: nice to
sit together and do these
sessions and sit together,
once a week for at least 5
mins to keep

structured way communication

AFTER THE MVP

Gems will be
e By invitation only
=> Waiting list to enter the app (By invitation only)

Must able to see
e Who invited who
e Social layers (1st — 2nd — 3rd)

Search

e Based on location
=>i.e. who of my friends have been in Bangkok =>
list with Friends and when they been there

Create scarcity
e e after 5 posts or 5 likes you are able to invite 2
friends by ie WhatsApp

Subscription
e 6 maanden free, than pay ie EUR 1 per month

stickiness: how are we
creating this; why would
users come back to the
app

gamification aspect;

Users - invite only after the business plan: we will
MVP; move towards this where
cap on shares - not we will focus on business
allowed to invite a lot of owners;

people. Sense of this is not defined yet
exclusivity (could be NPS, invite only,

travel app moved to social
app

Friends sharing
experiences



Gems

Design Process

App Interface

Wireframes: Created detailed wireframes for key
screens, focusing on intuitive navigation and easy
access to location-based features.

High-Fidelity Mockups: Designed high-fidelity
mockups with a visually appealing and modern
aesthetic that encourages exploration and
sharing.

Custom icons

Designed a set of custom icons for various
features such as discovering gems, writing
reviews, and managing lists.

Color Palette and Typography:

Developed a color palette that reflects a sense of
adventure and discovery.

Selected fonts that are modern and easy to read,
ensuring clarity and consistency across the app.

Key Features

Invitation-Only Access:

Designhed a secure and user-friendly onboarding
process requiring an invitation code for access to
the app.

Location-Based Gems:

Integrated GPS functionality to display hidden
gems based on the user’'s location.

Created a map view and list view for users to
explore nearby gems.

Review and Profile Management:

Enabled users to write reviews, add photos, and
post them on their private profiles.

Designhed profile pages to showcase users'
reviews, favorite gems, and personal travel lists.

Social Sharing and Lists:

Implemented features for users to share gems
and reviews with friends via the app.

Designed list management functionality allowing
users to create and share lists of places they
want to visit.
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Matthijs Amalia Marloes Jef

gems gems

Invite Friends

Welcome Welcome Matthijs Baltes

Gems is a community of Explorers Gems is a community of Explorers Arnsterdam, Netherlands

Amsterdam Amsterdam

Tap to Explore Tap to Explore

Friends Friends

Invite your friends to start Sharing & ‘
Exploring GEMS =2 aee
ite Fri \ vi
Invite Friends Gregoor Matthijs Amalia Marloes Jef Jazzy bes
Sarris Baltes Bomkamp Kinne Quickel 123 Street Address,

Invite Friends

@
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The Capital Grill

Tuesday 07:30 - 20:30

Nieuwebrugsteeg 24
Amsterdam

+1 212 956 5151
www.thecapitalgrill.com

® HansFlu

89
m 24 Friends
¢h

Explore

+ Add Post

89
@ 24 Friends +.Arkd Post

@ Matthijs Baltes

2 Posted

+10 photos

Jazz music is not too loud so we
could talk easily. Good food and
an excellent wine selection.

@ Matthijs Baltes

® posted

< Add a Post

Add a Post

% The Capital Grill
89
@ 84 Friends

Allow friends to see my post ke )

+ Add Image

+ Add Post

CANCEL




NewcastleGateshead Initiative

Ul/UX App Design

Home Feed Courses Workshops

Pitch for a Tourism Training Website for NGI
Role: Lead Designher

Project Brief

The NewcastleGateshead Initiative sought to
create a dedicated website where professionals in
the tourism industry can access and enrol in
training courses. The website needed to offer a
user-friendly interface, a comprehensive course
catalog, and resources to enhance the skills of
individuals working in tourism.

Unlock your full potential
with our comprehensive training programs




NewcastleGateshead Initiative

New Classes every month. Gain skills to advance in your career

Hot Topics

Regiter -

2 Food Production
The perfect pour and Cooking Place Setting Reception skills

Video Course 34 Hours Qualification Video C 5Hours sh

Get in touch with business owners

= e
i
L A L |

P

¥ Food Production ’ Presenting wine
The perfect pour and Cooking Place Setting i i and Prosecco

Video Course 34 Hours ualification




NewcastleGateshead Initiative

Home Feed Courses Workshops [©) Register -

Courses All Video & Audio Learning Short Courses Qualifications

(,/'*’ N\ /'—\\ (”{,7; \ /[ e T N |
- L Entertainment \ \( Wellness /\ L Cultural Adventure / Sports ' f Beach, Warmth & Sun l ( Shopping / Nightl
J L PN\ kAN /NS /NS

Cooking NVQ ‘The perfect p

Video Coufse 34 Hours Qualification Video Course 34 Hours

B/ . \ T




NewcastleGateshead Initiative

Course Details

G:) Understanding the basics of wine

o/5c

Grape varietals: Understanding the different grape varieals that are used fo make wine and their characteristics.
Winemaking process: Understanding the process of making wine from grape fo bottle, including fermentation, aging, and blending
Wine regions: Understanding the different wine regions around the world and the characteristics of the wines they produce.

Wine styles: Understanding the different styles of wine, including red, white, sparkling, and fortified wines.

Wine characteristics: Understanding the different characteristics of wine.

O Understanding the basics - QUIZ

[ —

Types of wine glasses and their functions

Profile

Q Henry Mcmillan

Achievements

[ —_| Food and Drink Service NVQ Exceeding visitor expectations

0 w

_

@ Food and Drink Service NVQ

Catering Principles NVQ

Food and Drink Service NVQ

Catering Principles NVQ il

Other Courses

Driving Place-Based TRp— T LT T y—

Innovation podcast International marketing apprenticeship

Chat Rooms Joined
-
S \cucastie United Football Club

% Latest Jobs in catering
F’ Those who loves wine @
o




