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USER EXPERIENCE + DESIGN SYSTEMS

| collaborated with an excellent team of
designers and developers to enhance
developer experience at HashiCorp

FIVE YEARS HELPING AN OPENSOURCE STARTUP TO PUBLIC OFFERING



USER EXPERIENCE + DESIGN SYSTEMS

HashiCorp.com homepage

WIREFRAMES INFORMATION ARCHITECTURE DESIGN SYSTEMS 2023 VIEW PROJECT A


https://www.hashicorp.com/

USER EXPERIENCE + DESIGN SYSTEMS

HashiCorp.com navigation

INFORMATION ARCHITECTURE USER RESEARCH PROTOTYPING VISUAL DESIGN DESIGN SYSTEMS 2023 VIEW PROJECT A


https://www.hashicorp.com/

USER EXPERIENCE + DESIGN SYSTEMS

HashiCorp.com about page

VISUAL DESIGN CONTENT DESIGN DESIGN SYSTEMS 2023 VIEW PROJECT A


https://www.hashicorp.com/about

USER EXPERIENCE + DESIGN SYSTEMS

Localized HashiCorp.com microsite template

WIREFRAMES VISUAL DESIGN DESIGN SYSTEMS 2023 VIEW PROJECT A


https://local.hashicorp.com/ja

USER EXPERIENCE + DESIGN SYSTEMS

Open source community microsite template

WIREFRAMES VISUAL DESIGN A/B TESTING DESIGN SYSTEMS 2023 VIEW PROJECT A


https://www.terraform.io/

USER EXPERIENCE + DESIGN SYSTEMS

HashiCorp.com resource library

WIREFRAMES VISUAL DESIGN INFORMATION ARCHITECTURE DESIGN SYSTEMS 2023 VIEW PROJECT A


https://www.hashicorp.com/resources

USER EXPERIENCE + DESIGN SYSTEMS

HashiCorp.com product page

WIREFRAMES DESIGN SYSTEMS 2023 VIEW PROJECT A


https://www.hashicorp.com/products/terraform

USER EXPERIENCE + DESIGN SYSTEMS

How HashiCorp Works microsite

WIREFRAMES 2023 VIEW PROJECT A


https://works.hashicorp.com/

USER EXPERIENCE + DESIGN SYSTEMS

Proposal for HashiCorp.com automated Chatbot

UX STRATEGY USER FLOWS VISUAL DESIGN 2023



USER EXPERIENCE + DESIGN SYSTEMS

collaborated with the in-house team at
—xpertVoice to explore navigation and
design system components

THREE MONTH CONTRACT TO AUDIT, RESEARCH, AND PROPOSE NAVIGATION AND TEMPLATE IMPROVEMENTS



USER EXPERIENCE + DESIGN SYSTEMS

ExpertVoice.com audit

UX AUDIT USER RESEARCH 2018



USER EXPERIENCE + DESIGN SYSTEMS

ExpertVoice.com homepage

WIREFRAMES VISUAL DESIGN DESIGN SYSTEMS 2018



USER EXPERIENCE + DESIGN SYSTEMS

Partner landing page

WIREFRAMES VISUAL DESIGN DESIGN SYSTEMS 2018



USER EXPERIENCE + DESIGN SYSTEMS

ExpertVoice.com navigation prototype

INFORMATION ARCHITECTURE USER RESEARCH VISUAL DESIGN PROTOTYPING 2018



USER EXPERIENCE + DESIGN SYSTEMS

ExpertVoice.com blog homepage

WIREFRAMES VISUAL DESIGN DESIGN SYSTEMS 2018



USER EXPERIENCE + DESIGN SYSTEMS

ExpertVoice.com blog template

WIREFRAMES VISUAL DESIGN DESIGN SYSTEMS 2018



USER EXPERIENCE + STRATEGY

| collaborated with the in-house team at
KPMG Advisory and Axis41 colleagues to
audit and propose a mobile-first refresh

TWO YEARS HELPING KPMG UNDERSTAND AND RETHINK THEIR MOBILE STRATEGY FOR WEB



How We Compare . Observations

34

Observations

Remedy Confusing Breadcrumbs @

Consistent and clear breadcrumbs, based on site

hierarchy, aid users as secondary navigation.

Strategy Breadcrumb Recommendation

Advisory > Strategy

Advisory > Strategy > Industries

Advisory > Strategy > Industries > Consumer and retail

Advisory > Strategy > Industries > Consumer and retail > Is it time to rethink your loyalty program?




How We Compare « Experience Audit

29

User Experience Audit

Observations

— Most confusing IA and navigation
— KPMG Advisory placed 3rd overall

CTAs

Content Design Legend

— Deloitte
— EY

— KPMG
— PwC

Landing

Search Nav & 1A

215

21

170

144



USER EXPERIENCE + STRATEGY

Web analytics insights

UX AUDIT

DIGITAL INSIGHTS DATA VISUALIZATION

2018

How We Compare « Google Analytics Analysis

Overview

ALL ADVISORY.KPMG.US

Sessions

09H,50/

2015: 376,050

Avg. Session Duration
00:01.39 -~
2015: 00:02:06

Pages / Session

180

2015: 219

Overview 35

New vs. Returning Visitors Audience Engagement by Session Duration

January 1to December 31, 2016 January 1to December 31, 2016

73.9% of sessions were new visitors 68.5% of sessions lasted less than 10 seconds

Source: advisory.kpmg.us Google Analytics



USER EXPERIENCE + STRATEGY

Web analytics insights

UX AUDIT

DIGITAL INSIGHTS DATA VISUALIZATION 2018

Prioritize pages with above average bounce rates

Homepage and category pages that funnel traffic
onward typically have bounce rates of 55% and lower.
The Strategy service line page is well above 55% and
above the overall website average of 61.41%.

Strategy
77.27%

Average
61.41%

Source: advisory.kpmg.us Google Analytics



How We Compare « Google Analytics Analysis « How fast is mobile access growing?

39

Mobile has a growth rate of 67.7%

Mobile accounted for 26.5% of all sessions during
December 2016. The growth rate between December
2015 and December 2016 is 67.7%. An unchanged
growth rate of 67.7% would increase mobile viewership
to almost 75% by the end of 2018.

Most Popular Mobile Devices for December 2016
— iPhone 50.2%
— iPad 16.7%

Desktop

Mobile

Tablet

79.7%

15.8%

4.5%

Projected Mobile Growth

Based on session comparison from December 2015 to December 2016

2015

_—

2016

Source: advisory.kpmg.us Google Analytics

65.9%

-
.
.
.
.
.
-
-
-
-

7.6%

2017

Desktop

-
-
-
-
-
-
-
-
-
-
.
.
.

Tablet

2018

o 745% Mobile




USER EXPERIENCE + STRATEGY

Web analytics insights

UX AUDIT DIGITAL INSIGHTS DATA VISUALIZATION 2018

How We Compare « Google Analytics Analysis « What actions do people take your website? 40

Users primarily scan offerings and view PDFs Google Analytics Goal Completions

January 1to December 31, 2016

25.5% of all events are triggered by the header event
group (i.e. Careers, Industries, and Services). 20.6% of all
events are triggered by the service lines event group.
The Blog event ranks #10 with 1.7% of all events.

Top 3 Google Analytics Goals
— PDF Views

— LinkedIn Profile Views
— Email Partner PDF Views

29,144

Top 5 Landing Pages

— Homepage, 13.3%

— /kpmg-cyber.html, 5.1%

— /kpmg/strategy.html, 5.0%

— /kpmg/managementconsulting.html, 3.6%
— /topics/the-entree.html, 3.4%

The majority of traffic to “The Entree” campaign occurred
from November to December 2016.

Source: advisory.kpmg.us Google Analytics



Our Strategy -

Personas . Journey Map

67

Pre Purchase Nuture Close Post Purchase
O O O O 0o
N\ / /N —/ 'Y
Influencer Mastermind Driver Mastermind & Driver Procuror Mastermind Mastermind & Driver
Personalized Contact Me RFP Tool
Partner Invitation Component Component

O

Sharing

SEY

Raises Searches &
Flag Subscribes
Issue Google
Event KPMG

Opportunity Deloitte
PwC
EY

e

Researches
& Validates

Drip Campaigns

7]

Researches
& Validates

By issue / By event
By solution

By service/product

Emails

o]
MR —
Calls Meets

0] 0

e M

Driver Driver

o 0]

I e

Prospector Mastermind

0]

e

Prospector

B - s

Submits

RFP

—

Purchases

Partner Prosposal



Our Strategy « User Flows < User Flow Framework

77

User Flow Framework

—

\

Start 1st Interaction 2nd Interaction
Entry Page > Topic/Category > Article
/ /topic-or-category/ /collection/tag/article-title/

Organic Search

Paid Advertising

Email

Direct Traffic

Social Media

A\ 4

Conversion Interactions

3rd Interaction

Email Partner

Call Partner

Connect via Linkedin

Email Sign-up

Profile Save

Submit RFP




Our Strategy « User Flows « Consider Routinely by Issues

78

Consider Routinely by Issues

PERSONA: DRIVER & MASTERMIND

Start

DIRECT TRAFFIC

1st Interaction

2nd Interaction

3rd Interaction

> CONVERSION

Homepage > Issue > Issue Article > Email Signup
/ /issues/ /issues/issue/article/
PAID ADVERTISING > CONVERSION

Issue Article

Google Adwords Campaign >

Traffic Source

/issues/issue/article/

> Profile Save

User Goal(s)
Confirm KPMG’s expertise and thought leadership

Notes:
The “Circular Confusion: Strategy” path holds true
for the last 30 days of traffic. That said, the 3rd

Business Goal(s)

Lead Generation
— Email
— Phone

Ease and Increase RFP Submissions

interaction is equally spread across multiple URLs.

Persona & Scenario

Persona: Driver

I’ll explore a wide enough array of potential
partners,, making note of my first impressions of
their engagement, services, and relevance.

Opportunity: Align

Make it easy to find relevant content and services
based on the topic—issue, industry, or event—that
I’'m interested in.




Our Strategy - Sitemap

86

Careers 7

Alumni

A

Media “

Contact About

[

[

<N

[ ]

PRIMARY NAVIGATION

Homepage

SECONDARY NAVIGATION

My Account

!

!

4

!

!

7 Insights by KPMG Institutes

Industries

Innovation

Services

Events

Issue Topic

Digital Labor

Insight Topic

IT Transformation

|

|

Issue Article

Insight Article

OR

Webcast

OR

Podcast

!

!

Risk and Regulatory

Category

Event

2017 Governance Symposium 7|

!

Cybersecurity

Sub-category

!

SerV|Ce Cyber Strategy and Governance




USER EXPERIENCE + STRATEGY

Information Architecture recommendations

CONTENT STRATEGY 2018

Our Strategy . Page Description Diagrams « Issue « Overview

Issue

AEM PAGE COMPONENT TEMPLATE

Primary Audience
— Driver

Secondary Audience(s)
— Influencer
— Mastermind

Entrances

Pay-per-click or Email Campaigns

Search (i.e. Google)

Primary or Secondary Navigation

User Goal(s)
— Qualify KPMG US Expertise
— Educate Themselves

Core Content

Hero “Image /S
Title
Introductory Sentence
Content

Case Study Preview “I

88

Business Goal(s)

Contact Partner (Email or Phone)

Email Newsletter Signups
Account Signups
Social Shares

Exits

Case Study Preview “Issue Solution”

Partner Profile

Related Content “Service / Video / Podcast etc”



USER EXPERIENCE + STRATEGY

Wireframes and prototypes

WIREFRAMES PROTOTYPING 2018




BRANDING + USER EXPERIENCE

led branding and user experience for a
ocal startup building a community ano
training platform

TWO PLUS YEARS HELPING A STARTUP FIND ITS VOICE AND REFINE ITS OFFERINGS



BRANDING

Responsible for brand and style-guide.
Deliverables included logotype, brand
colors, typography, and iconography.

BRAND APPLICATIONS

Email Marketing
Studio & Store Signage
eBook Production
Promotional Materials
Branded Merchandise

2013-2016

mydopro.com



RESPONSIVE WEB DESIGN

Designed and collaborated with an
external developers to ensure mydopro.
com and all mydopro Premium replicated
websites were responsive for mobile and
tablet devices.



USER EXPERIENCE

Responsible for ux and ui design for all
web and app development at mydopro.

MAJOR PROJECTS

On-boarding Redesign
Video Training Platform
Replicated Websites/Stores
mydopro Store

Campaign Manager
Resource Library



USER EXPERIENCE

| collaborated with Glowpoint a

CO
CO

eagues to reimagine cloud-
aboration and support

Nd Axis4]

nased video

QUICKLY PROTOTYPING VOIP SUPPORT SERVICES FOR LARGE AND MID-SIZED ENTERPRISES



USER EXPERIENCE

Glowpoint learning and analytics platform for Skype for Business adoption

PERSONAS USER FLOWS WIREFRAMES 2018 VIEW PROJECT A


https://www.figma.com/proto/7jogTB4lc3KJrwKQnczXf0/Glowpoint?page-id=0%3A1&node-id=1-1074&viewport=581%2C502%2C0.03&t=xMaqxVmzSXVg2LpJ-1&scaling=min-zoom

USER EXPERIENCE PROCESS

Professional and classroom process
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| appreciate good branding and typographny



)

SESSIONS FINANCIAL 2004 SYLLABISE 2012 SHAKESPEARE IN BITS 2007

SUVAS 2007 BUFFALO LANE 2012 SPINROM 1999




BRAND + STATIONARY SYSTEM

Re-brand for Helium Foundation, a high-
end art dealer, based in London.

2006



ICONOGRAPHY

Learning objectives icons as visual aids
for graphic design students. Developed
while teaching at Utah Valley University.

2011




VAGD 210: INTRODUCTION TO MEDIA DESIGN

INSTRUCTOR: RAYELDER.COM CURRICULUM: EVERYTHIRD.COM

INntroduction to Meeta
Communication Design

Interaction Design

201

01

VAGD 210: INTRODUCTION TO MEDIA DESIGN

INSTRUCTOR: RAYELDER.COM CURRICULUM: EVERYTHIRD.COM

Course Information

PREREQUISITE

Acceptance into Visual Arts.

DESCRIPTION

Introduction to the process and methodology of creating

graphiedesign across multiple media types. An introduction
to designing interactive experiences, interfaces for digital appli-
cations, and communicating by applying motion to design.

LEARNING OUTCOMES

01 Understand media
Describe the affordances and constraints of different
media and how these unique qualities affect design

02  Design across media
Apply fundamental design principles to digital media
design problems

03  Plan and execute designs
Plan digital media projects and learn to independently

solve prodtction problems

04  Give and receive constructive feedback
Give and receive constructive feedback

o5  Explain design decisions
Be able to articulate a principled rationale for design
decisions

o1

02

FOLDER 14W-SYLLABUS-VAGD210 UPDATED 01-07-2014 15:57

VAGD 210: INTRODUCTION TO MEDIA DESIGN

NSTRUCTOR: RAYELDER.COM

» Schedule

WEEK

CURRICULUM: EVERYTHIRD.COM

DATE LECTURE (TUESDAY)

Skill
Debt

o1

s and introductions

02

o3

ind Css

Experiments

04

05

06

o7

17 Tuesday class: Movemen

08

24 Portrait Due

Personal
Project

09

Group
Project

14

Final

2 Online Exam

FOLDER 14W-SYLLABUS-VAGD210 UPDATED 01-07-2014 15:57

TYPOGRAPHY

Syllabus templates for design courses.
Developed while | taught at Brigham
Young University.

2013



DATA VISUALIZATION

| visualized design student review data to
address favo

dNC

scholars

itism when assessing admission

Nip awards

VISUALIZING DATA WITH PROCESSING TO PROMOTE TRANSPARENCY AND PROVIDE MORE ACTIONABLE FEEDBACK






DATA VISUALIZATION

-or my upcoming o0 birthday, I'm updating
my 2014 abstract visualization of death using
“rocessing and population.io

WHEN | TURNED FORTY | WAS INTRIGUED BY THE QUESTION “WHEN AM | LIKELY TO DIE?”



ABSTRACT VISUALIZATION OF DEATH

When | turned 40 years old | was in-
trigued by the question “When am | likely
to die?”. To answer my curiosity | created
a Processing sketch that connected to
the population.io Ap1 which estimated
my death date using boB, gender and
location of birth.

2014



Thank you for reviewing my portfolio.
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