
Hello, I’m Ray. Most recently, I worked as a  
Lead ux Designer with HashiCorp and Senior ux 
Designer at Axis41. Before that, I was a Design 
Manager at ibm Design and taught design for 
almost a decade.

o p e n  t o  o p p o r t u n i t i e s  w o r k i n g  r e m o t e l y  f r o m  c a l i f o r n i a  o r  u ta h



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

I collaborated with an excellent team of  
designers and developers to enhance  
developer experience at HashiCorp
f i v e  y e a r s  h e l p i n g  a n  o p e n s o u r c e  s ta r t u p  t o  p u b l i c  o f f e r i n g



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

HashiCorp.com homepage

W I R E F R A M E S I N F O R M AT I O N  A R C H I T E C T U R E 2023D E S I G N  S Y S T E M S

https://www.hashicorp.com/


I N F O R M AT I O N  A R C H I T E C T U R E 2023U S E R  R E S E A R C H P R OTOT Y P I N G V I S U A L  D E S I G N D E S I G N  S Y S T E M S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

HashiCorp.com navigation

https://www.hashicorp.com/


V I S U A L  D E S I G N 2023C O N T E N T  D E S I G N D E S I G N  S Y S T E M S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

HashiCorp.com about page

https://www.hashicorp.com/about


V I S U A L  D E S I G NW I R E F R A M E S 2023D E S I G N  S Y S T E M S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

Localized HashiCorp.com microsite template

https://local.hashicorp.com/ja


V I S U A L  D E S I G NW I R E F R A M E S 2023A / B  T E S T I N G D E S I G N  S Y S T E M S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

Open source community microsite template

https://www.terraform.io/


V I S U A L  D E S I G NW I R E F R A M E S 2023I N F O R M AT I O N  A R C H I T E C T U R E D E S I G N  S Y S T E M S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

HashiCorp.com resource library

https://www.hashicorp.com/resources


W I R E F R A M E S 2023D E S I G N  S Y S T E M S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

HashiCorp.com product page

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


2023W I R E F R A M E S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

How HashiCorp Works microsite

https://works.hashicorp.com/


V I S U A L  D E S I G N 2023U X  S T R AT E G Y U S E R  F LOW S

u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

Proposal for HashiCorp.com automated Chatbot



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

I collaborated with the in-house team at  
ExpertVoice to explore navigation and  
design system components
t h r e e  m o n t h  c o n t r a c t  t o  a u d i t ,  r e s e a r c h ,  a n d  p r o p o s e  n a v i g at i o n  a n d  t e m p l at e  i m p r o v e m e n t s



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

ExpertVoice.com audit

U S E R  R E S E A R C HU X  A U D I T 2018



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

ExpertVoice.com homepage

V I S U A L  D E S I G NW I R E F R A M E S 2018D E S I G N  S Y S T E M S



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

Partner landing page

V I S U A L  D E S I G NW I R E F R A M E S 2018D E S I G N  S Y S T E M S



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

ExpertVoice.com navigation prototype

I N F O R M AT I O N  A R C H I T E C T U R E 2018V I S U A L  D E S I G N P R OTOT Y P I N GU S E R  R E S E A R C H



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

ExpertVoice.com blog homepage

V I S U A L  D E S I G NW I R E F R A M E S 2018D E S I G N  S Y S T E M S



u s e r  e x p e r i e n c e  +  d e s i g n  s y s t e m s

ExpertVoice.com blog template

V I S U A L  D E S I G NW I R E F R A M E S 2018D E S I G N  S Y S T E M S



u s e r  e x p e r i e n c e  +  s t r at e g y

I collaborated with the in-house team at 
kpmg Advisory and Axis41 colleagues to  
audit and propose a mobile-first refresh
t w o  y e a r s  h e l p i n g  k p m g  u n d e r s ta n d  a n d  r e t h i n k  t h e i r  m o b i l e  s t r at e g y  f o r  w e b



u s e r  e x p e r i e n c e  +  s t r at e g y

Heuristic evaluation and recommendations

Observations

34

Remedy Confusing Breadcrumbs 

Consistent and clear breadcrumbs, based on site 
hierarchy, aid users as secondary navigation.

How We Compare  •  Observations

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? 

U X  A U D I T 2018



Observations

User Experience Audit

29How We Compare  •  Experience Audit

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

Landing

Design Legend

Deloitte

EY

KPMG

PwC

2.15

2.11

1.70

1.44

Content

CTAs

Search Nav & IA

U X  A U D I T 2018DATA  V I S U A L I Z AT I O N

u s e r  e x p e r i e n c e  +  s t r at e g y

Heuristic evaluation and recommendations



35How We Compare  •  Google Analytics Analysis   •   Overview

Sessions 

595,557 
2015: 376,050 

Avg. Session Duration 

00:01:39 
2015: 00:02:06 

Pages / Session 

1.85 
2015: 2.19

Overview

New

Returning

A L L  A D V I S O R Y. K P M G . U S

Source: advisory.kpmg.us Google Analytics

Audience Engagement by Session Duration

January 1 to December 31, 2016

New vs. Returning Visitors

January 1 to December 31, 2016

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

0-10s
11-30s

31-60s

> 60s

U X  A U D I T 2018D I G I TA L  I N S I G H T S DATA  V I S U A L I Z AT I O N

u s e r  e x p e r i e n c e  +  s t r at e g y

Web analytics insights



38How We Compare  •  Google Analytics Analysis   •   How well do primary pages perform?

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%.

Prioritize pages with above average bounce rates
H O M E PA G E  &  S E R V I C E  L I N E  PA G E S

Source: advisory.kpmg.us Google Analytics

Average Bounce Rates

January 1 to December 31, 2016

Excellent Poor

Average
61.41%

0% 26% 40% 55% 70% 100%

Excellent Poor

Average
61.41%

0% 26% 40% 55% 70% 100%

Strategy
77.27%

U X  A U D I T 2018D I G I TA L  I N S I G H T S DATA  V I S U A L I Z AT I O N

u s e r  e x p e r i e n c e  +  s t r at e g y

Web analytics insights



39How We Compare  •  Google Analytics Analysis   •   How fast is mobile access growing?

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% 

Mobile has a growth rate of 67.7%

79.7%Desktop

15.8%Mobile

4.5%Tablet

74.5% Mobile

65.9% Desktop

7.6% Tablet

2015 2016 2017 2018

Source: advisory.kpmg.us Google Analytics

Projected Mobile Growth

Based on session comparison from December 2015 to December 2016

U X  A U D I T 2018D I G I TA L  I N S I G H T S DATA  V I S U A L I Z AT I O N

u s e r  e x p e r i e n c e  +  s t r at e g y

Web analytics insights



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

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 

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.

Users primarily scan offerings and view PDFs

29,144
PDF Views

Source: advisory.kpmg.us Google Analytics

Google Analytics Goal Completions 

January 1 to December 31, 2016

U X  A U D I T 2018D I G I TA L  I N S I G H T S DATA  V I S U A L I Z AT I O N

u s e r  e x p e r i e n c e  +  s t r at e g y

Web analytics insights



67Our Strategy  •   Personas   •   Journey Map

DOC $⚑ 📞📞✉

Searches &
Subscribes

Raises
Flag

Researches
& Validates

Researches
& Validates

CallsEmails

Pre Purchase

Meets Submits Purchases

Google Drip Campaigns

Contact Me
Component

Personalized
Partner Invitation

RFP Tool
Component

KPMG

Deloitte

PwC

EY

Issue

Event

Opportunity

By issue / By event

By solution

RFP Partner Prosposal

By service/product

👤👤
Procuror

👤👤
Mastermind

👥👥
Mastermind & Driver

👥👥
Mastermind & Driver

👤👤
Mastermind

👤👤
Driver

👤👤
Driver

👤👤
Prospector

👤👤
Mastermind

👤👤
Driver

👤👤
Prospector

🔎🔎

Nuture Post PurchaseClose

💬💬

Sharing

👤👤
Influencer

👤👤

J O U R N E Y  M A P 2018

u s e r  e x p e r i e n c e  +  s t r at e g y

Persona actions across purchase flow



User Flow Framework

Social Media

Direct Traffic

Email

Paid Advertising

Organic Search

Email Partner

Call Partner

Submit RFP

Connect via Linkedin

Email Sign-up

Profile Save

3rd Interaction

Conversion Interactions

/collection/tag/article-title/

Article

2nd Interaction

/topic-or-category/

Topic/Category

1st Interaction

/

Entry Page

Start

77Our Strategy  •  User Flows   •   User Flow Framework

U S E R  F LOW S 2018

u s e r  e x p e r i e n c e  +  s t r at e g y

User flow documentation



User Goal(s) Persona & ScenarioBusiness Goal(s)

Notes:

Consider Routinely by Issues
P E R S O N A :  D R I V E R  &  M A S T E R M I N D

78Our Strategy  •  User Flows   •   Consider Routinely by Issues

Confirm KPMG’s expertise and thought leadership Lead Generation 
– Email 
– Phone 

Ease and Increase RFP Submissions

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. 

The “Circular Confusion: Strategy” path holds true 
for the last 30 days of traffic. That said, the 3rd 
interaction is equally spread across multiple URLs.

Profile Save
/issues/issue/article/

Issue Article
Traffic Source

Google Adwords Campaign

PA I D  A D V E R T I S I N G C O N V E R S I O N

Email Signup
/issues/issue/article/

Issue Article
/issues/

Issue
/

Homepage

D I R E C T  T R A F F I C C O N V E R S I O N

3rd Interaction2nd Interaction1st InteractionStart

U S E R  F LOW S 2018

u s e r  e x p e r i e n c e  +  s t r at e g y

User flow documentation



86Our Strategy  •  Sitemap

Alumni Media Contact AboutCareers

S E C O N D A R Y  N AV I G AT I O N

My Account

Industries

Cyber Strategy and GovernanceService

CybersecuritySub-category

Risk and RegulatoryCategory

Services

2017 Governance SymposiumEvent

EventsInnovation

O R

 Podcast

 Webcast

O R

 Insight Article

IT TransformationInsight Topic

 Issue Article

Digital LaborIssue Topic

Insights by KPMG Institutes

P R I M A R Y  N AV I G AT I O N

Homepage

2018S I T E  M A P

u s e r  e x p e r i e n c e  +  s t r at e g y

Information Architecture recommendations



Entrances ExitsCore Content

A E M  PA G E  C O M P O N E N T  /  T E M P L A T E

Primary Audience Business Goal(s)User Goal(s)

Secondary Audience(s)

Our Strategy  •   Page Description Diagrams   •   Issue  •   Overview

Hero  “Image / SVG / Video” 
Title 
Introductory Sentence 
Content 
Case Study Preview  “Issue Solution”

Search (i.e. Google)

Pay-per-click or Email Campaigns

Primary or Secondary Navigation

Partner Profile

Case Study Preview  “Issue Solution”

Related Content  “Service / Video / Podcast etc”

Issue

– Driver – Contact Partner (Email or Phone) 
– Email Newsletter Signups 
– Account Signups 
– Social Shares

– Qualify KPMG US Expertise 
– Educate Themselves

– Influencer 
– Mastermind

88

C O N T E N T  S T R AT E G Y 2018

u s e r  e x p e r i e n c e  +  s t r at e g y

Information Architecture recommendations



Our Strategy  •   Low Fidelity   •   Invision Links 92

Mobile Tablet Desktop

2018W I R E F R A M E S P R OTOT Y P I N G

u s e r  e x p e r i e n c e  +  s t r at e g y

Wireframes and prototypes



b r a n d i n g  +  u s e r  e x p e r i e n c e

I led branding and user experience for a  
local startup building a community and 
training platform
t w o  p l u s  y e a r s  h e l p i n g  a  s ta r t u p  f i n d  i t s  v o i c e  a n d  r e f i n e  i t s  o f f e r i n g s



b r a n d i n g

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

b r a n d  a p p l i c at i o n s

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

2013–2016



r e s p o n s i v e  w e b  d e s i g n

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



u s e r  e x p e r i e n c e

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

m a j o r  p r o j e c t s

On-boarding Redesign 
Video Training Platform 
Replicated Websites/Stores 
mydopro Store 
Campaign Manager 
Resource Library



u s e r  e x p e r i e n c e

I collaborated with Glowpoint and Axis41 
colleagues to reimagine cloud-based video 
collaboration and support
q u i c k l y  p r o t o t y p i n g  v o i p  s u p p o r t  s e r v i c e s  f o r  l a r g e  a n d  m i d - s i z e d  e n t e r p r i s e s



u s e r  e x p e r i e n c e

Glowpoint learning and analytics platform for Skype for Business adoption

W I R E F R A M E SP E R S O N AS 2018U S E R  F LOW S

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


Professional and classroom process

u s e r  e x p e r i e n c e  p r o c e s s



b r a n d i n g

I appreciate good branding and typography



SESS IONS F INANCIAL  2004

SUVAS 2007

SYLL AB ISE  2012

BUFFALO L ANE 2012

SHAKESPEARE IN  B ITS  2007

SP INROM 1999



b r a n d  +  s tat i o n a r y  s y s t e m

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

2006



i c o n o g r a p h y

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

2011



instructor:  rayelder.com curriculum: everythird.com

vagd 210:  i n t r o d u c t i o n t o m e d i a d e s i g n f w sp

201 4

staple

Introduction to Media Design

Communication Design

Interaction Design

instructor:  rayelder.com curriculum: everythird.com

vagd 210:  i n t r o d u c t i o n t o m e d i a d e s i g n f w sp

201 4

staple

p a g e  3  o f  9f o l d e r  1 4 w - s y l l a b u s - va g d 2 1 0  u p d at e d  0 1 - 0 7 -2 0 1 4  1 5 : 5 7

credits

3

lecture

2

studio

4

study

8

01 Course Information

p r e r e q u i s i t e

Acceptance into Visual Arts.

d e s c r i p t i o n

Introduction to the process and methodology of creating  
graphic design across multiple media types. An introduction  
to designing interactive experiences, interfaces for digital appli-
cations, and communicating by applying motion to design.

l e a r n i n g  o u t c o m e s

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 production problems

04  Give and receive constructive feedback 
Give and receive constructive feedback

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

a d v i c e

01  Maintain balance 
Sleep 8-9 hours per night 
Eat 3 heathly meals per day 
Invest 2 hours in yourself per day 
Exercise 30 minutes per day 
Keep the Sabbath day holy

02  Work hard as a designer 
Plan to work 6 days per week 
Up to 12 credits = between 10-20 hours/week 
15+ credits = Don’t work 
Do not take more than 3 studio courses per semester

instructor:  rayelder.com curriculum: everythird.com

vagd 210:  i n t r o d u c t i o n t o m e d i a d e s i g n f w sp

201 4

staple

p a g e  4  o f  9f o l d e r  1 4 w - s y l l a b u s - va g d 2 1 0  u p d at e d  0 1 - 0 7 -2 0 1 4  1 5 : 5 7

W E E K D A T E L E C T U R E  ( T U E S D AY ) S T U D I O  ( T H U R S D AY )

Skill 
Debt

01 jan 06 Syllabus and introductions Local and remote setup

02 13 h t m l  and c s s

03 20 No class Processing 1

Experiments
d e s i g n  i t

a n i m at e  i t

c o d e  i t

04 27 Grid

05 feb 03 Simplify

06 10 Time

07 17 Tuesday class: Movement

08 24 Portrait Due Experiments Due

Personal 
Project

09 mar 03 Critique

10 10 Personal Project Due

Group 
Project

11 17

12 24 Critique

13 31

14 apr 07 Critique

15 14 Group Project Due

Final 16 21 Online Exam Semester Backup Due

02 Schedule

t y p o g r a p h y

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

2013



d ata  v i s u a l i z at i o n

I visualized design student review data to  
address favoritism when assessing admission 
and scholarship awards
v i s u a l i z i n g  d ata  w i t h  p r o c e s s i n g  t o  p r o m o t e  t r a n s p a r e n c y  a n d  p r o v i d e  m o r e  a c t i o n a b l e  f e e d b a c k



53%

100

apr 13 apr 14 apr 15 apr 16

75

50

25

0

243

245

248R

280

346

349

360

380

394R

440
441R

442

460

480

343

341 340

3.33

3.00

2.00

3.67

4.00

b fa  r e v i e w  d ata  v i s u a l i z at i o n

Charts created with Processing to  
calculate admission rates and evaluate 
student performance for acceptance and 
scholarship awards.

2016



d ata  v i s u a l i z at i o n

For my upcoming 50 birthday, I’m updating 
my 2014 abstract visualization of death using 
Processing and population.io
w h e n  i  t u r n e d  f o r t y  i  w a s  i n t r i g u e d  b y  t h e  q u e s t i o n  “ w h e n  a m  i  l i k e l y  t o  d i e ? ”



a b s t r a c t  v i s u a l i z at i o n  o f  d e at h

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

2014



Thank you for reviewing my portfolio.

o p e n  t o  o p p o r t u n i t i e s  w o r k i n g  r e m o t e l y  f r o m  c a l i f o r n i a  o r  u ta h
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