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Product Design - Talytic AB

Product Design for a startup business within the field of HR
Tech.

Work description:
Create high-fidelity wireframes that are clickable for a startup business concept - Talytic, from scratch. With a total of 4 different

screens/dashboards. Involving creating a complete product design, including color profile and a logotype for the business itself.

Background:

Taltytic is a web based software that aims to provide Human Resource organisations with insightful data analytics regarding their talent
acquisition performance. So that they can optimise their workflow and become more effective in acquiring talent.

Clickable wireframes accessible here: https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-
id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536

Software used: Figma.

Data visualization used in the designs are based on the D3 and React library: Nivo rocks


https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
http://www.nivo.rocks

Lo-Fi Wireframes - Talytic AB
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Client specifically wanted a dark theme. Key statistics and numbers are always at the top, most accessible.
The dashboard itself is divided into sections with headlines for each section, describing what the data represents.

2 TALYTIC Overview < £ Date: 12 Jul - 16 Aug, 2021 » | | 7 Select Vacancies: Al

A Overview Vacancies
18 0
m Recruitment Marketing i

@ Employer Branding

(G Budget Efficiency

Overview «< 5 Dato) 12l - 16 Aug 2020 = | 7 Select Varancles Al = % m Jane Doe -

N TALYTIC

A Overview

3,576...

& Recruitment Marketing
@ Empl S Avg. Applications per Yacancy Total Clicks
mployer Branding
ato 197.
£ Support @ Budget Efficiency

4 Data processed

7 Upgrade plan

= Support

4 Data processed

%2 Upgrade plan




2 TALYTIC Overview < 5 Date 12 Jul - 16 Aug, 2028~ P Select Vacancies! all % Q Jane Doe

-

2* TALYTIC Recruitment Marketing <  [E0Sili-iag s (P SEREEE=N

A Overview

3,576.

&J Recruitment Marketing

& Employer Branding

[ Support

¢ Data processed

€ Upgrade plan
¥ Upgrade plan

1. Overview - Dashboard

2. Recruitment Marketing - Dashboard

Clickable wireframes accessible here: https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-
id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536



https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
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4. Budget Efficiency - Dashboard

3. Employer Branding - Dashboard

Clickable wireframes accessible here: https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-
id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536



https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536
https://www.figma.com/proto/wd3nEbwc228vvS7wH5ALrw/Hi-Fi-Wireframes?node-id=248%3A536&scaling=scale-down&page-id=248%3A535&starting-point-node-id=248%3A536

Redesign of a Questionnaire - Refapp

Design Case for the HR Tech provider Refapp - Make better
recruitment decisions with digital reference checking

Work description:

[...] The current questionnaire works well today, we have a high completion rate and references are very satisfied with the experience.
However, we believe firmly that we need to constantly evolve and improve and with a pair of fresh design eyes we hope that it can be
improved and elevate the reference experience further.

Background:
This questionnaire is our most important outwards-facing channel with more than 350.000 references (that was last year) completing the
questionnaire via Refapp. It is the first impression of Refapp in many ways and is critical for us in order to create a ripple effect through

markets.

Wireframe accessible here: https://www.figma.com/proto/VjctAfpXRélyro2RDKbDaQ/Head-of-Design-Case?node-
id=4%3A124&scaling=scale-down&page-id=4%3A123&starting-point-node-id=4%3A124

Software used: Figma.

The design is based on Refapp's brand guide, using predetermined color palette and font.


https://www.figma.com/proto/VjctAfpXR6lyro2RDKbDaQ/Head-of-Design-Case?node-id=4%3A124&scaling=scale-down&page-id=4%3A123&starting-point-node-id=4%3A124
https://www.figma.com/proto/VjctAfpXR6lyro2RDKbDaQ/Head-of-Design-Case?node-id=4%3A124&scaling=scale-down&page-id=4%3A123&starting-point-node-id=4%3A124
https://www.figma.com/proto/VjctAfpXR6lyro2RDKbDaQ/Head-of-Design-Case?node-id=4%3A124&scaling=scale-down&page-id=4%3A123&starting-point-node-id=4%3A124

Old (current design) New (proposed design)
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Design Rationale

1. Chunking - Less cognitive load, bring more focus to the
questions at hand.

2. Humanise - Candidate faces, a connection to the “real
world”.

3. Progression - Giving the user a sense of progress and a
sense of time of completion.

4. Organize - Easy start, open-ended question in the middle,
rating in the end.

5. Visual Surprise - Thank you screen with a micro animation.
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UI/UX Design - In App Landing Page

First view after logging into app.dreamdata.io

Work description:

Create an introductory landing page within the web based application itself (app.dreamdata.io) with the purpose of providing a visual
explainer regarding how the application is supposed to work. Ultimately also indicate whether the application is functioning or not, if
user action is required.

Background:

Heavy constraints to the project from start. The requirement required a simplistic approach, both in terms of the visualization itself, but
also in terms of development. The workload towards the tech department needed to be very low. At the same time the project
deemed to be valuable in terms of onboarding new users to the application.

Wireframe accessible here: https://www.figma.com/proto/j2DDzude OQUOEf3CO9JEhss/In-App-Landing-Page-
%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0

Software used: Figma.


http://app.dreamdata.io
http://app.dreamdata.io
https://www.figma.com/proto/j2DDzudeOU0Ef3CO9JEhss/In-App-Landing-Page-%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0
https://www.figma.com/proto/j2DDzudeOU0Ef3CO9JEhss/In-App-Landing-Page-%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0
https://www.figma.com/proto/j2DDzudeOU0Ef3CO9JEhss/In-App-Landing-Page-%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0

Design Sprint - Collecting ideas

Project started with a design
sprint trying to identify a
feasible approach, based on the
previously mentioned
constraints.

Context Personas v2 (Themes)

The Landing Page will be the first page a user sees when logging in to the application betokiock gangiecny /a0

app.dreamdata.io.

The landing page creates an opportunity to set expactations (from the users perspective) and
create a positive emotion/experience the user will carry with them along their journey through
the application.

Settings: Home office, office environment, conferencee/meeting rooms,
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At the visceral level of design (i.e, the aesthetics) simple. minimalistic designs are generally
more pleasant on the eye, certain colors are associated with positive emotional experiences,
and smooth shapes are appealing.

At the behavioral level (i.e. the user experience) there are various possibilities, but first and
foremost the product must be easy to use,

At the reflective level, designing for positive affect at the refiective level (i.e. the conscious
consideration of the product) is difficult, but if you are dealing with an existing brand,
familiarity may be a positive quality, so use aspects of previous products to promote refiective
processing,
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Hi-Fi wireframes
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Internal User Research/Feedback round

The testing was conducted online/remote via
zoom, using the prototype function within
Figma.

The user could then click around in the

wireframes and think-aloud while doing so.




Hi-Fi wireframe - 2nd design iteration

The results in the testing made it really
clear to keep the design really simple.

The real design included micro animation
which basically made the arrows move
from rectangle to rectangle. The rationale
behind it was to indicate that data was
collected from the data sources into the
platform and ultimately into the
dashboards themselves.
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Hi-Fi wireframe - Responsive Design

The design in different screen sizes.
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Wireframe accessible here: https://www.figma.com/proto/j2DDzude OQUOEf3CO9%JEhss/In-App-Landing-Page-
%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0


https://www.figma.com/proto/j2DDzudeOU0Ef3CO9JEhss/In-App-Landing-Page-%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0
https://www.figma.com/proto/j2DDzudeOU0Ef3CO9JEhss/In-App-Landing-Page-%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0
https://www.figma.com/proto/j2DDzudeOU0Ef3CO9JEhss/In-App-Landing-Page-%E2%80%93%C2%A0Design?node-id=1136%3A6301&scaling=min-zoom&page-id=1059%3A0

Ul/UX Design - Online Treatment
Program

SIOS is an online self-help program for players who either
want to change their gambling habits or stop playing
altogether.

Work description:
Redesigning a previous old version of the program. To make the online treatment program more accessible to the end-user, a mobile-
first approach was decided.

All wireframes, including Lo-Fi and Hi-Fi are accessible here: https://www.uxunicorn.se/start/online-treatment-program

Software used: Sketch.

VALKOMMEN!
Din resa mot spelfribot borjar hir.



https://www.uxunicorn.se/start/online-treatment-program
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Muista minut seuraavalla kerralla

1. Log in page

®ee00 |nVision F 8:.00 PM 100% (wmm) eee00 |nVision T 8:00 PM

TERVETULOA!

Tama oma-apuohjelma on tarkoitettu sinulle, jos sinusta tuntuu silta,
etti pelaat liikaa tai olet joskus kadottanut pelaamisesi hallinnan.
Téama ohjelma on myés sinulle, joka olet jo paattanyt muuttaa
pelaamistasi, mutta et tiedd miten tekisit sen.

Terapeuttisi

Foorumi

Matkakansio

Muuta asetuksiasi

2.Start page 3.Menu

100% ()
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COMPLETION 10C%

OSA 1

Johdanto

Tervetuloa oma-apuoppaan
ensimmaiselle hoitoviikolle!

Ennen kuin kerromme lahemmin hoito-ohjelman
kaytannon yksityiskohdista, haluamme antaa sinulle
tunnustusta tahan mennessa tekemastasi hyvasta
tyopanoksesta! Olet jo tayttanyt useita lomakkeita
javastannut moniin henkilokohtaisiin kysymyksiin.
Se on voinut tuntua ty6ladlta ja osoittaa sen vuoksi,
etta olet motivoitunut osallistumaan hoitoon, mika
on erittain hyva asia. Jo se, etta pakottaa itsensa

miettimaan ja pukemaan ongelmiaan sanoiksi, voi

4. Content type: text

eee00 |nVision T 8:00 PM 100% (=)

OSA 1

B A e e

useimmat ovat voitettavissa, jos etenee vahitellen ja
yrittaa nahda esteiden sijaan mahdollisuuksia.
Olitpa asiasta mita mielta tahansa, unelmoiminen ja
toivominen ei maksa mitaan. Pyydamme sinua sen
vuoksi miettimadn seuraavia kysymyksia.

Tehtava 1

Mika on sinulle tarkeinta ja arvokkainta?

Tehtava 2

Tee lista sinulle tarkeista asioista! Kirjoita kaikkein
tarkein ensimmaiseksi ja laita muut asiat sen
jalkeen tarkeysjarjestykseen.

5. Content type: argument input

®e000 |nVision & 8:00 PM 100% (=)

0OSA 1

tarkein ensimmaiseksi ja laita muut asiat sen
jalkeen tarkeysjarjestykseen.

Tehtdava 3

Mita tavoitteita haluaisit saavuttaa elamassasi?
Valitse kolme tarkeinta.

Tehtava 4

Onko pelaaminen auttanut sinua saavuttamaan
tavoitteesi tai estanyt sinua siina? Milla tavalla?

6. Content type: free text input



®ee00 |nVision T 8:00 PM 100% () ®0000 |nVision T 8:00 PM 100% (=) eee00 |nVision T 8:00 PM 100% =)

OSA 1 OSA 3

Tehtava 6 Tehtava 13 Tehtava 1

Onko pelaamisessasi mielestasi talla hetkella Pelaan, koska... Miten pelaamiseni on nakynyt sinulle?
ongelmia? Yrita arvioida ongelmia alla olevalla

asteikolla numeroilla 1-10. Merkitse rasti sen luvun

kohdalle, joka vastaa parhaiten sinun tilannettasi. ..olen ikdvystynyt Pelaaminen on hauskaa ja jannittavaa

Ei koskaan Joskus Pitia paikkansa Ei pid paikkaansa

Ei ongelmia

Tehtava 7 | ) )
Arvioi asteikolla 1-10, miten tirkeaa sinusta on -olen masentunut ja surullinen En néyti tunteitani (tunteeton)

muuttaa pelitapojasi. Ei koskaan Joskus Aina
Pitaa paikkansa Ei pida paikkaansa

Ei ongelmia

. S— , S— ...olen yksindinen .
Voit halutessasi kirjoittaa asiaa koskevia mietteita Arsyynnyn ja suutun helpommin

tahan: Ei koskaan Joskus

Pitaa paikkansa Ei pida paikkaansa

/. Content type: likert scale 1-10 8. Content type: radio 3 alternatives 9. Content type: radio 2 alternatives
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OSA 1 Jalkitutkimus 12 kk OSA 5

meille, etta niilla on jotain merkitysta. He laativat
pelit siten, etta olesnme usein "vahalla voittaa”,
koska he tietavat, etta uskomme siten pian
voittavamme ja jatkamme sen vuoksi pelaamista.

Tehtava 8
Pelaamisen mydnteiset vaikutukset

6. Kuinka paljon rahaa olet keskimaarin kayttanyt
pelaamiseen kullakin pelikerralla viimeisen
kuukauden aikana?

Pelaaminen on hauskaa ja jannittavaa S
Tehtava 2

Merkitse rastilla ne pelaamista koskevat
jarjenvastaiset ajatukset/ajatusansat, joita
mielessasi liikkuu.

Talld hetkella Aikaisemmin

Kylla Ei Kylla Ei

Pelaaminen on helppo tapa ansaita rahaa

7. Kuinka paljon rahaa olet keskimaarin kayttanyt
pelaamiseen viikossa viimeisen kuukauden aikana?

Pelaaminen lievittaa tylsyyden ja
toimettomuuden tunnetta

Pelaamiseni on minulla hallinnassa

Talld hetkella Aikaisemmin Voin voittaa takaisin menettamani rahat

Kylia Ei Kylla Ei

Olen fiksu. Minulla on jarjestelma, joka
paihittaa ennusteet/asiantuntijat

Jonakin paivana saan viela suurvoiton

Voin pelatessani hyvin/paremmin ) . ‘
P yvin/p Pelaaminen tulee ratkaisemaan ongelmani

10. Content type: radio 4 alternatives 11. Content type: number span (€) 12. Content type: checkboxes
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Matkakansio

Terapeuttisi Viestit

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Nunc est magna, malesuada
eget tincidunt vitae, aliquet ac magna.
Phasellus at lorem in erat feugiat ultricies?

john.doe@gmail.com

Lorem ipsum dolor sit amet, consectetur adipiscing

elit. Nunc est magna, malesuada eget tincidunt vitae,
aliquet ac magna. Phasellus at lorem in erat feugiat Tehtdva 16 - 25

ultricies. Lorem ipsum dolor sit amet, consectetur

adipiscing elit. iikk

Lorem ipsum dolor sit amet, consectetur
adipiscing elit. Nunc est magna, malesuada
eget tincidunt vitae, aliquet ac magna.
Phasellus at lorem in erat feugiat ultricies?

13. Content type: therapeut introduction 14. Content type: messages 15. Content type: sitemap
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Muuta asetuksiasi Foorumi

Loytolaatikko 2018-01-
Linkit ja vinkit 12:17

Ajankohtaista ohjelmasta 2018-01-
Hallinnon ja terapeutin tie... 12:17

Yleisia kysymyksia ja 2018-01-
pohdintaa 12:17
Tanne kirjoitetaan kaikki m...

sa 1 2 2018-01-
Kerro mita myonteisia ja ki.. 1217

sa2 2018-01-
Kerro, mita mielessasi liikk... 12:17

Osa3 2018-01-
Kerro mita myonteisia ja ki... 12:17

Osa 4 2018-01-
Kerro mita myonteisia ja ki... 12:17

Osa5 23 2018-01-
Kerro mita myonteisia ja ki... 12:17

2018-01-

16. Content type: settings 17. Content type: forum



Web Design - Sustainable Interaction

Web Design and business strategy - sitemap

Work description:
Redesign and update new webpages concerning the businesses structure of Sustainable Interaction Sweden AB. The business areas
are all within the same organization, they are intertwined. Thus, the user should recognise themselves as part of the design profile.

Background:

Sustainable Interaction has quite a few business areas very different from each other, namely: Responsible Gambling, Conflict
Management and HealthTech. Due to its target audience some of these business areas is best communicated in English, others in
Swedish. Also, having just one webpage trying to cover all these areas of business was deemed difficult and somewhat confusing to
web page visitors.

More information about the project: https://www.uxunicorn.se/start/sustainable-interaction-web-project

Software used: Sketch, Illustrator, Squarespace


https://www.uxunicorn.se/start/sustainable-interaction-web-project
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Bakar in Hot & Vald i Sustainable Care
webbsidan, istallet for att halla hot och vald
separat.

Linkedin




https://www.hotochvald.com
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https://sustainableinteraction.se
https://www.hotochvald.com
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Ul/UX Design - “Customer Journey”
feature

The Customer Journey helps users uncover patterns of how
B2B deals are made.

Work description:

Create a view that helps the user to understand who and when B2B prospects are interacting with the end-users material. Use case;
“Streamline the overview of customer journeys; Quantify (and validate) number of necessary touchpoints needed for first & repeated
deals” - User comment and use case

Background:

® Prove the value of marketing and content

e Understand the origin of customer touchpoints and events.
* Make it easier to see significant activities/milestones/deals

More information about the project: https://www.uxunicorn.se/start/sustainable-interaction-web-project

Software used: Sketch/Figma


https://www.uxunicorn.se/start/sustainable-interaction-web-project

User Research - “Customer Journey” feature

Background research based on users goals and

motivations — Understanding the
2= customer journey

| Don't know where/when the person came Being able to get the “full picture”.
in from the webinar.
d from survey: 21) o i :

User Goals

Number of participants; 32 (sales- { ings: 6) ( d from user inter / ings: 5) (

Screener Survey: https://docs.google.com/spreadsheets/d/1-PPIr7-cMZjPJXs1-NuMFrwriZSZLmbaUiwiVoyHGU/edit?usp=sharing

Inereasing Freveme Inerwasing Growtn Surmrating Leady Baining Awareness

Understand the customer journey which Being able to map out campaigns.

— s —te - —— S— z X —r initiative to scale.

Where are the touchpoints? What does
Understand where deals are taking place the journey ook lika?
xo.:;.:;:wn.‘l 2 and finding out the time to revenue in each
channel.

Proying e

Optistization . andivg the acthiteye

aer jouney

Qutiization Sacing —_— CemrrresE
Tme

Opamitagon; Past

What exactly did we do right for a

customer to order?
Understand user behaviour, who, what,

type and role?

To test and understand what formats and
channels resonate with our target

Understand contribution to revenue audience

Ineed something that could help us better

understand what happens when traffic
Uner.Gasts gets into the funnel and eventually
becomes consumers or what it does

Looking into customer journey
perspective, What happened until handing

Based on Screener Survey: hitps://docs.google.com/spreadsheets/d/1-PPir7-cMZjiPIXs1-NuMFrwirZSZL mbaUiwiVoyHGU/edit7usp = shari over the contact

Number of participants: 20

Pt s e e
o - ]

e

Need to be better on looking back, what

worked, what didn’t work. Which sources The stuff that happens in between is very
: \ I worked well, or any relevant insights, important, journey mapping, what a

> b .;. person does in between, is super

; akob, Difector a0 : important.

==X i The biggest thing for me, mapping up first
touch to actual paying, being able to
identify what did they do on our actual
marketing page.

Growth {Consultant, Marketer) = 211%



Lo-Fi wireframe - “Customer Journey” feature

Deal Inspector Qverview: Details Filters
4Back

Customer Journey

second first order etc... Company
Pretty Company
LTV 6M LTV 12M
Touches between each stage Websie
Avg. time between stages https://prettycompany.com
Contact > MQL MQL > SQL SQL > Opp Opp > Deal
80 days 21 days 11 days 2 days Country Industry
USA Retail

' First Toucn' MQL ' sQL ' Orderﬂ Campaign _] Exhibition _,] Form submission

Employee Seize

|Flrst1‘ouch | MaL I saL | moﬂer MoL soL 2nd Or}er 250-499

-
=
-
i
b
<
-

john deel@company.com . .
john dee2@campany.com . . ‘ .
john.dee3@company.com . . ‘ . . ..
jehn.deed@company.com .
® ®
Centacts
Email Job Role First seen Last seen Channeis Touchpoimtg Links Session durstion,.,
jehn.doal@company.com 26/07/2019, 12:28:07 25/07/2019, 12:28:07 ] 1,214 @ Linkedin Profile
chn.dos2@company.com 25/07/2019, 12:28:07 26/07/2019, 12:26:07 2 892 @ LinkedIn Profile
jehn.doaS@company.com 26)07/2019, 12:28:07 25/07/2019, 12:28:07 4 1,343 @ LinkedIn Profile
jchn.doa4@company.com 26)07/2019, 12:28:07 25/07/2019, 12:28:07 3 201 @ LinkedIn Profile ACCOUNT OWNER

7EIQ-721U-2YNV-3LAY-X... 26/07/2019, 12:28:07 25/07/2019, 12:28:07 1 16



Lo-Fi wireframes - “Customer Journey” feature

< Customer Journey Details

ompany 1D
. Jens Andersen

Account

nar . Tevena

Jens Andersen

$24,000

Info
Pretty Company tadustry  Employess  Annual Revanuc Teuchpoints ouch Sourcs ast Touch Saurce
http ompany.com Retall  50-100 $ 1,000,000 <297 Organic Google  Event

Journey

Avg. time & touchpoints hetween stages

Fist Tauch = MGL MOl 4 50 501 + Oeal
32 days « 24 touchpoints 98 days » 52 touchpoints 147 days » 221 touchpoints
First Touch - Deal
277 days » 297 touchpoints

Most Frequent Activities

Touched campaign Visited laodir Chaanel Interacton

Campaign name blog/blogpost DownloadaedWhitepaper

Timeline

I First Touch B MOL [ SOL 0 Deal  Key Activitios

LBl T T T TT T TTTTT

Gontact 5

Contacts
Emall Job Role First seen Last seen Touchpoints | Yotal Session duration Links
fot company.com Job Role 25/07/2019, 12:28:07  25/07/2019,12:28:07 128 01:48:30 [in]
lohn doe2@company.com Job Role 25/07/2019,12:28:07  25/07/2019,12:28:07 91 01:32:45 @
ohn.doe3@company.com Job Role 25/07/2019,12:28:07  25/07/2019,12:28:07 63 00:48:21 {in ]

mpany.com Job Role 25/07/2019, 12:28:07  25/07/2019,12:28:07 16 00:24:01 (in]

7EIQ-72IU-2YNV-3LAY-X... Job Role 25/07/2019, 12:28:07  25/07/2019, 12:28:07 9 00:12113

Deals

2

< Customer Journey Details

apany 19

. Jens Andersen

DUt oWNar

Jens Andersen

Fovenuo
] $ 24,000 @

Info
Pretty Company Emplayens  An Revenug antasts Channaic Toughpoints  First Touch Sowrce  Lact h Sau
https://prettycompany. Retail  50-100 $ 1,000,000 5 s 297 Organic - Google Paid - Google
Journey
Avg. time & touchpoint
FirstToueh 5 MOt Mal = 50 5% » Daal
32 days + 24 touchpoints 98 days = 52 touchpoints 147 days » 221 touchpoints
First Toueh -» Deal
277 days » 297 touchpoints
Most Freguent Activities
Youched carr Channel  Intesaction
Campaign name L DownloadedWhitepaper
Timeline
| & ch Il MOe B 5Q Dest Key Activites
L] T ]
Ca v
o
Contacts
Ema Job Rote First seen Last seen Touchpoints | Total Session duration Links
Job Role 25/07/2019,12:28:07  25/07/2019,12:28:07 128 01:48:30 o
Job Role 25/07/2019,12:28:07  25(07/2019,12:28:07 N 01:32:45 @
Job Role 25/07/2019, 12:28:07  25/07/2019, 12:28:07 63 00:48:21 {in)
Job Role 28/07/2019,12:28:07  26/07/2019,12:28:07 16 00:24:01 @
7EIQ-721U-2YNV-3LAY-X... Job Role 25/07/2019, 12:28:07  25/07/2018,12:28:07 g 00:12113

Deals

2



User Research - “Customer Journey” feature

A remote moderated testing session was
conducted based on wireframes. The purpose was
to find out if users would understand and be
successful in navigating the new UL.

L]
Q Home Projects  People Q Search and discover ° ? e

A Openaspage [F3 Minimize Saved @ & share @ Editable
Y@% User Testing - Custo... Data v+ New board H B Z U S 09 i= = = 2 ™ Q - o o& Share (D Import «se
T § YA G A IR A IR JRAR TR IR M A ¢

£ Data
= External Interviews 4+ e New group M) Moderator 1:26
@ iags 7 Awesome, So just to summarize, so a dashboard, you expect to see some sort of
‘I_ Highlights summary related to deals.
e Charts J  Jana 1:34
.4; Insights Yes. Also, but everything, | don't know, maybe your last seven days, or | don't know,

Intarview with Jana I'm used to seven days, but maybe some custom reports on their board just to just a

(TTIITLI LI reminder for everything that happened. Maybe that's my, my, | don't know, my

mindset is set up like that. | use a lot of tools and | want to have just some quick

overview of all the happenings in one, one window
M Moderator 200

Internal kind of mindset that you have for the business you work for, like seven days

is a common kind of metric to follow up on.
Interview with Petros

000000000000 10s i

Well, actually not, but if I'm, | dunno, reports, | maybe when we do a scrum, | do them
on two weeks and | use Custom reports on monthly basis. But when I'm quickly
checking up on something, I'm used to have like less, the less data let's say like that,
just like in analytics or any other, other tool, | use, I'm used to seven days, are Okay to

me, like if some of my colleagues being <inaudible> what's happened you know,

L

blah, blah, blah. And | just opened the first window and read the data from it
Interview with Sofus

SUR000000000 10+ M Moderator
+ Add data That makes sense. That makes perfect sense. So if you go ahead and click on deal
’

inspector, see what happens. Okay. So what's your general impressions, what's it?

According to expectations,

J  Jana

BT Extensions

If I'm able to identify the last deal, |, | would maybe expect the filter from date on this
e column column maybe, but | see it. | don't see any filter, but |, | am noticing this one is
g Notifications Y Y g

highlighted. So | suppose that's the last deal.
{é} Settings

Collection of Interviews Transcription Video Interview



User Research - “Customer Journey” feature

Collected insights from the user testing sessions.

g
g
o
2
+

Expectations o+ eee Behaviours 4 e Mental Model 4+ e What's not so good + e What's Good + e Suggestions

Expects the stage viewtobe ... 1 Start by looking on the dashb... 1 Comparing Attribution models 1

Timeline to show eventsand s... 1 UTM mapping 1 Adding filters to the elements 1

Expects to be able to see thef... 1 Timeline navigation 4 Comparing Attribution models... 1 Top filters, not being closeto... 1
oy

Comparing Attribution models 1 Contact sessions 1

Attributable deals? 1 Deal Analytics 1 { § e
What is MQL? 1 Event/Interaction view 2 Timeline navi

4+ New tag Attribution definition within t... 2 Don't see how the barsinthe ... 1

filter by last deal 1
Expects the dsahboard to con... Attribution model filter 2 Not readable, numbers toos... 2 Time to Revenue graph 1
More company detailed infor.. 1

ibuti ins... 1

Wants different graphs/charts 1 Timeline icons 1 <+ New tag

Second order 1

Annotation - summary 1 Revenue Attribution (deal ins Don't understand the deal IDs 3
Timeline expectations 1 Session definition 2 Too much information 2

<+ Newtag -+ Newtag 4+ New tag the contact sessions 2

Country (what is it based on?) 1 Tox -;1_1

the session dots 2

<+ New tag

W-shaped 1 Timeline 4 ‘Rename Days to Revenue




User Research - “Customer Journey” feature

Collected insights from the user testing sessions.

Too much information (2)
Event/interaction view (2)

Top filters, not being close to the element it controls (1) Adding filters to the elements (1)

Timeline (4) Contact sessions (1)

Comparing Attribution models (1) Not readable, numbers too small (2)

Wants different graphs/charts (1) Don't see how the bars in the table adds value (1)

Stages overview (2) Deal Analytics (1)

Don't understand the deal IDs (3)



Use Cases - "Customer Journey” feature

Collected use cases amongst Dreamdata’s account
executives and the way they demonstrate the
benefits of the Customer Journey feature.

Timeline

27 Apr 2021 60.39

Organic Search

£ontact with conversion

Meetings.

SECONDARY USER [ —~ |
Decision maker X / - .
identity resolution
ECONOMIC BUYER [ Decision influencer %
SECONDARY USER [
MAIN USER x o o

Organic Search Linkedin

Platform user x

27 Apr 2021 187.04 18.000 € Organic Search

Paid Specialist
CRM & DATA

CMO

Nov 2020 Dec 2020 Feb 2021 Mar 2021 Apr 2021 May 2021
1st: Google Organic

Segment integrations page
Linkedin Organic Referral Supermetrics podcast Meetmgs Last: GOOgle Orgamc




Hi-Fi wireframes - “Customer Journey” feature

Journeys: Deals
CompanylD: hubspot-4950113577 (7

Stages @

Company Country Industry

Novartis  Switzerland Pharmaceuticals 50k - 100k

Employses Annual Revenue  Account Dwnes

aleksander.luckow@dreamdata.io

First Touch - NewBiz
420 Days | 5 Contacts | 4 Channels | 47 Sessions

First Touch 5 MQL
140 Days | 3 Contacts | 3 Channels | 15 Sessions

MQL > SQL SQL > NewBiz
200 Day= | 2 Contacts | 1 Channels | 32 Sessions 80 Days | 1 Contacts | 1 Channels | 2 Sessions

Overview Attribution

Stage: NewBiz(id:5339203873)

Top 5 Event Types

Based an event totals within selected stage

Top 5 Channels

Based on session totals within selected stage

Top 5 Campaigns

Based on session totals where campalgns were touched, within selected stage

B Pageview B rad B marketing attribution
I Email clicked I Direct I BLUX| NL| Search | High Priority Keywords
B Download Ebook B OrganicSearch M USCA| US| Search | High Priority Keywords
I Form Submit B Sodial [l DESA | DE | Search | High Priority Keywords
M other M other M other
Channels L5I0NS First Touch Channel Cl date Days to ' Re e
4 5 Organic Search DD MM YYYY 420 $12,000
Sep Oct Now Dec 2020 Feb Mar Apr May Jun Jul Aug Sep Oct Nov
10 Sep 2019 23 Nov 2020
Channels: All b Sources: All v Campaigns: All v
@ Contacts t5 with Canversi
john.doe1@company.com (%) ® ®
john.doe2@company.com ® E=—1 [ ] - D ®
john.doed@company.com (%) @ (]
@ Add contact
Contacts @
Name & Email ¢ Title £ Firstseen < Lastseen © Sessions & Channels ¢ Totalsessionduration®  Saclal links
John Doel Johndoel@company.com Graphic Designer DDMonYYYY DD MonYYYY 8 1 hh:mm:ss {in]
John Doe2 Johndoe2@company.com Marketing Manager DDMonYYYY DD Mon YYYY 6 2 hh:mm:ss o
John Doe3 John.doe3@company.com Marketing Director  DDMon YYYY DD Mon YYYY R 1 hh:mm:ss
John Doed Jjohn.doe4@company.com Copywriter DD MonYYYY DD Moan YYYY 3 1 hh:mm:ss [in]
7EIQ-721U-2YNV-3L4Y-X...  7EIQ-721U-2YNV-3L4Y-X... DDMonYYYY DD Mon YYYY 2 2 hh:mm:ss

Stages
g B

CompanylD: hubspot-4950113577 @ [ Novartis  Switzerland

< Overview

John Doe1l
john.doe 1@company.com

Campaigr

USCA | US | Search | Lead attribution Lead attribution https://dreamdata.ib/ blog/find...

Team Lead SEA 30 Oct 2020

Session Events o-multi-touch-

O Startof session

Page view
@ https://company.com

10:57 am CEST | Duration: a few seconds

Page view

@ https:/company.com/blog/blogpost/resources/ebooks/2019-white-paper-report
10:58 am CEST | Duration: 12 minutes
Page view

@ https://company.com/request-demo
10,58 am CEST | Duration: 12 minutes

Conversation
* Demo Request
! CEST | Duration: 12

Google

https:/dreamdata.io/blog/find...

Session Duration

00h:29m:30s

Events

5

Conversions

|

Web broveser
Chrome 85

Device

Desktop

os
macOS Catalina

Country

Denmark

City

Copenhagen




Hi-Fi wireframes - “Customer Journey” feature

Stages % Campany Country Industry Annual Revenue Account Owner

CompanylD: hubspot-4950113577 @ [4 Novartis Switzerland Pharmaceuticals aleksander.luckow@dreamdata.io

Stages @

First Touch - NewBiz
420 Days | 5 Contacts | 4 Channels | 47 Sessions

First Touch - MQL MQL - SQL SQL - NewBiz
140 Days | 3 Contacts | 3 Channels | 15 Sessions 200 Days | 2 Contacts | 1 Channels | 32 Sessions 80 Days | 1 Contacts | 1 Channels | 2 Sessions

Overview Attribution

Stage: NewBiz (id:5339203873) >4
Event type: All » Channels: All ®. Sources: All v Campaigns: All 9.
Activity View  List View

. Session @ Session with Conversion

Highlights in Stage e e 0

John Doe1 o ‘ . ‘ «. (.«. . «.
Head of Marketing -
16 Nov, 2019 .

Channel: Direct
Source: Direct

John Doe 3 O Duration: a few seconds
Marketing Manager pa Conversion: No

Someone
at Novartis

-

Click to learn more

Time frame Sep Oct Nov Dec 2020 Feb Mar Apr May Jun Jul Aug Sep Oct Nov

10 Sep 2019 23 Nov 2020

ntacts Channels Sessions First Touch Chann

5 4 5 Organic Search DD MMM YYYY 420 $12,000

Date Days 1o Stage Value



Thanks for viewing! (-

Please let me know if you have
any questions or feedback 0

rasmus@gripenfrid.se

https://uxunicorn.se
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