
BETH ZONDERMAN
UX SPECIALIST  

Working at the intersection of brand & UX

bzonderman@yahoo.com 
415.786.2879 

www.bethzonderman.com
www.linkedin.com/in/bethzonderman

If it’s not “user-centered,”  
it’s not design.



RECENTLY
February 2015-November 2015 Macy’s UX ARCHITECT 
(Contract): UX strategy, prototypes, research, and user testing for 
online retailer.

May 2014-Feb 2015 TechSoup Global DESIGNER (Contract):  
UI/UX for desktop and mobile websites, logos, collateral.

2013-June 2015 Sunnyside Elementary COMMUNICATIONS 
DIRECTOR (Pro Bono): I developed an on- and off-line marketing 
and communication plan for diverse public school; oversaw a team 
to distribute weekly paper and electronic news packet, designed 
and maintained one of the best public school websites in the district, 
published monthly newsletter, cultivated online presence, and 
created promotional materials. 

2012-14 Sunnyside Elementary LITERARY MAGAZINE CREATIVE 
DIRECTOR (Pro Bono): I lead the team for two issues. I negotiated 
the budget process, collaborated with teachers to define a theme 
integrating classroom curriculum, lead a production team, sourced 
print within budget, oversaw distribution, and planned launch events.

2013 Neone UX DESIGNER & UI DEVELOPER (Contract):  
I was the bridge between the industrial design firm and the back 
end development team for a consumer hardware/software product. 
I took the style guide and process docs, and filled in the granular 
details of interaction flows. Then I wrote the front-end code and 
integrated it with the database.

2013 Academic Partnerships FRONT-END DEVELOPER 
(Contract): HTML, CSS, JS, jQ, and Ruby.

2012 Academic Partnerships DESIGN LEAD (Contract):  
Branding, identity, and product design. Wireframes and IA. UX, UI, 
and visual design. 

2012 Digg UI DESIGNER (Freelance): Redesign of app UI prior to sale.

2007-2012 Council on Aging Silicon Valley INFORMATION 
DESIGNER (Freelance): Information design system for very complex 
annual Medicare guide.

2009-12 Academy of Art University WEB DESIGNER/
DEVELOPER/CONTENT PRODUCER

• Developed and managed websites supporting the online 
degree program. 

• Initiated a quarterly special feature to showcase the program. 

• Identified areas of need of messaging and devised features to 
address needs.

• Full life cycle of multimedia features’ creation: identified 
profile subjects, conducted interviews, arranged photo 
shoots, oversaw video editing and transcription, wrote 
articles, designed and built interactive presentations.

• Designed interfaces and icons for AAU’s sophisticated online 
learning platform. 

• Established a content-vetting process spanning 20 
departments.

PREVIOUSLY
4i Ltd., London, UK, Senior interactive designer 
Red Snapper, London, Web designer and template programmer 
Freelance print and web designer, London 
Terminal Bar Multimedia, Prague, Czech Republic, Design lead 
Schneider Advertising, Prague, Designer and production lead 
Mimetic Design, Prague, Designer and production artist 
Tabula Rasa Press, Seattle, WA, Bookbinder

EDUCATION 
Design Leadership, Cooper, Scheduled Nov 2015 
Front-End Web Dev Intensive, AcademyX, SF, Nov 2014-Jan 2015 
Bachelor of Art, Concentration in Fine Art, Brandeis University, MA

PRAISE

“Beth and I worked on omni-channel security updates for our brand. 
Beth always comes up with great ideas and can quickly prototype 
them. She truly impressed me with the energy and attention to 
details when it comes to research and selecting the best approach. 
Beth is a great team member, she is always willing to help others and 
can take on any project!” ~ Sr. User Experience Architect at Macy’s 

“Beth is outstanding. She does it all—and with a smart, gorgeous 
aesthetic. Plus, she’s just great to work with: witty and warm. I’d 
hire her in a second.” ~ Managing Editor, Via Magazine

UI/UX 
UX strategy based on business objectives, 
user goals, data, and love. Wireframes, site 
maps, prototypes, user testing, documentation. 
Usable design for the real world.

VISUAL COMMUNICATION 
Communications strategy, graphic design, 
style guides, copy writing, multimedia content.

UI/UX/FRONT END DEV 
HTML/CSS/JS/jQ/Sass/etc.

AND MORE! 
Art directing photo shoots, making good 
decisions, mentoring, project management, 
vendor relations, print production, pattern 
repeats, book binding, mycology.

BETH ZONDERMAN 
UX Specialist  

with Myriad Bonus Web Skills

I am a User Experience specialist 
with a background of 20 years 
rocking various aspects of 
designing and building the web. 

I advocate for the user while 
balancing organizational goals, 
informed by data and best 
practices. 

I have solid coding skills but thrive 
in a collaborative role as the bridge 
between stakeholders, brand, and 
developers.



TOOLS
OmniGraffle g g g g 
Balsamiq g g g g 
Axure g g g g  

Whiteboard markers g g g g

Powerpoint g g g g 
Keynote g g g g

Sketch g g g g

Fireworks g g g g

InDesign g g g g

Photoshop g g g g

Illustrator g g g g

Flash g g g g 
 
HTML5/CSS3/SASS g g g g

Sublime Text g g g g

BBedit g g g g 
JavaScript, jQuery g g g g

AngularJS g g g g

Ruby g g g g 

Unix g g g g 
Git g g g g



BETH ZONDERMAN: UX Specialist

UX RESEARCH & STRATEGY

ONLINE CUSTOMER EXPERIENCE  
The Future of Operational Messaging

Macy’s.com

Operational messaging had been  
neglected for several years. I developed 
a strategic plan modernize messaging 
to focus on the customer while serving 
long-term business goals. 

I conducted extensive research into 
ecommerce trends and retail UX 
best practices, studied analytics 
and customer user tests, and 
vetted organization-wide customer 
communications. 

Then I submitted a proposal and 
evangelized to product managers 
and other stakeholders and parts are 
currently being executed.

What are we doing now? 

What are the goals?

How are we performing, according to 
analytics, conversions, and user testing?

How is success measured?

How do we compare to the industry?

Operational Messaging for the Future

Example lifecycle

Example messages 
and tools by stage 
of transaction and 
customer type

Purchase

Guest Shopper
Purchase 

Confirmation

- Order details
- Deep link to PDP
- Get offers by email 
- Share deal
- Get a Macy’s credit 

card and save

Shipping
Confirmation

- Deep link to PDP
- Track package
- Local store

Delivery
Confirmation Email

- Track package
-  Customer Service
- Local store

Delivery
Confirmation SMS

- Track package

Delivery
Confirmation SMS

- Track package

Delivery
Confirmation SMS

- Track package

BOPS pickup 
Confirmation SMS

- Track package

Thank 
You!

Purchase 
Confirmation

Shipping
Confirmation

Delivery
Confirmation

Thank 
You!

Purchase 
Confirmation

Shipping
Confirmation

Delivery
Confirmation

Thank 
You!

Return

Return Confirmation

Cancellation

Customer Service

Purchase 
Confirmation

Shipping
Confirmation

Delivery
Confirmation

Thank 
You!

Thank 
You!

<If clicked RR>
Thank you

Browse History 
Response

Abandoned Cart

In-store purchase In-store purchase In-store purchase

Abandoned Cart Abandoned Cart

Browse History 
Response

We’ve missed you

Browse History 
Response

Abandoned Cart

In-store purchase

We’ve missed you

Thanks for 
registering

We’ve missed you

A wishlist item is 
onsale

We’ve missed you

Time to replenish

Browse History 
Response

Time to replenish

You’ve Shared your
 Wishlist /Registry

Thanks for creating
Wishlist/Registry

Thanks for going 
paperless

Account updated

Your deal is shared Your deal is shared

Thanks for Sharing Thanks for Sharing

Review Milestone

Thanks for reviewing Thanks for reviewingThanks for reviewing Thanks for reviewing

- Did you know we 
have all these 
services that can 
help you…

- <3 it. Rate it. Win 
big. Include actual 
review form in 
email. (Star rating, 
Fit as expected)

- Deep link to PDP
- Scan QR code on 

packing slip to 
- Share product to 

social networks, 
with pre-populated 
posts

- View it on Macy’s 
social networks

- Upload a photo of  
your product

Repeat Shopper
Purchase 

Confirmation

- Order details
- Deep link to PDP
- <If  not subscriber>: 

Get offers by email 
- Share deal
- <If  not cardholder> 

Get a Macy’s credit 
card and save

Super Shopper Guest Shopper Repeat Shopper Super Shopper

Purchase 
Confirmation

Purchase 
Confirmation

- Order details
- Deep link to PDP
- Conditional: Get 

offers by email 
- Share deal
- <If  not cardholder>: 

Get a Macy’s credit 
card and save

Shipping
Confirmation

- Deep link to PDP
- Track package
- Local store
- PROs based on 

previous purchases, 
with ‘add to cart/ 
wishlist’ deep link

Shipping
Confirmation

- Deep link to PDP
- Track package
- Local store
- PROs based on 

previous purchases, 
with ‘add to cart/ 
wishlist’ deep link

-  Review your last 
purchase

-  <If  has reviews>
Review more past 
purchasesDelivery

Confirmation

- Track package
-  Customer Service
- Local store
- Return deals 

Delivery
Confirmation

- Track package
-  Customer Service
- Local store
- Return deals 

Thank you for 
shopping again!

- <3 it. Rate it. Win 
big. Include actual 
review form in 
email. (Star rating, 
Fit as expected)

- Deep link to PDP
-  Review past pur-

chases
- Scan QR code on 

packing slip to 
- Share product to 

social networks, 
with pre-populated 
posts

- View it on Macy’s 
social networks

- Upload a photo of  
your product

In-Store Shopper

Register Receipt

- Order details
- Deep link to PDP
-  Make this your store?
- <If  not cardholder> 

Get a Macy’s credit 
card and save

<If NOT clicked RR>
Thank you

- Get offers by email
- Register online acct
- Available services

<If clicked RR>
Thank you

- Get offers by email
- Register online acct
- Available services
- PROs based on 

previous purchases, 
with ‘add to cart/ 
wishlist’ deep link

- <3 it. Rate it. Win 
big. Include actual 
review form in 
email. (Star rating, 
Fit as expected)

- Deep link to PDP

BOPS Shopper

- Order details
- Deep link to PDP
-  Make this your store?
- <If  not subscriber>: 

Get offers by email 
- Share deal
- <If  not cardholder> 

Get a Macy’s credit 
card and save

BOPS Pickup 
Notification Email

<If NOT pickup>
Pickup Reminder

BOPS pickup 
Confirmation Email

- Deep link to PDP
- Make this my store
- Available services

Thank
You!

- <If  not subscriber>: 
Get offers by email

- Register online acct
- Available services
- <3 it. Rate it. Win 

big. Include actual 
review form in 
email. (Star rating, 
Fit as expected)

- Deep link to PDP

Thank you for 
shopping again!

- <3 it. Rate it. Win 
big. Include actual 
review form in 
email. (Star rating, 
Fit as expected)

- Deep link to PDP
-  Review past pur-

chases
- Scan QR code on 

packing slip to 
- Share product to 

social networks, 
with pre-populated 
posts

- View it on Macy’s 
social networks

- Upload a photo of  
your product

- <If  not cardholder> 
Get a Macy’s credit 
card and save
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Register Receipt

In-store Shopper

BOPS pickup 
confirmation

Thank
You!

<IF NOT pickup>
pickup reminder

BOPS Pickup
Notification

BOPS Shopper
Purchase 

Confirmation

- Deep link to PDP
- Store info
- PROs based on 

previous purchases, 
with ‘add to cart/ 
wishlist’ deep link

BOPS Pickup 
Notification SMS

- Store info

- Deep link to PDP
- Store info
- <If  not subscriber>: 

Get offers by email 

Example: Customer’s first online purchase 

Order #: 933237492
Order date: 01/23/2015
Payment Method
Macy’s ********1111

Billing Address
Jane D
118 Gates Street
San Francisco, CA 94110

Check Order Status

Send to
Jane D
118 Gates Street
San Francisco, CA 94110

Shipping Method
FREE Standard Shipping

Nike Three-Quarter-Sleeve Gym Vintage 
Sweatshirt with decor...
Color: Dusty Rose  
Size: M
Qty: 1   

  $99.99

Nike Three-Quarter-Sleeve Gym Vintage 
Sweatshirt with decor...
Color: Dusty Rose  
Size: M
Qty: 1   

  $99.99

NOTE: You may not be able 
to track your package right 
away. It can take up to 24 
hours for the carrier to update 
their records with your 
shipping information. Learn 
more.

Shipping Date: 01/24/2015
Estimated Delivery: 01/29-2/4

Still have a question about your order? 
• Search Customer Support Help section
• Contact Customer Support

featured help topics
Lorem ipsum dolor
Dolor sit amet

Lorem policy
Learn about Lorem

More…

Footer
Customer Service | Shipping Policy | Privacy | Customer Bill of Rights | Legal Notice

Hi Jane, thank you for shopping at Macy’s

Save more with a 
Macy’s credit card
Open an account today 
and get extra savings. 
Apply now.

Give $20, Get $20
Share this code: 
a190rFRIEND and 
you’ll both get a 
discount. How 
awesome is that?

Is this your first Macy’s online purchase? 
Here are some ways to get more savings on great products.

First-time customer // 1. Order confirmation

Order total (2 items):
Standard Shipping
Sales Tax

$198.00
FREE

$10.05
Total: $210.85

All good or do you need help with your order? 
2

3

Get deals by email
Sign up for deals right to 
your inbox and get 15% 
off your first purchase of 
$100 or more 

jane@gmail.com

SIGN UP FOR DEALS

Offer assistance

Offer value

1 Helpful, no marketing

4 Offer savings

What is viable and feasible?

What’s the road map?

What are the risks and roadblocks?

Operational Messaging for the Future

Future // Big Ideas  

Fixes, 4 Paradigm Shifts, & Other UX Opportunities

	

1. Every interaction represents our brand.
2. There is no “online.”
3. Don’t wait for the trigger; be the trigger.
4. Tear down the wall.

Operational Messaging for the Future

Future // Big Ideas  

Fixes, 4 Paradigm Shifts, & Other UX Opportunities

	

1. Every interaction represents our brand.
2. There is no “online.”
3. Don’t wait for the trigger; be the trigger.
4. Tear down the wall.

Operational Messaging for the Future

Future // Big Ideas / 3. Be the Trigger

Get	to	customers	earlier	in	their	journey,	before	they	get	to	the	website/store.

CUSTOMER
SATISFACTION

ACTIONS

OPPORTUNITIES

AdvocateWhere What Narrow Decide Buy Wait Review ReflectManage
I forgot to use my 15% discount. I 
called after-the-fact, and the lady on 
the help line was extremely efficient 
and friendly.

Online services very courteous and 
efficient.

I ordered online an received 
products very quickly. Very good 
email communications about 
status of order until shipped.

I ordered online and the service 
was great. The order arrived 
within a few days.

I love your wallet feature at 
checkout so I don’t have to 
look for my cards. Outstanding.

I stopped shopping because I was 
tired of finding my way back to the 
page I was on before putting the 
item in my cart.

I only want to see what I’m searching 
for, the other things are a waste of my 
time.

The site kept telling me it wasn’t 
responding and having to reload took 
forever. I just quit trying.

The website was down. This 
happens very frequently. The desktop 
version of macys.com often crashes. 
The mobile site is also terrible--not 
user friendly.

I lost my patience because I could 
not narrow the search enough and 
had to browse through so many 
options that did not apply to what I 
was trying to find.

My filters cleared every time I placed 
something in my cart. I’d have to go 
back, re-select the color, size, etc 
and then navigate to the last page I 
was on. 

The website was easy to use 
and checkout was easy and 
safe.

The packaging which the items 
came in was so nice. Order was 
complete and it looked as though 
whoever packed it really cared that 
it would look nice when it got to 
me.

Collaborative, shared lists
User generated content 
integration
Product videos
Reviews and popularity
Side-by-side 
comparisons
Help customers determine 
best value for their purchase
Loyalty incentives
Convenient and easy to use 
offers

One checkout experience 
across devices
Streamline fulfillment process
Streamline offers manage-
ment/selection
Make core path to checkout 
only required info
Use intelligence (like zip code) 
earlier in the shopping process 
to simplify checkout & provide 
relevance
Increased forms of 
payment/ways to buy
Improved purchase security

Better manage customer 
expectations
Improve accuracy of delivery 
info
Make tracking data more 
clear/easier to find

Better manage customer 
expectations
Carrier to pick up package 
at my convenience from 
home
Receiving credit immediately 
after shipping of package

Display important credit 
information clearly (withough 
having to leave site)
Easier access to top tasks
Know me and display 
relevant info/tasks (use the 
info I have given you to 
make my life easier)

Personalized product 
recommendations
Details and photography to 
provide content
Favorites
Gift registries
Easy comparisons
Save & categorize products
Clear/consistent breadcrumbs
Streamlined facets & global 
navigation content

Site performance
Surfacing saved & recent 
searches
Consistent search across 
devices
Using data on purchase & 
shopping behavior to 
prioritize products in the feed 
+ order of search results
Marketing & editorial content 
relevant to what we know 
about our customer

Marketing related to search 
and relevant to what we know 
about customer
Streamline marketing content 
to focus on shopping task
Use what we know about 
customer to surface 
product/content
Prioritize good CX over short 
term ROI

PHASES

Penti
Wallet
Cust Understanding
Registry
Lists
Contextual RDPP
C2
UM Facets
PROS
Registry
Lists

Penti
Wallet
M/B Money
Cust Understanding
Olapic
Contextual RDPP

Penti
Wallet
M/B Money
Cust Understanding
Loyalist
PROS
PDP
Customer Service
Credit Sys Migration
Create Profile/Account
Site Security

Penti
M/B Money
Olapic
Cust Understanding
Loyalist
Customer Service
Credit Sys Migration
Create Profile/Account
Site Security

Olapic
Customer Service
Credit Sys Migration
Gamification (Lab)

Penti
Wallet
Olapic
Cust Understanding
Contextual RDPP
C2
UM Facets
PROS
Registry
Lists
PDP

Penti
Wallet
Olapic
Cust Understanding
Loyalist
C2
UM Facets
Registry
Lists
PDP
Buy & Try

Penti
Wallet
M/B Money
Olapic
Registry
Responsive Checkout 
Apple Pay
Paypal
Operational Emails
Order Modification
Customer Service
Create Profile/Account
Site Security

C2
Operational Emails
Order Modification
Returns
Customer Service
Create Profile/Account
Site Security

Penti
Customer Understanding
Loyalist
PROS
Returns
Customer Service
Create Profile/Account
Site Security

....extremely confusing trying to 
understand the multiple emails about 
my one order...Ughhh

I love Macy’s but was very 
disappointed...had to travel to the 
store to return because they sent me 
the wrong item. 

Getting through to customer service 
needs to be simplified. Very confusing 
and frustrating and eventually gets 
you nowhere.

I don’t like that I still haven’t received 
my order. Also that I called on the 
order once and even the customer 
service doesn’t seem to know where it 
is.

Pictures need to be more accurate to 
save the hassle of a return.

After a few days, I logged in to track 
my order and found the second 
portion of it had been cancelled. I got 
no email, call, or any notification of 
this.

You can stop false advertising that 
everything is 15% off and every time 
you add an item to your cart it tells 
you to add the promo code, only to 
check out and find out your items 
don’t qualify.

I experienced a difficult checkout, 
confusing.

Coupons can be hard to apply at 
checkout

WORKSTREAMS

DOMAINS

DISCOVERY

MARKETING

SELECTION

PURCHASE + DELIVERY

CUSTOMER MANAGEMENT

Trigger: Need/occasion:
(via active marketing

email promo)

Trigger: Need/occasion: 
(via passive 

marketing/SEO)

Macy’s.com

Macy’s Store Go to Store

Learn/compare
features

Compare 
prices

Add to 
bag/wishlist

Review with
friends & 

family

Read 
reviews

Apply 
offers/shipping

calculations

Choose 
form

of Payment

BOPS

Sign up
for credit 

card
Create
profile

Find Items

Go online/POS
to pay my bill

Wait/track 
/inquire on
Order

Receive
Items

Dislike/wrong 
Items

Like 
Items

Reviews/UGC

Reviews/UGC

Find 
box/print 

label
Drop 

Package
Wait for
Credit$

$

Apply offers/ 
purchase

$

Sign up for 
credit card

Call
customer
service

Call/chat
customer
service

Bill paid

Call/chat
customer
service

Manage
Account

Edit profile/
preferences

Look for/
gather 
offers

Go to Store
Find
POS

Receive
Credit

$

Learn/compare 
features

CUSTOMER EXPERIENCE MAP

Inventory 
availability/find 
in store

Do	it	by	offering	what	she	needs,	not	
marketing	what	we	want	her	to	buy.

Be	the	trigger:	Get	into	the	customer’s	
mindspace	before	she	has	a	need	and	
starts	choosing	where	to	shop.

What does UX recommend?



BETH ZONDERMAN: UX Specialist

CONFIDENTIAL – DO NOT  DISTRIBUTE OR COPY!

Optimized “Unicorn” Search!

1 

①  Suggested search terms work on all 
browsers, quickly 

②  Predictions start when user has typed 
3 characters. 

③  Typed characters are bold, 
suggestions are plain. 

④  Provides context i.e.: “in All Bath”  

2 

CONFIDENTIAL – DO NOT  DISTRIBUTE OR COPY!

Mobile Mockup Screens	  
Current interaction already has most of the recommended interface enhancements."
Search mechanics, IA, and tagging apply to all platforms"

Add context!
“Green Pan in Kitchen”"

CONFIDENTIAL – DO NOT  DISTRIBUTE OR COPY !

User Study: Responses!

“I loved this search. It gave you ideas. It made it 
very easy to change your mind. It made it very 
easy to get specific – very useful!”!

“I would use search more, make sure I 
don’t have to do extra work, refining it 
works a lot better.”!

“Exactly the results you want!”!

“This is a more exact search.”!

More relevant results !Easy to select query from  
drop-down suggestions!

Easy to refine results by removing filters or changing facets!

“Like Amazon! I just start typing and I 
can even pick the department. I like that 
a lot.” " " "[Current MCOM search]!

“More options than I would have thought to 
look for - Macy’s has it down to a science!”!

“Gave me choices, things I might not 
necessarily know to look for. And I can 
sort easily for hand towels and color.”!

CONFIDENTIAL – DO NOT  DISTRIBUTE OR COPY!

Optimized “Unicorn” Search!

1 

1 2 

3 

2 
3 

4 

4 

Search terms map to facets. “Green” and “Bath 
Towel” are applied and other values are available. 

Filters are displayed 
and can be de-selected 
by tapping the ‘x.’ 

Product shots show 
only the selected color 
rather than master 
collection. Only towels 
that are green and bath 
size. 

5 

5 Facets are placed 
across the page, 
freeing the left column 

CONFIDENTIAL – DO NOT  DISTRIBUTE OR COPY!

Opportunity!
•  Customers are more likely to purchase when presented with a 

smaller set of relevant results.*!

•  Users are abandoning searches because they’re overwhelmed 
and stuck in analysis paralysis.!

•  Reducing the cognitive load of too many results will result in more 
decisions to purchase.!

!
!
!
!
_______________!
* See research on “decision fatigue,”  http://www.nytimes.com/2011/08/21/magazine/do-you 

suffer-from-decision-fatigue.html?pagewanted=all&_r=0!

!
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Journey Map!

Shop for 
towels

Point browser 
to Macys.com

View MCOM 
homepage 
promotions

Browse Bed & 
Bath category

Search “bath 
towels”

Search returns 
28 results

Sort by 
“Customer 
Top-rated”

View several 
PPDs

I need new 
towels

This is taking 
too long.

This looks 
the same. 

Did I go to a 
new page?

Too many 
products, 
and not 
what I’m 

looking for

I’m over-
whelmed. 
I’ll have to 

narrow down 
my options

I wish I could 
quickly find 
colors I like

Ok. I can 
compare 28 
items. That’s 
manageable.

Some of 
thse are 

relevant and 
some aren’t

What is this? 
I don’t want 
washcloths 
and hand 
towels.

Is anything 
on sale?

I trust 
Macy’s. I’ll 
try there.

Shop for 
towels

Click from 
master 
collection 
to member 
product

Member 
product photo 
is the same as 
the collection 

Point browser 
to Macys.com

View MCOM 
homepage 
promotions

Browse Bed & 
Bath category

Search for 
“bath towels”

Search returns 
491 results

Sort by 
“Customer 
Top-rated”

Filter by “bath 
towels” and 
“green”

Search returns 
28 items

View many 
PPDs

Is sent to a 
master page 
PPD
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TS Too many results

Facets not selected

Returned products 
that are green OR 
bath size

Grid view shows color 
choice photo when select-
ed from swatches. When 
user clicks to PDP, the 
color choice is applied in the 
swatch panel but the master 
collection photo displays, 
not the color choice photo.

Links to master 
collection rather 
than product

CURRENT MCOM SEARCH

IMPROVED SEARCH

Refine early
Autocomplete scope 
suggestions
Clearly distinguish 
suggested search scope 
from suggested search 
query

Accurate results
Pre-selected facets 
based on search query
Display relevant results 
and imagery

Refined faceting
Display only relevant to 
refinement

Refined color display
Display product photo in 
the selected color
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Contents!
•  Introduction!

•  Journey Map!
•  User Behavior!
•  User Pain Points!
•  User Comments on MCOM Search!
•  User Expectations!
•  Opportunity!

•  The Grand Plan!
•  Vision!
•  Proposed Solution !
•  Proposed Solution: Demo!

•  How Do We Know?!
•  User Study!
•  Research Summary!

•  What Next?!
•  UX Recommendations!
•  Future Capabilities!
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UX ARCHITECTURE

ECOMMERCE 
Optimized Search Experience

Macy’s.com

Challenge: Improve search experience 
and conversion rate by giving fewer 
but more relevant results.

Recommended solution: 

1. Guide the merchandising 
department in a review of process 
and IA to find ways to improve the 
quality of data at the source. 

2. Work with dev to improve search 
mechanics and faceting to provide 
higher quality results. 

3. Collaborate with UI engineers for 
better usability with predictive 
search, and enhanced UI tools. 

Outcome: Proposal was well-received 
by stakeholders and is currently under 
review.
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List Name One

DELIVERYITEM TOTALQTY.PRICE

CONTINUE CHECKOUT

Tony’s Brown Bag       Bag ID 1234-56789
CUSTOMERS
ALSO VIEWED

Lorem ipsum dolor 
sit consecutum

Style One
SALE $99.00

QUICK PEEK

Lorem ipsum dolor 
sit consecutum

Style One
SALE $99.00

QUICK PEEK

Lorem ipsum dolor 
sit consecutum

Style One
SALE $99.00

QUICK PEEK

CONTINUE SHOPPING

$99.00ORDER TOTAL

$9.00ESTIMATED TAX

-$29.00Promotional Discounts

$20.00SHIPPING & HANDLING

$99.00ORDER SUBTOTAL

PROMO CODE

FASHFUND APPLIEDREMOVE

Lorem ipsum dolor sit 
amet, consectetur 
adipiscing elit

Color: Black
Size: Large
Web ID: 123456789

SHIP
In Stock: Usually leaves our 
facility within 6 business 
days

PICK UP IN STORE
Available tomorrow at San 
Francisco Centre

SHIP
In Stock: Usually leaves our 
facility within 6 business 
days

$99.00 $99.00

Remove

Move to my wish list

1

Lorem ipsum dolor sit amet, consectetur adipiscing elit maecenas vel imp -$10.00

Shipping internationally?

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Maecenas vel 
imperdiet est, eget dapibus lorem. Phasellus lobortis ipsum ipsum, at mattis 
neque blandit vel. Mauris vestibulum elit eu justo faucibus, placerat 
pellentesque arcu bibendum. Nunc molestie eget leo sit amet mollis. Cras 

Blandit egestas dapibus. Sed eget aliquet elit. Morbi ut turpis sed nisi pretium 
ultricies. Ut venenatis a magna sed luctus.

Lorem ipsum dolor sit amet, consectetur adipiscing elit maec 
enas vel imp

ELIGIBLE OFFERS

DO NOT USE ANY OFFERS

Lorem ipsum dolor sit amet

con sectetur

EXP. 01/01/02 $10.00

IN-STORE PICKUP PROMO

LIVE 
CHAT

1 Carousel of saved items. 
Can we put a gallery inside an accordion?
Just photos.
“ADD TO BAG” button on hover
Quickview icon on hover

ADD TO BAG

1

STORES & EVENTS MY ACCOUNTUSD WISH LIST Tony’s BROWN BAG: (1)

Enter Keyword or Web ID

UX ARCHITECTURE

ONLINE CUSTOMER EXPERIENCE 
Product Recommendations in Bag

Bloomingdale’s.com

Challenge: Encourage customers to 
add more items, without derailing the 
check out process.

Solution: Add unobtrusive scrolling 
panel for desktop and collapsing 
drawer for mobile, while maximizing 
size of product images.

Outcome: Proposal was well-received 
by stakeholders and is currently under 
review.
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UX ARCHITECTURE

CUSTOMER EXPERIENCE 
Product Catalog Redesign

TechSoup Global

TechSoup (formerly CompuMentor) is a 
30-year-old global non-profit that helps 
organizations access technology and 
technology companies donate their products.

The newly formed IxD team worked to 
modernize TechSoup’s many web properties 
and advocate for users in this under-
resourced organization.

Challenges
• Product catalog software was implemented 

with no consideration of UX. It was 
confusing and un-intuitive. Completed 
transactions had declined over the past 8 
months.

• How to improve user satisfaction and 
increase purchases?

• Balance designer aspirations, user needs, 
and developer resources.

Solution (Currently in development)

• Seek input from Director of Analytics for 
statistics on how visitors are using the site. 

• Simplify navigation based on findings.

• Design team to propose UX changes to 
catalog flow. Make flow user-centric rather 
than developer-centric.

Current Status: Content, Community and Product 

10/8/14 3 

Articles or Blog 
38% of all visits 

New 65% 
Bounce Rate* 65% 

Avg time 3:39 

Product Catalog 
31% of all visits 

New 47% 
Bounce Rate* 9% 

Avg time 9:44 
Forums 

7% of all visits 
New 79% 

Bounce Rate* 59% 
Avg time 3:51 

Organic 
65% 

Email 
14% 

Direct 
13% 

Referral 
4% 

Paid 
2% 

Other 
2% Articles or Blogs 

How they 
got there 

0% 

Organic 
28% 

Email 
22% 

Direct 
32% 

Referral 
4% 

Paid 
11% 

Other 
3% 

Product Catalog 

Organic 
82% 

Email 
3% 

Direct 
9% 

Referral 
3% 

Paid 
1% 

Other 
2% 

Forums 

*Bounce rate = 
leave immediately  
after landing on the 
web site 

Articles, Blog and Forums  
•  +40% of traffic to TechSoup.org are visiting informational content.  
•  Users find our content largely through organic search and many never see home page. 
•  Informational content represents TSG’s greatest opportunity to get new customers with 

+65% of them being new.  The trick is to get them to register so that we can both inform 
them of everything TSG has to offer as well as better understand their needs. 

Product Catalog 
•  Existing users: Visitors to the product catalog are users who are already familiar with 

TechSoup.org. 
•  +30% arrive directly and another 22% arrive via an email. 

IxD

ANALYTICS

ANALYTICS

IxD
Yes. On average, every user clicks on a 2 
or more tabs on the donor pages. Users 
who visit the donor pages spend twice as 
long on the site as users who did not visit 
donor pages. //11 minutes vs. 5 minutes

Do users read donor program information? 

They have a particular product in mind. 
55% of traffic goes directly to donor or product 
pages. Also the most popular internal search 
terms are donors and products. 

Do more users come in to find a specific product 
or with a general need and don’t know what 
product to get?

What is the current user behavior?

BZonderman for TechSoup Global – October 29, 2014 
	  

Streamline Navigation to Catalog 
 

Assumptions about user behavior: 
• Users know what product they want, and want to navigate directly there. 
• Some new visitors come, find the product they want, and then register. 
• Users find the product they want and do read some product-related content 

(volume licensing, product guides, program info). 
• Of existing users, visitors to the product catalog are users who are already familiar 

with TechSoup.org. 22% arrive via an email. 
• +40% of traffic to TechSoup.org are visiting informational content and find our 

content largely through organic search. These many never see home page.  
 
TS.org Goals for User Engagement: 

• Orgs purchase more products. 
• Users click from catalog and read MORE content. 
• Get new visitors to register. 
• User finds products they know they need quickly. 
• Editorial content informs users about products they didn’t know they needed. User 

purchases these products. (Reads articles, then views products, then purchases.) 
• User reads program and eligibility info but is not overwhelmed or distracted by it. 

 
Use Cases:  

• User knows what product they want. They want to quickly find it. 
• User knows manufacturer/donor. Wants to find the correct product. Goes to Donor 

page. (28%) 
• User knows name of product but not donor. Uses search.  
• User searches. (16% for all searches – industry standard) 
• User has a need (ie: accounting software). Goes to Solutions page. (18%) 
• User reads editorial content about a solution, then purchases the solution. 
• Unregistered user finds product, easily takes eligibility quiz and determines that their 

type of org is eligible for that specific product, is motivated to register. 
 
Notes/Questions: 

• Special Programs is a mess (see below). 
• TS.org will eventually be the primary face of TSG. Storefront for donations is a step in 

that direction (see GapInc). 
• Why aren’t more people searching by product name? (16% industry standard for 

searching) 
• How many people arrive at the search results page and give up (don’t find their way to 

a product)? 
• Overview page doesn’t give an overview. 
• 48% of visitors to site overall are new users (no previous cookie). 
• Keep the “Search by category or solution” option, for many reasons: SEO, taxonomy, 

user access, Soup2 exploration. 
 
UX Recommendations: 

• All users will find products by way of a ‘store front’ page that offers products and 
explains the program. 

Home
Clicks: 
Get Products

Storefront

How Donation Works

Products

Browse-by Catagory

Browse-by Donor

How donation works
Join

Browse-by Catagory

Browse-by Donor

How donation works
Join

Product

Eligibility Quiz

Product Details

All Versions of Product

Similar Products

Browse-by Catagory

Browse-by Donor

How donation works
Join

Is my org eligible for this?

Catagory
Browse-by Catagory

Browse-by Donor

How donation works
Join

Products

Donor
Browse-by Catagory

Browse-by Donor

How donation works
Join

Products

Program Info

Display: Sort:
A-Z

Yes, my org is eligible.

How can we make it easier?
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DESIGN & CODE

MOBILE APP 
Talking Stick

Independent

Talking Stick is a native JavaScript 
app to promote balanced 
conversations. So that neither party 
can dominate, Talking Stick balances 
the amount of time each participant 
speaks. The app offers two modes –for 
balanced time or unmoderated. 

I lead the team in refining 
the interaction and user flow, 
collaborated in the coding and 
version control.

• Interaction, user flow
• HMTL/CSS/JS/jQ
• Git version control and 

collaboration
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UI DESIGN & ENGINEERING

CONSUMER HARDWARE-SOFTWARE PRODUCT 
Neone Neobase*

Accomplio & Lunar for Neone 

• Software development consultancy 
Accomplio hired me to work on the web 
application for Neone’s ‘Neobase,’ a 
consumer hardware-software product. 

• I was the bridge between the industrial 
design firm who did the branding and 
the back end development team. The IDs 
designed the look and feel of the product 
and made high-level interaction flows. 

• I took the style guide and process docs 
from the IDs and built out the various 
screens of the application. This involved 
filling in the very granular details of the 
interaction flow, writing front-end code, 
and database integration.

*Neobase is “the first encrypted Private Network 
Device that lets you create a private social network 
that only you control.”

https://neone.com/

https://www.kickstarter.com/projects/neone/neobase-
create-a-private-social-network-outside-th
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CONTENT STRATEGY, DESIGN, DEVELOPMENT

MULTIMEDIA FEATURES 
Photography Industry Day 
Graduation Reception 
Faculty Spotlight

Academy of Art University  
Online Degree Program

Challenge: I identified the need to 
demonstrate that online students get 
real engagement with the school, 
their peers, and instructors. 

Solution: Quarterly homepage feature 
showcasing student successes. 

Result: For one feature, I held a 
meet-and-greet for distance learners 
who came to SF for their graduation 
ceremony. I directed a photo shoot, 
conducted interviews, and created 
a multimedia presentation for the 
public-facing website. 

For another feature, I had a video 
team to film at an event and interview 
distance learners who were selected 
to participate. I directed the video 
editor and created an interactive piece 
to showcase the event.
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STRATEGY, LEADERSHIP, DESIGN

PUBLIC SCHOOL COMMUNICATIONS

Sunnyside Elementary School

I developed an on- and off-line 
marketing and communication plan 
for diverse public school. Direction 
was based on conversations with the 
principal and staff, the PTA’s agenda, 
and study of the parent community. 

I regularly analyzed the outcomes 
and adjusted the plan accordingly. 
In additions, I oversaw a team to 
execute the plan year-round. We 
produced and distributed:

• Weekly paper and electronic news
• One of the best public school 

websites in the district
• Monthly newsletter
• Social media
• Promotional materials and collateral
• Literary magazine as part of 

language-arts curriculum 
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CREATIVE DIRECTION, PROJECT MANAGEMENT

COMMUNITY PUBLISHING PROJECT 
Bernal Eats

Friends of SF Public Library

I love my neighborhood and wanted 
to give back to the community. When 
our library was undergoing a major 
renovation, I published a community 
cookbook as a fund raiser. I lead a 
team that worked under the auspices 
of the non-profit Friends of SFPL.

• Creative Direction
• Leadership
• Art Directing photographer
• Design and layout
• Sourcing Printing
• Distribution



THANK YOU!


