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I’'m a generalist. I'm a conceptual thinker who pairs well with engineers and linear
thinkers. A background in theater, solid experience in entertainment, production,
advertising, branding and tech has culminated in an all consuming passion for
mobile development and design. A kid at heart, with an instinct for the power of
play, my personal focus is on developing iPad storybooks for children. I'm looking
for a dynamic team that will empower me to unlock the potential of IOS to make a
great products that are empathetic to the user’s journey.
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WONDERFUL BABY NAMER APP -
IPHONE 8PLUS APPLICATION FOR 10S 11

THE CHALLENGE

Provide a fresh redesign, updated user flow and
experience for an app that is used to find, save and share
baby name ideas.

THE SOLUTION

Update Ul for IOS 11 feature releases, review iTunes
reviews and create wireframes based on user suggestions,
create a feminine look and feel for majority audience with
customizable background for edge cases including
creative professionals and male users.




Liked

WONDERFUL BABY NAMER APP -
ITUNES REVIEWS SURVEY/DRAFT PRODUCT VISION BOARD

Disliked

ITUNES REVIEW - FEATURE SURVEY 2017

Suggestion

Action ltem

Ability to add names not found in database

Ability to search more than one origin at a time

Many names available for search

Seeing different meanings

Seeing variant spellings
Popularity by year dates to 1800’s
Likes the Categories

Like being able to add my own names, if you
hear a name you like, you can add it

Uses star system

Popularity by year allows user to avoid trendy
names

Likes map showing origins

Clean and simple Ul

Likes daily name notification

Likes that you don’t need wi-fi

Can search one origin or all origins but not combo of a

few

Name overload

After 30 minutes of

Algorithm appears 1

Needs better way t¢

Needs better way tc
No A-Z Search opti
Crashes when scro

No information abo
offers

Doesn’t show whicl

Too much redirectic

Some appear to be misspellings

create a search for limited number of

origins

organize information for those that

want it

PRODUCT VISION BOARD

proof reading

VISION

Update the Baby Name app for 10S, the lowest rated Seven Logics 8pp (2 5 stars) on the itunes store 10 increase user retention, raise review rates, increase

new options for tailoring and extending the User experience

overall metrics and fulfll the Seven Logics vision to produce apps for busy women and ease their way through otherwise very challenging periods in their lives,
transforming the most precioes moments into truly satisfying and enjoyable times. Additionally, the app redesign will ook to reach new market segments allowing

TARGET GROUP

-Parects seeking a name for their chikd
-Parents seeking to share the new name of thew child
Parects seeking an inchusive and unique name selecting
experence
Creative artists seeking names for their characters and
the abiity 1o store and manage that information
NICU parents and famibes Icoking for @ unique and caring
way 10 share information about the birth and name of thek
babies while protecting their privacy

The product supplies e casual user with the largest list of
baby names to choose from from the tastest pomnt of entry

The product provides a way for the user 1o share their
name choices with friends in their social networks

The product allows users 1o customize ther experience to
et to the information that is the most important to them, and
10 return back 10 that view as many times as they desire

The product allows users to share the name of thelr chid
gquickly and in an eye catching and original way beyond just
sharing the information by copy as is currently done on
Facabook

The product provides a way for NICU parents to enjoy
sharing thew name without direct contact

The product allows creative professionals 1o have a
curated experionce

The product now takes Into ACCOUN the specific requests
mada in the ITunes reviews - many of the categories aeady
existed in the app but now are front and center n the view
and accessible 10 the casual user &s wel &s the user who
wants o take a deoper dve

The product provides an inclusive experience for all kinds
of cultures and both wraditional and mode tamilles,
nchuding those who need 10 plan for mutiple bitths
adoptions and surrogate providers

PRODUCT

- The product is an I0S app upgraded for 11 with new key
features in the nanigation including ssarch bar toggle
controls. Current design is set 1o iphone 7 & 8 Plust screen
size
- The product takes into account the currently existing
Tramework that uses UITable View, U ollection View and
UlTab view, refreshes the lock and skms down the button
opbons
- The product wil include much loved user features such as
adding friends 1o the experience and emojs o indicate
responses, handing these actions in a visually similar
manner to slack

The redesign embraces the concept of a scrapbook
beginning your baby book bafore the baby has even armved
Using the scrapbook concept, it has the abdty to be
customized for al genders and edge cases
- User traffic wil travel through the visualizer where users
will be prompted 10 upgrade to premium after storing 10
names

BUSINESS
GOALS

- The goal is 1o increase the rate of user reviews by
€ngaging previous reviewers 1o retum 10 the app and
check out he new features
- The goal is 1o increase ad targeting based on new use
cases including NICU product for preemies which large
brands are currently launching product for

The oAl 1 10 INCrease Lser Upgrace 10 premium by
airecting trafiic through the procuct visushzer where the
user is promgted to Upgrade after saving 10 names 10 he
core data of the app
- The goal is to increase user engagement by proviang
post ready baby name announcements that have a
redirection bution at the bottom and may be seen across
social channels including twitter, instagram and
Facebook




WONDERFUL BABY NAMER APP -
DEVELOP USER PERSONAS BASED ON REVIEWS & COMPETITIVE

PERSONA - THE EXPECTANT MOTHER- MILLENIAL

PERSONA - THE EXPECTANT FATHER- MILLENIAL
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WONDERFUL BABY NAMER APP -
USERFLOW

BABY NAME CREATOR - PROPOSED REDESIGN - USERFLOW
BY VICTORIA HERIC

R

3
g

1 R
-4

Screen Create

1ST VISIT —| Load Screen Configure Profile |4— '~ <om Name
" Announcement
Profile
Create -
al
NICU _-—> [ Visualizer | NICU Name —>
Announcement
e nt Page - Same View Controller uses Toggle)

Create
- =
RETURN | Freviously Announcement

VISIT Selected Path KEY
User may go either direction -------- =
User may do social share and conclude experience >

User may go back & forth to update custom profile and add more friends to name search €+——»

USER FLOW SOLUTION

User has the option to travel through the experience via the existing quick search function, where most requested features will be brought to the front screen. User has
the ability to customize profile and invite friends to help select names or provide “slack” like emoji reactions to ranked names. Edge case for user profiles will include
options for creative professionals who are already using the app, where they will have the ability to take notes and have a less baby centric experience. All traffic flows
through the visualizer screen, a key request of users. Up to 10 names may be saved before prompt for upgrading to premium appears. Final step is to create a custom
baby announcement and share with your social network, which in turn includes a CTA that drives traffic back to the app. Special edge case for NICU families allows

users to quickly travel through the app and create a shared name announcement, while taking their unique experience and emotions into consideration.



WONDERFUL BABY NAMER APP - WIREFRAMES

T oo ] [ Custom
Baby Name Creator A-Z Rate This Name . .
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2 & B = w View Prototype
/ | =g T, |
NICU Visualizer
_ Create Name Announcement
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Chose Your Design
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Charles Aidan Smith
Write Your Message
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Rate
Baby Name Creator
¥ you enjoy using Bacy Name Creator, would
yeu mnd taking 8 moment to rate 47 N
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https://projects.invisionapp.com/share/NBDTXIIFJ#/screens

WONDERFUL BABY NAMER APP - VISUAL DESIGN
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VISUAL DESIGN HIGHLIGHTS

Visual design concept is one of a scrapbook - an activity women love to do and one that men view with sentimentality. The idea is to begin your baby’s book before they
even arrive kicking it off with a cute name announcement. Includes the option to select a custom view with more than one baby (twins) and to create gender neutral look for
creative professionals, seen here in gray. Bunny illustration credit Lisa Glanz. This uses UlTabView, near search bar features for IOS 11 and creates adMob real estate.


http://invis.io/NBDTXIIFJ

THE ELEPHANT WHO COULDN'’T FLY -
IPAD STORYBOOK FOR IOS

THE CHALLENGE

| needed to map out the experience a user would have
reading the Children’s Ipad Storybook that my creative
partner and | wanted to produce, entitled
“The Elephant Who Couldn't fly”.

2

S .

ELEPHANT
WHO GOULDN'T

WRITTEN AND ILLUSTRATED FI.Y

BY DAN MADSEN

VR

THE SOLUTION

After conducting a survey of parents who use Ipad
Storybooks and read traditional books to their children, and
reviewing the competitive landscape,
| created a range of UX documents that informed the final
user flow and wireframes.



IPAD STORYBOOK / VISION STATEMENT & PERSONAS

Persona-The Parent: Ipad2 User

The Parent - Ipad 2 User
It's about finding ways 10 keep their child occupied while
not cutting into those intimate moments thet every
parent should create (perhaps there is an opgomnny o
merge the gap by cnharwg the experience’
Celeste, Age 42, Caucesien
Enteriainment Legal Professional
Married, ore Chid
Medium income range, urban
Why Ipad2
| warts io share something fun and cxcing wih her
sughler
1 wart ants her shild to be oscupied when sho's cut in
apublc pisce... “so | can have hot food”
—  Wanls lo have & chuckie or a laugh
Digital Needs and Goals

Vision Statement

The Elephant Who Couldn't Fly is an original children’s book concept
intended for Ipad2. The project looks to push the boundaries of the
children’s book space for tablets, while drawing upon intuitive user
experience, original story, illustration, music and sound design. Users
would have the ability to listen to narration while moving forward in the
story, or create their own recording, giving them a personal experience.
Users will also have the option to read independently with no sound.
The project would like to experiment with interaction levels — providing

Persona-The Parent: Book Reader

. The Parent ~ Traditional Book Reader - changer
Its about a rich user experience to create more lasting

memories é
Craig, Age 35, Mixed Descent - Japanese and Black
Producer
Married, one Child
Medium income range, urban ‘ e
Why ipad2
-l amin the market for an pad and | would consider
downicading the app # | got ano y
~ My cnild reads more than 4 books par week, so I'd ke
to add to the variety »~
- P i ! i ]
Lgﬂé&em'masd tonal ways to spend time with my v \ J
£ 5

. Digital Needs ynu Goals_

Persona- The Child: Ipad2 User

The Child - Ipad 2 User

It's about having the opportunity o follow cool and —g )
engaging stories and characiers, 1o play with something

NEATO

Lucy, Age 5, Caucasian
Why ipad 2 storybook
-~ Because Mom handed it to me

I enjoy the intoractve experince y
1 oy heving somating o kees busy with whls mom @
herwao engaged: while stuck with the babysiier or
At the restau % i ‘
- lenjoy hﬂwrg moma atention whie ccking at
somatt.

D|g| al Needs a'c Goals
Wants lo be able fo um the page r‘ceperﬂer(z and
elso search every squars inch of the screen untl
uncovars evarything that' ¢ hidden
- Bright colors and graphice £
- wma puzziea
- &3 Animation, Thomas and Frends (NEEDS
b ey FRIENDS)
~  Will even sellle for Rouch just lo have Thomas and
Friends
- Needs Video content
- \e{umo PB]S TV, lpoc, w‘mf%a';kwcaﬁo"s
:: p::«c-m on...I'm groaing up in the digital age — | neec ‘I need Fred The Elephant and | want to reac one
~  Some nights | wanl 1o read the same book over and mora book defore | go to bed, Palaesesasza!
cver again end some nghts | want 4 or more
= Iz gssyfor me o lum the peges 30 plesse don'l mess
nat up

If you hard this to me, do not expect ma to go to sicep.
I Gor't wark o g2 o socp in he et place sen dont
warry about 4.

1S

Survey Questions — Parents with Ipads |

What is your gender?

What is your educational level?
What is your age?

What is the gender of your child?
What is the age of your child?

When does your child use the ipad2 Storybook App? *

Where do you enjoy reading along with your child on the ipad2 storybook? *

If you don't read it together, please share why your child is reading it independently, and where. *
What other technologies are in use at your home? *

What are your favorite Storybook Apps? *

+  Whatis your favorite feature in your favorite storybook app? *

»  what types of stories would you like to read on your ipad with your child (storybook apps)? *

Survey Questions — Parents who read
traditional books to their children

What is your gender?

What is your educational level?

What is your age?

What is the gender of your child?

What is the age of your chila?

How often do you read to your child? *

How many types of DOOKS 00 you read 1o your child per week? *

Do you select the books to read or does your child? *

What other technologies are in use at your home? *

What types of books does your child love best? *

What types of books to do you love to read to your child best? *

What's the most important thing about reading a book 10 your child? *

when sharing a book, do you aloud read or does your child? ™

how do you feel about your child playing with ipads? *

how do you feel about your child playing with mobile devices? *

If you have an ipad storybook app with video feature, how do you like it? *

what other games or electronic games does your child play with? *

how do you keep your child occupied/busy in public places? if you use a book, please indicate *
What would make you replace a traditional storybook for an ipad app storybook at bedtime? *
Have you ever seen an ipad storybook app? *

what would maxe you actually download an ipad storybook app? (if there is no way you would feel comfortable
doing this, please indicate) *

if you would never do this, why? (if you would answer , | would) *

when you read a story with your chikd, who turns the pages? *

what's your favonte thing about your favorite childrens book? *




IPAD STORYBOOK / COMPETITIVE STUDY

Competitive: Kung Fu Panda

+ iSlontmaKung Fu Panda

+ Sirengths

« Number 1 seling book agp

-+ Usoa stils from posular mou
reacrg

«  Descend ntuive navigetor

o s own, soralling like a mf

+  Userscan te read fo or reeq

+ _ Simole exceriance may mak|

Competitive Analysis: Ayars Animation

+  Ayare Animation
+ Produced Jack & tho Seanatalk ans Caama's Day Off
o=y eI Usckabaanstalechid i

Competitive Landscape

Orline publishing for mobie devices represents a $20-330 bilior. growth industry as the publishing induslry moves away from bedifional
bookstores(lke the recent closing of Borders) and locks lo compele acioss numerous tablets ard electronc platforms iniuding e Kindle, Nock
and Velocity Micro Reader. Beslzeling autvors ike J K. Rowing are on the move o creale special ediion e-reader content such as the

ng Pottarmore bundle lo be relessed by Sony.

The Ipac2 downloadadle Storybock appiisations reprosent a highly artistc and tactie experience for chicron and thoir parents to create lasting
memaries, increating reading abilities while alse providing an experiance that koeps kids engaged whike their parenis mulitask. The newnees of
10 modum alows for a wide rangs of offerings including the retaling of clossic fables, Gherished storios from childhoods past and more
stmulating and engaging onginal etories which include puzzies end games. The overall user exporience varee from the basic erjoyment of
oopular movie sklis that move through & cerousel lideshow to a wel thought out ouchacrsen menu fat controls the dalivery of the entire etory.
Given fio wide range of navigaional designs, thero is, as yet, no oxpocted experience fat chidran and adults bring o the cpening of the
application.

Ono weaknass of Storybook anpications is the dercapfion that they are fco inferackve ard angaging to 5o a vehiok for croating the intimate book
reading experienca that paranic enjoy croating with their chiidren using tracitonal books. This % sacrad time fo parenis who look forward fo sifting
down with thair children at the end of the day and sendirg them soflly off to sleop. Beautful ilustrations, strong colors, bright electronic lighting,
mass markoled magery and brain teaser puzzies oreate a stmulating effect rafor than a porsenal memory.

The Elephant Who Couldn’t Fiy wil look 10 draw upon the cument void n $e Storyoook epplication medum, allowing parents to select fhe
axperenca thay are lcokirg 1o create: A) educational and engagng whle they multitask or share In a public satting. creating a more positiva
opton 10 other electronic devices or BJan Intimate reacirg expenence that represents a scothing and calming qualty time at the end of the day
st perfect for craating chanshed memornes. The user exparience will Include more suboued colors and specal cues to let the chic know it is.
#ma to go to bed and that the light is switching ofi. The Elephant Who Couldn't Fly iooks to bacome the book that parents allow chidren to select
as the “last book of the evening *

Competitive Analysis: Stepworks
. Stm ook | 'K
- hilp e
Strongths
+  Clozsiosty ean » .
+  Bozoand| -
== Competitive Analysis: Velveteen Rabbit
. Narraton
rolatec enf
. ‘Weakncozes
. Stories ary
ongagna
«  Usermay|
monetizod . The Velvelzen Rabbit with Meryl Streep
- Lmtea o - ool et
- Brignt col L
anhi-pad-app-mand
+  Strengths
+  Cassic story that parents enjoy sharing with fwair
chiidren
*  Meryl Streep's narration lends credibiity to the
execubion
User has read and record option
+  Informaton tab instructs user how to engage
. Beautifd score paired with video versicn
+  Userhas two versions lo scroll through pages — by
swipe or by bar at the bottom of the page
+  Soft tone of coors are gaod for bediime
. Woaknasses
+  Maryl Steap's naration is paired with videa varsion
only, making it appear as ff children need to walch as
an animaticn rather than read along with her,
detracting from ecucational qualties
+  Video opton detracts from parents abilty o create
intimate readin expenence
+  Overdone story
+  Soft colors may not be good for when children desire
more engagement and interactvity
Alice & Wonderland Kung Fu Panda Cozmo's Day Off

Competitive: Side by Side Compare

- [ves 5wy seatare e




IPAD STORYBOOK / TAXONOMIES, MENTAL MODEL
& KEY FEATURE STUDY

Stakeholder Interview Questions

Mental Model

= D0 you hae chiree?

= 30 pease sa your dnoes Sioryteols?
- ineoren. rowp

Card Sort/Taxonomy

Feature Values Matrix




IPAD STORYBOOK / USER FLOW & SCREEN
DESCRIPTIONS FOR BUSINESS GOALS

Site Map

Applicaticn Map
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Elephant Who Couldn't Fly - Ipad Storybook Phase 1

Landing Page A.0.0

Version B 1.2 Story & lllustration Only

Screen Descriptions

Introduction: The following screen
descriptions provide detailed user
interaction and business goal information.
Please note that the business goals
stated represent our best attempt to
understand them and we wauld like vau

+  The home page loads when the app Is selected on the ipad

Home 0.0

Businass goals: To initiate tha Storybock Application experience, allow the user to
select the version of their choice, attract children 1o the character of Fred anc inspire
i social sharing fo g traffic and SE0

User goals: Tc open the book, select version of choice, ize their

Pages 2.1-2.1.2

2.1 Take Phote

Business Goals: Allows user to take their picture to generate buzz and RO! for app
User Goals: Allows user to take their picture and personalize their experience, creating

& lasting memory

2.1.1 Social Sharing

Business Goals: Allows user to share their picture on soclal networks generating buzz

and ROI for app

User Goals: Allows user to share the cool experience they have at the end of the night
with friends and family, great for people far away to share bed time experiences

2.1.2 Photogallery

Business Goals: Allows |
to use the take a photo fd
User Goals: Allows user
peopie who have read th
location with several part|
spent with Dad

Pages 0.1-0.4

- Business Goals: Select Version of choice (Interactive, Story Only or Bedtime Version
= User Goals: Same as above
= 0.2 Like On Facebook
« Business Goals: Generate Likes on Facebook to peak interest, gain following and users
* User Goals: Share with friands the special exparenca you are having that your fiends
might like to have
= 0.3 Fred Profile
« Business Goals: Creales brand identiy for the Characler of Fred thal may be used for
social sharing and SEO
* User Goels: Allow your child o immediatefy retum to a beloved cheracter
+ 0.3.1 Sccial Share
* Business Goels: Generate brand identity swareness in social media chennels
* User Goals: Share with friends the sgecial time you are having with your child
reading a book
* 04 Instuctions
« Business Goals: Allows the user 1o gain immadiate access to Instructions as 1o how the
experience may be personalized
* Usar Goals: Same as above




IPAD STORYBOOK / WIREFRAMES

0.0 Home

0.0 Home Annotation

0.0.2 Navigason drop down bution

03 Freds Profile

" Vorsion A - Inferactive Version

1.2 Version B - Swory Only Verson

13 Version C - Bedtime Version

0.3.1 Share Function - aliows user 10 share 10 Facebook
Twitter and possibly some oar social NEworks 1o
ve demitied

1.4 Settings - allows user 1o configure general settings

04 instructons - Explaing Mo best way 10 Use the
cevice
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IPAD STORYBOOK / WIREFRAMES
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TOOL OF NORTH AMERICA - UNDER ARMOUR RAY LEWIS
WEBSITE PROJECT / USER FLOW & WIREFRAMES ‘c;

THE CHALLENGE

Award-winning Interactive Director Jason Nickel and the
Tool Production team were seeking information architecture
and wireframes to map out of the logic for this interactive
and flash video experience showcasing the Under Armour
brand and Ray Lewis “unleashing”. Through a series of
videos, the user advances the experience, practicing and
recording their own version of Ray’s Chants. The user had
to have the ability to travel back to key stopping points and
record a better version of the chant. Based on Ray’s
feedback, the user could finally create a shareable end
product which could be exported to social channels.

WIN 2 TICKETS TO
GAME PASSES!

PROVE IT ANDWI
A GAME WITH PRE:

PLAY NOW > WVMVMWM

O PURCHRSE NECESSARY. Baes: 86, 12-10. 1.12

THE SOLUTION

After making an assessment of the video content, and core
requirements, | mapped out a user flow detailing the
gamification logic and iteratively collaborated with the
creative team to ensure that the IA diagram would achieve
the creative vision for the project. | then transposed the
concept to wireframes, incorporating an engaging user
interface that included a strong focus on the visual aspects
of the execution.
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TOOL OF NORTH AMERICA - UNDER ARMOUR RAY
LEWIS WEBSITE PROJECT / USER FLOW

Under Armour - Out Ray Ray- Schematic 05.31.2012
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USER FLOW SOLUTION

The Information Architecture would have to take into account the logic of the three video chants that Ray Lewis performs to engage
the user, that the user would need the opportunity to practice and then switch on the webcam and subsequently perform.
Additionally, the user would need the opportunity to share the final version across social channels.
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TOOL OF NORTH AMERICA - UNDER ARMOUR RAY
LEWIS WEBSITE PROJECT / WIREFRAME SAMPLES
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WIREFRAME HIGHLIGHTS

Wireframes employed a full screen view of video and easy to locate navigation and instructions, with split screen format so that user could record chant and playback,
and view top players using carousel navigation. . (Full wireframes available for review upon request)
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TOOL OF NORTH AMERICA - UNDER ARMOUR RAY
LEWIS WEBSITE PROJECT / WIREFRAME SAMPLES
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WIREFRAME HIGHLIGHTS

Wireframes included full playback for review by user and a final end screen to signafy that the journey is complete. Final screens included outro and feedback video from
Ray Lewis as well as social share options. (Full wireframes available for review upon request)
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TOOL OF NORTH AMERICA
EXPERIENCE VIRGIN AMERICA WEBSITE PROJECT /
USER FLOW & WIREFRAMES

THE CHALLENGE

Esteemed Interactive Director Ben Tricklebank and the Tool
Production team were seeking Information Architecture and
wireframes to map out of the complex journey for this
interactive flash and video experience showcasing the
Virgin America flight experience with spectacular cabin
features. In support of a large scale live action shoot
directed by Erich Joiner, the team worked to identify key
requirements, sparse navigation and overlay hotspots that
would impact the full screen browser view.

THE SOLUTION

After making an assessment of the projected video content
and core requirements, | mapped out a user flow and
iteratively collaborated with the creative team to ensure that

the 1A diagram would achieve the creative vision for the
project. | then transposed the concept to wireframes, EX E I E N E
incorporating a lean user interface that integrates
flawlessly with the video content drawing a strong focus to VI RG I N AM E RI CA
the visual aspects of the execution. Additional work
included making a wireframe for
HTML5 and iphone mobile view.



http://experiencevirginamerica.com/

TOOL OF NORTH AMERICA -
EXPERIENCE VIRGIN AMERICA WEBSITE PR ECT /
USER FLOW

Virgin America Website Experience - Schematic
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USER FLOW SOLUTION

It was important that the Information Architecture have a strong narrative line in order to convey the journey that a user would take, watching all the videos inside the
Virgin America cabin, transitioning through the entertainment screens on the seat backs, with opportunities to explore all the hotspots that highlighted cabin features
and celebrity influencers. The final step in the journey provided users information about Virgin America flight destinations, reservation booking, social share and

instagram integration.


http://experiencevirginamerica.com/

TOOL OF NORTH AMERICA -
EXPERIENCE VIRGIN AMERICA WEBSITE PROJECT /
WIREFRAMES SAMPLES

e T T o A ¥ A 1 A1 Virgin Amarica Website

WIREFRAME HIGHLIGHTS

Experience kicks off inside of the Virgin America home site, directs user to load screen with map, which transports the user to path video which travels through seat

back transition. Hotspots, as noted in purple, emerge on video that allows the user to display “Cabin Feature” and “Game Changer”” on click. Screens include Virgin
America,curated tweets that load dynamically.


http://experiencevirginamerica.com/

TOOL OF NORTH AMERICA -
EXPERIENCE VIRGIN AMERICA WEBSITE PROJECT /
WIREFRAMES SAMPLES
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WIREFRAME HIGHLIGHTS

Screens show “Cabin Feature” and “Game Changer”” screens, which emphasize simplicity and focus on taking the journey through the cabin of the plane. Third screen
on this page shows the view for “Other Game Changers” , celebrities that could not attend live shoot, but who client would like to include in final live website.


http://experiencevirginamerica.com/

TOOL OF NORTH AMERICA -
EXPERIENCE VIRGIN AMERICA WEBSITE PROJECT /
WIREFRAMES SAMPLES

| HTML Version - No Flash Page

WIREFRAME HIGHLIGHTS

Journey through plane resolves to flight path option map, hotspot counter to gamify the experience and social share options. Additional screens on this page map out fall back
options: Prompt for user to update Adobe Flash player, HTML fallback for tablet devices and mobile view.


http://experiencevirginamerica.com/

THANK YOU.



