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Hello, Stranger!

I am very excited to share my work with you. I've worked on many
different design projects over the years. In this portfolio, you will
find projects which are mainly focused on user experience and

interface design.
My aim is to give a general overview of my skills and experience, if
you are interested, | would be happy to discuss the details of my

approach and processes via video call.

So if that's the case, you will find my contact details at the bottom

of this document. Let’s get in touch!

”



PRODUCT
SETTINGS

TIQETS | 2021

THE PROJECT Design a section in the Self Service Portal
(SSP) where suppliers could add/edit their

Product settings;
ROLE UI/UX designer

TASKS _collect requirements;
_design the layout;
_suggest copy;
_refine the proposal;

_support developers with implementation;

Tiqets ERETS

/h\ Home

E Reports
Sales
Visits
Redemption logs
Redeemed orders

Demographics

@- Management

Your products

Pricing schedules
Capacity management
Sales calendar

Booking Engine settings

Redeem orders
E Guest list

ﬁ Invoices
Financial details

Invoices overview

& Back to Your products

Product settings

Add more information about your product so that visitors can book
tickets with confidence. All fields are optional

Skip the line Entrance to the Eiffel Tower v

Time settings

Arrival time
What is the recommended arrival time to ensure your visitors have enough
time to get ready for the experience (e.qg. find the cloakroom or their seats,
meet the guide, etc.)

Select hours v Select minutes v
Last admission window
What is the latest timeframe in which visitors can enter your attraction and
still enjoy a full experience before closing?

Select hours v Select minutes v
Duration
How long is your experience from start to finish?

Select hours v Select minutes v
Starting time

At what time does your activity start?

Select v

Language settings

Live guide
Available languages for the live guide.

@ Add language
Audio guide
Available languages for the audio guide.

@ Add language

Other settings

Maximum group size
What is the maximum number of participants per group?

Go back

@ Help

@ simona Piftor v



The Challenge
The goal of the task was to design a section in the SSP where

suppliers would be able to add Key details about the products

The Process

The initial requirements for the feature were mostly mirroring the

Live guide languages

setup of our internal system. During the discussions with different
Select languages

departments, we decided on the final list of features that we would

Afrikaans German Polish
want to make available for the users. hrabic reek Portuguese
Basque Hebrew Romanian
Brazilian Portuguese Hindi Russian
The next step was to design the interface. At this point, | was Breton Hungarian Scattish Gaslio
. . . . Bulgarian Icelandic Serbian
following our design guidelines and used components from the Ul .
Cantonese Indonesian Slovak
| | b ra ry. Catalan Irish Slovenian
Chinese Italian Spanish
Croatian Japanese Swedish
However, there was one component - the language selector - which Czech Korean Thai
we didn't have in the library yet, but which was needed. Having a penh e s
Dutch Lithuanian Ukrainian
long dropdown where user has to scroll endlessly to select a Engish Malay Vietnamese
language was not an option. Estoman Meltese yetsh
Finnish Mandarin Zulu
French Norwegian
After researching some competitors | clarified the requirements for Galician Persian
our language selector
- must have a list of languages that are actually used by our 0 back

suppliers and not the full list of 150+ languages;

- ideally, all available languages should be visible without the user
having to scroll or type;

- user must be able to select multiple languages in one go;

- it must be easv to deselect one or multiple languages at once:




WL Affiliate @ Help @ Eleonora Smiths v

Dashboard
°
AFFILIATE PORTAI Product discovery
Discover Tigets destinations, products, venues and deals. Compare products by price, ratings or commission and choose
UEHELE the right ones to promote to your customers.
DISCOVERY
Product sales General My products Pricing deals
I E A I U I z E Order details
Search = Italy

Product discovery Q

TIQETS | 2020
Get Ticket Estimated

Link generator updates Product name Rating (#) price  Commission

Most popularontop v/

Discovery widget
. Pompeii, Italy
THE P ROJ ECT New feature for the Affiliate Portal T u Boboli Gardens: Skip The Line 45/5 (678) €37.00 €4.10 v
Booking link generator Pompeii, Italy
. Nai prodiicts * . Pompeii: Skip The Line + Bus Roundtrip from 43/5 (5277) €124.50 €23.00 v
ROLE UI/UX designer i
Brand kit
O oompei, italy
e At Castel SantAngelo: Skip The Line 4715 (1312) €29.00 €6.50 v
TASKS _research of the affiliate market;
Ml 47/5 (1312) €13.00 €3.00 v
. P The Duomo di Milano, Rooftop & Museum . . .
_competltors anaIyS|s,
i H . @  Rome, ltaly PACKAGE
_l nterviews; | Best of Rome: Rome pass 48h 4.6/5 (452) €82.00 €7.30 v
user journey,;
- Pompeii, Italy EXHIBITION 45/5 (678 €68.00 €12.00
. . . Medici Chapels: Skip The Line 575 (678) : 12 v
_Interaction deS|gn,
Rome, Italy
* Vatican Museums & Sistine Chapel: Skip The 4.4/5 (2363) €128.90 €12.60 v
Line
Rome, ltaly €25.00 €4.50
Palazzo Pitti & Palatine Gallery: Skip The Line 42/5 (812 2000 50 v

© 2021 Tigets




Tiqets EXIEA

BS Dashboard

The Challenge

The goal of the project was to find out what are the needs of the Web trafc

Traffic performance

ﬁ Reports

affiliates and how we could support them better so they would be

Product sales

able to sell more. Order detalls

Q_ Product discovery

The Process W, Teais

Link generator

| started with research to understand the basics. The scope of the

Discovery widget

initial research:

Availability widget

_ affiliate marketing basics; Booking ink generater
u New products

_ affiliate marketing in the travel industry; P——

_ competitor product analysis; 21 Sitebrand settings

_interviews with the teams working directly with the affiliates;

_interviews with current affiliate partners;

During the initial research, | found out that one of the most
important stages is discovery. Affiliates are our business partners,
but we were not offering any tools to help them find the right

products and make informed decisions on what to sell.

We decided to solve this issue by building a Product Discovery
feature where users could search the products, discover different
locations and choose products based on their ratings, prices,

characteristics, availability or commission rate.

After defining the project scope | started iterating with the designs
and prepared the prototypes.

@ Help @ Eleonora Smiths v

Product discovery

Discover Tigets destinations, products, venues and deals. Compare products by price, ratings or commission and choose
the right ones to promote to your customers.

General My products Pricing deals
Search = Italy
Q Most popularontop v/

Get Ticket Estimated

updates Product name Rating (#) price  Commission
Compel taly 45/5 (678 €37.00 €410
Boboli Gardens: Skip The Line 575 (678) . 1 v
Pompeii, Italy

* . Pompeii: Skip The Line + Bus Roundtrip from 43/5 (5277) €124.50 €23.00 v
Rome
Rome aly 4775 (1312 €29.00 €6.50
Castel Sant'Angelo: Skip The Line /5 (1312) . A

Category Kids friendly

Entertainment Yes

Audio guide Wheelchair accessibility

Spanish, Russian, English Yes

Promo label Availability status

Sells out fast Temporarily unavailable

Expected reopening: 20th April 2022
([ Product page —+ Add to link generator —+ Add to availability widget

AT 47/5 (1312 €13.00 €.00
The Duomo di Milano, Rooftop & Museum 715 (1312) 13. - v
Rome, Italy PACKAGE 4 5 (452 €82.00 €730
Best of Rome: Rome pass 48h 6/5 (452) . ) v
Pompeii, Italy EXHIBITION 45/5 (678 €68.00 €12.00
Medici Chapels: Skip The Line 575 (678) . 2 v
Rome, Italy

) ¢ | Vatican Museums & Sistine Chapel: Skip The 4.4/5 (2363) €128.90 €12.60 v

i Line

Rome, Italy €25.00 €4.50
Palazzo Pitti & Palatine Gallery: Skip The Line 42/5 (812 €29.00 €350 v

© 2021 Tigets



PERSONAL
ACCIDENT
INSURANCE

PSA GROUPE | 2019

UX/UI for an insurance product

THE PROJECT

ROLE Ul/UX designer

TASKS _competitors UX analysis;

_user stories, scenarios, flows;

_wireframes;

_hi-low fidelity wireframes (mobile & desktop);

_final assets for developers;

We give you real price.
Not a quote.

4 to fill in some informat

Select prefered starting date of the policy

When are you born?

This insurance is for whom?

We did our maths.
Now you choose.

soscription plans for 2 adults and 1 child.

Select term of the Insurance
( 11 STARTER

17€

How would you wish to pay? Monthly

{—W ¥

1 want to add more people

2veas S vEaRs

COMFORT

26€

Monthly
v Wi
V' Wime something

Ei

PREMIUM

46€

Monthly

Accidents won't T? 7
stop your life.

. Trust message

o Trust messags
Lorem ipsum Lorem ipsum

Get a price!

Starting date of the insurance

13/04/2019 ~

| want to insure

~ adults (18-64 years)

17€

Need more
information?

ot 26€
| mecrnn |

P4

Not sure? Sav

e for later!

%6nd 10 your parner,

e 43€



The Challenge
PSA Groupe wanted to update their online products by reviewing

and improving the user experience.

Many reports prove that insurance companies do not have the best
reputation since customers find their products complicated, pricing
options are often confusing, tricky terms and conditions etc. The
online experience is also no better - people complain that they are
being asked too many questions, it takes a lot just to get the price

quote, they cannot finish their purchase online etc.

Our goal was to shift users perception of insurance by building a

product which main focus would be to guide the user.

When buying insurance face to face the consultant can make a
huge difference. To replicate this experience online is a great

challenge on its own especially when the brand name is unknown in

the market.

PSA
Your
detalls

We take insurance seriously.
So should you.

Tip!

Let's confirm that you
are eligable
@

©
©

n

PSA

We did our maths.
Now you choose.

Customne

Select term of the insurance

How would you wish to pay?

| want to insure more people

Your personalised
insurance plans

2 adults and 1 child. L

STARTER

17€

sune 17€

COMFORT

26€

contor: 26€

PREMIUM

43€

premin 43€




The Process

I've started with the market research, competitors and industry
analysis. Here are some of the first insights on how to address the
issues :

_clear value proposition and description of the product;

_friendly yet professional and human tone of voice;

_feedback, infoboxes, explanations available so that the user would
feel guided and informed,;

_simplify price quote flow;

_highlight credibility and security;

Then | updated personas, created stories, scenarios and main user
flow. The goal was to disrupt the usual price quotation flow: first,
give us all the personal info, then we will show the price. Since the
brand name is unknown, | wanted to push for a “free quote” to use
it as a chance to gain some trust from the user and also to introduce
the product. We ask for very basic info and give the quote. At this

point not even asking for their email.

After finishing the user flow, | moved to the sketching stage. Very
first wireframes were made by hand just to visualise the concept
and test the flow. Once the concept was approved, | started with low
fidelity wireframes. Repeated the process and then finished with

high fidelity prototypes.

© Q-

We take insurance seriously.
So should you.

Furtt

be able

EI
5

First things first.
Let's confirm that you are eligable

® Something
CONFIRMED
Tip! Before you begin we advice to have
these documents ready:

¥ o 0cocument
' Credi card for payment

What is your full name?

When is your birthdate?
What is your gender?

Enter your ID number

What |s yﬁt{fft\fne number?

What is your address?

Please enter full name



HOSTYFY APP

Personal | 2018
THE PROJECT

ROLE

LINKS

Mobile application

Ul/UX designer

Check Ul case study

Check UX case study

Hostify

Welcome to
our hotel!

Q{?{\\?{?Q

A

With HostifyApp you can order
room services, book a massage

and much more




PERFORMANCE
APP

NAMBAYA | 2019
THE PROJECT Mobile & Desktop app prototype
ROLE Ul/UX designer

TASKS _conceptualise the idea
_competitors analysis
_sketches
_lo/hi fidelity wireframes

_visual style

/ /7
125% 36% 49%

GO OFFLINE

IN 90MIN

We recommend you switch off the
screens at 22:45

24H TO RECHARGE
Great workout! Take time to recover
Next recommended activity at

18.30 /10 JAN

RUNNING

TUE

) 156 231

TAKE MEDICATION

SCHEDULE APOINTMENT

Dr. John Smith
Regular dental

C
©

check up

oy

MID

G

QUANTITY & QUALITY

#




The Challenge

| was given a task to design mobile & desktop
mockups for a premium performance app. The goal
of the app is to help high-level business people to
boost their performance by monitoring their health
habits also providing professional support and
coaching.

Following the requirements from Nambaya, | did a
competitors research, sketched the structure of the
application, prioritised the list of features, researched

branding style and prepared lo-hi fidelity prototypes.

The Process

| started with the competitor analysis of similar health
and fitness products. Then | made the structure and
information architecture of the application after
which | moved to the sketching phase. Many hand-
drawn wireframes, collecting the feedback and
moving on to low fidelity wireframes on SketchApp. At
this point, the structure was almost final and | started
researching ideas for the visual appearance of the
app. The requirement for the Ul was to design an app

which would be between Gyroscope and Porsche.

© BLOOD GLUCOSE
© CHOLESTEROL

© PROTEIN

23 August 2019

62kg

42

SURE

120/80

LEUCOCYTES

ERITROCYTES

172cm

22

22

Paula ‘ Q

paula@email.com i\

S0 EMERGENCY PASS @&®
MEDICATION

VACCINATION screous

MEDICAL HISTORY

3@ ©




THE
SOMO
PROJECT

Pro bono | 2019

THE PROJECT Update branding, website

and e-shop

ROLE Ul/UX designer

TASKS

_conceptualise the idea
_competitors analysis
_sketches

_lo/hi fidelity wireframes
_visual style

LINKS Go to the site

BEFORE

B T I T L

e
e |

]

T SOMBROYECT ||

£MPOWERIN GLEATN

MOSTUN M&ﬂg

SOMO IS THE LOOT OF A SWARILL WOD MEANING 10 LEAIN

OV NER T

e & 5 4 b

MENTORSHP MARKET ACCESS

OUR INPACT

Customers
Served

Businesses
launched

BECOME A
MENTOR

140K 204

Happy Jobs
customers created

BECOME A

FELLOW

We are open for volunteers
with Idess and enthusiasm
from all over the world

THE OPPORTUNITY

OUR MISSION &
VISION

SOMO identifies, trains, flndls nd MENLors ENYEprONOUrS
looking 10 drive socil change by bulking enterprises in
their own low-income urban communities. We invest in
social entreprencurs and provide the training and tools to
help them buikd enterprises that change their communities
from within. By investing in the right people, we help bresk
the cycle of poverty and help bring long-term stability 1o
urban shum areas.

1billon people Ive In poverty.

N
sr uurﬂ’auﬂ’nveo ARE~§

BECOME AN

ENTREPRENEUR

We believe in your talent
and ideas, let's get together
o make theem work




¢
THERE IS THERE IS THERE IS THERE IS THERE IS

LWAYS ALWAYSA [l ALWAYS A LWAYS LWAYS
ww " A A A R

The Challenge WA

This was a pro bono project I've been working on

together with the SOMO team. The task was to
update their branding, website and the e-shop. 02 Guidelines for posts

01 Background - five color options

| started with analysing their current page, their and _

their website visitors needs. There was a lot of

02 Headline - Edu font & two color options

information on their site, but it was lacking structure, -

guidance and visual consistency.
03 Text - Proxima Nova in white

™
xima Nova white text aoct m

Then | wrote down some insights and guidelines: 04 Graphic element in dark biue

_Branding should get an update, not a remake.

Should hthe | (44 Empowering greatness
ould not touch the fogo. in the world's most
_Keep the ‘handmade’ elements like fonts and photo . , underserved areas.
frames. 36 oK 174
_Keep the vivid colours. They give friendly and lounched . comomers  crested
familiar feeling since African culture is all about
. . BECOME A BECOME A BECOME AN
blooming, bright, saturated colours. PARTNER MENTOR ENTREPRENEUR
_Avoid sharp, super-high quality, staged images. More
personal, real-life photos. No Unsplash. The Somo project

_Make it simple and easy to maintain branding in the
future.
_Adjust the content to maximise the loading speed of

the site.



OUR OUR OUR OUR OUR
MISSION MISSION MISSION MISSION MISSION

YES!

The Process
After talking with the SOMO team and doing my own

/

research | came up with some solutions: OUR
MISSION
Nom
_ Huge part of the non-profit organisation’s success
.
depends on trust. The work they have already done is /

the best representation that they are serious and

make things happen, therefore trustworthy. So |

Mind the space between the lines. It
should be close to each other.

EDUFONT .. [N SOMETIMES
LLOW

moved this info on the header.

Th iff isi i he site:
_There are different visitors coming to the site HEADLINE ARE Y HEADLINES
aspiring entrepreneurs, supporters, investors, ARE RED
mentors. In the previous version, it was hard to EDU FONT NoT

understand what the site is for and where should one HEADLINE

look for information. The users coming to the site

also don't always know how they can contribute, so |
Recommended

found it important to present the options at the very

beginning.

_Non-profit organisations operate with the help of

investors, supporters, partners etc. Also, they are

taking small donations from the people who want to

contribute and support their work. In the old site,

there was a possibility to do so, but it was very much Could be used as a creative logo plaf?:.:!?:;;
v -'.'\1- od "
hidden and | felt that they are missing a lot in here o,
and wanted to highlight this button with a different

colour and putting it in a very visible spot.

Top center placement of the logo
should be avoided



QOT APP

TIGNUM | 2017 www.qot.io

QOT* is a data-driven, iOS application for business
professionals.

| was highly involved in creating user interface and
experience as well as designing other brand material.

Our biggest challenges throughout the process were
to maintain exceptional visual design and create

delightful and meaningful experiences.

My tasks:

__Creating site maps;

__affinity maps;

__user flows and journeys; Ea N

__consultations on UX writing;

__wireframes;

__user interface design; n BB [ q ing 3
g

__high fidelity prototypes on Invision and Flinto; EEEEREE I " b1 | g - R2E3=EN

__preparation and execution of usability testing; e O NEEREE §E NEEEEE OO NEEE |||
__heuristic evaluation; -2

_ collaboration with developers;

an

LI | ]
m
|l

N

m o
.
=

* subject of NDA



CONTENT MANAGEMENT
SYSTEM

TIGNUM | 2017

At TIGNUM | was also responsible for improving the
design and user experience of the administration
panel*.

The task was to find usability issues and provide
smart solutions for them as well as to solve already
known user experience problems.

My tasks:

__update and create new style guidelines;
__user interface design;

__interaction design;

__solutions for improving UX;
__collaboration with developers;

* subject of NDA

TIGNUM

Europe us
General
Industries

QOT locations

-

Gender / age

30%

468

9%

L

User types

Tignum events

2017 v

August v

QOT usage

-

W FPrepare

74% o

Top strategies

Markt ng TP

Content reach

82% v

Top strategie

1. Burning Desir

QOT permissions




HEALTHCARE
SOFTWARE

GUUEY | 2016 WWW.Mmosaic-care.com

‘MOSAIC is a modular healthcare system for adult

care home management that is aiming to digitalise
the daily paperwork and provide better quality care
for the customers. L,/ NameSumame

Medication Outline

| joined this project as a Ul designer and my main
task was to create responsive interfaces following
Material Design guidelines.

My tasks:
__interface design;
__interaction design;
__responsive design;

__illustrations;

__iconography;

_ collaboration with developers; ' ‘ﬂl e e e
I & Nigm [




Ul library

=

1

Ul library

s A sewcr swrome B 2000 (] -

' ) Jay Reynolds

[ ViewReport -
ciea@e- =9 .
LS A
TODAY = e AL .
R =]
LOG IN DATE - - | —

Q
0

Roboto (Google Font)

Heading 1 1px fium$S
Heading 2
LOG IN
HEALTH 54% Moop 67% )
Phaselius id hendrent magna. non Donec id sagittis uma, ut pharetra
tincidunt ante Fusce pulvinar erat lacus Mauris sagitis pretum ot - -
Quis maunmus sodales Pellentesque mperdiet Nulla mperdiet neque dul, B -
semper sem in efficitur lacreet non Moncus Purus consectetur in 03 yraphy -
Vestdulum non tincidunt Mauns, non Morbi Uftrices arcu eu massa hd
ormare keo Nulla omare elit Gaam efficitur blandt Mauns gravida
s vl e e e e e oot . . xEx
finibus effcitur sem, eget sagtts. runc vehcula, vanus metus vel = - - & |
cursus sugue. Cras quis lectus a - @ a
Pretum, CONSEQuat enim vitae. mollis .
) ? t leo. Ut hendrerit hendrerit enim eu ~ = a ]
REGISTER Edit medication oncws . . P |
. o - - § 07.Cards, tal ) box
o ] s -]
Medioes Pesque hendrent vekt risus Donec kectus non 04, Butt
" Type in your information leo Isoreet mattis Vestibubsm ante psum
beecholme.co.uk Posuere cubdia Curse:
Select - Set the dosage Pretrum psum Morb: eget vanius massa ===n ]
Blum vel, finibus ac risus. Nunc diam diam, . -
| ophiad | mnen} b a o
Type in your information Kccumsan lacus porta. Nulla facilisi. Nunc .
honcus, dul metus utncres lacus, consequat 05. m e e
s erat non quam bibendum, quis ultricies _
54 vel varus
elect frequency MESSAGE
— -
[omens | [oveene ) O T B et optn
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GUUEY COWORKING
BRANDING & WEBSITE

GUUEY | 2016 www.coworking.guuey.com

At GUUEY agency | was working on the redesign of
GUUEY Coworking brand and website.

The task was to update the current brand guidelines,
design a website and other promotional material.

As the coworking space was new and not known in
the area our aim was to create a brand which would
give a warm, welcoming and friendly feeling.

My tasks:
__wireframes;
__web design;
__iconography;
__ HTML/CSS;

Other branding elements

W " Wishes
won't wash
dishes!

Looking fora
‘ , #coworking
#freelancer? : space

w= . Areyoua
. \a

in #Berlin?

Are you a X
#freelancer? Or a fresh

#startup”?

. Areyoua “g\ Looking fora
- #freelancer?im, " 4 oworking

-/ Looking for a

tooweing Welcome to l 4 S
space : L /i ‘ in #Berlin?
-~ GUUEYCOWORKING! / ~<adimy/

Oraireshy .. ,
O Pstartupy 7 C
» Y

Welcome to

But first,

Anger fueled coffee.
by hunger.




GUUEY AGENCY
WEBSITE

GUUEY | 2016 www.guuey.com

At GUUEY | was also working on branding and
website design of the agency. The aim was to create a
playful, but trustworthy logo design which would
convey a message about our focus on delightful
design and user experience.

The task for the website design was to create simple
yet functional site which could well represent our
approach, team and our work.

My tasks:

__logo design;

__branding;

__web design;
__development HTML/CSS;

#|GUUEY

Start Experiencing.

WELCOME TO GUUEY




Thank, /&w’

Hey, thanks for checking my portfolio. If you found it interesting and
would like to know more please feel free to contact me via email

zivile.ma3@gmail.com

WWWw.zivilema.com



