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SKILLS

| have a multidisciplinary skill set that integrates
creative problem solving, story telling, and
behavioral psychology. |En a critical thinker who
can create designs balanced among customer
needs, business constraints, and technological
realities.

At its heart, my design process relies on a
lifelong study of people and understanding
what makes them behave as they do. This is the

core User Experience design skill | possess.
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My Design SKills Darren

About Me & 2019 Portfolio Davenport
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MY PROCESS

1 Learn. Gain knowledge of users context,
- technologies, conduct interviews, lead studies, and
- research competitive products. 2 Excavate.
Uncover materials that will aid development of the
design: content strategy and inventories, business
- rules and cases. 3 Integrate. Create user profiles,
- task flows, user journeys, emotion maps, mental
~ maps, scenarios, and behavioral analysis.

Design
Thinking

4 Envision. Brainstorm, evaluate, test, and select

wireframe concepts to paper prototype for further

~ development. 5 Design. Create, test and evolve
the concept wireframes into a full design solution.

- 6 Refine. Evaluate design solution with

~ stakeholders to obtain feedback and conduct more
usability testing on interactive prototypes.

7 Deliver. Complete design with build
.~ specifications, run sprints, monitor project and
- produce launch candidate. 8 Evolve. Collect
- feedback, generate new experiments, test new
ideas, maintain and update the user experience
accordingly.

Finding Insights Darren
Design Process é 2019 Portfolio Davenport
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I Craties

MY PROCESS - Continued

Darren@D3Creatives.com

The goal of my User Experience design process is to find the insights, the
patterns, and the nuances of behavior and design decisions that arenHE
always evident in requirements document, specifications or wireframes.

| accomplish this by utilizing a goal directed design methodology to:

1. understand the business reality, setting, needs, and revenue model.

2. discover the customerE needs, motivations and what they desire.

3. develop a digital solution tailored to both the customers and the
business.

My design process ensures the exploration of the user behavior, design
problems, and usefulness of a product which ultimately leads to the
artifacts found in the following pages of this document. This process is
not locked into any software tools-of-the-trade (which | easily learn) as
they often change with technological advances. Therefore, | will not
comment on the tools used to make the artifacts in this portfolio.

At its heart, my process relies on my lifelong study of people and desire
to understand what makes them behave as they do. The artifacts
presented in my portfolio are one of two things: either an artifact to
communicate or crystallize hours, days, or weeks of research and study or
a finished product.

Much of my strategy work is confidential and protected by intellectual
property and non-disclosure agreements. But the sample representations
found here demonstrate how | work and what | produce. Hopefully they
will convince you and your company to consider me for your team.

Goal Directed Design

Design Process € 2019 Portfolio
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Artifacts represented in this portfolioG

CASE STUDY

1. Connecting Point NW
2. Russell Investments
3. Additional Artifacts

TYPES OF DESIGN
ARTIFACTS SHOWN

Personas

Empathy Maps

User Journey Maps
Scenario Maps
Behavior Maps

Paper Prototypes
Wireframes & Sketches
Mobile Wireframes
High Fidelity Mockups
Interaction Designs

Ul Specifications
Redline Specifications
Content Strategy
Content Flows
Navigation Design
Competitive Research
Process / Task Flows
Production Timelines

Darren
Davenport
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Date: IN PROCESS & Release Date est. Early 2019
Platform: Desktop, iPad, and Smartphone

CHALLENGE

Develop an end-to-end client experience to support
_ » | i ROYSFROM EThe Boys From The Projects (book) and drive sales
The Boys From The Projects . - | THEPROEE from social media thru the Amazon portal. This is the

Lorem ipsum dolor sit amet, consectetur adipiscing e 7 o : ‘ clients first fo ray into self p ublishi ng.
elit. Nam vel mi a turpis ve /n : : ~ 2
urna, Donec a urna aliquam, v

vehicula mauris eu psum lacinia, v
tincidunt. Integer a tincidunt nisl, sit

aly ¥
ame um mauris. Nam tempor orcl urna, 3 —= E - a D D
in lacinia nis! porttitor ut = (=2 | Y W H T I I

» : | /

N

S T S - Designed brand identity

e - Stakeholder interviews

- Established key audiences

- Conducted competitive research

- Created personas, scenarios & user journeys
- Developed empathy maps and mood boards
- Content strategy & visual design

- Created wireframes: Sketch thru high fidelity
- Spearheaded customer experience design

- Developed low-fidelity wireframe prototypes
- Gorilla usability testing

- Graphic design for all marketing materials

- Developed SEO taxonomy

- Created social media presence.

(Facebook, Instagram, Pinterest)

1 - CP BOO k EXp erience Project artifacts Copyright Connecting Point Northwest 2019 Darren
Case Study € Connecting Point NW Used by permission. Davenport
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SETTING, GOALS, AND OBJECTIVE

SITE URL: TheBoysFromTheProjects.com

SOCIAL URL: https://www.facebook.com/theboysfromtheprojects
Instagram TBD i Post launch
Pinterest TBD i Post launch

AMAZON URL: TBD i Post launch
OWNER: Connecting Point Northwest

WHAT IS ETHE BOYS FROM THE PROJECTSe?

fiThe Boys From The Projectso is a new book by author Ronald Thompson. His
book is due to launch in the early winter of 2019.

WHAT ARE THE GOALS OF THE CLIENT EXPERIENCE?

This is an end-to-end experience design to promote the book and drive sales
from social media and contacts thru the Amazon portal.

WHO ARE THE CUSTOMERS?

Primary audience: Men and Women who are avid readers of historical nonfiction
Secondary audience: Occasional readers who like to read fiover-comero stories

_ : ; The UX strategy includes the why, what, how, and who of a project, these details
1 PrOj e_Ct OVQFVI e\_N provide its structure and demonstrate its progress and evolution. First, | identify
Case Study € Connecting Point NW business goals; then | identify usability goals to develop the UX vision and strategy

Page 6 of 32

Darren
Davenport
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ELISABETH Customer Journey Map
‘| have to prioritize reading and then
carve out as much time as | can. Awareness Research Conversion Recommends
AGE: 34 10 40 To find-a good read Read trusted
GENDER: Female Reader that is uplifting and reviaws lo sea if the ﬁ“magf 28, baoc g‘x:l:g';zﬁl
SCHOOL: Cuallege 3+ yrs Goal ina historical book Is worth my el cthacs Ll dood
LOCATION:  Major Metro selting limited time to read. R g
\ y READS: 20+ Books Yr
\ ol
Y 4 TYPE: Books & E-books Author Highlight the “feel Make sure lo Ensure the support Ask readers 1o
' | ARCHETYPE: Loves!lo good’ humor of highlight honest high of a-reader, book submil reviaws of
\ ) Read Goal s group of boys quality reviews. and other formats. he book.
R TARGET: Primary
= -~ Audience .vune.  Touch Point Map
‘_, —7 2 Friends pryrdend D
- o rock . . | Waed af
2 ' i 86 N0t MOoUgh: | do the best | can for my and e referens 1 l':’t:\l":
I y v ) tamily and caroer Fam“y . a4 : '
g eehﬂv’% | |
'
| 508 more 1 hoar my tamity - - ! :
opportunites z 7 . |
tp grow Elisabeth‘s 3’ ;::ng for.y soc'a' - A:l: hubr;d: : : Facohoak
S £ Media s on ulo-_-wo . | { | asvrrrrrererirerrrerrrerers e a0 mention =
{ 800 limited feellngs & 2 | hoar about what : ‘:'n‘::.:?;d" : ' | i inaraction
3 my friends are 23% 3 :
N & dong on Facebook - ! Primary sites : U3 "Ordlers are taken
- & bicgs Book Site | foe purchase & \ 4 processed bl / hr—aioroi i
‘ Amazor; prosnotion | : shippod from Amazon | Post sale
\ stars and
 Work siress § don't want SR 10 thd =R iy h Yy e 'o- S () M ——— ozt
« Balancing my needs with Rond Rt pliasiiy ol just H 3
what | have 10 do averyday B A : ~ R A :._'.'.'._'_.'.'.;.'.;,;.:."',o T o |
: Google, 3 esbad | Roads raviws |
i 2 arty sites ook siles o Goodredi Gacdads
Touch points Key Motivators pasty L orGaogle - aomaroor | s 7| Bt
* Facebook page  Needs lo escape
P Al * Needs to laug b segrvant &5 77% el
ook stores oy -
* Golobookpage e Likes the topic il
« Purchase online » Needs a good read
« Write a review Legend @ Crical Interaction Q@ == pann Secondary Path ©

Organic Path

1 - Scen ari 0 / Jou rney The easiest way to understand behavior is z‘hro_ugh scenarios, /denz‘nj//n_g ausers goals Darren
_ : ) and needs helps me understand how a user will Elowe thru the experience. This user Davenport
Case Study € Connecting Point NW 5rney highlights the touch points necessary to purchase the book and leave a review. P
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ELISABETH: A BUSY MOTHER & CAREER WOMAN

READING GOALS WHEN DO | READ? WHAT FORMAT DO | USE?
¢ | read for pleasure & fo retax. * In the morning while commuting | prefer 1o read a “real” physical book when |
am relaxing and reading for enjoyment.
* Never-ending desire to educate myself * While waiting for appomtments
To (hat purpose | try to read widely. If I'm making time to read | will use an e-reader
* While my partnar is watching 7.V like my tatiet or kingse

+ | read to learn. Not just new words and new
appications of them, but to learn of the world = |n bed just before | Isll asleep
around me. WHERE DO | PURCHASE BOOKS?
* On a lazy weekend

« ONLINEANTERNET 73% Likely
SR READ HOW DO | PICK WHAT TO READ? « BOOKSTORES 48% Likely
2 E ¥ + SUBJECT MATTER IS FIRST 90% « ONLINE BOOK CLUBS 21% Likely
/'/ \ o A, . ol plesare . . + LIBRARY 17% Likel
/ /e in féflﬂ&t 10[1 3 g ; AUTHOR 1§ SECOND B7% y
Here is the thmg Imakeita =
[f ; n Brel i WHEN SELLING A BOOK NEVER
|/ PRIORITY. | thoroughly enjoy ,1’ elaxi 2 earmng
Xl . I taces t‘l 65 + BOOK STORE RECOMMENDATION 44%
\ reading. | have seen the benefits § knowl =read S ricw Overcomplicate the process
\ reading brings to my life " () rcadmgthg 55 % e i Exsgerste claks ot s ooks
& popularity
')' B SOLIAL MEDIA INFLUENCES
\.\ AGE. 34 1o 40 ) Spam me with tons of gimmics or ads
\ \ ‘ GENDER: Female “Time doem‘l.jus' magically appear. | : i Sell my emall address or information 1o
. \ L\ otkeATow 548 e have to prioritize reading and then carve | = Meda ard parties

out as much time as | can.”
\' LOCATION;  Major Metropolitan

BEHAVIOR  Reads 20+ Books Year
\ \~ TYPE: Books & E-books
A\ ARCHETYPE' Loves to Read

\ TARGET: Primary Audience NEADING & INFLUENGE amazon
_ . N

P GENRES™ Fiction, Hist Fiction, Blo, Fantasy
E-READER ur TABLET: Yes
PURCHASE: Online mostly
READS BLOGS: Yes

* Amazon » read reviews (prefer goodreads)

1 - Persona #1 / use a persona to represent a cluster of people who exhibit similar behavioral Darren
~ ) ) patterns in their purchasing decisions, demographics, use of technology or products, Davenport
Case Study € Connecting Point NW customer service preferences, lifestyle choices, and so forth. P
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| do the best | can for my family

I work very hard | epioy my career

| see friends and | feel responsible for my | invest in those |
family amily and hom Love

| hear about popular
T.V. shows at work

| see lots of things to do

| hear my family asking
for my time

| see a professional office

| see limited time each day | hear about issues at work

| hear of social issues and
problems in the media yooreads |

-—.—muu

| see great opportunites to grow

| see a family that needs me | hear about what my  amazon

friends are dong on
Facebook & blogs

| see chores to do ﬂfl ‘

at home

P

“wio

* Too much to do each day ake more time to reac
* Work causes stress | don't want
» Balancing my needs with what | have to do

1 - Em P at hy M ap / create my personas and empathy maps from observations, UX research and Darren
i ) ) stakeholder interviews. | always include social and demographic characteristics, Davenport
Case Study € Connecting Point NW values, needs, desires, goals, habits, expertise, cultural background and motivations. P
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1 - Sketches A paper prototype that is sketchy and incomplete, usually in order to quickly produce Darren
dv & . . and test broad concepts. This allows me to sketch out possible solutions to test at an Davenoort
Case Study € Connecting POINtNW' o) qtage of ideation based on the interviews and resulting personas P
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Read a preview chapter

Wha! Oty Readors e Sayeg

Justt el your wrresd |n this box
bedow and chick the “G=t
Praview’ butian to have 5 POF
yeesian of i chgitar sshit 1o your

7
)

inbyox today,

)
|
D

Forow The Bop Jourwy Out OF The Pames

About the Author

et
e e
Terw e e w0
— - Sy S .

Follow The Boys Joumey Out Of The Projects

SR SR

Cogry weln i hw

YOUR BOOK
CINER WIRE

1 - LO / F| W| refr ames ! build Lo-Fi wireframe prototypes as the first step in creating screens; | also use Darren
- . : them for user testing and as a reference point for functional specifications while Davenport
Case Study & Connecting Point NW serving to communicate the functionality | am going to build with stakeholders. P



%M User Experience Design Portfolio Page 12 of 32

— published January 2019 by Darren Davenport - Darren@D3Creatives.com

On click: An inlay is spawned via JS to
expose an enlry form as we have latar on.
These forms utlize the same submission
routine

9 On click: Several actions happen, Only
one of them is visible 10 the user and
changes the Interface.

2i
A. The emall address Is sent 10
the DB and logged for later.

B. The emall system Is triggerad
to send an email with a link
le the “Sample Chapler”
socument.

C. Aninlay I5 spawned replacing the
form with a message from Ron.
GOAL: Show that the author is
one of the characters in the
book. This is to make the
connection with the story mors
“personable.”

e On click: The inlay is dosed thus restoring
the siate of the interfacs to the original
slate, The button for the sample chapter
will be gray as It has been used.

On chick: This links to an external page
and opens a new browser window for

v AMAZON. This link will pre-fill submission
Just eamat your s in the box and add the product to the order.

Dok and cick ihie "Get ' 4

Preview" buton @ heve & POF 4i

warsion of i chaplar samit 1o yous :

obox todéy; (™  Thank you for your interest in our story. B DHAIR Suoms foy OIS Svtee)

o fo- Irnpez:uhlndnnzi&zr;fz?mwwﬂkm
A oo e it AT o ” L 920 R B, If iink for fion is selected, it
St oo will ;x:—ﬂ:r:h? el
cost option from the baok page.
; : 70 ensure that the customer experience is positive, | map our the key interactions
1 - Interaction Design P P P A Darren

i ] s for the interface. This allows me to focus on Emicro-interactionse and bring
Case Study € Connecting Point NW Edelighte to the client experience. Davenport
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The Boys From The Projects

Lo

Pupernaos Coiticn

= N
S Ao
I e enmy o4 Avatad N Lpee & Pues il > AASLL

“Duis cursus nibh nec lorem posuere sagittis. Phasellus
vitae massa porttitor, dapibus nisi a, sollicitudin nulla.”

]

*“Duis cursus nibh nec lorem posuere sagittis. Phasellus
vitae massa porttitor, dapibus nisi a, sollicitudin nulla."

I'm & Placeholder For a Youtube Video

ViNames masss (Weus rutium of joctes quis
minpos loborts Wy Quisgus ® odin wenenats
mostis massa sy, blandit lorem. In » tnoxdunt

el Maofis cONgUe 010 quss vanus
Muleauade Curabitue ubamcorper lacus ante,
O i s tuepus Wt Nulls elguam
fwanis wrem Qonec phartre

sopien vel dofor auchus. st amet placeyot
mansa soule

_ Hi ; ; : As a UX/UI designer, IEn typically responsible for creating a cohesive style guide and Darren
1 ng h Fld el Ity DESlg n ensuring that a consistent design language is utilized. | also maintain consistency in visual Davenport

Case Study € Connecting Point NW elements and produce high-quality visual designs from concept to implementation.
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_ ifi i Beyond the digital space, | also maintain a design style among visual elements that Darren
1 - Unifi ?d EXp _erl er_lce are used in social media, book covers, and marketing materials. This ensures Davenport
Case Study € Connecting Point NW consistency in the overall client experience and brand. P
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Date: January 2016
Platform: Desktop & iPad

CHALLENGE

Redesign an aging CMS driven enterprise
website without negatively impacting the
current user base while preserving credible,
trustworthy and reliable content that provides
resources for users and develops Russell&

client base.

WHAT | DID

- Stakeholder interviews

- Established key audiences

- Conducted competitive research

- Created technical & info graphic personas
- Developed empathy maps

- Content strategy & visual design

- Restructured current 1A pathing

- High-fidelity iterative design

- Developed low-fidelity prototypes
- Gorilla & formal usability testing

- Designed site manager dashboards

- Created site maintenance process flows

2 - RussellLINK Redesign Darren

Case Study é Russell Investments Davenport
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m’ Audience Overview Feb 1. 2014 - Jun 25,2014 ~

Investments

Bl Bxpet v AGE s Dawtedrt  Shonos -

Al Sessorn

- 244 Eegrard
mns ia. as
Cvorview

Dusskrs = W5 e rwes oy Dwr o W Waen

& Sadmone
ey | Do e i ey e " " V/\//\/\
N
terasy 21'4 Tl e R — [T b 2%
B aLneg Vit I New Visty
Sessons Usars Fagevirws
354 L, 195 e =
Fages/ Geesksn Avp. Session Dusation Bowrce Rane
13.10 00:08:14  _ 30.08%
Visitor Engagement Fob 1, 2014 - Jun 28,2014
tion< 10 ask of Incame Defenuve <tor ke unicallv nerform :
Lo ¢ Segror
ACCOMPLISHMENTS s oo
. . . . B Trpe  Detest = Q  wharoml
- 8% traffic increase to product pages in the first rm—
. . .. . Sesatnn Duraten 4 Lo Pape Basaion Duretios [ Fagmtem R T B )
quarter indicates a successful repositioning of -
1 558 seoonvom / * o 0usEes ) Al ™ " < 000s L)
content 7. 370 ssconde 10wt Cxores- Froperton aeg S LT 1 oMk 23 (e, 060% 600
; B R R . . 3. 3043 secorvis Our Cheria/Doers ss0c d 003 v 1 =& 3 1 aws 080% [ ]
- 4% decline in site traffic durlng the first quarter 4. 1701 seconds Mtineda s P o002A Gorw 1 24 e 0408 e
- . - . A 1537 secons | S 002%T 0 1 7 X ] ™ oS om
in time of great business uncertainty v piors , y wowh w1 " ®oaw 00C 600
- Google analytics and click tracking indicates
enhanced IA has removed one level in content path
- Low overall bounce rate & healthy average time on
site indicates no harm done to existing user base
and preservation of new visitor retention
- 27% increase in product page click thru rates
i With redible UX m rements, we all risk n /n / ntif
2 - PrOJECt Outcome thout credible UX success measurements, we all risk not being able to quantify Darren

our success. We are unable to align our efforts to an organizations business

Case Study € Russell Investments objectives and desired outcomes without genuine measurements. Davenport
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SETTING GOALS AND OBJECTIVE

SITE URL: RussellLINK.com i
SITE OWNER: Russell Investments

WHAT IS THE WEBSITE ABOUT?

RussellLINK is a corporate B2B content website showcasing products, services,
practice management and the business history as a market leader in mutual
funds with 72 years of experience managing the best actively managed mutual
funds.

WHAT ARE THE GOALS OF THE WEBSITE?

The Goal of the website is to provide credible, trustworthy and reliable content
that provides resources for financial professionals and develop Russell& client
base.

WHO ARE THE USERS OF THE SITE

Primary audience: Financial Professionals and their staff
Secondary audience: Russell sales associates

2 - PrOj ect Ove rVi ew Clear objectives are the focusing lens for use throughout the design process.
~ They spring from the client companyts overall business strategy, allowing the
Case Study & Russell Investments goals to remain on point with the strategic initiatives within the company.

Page 17 of 32

Darren

Davenport
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Stakeholder Interview Matrix

Subset: [Interview Notes for RLP Content Section
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. . G Ger Stanal Teday \ o Juurclas
Stakeholder interviews \ o=
. 0 [ \ o Lo Tyl = :
S i W [V s ot D
0
Fund Administration 15% (. Presasr Program 2‘; :"A"):{ﬂ-b? el Russeil Seles Pecgon
PCS Management 15% A Educare ord Preblent = Rer i8¢ 0. Seluriont For o ClieUT(SalF Direered)
g 0 3, Iqrﬁol'vﬂ.' el 3)-L:IM Mave hL,\)T ;’jw,;, IWRT:'AI'Q
Events Team 05% Y. Plpce Prosicr DTN our The Took - Cr 3%
5)SeM'te cliedTs -(ﬁ'.qplmm
2 - nt ervi ews Interviewing the stakeholders helps me identify the right audience for the product and Darren

characteristics of study participants. By discovering who the product is for, we can

Case Study € Russell Investments utilize customer behaviors to build the success your business and digital products. Davenport




