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IN-ACCESSORIES is a contemporary jewelry label from Amsterdam/Rotterdam. An online webshop is needed 
to present and sale their collections. Since one of their main concepts is to encourage customers to co-create the 
jewelry pieces with the designers, a real time responding interface is also needed to be integrated on the website. 
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Page flow and wireframe

Before the project started, we first tried to figure out who the target audience 
was and what their preferences were. 

After that, all the necessary information were categorized and a page flow was 
created to define the architecture of the website. 

Then, after several initial concepts, basic page setups were decided to guide the 
user interaction on each page. 



Final result

The webshop is also responsive, so 
the client can shop on all devices with 
the same experience. 



Interface design

The original idea of co-design was to let customers ‘drag & drop’, drag 
what they like, drop for different combinations and adjust details. But after 
discussing with our developer, we found this was not doable under the 
given budget and time frame. So we switched to a ‘drop-down menu’ 
interaction.

Customers interact with the drop-down menu on the right side to design 
their jewelry piece. The image on the left and the price at the bottom will 
adjust accordingly. The image is floating, so customers can always look 
at their design result even when the right side selections gets long and 
needed to scroll down. 

The pictures on this and next page are the initial sketches, concepts, wire-
frame and the final result.





Epiphany RBC is a research based consulting agency, offering a range of comprehensive brand and innovation 
consultancy services. Their service is based on facts and not just experience, that’s why the customer research is 
conducted over the globe. The researches are mainly online and embraces many tools to encourage the respon-
dents for an insightful conversation, and make sure the research is engaging, challenging and fun. 
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Redesign of the Heat Map

One of Epiphany’s research tool is ‘Heat Map’. Respondents can click on the 
shown image to mark the areas they like. 

The problem was that they wouldn’t know why the respondents like these 
areas. Even when the respondents put down additional feedback on the next 
page, the correlation is still unclear. 

On the other hand the survey needs to be as simple and short as possible, so 
the additional feedback should not interrupt the user flow. 

Click on the picture to see demo.





Solution 1

Respondents mark appealing spot. When there is no comments, it remains like this. 
Click on the spot again, a dialog box pops up to add comments.
The dialog box is half transparent floating in the middle of the image. The image is zoomed in to that appealing spot and blurred away. 
So the user can still see that spot but won’t be disturbed for typing.
Click anywhere else to exit. 

The redesign thinking was to add a dialog box to let the respondents type in their additional feedback, but in a less invasive way.
The dialog box should only show up when respondents want to type something. Nothing should be interfere if the respondent doesn’t have any additional feedback.
3 solutions were purposed for future consideration.



Solution 2

Respondents mark appealing spot. When there is no comments, it remains like this. 
Click on the spot again, a dialog box appears from the bottom. 
If the appealing spot is low on the image, the image goes up as well. So while typing the users can still look at the spot.
Click anywhere else to exit. 



Solution  3

Respondents mark appealing spot. When there is no comments, it remains like this. 
Press long (mobile) or hover over (website) a sub menu pops up to let the users to choose either remove this spot or add comments. 
When choosing add comments, the sub menu turns into a dialog box.
The press long / hover over is like Facebook ‘like’ function.
Click anywhere else to exit. 



Redesign of the instruction image

The current instruction image is static and boring. They would like it to be more appealing and dynamic.

I designed it the way similar to the instruction when starting a mobile game. When a user first enter the interface, a demo image (something totally has no relation to the test theme, so the 
respondents have no influence by it) appears with instructions. The user can go through and exercise all actions on this image with the instructions. When all demo actions are done, this 
layer will shrink to the top and the actual test image will show up. But if needed, the users can still click the top bar to see the demo instruction again.  



Sustainable Dance Floor (SDC) is a Rotterdam based company focusing on creative concepts of sustainable 
clubbing. It is known for its innovative sustainable dance floor that can capture the dance movement and transform it 
into electrical energy, which is used to power up the club.

The project goal was to build a proper brand image among the target groups and increase the awareness of both the 
brand and its product. It was a big strategic project. UX was part of the whole process to provide good user experience 
to SDC’s touch points.
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Select touch points to increase user interaction

After inside out analysis of SDC’s own strength and weaknesses, competition, economical situation, brand image, etc, we found the core issue of building a brand image and 
increasing awareness is to develop interactive touch points that can create rich user experience to SDC’s target group. 

So the stakeholders and all SDC’s touch points were analyzed using Harris Profile. The result showed the website and the dance floor were the most important and selected 
for further develop for better user experience. The goal was to encourage more interaction between uses and these two touch points. 

The current SDC website was purely informative and did not involve any user interaction. It was the same situation of the dance floor as well: there was hardly any feedback 
for people when dancing on it.

So the mission became to how to engage more people to the website and enhance the dancing experience.



Target group

To understand more of the tar-
get group, We recruited people 
from that group for interview and 
co-design sessions.

The user need is concluded into a 
event journey starting from prior 
till after the event. The users’ 
expectation, demands and wishes 
are sorted in sequence along the 
timeline.  



Co-design outcome

The co-design session brought us loads of new inspirations, 
covering both touch points and online/offline situations. 

We categorized and weighted all the ideas according to our 
requirement. Ideas with high score were to be strengthened; 
ideas with average scores were to be tried to integrated with 
the best ones; ideas with low scores were eliminated.  

The result pointed us to the direction of gamification and 
personalization. A personalized dancing experience with more 
fun and competition might be the best incentive to enhance 
the playfulness. Possibilities were to build connection between 
the dancer and the dance floor. Meaning the floor module can 
give various responds to the dancers based on their identities. 
At the same time, the bound between online and offline also 
needed to be increased. 

Technology consideration

The main consideration were:

1. How to utilize SDC’s existing technical strength-LED 
light real time respond and data transmission-to increase 
the visualization of the intangible dancing effort of gener-
ating electronic power?

2. How can the dance floor recognize the position of 
each dancer? The most wide-use indoor positioning 
technologies we considered were: wi-fi, bluetooth, RFID 
and barcode. 



The dance floor interaction

We chose RFID + Bluetooth for the real time feedback.
 
Each floor module was installed with a pressure sensor and a RFID 
reader to identify different person. Combining the signal transmitter 
and the pressure sensor, the amount of energy each person had 
generated could be detected. 

The combination of RFID and bluetooth increased the detect accura-
cy and made sure the interaction is both ways. 

The problem was that most smart phones did not have a build-in 
RFID tag, so extra accessory would be needed. They can be picked 
up at the entrance of a event. Or it can be left out to compromise the 
location accuracy.

The website

The website was redesigned to be more interactive. It 
was like a Facebook event page from nowadays. People 
can invite their friends, share ideas and post pictures etc.  



The game

We introduced a game app to cover the online/offline gap.  
 

When start dancing, the app automatically calculate the number of participating dancers. The dancer’s performance will be evaluated with the other participating 
dancers according to the amount of generated electricity. Their position of this time will be shown. Other people can also view this on the website in real time. The 
result of the history can also be reviewed. While dancing, the app displays all kinds of dazzling effects representing the speed and amount of electricity generating to 
enhance the dancing atmosphere. 



Website landing page

The landing page visual is the dance floor. When hover the mouse over 
each floor blocks, different menu will pop up.

System structure

Each floor module consists of a Bluetooth transceiver and a pressure sen-
sor. 

The smart phone app sends out signals through the Bluetooth, so that the 
floor can identify the person. The pressure sensor calculates the energy 
being generated. The combined data from the Bluetooth transceiver and a 
pressure sensor should be able to identify “who generate how much watt”. 
The data will send to both the dancers’ phones and the SDC server, so peo-
ple who’s browsing the website can see the event and energy generation 
situation in real time.



Final result



RISKID / TeamSupport is a tech start-up based in Delft who develops web based software. This Dutch learning 
app was one of the products under their portfolio at that time. 
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About the app

It was a iOS app aiming to help people increase their Dutch vocabulary. The app itself did not provide any dictionary to let users remember random words. Instead, users type in the words from 
the text book that they are learning. This way, the words fit their level and the timing is better. Users can also find and follow other lists in the community, but there is no social function. The design 
purpose of this app was to keep it simple, almost like a notebook. Users can switch notes with their fellow studymates. The extra function was that users can look up their favourite Dutch movies, 
TV shows or music, search for the new words and add them to their own list to study. 

Wireframe and prototype

After a few iterations of concepts, this 
is the final design we put into wire-
frame for further development. 

On the next page, you can see the 
high-fidelity prototype. 

The project was put on hold after pro-
totyping phase since RISKID had other  
focuses. 







GOODBABY is a leading company in the field of durable juvenile product. They are engaged in the research and 
development, manufacturing, marketing and sale over 90 countries.

I was working at one of Goodbaby’s overseas R&D offices located in Utrecht. One of my main tasks was to conduct 
user researches and product tests. 

Here is one example of researches of a new product.  
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About the product

This CarryCoon was an innovative baby car seat. The concept was when not driving, the parents only need to take the inner layer (the carrier) to-
gether with the baby, leaving most of the weight inside the car, creating natural parents/child interaction and increasing baby mobility. 

We did 2 focus group in the concept phase to see if parents can adopt this new lifestyle and check the features they wish to be integrated.
At the prototyping phase, we did a four day usability test to improve the product details. 



Focus group

Pre-questionnaires were sent out to the participants 2 weeks upfront to collect information of their current experience.

During the session, participants talked over the interesting points from their pre-questionnaire, and shared their positive 
and negative experience of using their current products.



Focus group

The main part of the focus group was to have the CarryCoon concept and prototype presented and tried out by the participants. Each 
of them needed to give feedback of whether there’s a need, which features they would like to be included, what did they not like about 
it, etc.

In the end, all feedbacks were documented and the important ones were highlighted. The questionnaire scores were also analyzed.  The 
outcome showed this concept did have a market, therefore all result were presented to designers for future reference.



Usability test & interview

This session was mainly observing user behavior. 

Participants were asked to try all functions after a short in-
troduction of the product, to see how intuitive the product 
was to potential users. While trying, participants needed 
to express what they feel and why they feel that why. 

Short interviews were conducted before and after the ob-
servation, to open up the topic and round up the session.

In the end, participants needed to put the product in a 
price category and rate the product in many aspects. 

All result were presented to designers and integrated into 
next round of development.



Participants screening, product rating questionnaire and session photos.



THANK YOU


