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| am a UX designer and strategist from the world of product and service
design who sees massive opportunity in this rapidly changing world to help
companies build human-centered brands, products, and services.

Since 2018, I've been at the leading edge of Al innovation in the design
world. | leverage Al to help build new products and services, and to
deepen research methods to accelerate ideation and innovation.

've spent my career at the intersection of brand strategy and experience
design, working for a broad range of clients, from Fortune 100
companies to start-ups. | practice human-first and have developed a
customer-centric approach to create purpose-driven digital experiences.
| care deeply about the implications of design in the digital world for
individual and collective progress and wellbeing.

| thrive when collaborating and have worked with talented designers
on many of the designs in the following pages. Though much of this
work bears my own design imprint, | am grateful for the design teams
with whom I've worked.




») Dotdash
& meredith

User research, design, prototyping, workshop design and facilitation

9
NG ‘g

My focus at Dotdash has been to understand how best to integrate Al
iInto new and existing products and features. Our biggest challenge has
been to understand how to re-present our content to a growing audience
that is expecting a more multimodal and Al driven reading experience.
ve been responsible for leading the creation of the most important Al
powered reading and engagement features - including the DDM
Moonshot mobile experience for People magazine.




DDM Moonshot - Al powered mobile app

Navigation Schematic - vers 2

Our CEO, Neil Vogel, announced on the
People vs Algorithms podcast, that our Primary Secondary Tectiary
small group would be sent off to a T
desert island for six months to exercise
our superpowers to design a moonshot N AR
app (Project Moonshot) that would
catapult news publishing into the g
stratosphere and help us compete
against the likes of TikTok and 7
Instagram. So we didn’t get the desert
island but we did design and develop
this - an app for People magazine and
their 98 million subscribers. Our
concept of “rabbit holes” - where Al
might create content for readers as (hulam'eully
they explored celebrity news - was a n Wants That Oscar
game changer. But we knew to tread n
carefully to ensure that our writers and bl
editors always had final say. It is set for &
a public launch in early spring of 2025.
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Travis Kelce

The Chiefs tight end walked
into his fifth Super Bowd
channeling o "70s vibe with
this bumt orange suit.

Taylor doesn’t just leave
Easter eggs in her lyrics.
Sarah Chapelle, who
wrote Taylor Swift Style,
says she’s been leaving
hints in her wardrobe at
Chiefs games.



https://www.peoplevsalgorithms.com/p/expert-in-a-dying-field

DDM Health Brands - “AskUs” Al conversational experience

AskUs, an Al conversational
experience, is a context aware feature
that | designed for our health brands. It
was presented to our CEO who quickly
saw the potential applications of a
contextually aware Al engagement
module across all our brands.

Once trusted, we continue to deepen their
engagement through supportive tools

AskUs: Increase monthly revenue by +13% ($57k)
across 59% of traffic by engaging users long enough for
an additional ad refresh.

AskUs: Increase monthly revenue by +22% ($97k)
across the entire site by engaging users long enough for
an additional ad refresh.

Creating an interactive and Al powered content
resource tool to that deepens engagement through
personalized questions.
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Al Features - integrating Al features into all products and content

I’m always looking for different and
novel ways to engage our readers.
They’'ve made the commitment to
read our content - they should be
rewarded with experiences that
match their expectations and our
brand promises.

Shop Genius was my way of engaging
an Al without the blank page
syndrome that most people face
when trying to prompt an Al.

Health Tips - a concept | developed
to leverage community knowledge
and help readers share valuable
health insights.

Parents h

TARTING A FAMILY PREGNANCY BABIES RAISING KIDS SHOP GENIUS NEWS FAMILIA KINDRED ABOUT US

serment
ASvertiserment
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sponsored by Walmart

® Shop Genius

Finding the right product can take hours that we as parents don't have, Shop Genius simplifies the search by offering a

* You are looking for a gift for your © son .Heis 13
years old. His & birthday is coming up. He loves
anything to do with sports and vid

I'hinking, sorting, scarching, getting next question...

Type your answer here

personalized shortlist of editor-approved picks that are right for you. Just tell us what you need, and we'll handle the rest.

NEW

health

CONDITIONS A -2 NUTRITION

Health Tips

Wt taking care of your wixole health and finding a daty balance
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Usually, [ eat nuts or sceds ot least
three times per woek. 1 like to work
those healthy fats into meeals and
smacks by blending nut butter or
avocado into smoothies, dressing
salads with extra virgin olive oil and
balsamic vinaigrette, and sautéing
vepetables im extra virgin olive

oil instead of butter. Read the anticle
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Every day | season my oatmscal with a
towch of maple syrup, along with
anti-inflamsmatory cinnamon or
ginger and fresh fruit, Read the artick
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SORTDY: LATEST | MOST POPULAR

1 like 10 244 a scoop of protein
powder 1o my coffee 2 gives mee a
morning energy boost and an extra TX
grams for the day. Read the article
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Usazally, 1 eat nuts o seeds at least three tisnes per woek. | like to work those healthy fas
imto meals and snacks by blending nut butter or avocado inte ssnoothies, dressing salads
with extra virgin olive oil and balsamic vinaigretie, and sautéing vegetables in extra vingin

olive oil instead of butter. Read the article
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Al Features - integrating Al features into all products and content

Ask the Spruce is the first
manifestation of months of ideating,
sketching and developing that took my
team deep into the organizationally
transformative potential of using Al
across all our brands. A simple
application but profound in the
repercussions across all our content
platforms - especially in the creation of
LLMs specific to each brand. We all
paid careful attention to the accuracy
of the answers and developed internal
processes to ensure that our LLMs
didn’t give an improper response. Not
an easy task.

A thespruce.com

Guide to Attracting Hummingbirds
[s It Safe to Use Tap Water?

If your tap water contains heavy
chemicals, strong tastes, or odors,
consider using bottled or purified water
for purer nectar. Boiling the water before
adding the sugar will help purify it, but
double-check the liquid amount after
extended boiling to be sure you have not
reduced the volume too far, which could
make the sugar concentration much
higher. Hummingbirds can enjoy sweeter
nectar, but it will ferment more quickly
and may clog feeding ports as the sugar

crystallizes.

Why Can I Only Use Plain
White Granulated Sugar?

Do not use honey, brown sugar, molasses,
or artificial sugar substitutes for any
hummingbird nectar recipe. Honey and
molasses (brown sugar contains molasses

products) are too heavy for

free Paramount+ 50
delivery = subscription r'r‘w‘oucreh

& thespruce.com

Guide to Attracting Hummingbirds
[s It Safe to Use Tap Water?

If your tap water contains heavy
chemicals, strong tastes, or odors,
consider using bottled or purified water
for purer nectar. Boiling the water before
adding the sugar will help purify it, but
double-check the liquid amount after
extended boiling to be sure you have not
reduced the volume too far, which could
make the sugar concentration much
higher. Hummingbirds can enjoy sweeter
nectar, but it will ferment more quickly
and may clog feeding ports as the sugar

crystallizes.

Why Can I Only Use Plain
White Granulated Sugar?

Do not use honey, brown sugar, molasses,

or artificial sugar substitutes for any
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Ask The Spruce

Swipe up to learn more

free Paramount+
delivery subscription

& thespruce.com

Guide to Attracting Hummingbirds

[s It Safe to Use Tap Water?

Ask The Spruce’

Al generated/Human verified

How do I attract large

hummingbirds to my yard?
The very easiest way to attract hummingbird..

What types of flowers do

hummingbirds prefer?

A4

hv

The best hummingbird flowers feature brigh...

How often should I refill the

hummingbird feeder?

vV

Hummingbird feeders should be thoroughly..

How do I prevent ants and bees
from getting in the hummingbird

feeder?

There are two common bird feeder shapes..

free
defivery

Paramount+
subscription

WV




| ; DOW JONES

User research, design, prototyping

Much of my work at Dow Jones focused on the next iteration of product
offerings from the B2C and B2B product teams. | focused on the article
reading experience for The Wall Street Journal working to understand
how to elevate reader trust in the brand. Through a variety of means,
improved onboarding, newsletters and a redesign, we increased
subscription rates by 17%.
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WSJ News Room Tools

Live Coverage bev

Live Stream Featured Content  Settings Metadata

® 3 Amesalewis

Robert Mueller, Former Special Counsel Faces Lawmakers

» Preview Even!

The newsroom experience at The Wall
Street Journal became the domain of
my team as we sought ways to help
make the lives of our 1400 journalists
and editors easier. Understanding
workflows and the tools for creating
content are as important for the
content creator as they are for readers
- they are essential to creating content
that is trustworthy and supports the
history and heritage of the WSJ as a
brand and ensures that the brand will
continue to attract readers who are
seeking to understand the world.
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Story Summary

The Decade in Music: Intimacy Delivered via

The Decade in Music: Headphones
Intimacy Delivered via |

Headphones
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By Mark i ) Alt-Summaries

When history remembers pop music in the US HOMEPAGE
2010s, 1t mught remember the decade’'s

technology—the continued decline of the

The Decade in Music: Intimacy
Delivered via Headphones

CD and then the mp3, the rise of streaming,
the small resurgence of vinyl—maore than
the recorded output. But there's always
been a symbiotic relationship between the
technology of pop and the music's content
The music of this decade was defined by

how close we felt to the people making it—

songs and albums were received as direct & Ada art Add buSet
transmissaons from artists to fans, and

thanks to social media the distance

between the two never felt shorter. Call it

the new pop intimacy, where artists ’ . 2 :
B D Y he Decade in Musie: Intimacy

Delivered via Headphones

connected with our lives by being

hyperspecific about theiwr own
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WSJ Articles - Trust
Module

Based on this research from Virginia
Tech and the University of Washington
and my interest on exploring issues of
trust in the media (more great research
here and here | decided to tackle how
that might actually look in an article
page. So | created a “trust module” that
would help readers know who and
more in the byline.

Trust Module Closed
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New York Is in Trouble

The stade Logisisture warns 10 tax and
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Noew York City has been the incubator for artistic, commercial and financial
achievement. It has welcomed millions fleeing poverty and dictatorship
around the world. It has never been in serious trouble until now.

The fiscal crisis of 1975 was o case simply of the city borrowing money to
COVer IS operating expenses, accumulating a lot of dedt when the banks
stopped lending, and ultimately needed federal help to pay oft its debt,
Culture and commerce weren's meaningfully affected,

Today is a different story. The ity has over twice the national

Jncmployment pute. Given the number of commercial and residential
tenants who aren’t paying rent, the city will liely see a significant reduction
of property-tax revenue, which accounts for maore than one-third of
municipal revemue, Hotels and restaurants are empty, the entertainment
industry closed down. An enormous number of offices are empty because
people have moved cut of the city or are working from home,
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Trust Module Open

WSJ OPINION
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New York Is in Trouble

The state Legislaturn wants 10 tax and
spond s way %0 0 recovery
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New York City has been the incubator for artistic, commercial and financial
achievement. It has welcomed millions fleeing poverty and dictatorship
uround the world. It has never been bn serious trouble until now,

The fiscal crists of 1975 was & case simply of the city borrowing money 10
cover Its operating expenses, accumulating a lot of debt when the banks
stopped lending, and witimately nooded foderal help to pay off its debw
Culture and commerce weren't meaningfully affected

Today is a different story. The city Fans over twice the natian

pnempioy et rate. Given the number of commercial and residential
tenants who aren’t paying rent, the city will Lkely see 4 significant reduction
of property-tax revense, which sccounts for more than one-third of
municipal revene. Hotels and restaumnts are ¢mpty, the entertainment
Industry closed down, An encemous number of offices are empty because
people have maved out of the city or are working from home,
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https://reutersinstitute.politics.ox.ac.uk/strategies-building-trust-news-what-public-say-they-want-across-four-countries
https://news.gallup.com/opinion/gallup/657239/five-key-insights-americans-views-news-media.aspx

& OLIVER WYMAN

Workshop design and facilitation, wrote and designed educational content
(design thinking) for OW partners and clients

Design lead at Oliver Wyman's Innovation Studio, designed and
facilitated 20 strategic workshops with CEOs of global companies
across travel and financial sectors driving $8M in new revenue.



OW Field Books - for exec stakeholders and external clients

"

devising courses of /
action aimed at changing existing
situations into preferred ones.”

~ Herbert Simon,
Nobel Prize Winner, Economist

While working at Oliver Wyman | was The Sciences of the Artificial
asked to design and write all the L
content for various learning
documents to help OW partners
understand design thinking methods. It
was important to them so they could
better explain and sell in the services of
the OW Innovation Studio of which |
was the design lead. And it was e |
tremendously fun to do and helped me ;“q':*ij;f;j‘;ffﬂ"‘“‘
better articulate the value of design to G
hard nosed management consultants.
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Ziya Danishmend
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Oliver Wyman
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Ziya Danishmend
Senior Creative Director
innovation Studio
Oliver Wyman

Ziya Danishmend
Sendor Creative Director
Innovation Studio
Oliver Wyman




OW Workshop Methods and Practices

| designed these various explainers for
the partner team at Oliver Wyman.
Always very detailed.

Oliver Wyman's workshop approach succeeds best when we tightly link the

session to our client’s business imperatives and ongoing transformation journeys

Purpose of the workshop

5. Plots - Execute 1pe0fc In market scaled teits

Each workshop Is Saliored to Be chert's business condeat & desied outcomes and may dive lowards one or more of the following
1. Alignment - creating buy-n around imperatves

2. Ideasion ~ visioning, expionng and opamizing an opportunily space

3. Assessing viability ~ creating and veting new cusfomer vakue through POCs

4. Buliding towards scale ~ festing market acceplance via MVPs and plots with ncreased fidekty

"mm
ard attondng

¢« Obver Wyman partnar(s) with domain expenence
+ Principel (achtator with studo expoenence

STUDIO ROLES

« Chont sponsor commitied to convening participants

INPYT

.

Bring Industry and organizasonal
comext and idenily the busness
chalenge 10 be solved - Doy o
supply axaing work that suppors
the busness objectve

+ Breakout facilitators - faciiate breakout sessions

RAd) e gl

Industry specialists - ¢ g sratogy consutants. Industry / lopia area SMEs

Planning (ravel and 200ommodations suppont)
Amivall 1o OW Studo (306 Park Ave 5. Manhattan)
Calerng and scoml engagements (e.g . dnner)

Node: This dagram does not reflec? (he fegration of workshop eoecuton nfo Sroader move adtionsd’ Olver Wyman engegements  J, Spent review

© vy ‘Wywan

A WORKSHOP HELPS PARTICIPANTS IDEATE SOLUTIONS FOR NEW BUSINESS

OPPORTUNITIES AND CHALLENGES

O O

362

oA

A workshop is:
An active and participative method ro
':" dady e m.-‘

1 » mathod 1o create and share an understanding

of a busness challenge of CPPOTUNty

% 2 process 19 soive for cusiomer challenges that
leverages the knowledge of (ross dscipinary tearms

" 8 colabortve seling

13 8100l 10 empowe! DatciDants, kiry stahaholderns
and custiomens 10 Canalyze business change. kently

and create mew opgortinten for Growth

© Dvow Wyman

When fo use it

Wisle uaoitsl of sy pond in he new product or
sarvice Hocycle 2 workshop I most effective

whon used Bl the earfiest 10008 when Koation
0nd Qeneratng many ideas s key. A workshop

can halp fame opporuniies and enabie
n = ot s highly
el 1o coflal 2
Koy ingredients:
A 22ed niric approach wth

BAIget personals) - 13 halp the team empathize
with users Bnd Undenstand thelr pain ONES and

Qoals
A collatorative mindset and experienced
faciiiator « 10 help e leams work oMo’

v Cleat gonls and objectives - 10 help the lean
debveraties

focus on end of workshop

+  Deep human and business insights - 1o

onable e leam 10 identidy. Keate and justty

How to use it

A workahop & & colaboratve method 1o Seip
arpstant a holstc and conteatual understanding
of @ mow business ChalionQe of CpPONMunty. As
Such I is Dost used with & group of pacple from &
vanety of dacpiines mnd areas of focus A
workshop s used for capid ideaton within the
contax! of soivieg for & speciic bualnass or
Customer goal

Ensuwring success:

hop s based ty on carefid
proparation and wel thought out goals and
objectives. There is & proven catence 10
WOrKShODS and MOasure 10 workshop activtes
that Aarve boen developed 15 optimize productivity
and outpet. Demanding more or axpecting loss.
will affect Bo output

Kay 10 8 successiyl workshop s also wel
facityions. Not only doss he facitaion
W undorstand e business goals and
dedirod SuUComes But must B0 know rutively
Dow 10 fetd T r00m and encouage
parsopator

20-talave that 3 vloed new product or
sarvice wil resonate and satsfy a real need win
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Havas Arcadia

B

Digital transformation, experience strategy, story mapping, research

Conceived and developed Arcadia, an Al powered customer insight tool,
driving $25M in new business for Havas before becoming a
standalone product offering.



Arcadia- Designing the Al workflow, mixed methods research and outputs

Much of the work of defining the value of
Arcadia to our teams and clients was the
design of the workflow. This
transformation helped teams grasp the
power of Al and was essential to the
selling of this new product.

PN
@

Curate Input Develop Inspire

1. Gather both quantitative & qualitative data from defined data sources

2. Curate all collected data to create working personas & identify journey stages
3. Input curated data into the Al engine and analyze results for key insights

4. Output cognitive personas, segments and experience maps

5. Develop solutions to remove barriers and seize opportunities identified in the

experience maps
6. Inspire better creative briefs, new products and services



Arcadia dashboard
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Do you change your makeup for a special occasion,
a wedding a birthday or special celebration?

@

Do you change your makeup for a special occasion,
a wedding a birthday or special celebration?

O Use

What is the main reason you wear make-up and how
does it make you feel? {eg: makes me feel confident,
hides my imperfections etc.) Be specific, and honest.
(Your answers are anonymous.)

@

Describe your first experience buying makeup, How
old were you and what occasion did you buy this

SEGMETL yOUr respOney

Segmented by

BO%% of responses
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Arcadia output
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E Ameritrade

Digital transformation, experience strategy, journey mapping, customer research

Led team that won $20M TD Ameritrade account. Transformed their fragmented
digital offerings by developing data-driven solutions including an Al-powered
personalization tool using IBM Watson.
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Data driven persona

Data driven personas were a particular
focus of my time working with
TDAmeritrade. They took months to
develop and much work to help their
internal teams align around each one. |
created this template, | think, | am, |
do, to help their teams visualize and
empathize with their client base. This
format was particularly unique to TDA
and did a lot to help them create new
products and services.

Michael the Millennial T always connected and I like it that way”

I think carefully before I make a decision

I'm thoughtful about where | spend my money and enjoy

spending quality time with my loved ones, traveling, taking
I am never complacent classes, or having great meals with friends. | prefer brands
I'm always on — connecing fo my work, my team, world that share my values, stand for more than making money,
news and with my friends and family. | like it when brands/ and disrupt the status quo.
companies give me intuitive tools that simplify my life and
respond to my individual needs. I'm always looking for new

opportunities and ways to make a difference.

< gl

I do believe in the future, but I'm unsure of the present

The last two recessions burned my folks, so | am not going to make those

mistakes. I'm starting a family, paying down student loans, fighting debt,
saving for the future or a new venture and buying a home. While I'm maxing
out my 401 (k), when it comes to the market, | don’t know where to start.

My Situation: My Pains & Obstacles:

Not enough financial
education

®  Began saving at 22 (70%) earlier than prior Lack of guidance

generations
e  Enrolled in 401K plan (55%), contributing 8% of
salary and/or have an IRA (23%)

®  The most financially risk-averse group since the

Not enough time Information Overload

Great Depression, often avoiding the stock market
Industry has nothing but

(particularly 21 to 36 year olds) bad news

Not enough money

Y
2491C)

®  Balancing debt from credit cards (41%) and loans
(28%)
e  Change jobs every 4 years

44% current share of client base

77M opportunity size

Income Range

25k 47k median 100k

Investable Assets

10k 45k median 100k

Retirement Savings

10k 58k median 100k

50% white
A 25% hispanic
14% african american

80/0 asian

My Attitude:

*  Worry about financial future at least once per week
(39%)

®  Have a distrust in financial institutions (78 %)

® Like to handle their finances themselves

®  Rely on my peers for investment advise (80%)

e  Have an advisor (32%)

e  See themselves as conservative investors affer coming
of age in the recession(43%).



Digital acceleration, experience strategy, journey mapping workshops,
customer research, internal workflows

Helped Havas secure the $90 million GlaxoSmithKline account globally
and led the $17M digital transformation for GSK's OTC portfolio across
Europe, partnering with Boston Consulting Group to shift to customer-led
innovation. Based in London, worked extensively in Geneva and Munich.
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Audience segmentation for Nicorette

Media & Segment Insights

GENERAL STATISTICS ® Culters @ Nkorette
45 49 38* 45*  50* 52* 52 57"

RACE

® White

NICORETTE ® Affcan-Amencan

USERS

By and large, people who are irying to quit

smoking skew white by a large majority.
Nicoretts mhmanukadym
percertage of asian represantation.
INCOME o Quitters @ Nxorette — EDUCATION @ Quitters @ Nicorette
40% 40%
30%
30% _g g §
we 20 TN oM :
20% g B g !‘
Lt 3 - 3
b l II M H W ¢
I 0%
(]
PP PP Nicorstte users skew slightly more affluent,
Qo*"i,ﬁ P )‘5 :f’i,*’ .:Pe but have lees higher education than the
Qwo & ‘?90‘?? ‘?49,@9 ;‘Q average person trying to quit smoking.
SR S They are also either at the highest or

lowest echolons of affluence in the market.

MISCELLANEOUS INSIGHTS

Quitters are highly unlikely to know or cars about ingredients in their consumables
They are typically unwilling to pay a premium for their hetathcare products

Most quitters will wait until symptoms ars serious before consulting a doctor

sounce: SIMMONS

Nick Johnson

The Novice

KEY BARRIER AGE MARITAL STATUS
They are taking life more seriously and it's 32 Single
Sme 1o Gt amoldng. They have not tiled GENDER CHILOREN
Quitting bedose, but think they can do &. 40% F / 50% M 52%
HOUSEHOLD INCOME RACE
$45,000 67% White
The Do-lt-Yourself-er
KEY BARRIER AGE MARITAL STATUS
nole yande ve. She 42 Married
wants to quit and peove she can do this hersal GENDER CHILDREN
without spending my money on a "crudch™ 36% F/B4% M 100%
K ™ . HOUSEHOLD INCOME RACE
\ i $80,000 85% White
o
SAMPLE SIZE
KEY BARRIER AGE MARITAL STATUS
Wants to be healtly and knows he should
quit, but srmoking is his one strees relief and GENDER CHILDREN
its really hard to give that up.
HOUSEHOLD INCOME RACE
The Empty Nesters
KEY BARRIER AGE MARITAL STATUS
Long-time srmoker who thinks they ve "been 66 Married
thare tried that.” Not sure they have what it GENDER CHILDREN
takes to finally quit. 50% F/80% M 38%
HOUSEHOLD INCOME RACE
§88,000 66% White
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Journey mapping workshops, customer research, experience and brand strategy

Led $3M digital transformation for Dish, conducting user research and journey
mapping to redesign shopping cart experience, resulting in 177% increase in
membership conversion.



Journey mapping workshop
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{EURIG

Concept, wires, journey mapping workshops, customer research

Digital lead to help win $11M Keurig account and increased e-
commerce engagement 33% by implementing personalized Flavor
Profile system for 200+ products.






E-commerce flavor profile and search

My idea of creating a flavor profile for
Keurig customers won us the Keurig
account and helped us kickstart our
redesign of their e-commerce site. We
were given license to expand this idea
into a whole branding exercise and we
were invited to help them envision a
whole new suite of hardware products
and retail experiences. It was a lovely
chance to see how the power of design
can motivate teams to do better.

Soda
Energy
Vitamin
iced




NETJETS

Concepts, wires, journey mapping workshops, research and prototypes

Digital lead to win $3M NetJets account, designing mobile app for high-
net-worth clients to personalize and streamline private jet booking.
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Journey mapping workshop
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HAVAS WORLDWIDE NETJETS IPHONE ——— PROPRIETARY & CONFIDENTIAL DECEMBER 18,2014 2:04 PM
DIGITAL APPLICATION

Prototypes

eeeco VIRGIN T 4:21 PM eee0C VIRGIN 7T 4:21 PM C22% M) eeecoO VIRGIN T 4:21 PM L 22% M)

NETJETS NETJETS

NETJETS

NO FLIGHTS BOOKED YOUR NEXT FLIGHT

Cessna Citation Encore+
Tail#

N168QS

Ground Transportation
Pick Up at 11:00AM

Departure FBO
Signature Aviation

“Paris Is always a good idea.”
- Audrey Hepburn

DEPART ARRIVE

12:00PM 2:45PM

KTEB ‘= KAPF

Teterboro Naples

BOOK A NEW FLIGHT
VIEW FLIGHT DETAILS

L W N et :
y 1 _tt_. Y —:-dfﬂ




Al has been an accelerant in the design process.

Using Al to simulate target audience personas when
testing research methods, synthesizing both
qualitative and quantitative data, uncovering
insights that would traditionally take months to
discover, ideating and collaborating. Al has become
an essential tool. With careful and informed
oversight, both the output and input in the design
workflows are made better.

| look forward to encountering opportunities where

teams work fearlessly to harness the possibilities
that Al presents to designers.
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