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PROFILE

| turn complex systems into scalable, accessible journeys, partnering across
research, content, product, marketing and engineering to drive adoption, retention

and measurable growth.

Outside of work I'm a photographer and artist. That creative practice, rooted in

travel, culture and storytelling, shapes how | design meaningful experiences.

WHAT | DO
Systems thinking Design strategy
Research & analysis Information design
Interaction & visual design Accessibility & inclusion
Usability testing UX storytelling
RECENT
Lead UX Designer, Expedia Group 2022-26
Senior UX Designer, Cognizant 2014-22

UX Designer, Cognizant 2011-14



Design Leadership,

not just deliverables

Vision & strategy

Set experience principles and
future-state direction before

pixels

Measurable
outcomes

Measure design by the
outcomes it moves, growth,
adoption and loyalty, not the
feature it ships

Cross-functional
influence
Align product, engineering,

legal, marketing and external

partners

Research & discovery

Ground decisions in
inferviews, journey mapping

and usability testing

Leading the team

Own the end-to-end XD
effort and guide designers to

a shared bar



WAYS OF WORKING

Al as a design accelerator

Speed up discovery, surface risks early, and Pressure-test high-stress journeys, edge cases
communicate concepts faster and "what if" scenarios

Draft narrative and messaging variants so Synthesize research inputs into clear, decision-
partners align on a direction sooner. ready takeaways

| own the decisions

Tools: Claude, Figma Al, UX Pilot, ChatGPT



SELECTED WORK

Five projects, chosen for impact

One Key Credit Cards

~9% YoY increase in gross bookings across Expediq, Hotels.com & Vrbo Web ¢ iOS ¢ Android

Flight Delay access

Premium loyalty benefit that deepened Gold and Platinum engagement and brand trust iOS ¢ Android

Hotels.com Rewards

Rebuilt rewards and the pillar page around OneKeyCash, fewer tabs, a Web ¢ iOS ¢ Android
personalized one-page story

Panorama

Unified scattered client data; app usage rose 40-50% within a year Web ¢ Native ¢ B2B

Steer team

Streamlined daily workflows and sped up supervisory decisions Web ¢ Native ¢ B2B



CASE STUDY 01 e LEAD UX DESIGNER

One Key Credit Cards

A co-branded card program inside the One Key loyalty ecosystem.

One currency, earned and redeemed across Expedia, Hotels.com and
Vrbo

Web & native ® USpointofsale ® Partnerbank e 1.5-2 years



ONE KEY CREDIT CARD MY ROLE

How | led the credit-card journey

WHO | ALIGNED

Owned
. : Product Engineering UX research Marketing
UX for the pillar page, credit-card use at checkout, and card management,
lus acquisition strat tems thinking, delivery and testin
pius acquisition s €9y, systems g, aelivery esTing Content design Legal & compliance Design system team

External bank partner - Wells Fargo
Co-created the system °

Found gaps in existing components and partnered with the design-system
team to build scalable, credit-card-specific ones

Navigated legal & compliance
Cross-functional alignment on strategy, feasibility, compliance and brand was

Balanced regulatory requirements with clarity, validating direction with the core of leading this work

research at every step



ONE KEY CREDIT CARD ¢ DESIGN LEADERSHIP

From scattered explorations to aligned decisions

Connect fragmented entry points

From

Multiple touchpoints across pillar page, checkout,

rewards, email, ads, and partner channels

To

A connected journey that clarified where users
discover, compare, check eligibility, and apply

Why it mattered

This helped teams align on the role of each surface
instead of treating every placement as a

standalone promotion

Simplify regulatory complexity

From

Heavy upfront terms, links, disclaimers, and benefit

details

To

Clear hierarchy, progressive disclosure, and a softer
“Check now” CTA

Why it mattered

Users needed confidence and comprehension

before entering a credit-card eligibility flow

Prioritize high-intent placements

From

Generic card promotion surfaces

To

Contextual placements on pillar page, checkout
and rewards

Why it mattered

The card was more relevant when users could

understand the reward value in the moment



TRAVELER JOURNEY e STORYTELLING

USER FLOW - DAY 1
User will be landing on the EG CC pillar page from various touch points and with various levels of understanding

TOUCH POINTS
4 N
Home Page
EG onboarding
email campaign « Banner describing the cards offered
and their high level benefits
= Ability to check eligibility for cards from
the banner
. Check if you are pre-qualified
Rewards / Profile _ .
= Ability to scroll down from the banner 4
page (a" brands) to the comparison table - Learn more -
Submit Text messa
Prefill your info - o ge -—
Comparison table
Ad banners _ .
‘ Detailed benefits ‘
Social media \
‘ Credit card terms ‘
- \ Complete m'
Wells Fargo - FAQs = TACs /. application
(email, app, web, “ : consent page —
branch) ‘ Discl ‘
\ J/ -
[ Check eligibility 1
g J Submit
~ R
Placement
banner would
display No-fee Success
card page
) Credit card application
Checkout page 60% of CC application from checkout page is successful and ready
(all brands) to use
67% of accounts Wells Fargo (WF) acquires
\ ) from Checkout page
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WIREFRAMES « JOBS TO BE DONE

Option 1

10:31 al T -

Explore our credit cards

Unlock travel rewards for more places

Earn OneKeyCash @ on every purchase,
spend it on Expedia, Hotels.com, Vrbo

One Key Card One Key+ Card
No fee $99 annual feee

Anniversary Bonus
$100 OneKeyCash

Earn $400 in Earn $600 in
OneKeyCash OneKeyCash
after you spend $1,000 after you spend $3,000
on purchases in the on purchases in the
first 3 months first 3 months
Important Credit Terms Important Credit Terms

Check if you're pre-qualified. There's no harm to
your cradit score, and it's fast and secure.

\/ Compare cards

Compare our travel rewards
cards
With our travel rewards cards, you'll earn

OneKeyCash (D on every purchase you make.
og in for your current status

One Key Card One Key+ Card
NO FEE §99 FEE

Anniversary Bonus
$100 OneKeyCash

Important Credit Terms Important Credit Terms

m

Check if you're pre-qualified. There's no harm to
your credit score, and it's fast and secure

Intro Offer
$400 OneKeyCash $600 OneKeyCash
after you spend $1,000 after you spend $3,000
on purchases in the first on purchases in the first
3 months 3 months

EG purchases (Bex, Vrbo, Hotels)

3% back in OnKeyCash
for very $1 spent

Everyday Spend (gas, grocery stores and dining)

3% back in OnKeyCash
for very $1 spent

Other purchases

Me
1.5% back in OnKeyCash .

for very $1 spent

Option 2

10:31 al T -

Explore our credit cards

One Key Card
No fee One Key+ Card
$09 annual fee

Unlock travel rewards to more places

Eam OneKeyCash (0 on every purchase,
spend it on Expedia, Hotels.com, Vrbo

# INTRO OFFERS

One Key Card One Key+ Card
$400 OneKeyCash $600 OneKeyCash
after you spend $1,000 after you spend $3,000

on purchases in the on purchases in the

first 3 months first 3 months
Important Credit Terms Important Credit Terms

Check if you're pre-qualified. Thera's no harm to
your credit score, and it's fast and secure

/ Compare cards

Compare our travel rewards
cards

With our travel rewards cards, you'll earn
OneKeyCash (D on every purchase you make.
Log in for your current status

KEY
BENEFITS One Key Card One Key Card+
No fee $09 annual fee
Anniversary Bonus
$100 OneKeyCash
Important Credit Important Credit
Terms Terms
Chedk I you're pre-gualiied. There's no harm o
your cradit score, and it's fast and secure,
Intro offer(& $400 $600
OneKeyCash OneKeyCash
when you when you
spend $1000 spend $3000
in 3 months in 3 months
EG Purchases
(Bex, Vrbo, 3% back in OneKeyCash
Hotels) & for every $1 spent
Everyday
Spend (gas, 3% back in OneKeyCash
grocery stores for avery $1 spent
and dining) ©
1.5% back in 2% back in
Other OneKeyCash OneKeyCash
purchases (O for every $1 for every $1
spant spant
Annmarsjry a $100
Bonus OneKeyCash
Automatic Tier * Silver Gold

K o (|
— $15Kcard  $30K c{EERYVETS

Option 3

10:31 al ==

Explore our credit cards

Unlock travel rewards for more places

Eam OneKeyCash @ on every purchase,
spend it on Expedia, Hotels.com, Vrbo

One Key Card One Key+ Card
No fea $99 annual feee

Anniversary Bonus
$100 OneKeyCash

Earn $400 in Earn $600 in
OneKeyCash OneKeyCash
after you spend $1,000 after you spend $3,000
on purchases in the on pll\:hll!l in the
first 3 months first 3 months
Important Credit Terms Important Credit Terms

Check if you're pre-qualified. There's no harm to
your credil score, and it's fast and secure.

\/ Explore more

Here's what you can get with our
One Key credit cards

Earn as you spend

Earn bonus OneKeyCash
on gas, grocery stores,
dining and other purchases

Travel with confidence

« Trip cancelation and
interruption insurance
« Travel accident insurance

Generous perks

- No foreign transaction fee

+ 6 monthly payments with 0%
interest across brands

. Cell phone protection

Jobs to be done

7
Job to be done
« Help me understand what credit cards Expedia
offers
« Why should | want to apply for a card?
« What travel rewards will | get?
\,
Job to be done
+ Help me understand what OneKeyCash is, how
and where can | use it for purchases?
+ How is OneKeyCash related to actual $(money)?
.
7~
Job to be done
Help me understand the different types of cards being
offered and the main benefits of each card so | can
decide which card suits my needs
.
4
Job to be done
Help me understand the terms and conditions before
applying for a card
\.
e
Job to be done
+ Help me understand that there will be a pre-
qualification check before | can actually apply for
the card.
+ | want to be sure that the pre-qualification check
will not affect my credit score.
» |l want to be sure that this process will be fast and
secure
.

Job to be done

Help me understand what my current loyalty tier is and
that | can upgrade my tier by applying for an Expedia
credit card

Job to be done

Help me compare the card benefits in detail so | can
weigh the pros-cons of each card

$400 in OneKeyCash
after you spend 1,000 on

purchases in the first 3

Expedia

Explore our Credit Cards

Unlock travel rewards for more places

Earn OneKeyCash on every purchase, spend
it on Expedia, Hotels.com, Vrbo

One Key Card One Key+ Card
No fee $99 annual fee

Anniversary bonus
$100 OneKeyCash

Earn $400 in Earn $600 in
OneKeyCash OneKeyCash

after you spend after you spend
$1,000 on purchases $3,000 on purchases
in the first 3 months in the first 3 months

Check if you're pre-qualified. There's no harm to your credit
score, and it's fast and secure

Compare cards

Compare our travel rewards cards

With our travel rewards cards, you'll earn OneKeyCash on
every purchase you make. Log in to see your current status

One Key Card One Key+ Card
No fee $99 annual fee

Anniversary bonus
$100 OneKeyCash

Important credit terms Important credit terms

Check now

Check now

Check if you're pre-qualified. There's no harm to your credit
score, and it's fast and secure

Intro offer

months months

$ 600 in OneKeyCash
after you spend 3,000 on
purchases in the first 3

Above the fold view
Clearly introduces the two credit cards One Key Card and

One Key+ card with key information:

e Cards can be used across brands
* Intro offers
* Highlight features unique to One Key+ card

‘Check now’ CTA - travelers can apply for credit cards

from the top of the page

Below the fold
Detailed comparison table to show benefits of each Credit
Card



LAUNCHED DESIGNS

7 Expedia openapp & @

One Key Cards

The most flexible way to earn OneKeyCash™

B
G

{ey

One Key™ Card
No annual fee

One Key+™ Card
$99 annual fee

Earn $300 Earn $400
in OneKeyCash in OneKeyCash
after you spend $1,000 after you spend $3,000
on purchases in the first 3 on purchases in the first 3
months. * months. **

+$100 in OneKeyCash
anniversary bonus. **

Important credit terms Important credit terms

Rewards & benefit terms Rewards & benefit terms

Check if you're approved with
no impact to your credit

Offers may differ from time to time and depend on
the marketing channel, such as phone, email, online,
direct mail, or in branch. You must select check now to
take advantage of these offers.

= H-

] ;

Earn OneKeyCash
on everyday
purchases

$1in OneKeyCash is $1to use on
eligible hotels, car rentals,
flights, and more on Expedia. *,

OneKeyCash is not redeemable for cash.

Above the fold

Provide travelers with concise
information about both the
cards for quick and easy
decision making on which
card fo apply

Below the fold

Due to low awareness of the
One Key loyalty program, it
was important to reinforce
and highlight what
OneKeyCash is and how
travelers can earn it through
their credit card purchases

Page scroll

Display details of each card individually

Meet our One Key Cards

One Key Card

No annual fee

Earn $3OO

in OneKeyCash after you spend $1,000 on
purchases in the first 3 months. *

Up to 9%

in OneKeyCash on Expedia. f . *

Show more

o
3%
in OneKeyCash at gas stations, grocery stores,
and dining. *

1.5%

in OneKeyCash on other purchases. *

You'll get automatic Silver tier in the One Key
rewards program with savings of 15% or more
on over 10,000 hotels worldwide with Silver
Member Prices. *

Important credit terms

Rewards & benefit terms

Check if you're approved with
no impact to your credit

One Key+ Card

$99 annual fee

Earn $400

in OneKeyCash after you spend $3,000 on
purchases in the first 3 months. **

Up to 9%

in OneKeyCash on Expedia. t, **

Show more

3%

o

in OneKeyCash at gas stations, grocery stores,
and dining. **

2%

in OneKeyCash on other purchases. **

Gold

You'll get automatic Gold tier in the One Key
rewards program with savings of 20% or more
on over 10,000 hotels worldwide with Gold
Member Prices. **

Gold members enjoy free One Key Price Drop
Protection on select flights in the Expedia app
and get the difference in OneKeyCash if the
price drops.t

$100

in OneKeyCash each year on your cardholder
anniversary. **

Card comparison

Compare our
One Key Cards
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Key design adjustments

* Regulations required quick access to rewards,
benefits, and credit terms, leading to multiple
links and disclaimer icons that added visual

complexity to the pages

» Research showed 'Up to 9%' confused users.
Multiple design explorations failed to clarify it, so
the details were ultimately hidden in a collapsed

view to reduce confusion

* Initial designs included a floating ‘Compare
Cards’ button for users who wanted to compare
without reading each card’s details, but it was

removed after multiple feedback rounds

» CTA changed from ‘Apply now’ to ‘Check now’ to
clarify the credit check step



Different theming for Expedia, Vrbo and Hotels.com brand
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Fast path to Loyalty

of applications originated at checkout, where

oersonalized "show the math’ savings drove an Immediate tier upgrades on approval incentivised

. . . optin uplift post-MVP repeat bookings to unlock higher tiers
YoY increase in gross bookings across

Expedia, Hotels.com and Vrbo leading

to behaviour change, not just sign-ups



CASE STUDY 02 e LEAD UX DESIGNER

<
Flight Delay Access

Use these passes to access select airport lounges or
other experiences with everyone on your booking
because your flight is delayed.

Traveler 1 of 4

John Turner

Flight Delay Access

/Loungey

An elusive OTA benefit providing Gold and Platinum members with
on-the-spot support during flight delays where all travelers in the
itinerary get passes to access airport lounges and experiences

01234567891234

Passes have been issued because you experienced
a flight delay of 75 minutes or more. Valid for 30
days and for one use only. Terms apply.

Mobile-first, native & web ® Gold & Platinumtiers ® US — UK rollout



FLIGHT DELAY e PROJECT

Support in the moment of flight delay

TRAVELER PAIN POINT

1 in 5 flights is delayed, a stressful
moment with no clear, immediate

support

CHALLENGE

Turn a partner-driven perk, dense
with pass, eligibility and vendor
logic, into something calm,

instant and native

BUSINESS GOALS

Deepen tier value and loyalty for
Gold and Platinum members while
protecting brand credibility

APPROACH

Reframe around the stress
moment, ‘what does the traveler
need in the next 2 minutes? and
map current vs future state

journeys



FLIGHT DELAY « MY ROLE

Owned the experience vision and led the XD team

Owned

End-to-end experience strategy and led the XD team, defining the vision WHO | ALIGNED

and guiding research and journey mapping throughout
Product Engineering UX research Marketing
Content design Legal & compliance Design system team

Experience strategy & discovery

Defined experience principles, mapped current vs future state journeys, external bank partner - Collinson Group
and ran workshops to align on traveler needs, success metrics and the

moments that differentiate a premium experience

Cross-functional collaboration

Co-created BRDs with product, partnered with marketing on benefit

positioning and launch messaging, and coordinated external vendor flows



FLIGHT DELAY e DESIGN LEADERSHIP

From explorations to aligned decisions

Position the benefit as immediate relief

Stakeholder tension

Teams wanted to highlight the premium benefit,
but users in a delay moment needed calm, clarity

and fast action

My role

Reframed around the stress moment using journey
mapping to shift from benefit discovery to real-time

support

Outcome

A mobile-first, simple flow focussed on immediate
access to passes or OneKeyCash

Balance partner constraints with a seamless traveler

experience

Stakeholder tension

The partner needed specific pass, QR, expiry and
eligibility logic; Expedia needed it to feel native,
purposeful and trustworthy

My role

Mapped current and future state flows with
product, engineering and the external partner to
clarify dependencies and reduce ambiguity

Outcome

One agreed flow that stayed native to Expedia
while meeting every partner rule

Define success beyond launch delivery

Stakeholder tension

Every team measured success differently, installs,
tier progression, usage, support

My role

Facilitated alignment on shared success metrics
tied to both traveler and business value, not just

shipping the feature

Outcome

A common definition of success that guided the

roadmap post launch



USER FLOW ¢ QUESTIONS

Stress-Moment Experience
* During a high-stress situation like a flight delay, how might we present this

benefit as immediate relief rather than added friction?

Access & Usage

» How can travelers quickly access and use this benefit during a flight delay?

* If fravelers can't use the benefit immediately, where can they save or
retrieve their passes for later use?

* How can travelers easily share passes with others on the same itinerary?

* How can travelers seamlessly access lounges or other eligible experiences
once a pass is available?

 Can location-based services surface relevant lounge or experience options
nearby?

« Can we detect the traveler’s airport and terminal to proactively display
eligible lounge details, directions, and access requirements?

Discovery & Awareness
* How will tfravelers discover this benefit (e.g., pre-trip notifications, emails,
or in-flow banners)?
* When is the most effective moment to surface this benefit during the

travel journey?

Adoption & Engagement
* How might we encourage travelers to use their passes once they have
access?

* What signals or nudges can drive repeat or timely usage?

Tier Strategy & Upsell
* How can this benefit be extended to lower-tier members?
* How might we position this benefit to motivate members to upgrade tiers

for eligibility?

Mood

s & Platinum tier, you have complmentary access 10  lounge while you wait for your flight. Use this code 1o access: NNNN

Here's & full kst of lounges at your srport: link

Recelves a SMS and email with the
details of the lounge (Mame) nearby
and a OTP to access lounge

No internet or low battery

Mood: We're somy youtre fight is delayed

Delivers code at -
launch entrance

Traveller arrives st the airport and finds out

[cn-umrﬁwammzm;

Q: New page for smart delay or

View pass details on the trips details page |
smart delay

Othar details on the page about flight

next departure time
st of lounges

Comms

. Ao puish natiicaron

._t omplimentary access to ‘name*
aunge ar ork while you wait.
\=/
existing trip page
Gets notification from BEX - Lounge
pass available for use at the airport
J Taps on the pass to get redirected to

: Will we know whether or not

e s @ irport a

) ificatl e

the trips details page

Reads the Smartdelay perk is avallable | ™
after downloading the app and lounche | schec

(name) datails

v

benelit details

Gets redirected to a page when they can

contact customer support to get $35
oxc

Closes the pass, taps on the link on
steps to follow when lounge is una

vaible

J

¥ they select $35 in OneKeyCash, will it
get immediately added to their account

Also need to include the messaging that
OKC = real § amaunt

¥ it s ot in OKC, how can travelar use
this money. Will it be added to their
account immediately or latar

Wil thay need to pay out of pocket and
thean clasien the §38 later 7

Walks to the lounge Vo
o > Goes 1o the lounge to use the Uses the pass at the lounge
pass
@ Ca . & 9@ apf
O: Can e & S
ok are NO
O Ca e allow travelers 1o
i
tif Views information of available
lounges at the airport (on the
Saves the pass in apple wallst same page of gets nge 19 3o
How far ahead? 10 use later and searches for o another page 1o view
§———————#| available lounges at the "1 lounges details
airport .
1. Lounges at the terminal
2. Distance from the traveler
location
Closes the pass and wants to _
®* » know more about the smart Finds benefit details on the
delay benefit as he has *| trip detalis page
forgotten about it
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Evolution of the Flight Delay Page ®

30r T w7 . 30k w7 .

DESIGN EXPLORATIONS ol <

Your lounge passes

Cons By Gobd ey et

Lau Age passes

& L """:,.-"

[=]35[=]

=

S B TR

* Explored multiple variations of the flight delay benefit landing page, allowing travelers to

view passes for themselves and all members on their itinerary

Drus Tisimsse

* Conceptualized location-based experiences, including detecting the traveler’s terminal and

i o

OO0 AMUPL 2002

ol
R0 A TR, LN

surfacing relevant lounge details upfront, while clearly highlighting tier status and eligibility

through One Key membership

P | of's
" [ B g B Py b e e sl s i

Lioiniges at Tesredmal 1, 5F3 Lesanges at Termiragl 3, $F0

* Proposed multi-channel notifications to ensure travelers can reliably receive their passes

* Enabled travelers to save passes to their digital wallet for quick and convenient access

* Designed return-user experiences so saved passes remain easily accessible on the app home

screen when travelers come back later

A fow minutes later they receive Lounge pass opens as a bottom
ather notification for a lounge sheet on Flight details page Lounge pass opens as a bottom
pass sheet on Flight details page

Travellers receive a notification of
Flight delay

Lounge pass opens as a bottom
sheet on Flight details page

Flight to Paris Flight to Paris

Email

NORTH NORTH
AMERICA AMERICA
d rpaiin
Tap on this natification takes .
travellers to the flight details page - ur wr
s where lounge pass opens as n ASHAITIONS / UITIONS

A ASBUMPTIONS / QUESTIONS overlay - Fois HER g PAR b B8 IREDY
Teavaiiars urderiand thes
Tignt is delayed and that there Trawelers undesstang why they I::::—-—, Dalta Dsita
3 e SeSariuse e 2 ability bo sdd 1t o Bhe apple < o € et

e 7 Ereda Homepage

Tap on view more closed the

usclarssand One Ky Fight Iounge pass that shaws up under a EE R &
A e oy Vo Roating CTh st the botom of the Push notification
tnak
BRI N e e San Francisco to Paris San Francisco to Paris

©an BCCess it anytime

Enjoy fres leungs
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LAUNCH DESIGNS
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Flight Delay Access
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Key design adjustments
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Fiesie. doe vfaredl e TGN (Beliyk i T v 4

e Bk B » Certain features, like save-to-wallet and terminal-based lounge previews, were deferred

Explare lounges and experiences R — P— o .
o s o 1 s ' due to technical constraints

e o e i

s largen ared apparisnoe

L'

et P you e cce s 62 Turkeh Arires Lounge « Tier highlighting was postponed because of tight delivery timelines

oy pasee wil B ba v on Yo Ciea Ky L4 =
Bireniwih [ o] sived o bl st P

Explara lpunges and axparianses
iu-..luu B D CAE o Tl el perd” el L

il immngmEey's aombed b by e all Ve kg ifsie

B — « To maximize early impact, tier mentions were removed, and the benefit was delivered as a

g |gmaregrs el e peEnen

surprise-and-delight experience for a cohort of Platinum travelers
What hapgans i pou Canl BCoess @

.
lpwinge oF exparierna? 13 4T

“ . * Ensuring fravelers understood that passes remained valid even after opting into
Lt s e ok . cooes OneKeyCash required updates to the flight-delay page. This was deferred due to time
e ' constraints, highlighting the importance of aligning design with technical feasibility and

deadlines
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FLIGHT DELAY « IMPACT

Launched Q3 2025 as surprise and delight

* A Platinum-only rollout created genuine emotional resonance without

overpromising, protecting brand credibility while gathering real-world data Then | explored what's next with Al

- Ml st aereie e radknpition, irevelers resive e Uss passss Using Figma Al, UX Pilot, ChatGPT and Miro Al, | prototyped Al-assisted features to raise the

without contacting support, reducing operational burden benefit's quality:

- Smart decision helper — passes vs. OneKeyCash
* Post launch delivery gaps are actively shaping the roadmap, reinstating

- Personalized lounge recommendations
paused features is the top priority

- Pass assistant chatbot & voice access

| own the decisions, Al accelerates exploration and validation



FLIGHT DELAY o« FUTURE EXPLORATIONS

Where the benefit goes next, explored with Al

Personalized Al Lounge

Recommendations

* Match scores based on preferences
(comfort, food, quiet, amenities)

* Customizable filters (accessibility,
work-friendly)

* Real-time crowd level predictions

* Estimated wait times

* Optimal visit timing

Explore lounges and
experiences

Visit Loungekiey's website 1o sae all the

eligicle expenances al your alnpor

{E Awvailable at JFK Terminal 4

~  Linited Chuly

4.5 = Tarminal 4

Hear Gale B2 d

® Lo crows nghE now

~8 reat tood selecton
= Low (0 <5 mn
) Wiai now capacily i how
Wi Shoraarm Mar

1 more

Centurion Lounge
4.8 » Terminal 4

Haar Gate Bd 7

[Py e s marichogour
v BN B

" Bpd S VICG S BN

% Low L T
T et time Bow 2005 Pl

Fremium Dining  5pa
Shewmry  +1mone

The Club at JFK
4.3 = Terminal 4

Lancourss B

Gracks Wi-FH S Araa

Wingtips Lounge
4.7 = Tarminal 4

Mear Gale A12

Bar Light Biles  'Wi-Fi

View lounges and expenences [

Smart Decision Helper @ Al Decision Assistant

Al andlyzes whe'rher 1ravelers Not sure whether to use your passes
. or opt for OneKeyCash? Let Al help

should use passes or opt-in for Yo cacks.

OneKeyCash bqsed on ’ Get Al Recommendation

Time until flight, Lounge

availability, Travel patterns, Al Decision Assistant

U pcoming Trips a nd VCllue Analyzing your best option...

comparison with reasoning

Analyzing your travel patterns...

Al Decision Assistant

Analyzing your best option...

@ We recommend using your
lounge passes

Based on your journey details and
available lounges, you'll get the most
value from the lounge experience.

Why we recommend this:

~ You have 3+ hours before your flight -
plenty of time to enjoy the lounge

© 4 eligible lounges available at your terminal
with low wait times

& Estimated lounge value: $100-$160 (food,
drinks, amenities)
Value Comparison

@ Lounge Passes ~$130 value

% OneKeyCash $40 credit

Use Lounge Passes Get Cash Instead

This recommendation is based on your travel
patterns, time constraints, and lounge availability.

Pass Assistant
Chatbot

Conversational Al
with quick replies for
pass usage, lounge
access, and
OneKeyCash opt-in

questions

@

Pass Assistant

i Fnsanla
Hi Jokn, Fm hers 1o help!
| i Feal o waiths cpusesEions about

WOIT IDUNGE PRsSaE. Whal wild yo
TR T

I"r Howv do | use my pass? x'l
", <
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CASE STUDY 03 ¢ LEAD UX DESIGNER

Hotels.com Rewards & pillar page

Reworking the rewards experience and its marketing pillar page around OneKeyCash

Web and native ® Tier-based loyalty ® Phased rollout



HOTELS.COM « MY ROLE

Led design for Rewards and the pillar page

Solved complex reward states

Found clearer ways to show 10 nights + 1, the tricky pending-nights case, and
booking states, booked, completed, and stays that only reflect ~3 days after

checkout

Translated messaging into design

Took the messaging strategies, largely content-led, and reflected each of them in the

experience

Validated with research

Tested multiple flows with travelers to gauge comprehension of the revamped

program across Asia + Europe and the UK

Designed within constraints

Worked around Mojo's build tooling with engineering, and set the visual language

with the design system and universal profile teams

WHO | ALIGNED

Brand leads Principal designers Directors Marketing

UX research Engineering Product

Program managers Legal & compliance

Design system team Universal profile team

Led delivery planning and timelines, working in Agile to align design delivery with

launch across every team



HOTELS.COM « MOBILE

A clear path from earning to redeeming

* Available balance up top: members always see the

oll T .

¢ Hotels.comCash they can spend

Hotels.com Rewards

Available Hotels.comCash 4 9:41 1% -
_ - o -

€
Reward activity

* A visual progress tracker: turns “stay 10 nights, unlock

Your rewards progress

Unlock your £100 Hotels.comCash after You'll unlock £100 in Hotels.comCash after you
you stay 10 nights collect 10 eligible nights.

£100” into something you watch fill up

Available Hotels.comCash

Hotels Nights £50 OO
Holiday Inn 3
ccccccccc
(] (] (] L] °
Embassy Suites by Hilton 3 P T t f I I ° -I- -I- h.I- .I- .I- h .I-
cccccccc ier status made e Iglb €. current Tier, NiIgNts 10 The NEXI,
@ Maison Delano Paris £49.00 o o HO\"V I‘ewal‘dS WOI‘k
e Maison Delano Paris 3 June 24, 2026 !
Pending: collect by Apr 2
sl and one tap to all benefits
- Holiday Inn Stay 10 nights, earn £100 in Hotels.comCash.*
GOld Nights collected 6/10 May 23, 2026 £2455Q) v £1in Hotels.comCash = £1 to use on eligible hotels.
6 nights yed . -
o aok [mmm, y y g Embessy Suites by Hilton arnings after 10 nights
lllllll g. Nights booked using Hotels.comCash don't count May 13, 2026 £25.45 o v v dates vou like. or s
Stay 10 more night[s] before Dec 31 to stay Gold next year toward your progress. s, SEee

rere ) » Aninline FAQ: answers the “when will | get my rewards?”

has kept the same value

Your questions, answered Simple to earn, flexible to use .
! " questions
Got it
What's Hotels.comCash? v
How do | earn rewards? v
When will | get my rewards? v
Designed across every breakpoint, from mobile to desktop
How do | progress tiers? v
iy rewards anct or expive? 5 Handled the annual reset, progress resets each year, so the design has to
show that clearly
What's happened to my past rewards? v
More questions? We've got answers Defined journeys for new vs migrated members from the old One Key

Learn more about rewards

‘ Check out what’s changed A

program



HOTELS.COM e PILLAR PAGE EVOLUTION

Fewer tabs, one personalized story

Approach 1 Approach 2

Start: a dense, multi-tab page
Reduce tabs One pager

Overview, earn & use, benefits and FAQs split

across fta bS
. I ave -
¢ . <
B Hotels.com B Hotels.com B Hotels.com B Hotels com

Instant savings.
Flexible rewards.

Stay 10 nights, get 10% in
rewards

Stay 10 nights, get [0% in Stay 10 nights, get 109
rewards rewards

Stay 10 nights, get 10% in
rewards
Earn 10% n QrakeyCash o7 sve-

‘staped. It's yours 52 sse ance you

Save on over hundreds of thousands of
hotels with Member Prices and earn

'\ Reduce tabs, then go one-pager

Somup

L l Earn 10% in OraeyCash on avery slghie night Ears
ssaped. 1's JOUrS 52 w38 ONOE you reach 10 mights x tayect S YOUTE 1D USE DNCO YU reach 10 mights

How it works How it works e ad m
Eamn like a pro

# Ear= 1% n CrskeyCasn cn mary slghm

| Consolidated into a single scrollable
Stay 10 nights, earn £100

o T = LI [ ot narrative; leadership approved

Love an instant saving? Love an instant saving?
A room upgrade? A room upgrade?
v g s Wt gt el
2. Book for family and friends Sy mirs michts anet el g you mere Genefita Sty e st sl 'l s you mre Seeits
Voul o110 30 g s o tsse wihen youlre
the go-to & Caskar How it works
Member: 0-4 nights ==
. [ Gold: 16-30 nights # Ears 135 in CrskayCasn cn wvary sk L. ) .
How it works oom uegrada, becais youdesmrei g After 10 eligible nights, unlock £100 in

ot o

o] Hotels.comCash*

Personalize the page

Silver: 514 nights

Wn0 doswrtlowe & hatel perk?
“ Save 153 o s with Masebar Prices on
el

ovar 13,000

| Find your per

Frequently asked questions

5 - Racan pricety waeier uppont

Ve Surface the member's own tier, progress and

eligible hotels

How can | join Hote's com Rewards? v

Use it your way It just miakes sense to be a

=m member
How does te Hotels.com femards - Goid: 15-30 nights O
e courmsonge R rewards in context
A Vorva g o
How can | track snd redesm ey rewarcs? v Sowy more sights and we | ghe you mone benefits
Mambar Silvar Gole! Platinum
Mo do | move up the Hatalncom . Frequently asked questions
Platinum
» fL— Use your rewards all at once, on any
Wow do mxistng rewards transition over o Frequently asked questions Haw can | jain Hatels som Rewards? v -
i e N o e v . SRS dates you like, or save some for later
How can | jain Hotess com Rewards? v Wenr choma tiws Mertule. oo Revars v
Wow dows bar status transfer over o the SRR 3 Socove Pt VP b oot
updated Hatels.com Rewarts prograst Platinum: 30+ nights
Mo doas e ool com e v Yo e e s Hoesan] ik and redosms o et - when v s VP L.
Whetregors crrancy (susedtorthe Maximise your rewards
T ey ek
Howcan | rack and roseom s rovards? v do | mowe up e Hotels.com . a KerCoth o e oLV
Raerda ars?
W ot move up e s com . o e g e it s *Average cost per night must be £75+ (including taxes
Sy A a— v and fees, excluding nights booked using
How o existing rewards transition ower 10 Hotels.comCash). Hotels.comCash is not redeemable
e e Mot com Bevers How does e statws transtor over o the for cash. Terms apply
upsated Motals.cam Rewards program T :
How doss Uarstanes ranste avr 10 the ) ;
updatad Matals com Rewsrde progran? i far et v
Wharugioms urreney s usedferthe
TewANE In Ty oS 0w '.‘ZZ%'T:”.':.".Z’.,‘.‘,':.;’.‘:’;:.‘.’."""' w Frequently asked questions
Paricipating brancer
o e Instantly save on hotels
Freguently asked questions How toes the otk com Remards "
o ok .
e Save 10% or more on select hotels with
o a1 om Hotels.com Remaed? v o o mot s rod o e+ Member Prices. Plus, earn rewards. That's
e smart travel.
e o S v Howe o | v theHotat.com .
Rewards thers?
Waw aan ook and redoam my remaece? PR

Move up tiers to unlock

more savings and benefits
Get to Silver in just 5 nights and Gold after 15.



CASE STUDY 04 - 05 e LEAD UX DESIGNER e

Enterprise systems for banking

Two B2B platforms where the real challenge was research access and changing entrenched
user behaviour

Under NDA - designs shown are my own masked takes on the problem statements to protect confidentiality



PANORAMA ¢ RESEARCH LEADERSHIP

One space for scattered client data
WHO | ALIGNED

Product Engineering Sales managers

Client data was scattered across many legacy apps, and users trusted nothing Traders Research analysts
that wasn't Excel. With no direct user access, | ran interviews and contextual
inquiries with sales managers, analysts and traders, the only route to real
insight.

L I 40-50%
| earned trust with simple wins first, then led information architecture, personas
and prototypes toward a single unified workspace. rise in app usage within a year

Fewer errors and faster decisions across the

tfeam



PANORAMA e DESIGNS

My Clients My Regions
Top 5 Clents
Batom 5 Hevenue by Regions

¥TD Trend Charn

A4

—_—

| viewaLLcLents |

Client List

Fllters: Period, Product,
Ragicn, Sagmentation

Client Details by Reglons:
YTOPYTD Revenue
YoY

Coverage

Interactions

Balancesneet

Trades

Search Chent
Add Comments

v

| SELECT CLIENT |

v
Client Details

Fllters: Perlod, Product,
Region, Segmentation

Cllent Detalls in differant
screens:

Overview

Revenue

Coverage

Interactions

BalanceShest

Trages

My Trades

Top 5 trades witn
Trade details

[ viewaw trapes |

My Trades

Trade Detalls:
Client

Net

Gross
Buy/Sell

Highiight trades w red flags

Add Comments

Tag people o escalate

SALES MANAGER

Revenue Forecast

System generated revenue
forecast for top 5 clents

| VIEW ALL ]
Forecast Details

Detailed lis1 of chants win
revenue forecast

List out all tactors (intemal
Vs markat) relaied 1o
revanue forecast based on
the machine leaming
model,

La'es’t News ‘VO(d C‘OUd

Snapshat of my Colection of the most % chat wihmy
News fead from selected Aoy
ks and my webaiios talked about words R T
team's performance gathered through data members
SCrapping from news
anicles
A\
[ VIEW TEAM DETAILS |
Mobile Design Flow
Performance Details
Client List Client Detalls
Filters: Period. Product. / ;
Reglon, Segmentation Client 1
Client O
Sales Person: Client 1
Trades
Chent Detalls ™
YTD/PYT Revenue Client 1
YoY*e change
e Client 1 PP
Rating against peers Ovenvew ades ware
h . / . -
Highlight pacple w red flags
Trades List
Add comments ‘Word Cloud - ~
{
Chat Trade 1
v
— & e Performance Details
\v
Trade 3
Trade 4

" Rank YTD Revenue (inMM) PYTD Revenue (inMM) YoY% Change b
lient Nam
< Client Name i HiE . #4% T B
Y Filter 1: AN Filter 2: Al Filtar 3 : All Filtar 4: All
Revenue by Products Revenue by Regions
#aRen8 HhEHAS #agaag
Revenue ##% #4% ##%
Trades Balance Sheet RWA
Coverage
My Clients View all > Top 5 Trades View all > My Health My Team Health
¥TD Rev %Change
Segmentation i {In MMs) TcR Client B8 Nt
Client
Interactions | e | —
¥TD Trands
Latest News

PANORAMA

As of Date: October 12, 2020

My Clients View all >

Top 5 Clients YTD Rev %Change

(In MMs)
Clientname #E8 #84
Clientname #ag #ay
Clientname iy iy
Clientname His Has
Clientname Ha# HaH
YTD Trends

e e i

Bottom 5 Clients YTD Rev %Change
(In MMs)

Clientname #as #ad

Clientname s Haw

Clientname #ad Has

Clientname #ed #ag

Clientname #es #E%

Revenue Forecast

(Top 5 Clients with expected increase in revenue in a month)

Top 5 Trades View all >
Product Client B/S Gross Net
Product name Clientname B ## ##
Product name Clientname B ## ##
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STEER TEAM ¢ RESEARCH LEADERSHIP

P&L sign-off, anomalies & escalation in one place

Trading supervisors were signing off P&L through a scattered routine of email
and Excel. | interviewed supervisors to map how the work really happened, then
led concept design, IA and dev walkthroughs for a customizable front-office

system.

The result put sign-off, anomalies and escalation in one supervisory view, built

to flex to how each desk operates

WHO | ALIGNED

Product Engineering Traders Supervisors

Streamlined workflows

replacing the email-and-Excel routine

Sharper supervisory decision-making across the

team
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THANK YOU

Complex systems, made
simple and measurable.

15+ years leading global, cross-platform design across loyalty, tfravel and financial

services. I'd love to talk about what we could build together.

Shubhi Shrivastava e  shrivastava.shubhi@live.com e +44 7880735412



	Page 1
	2 (1)
	3 (2)
	4 (3)
	5 (4)
	6 (5)
	7 (6)
	8 (7)
	9 (8)
	10 (9)
	11 (10)
	12 (11)
	13 (12)
	14 (13)
	15 (14)
	16 (15)
	17 (16)
	18 (17)
	19 (18)
	20 (19)
	21 (20)
	22 (21)
	23 (22)
	24 (23)
	25 (24)
	26 (25)
	27 (26)
	28 (27)
	29 (28)
	30 (29)
	31 (30)
	32 (31)
	33 (32)


