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digital transformation
FORTUNE 100 SUBSIDIARY ENTERTAINMENT CLIENT*

THE CHALLENGE RESEARCH APPROACH

KEY LEARNINGS PROJECT CONTEXT

A guest’s overall experience when 
visiting a theme park depends on 
various factors, from purchasing and 
planning to experiencing and 
departing. This project aims to create 
a seamless experience throughout a 
guest’s vacation.

(1) Define product strategy and business 
process flows

(2) Deconstruct vision into user-based 
features

(3) Identify business requirements to 
develop features

(4) Translate requirements for technical 
teams

(5) Complete internal user testing
(6) Test prototype on users in park
(7) Gather responses and feedback
(8) Prioritize enhancements and repeat

ü Developing a single product across several 
peripherally involved teams creates cross-team 
dependencies, unnecessary work and re-work, 
and lends way to a disjointed vision. Future 
integration projects should invest time in 
realigning work streams to match product 
development.

ü Although an experience can be visualized, it 
cannot be validated until true users test it. When 
planning product releases, iteration based on 
customer feedback must be accounted for and 
included in the schedule.

IBM was hired to support the digital 
transformation for a new theme park. I 
served as a Product Analyst from 
April 2016 – April 2017, during which 
I specifically worked on three 
products across mobile, web, and 
hardware. I worked with a Product 
Owner, who owned final responsibility 
for all three products. We 
collaborated with UX designers, 
technical architects, developers, and 
quality assurance engineers to 
develop our products.

*Due to client confidentiality, the specific details and artifacts of this project cannot be disclosed. 

user experience, system & technology implementation, a/b testing
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digital transformation
FORTUNE 100 SUBSIDIARY ENTERTAINMENT CLIENT

A large theme park client is looking to digitally transform its guest experience beginning with pre-arrival 
activities to in-park experiences to post-visit engagement.

problem

approach

Understanding the User Experience

Working on both digital and hardware solutions, I determined user experiences across three specific 
products for theme park guests. By collaborating with designers and user experience researchers, the 
product team and I determined the visions of the products we owned. At a high level, we began to define 
the primary ways in which our products would serve our guests and employees. Once the early visions of 
the products were better defined, we began to outline how key back-end solutions could integrate with 
different service layers to create the desired products.

Guest-Facing Product 4

Guest-Facing Product 1Solution 1

Service 
Layer 1

Solution 2

Solution 3

Solution 4

Solution 5

BACK-END SOLUTIONS SERVICES FRONT-END

Service 
Layer 2

Service 
Layer 3

Guest-Facing Product 2

Guest-Facing Product 3

Guest-Facing Product 5

Solution 6

Solution 7
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digital transformation
FORTUNE 100 SUBSIDIARY ENTERTAINMENT CLIENT

Prototype Development & Testing

Informed by the demos from our UX research team on user preferences – from how guests swipe on digital 
interfaces to their associations with color and indicators – I began developing business process flows to 
map the interactions and experiences of each product across every stakeholder (e.g. adults, children, 
employees in the park). I determined requirements across user states, from happy paths to error scenarios 
to idle time. 

In parallel, I reviewed and annotated wireframes and visual comps for our web, mobile, and hardware 
products. By leading data and design workshops, I aligned technical architects, web and mobile 
developers, and back-end developers to build to the business use cases of our products. Together, we 
identified the APIs required and created architecture diagrams and informal data contracts across teams.

After drafting hundreds of business and technical user stories/specification documents, I worked with 
development and quality assurance teams to ensure that our products were built as per their desired 
specifications and that they integrated seamlessly with the other products in the park.

Product 
Strategy

“seamless guest experience”

Product #1

Product #2

Product #3

user-centered 
features defined iterative 

development

scrum 
collaboration 

feature 
development

Product Development Lifecycle
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digital transformation
FORTUNE 100 SUBSIDIARY ENTERTAINMENT CLIENT

guests

non-guest users

creation of 
defect log

survey user responses

prioritized list of 
product 

enhancements

iterative 
development

60 Day Test

outcome
A/B Test & Gathering Customer Feedback

In order to gather early customer feedback, a low fidelity prototype was developed and deployed in an A/B 
test in an existing theme park. The test lasted for two months, during which customers were randomly 
selected to participate. I supported the management of this test, taking on interviewing and troubleshooting 
roles in the field and handling operational queries from the command center.

While I was on the ground, I led conversations with guests to understand not only what excited them about 
the prototype, but what left them frustrated and confused too. We prioritized a list of enhancements after 
identifying a few key issue areas:

• Usability of hardware: Since the prototype was of lower fidelity, it lacked the required responsiveness to 
guarantee smooth customer interactions with the hardware and software. Guests frequently requested 
new prototypes because theirs were getting damaged or becoming unresponsive.

• Messaging: Clearer communication was needed to teach guests about the prototype and new theme 
park experience. Children intuited the usage of the prototype more easily than adults. If a child failed to 
use the technology correctly, the child typically tried again, while adults struggled with the change.

• Limited functionality: The prototype lacked the range of features that were still being planned for the 
future, higher fidelity product. Guests found this limitation to be a hindrance in their current experience.
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curriculum design
UNIVERSITY OF MICHIGAN – LEADERS FOR LIFE

THE CHALLENGE RESEARCH APPROACH

KEY LEARNINGS PROJECT CONTEXT

persona creation, clustering, program development

“No one taught me how to be a 
student leader.”

Student leaders at the University of 
Michigan lack the leadership support 
and resources to continue to build 
their leadership skills in the context of 
their student organizations. This 
project aims to explore their needs 
and develop relevant programming. 

(1) Identify student needs through 
observation and surveys

(2) Develop personas representing 
different student leaders

(3) Cluster student strengths & pain points
(4) Brainstorm goals and a framework to 

build leadership curriculum
(5) Design a leadership series: content, 

programming, logistics, facilitation 
training, participant and speaker 
invitations

(6) Run series and gather feedback

ü Gather feedback frequently and adapt quickly. 
Participant/user needs may evolve over time and 
it is up to the researcher/designer to act quickly 
on these shifts.

ü Build trust with users by demonstrating empathy. 
Develop programming and content that is 
relatable and can connect directly with diverse 
users/individuals. Storytelling and personal 
anecdotes can bring meaning to concepts and 
theories.

Along with my Co-Director, I worked 
on organizing Leaders for Life at the 
University of Michigan as a personal 
project from May 2013 – April 2014. 
We leveraged funding and intellectual 
capital from leadership honors 
society Order of Angell. We also 
worked with ORIGINATE, a research 
organization, to collect student survey 
data. I specifically directed and built 
the program in its entirety in complete 
collaboration with my Co-Director.
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While the University of Michigan boasts over 1,400 student organizations, representing over 21,000 
undergraduates, students do not have enough mentorship and guidance in roles of leadership.

problem

Identifying Student 
Needs

In order to better assess 
the specific needs of 
student leaders, I 
partnered with 
ORIGINATE, a research 
organization specialized in 
understanding customer 
needs for Fortune 500 
companies. We collected 
responses from over 
1,000 students at the 
University in a 183-
question survey. 

Based on this report, I 
worked with a Co-Director 
to build personas of 
student leaders on 
campus through a series 
of informal interviews, 
survey data, and 
observation of student 
leaders at student-run 
events.  

curriculum design
UNIVERSITY OF MICHIGAN – LEADERS FOR LIFE
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curriculum design
UNIVERSITY OF MICHIGAN – LEADERS FOR LIFE

Clustering Student Strengths & Needs

We then identified and clustered the needs of student leaders across campus. 

9



curriculum design
UNIVERSITY OF MICHIGAN – LEADERS FOR LIFE

Developing a Program

Based on these observations, my Co-Director and I set out to build a “by students, for students” program to 
better address the needs of student leaders on campus. We laid out a few goals:

• Connect leaders across campus to build a better network and support system
• Improve organizational impact: breadth & depth
• Conceptualize leadership principles and understand how to apply them to student organizations
• Improve access to leadership development resources

Using these guiding principles, we iterated on a program framework and structure for how we planned to 
address some of the findings from the report and our observations about student leaders.
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curriculum design
UNIVERSITY OF MICHIGAN – LEADERS FOR LIFE

Over 100 students from approximately 90 
student organizations were invited to participate 
in the Leaders for Life series

A multi-modal curriculum was developed for the 
series and included, but was not limited to, 
leadership development activities, self-
assessments, toolkits, discussions, role-playing 
exercises, team-building activities, speaker 
panels, and networking opportunities. 

A follow-up survey of the program indicated the 
following successes:
• 100% of survey responses indicated that the 

program was important to campus
• 100% of survey responses indicated that the 

theme of “Influence” was relevant to the 
individual/participant

• 99% of survey responses indicated that 
participants’ overall experience with the 
program was “above average” or higher

outcome
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pain assessment & ideation
FORTUNE 100 AUTOMOTIVE CLIENT*

THE CHALLENGE RESEARCH APPROACH

KEY LEARNINGS PROJECT CONTEXT

An automotive client is struggling 
to understand why the number of 
open positions for experienced 
hires is trending red. The unfilled 
seats have been open for several 
days and there is no explanation 
as to why it is getting worse. The 
client has already implemented 
several changes to address the 
situation, but none of them have 
been successful. This project 
focuses on resolving these 
heartburns.

(1) Interview client to understand true 
areas of heartburn across program

(2) Determine hypotheses for root causes
(3) Storyboard hypotheses
(4) Create sample graphs
(5) Identify data to be collected to 

determine relationships and trends
(6) Conduct interviews, pull and analyze 

data, assess outliers
(7) Prove/disprove hypotheses
(8) Ideate possible solutions

ü The client wasted time, money, and resources 
by not understanding the needs of the impacted 
stakeholders. Business strategies, even those 
with seemingly clear solutions, must first invest in 
understanding the user’s needs and wants. 

ü Not all data required for our storyboards were 
obtainable due to time and resource availability. 
Some assumptions had to be made, a reality in 
many research designs.

ü Resolving a problem does not always require a 
complex solution.

IBM was hired by the automotive 
company to investigate its 
recruitment problems. I served as 
a Strategist from March 2015 –
May 2015 and worked with the 
Lead Account Partner to design 
and implement a research 
approach to address the client’s 
problems. I led each stage of the 
research process and collaborated 
with the Partner to receive 
feedback and iterate on my 
methods.

ethnography, storyboarding, root cause analysis

*Due to client confidentiality, the specific details and artifacts of this project cannot be disclosed. 
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An automotive company is struggling to hire and retain qualified, experienced professionals. IBM was hired 
to investigate why positions continued to remain unfilled..

problem

approach

Observational Research

We began our assessment by conducting interviews and developing an understanding of the recruitment 
process. We spoke to key stakeholders: staffing consultants, hiring managers, recruitment operations, and 
marketing team members. We also leveraged existing survey data to gather information about candidates 
who were previously involved in the client’s recruitment process. 

pain assessment & ideation
FORTUNE 100 AUTOMOTIVE CLIENT

Stakeholder 
Interviews

Operations 
Manager

Hiring Manager

Staffing Consultant

Satisfaction 
Surveys

Potential
Candidates
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pain assessment & ideation
FORTUNE 100 AUTOMOTIVE CLIENT

Ethnographic Research

Through in-office ethnographies, we observed and interviewed staffing consultants in multiple hour sessions 
to better understand their day-to-day workflow and challenges. This helped us dive deeper into any 
unexpected observations and understand what users said they needed compared to their actions. 
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pain assessment & ideation
FORTUNE 100 AUTOMOTIVE CLIENT

Hypothesis Development & Testing

Based on our initial observations, I developed six hypotheses about what we believed could be the root 
causes of the client’s recruitment problem. The hypotheses spanned a few key categories: staffing, training, 
communication, outreach, operations and processes, and data collection. For each hypothesis, we 
storyboarded the steps or data that we would have to prove or disprove to validate our hypotheses. 

We then tested our six hypotheses. For each stage of each story, we conducted client interviews, and 
gathered and analyzed data to prove or disprove our hypotheses. What we found to be critical were our 
interviews and analyses around specific outliers.

The goal was to answer a few questions:
• How did these outliers impact the metrics? Were the metrics skewed due to a few extreme data points?
• What was the qualitative impact of the outliers? Were recruiters and staffing consultants expending 

significant energy still trying to fill these positions or had they forgotten about them? Did they serve as 
bottlenecks?

• What differentiated these positions from others that were easier to fill? Were there other underlying 
issues?

Hypothesis #1

Hypothesis #2

Hypothesis #3

Hypothesis #4

Hypothesis #5

Hypothesis #6

Hypotheses Developed 
about Problem

individualized 
storyboards for 
each hypothesis

qualitative stories 
matched with 

“sample” 
quantitative charts

Gather & Analyze Data

ü pull reports
ü conduct interviews
ü collect missing 

data

ü analyze data
ü dig deeper: what is 

the story here
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pain assessment & ideation
FORTUNE 100 AUTOMOTIVE CLIENT

After submitting our analysis and recommendations to the client, the client asked for continued support in 
this effort. They hired us to complete a follow-up project, laying out a strategic roadmap and specific steps 
in order to implement our recommendations.

Hypothesis #1

Hypothesis #2

Hypothesis #3

Hypothesis #4

Hypothesis #5

Hypothesis #6

Conclusion #1

Conclusion #2

Conclusion #3

Conclusion #4

Conclusion #5

Conclusion #6

Accept & Reject Root Causes

Category

Category

Category

Category

Category

Map & Categorize Potential Solutions for 
Accepted Root Causes*

Category

Category

*organize war room brainstorming sessions, conduct 
research & determine industry benchmarks as needed for 

each of the conclusions.

rejected hypotheses only indicate that the original hypothesis could not 
be proven, not that the opposite was true. not enough evidence is 

available to draw a conclusion.

outcome

Ideating

After proving or disproving our hypotheses and developing a stronger sense of the root causes of the 
problem, we ideated solutions for the client. We completed multi-day workshops to brainstorm possible 
solutions for the root causes that we identified. Our ideas ranged from seemingly outrageous to 
questionably simple. Eventually, we clustered our ideas into five categories and built a feasibility and impact 
map to help prioritize our recommendations.
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product iteration & process innovation
FORTUNE 500 WHOLESALE RETAILER*

THE CHALLENGE RESEARCH APPROACH

KEY LEARNINGS IMPACT OF FINDINGS

When conducting business to 
business purchasing for industrial 
products, the number of options can 
be overwhelming. A customer might 
think, “I was just buying a tarp for the 
big event, but when I tried to 
purchase one, I learned that there 
were over 200 types of tarp 
available.” This project aims to build a 
new customer service chat tool to 
ease the online shopping 
experience. 

(1) Understand current chat experience
(2) Discuss existing gaps in tool with 

customer service agent reps
(3) Pull survey data from customers about 

existing tool and chat service
(4) Define constraints and timeline
(5) Identify requirements and user flows
(6) Develop and internally test new tool
(7) Test on users: slowly divert traffic from 

old tool to new chat tool
(8) Gather feedback + prioritize 

enhancements

ü Working with a global team can be challenging 
due to different working styles, language 
barriers, and cultural differences, but success is 
possible if teams adapt and communicate 
frequently and openly. Onshore can improve 
relationships by employing simple tactics such 
as sending end-of-day status updates and 
communicating program-level changes regularly.

ü It is important to recognize the motivations of 
different stakeholders to effectively empathize -
not only in regards to the users being served, 
but also the individuals on a diverse team.

product development, test strategy, process improvement invention

IBM was hired by the wholesale 
retailer to implement e-commerce 
enhancements. I served as the 
Lead Quality Assurance Engineer 
from October 2015-December 
2015. I collaborated on a Scrum 
team with a Project Manager, 
Product Owner, Business Analyst, 
and Developers. I participated in 
design-based project planning 
with the full team and led the 
testing strategy and phases for the 
project.

*Due to client confidentiality, the specific details and artifacts of this project cannot be disclosed. 
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product iteration & process innovation
FORTUNE 500 WHOLESALE RETAILER

A wholesale retailer wants to build a new customer service chat tool to better serve users making complex
purchasing decisions, support customer service agents in addressing guest issues, and collect data to
develop deeper customer insights.

problem

approach

Understanding the User Experience

Before developing a new product, I conducted an analysis of the existing chat tool’s functionality. I 
investigated and documented user experience scenarios for the key stakeholders impacted: customers and 
service agents. I compared my analysis with customer satisfaction surveys about the existing site 
experience and conversations with the service agent managers.

Customer Satisfaction 
Surveys & Discussions 

with Agent Rep 
Manager

How do people feel?
What do they need?

Understand Current Customer and Agent Experience

Chat Tool Agent Console
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product iteration & process innovation
FORTUNE 500 WHOLESALE RETAILER

Define Constraints and Limitations

The project had a short timeline: a product needed to go live to customers within a three-month time frame. 
Customer inquiry, empathy mapping, user experience definition, development, testing, and go-live planning 
would all need to be completed during this period. As a result, we limited the scope of the project. We 
chose a few key areas to focus on given the analysis I provided on the current chat experience.

Must develop key features 

October-DecemberCustomer 
Chat Tool

Agent Console

Data Variables 
& Analytics

Constraints: Time, Resources
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product iteration & process innovation
FORTUNE 500 WHOLESALE RETAILER

Identify, Develop, and Test User Experiences

For each functional area defined, our team, informed by our stakeholder research, collaborated to build a 
post-it note wall to describe the key user experiences for both agents and customers. We prioritized the 
functionality and flushed out every post-it by considering positive, negative, and idle scenarios. I ultimately 
designed a test strategy – the areas we would test, specific user flows being validated, development and 
environment schedule, test data we would mock up, data elements to validate – and aligned our team to 
implement a tool accordingly.

Proactive Chats

Static Chats

AnalyticsAgent Console

Develop requirements, user flows, and 
possible solutions to implement chat tool

Components/UX Miscellaneous

Iterate on 
requirements

user-centered 
features defined iterative 

development

scrum 
collaboration 

feature 
development

guest 
flow #1

agent 
flow #1

my role: define & test user scenarios
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product iteration & process innovation

outcome

Gather Customer Feedback & Launch

After I finished my own phase of testing, there were two rounds of customer testing. Before going live to all 
customers, the tool was tested by a team of product owners (who represented customers) and service 
agent representatives. A defect log was captured and the product was quickly iterated to include those 
enhancements or bugs deemed 100% critical for launch. Other enhancements would be considered post-
launch. After this phase of internal testing, the product was launched by slowly switching batches of 
customers over to the new chat tool. Customer service calls, agent feedback, customer surveys, chat 
traffic, and hourly revenue were closely monitored during this time. Again, a defect and enhancement log 
was maintained during and after ramp up. The product ultimately launched per schedule and zero bugs 
were documented post-launch. The product was linked to generating $25M annually. 

create defect log 
during/after ramp up

survey user responses

prioritized list of 
product 

enhancements

iterative 
development

Ramp Up Test

Slowly and seamlessly switch 
batches of customers to new chat 

tool over one week

FORTUNE 500 WHOLESALE RETAILER
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product iteration & process innovation
FORTUNE 500 WHOLESALE RETAILER

Publish Intellectual Property – Organizational & Process Design Improvement

Software development within industries such as healthcare and financial services is challenging due to large 
oversight from regulatory bodies. After executing a design-based approach with this client and conducting 
additional secondary research, I invented a user-centered hybrid model to empower other organizations to 
follow more Agile and design-based software development frameworks while still maintaining compliance. 
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ADDITIONAL PROJECTS
Pain Point Assessment and Journey Map for Environmental Conservation Non-Profit
Led stakeholder interviews and market research to determine pain points and opportunities and create gap 
analysis. Investigation led to strategic roadmap and recommendations for immediate, short-term, and long-
term opportunities for environmental conservancy. 

Organizational Restructuring and Program Development for Food Empowerment Shelter
Conducted interviews, gathered secondary research, and completed market assessment to provide food 
shelter opportunities for growth. Redefined problem area to improve fundraising, digital presence, and 
volunteer engagement. Recommendations resulted in new board structure, reorganization of talent and 
responsibilities, and new application process.

Technology Implementation for Fortune 500 Automotive Client
Managed timeline, scope and enhancements, and testing processes for E-Commerce portal. Collaborated 
with UX design researchers to develop wireframes, annotate visual comps, and develop business 
requirements for product functionality. Resulted in successful strategy to launch two months prior to plan.

Clinical Study for National Institute of Health (NIH) Funded Pediatrics Lab
Conducted primary research through observation and secondary research through literary reviews to 
develop reliable and valid evaluation tool to assess long-term implications of iron deficiency in infants. 
Observed, coded, and analyzed psychological examinations of over 1,000 ten-year-old Chilean children.

Draft of Blind
Wrote an 80,000 word speculative fiction novel centered on the future of our food system and the 
environmental contextualized in a technologically advanced world that has seemingly addressed 
conservation and alternatives. Blind represents my creative and literary expression of how I connect 
technology, climate change, and food sustainability, and the difficult decisions we will have to make to 
shape our future.

Accessibility Design for Peaceable Kingdom Retreat for Children
Designed and built a wheelchair-accessible ropes course to provide kids with differences – carrying 
conditions such as cerebral palsy, autism, and being limbless – the opportunity to belong and achieve. 
Observed and served children as a camp counselor to effectively design for their needs.
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