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CONFIDENTIALITY STATEMENT

22

Some case studies in this portfolio are under 
non-disclosure agreements (NDAs). To comply with my 
agreements and preserve the confidentiality of these 

projects, I have omitted and obfuscated any confidential 
information within these case studies. 

All information in these case studies is my own and does 
not necessarily reflect the views of my past or current 

clients or employers.

Please refrain from sharing this portfolio since it may 
contain confidential information.

Thank you, and please enjoy!
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ABOUT ME

Profile

Seasoned UX researcher, strategist & product/service designer with 20+ 
years of diverse digital experience and a proven record of successful 

delivery across all stages of the product design process.

Champion for human-centered design who strives to deliver products 
and services that positively impact people’s lives.

Portfolio ranges from creative brand experiences to sophisticated digital 
products and services, with experience spanning healthcare, mobility, 

fintech, commerce, technology, government and cultural venues.
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ABOUT ME

Experience

Sept 2022 - May 2023

University of Pennsylvania, Stuart Weitzman School of 
Design + School of Social Policy & Practice.
Executive Program, Social Innovation Design (XSD).

Sept 2000 - May 2002

New York University, Tisch School of the Arts, Institute of 
Emerging Media.
Masters of Professional Studies, Interactive Telecommunications 
Program (ITP).

Sept 1995 - May 1999

The College Of New Jersey, School of Humanities & 
Social Sciences.
Bachelor of Arts with Honors, English Literature & Linguistics. Minors in 
Media & Communication Arts, Philosophy. 

May 2024 – Present, New York, NY

Lead Service Designer, Photon / Citi.

September 2012 – May 2021, New York, NY

Director, Experience Strategy & Design, Dentsu Creative.

March 2010 – June 2012, New York, NY 

Senior UX Architect & Manager, K Street Partners.

October 2007 – March 2010, New York, NY

Associate Director, Experience Strategy & Design, Emerge.

October 2003 – October 2007, New York, NY

Digital Systems Engineer, Hayden Planetarium, American 
Museum of Natural History.

March 1999 – October 2003, Remote

Creative Technologist & UX Architect, Freelance.

Employment Education
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ABOUT ME

My Work at Dentsu Creative

77

Ecosystems &
Commerce

Constructing end-to-end 
experiences through platforms 
and systems that drive utility 

and transaction

Unlocking the potential of businesses and brands through

Marketing &
Communications
Building brands and 

creative experiences that 
engage people and 
motivate behavior

Products &
Services

Creating and innovating 
new offerings and services 

that generate value and 
drive revenue

Transformation
Consulting

Transformation 
Consulting to unlock 

exponential growth and 
drive change



ABOUT ME

Clients & Brands
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ABOUT ME

Kind Words

"Tony rules. He just flat out rules. He's one of those people that totally 
understands — and thrives on being right in the middle of — the 

magic intersection of rock solid strategic thinking and innovative UX."

“I don’t know that I’ve ever worked with someone who embeds 
themselves into a client’s business as much as he does, which allows 

him to build strong client relationships."

“He's caring and compassionate with his team; he listens and 
empathizes with the clients; and he knows exactly what is needed to 

achieve the project's goals.”

"Tony's super power is solving problems through human empathy."
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Featured Projects
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FEATURED PROJECTS

Tony Owens • Human-Centered Product & Service Design Leader

These three projects showcase my skills and leadership approach across a range of industries and different 

types of design challenges. Each case study represents a project that I pitched, planned, managed and 

partnered in producing – from research, strategy and concept exploration to detailed design and delivery. 

IntegraMed Fertility
Patient Portal & Practice Management System

Weighed down by an outdated, inefficient suite of 
legacy applications, IntegraMed partnered with my 

team to completely transform the experience for 
fertility patients and professionals.

GM Maven
Carsharing Mobility App & Service Enhancements

Partnering with GM’s Maven team, we elevated their 
carhsaring service and app experience by 

addressing pain points and envisioning features to 
realize Maven’s vision of seamless mobility.

Zildjian Cymbals
Content-Rich Multi-Brand Ecommerce Experience 
By reimagining how cymbals can be experienced 
online, we created a powerful brand commerce 

experience that’s in tune with musicians no matter 
where they are in their lifelong journey.
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Patient Portal & Practice
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tonyowens@uxarchitect.net      |      www.tonyowens.net      |      linkedin.com/in/tonyo    |      347.332.3030

IntegraMed Fertility

mailto:tonyowens@uxarchitect.net
http://www.tonyowens.net
http://linkedin.com/in/tonyo


With ever-increasing demand for fertility treatment, IntegraMed was 
well-poised to maintain and grow its leadership as operator of the 

largest fertility practice network in North America.

Weighed down by an outdated, inefficient suite of legacy 
applications, IntegraMed partnered with my team to completely 
transform the experience for fertility patients and professionals.
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INTEGRAMED FERTILITY



Together we created a modern, revolutionary digital ecosystem that 
offers both patients and providers the integrated tools, guidance and 

support they need to achieve the best fertility treatment outcomes.
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MY ROLE
Pitch & Proposal

● Led product strategy and vision
● Instrumental in planning and scoping 

Discovery & Concept Exploration
● Led planning of the UX research and design approach
● Facilitated UX research, concept design and testing activities
● Collaborated with UX team in analyzing research, summarizing 

insights, crafting scenarios and designing a conceptual prototype
Detailed Design & Delivery 

● Planned and led the design process, facilitating Agile design sprints 
with cross-functional teams across parallel threads of work

● Shaped requirements, managed priorities and maintained the vision 
while partnering with the team to deliver high-quality designs

Chief Marketing Officer
Executive Stakeholders
Subject Matter Experts (40+)
IntegraMed Product Team
IntegraMed IT Group
Engagement Director

Creative Director + Team (3-6)
User Experience Team (4-12)
Functional Analyst
VP, Technology
Technology Team
Project Manager

COLLABORATORS

INTEGRAMED FERTILITY

Revamp and integrate 
IntegraMed Fertility’s 
suite of fertility 
services applications.

PROJECT GOAL



 

INTEGRAMED FERTILITY

The Challenge

Delivering Excellence in Patient Care

IntegraMed offered a suite of third-party and 
custom digital tools to manage fertility practice 
operations, including billing/scheduling, medical 
records, lab management and a patient portal – 
but these outdated, inefficient tools had begun to 
hinder the company’s mission. 

With siloed systems and archaic interfaces that fell 
years behind clinical and technological advances, 
the patient journey was poorly supported, while 
professionals were forced to find workarounds and 
enter important data multiple times, distracting 
from delivery of best-in-class patient care.

With over 130 locations in its growing network, 
operational differences between fertility practices 
added complexity to the challenge, necessitating 
an adaptable design solution that would flex for 
each practice’s unique needs.

Plus, their existing patient portal solution was 
generic, poorly suited to guiding patients through 
the complex clinical, financial and emotional 
aspects of the fertility treatment experience.   

Before
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INTEGRAMED FERTILITY

Our Vision

Revolutionizing Fertility Services

Our proposed vision was to create a next-generation 
platform custom-built for fertility services, providing 
complete support through the patient journey while 
empowering providers to focus on patient care. 

Comprised of integrated patient and practice portals, 
this one-of-a-kind web platform would be designed 
to adapt for different practice needs and scale 
seamlessly as IntegraMed grows. 

From price estimates to paperwork, from treatment 
planning to lab workflows and patient self-care 
routines, the new platform would create practice 
efficiencies and offer a level of patient support that 
would lead the way for the industry.

Beyond just an app design and build, IntegraMed 
engaged my team at Dentsu Creative to help them 
digitally transform their entire business. 

After
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* Key activity highlighted in portfolio 

To achieve these objectives, I proposed an initial 12-week project to research and 
define the product strategy and vision – the outcome of which would determine 
the strategic roadmap, requirements and plan for several detailed design projects 
in the iterative Delivery phase to follow.

Discovery Definition Delivery

Stakeholder Workshops

Patient Interviews

Fertility Practice Visits

System Demonstrations

Subject Matter Expertise:
- Clinical & Lab
- Admin & Financial 

Heuristic Evaluation

Business Process Analysis

Market Trend Research

Functional Decomposition

Experience Strategy Brief:
- Current Research Findings
- Future Opportunities

Personas & Archetypes

Jobs-to-be-Done

Patient Journey Maps

Service Blueprints

User Stories & Requirements

Expert Collaboration

Creative Mood Boards

UX/UI Concept Exploration

User Scenarios

Conceptual Prototype

Concept Validation

Roadmap & Delivery Plan

Style Guide

Detailed Wireframes

Interactive Prototypes

Detailed Design Comps

Design Pattern Library

INTEGRAMED FERTILITY

Our Approach

ITERATIVE (3 YEARS)12 WEEKS

Functional Specifications

Data Dictionary

Expert Validation

User Acceptance Testing

Training Materials
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The Discovery Phase
To understand Integramed’s business goals and assess the 
existing patient and provider experiences, our process 
included research gathered through several means.

Stakeholder Workshops
Context, goals and opportunities from the 
executive leadership team

Patient Interviews
One-on-one discussions with past patients 
about their fertility journey

Practice Visits
Observing daily system users in their natural 
setting, performing real work using the system

Subject Matter Experts
Workshops with experts, from clinical to lab to 
administrative, to learn about their roles and 
interaction with systems

Market Trend Research
Assessment of market, customer and competitive 
trends, and review of leading competitors’ systems

System Demonstrations
Knowledge transfer sessions to demonstrate the 
complete capabilities of existing systems

Heuristic Evaluation
Expert analysis of current user interfaces based on 
fundamental usability standards

Business Process Analysis
Analyzing how jobs are done today to find ways 
that the system can enable better operations in the 
future
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INTEGRAMED FERTILITY • DISCOVERY

Practice Visits
The project began with an ethnographic study of the service – traveling to fertility practices across the US to shadow doctors, 
nurses, lab techs, administrators and patients, uncovering process interdependencies and nuances that would inform our strategy.
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INTEGRAMED FERTILITY • DISCOVERY

Workshops & Interviews
For a full month during discovery, I planned and facilitated workshops and activities with stakeholders, patients and 
practice professionals to build a shared understanding of IntegraMed’s current service experience and ecosystem. 

212121

Stakeholder Workshops
Partnered and collaborated with 

IntegraMed’s executive leadership, product 
and technology teams to understand the 

system’s current users, ecosystem, 
touchpoints, capabilities and challenges.

Patient Interviews
Gained insight from patients who had 

experienced IVF, egg freezing, donation 
and/or surrogacy – including those from 

the LGBTQ+ population – to learn their 
unique experiences of the fertility journey.

40+ Practice Experts
Examined and reimagined practice 

operations, roles, responsibilities, workflows 
and interactions with systems as well as 

with patients, identifying emotional, clinical, 
financial and other factors that can arise.



INTEGRAMED FERTILITY • DISCOVERY

Process Mapping
I facilitated workshops with our team of practice 
operations experts to review process maps 
defining the entire business, reconciling 
operational differences between practices while 
imagining ways that a new system might enable 
greater efficiency and focus on patient care.

By the end, we had created a completely new 
set of unified, digitally-enabled business 
processes that would ultimately be adopted 
across the entire network. 
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INTEGRAMED FERTILITY • DISCOVERY

Heuristic Analysis
We conducted an expert analysis and assessment of their current interfaces 
based on fundamental usability principles and standards.
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INTEGRAMED FERTILITY • DISCOVERY

Research Findings
From these research activities, we gained a strong understanding of goals, needs and opportunities 
for Integramed’s business, its network of fertility practices and the patients they serve.
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18
capturing patient and 
practice pain points 
caused or exacerbated 
by system deficiencies

key 
themes

New Patient Acquisition
Patient Education
Expectations Management
Patient / Practice Communication
Internal & Third-Party Communication
Lack of System Integration
Appointment Scheduling
Onsite Patient Flow Management
Complete View of the Patient’s Journey
Abundance of Paper
Manual Workarounds
Process & Approach Differences
System-Workflow Disconnect
System Access
Chain of Custody
Reporting Challenges
Patient Self-Service
Circle of Care Support

Patient
Pain Points

Practice
Inefficiencies

System
DeficienciesTHEMES



 

 

25

INTEGRAMED FERTILITY • DISCOVERY

Research Findings
My team and I summarized these findings and provided a number of strategic recommendations in our Current State Assessment, 
laying out a high-level strategic framework for our future system to provide a foundation for the design work to come.
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Create intuitive 
tools that drive 
practice efficiency

Enrich and support
the patient experience

Implement an 
adaptable platform

Increase practice
profitability

Strategic Tenets

$
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INTEGRAMED FERTILITY • DISCOVERY

Strategic Opportunity Summary
Our research helped us focus on the right set of strategic opportunities for 
the platform in order to ensure that all core stakeholder needs are met.



 

INTEGRAMED FERTILITY • DISCOVERY

Core Stakeholder Needs
The discovery process established a shared, holistic understanding among the team of our core stakeholders’ 
needs – most importantly, those of practice professionals and the fertility patients that they serve.

INTEGRAMED FERTILITY

A modern system that aligns with 
current trends in medicine, 

technology and society, serving both 
patients and practices effectively 

while keeping costs low.

FERTILITY PATIENTS

Clear expectations, provided 
proactively; self-service tracking tools; 

a feeling of personalization, support 
and being in control during a complex, 

difficult emotional journey.

 

PRACTICE PROFESSIONALS

Connected systems that talk to 
each other; integrated tools 

that align with the way that they 
do work and reduce the need 

for workarounds.
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INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.

28

The Definition Phase
Once the Discovery research was complete, we created 
design artifacts to document our learnings and envision 
ideas for what this revolutionary new platform could be.

Personas
Relatable, research-informed profiles to enable 
shared understanding of user goals and behaviors

Behavioral Archetypes
User behavior analysis focusing on types of work 
done regardless of role (i.e. admin tasks by nurse)

Journey Maps
A story-driven graph of a typical person’s (or 
persona’s) experience, interactions and critical 
moments with a product or service

Service Blueprints
A graph describing key service delivery elements – 
people, processes, systems, artifacts – that enable 
a patient’s journey

Creative Mood Boards
Creative explorations intended to explore high-level 
look, feel and style prior to actual screen design

UX/UI Concept Exploration 
High-level design of key screens sufficient to 
establish consensus on the overall product vision 

User Stories & Requirements
User-centered descriptions of key tasks and needs 
that are used as acceptance criteria for design and 
testing of features

Conceptual Prototype
An interactive model of key screens and journeys 
built to share and validate early working concepts 
with broader audiences
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INTEGRAMED FERTILITY • DEFINITION

Mapping Patient & Provider Journeys 
We mapped the fertility patient and provider experiences to establish a holistic view of the 
patient journey and how different roles converge and intersect in the delivery of patient 
care – enabling us to imagine new opportunities for improving the service at every stage.

29

Personas & Archetypes Patient Journey Maps Fertility Service Blueprints Scenario Development

Captured learnings about each 
role in the fertility ecosystem, 

including doctors, nurses, 
embryologists, financial 

counselors, patients and more

Modeled the thoughts, feelings, 
activities and interactions that a 

patient might typically experience 
throughout the course of the 

fertility treatment journey

Mapped the roles, activities and 
systems involved at each stage of 
patient care to streamline practice 
operations while delivering better 

patient experiences and outcomes

Outlined critical scenes from each 
roleplayer’s viewpoint, developing 

key narratives, use cases and 
requirements to guide concept 

design and prototyping
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INTEGRAMED FERTILITY • DEFINITION

Personas & Archetypes
The provider personas included a ‘Behavioral Profile’ chart to depict how much one’s role might vary depending on practice 
size – for example, greater financial or patient-facing duties for an embryologist at a smaller practice versus at a larger one.



 

INTEGRAMED FERTILITY • DEFINITION • PATIENT JOURNEY MAP
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INTEGRAMED FERTILITY • DEFINITION • FERTILITY SERVICE BLUEPRINT
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INTEGRAMED FERTILITY • DEFINITION

Prototype Scenario Development
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INTEGRAMED FERTILITY • DEFINITION • CONCEPTUAL PROTOTYPE

Scenario-Driven Storytelling
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INTEGRAMED FERTILITY • DEFINITION • CONCEPTUAL PROTOTYPE • PATIENT PORTAL

Billing

Schedule
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INTEGRAMED FERTILITY • DEFINITION • CONCEPTUAL PROTOTYPE • PATIENT PORTAL
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INTEGRAMED FERTILITY • DEFINITION • CONCEPTUAL PROTOTYPE • PRACTICE MANAGEMENT SYSTEM
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INTEGRAMED FERTILITY • DEFINITION • CONCEPTUAL PROTOTYPE • PRACTICE MANAGEMENT SYSTEM



INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.
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The Delivery Phase
Because of the platform’s complexity and breadth, my team 
delivered a combination of annotated wireframes, design 
comps, business logic spreadsheets and clickable prototypes 
of key interactions to guide the development team.

Style Guide
A guide to the product’s visual structure and style, 
including design patterns defined for developers

Detailed Wireframes
Design document detailing functional behavior 
and interactions to guide feature implementation

Interactive Prototypes
Basic working models of selective application 
interfaces built to clarify expected behavior

Functional Specifications
A spreadsheet based on the wireframes that 
captures underlying business rules and 
assumptions behind the design

Data Dictionary
A spreadsheet that defines all data fields in the 
product, mapping each one to an underlying source

Detailed Design Comps
Pixel-perfect representations of application screens 
used by developers as assets for implementation

User Acceptance Testing
Support in planning and performing feature 
acceptance tests prior to a product release

Training Materials
Documents to support the introduction of new tools 
and workflows throughout Integramed’s fertility 
practice network



 

INTEGRAMED FERTILITY • DELIVERY • WIREFRAMES
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INTEGRAMED FERTILITY • DELIVERY • WIREFRAMES
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INTEGRAMED FERTILITY • DELIVERY • PATIENT PORTAL DESIGN
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INTEGRAMED FERTILITY • DELIVERY • PATIENT PORTAL DESIGN
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INTEGRAMED FERTILITY • DELIVERY • PRACTICE MANAGEMENT SYSTEM DESIGN
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INTEGRAMED FERTILITY • DELIVERY • PRACTICE MANAGEMENT SYSTEM DESIGN
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INTEGRAMED FERTILITY
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Something will go here about
Product & Campaign
Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Phasellus vulputate ligula sit amet justo imperdiet maximus. In 
dapibus erat vitae sapien egestas tristique. Nam a velit 
ornare, eleifend quam tempor, faucibus purus. Cras id finibus 
elit. Nam commodo dolor id mauris facilisis sollicitudin.

Maecenas ultrices lectus elit, ut ornare augue eleifend quis. 
Vestibulum ante ipsum primis in faucibus orci luctus et 
ultrices posuere cubilia Curae; Nullam vel velit magna.

Praesent condimentum lacus sed nunc 
venenatis luctus
Praesent condimentum lacus sed nunc 
venenatis luctus
Praesent condimentum lacus sed nunc 
venenatis luctus

—

—

—

Key Highlights:

Leading the fertility industry with 
a full-service solution to benefit 
both patients and providers

patients managing 
their journeys via a 
responsive web app 

practices sharing a 
next-gen platform via 
a single interface

Empowering Users Implementing Financial AssistanceConnecting Networks

21 63K+ 30%

For IntegraMed, we provided a personalized digital support system for new parents and 
brought capabilities in line with current clinical, technical and societal advances, all while 
planning ahead for the network’s future scalability and growth. 

more families aided
by programs we 
helped set in place

INTEGRAMED FERTILITY

The Impact
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Carsharing Mobility App &
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GM Maven
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In its first 2 years, General Motors had successfully expanded its 
Maven carsharing and gig rental services from a pilot at the 

University of Michigan in Ann Arbor to cities across North America.

GM MAVEN
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With all eyes on mobility in 2018, GM’s Maven internal startup group 
engaged my team to elevate their mobile app experience by 

addressing friction points and envisioning feature enhancements to 
reinforce Maven’s brand promise of seamless mobility services. 
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GM MAVEN



Photo: General Motors Technical Center, Warren, Michigan.

Elevate GM Maven’s 
mobile experience to 
increase customer 
satisfaction and advance 
its brand vision of 
seamless mobility 
services.

MY ROLE
Project Planning

● Planned UX research and service design approach in 
collaboration with client and account teams

Discovery & Concept Exploration
● Led service design research expedition to Maven locations
● Traveled to Detroit weekly to co-create solutions with GM team
● Facilitated UX research, collaborative design and concept 

validation activities to advance the product vision
● Collaborated with team in analyzing research, defining a plan, 

developing a roadmap and creating conceptual prototypes
Detailed Design & Delivery 

● Planned detailed design and concept testing approach
● Led Agile design sprints while collaborating with the team to 

address design feedback
● Worked with GM Engineers to implement ‘quick win’ items

GM MAVEN

PROJECT GOAL

Executive Stakeholders
Subject Matter Experts (20+)
Maven Marketing Team
Maven Product Managers
Maven Engineering Team

Creative Director + Team (3)
User Experience Team (4)
Technology Director
Engagement Director
Project Manager

COLLABORATORS
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GM MAVEN

The Challenge

Paving the Future of Mobility Access

During its pilot program, Maven launched a minimally 
viable version of the Maven mobile app to support its 
Car Sharing model (think Zipcar, car2go).

Over time, new features were layered upon this basic 
app foundation, including a distinct feature set 
offering weekly rentals to Gig economy workers such 
as Uber, Lyft or Grubhub drivers.

After establishing and scaling these mobility services 
nationally, Maven engaged my team to enhance the 
customer experience in order to increase satisfaction, 
reduce negative app reviews and ensure that 
customers felt guided at each step of their journey.

In two months time, Maven needed to have a batch 
of approved, ready-to-build designs, in addition to an 
approved strategic roadmap to guide their product 
development plans for the next three to five years.
 

People Image
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To overcome these challenges, we aligned the project around two main 
areas of focus.

App Image

Service Optimization:
Car Sharing & Gig Rental

Design Enhancements: 
Enrollment & Help/Support 

GM MAVEN

Our Vision

55

Address confusion between Car 
Sharing and Gig during enrollment, 
and improve the experience at 
known points of friction and dropoff.

Create a vision for a more 
contextual, integrated help and 
customer support experience 
throughout the app.

Collaborate with Maven’s engineers 
to ensure that design solutions for 
these specific areas are fully 
detailed and development-ready.

Conduct research to map how Maven 
currently operates to support the 
customer journey, identifying issues 
and opportunities for improvement.

Translate research into a prioritized 
product roadmap, outlining a 
potential release schedule for new 
app capabilities in the future.

Explore, validate and refine key 
conceptual ideas for mobile app 
enhancements in order to gain 
organizational buy-in.



* Key activity highlighted in portfolio 

To achieve the goal of improving Maven’s mobility app by reducing current 
friction points and imagining enhanced capabilities, I aligned our team around 
a service design approach comprised of three major phases of work.

Discovery Definition Delivery

Stakeholder Workshops

Pickup Location Visits

Vehicle Rental Experience

Analytics & Social Sentiment

App Review Analysis

Expert Advisors

Heuristic Evaluation

Service Evaluation

Journey Maps

Service Blueprints

Market Trend Research

Summary of Findings

Ideation Workshops

Collaborative Sketching

Requirements Gathering

Feature Prioritization

Enrollment Process Flows

Creative Mood Boards

UX/UI Concept Exploration

Conceptual Prototype

Maturity Model

Product Roadmap

Style Guide

Concept Usability Testing

Detailed Wireframes

Interactive Prototypes

GM MAVEN

Our Approach

3 WEEKS5 WEEKS

Detailed Design Comps

User Acceptance Testing

Product Backlog Management

Development Support

56



 

GM MAVEN • OUR APPROACH

Design Documentation Hub
We used Sketch and Invision to create a project ‘Design Hub’ – an online resource that we updated regularly with our 
latest research and design output, so that the Maven team could follow and engage in our process in real-time. 
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INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.

58

The Discovery Phase
Our discovery process included primary research, direct 
observation, knowledge transfer and information 
collection through several means.

Stakeholder Workshops
Collaborative working sessions with key 
Maven stakeholders, capturing the goals and 
insights they shared

Location Visits
Rented a vehicle through the app and visited 
a Gig Station to experience the services and 
discover pain points

Expert Advisors
Interviews with subject matter experts to 
explain key areas of the business and 
participate in collaborative workshops

Documentation Review
Review of client-provided documents such as 
customer research, operational guides, 
service metrics and other data

Journey Maps
A story-driven graph of a typical person’s (or 
persona’s) experience, interactions and 
critical moments with a product or service

Service Blueprints
A graph describing key service delivery 
elements – people, processes, systems, 
artifacts – that enable a customer’s journey

Heuristic Evaluation
Analysis of the app and web experiences with 
respect to common usability standards and 
best practices

Secondary Research
Analysis of company news, app reviews, 
social media engagement, consumer trends 
and competitors in depth



 

GM MAVEN • DISCOVERY

Research Summary
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Discovery Interview Guides Research Capture & Analysis

GM MAVEN • DISCOVERY

Interview Guides & Research Capture
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GM MAVEN • DISCOVERY
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GM MAVEN • DISCOVERY
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GM MAVEN • DISCOVERY

Service Design Research
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GM MAVEN • DISCOVERY

Service Evaluation
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GM MAVEN • DISCOVERY • SERVICE EVALUATION
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GM MAVEN • DISCOVERY

Customer Journey Maps

66



 

GM MAVEN • DISCOVERY

Service Blueprints
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GM MAVEN • DISCOVERY

Summary of Research Observations
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INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.

69

The Definition Phase
Now equipped with substantial findings and insights from 
Discovery, we partnered with the Maven team to explore 
creative opportunities and determine a roadmap towards 
attaining its strategic product vision.

Ideation Workshops
Brainstorming sessions with Maven to prioritize 
strategic goals and explore creative solutions

Creative Mood Boards
Design explorations intended to explore 
high-level look, feel and style prior to actual 
screen design

UX/UI Concept Exploration
High-level design of key screens to establish 
consensus on the overal vision and direction for 
new product features

Conceptual Prototypes
Interactive models of key screens and journeys 
built to share and validate with UX concept 
testing participants

User Stories & Requirements 
User-centered descriptions of key tasks and needs, 
used as acceptance criteria for design and testing 

Maturity Model
A high-level strategic framework that outlines key 
stages in Maven’s journey toward realizing its full 
product vision 

Product Roadmap
A guiding document that translates prioritized 
strategic opportunity into a viable multi-phased 
project plan



 

GM MAVEN • DEFINITION

Opportunity Prioritization

We first aligned around a Strategic North Star: 
to position Maven as the future of mobility. 

We then led a collaborative exercise with 
Maven stakeholders to score, rank and plot 
each of the identified design opportunity areas 
on two dimensions: business/customer value 
and organizational readiness.

This scoring exercise resulted in an ‘Opportunity 
Matrix’ with four quadrants that began to 
suggest a prioritization for the strategic areas 
that we had discussed.
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GM MAVEN • DEFINITION

Maturity Model & Roadmap Planning

Working from this prioritization, we envisioned the Product Roadmap 
as three discrete phases, each advancing the overall program and 
moving Maven closer to its Strategic North Star.
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Improve branding, positioning and 
communication of Maven services; address 

major customer pain points, engagement 
barriers & service delivery challenges.  



 

GM MAVEN • DEFINITION

Concept Design & Planning

Now aligned on the project priorities, we kicked off 
Conceptual Design with two days of collaborative 
brainstorming, requirements planning and 
sketching with the Maven team.

We led Maven senior stakeholders in concepting 
innovative solutions to challenges like booking, 
damage reporting, trip extensions and more.

After discussing and refining these ideas together, 
my team then polished and prototyped each of 
these ideas, noting open design questions as 
candidates for testing.
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Creative Mood Exploration 
7373



Done

7474
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GM MAVEN • DEFINITION

Reservation Flow Concept
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INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.
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The Delivery Phase
To guide Maven’s software engineering team, we delivered a 
combination of annotated wireframes and design comps as 
well as clickable prototypes for key interactions.

Style Guide
A guide to the product’s visual structure and style, 
including design patterns defined for developers

Detailed Wireframes
Design document detailing functional behavior 
and screen interactions to guide implementation

Interactive Prototypes
Basic working models of selective application 
interfaces built to clarify expected behavior

UX Concept Testing
Moderated “thinkaloud” testing of prototypes to 
gain feedback for future design iterations

Detailed Design Comps
Pixel-perfect representations of application 
screens used for implementation

User Acceptance Testing
Support in planning and performing feature 
acceptance tests prior to a product release
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GM MAVEN • DELIVERY • DETAILED DESIGN
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Paving the future 
of mobility access

Designed a welcome and 
enrollment experience that 
helps users easily differentiate 
Maven’s service offerings

Guided Welcome Experience

For Maven, we used service design methods to give their engineering-driven 
team a holistic, empathetic view of their complete customer journey for the first 
time — a powerful first step towards building better services for their customers.

GM MAVEN

The Impact
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Delivered a vision for more 
contextual, integrated help and 
support surfaced at key points 
in the customer journey 

Contextual Help

Defined concepts for new and 
enhanced features such as 
booking, EV charging, damage 
reporting and fraud protection.

Innovative Features

Developed a strategic 
roadmap to drive product 
development plans for the 
next 3-5 years

Future Roadmap
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Content-Rich Multi-Brand
Ecommerce Experience 

tonyowens@uxarchitect.net      |      www.tonyowens.net      |      linkedin.com/in/tonyo    |      347.332.3030

Zildjian Cymbals

mailto:tonyowens@uxarchitect.net
http://www.tonyowens.net
http://linkedin.com/in/tonyo


Forever legendary, the Zildjian family of brands remains at the 
vanguard of music; however, the cymbal makers were not using the full 

capacity of digital to express their immense value. 

ZILDJIAN CYMBALS
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ZILDJIAN CYMBALS

By reimagining how cymbals can be experienced online, we created a 
powerful brand commerce experience that’s in tune with musicians no 

matter where they are in their lifelong journey.
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Bring together the 
Zildjian brand family 
online while letting 
each brand be itself

MY ROLE
Pitch & Proposal

● Led experience strategy and vision for the proposal
● Instrumental in planning and scoping the engagement

Discovery & Concept Exploration
● Led planning of the UX strategy and design approach
● Facilitated research, strategy, idea generation, requirements 

gathering and collaborative design activities for the project
● Collaborated with UX team in the site’s developing 

information architecture and interaction design
Detailed Design & Delivery 

● Planned and led the design process, facilitating Agile design 
sprints with cross-functional teams

● Shaped requirements and maintained the vision while 
partnering with the team to deliver high-quality designs

ZILDJIAN CYMBALS

PROJECT GOAL

Chief Marketing Officer
Executive Stakeholders
Subject Matter Experts (10+)
Zildjian Digital Team 
Engagement Director

Creative Director + Team (2)
User Experience Team (4)
VP, Technology
Technology Team
Project Manager

COLLABORATORS



   

 

ZILDJIAN CYMBALS

The Challenge

Enabling Zildjian Brands 
to Play Well Together

The Zildjian, Vic Firth and Balter brands are each 
unique from a point of history, meaning and 
product – and each has its own brand 
expression aligned to its promise. 

While the brand requirement was centered 
around bringing them together, we also needed 
to find a solution that lets each brand be itself.

Equally important, we needed a scalable 
solution that works across brands to offer a 
unified, best-in-class experience that enables 
deep engagement, long-term loyalty, 
actionable commerce and the ability to shop 
across brands with ease.

Additionally, with musicians’ preference for trial 
before purchase, Zildjian needed to put their 
products in the virtual hands of musicians who 
are unable to check them out in-store.
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An Inspirational Lifelong Companion 
On Your Journey Through Sound

For 400 years, Zildjian has shaped sound, inspiring 
generations of musicians. 

Since today's brands can't rest on legacy, we 
created a modern music epicenter that elevated 
and simplified the shopping experience, connecting 
all of Zildjian's brands together for the first time.

The redesigned site fused rich content — from 
sample sounds to brand storytelling and live 
performance videos — with favorite products, 
nurturing a lifelong love of playing through 
education and personalization while setting the 
standard for how artists find their sound.

Three distinct brands. One navigation system. One 
design system. One simple checkout.

The destination for drummers everywhere.

After
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IMAGE
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ZILDJIAN CYMBALS

Our Vision
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* Key activity highlighted in portfolio 

Following a competitive proposal process where we collaborated with Zildjian to 
explore customer insights, journeys and initial creative concepts, we aligned on a 
three phase project to fill knowledge gaps and build on our work from the proposal.

Proposal & Discovery Definition Delivery

Proposal CX Insights

Proposal CX Strategy

Proposal CX Vision

UX Project Approach

Stakeholder Workshops

Content Audit & Analysis

Page & Feature Requirements

Content Requirements

Information Architecture

Product Taxonomy

Navigation Design

UX/UI Concept Refinement

Conceptual Prototypes

UX Concept Validation

Style Guide

Detailed Wireframes

Functional Specifications

ZILDJIAN CYMBALS

Our Approach

4 WEEKS + ONGOING SUPPORT8 WEEKS

Interactive Prototypes

Detailed Design Comps

User Acceptance Testing



INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.
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Proposal & Discovery
After collecting insights and collaboratively developing an 
initial vision for our proposal, I planned the Discovery phase 
to quickly fill knowledge gaps, assess content and review 
product catalogs, then translate our recommendations into 
requirements for a new multibrand commerce experience.

Customer Experience Strategy
Proposal content that translates customer,  
competitive and brand insights into guiding 
principles, key ideas and a compelling strategic 
framework for achieving the project's goals

Stakeholder Workshops
Collaborative sessions with Zildjian executives 
to understand context, explore opportunities 
and align on a unified digital brand strategy

Content Audit & Analysis
Comprehensive review and assessment of all 
images, video, audio, copy and other site assets 
for relevance, timeliness and quality

Customer Experience Vision
Proposal content that leverages creative 
storytelling to visually demonstrate how a 
proposed UX design solution might address key 
needs throughout a customer's journey

Page & Feature Requirements
Spreadsheets mapping front-end design 
requirements to CMS capabilities, defining reusable 
components to streamline development

Content Requirements
Spreadsheets capturing production needs for site 
content, including new video, audio, copy and 
product photography



 
ZILDJIAN CYMBALS • PROPOSAL 

Customer Insights
To showcase our approach during the proposal stage, the Strategy Director 
and I partnered to conduct research and develop strategic insights that 
would shape and inform our unique design solution for Zildjian.

94



 

95

ZILDJIAN CYMBALS • PROPOSAL 

Brand Architecture
Based on Zildjian’s desire to bring three brands together while enabling each brand to be itself, 
I guided the team through two traditional approaches to multi-brand site architecture, then 
advised them on a third “hybrid" approach that would align with Zildjian’s unique brand goals.
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ZILDJIAN CYMBALS • PROPOSAL 

A Unified Navigation & Design System
Imagining ways that Zildjian’s brands could co-exist, the Creative Director and I partnered to 
develop a unified design system that would allow each brand to shine, plus a navigation 
approach that optimizes choice, clarity and convenience for the customer.



ZILDJIAN CYMBALS
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ZILDJIAN CYMBALS • PROPOSAL 

The Customer Experience Vision
To convey our proposed vision for Zildjian’s future digital brand commerce experience, I imagined two 
creative personas of drummers to guide our customer journey storytelling and design: a student who 
aspires to be great; and a professional who has “made it”, with a defined style and sound. 
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ZILDJIAN CYMBALS
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ZILDJIAN CYMBALS
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ZILDJIAN CYMBALS • PROPOSAL 
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ZILDJIAN CYMBALS • DISCOVERY

Workshops & Requirements Gathering
Following the success of our proposal, I planned a short Discovery phase to quickly 
fill knowledge gaps and address key questions in preparation for further exploring, 
refining and validating the concept design during the project’s Definition phase.
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ZILDJIAN CYMBALS • DISCOVERY



INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.
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The Definition Phase
With much of the direction defined during the proposal 
stage, our Definition phase focused on establishing 
alignment on creative look and feel, UI concept, navigation 
and page layouts before moving into Detailed Design.

Site Architecture
Detailed navigation structure and content strategy 
recommendations to merge Zildjian, Firth and Balter 
into a single unified site experience

Creative Mood Boards
Creative explorations intended to explore high-level 
look, feel and style prior to actual screen design

Conceptual Prototype
An interactive model of key screens and journeys 
built to share and validate early working concepts 
with broader audiences

Product Catalog & Attributes
Analysis and normalization of product catalog 
structure, taxonomy and data elements across 
three brands to fit one unified navigation system

UX/UI Concept Exploration 
High-level design of key screens sufficient to 
establish consensus on the overal product vision

UX Concept Testing
Interactive models of key screens and journeys 
built to share and validate with UX concept 
testing participants 



 
ZILDJIAN CYMBALS • DEFINITION 
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ZILDJIAN CYMBALS • DEFINITION
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ZILDJIAN CYMBALS • DEFINITION
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INTEGRAMED FERTILITY

The Discovery Phase

To understand Integramed’s business goals and assess the existing patient and provider experience, 
our process included primary and secondary research gathered through several means.
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The Delivery Phase
During this phase, we iteratively designed and tested 
responsive page layouts, components, modules and features 
to ensure that the new Zildjian site is both high impact and 
easy to manage. 

Style Guide
A guide to the product’s visual structure and style, 
including design patterns defined for developers

Detailed Wireframes
Design document detailing functional behavior 
and interactions to guide feature implementation

Functional Specifications
A spreadsheet based on the wireframes that 
captures underlying business rules and 
assumptions behind the design

Interactive Prototypes
Basic working models of selective application 
interfaces built to clarify expected behavior

Detailed Design Comps
Pixel-perfect representations of application screens 
used by developers as assets for implementation

User Acceptance Testing
Support in planning and performing feature 
acceptance tests prior to a product release
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ZILDJIAN CYMBALS • DELIVERY • DETAILED DESIGN



 

123

ZILDJIAN CYMBALS • DELIVERY • DETAILED DESIGN
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We created a powerful ecommerce 
experience that’s in tune with 
musicians no matter where they 
are in their lifelong journey. 

41% increase in 
average number of 
unique pages viewed 
during each visit

Merged three distinct 
brands into a single 
unified brand 
commerce platform

Increased Page Views Increased EngagementA Cohesive Brand Platform

3 41% 41S
Visitors spend 41 
seconds more time 
on average on the 
site during each visit

ZILDJIAN CYMBALS

The Impact
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Additional Work
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ADDITIONAL WORK

Tony Owens • Human-Centered Product & Service Design Leader

In addition to my featured case studies, here are additional work examples – excerpted 

directly from delivered materials – that further showcase my skills, abilities and experience.
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Enterprise
Rapid Service Design Sprint

Intel
Interactive POS Experience Concept
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Rapid Service Design Sprint
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Top Customer Pain Points:

1. Navigating to remote branches (e.g., airport shuttle)

2. Unclear range and wait for for We’ll Pick You Up

3. Inconvenient branch hours

4. Waiting for the employee to inspect the vehicle
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MAKING IT REAL

Our process in action

Service Safari Analyze ResultsService Blueprinting

Ideation

Plan for Testing

Prototyping

Concept Testing

MON TUE WED THU
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Service Safari 

Home City, Airport, owned 
shuttles and combined, we 
consumed prior journey work 
and lived it for ourselves in a 
variety of scenarios.
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NAVIGATING TO REMOTE BRANCHES

The high level journey looks like this:

Getting to Rental Location

Look for signs
to rental car area 

Go to rental car areaDeplane & Walk to 
Baggage Area/Exit
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Other,
e.g. Tram, 

Walk

Look for 
wayfinding 

Take EHI-owned 
Shuttle

Take
Airport-owned 

Shuttle

Get off
Shuttle

Multi-stop
Shuttle

Single-stop 
Shuttle

Shared Space
Counter

Standalone
Counter

Continue

Emerald Aisle

136

ENTERPRISE

NAVIGATING TO REMOTE BRANCHES

However, the true journey is varied and complex:



SERVICE EVENTS: NAVIGATING TO REMOTE BRANCHES

NAVIGATING TO 
REMOTE BRANCHES

Take EHI-owned Shuttle
to EHI Rental Counter

Take Airport Owned Shuttle 
To Airport Rental Center

Airport-owned Shuttle
to EHI-owned Shuttle

National
Emerald Aisle 

          Moment in Journey

Service 
Event 

Blueprint
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FOCUS: DEPLANING TO EXITING
THE ENTERPRISE SHUTTLE

Current State 
Service Event 
Blueprint

You see lots of blank space
here because customer support 
is currently limited during these 
stages of the journey.
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FOCUS: DEPLANING TO EXITING
THE ENTERPRISE SHUTTLE

Future State 
Service Event 
Blueprint

During Service Event Blueprinting 
workshops, we explore channel 
opportunities in order to identify 
potential solution areas. 
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Improving the Airport 
Rental Wayfinding Journey
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STAGE 1

Deplane and go to 
Shuttle Pickup
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Current Customer 
Challenges

Deplane and go
to Shuttle Pickup

Guiding Principles: 

● Set expectations 
● Be transparent
● Provide clear, timely instructions
● Make it easy to get help

Key Challenges: 

● “I don’t know how to get there and 
whether I need to take transportation” 

● “I'm not sure how long it will take”
● “I hope cars are still available when I 

arrive” (non-reservation customer)
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Your Next Steps 
Upon Arrival

Deplane and go
to Shuttle Pickup

143

ENTERPRISE



Your Next Steps 
Upon Arrival

Deplane and go
to Shuttle Pickup
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A Simple Thanks 
for Your Patience

Deplane and go
to Shuttle Pickup
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ENTERPRISE

STAGE 2 Wait for the Shuttle



Current Customer 
Challenges

Guiding Principles: 

● Set expectations
● Anticipate needs
● Provide clear guidance

Key Challenges: 

● “I’m not sure how long I have to wait”
● “I’m not sure where I’m supposed to stand”
● “I hope I can get some assistance with my 

luggage”
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Wait for Shuttle
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ENTERPRISE

Enterprise
Leads the Way

Wait for Shuttle
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Enterprise
Leads the Way

Wait for Shuttle
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Enterprise
Leads the Way

Wait for Shuttle
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ENTERPRISE

Enterprise
Leads the Way

Wait for Shuttle



STAGE 3

Take the
Shuttle
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Current Customer 
Challenges

Guiding Principles: 

● Set expectations
● Be transparent
● Distract with time-saving activities
● Personalize whenever possible
● Provide a consistent experience

Key Challenges: 

● “I don’t know how long the ride will take”
● “I hope I'm not waiting too long at the 

counter”
● “I hope I can get some assistance with my 

baggage”

Take the Shuttle
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One Step Ahead

Take the Shuttle
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Clear Next Steps 
and a Fun Distraction

155

Take the Shuttle
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A Personalized 
Greeting Upon Arrival

Take the Shuttle
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Concept Testing
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All four concepts generated interest and made customers feel informed.

Extremely/Very 
Interested: 88%

Informed: 71%

Extremely/Very 
Interested: 92% 

Informed: 79%

Extremely/Very 
Interested: 79% 

Informed: 61%

Extremely/Very 
Interested: 82% 

Informed: 63%

Mobile Dynamic Sign Branch Employee SMS Billboard
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CONCEPT TESTING
STAGE 2 – WAIT FOR SHUTTLE



But some stood out for different reasons that help guide our path forward.

20% preference

Emotional Takeaways:
Calm & Connected
Frustration-Relief
Anxiety Reduction

49% preference

Emotional Takeaways:
Calm & Connected
Frustration-Relief
Anxiety Reduction

22% preference

Emotional Takeaways:
Cared For & Respected

Frustration-Relief
Anxiety Reduction

9% preference

Emotional Takeaways:
Calm & Connected

Empowerment

Mobile Dynamic Sign Branch Employee SMS Billboard
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CONCEPT TESTING
STAGE 2 – WAIT FOR SHUTTLE
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Interactive POS Experience Concept
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Meet the customer
Julie may not be a power user, but she still 
uses her PC a fair bit. 

Mainly, she checks her email, lightly surfs 
the web, and streams her favorite shows.

Julie also uses her PC to organize family 
photos and create simple videos to 
celebrate special moments. 

But lately, her PC has been dragging. Julie 
needs a new one, but she’s overwhelmed 
by the sea of options out there. Julie also 
finds specs to be a baffling mix of 
numbers and acronyms. 

JULIE
/  34yo
/  Lancaster, PA
/  Married with kids
/  Enjoys media but not really computer savvy

INTEL
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Her journey starts 
before the store
Julie first turns to Google for PC buying 
advice. The search engine returns lots of 
links, but one result stands out: Intel’s PC 
Buyers Guide.

Julie finds this content appealing because, 
instead of having to read spec-filled 
articles and charts, she’ll be automatically 
guided to the PCs perfect for her, based 
on her computer usage. 

Intrigued, she enters her email and 
initiates the process.

INTEL
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Guide her to – and 
inside – the store
Julie’s ready to check out the recommended 
PCs in person. 

And she won’t even have to ask for help. Using 
QR technology Julie will be provided 
personalized information at any IPOS device 
in the store.  

Before she goes, she saves her finalized list as 
a QR code that she can either print out or 
save to her phone.

Inspired, empowered 
& informed.

INTEL
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Making the in-store 
connection
In the store, Julie sees a bewildering mass 
of Intel-powered laptops.
 
Each laptop, when in screensaver mode, 
displays animated messaging and 
immersive imagery that speaks to the 
benefits of the device. One that highlights 
media consuming and creation catches 
Julie’s eye.
 
As she approaches, the PC’s camera sees 
her. The screen greets Julie with a prompt 
to ‘ring’ for a salesperson or to scan her 
QR code.

INTEL
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Leading her to 
the right PC
Julie’s personalized guide opens and she 
can review her PC options at a glance. She 
can even edit her profile if she wants. More 
importantly, she can locate the other PCs 
she wants to check out.

Julie feels relaxed, engaged, excited and 
inspired. This is the kind of experience that 
makes her feel confident about her choice.

INTEL
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A personalized 
shopping experience
Julie is guided to one of the PCs; it’s 
displaying ‘Media Maven’ benefits on the 
screen. She sees how this laptop empowers 
streaming and photo organizing.

The visual design is clean, engaging and 
navigable. And the language is simple and 
relevant. She can tap to learn more about the 
benefits. 

If she still feels overwhelmed, she can ‘ring’ a 
salesperson over to help; if she’s ready to dig 
in, she can tap Geek Mode for detailed specs.

INTEL
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Evaluating 
the product
Tapping any of the benefits immerses Julie 
into different parts of the product story, 
each as enticing as the next.

The language is both informative and 
engaging, and helps Julie immediately 
understands how the features will help her.

INTEL
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Evaluating 
the product
As she scrolls down the page, imagery, text 
and video make it abundantly clear that this 
PC can help Julie enjoy better graphics, faster 
image editing and seamless streaming.

INTEL
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Evaluating 
the product
Julie can continue to scroll down to learn 
more about the product in easy-to- 
understand terms. She can also tap into 
more details about any of the features 
and benefits. 

As always, the option to buy is present.

INTEL
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Catch her at the 
moment when 
she’s ready to buy
After undertaking the IPOS journey, Julie 
comes away with a story of how each 
option fits into her life and answers her 
creative needs.
 
Julie’s ready to buy, but scrolls down once 
more looking for information that’ll reassure 
her that this is the laptop for her.

INTEL
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Catch her at the 
moment when 
she’s ready to buy
Immersive screens remind Julie just how 
perfect this PC is for Media Mavens. 

We reinforce benefits already mentioned while 
bringing up a few more.

INTEL

171



172

Catch her at the 
moment when 
she’s ready to buy
After scrolling down, Julie can check out 
or save all this info back to her QR code 
for further consideration. 
 
After being reminded of what a great 
streaming machine this PC is, she taps 
‘Check Out’ to call a salesperson over to 
finalize her purchase.

INTEL
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Closing the deal
The salesperson arrives, with Julie’s PC 
profile reflected on their tablet, already 
synced with what’s on the IPOS screen. 
Any final questions are answered quickly.
 
Ready to buy, Julie holds her phone near 
the tablet to complete the payment with 
her mobile wallet.
 
New device in hand, Julie heads home, 
dreaming about her next video project.

INTEL
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Unveiling the product

Within the hour, Julie gets an email that 
features an ‘Intel unveiling’ video for the 
product she’s purchased.

It builds excitement around the product 
design and features. Then it walks her 
through the first steps of exploring the device.

More than ever, Julie is confident that Intel is 
giving her the right kind of power to meet her 
unique purpose and she can’t wait to play 
with her new laptop. 

INTEL
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Tony Owens
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Human-Centered Product & Service Design Leader
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