Better UX w/EQ

Define emotional intelligence

Learn the 26 traits of emotional intelligence

Understand ways UX is included at every level of business
ldentify the touch points of your brand

Learn the difference between UX vs. Ul

Learn to quickly identify what poor UX looks like

Examine where UX fits into your own creative process
Learn strategies you can implement immediately when
designing products and services






@Iuckyglrlleglrl
#LuckyUX







OBJECTIVE

1+ Define user experience



OBJECTIVE

2+ Learn the Difference between UX vs. Ul



OBJECTIVE

» Understand how UX is included at every
level of business and why we care



OBJECTIVE

4« Discuss the elements of UX



OBJECTIVE

5+ ldentify Messages that Kill UX



OBJECTIVE

6° Learn to recognize examples of core
alues in design



OBJECTIVE

7+ ldentify touchpoints for clients to engage
vith your brand



UX Creates Life Experience

“Great
collection of

slides easy to

edit” “Thank “So easy
to use!”




Why do people engage?
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Why Better UX?

1. To engage with the user
environment more harmoniously




Why Better UX?

2. We accomplish more by
co-creating solutions together




Why Better UX?

3. Good UX helps us understand
what our customers value




Why Better UX?

4. It brings more joy and
satisfaction to our customer
experience




Why Care?

Why does engagement even matter?

Customers who are fully engaged represent a
of profitability, revenue, and
relationship growth compared to the average
customer. (Gallup)



Why Care?




Emotional Triggers




Elements of UX

User Interface Overseer
Mobile App Creative Director
Customer Service Project Manager
Products UX Designer

Conferences

Brand Identity Market Research User Experience

Emotional Response

Business Culture Focus Groups
Core Values A/B Testing Brand Engqgement
Brand Messaging Data Analysis Loyal Clients
Logo Design Surveys



Elements

Brand ldentity

Business Culture

Core Values
Brand Messaging
Logo Design
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Core Values Questions to Ask

1. Are our core values emitted at every level of product
design? Are the client’s core values represented?

2. Would they recommend our products/services to others?

3. Do users have to think to use the product or Is there a
natural path that aligns with their core values, so they
already “get it” and inspires them to take an action?



Examples
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CORE VALUES

BN TEAMWORK

Src: http://www.dartmouth.edu/~rpd/images/corechart.jpg




Examples

Deliver WOW Through Service

-

Embrace and Drive Change

Create Fun and A Little Weirdness

Be Adventurous, Creative, and Open-Minded
Pursue Growth and Learning

Build Open and Honest Relationships With Communication

£appo

Src: http://about.zappos.com/our-unique-culture/zappos-core-values/embrace-and-drive-change

Build a Positive Team and Family Spirit

Do More With Less
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Be Passionate and Determined

Be Humble
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Examples
e QuickenlLoans

At Quicken Loans, 95 percent of employees say their workplace is

great.

EMPLOYEE RATINGS
GREAT CHALLENGES 97%

GREAT ATMOSPHERE 08%
GREAT REWARDS 04%

GREAT PRIDE 98%
GREAT COMMUNICATION 96%
GREAT BOSSES 96%

LEGEND OFTEN OR ALMOST Atways
someTives T

http://reviews.greatplacetowork.com/quicken-loans



Consistency




Examples

Google Search I'm Feeling Lucky




Examples

Google

Applications Voice Search



Examples




Examples

Instituted BYOD Policy in 2012




Examples
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Examples

(") rackspace.




Examples

Transactions Per Second

279.58

84.87

Amazon RDS Rackspace Cloud Databases



Examples
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Elements

User Interface
Mobile App

Customer Service
Products
Conferences

Brand ldentity

Business Culture

Core Values
Brand Messaging
Logo Design



Touchpoints - User Inter
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Touchpoints - User Interfaces

Mobile App




Touchpoints - User Interfaces

Website




Touchpoints - User Interfaces

Consultations




Touchpoints - User Interfaces

Reviews




Touchpoints - User Interfaces

Customer Service




Touchpoints - User Interfaces

Phone Calls




Touchpoints - User Interfaces

Vleetings




Touchpoints - User Interfaces

Conferences




Touchpoints - User Interfaces

Classroom




Touchpoints - User Interfaces

Emails




Touchpoints - User Interfaces

TV Ads




Touchpoints - User Interfaces

SWAG




Touchpoints - User Interfaces

Print Ads




Touchpoints - User Interfaces

Social Media




Touchpoints - User Interfaces

Digital Aavertising










OBJECTIVE

8« Learn how habits and emotions influence
decision-making




OBJECTIVE

9. Understand how triggers can inspire a
reaction



OBJECTIVE

10+ Learn ways to incorporate customer
eedback into your growth strategy using
arlous metrics



Mind and Body

"Rather than being a luxury,
emotions are a very intelligent..."

~Antonio Damasio, Portuguese Neuroscientist

D



Mind and Boay

ThOUghtS Bend




Mind and Body

Hablits




Resources
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Resources

Trigger

External

Variable

Investment Reward




Triggers

Dee . &L




Triggers

Piqued Interest
Give ‘em a Good Reason
Yisual

Sound

Storyt
Smell
Create Hype




Triggers

Social PmOf

Asymmetry
Symmetry
Minimalism




Triggers

Taste
Time
Fear of Missing out FOM
ASKlng for Help
Showing Vulnzrabmty

Slm k.;,l Language




{ Screen Time

luckygirl’'s iPhone

SCREEN TIME Today at 9:00 AM

Th 24m

Other Social Networking Reading & Reference
50m 13m om

© 37m above average

MOST USED SHOW CATEGORIES

Safari

41m

amazn  AMAzon
e 32m

google.com
5m

Facebook
5m

kalampaka.com
om

productexeert.com

Examples

{ Screen Time Today

PICKUPS

1 per hour

=l O I [

Total Pickups 14
Most Pickups 7 between 7 AM-8 AM

NOTIFICATIONS

e
26 Around 2 per hour

ﬁ Facebook

06
U Messages

®5

Instagram
@ "'

g Twitter
3

MR Linked|n™———

®4




Examples
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&THANK YOU

o



Examples

helps you
stay positive

an emotional
wellness bot

chat anonymously




Examples




Examples

® © ® ™M AMClogo - Ig@lgdesigns.co - X | =4 Email Marketing Automation | © X ‘ 6 Bad Ul Design Examples & C X (& the best holiday toys for girls - X +

< C @& https://www.google.com/search?q=the+best+holiday+toys+for+girls&source=Inms&tbm=isch&sa=X&ved=0ahUKEwjuhZ.. Y @® ® [ & ,@

300 x 300
Gift Ideas for 6 Year Old Girls i... Gifts for Girls Under $30 | A... Fancy Nancy Plush Doll - S... 45 Awesome Toys Every '90s Girl W... Top Arts and Crafts Toys Fo... Gift Guide: Best Toys for To...
temperandtantrum.com americangirl.com shopdisney.com buzzfeed.com mostpopularkidstoys.com mommytomax.com
Gifts to Buy A 6-Year-0Old Girl in 2018 ... Holiday Toys 2018: Toy Insider's top 20 ... Educational Toys & Learnin... Toys R Us Christmas Catalo... Best Gift Ideas for a 2 Year ...
guide.com abcnews.go.com fatbraintoys.com seoul43.com thepinningmama.com
2018 Holiday Barbie Doll | F... hottest holiday toys Top Toy Gift Ideas for Toddler Girls ... hottest toys from the New York Toy Fair ... Free Christmas Presents for ...
barbie.mattel.com today.com goodhousekeeping.com cnbc.com save.lovetoknow.com

5 days ago .

Top Toys for Christmas 2018 Girls ... Best Toys and Gifts for Pre... Geek Best of 2018 Holiday Gift Guide ... One Year Old Baby toys 77 ... The hottest toys of 2018 - INSIDER
youtube.com smallforbig.com goodmenproject.com loveforlayne.com thisisinsider.com

https://www.google.com/imgres?imgurl=https%3A%2F%2Fmedial.s-nb...

9:22 >~ @ )
Q @ distressed red converse shoes

T I
Converse Shoes | Distressed Red...

Chuck Taylor All Star Distressed ... Reshmarecom

zu2.co.uk

- ..

—_— =
R

o ——

Converse Is Now Selling Beat-Up...
glamour.com

Red Star Player Distressed Ox Ca...
lyst.com

@ Product

Distressed Converse Shoes - Sho...

shopstyle.co.uk Converse Chuck Taylor All Star H...
lyst.co.uk

cheap converse sale shoes, Fo26...
flytolax.com

@ Product

Converse Shoes | Womens Red D...
poshmark.com




Examples

(O @ https://www.nextgenerationteachers.com/ice-packs e O

HOME OUR JOURNEY STORYLINES RESOURCES UPDATES

NEXTGENERATIONTEACHERa COM

NGSS For Teachers, By Teachers

HOW CAN SCIENCE HELP BUILD A BETTER ICE PACK?

Unit Synopsis: In this unit, students investigate why athletes ice
injuries. This leads students to wonder why actual bags of ice
are used instead of the instant ice packs found in first aid kits.
Students then investigate the chemical reaction occurring within
an instant ice pack and work to develop a better design.

Anchoring Phenomenon: First aid care for musculoskeletal
injuries using bags of ice instead of instant ice packs containing
an endothermic chemical reaction.

UNIT MATERIALS

e Unit Skeleton

Storyline Narrative - Version 2.0
Teacher Guides

e Assessments and Rubrics

e Student Activity Sheets

e Projected Images and Handouts

e Performance Expectations Unpacking

ABOUT US

N

N o oeel




Examples

PERFORMANCE EXPECTATION

MS-PS3-3 Apply scientific principles to design, construct, and test a device that either minimizes or

maximizes thermal energy transfer.* [Clarification Statement: Examples of devices could include an
insulated box, a solar cooker, and a Styrofoam cup.] [Assessment Boundary: Assessment does not include
calculating the total amount of thermal energy transferred.]

Disciplinary Core Ideas (DCls)

PS3.A: Definitions of Energy

® Temperature is a measure of the average
kinetic energy of particles of matter. The

relationship between the temperature

and the total energy of a system depends

on the types, states, and amounts of
matter present.

PS3.B: Conservation of Energy and Energy
Transfer

e Energy is spontaneously transferred out of
hotter regions or objects and into colder

ones by the processes of conduction,
convection, and radiation.

Temperature measures energy levels
Temperature changes do not equal adding
“coldness” or “hotness”

Particles of matter are always in motion
States of matter are determined by certain
characteristics

Energy moves and is transferred from high
to low (hot to cold) until equilibrium
Different matter types are going to react to
energy changes different (water - specific
heat)

All things are made of matter

|ldentify heat - thermal energy

Total change of energy in a system is always
equal to the total energy going in or out.




Products v Bundies & Deals Programming Customers Q

[ apaiol
= XFINITY TV

s 200 more reasons to see for yourself

Step up 1o the Premier or Complete Triple Play and get up 1o a $200 Visa* Prepaid Card.
XFINITY Voice
XFINITY Home Internet ™V Voice $ o 900

= 99/mo R
XF'~1TY X1 Nationwide or 24 mort's
- é’.o Jm Calling Wih 2-y0ur agroomeont

Verizon Wireless

v X1 Entertainment Operating System” Add to cart

XFINITY vs. the
Competition

v LOCK In your rate for 2 years
v $100 Visa® Prepaid Card

Pr-(_h; & Other Iinfo

Comcast Business
Services

What are you shopping for?

Jn the main pages, the secondary navigation is presented as a dropdown menu that takes you
0 subpages.

CHinity TV

shop/Upgrade My Account supponrt

XFINITY TV Go Watch Online NaichOn TV

Saved

TV SHOWS MOVIES SPORTS FAMILY & XIDS S UVETV 13 AWARDS STREAMPIX LATINO
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Darkroom Equipment & Film Processors
RigitalDICOM/PACS Products,

Medical Equipment/Patient Care Equipment,

Power and Exam Tables
Poriable Radiographic
Radiation Survey Meters
Silver Recovery Systems
Film Viewboxes

More products/complete listing

Casselle/Film/SyrgicalCase Carts Exam Room Products
Film Carnry Cases Cassette Holders Pass Boxes

Film Caddies Wall Film Racks Positioning Foam

X-Ray Markers sandbags Stools Iable Pads

Lead Protection Products Aprons

Gloves Mobile Barmers Windows Eyewear

glockers

Clear Bamers 1Thyrod Collars Gonad Prolection

Waming Signs Ultrasound ACcessornes

More products/complete listing




el-biler til barn Index
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Elements

User Interface
Mobile App

Customer Service
Products
Conferences

Brand Identity Market Research

Business Culture Focus Groups
Core Values A/B Testing

Brand Messaging Data Analysis
Logo Design surveys




Feedback

3 Ty

£2 88
£888




Resources

ERIC RIES, SERIES EDITOR

e Jeff Gothelf and Josh Seiden

LEAN
UX

Designing Great Products
with Agile Teams

O'REILLY"




Jillian David ;
9 @JillianDavid13 g (TS b Y.
Focus group. This could have been avoided
with 1 focus group (of women).

.5
~ A‘

“
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Examples of Metrics




Examples of Metrics

Surveys




Examples of Metrics

Focus Groups




Examples of Metrics

A/B Testing




Examples of Metrics

Heat Maps




Examples of Metrics

Time Spent Engaged




Examples of Metrics

Interviews




Examples of Metrics

# of File Downloads




Examples of Metrics

Internal Website Searches




Examples of Metrics

Google Analytics




Examples of Metrics

CRM User Behavior




Elements

User Interface
Mobile App

Customer Service
Products
Conferences

Brand Identity Market Research

Business Culture Focus Groups
Core Values A/B Testing

Brand Messaging Data Analysis
Logo Design surveys

Overseer
Creative Director

Project Manager
UX Designer



- Conscious Awareness +

Overview

USER EXPERIENCE DESIGN DIAGRAM

@ Language Interaction Motion Graphic Interface D{

- - - - - English, Spanish, Mandarin, etc.

i
|

i

code>
<object>

— Shape, symbolism, line, color, spacial

e Ly

V7

Src: Michael Cummings — uxdesign.com

composition, texture, dimension,
and other facets of visual rendering.

o SN Music or spoken word (a.k.a Voice

Over/V.0O,) audio.

= AR Animation, change, motion, time,

rhythm, calculus.

..... Textual style, graphics, and compo-
sition for information structure,
meaning, relationship and user
comprehension.

..... Graphical and information design
elements utilized to indicate
controls for data manipulation,

Task flow, flow/behavior,
and human comprehensibility of
controls provided by the user
interface.

. “Front-end” (client executed) or
“back-end” (server executed) code
for data input, processing, and

retrieval, I

[
b

FA

= »

<code>
<object>
<code>

3
The mind's eye does not naturally
distinguish between individual
elements that comprise an
interactive system. Parts of the
interactive communications /
software vernacular are not
experienced separately by the user,
but as a complete synthetic language

which is apprehended and used as a
unified whole.

User Experience Design is the art

and science of intgrating all of the

various elements that comprise an

interactive system so that

I) The user’'s needs, limitations,
goals, desires, and expectations
are served

2) The publishing organization's
objectives are served as a result
of serving the user’s (#1)

3) The whole is greater than the
sum of is parts

*Sound Is seldom used in contemporary
web app’s but is a multimedia element
commeon to other types of web-based

software, thus important to UX,

Author: Michael Cummings | uxdesign.com | Copyright : Creative Commons - Attribution-Noncommercial 3.0 United States



Who I1s Best for the Job?

Creative Directors




Who I1s Best for the Job?

UX Designers




Who I1s Best for the Job?

Project Managers




Elements

User Interface
Mobile App

Customer Service
Products
Conferences

Brand Identity Market Research

Business Culture Focus Groups
Core Values A/B Testing
Brand Messaging Data Analysis

Logo Design surveys

Overseer
Creative Director

Project Manager
UX Designer

User Experience

Emotional Response

Brand Engagement
Loyal Clients
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OBJECTIVE

11+ Learn how neuroplasticity works



OBJECTIVE

12 Examine how our brains learn and recall
best



OBJECTIVE

13+ Learn the 4 parts of emotional
Intelligence



OBJECTIVE

14+ Discuss some of the 26 traits of
emotional intelligence



OBJECTIVE

15+ Learn how self-awareness helps you
get into the mind of your ideal client






What is Neuroplasticity?




Learning Styles
How do you learn best?
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Neuroplasticity

“The self is a perpetually recreated
neurobiological state.”

~Antonio Damasio, Portuguese Neuroscientist
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Emotional Intelligence (E
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1. Emotional Self-awareness
® 2. Accurate Self-assessment
3. Personal Power
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Management of

4. Behavioral Self-control

5. Integrity

6. Innovation & Creativity

/. Initiative & Bias for Action
8. Achievement Drive

9. Realistic Optimism

10. Resllience

11. Stress Management

12. Personal Agility

13. Intentionality




Awareness of Others

14. Empathy
® 15. Situational Awareness
16. Service Orientation




Management of Others

17. Communication
18. Interpersonal Effectiveness
19. Powerful Influencing Skills
® 20. Conflict Management
21. Inspirational Leadership
22. Catalyzing Change
23. Building Bonds
24. Teamwork & Collaboration
25. Coaching and Mentoring Others
26. Building Trust




1. Awareness of Self 2. Awareness of Others

Mindfulness

3. Management of Self 4. Relationship Management

Empowerment




cc: atomicshark - https://www.flickr.com/photos/94507863@N00



motional Intelligence

s ey

cc: woodleywonderworks - https://www.flickr.com/photos/73645804@N00
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Kinaesthetic Linguistic
(Body Smart) (Word Smart)

Naturalistic éb Logical

(Nature Smart)

Interpersonal
(People Smart)

Musical Intrapersonal
(Music Smart) (Myself Smart)

cc: pabeaufait - https://www.flickr.com/photos/99463303@NO00






ssive

leads 5
g joyful g —
e € gossip irraGiona vibalit
happg stress . atbtitude . gapp' g y
excived  Dlabbing famb'm caved . outbspoken
Shoumng Opblm'smc d nflden b
- frien x.,.pfo.-ward CO
chatterbox individual inberpersonal 2 9
g communicate J°9 Ou gO|ng personaliby _psychology oubh £ é
S o83 § 2
D - —
5 EQ
0 . .2
°‘ daring
inGrovert : chat  success balkabwe laughber
VI r cheerful 3 bal Vibrant SUCC&SS“" chitchab
€ fearless
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True Colors




Who Are You”? Green

See Self Others See
Superior intellect Intellectual snob
98% rlght Arrogant
nggh-m/nded Afraid to open up
Efficient, powerful Unappreciative
Original and unique Stingy with praise
Rational Doesn’t consider people in plans
Great planner

Critical, fault-finding
Cool, aloof, unfeeling
Eccentric, weird

Calm not emotional
Precise not repetitive
Under control
Able to find flaws objectively
Holding firm to policy .



See Self
Warm, caring, compassionate
Likes to please people
Trusting
Romantic
Spiritual
Creative
Idealistic
People person

Willing to work tirelessly for a cause

Unselfish
Empathetic
Wanting harmony

Who Are You? Blue

Others See
Overemotional
Groveling, fawning, soft
Too trusting
Mushy
Hopelessly naive
Too nice
Aloof
Smothering
Manipulative
Ignores policy, create chaos
Talks too much
lllogical, Incomprehensive



Who Are You? Orange

See Self
Fun loving, enjoys life
Spontaneous
Flexible, adaptable
Carefree
Proficient, capable
Hands on person
Practical
Problem solver
Good negotiator
Here and now person
Does many things at once
Eclectic

Others See
Irresponsible
Flaky
Wish-washy
Not serious
Spends time on things they enjoy
Not interested Iin ideas
Disobey rules
Manipulative, not to be trusted
Not able to stay on task

Cluttered
. Indecisive



Who Are You? Gold

See Self
Stable
Providing security
Dependable
Firm
Always have a view
Efficient
Realistic
Decisive
Executive type
Good planner
Orderly, neat
Punctual, expect same

Others See
Rigid
Controlling, bossy
Dull, boring
Stubborn, pigheaded
Opinionated
System-bound
Unimaginative
Limiting flexibility
Uptight
Sets own agenda
Rigid idea of time



-control

cc: Victoria Nevland - https://www.flickr.com/photos/79379319@N07



Integrity

cc: contemplativechristian - https://www.flickr.com/photos/23852851@NO07




Awareness of Others

YOOV
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How to become an empathist

cc: London Permaculture - https://www.flickr.com/photos/7371031@NO08



“Empathy is walking a mile In
somebody else's moccasins.
Sympathy is being sorry their
feet hurt.”

~Rebecca O'Donnell



Communication

cc: Leonard J Matthews - https://www.flickr.com/photos/67953162@N00



Motivation

cc: lumaxart - https://www.flickr.com/photos/22177648@N06
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cc: Maksoff - https://www.flickr.com/photos/50332686@N02






cc: lindes - https://www.flickr.com/photos/96686711 @NOO



Examples

> » o) 0:09/0:30

> » o) 015/030

The proper way to use the Can Opener! You have been using the can opener all wrong! . - The proper way to use the Can Opener! You have been using the can opener all wrong!

672,458 views ifp 'K & 143 & SHARE =4 SAVE  «ee @ e 672,458 views ife 'K @143 & SHARE = SAVE

https://www.youtube.com/watch?v=mFmlIVIZrQs



- Examples

FROM MENTALHAPPY v




Confirmation Bias
Manage Your Mindset




Shift Your Perspective
Manage Your Mindset



COGNITIVE BIAS CODEX

We store memories differently based We notice things already primed in
on how they were experienced memory or repeated often
e o nskanid 1o " ; Bizarre, funny, visually-striking, or Too Much
WhatShouldWe wimimomee s .y riememchmades  Information
Remember? 1y 3§ ggg gﬁgf ;f
gt ke WHH ey o2 oy
T N g gy eSS
- | ‘\bn . ,‘)1}}..... MU 000...::.. f} }.
e g S S W

il « T W00 o i ot

We favor simple-looking options "'*.,‘ W% . '.'g':;uﬁw
and complete information over 5 Qy’.“é’» < o \ / '.. M
complex, ambiguous options - ‘f:::% ,z:,: . \ .‘.d;:*v":!{““ M o
“’%N";’; . zﬁf:"f“.:: We notice flaws in others
%":‘271":. A A M 8 @ more easily l.han we
4:-.::‘:: 4::' . . i ww‘:‘w notice flaws in ourselves
To avoid mistakes, Status g Bas o . NN::‘ roalis™
we aim to preserve autonomy ® so(“““‘“mo.. :‘“' = . %
andgt?upsut'\n.md_aﬁiod D".”"’\'.': - :m»ww
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Confirmation Bias

What is it?

What is it all about? What is the benefit to the user? Why
should they take action?

How do users convert to your goal?

What is the user’s motivation to be here in the first place?
How does this make them feel?

How much work does the user have to do to get what they
want?

What habits are created if they do this over and over?
What do they expect when they click this?

Are you assuming they know something that they haven't
learned yet?




Confirmation Bias

Is this something they want to do again”? Why? How often?

Are you thinking of the user’s wants and needs, or your own?
How are you rewarding good behavior?

Can they easily engage with our Customer Service Department?
Is this information fact?

Is it rooted in a factual, observable reality or an alternate reality?
Am | willing to consider an alternate perspective? Why or why
not?

When did | adopt this belief?

There are preventable user mistakes. What are they”? How do
we find them?

What assumptions am | making?




s Resources

“A Crash Course in 100 Short Lessons”
@
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FOR BEGINNERS

A Crach Covrée in 100 Short Lessons

JOEL MARSH






OBJECTIVE

16+ Discuss approaches and methodology
or UX



OBJECTIVE

17+ Learn strategies you can implement
Immediately when designing products and
services and how to put it all together In
your own 6-step process



Hack Thelr B
NLP Techniques




Design Thinking
HooKed
Lean UX for Adile Teams




Creatlve Process
Puttmg 1T all together




Typical creative process
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“The state In which p
SO Involved

ihaly Csikszentmihalyi,
Author of FLOW: Thz Psychology of
Optimal Experience




ihaly Csikszentmihalyi,
Author of FLOW: Thz Psychology of
Optimal Experience









UX Step 1: Research




UX Step 2: Solve a Problem




UX Step 3: Make it Profitable

8




Step 4: Design - Mockup

Tt

Label...

L L J

@

Zento

Lorem ipsum dolor sit amet,

consect adipiscing elit

7 New Note

| User

{c} Settings

i Grid

3 Search Here

Title

@

https://www.mockflow.com/




Know the Difference
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UX Step 5: Build - Prototype > MVP

- FierceWomen, LLC X Ien

@)
@ - C @ ‘ @ fiercewomenproject.com

-9 % v mom@ =

FIERCEWOMEN, LLC

The FierceWomen Project™, Bring Your Strength™, FierceWomen: Portraits of Possibility™

Home About v Programs v Portraits Shop Blog Share Your Story Contact

Looking for your own VisionBook?

Get it here now!

Buying more than 5007 Contact us today for
wholesale pricing.




UX Step 6: Measure




Practice Makes

Perfect!




Let’s Get Creative







?
S
N
tio

S

e

U

Q




@Iuckyglrlleglrl

#LuckyUX



