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About

Coming from an interdisciplinary background, I was trained as a creative
designer with critical humanistic thinking, working at the intersection of
design, art, technology and humanities. Currently based in the Bay Area,
I am graduating from Master of Design (MDes) at UC Berkeley and
working towards creative solutions for social impact.




Experience

UX/UI Desigher @ AskEdith.ai JUNE - AUGUST 2023

Analyzed user behavior across 100+ sessions to pinpoint pain points, creating workflow prototypes, wireframes, and sketches.
Led design critiques to refine user journey improvements, collaborated with cross-functional teams for practical solutions, and
delivered user-friendly designs in rapid launch cycles.

Design Consultant @ Electrolux AUGUST - DECEMBER 2022

Worked with Electrolux's leadership for four months researching US sustainability trends and consumer behavior. Led a five-
person team on a qualitative survey and interactive mockups, conducted 100+ user interviews, and synthesized findings into a
detailed design perspective report.
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G.EM is created to bring ease to UX researchers and
opens up the potential for further training and
development. It analyzes the human emotion factors
and assists UX researchers closely for an improved
quality of the research.



System Map

Speech
Prosody
User Interview Voice
Conversation burst
Language

The three technologies are integrated together in G.EM and
generate high-quality insights. Whisper API is applied to
transcribe speech into text so the conversation can be
documented in G.EM and for further analysis and annotation
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Affective
Computing

Hume.ai API detects 48 categories of emotions and a
score of intensity (shown as diagram below) from text,
speech and even facial expressions for future
developments. It can capture specific emotions from the
words, phrases or tonations that require close attention.
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Begin Time (s)

Emotion (Total Score)

e Concentration (14.10)

@% Contemplation (10.10)

B Calmness (7.62)

@B Interest (5.10)

B Awkwardness (3.51)

@ Nostalgia (1.84)

8 Doubt (1.00)

i Confusion (0.91)
Satisfaction (0.90)

i Disappointment (0.84)

% Boredom (0.78)

@S Joy (0.54)

BN Anger (0.50)

0 Determination (0.41)

0 Sympathy (0.26)
Realization (0.22)

0 Admiration (0.17)



EMOTIONAL EXPRESSION OF BOTH
INTERVIEW AND INTERVIEWEE

AUGMENTATION OF
ANALYSIS AND QUICK
TIP ON IMPROVING

INTERVIEW FLOW
ADVISED INTERVIEW

PLAN AHEAD OF TIME
BASED ON ANALYSIS




092 AskEdith.al

B2B startup specializing in natural
language database interfaces

AskEdith simplifies data analysis for companies,
enabling users to query databases and derive insights
using LLM models, all through intuitive question-
asking, no prior experience required.




Problem

AskEdith lets users ask questions to quickly understand
their data, create graphs, and put everything together
on dashboards. Plus, sharing your work is simple with
our shareable links.

But we’ve noticed a challenge: our platform, especially
the LLM model at its core, can be tricky for new users.
This has made it tough to grow our community and turn
those users into profits.

Sales Analysis

show me the customers who purchased more than once, and put
this on a bar chart with alternating red and blue colors for
visibility 0
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Optional ) —

" Tutorial Tour
T)v Connect Data Source

|

\

\
Login/Sign up

. Optional Pre-made
Example Project

Step 1: 70% user finish Step 2: 26% user finish

Goal 01

Improve e

iciency

Define the current user flow and find out which steps
are causing friction, improve the efficiency of inputting
and smoothen the user experience.

The more
insights, the
more value —

® Create Project % Ask Question w Create Dashboard

The more answers/
graphs saved to
the dashboard, the
more value

Work in Teams

> Set recurring email updates

Share to other people

> More additional features

Step 3: 4% user finish

Goal 02
Appropriate guidance

Focus on the interaction difficulty when using LLM
model to get satisfying answers. Provide appropriate
guidance to help new users.



User flow

I started my research process by getting familiar with the
product platform and map out the user flow. As a new
user myself, I experienced noticeable moments of
feelings lost and confused, noted down interfaces which
aren’t intuitive, and developed a high-level user flow.

Project Page

§ shared w me projects (list)

add new one

] add new project '

§ existing projects (list)

Dashboard Page

d existing dashboards (graph?) ) edit graph(+tables?) edit sharing setting/email reports

. add new dashboard

{ share projects with others

§ add sharing settsing
P

choose template -
ABCD choices OR advanced/customize —— data prep
advanced

basic/auto

auto creates project +
dashboard (w graphs)

« wat time 120 kong

ask guestion

Ask Edith

show
feedback

{ Add new dashboard to page

get help

s e s 1 cut.

show legic
return table /

graph

debug

favorite question

download answer

add answer to dashboard




N eW U Se PS I carried out the first round of reviews from: Login —> (take

tutorial tour) —> Home page —> Connect data source (more than
70% of users stop at this step). This is the main experience for
new users and there is a huge drop-off rate.




F I carried out the second round of reviews from: (Use pre-made
Peq U e nt U Se PS example project) —> Create a new project —> Ask questions / Get

data-insight answers (about 26% of users reach this step). This is

the important part to keep customers loyal.

illl.." “Alexa, check my voicemails from mom”

Urtecacn
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Very itustive plats
The chat support hesr rephe:
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@ Make it persuasive ¢ Make it assertive

W Sound confident %y Make it constructive

@ Make it diplomatic @& Make it empathetic

@ Makeitfriendly  Make it inspirational

/ Make it more descriptive @ Make it more detailed
4 Sound casual g Sound formal (1] Simplify it

£ Make it direct




I carried out the third round of reviews from: Create dashboard —
LOya.I U Se PS > Save valuable answers & graphs to dashboard —> Enable email
updates —> Enable team functions (only 4% of users use the
additional features of the platform), to explore the full features.
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Wireframe + Ul

Final Design

€D AskEdith  Askedith Internal v

{f+ Home

Data Sources

Home

Projects o Get started with AskEdith and follow the latest developments

AskEdith Application Analytics
PP y Quick Start Guide

Google Analytics Demographics

+ New Project

3 Shared Projects v

No shared projects available

Dashboards v

Country Demographics

General Analytics

4+ New Dashboard

Latest Blogs

2 Invite Members

Through 4 design critique meetings, designers,
product managers and software engineers

AskEdith Enterprise Plan

Projects 2/

Dashboards 2/ New release day!

reviewed the design suggestions focusing on

Monthly Questions 84/ »

Improving user journey and incorporate the
feedback in a refined final design in Figma.



a scatter plot

AskEdith Application Analytics
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Choose Model Choose Material Choose Service

Choose a model of fridge from below

03 Electrolux

l l I l Market report and concept design

Side-by-side French Door Bottom Freezer Top Freezer on sustalnablhty awareness

How can refrigerators be more sustainable? What
choices on materials and made by customers will
Impact refrigerators' end of life? These are the
questions Electrolux hope to find out...




Problem

Large home appliances like refrigerators are large source
of plastic waste: 200 million household refrigerators
currently in the U.S. Refrigerators have the Largest
demand of plastic among home appliances. 9 million
refrigerators are disposed each year in the U.S.

How do we determine the best material used in
refrigerators by combining consumer perception and
material research throughout refrigerator’s life cycle in the
US market?




Research focuses

01 © 02 £
User centered Material centered
- What material is perceived as sustainable? - Most circular materials in the US?
- What are consumer preferences on material and - How to use more circular materials?
behavior in disposing? - What material should we prioritize in the future

- How to communicate sustainability? and why?



Online Survey

Goal:
Investigate consumer perception in the US of
sustainability and fridges O s it

O 26-35 years old

What is your age?

O 36-48 years old

Participants: 133

@® 49-65 years old

Participants (based in US): 123 e e

What gender do you identify as?
Structure: —
1. Demographic data ® romal

2. Perception of sustainability

3. Material preference

4. Values and branding

5. Service and purchasing behavior




Key findings

Key findings: Sustainability

Sustainability Recycling knowledge

Most participants get rid of their lasl \
refrigerator because it was broken. (25%)

2,25

6,6
Main considered aspects of

sustainability during purchasing a fridge
Energy efficiency 61%

‘ Repairability 16% ‘

How important is Do you know how
sustainability to you? refrigerators are recycled?
Mean 6,6 out of 10* Mean 2,25 out of 10*

et 0 = amow 2oMNng b0
10 « vy irgurtant 10 = Hhiom B process very wel

.
Key findings: Values and branding @

When thinking of purchasing a new fridge.
What is your personal strategy to do so?

. Most associated sustainable brand

oo i Electrolux )
. P @ Frigidaire '/]

y Y
i@ Samsung )
N J

Through the analysis of the survey, we are able to identify key

findings in areas of sustainability, material, values and branding,

service and purchasing behavior, etc.

Key findings: Material

37%

Sustainable

Materials

Steel was ranked first for
perceived recyclability
Second most ranked:
aluminium

How would you define
sustainable materials?

Key findings: Service and purchasing behavior

€55 to pay to ensure it is
to EPA Responsible Appliance
(RAD) standards is low

Willingness to pay for monthly for extending coverage or extra service is low

Key findings: Interior vs. exterior material % 0

Recycled Glass Aluminum Steel Steel Aluminum Glass
Plastic

If you could design your own If you could design your own
fridge, what would you fridge, what would you
imagine the most sustainable imagine the most sustainable
interior materials to be? exterior materials to be?

Key findings: Would you pay more for a more
sustainable refrigerator?

Investment Energy Cost Aesthetics

Tangible Durability Recyclability Confusion

Recycled
Plastic



Final findings

We realize that durability+appearance is a more
important factor than sustainability. Most would
pay more for a better-looking refrigerators.
Participants don’t want add-on costs if they
choose a sustainable product. They have the
similar attitude when it comes to choosing a
cheaper material (i.e. plastic) or a greener material
(aluminum).

Lastly, most people show very little confidence in
knowledge like how to make refrigerators more
sustainable or which brands have sustainable
products.

STEEL SEEMS TO

BE THE
IDEAL”

“MOST
MATERIAL

THE BEST OF
BOTH

RECOGNIZE

“DURABLE™,
“ECONOMIC™,

“RECYCLED™
MOST .

THE



PPO p Osal - Communicate sustainability effort to consumers.

- Keep the sustainability transparent and visible. Use terms
that consumers recognize.

- A potential educational campaign which is educational and
promoting Electrolux strategies in the US market

future iImplement: website to customzie your fridge
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© Deliver to: 20262

E]Electrolux Products  OwnerResources  Sustainability

Choose Model Choose Material

Choose an exterior material from below

hover the icon for BlectroScore

login  Contoct Us

Belter Living  Exclusive Offers

Choose Service

© Deiiver to: 20262

E] Electrolux

Choose Model

© oDeiver to: 22262 login  Contoct Us
E] Electrolux Products  OwnerResources  Sustainabilty  BetterLiving  Exclusive Offers
Choose Model

Choose Material Choose Service

Choose an exterior material from below

hover the icon for BlectroScore

login  Contoct Us

Products Owner Resources Sustainability Better Living Exclusive Offers

Choose Material Choose Service

Annual Check-up
$10 per month

Choose services from below

Extend Warrant Recycling Package Repair Package
$120 per year $50 $20

A SUSTAINABLE SCORE TO
INFORM THE USER ABOUT
THEIR CHOICE OF FRIDGE

© Deliver to: 20262 login  Contoct Us

E] Electrolux Products Owner Resources Sustainability Better Living

Summary of the refridgerator of your choice

Cre design?
- Aodel Slde—by-side

(oo
Annual Checkup
Extended Warrant

Total: $3130



04 Bondie

Reimagining the future of bonding
between parents and kids

A baby care product that reimagines the parent-child
interaction when they are away from them. It creates
different sensory experiences to strengthen the
parent-child bond.




Problem

As the world returns to normal and parents move out for
work and other chores, leaving their children alone or
without undivided attention has become a major
problem for parents. Current solutions in the market, be
it baby cameras or any other technological intervention
caters to only the visual senses.

How might we make the interaction between parent and
kids more intimate and natural when the parent is
physically away from their kids?




Competitor Analysis

After defining the scope of the problem, our team developed competitive
analysis on existing baby care products to understand the market need, use
of technology and find opportunity for a new product.

Interview Exercise: Match
technology with baby care
product based on your
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User Interviews

In order to empathize with the parent users, our team conducted in 7 in-depth interviews with potential parent users,
our team identified who the users are, understood their journey, analyzed their attitude towards existing products and

captured the need for a more intimate, emotional connection with their children remotely.

Stephanie, Mom-to-be

“| feel nervous about the sensors. It
seems like a lot to worry about. It
also feels like surveillance. | don’t

want the sensors to get in the way

of my own intuition.”

Melissa, Military Mom

“What | miss the most when | was in
the military was to feel and hear they
breath. They are relax and you feel
relax. It's something | hope to have
anytime, like a meditation”

Erin, Mom of three

“When I'm outside, I'm not thinking

about the kids; but when | do,
Missing hugging, putting them to
sleep, comforting them, reading
them a story...maybe a teddy bear
can be used for the child”



PHASE

THINKING FEELING

DOING

User Journey

I hope to get fully
ready for the
arrival of baby

Purchase baby
care product,
prepare self

physically

It is still an
anxious
experience with
endless worries

Seek emotional
comfort and
support from
family and
friends

Feel
overwhelming
emotions, mix of
joy, excitement,
relief, etc

Put the previous
preparation into
action and use;
focus on taking
care of the kid

Get to know the
struggle of
raising a child, at
the same time
feel lots of
pressure

Put the previous
preparation into
action and use;
focus on taking
care of the kid

Happy, joyful
moment building
the bond with the
new born and
family

Enjoy family
activities, have
lots of intimate
contact and
focus on recovery

Feel stronger and
stronger
emotional
attachment with
the child

Don’t want to
separate from
the new born and
family

Feel hard to
accept the truth
of having to leave
home; wish to
have an
alternative

Look for other
ways to solve the
separation issue

and anxiety

Understand the
need of trusting
other people to
take care of the
child but hard to
accept

Hesitate to leave
home or focus on
other work

Feel uncertain
what can | do to
improve the
situation a little

Finally leave
house but feel
un-concentrated
on work, wish to
go home

Become skeptical
about the
decision of
leaving home

Can'tdo well in
either the work
place or in home
as the dilemma
seems
unsolvable

Key Takeaways

Hight Point Low Point Greatest Gift Greatest Threat

Emotions play a huge part in the user The practical need to take care of the
journey and it can be helpful in solving  child in absence of parents is hard to
the problem resolve

The situation of being unable to
continue the skin-to-skin bonding is
the source of problem

Skin-to-skin and other forms of
intimate physical contacts are
essential to the parent-child bonding



Final Design

BLANKE T
FOR MOMS

!

Toy
FOR KIDS

Inputs Outputs Inputs Outputs Vibration, Heat,
Sound, GUIs, etc.
Touch Vibration Grasp Music
(Force sensitive sensors)  (Vibration motors) (Force sensitive sensor) (Speaker)
Heating Heartbeat
(Heating pads) (Auto) (Pulse sensor)
Breathing

(Air pumps + Servo motor)

Wireless Communication

The final interaction design included two-way WIFI communication
between the blanket for parent and toy for kid. Each side has its own

inputs and outputs, and there is a mobile app for the parent to oversee
the whole interaction in case of special situation.

BLANKET
FOR MOMS

1oy
FOR KIDS

N
~ 7

Touch & Voice

T

Multi-sensory
two way
interactions

»




Vinyl Sheet

Pillow Fabric
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' Vibration Sensor

Wire
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Heating Pad Air Pump

Esp32 with
Breadboard
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https://www.linkedin.com/in/peiyao-wang-b6384a171/

