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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. 
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Worked with Electrolux's leadership for four months researching US sustainability trends and consumer behavior. Led a �ve-
person team on a qualitative survey and interactive mockups, conducted 100+ user interviews, and synthesized �ndings into a 
detailed design perspective report.

Design Consultant @ Electrolux AUGUST - DECEMBER 2022

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

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



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. 



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



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 speci�c emotions from the 
words, phrases or tonations that require close attention.



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



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



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 pro�ts.



Goal 01

De�ne the current user flow and �nd out which steps 
are causing friction, improve the ef�ciency of inputting 
and smoothen the user experience. 

Goal 02

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



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.



I carried out the �rst 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.



I carried out the second round of reviews from: (Use pre-made 
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. 



I carried out the third round of reviews from: Create dashboard —
> 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.



Through 4 design critique meetings, designers, 
product managers and software engineers 
reviewed the design suggestions focusing on 
improving user journey and incorporate the 
feedback in a re�ned �nal design in Figma. 



  

  



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 �nd out…
 



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? 



•
•
•

Most circular materials in the US?
How to use more circular materials?
What material should we prioritize in the future 
and why?
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•
•

•

What material is perceived as sustainable? 
What are consumer preferences on material and 
behavior in disposing?
How to communicate sustainability?

01



1.
2.
3.
4.
5.

Goal: 
investigate consumer perception in the US of 
sustainability and fridges  

Participants: 133
Participants (based in US): 123 

Structure:
Demographic data 
Perception of sustainability 
Material preference 
Values and branding 
Service and purchasing behavior



Through the analysis of the survey, we are able to identify key 
�ndings in areas of sustainability, material, values and branding, 
service and purchasing behavior, etc.



 THE BEST OF 
BOTH

STEEL SEEMS TO 
BE THE “MOST 

IDEAL” MATERIAL

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 con�dence in 
knowledge like how to make refrigerators more 
sustainable or which brands have sustainable 
products. 

RECOGNIZE 
“DURABLE”, 
“ECONOMIC”, 

“RECYCLED” THE 
MOST.



•
•

•

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 



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



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.



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

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.



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



In order to empathize with the parent users, our team conducted in 7 in-depth interviews with potential parent users, 
our team identi�ed 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.





The �nal 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.
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