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This portfolio consists of five main
chapters. First, | will briefly introduce
my career and then share several past
projects that demonstrate what |
consider important in UX design
based on my experiences.

1. Extensive Experience
2. Defining Problems

3. Agile Delivery

4. Value Validation

5. Human-Centric



The insights and expertise gained from various projects
have proven invaluable for improving outcomes in

e subsequent work. Through these experiences, I've
1 °® E Xte n s Ive developed strong capabilities in UX design, systematic
problem-solving, and team leadership. Moreover,

®
E X p e rl e n c e collaborating with talented colleagues from diverse

cultural backgrounds and industries has significantly

enhanced my flexibility of thinking and creativity. These
Various positions, diverse work environments, experiences have broadened my expertise across multiple

and many problem-solving in various projects areas and built a solid foundation for delivering innovative

solutions.
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2. Defining

Problems

Various positions, diverse work environments,
and many problem-solving in various projects

Based on my experience, projects without clear problem
definitions have always encountered issues during their
execution. This is because a well-defined problem allows
the team to share a common goal, serving as a North Star
that consistently guides them in the right direction. Some
might question how to approach unprecedented
projects, but design projects always revolve around
users or target audiences, enabling us to define
problems through hypothesis-based approaches.

I've participated in research phases across numerous

projects.

Project examples
Hello Bank! UX Review =

KakaoTalk UX Review >

Samsung EU Store Conversational Filter >




par BNP PARIBAS

Hello Bank! UX Review

Client: BNP Paribas
Role: Senior UX Architect
Outcome: 200-page review report including improvement recommendations

Link: https://hyunsangcho.com/portfolio/hello-bank-expert-review/

This was a UX review project for Hello Bank!, the digital bank of BNP Paribas.
Since all their services were developed by their in-house team, an objective
analysis was needed. To achieve this, | visited Hello Bank! local branches
across four European countries to conduct interviews and developed a
scoring system based on their initial brand philosophy to review usability and
objectively identify issues. As a result, we were able to identify country-
specific service issues and contribute to their next release.

Scoring System

How we use it

For each specified user scenario (broken down by task), the apps and web service will be evaluated against the 10 experience
principles. Each task in the process will be given a score ranging from 0-2 (as defined below). Within the total score, the number
of identified issues will be shown. For example, Navigation scores 0 (likely negative experience) and has a sum of 5 issues
identified.

In the summary and analysis, the complete score summary will be shown, and the Achievement percentage and Issue Severity
will be calculated and plotted on radar graphs for a visual representation of the multiple data points.

nt & unique

Evaluation Summary & Analysis

Scenario A. Task 1. Opening a new account 2/20 France Web
Language Feedback Help User Control Consistency
0(3) 0(3) 1(0) 0(1) 0(6) Achievement %
Layout Content Navigation Context Interaction
0(3) 0(3) 0(5) 0(2) 1(0)

Number of
Identified issues

Outcome Excerpt 1. Review Scoring System

Achievement % Score:
[Actual Score / Potential Sco
Atask can score maximum ¢
across all specified tasks.
The Potential ‘highest’ Scor
the total number of tasks. Fo
multiply them, 4x2, then the

Issue Severity Score:
[Total sum of identified issue:
The Severity Issue section i
percentage figure and plotte«


https://hyunsangcho.com/portfolio/hello-bank-expert-review/

Experience Principles

We use the principles to

Evaluate the strength and quality of what is curren
Facilitate critique during each phase of planning, design and dev
Predict the effectiveness of a potential solution

The principles are based on the four brand pillars and bes experience design.

Human

1. Language 4. User control 6. Layout 9. Context
The langua R ho eak to N r ) uld be on their con ot on the
layout should ser effort by
nd without nt T nt le help them work
and d ctive ons. without inte

ual moments. The
nd fast to find

7. Content
2. Feedback he vis ] d guidelines
tently. Getting little t will help to
ild trust

The service needs to instantly

vill make it easier for users to discover, achieve

interactions.
and learn

8. Navigation

rt content

utcome Excerpt 2. Experience Principles




B § France Core Tasks & Scenarios

Core tasks on each platform

The following scenarios have been agreed for the review of Hello bank! web and app es in France. We
ed a set of scen which include core tasks on each platforms, and will use the enarios to guide us to
v the Hello Bank! France experience

joins Hello bank!

Opening a new account
P g The custor s to create a new pay ome . He cre S a new payee 1. Sign in to HB!
Web Service on Adding a beneficiary \ S tz 1 Sf - then tr: 5 t Y v § 2. Adding a ben
Desktop Browsers Money transfer 3. Money

Home insurance simulator

0 already 3 ) k ! web service and looks for home insurance. The custo tries the home 1
nsurance simulator to get an idea about costs and 3

Home insurance simulator

Outcome Excerpt 3. Setting evaluation scenarios and tasks




B I Walkthrough. Scenario A. Task 1. Screen 1

THIS\SHELLOBAN! OUR OFFER WHAT'S NEW n

ettt

MOBILE,
JUST LIKE YOU

—
oS

I | Summary

Task
Task 1. Enrolment via website

Screen

.

1. Home

URL: https:/fw belen/PCiworld/privindex

Issues

1. The squai style is different from other visual language, and
should use full brand name
Principle 5. Consistency

2.The copy should say full brand name.
Principle 5. Consistency
3.The button colo s G T TR
warnings and negative
Principle 1. Language
4.The button copy
Principle 8. Na

Recommendations

1.Develop a concrete rule and

France Web analysis and recommendation

Based on luation of the 3 scenarios, we ed that over I
huge room to improve across all areas. Es| ent,

the likelihood to u:

aming ho

icons

v

b

Scenario A. Task 1
am
Language

nn
nn" Screen 1. Home

Layout

Scenario B. Task 1

Language

Outcome Excerpt 4. Scenario-based screen issues and suggestions

Layout
01

Opening a new account 2120

Sign in to HB! web service 5/20
Feedback Help

has a

uge impact on how and and

sue identifie r on the nt, rather

W to us: s n consistency, we
ommend

p a design guideline tha rigid rules and styles for all the elements on the web

buttons, colours, etc)

Score summary

Feedback Help User Control  Consistency

Scenario A
Task 1

0(3 1 0(1) France Web

Content Navigation Context Interaction
0 (3] 0 (5) 0(2) 1 Language
Feedback
Helf
User control
User Control  Consistency
1 1 D (1) 1
Content Navigation Context Interaction
01 ) (2) 1 1

Scenario B. Task 2. Adding a beneficiary 3/20

Language
o1
Layout

0(2

Scenario C. Task 1
Language
02

Layout

Feedback Help

Home Insurance Simulator 3120

Feedback Help

User Control Consistency Achievement

1 1 1 0

Content Navigation Context Interaction Help (50%)
0(3) D (3] 0(6) 0(3 Interaction (37.5%)

User control (25
Feedback (25%)
Consistency (12.5%)
User Control Consistency Context (12.5%)
Language (0%)
Layout (0%)
Content (0%)

Navigation (0%)

o(1) 1 1

2)
Content Navigation Context Interaction

05 (8 ) (2) 1

Outcome Excerpt 5. Coun

nore unique and memo!

d additional opt

erm fixes, recommendati

Scenario C  Potential

Task 1 score

fun

Actual
score

ch contextual moment should t
est p experience for the

n have been included in the walkthroughs

1. Consistency (24)
2. Navigation (18)

3. Content (12)

4. Layout (10)

5. Context (10)

6. Language (8)

7. Feedback (4)

8. Interaction (3)

9. User control (2)

10. Help (0)

Achievement under 4 brand pillars

Human
25%




KakaoTalk UX Review

Client: Kakao
Role: Regional Director (UK)
Outcome: 100-page review report including improvement recommendations

As European Director of Kakao IX, one of my two main responsibilities was
conducting a UX review aimed at developing localization strategies for
KakaoTalk's overseas growth metrics. | evaluated the mobile usage
environment for European users and suggested improvements for contextually
inappropriate or awkward English expressions from a UX Writing perspective,
as well as functionality improvements. The project ultimately highlighted the
crucial importance of considering UX and business development perspectives
in early application structure design, as we faced limitations with KakaoTalk's
single-build development environment and system that only distinguishes
between four regions: Korea, Japan, US, and others.

Cancel

Phone number confirmation Password

Troy TF. 717125 Foju{H 2|17

Outcome Excerpt 1. Onboarding Review -Joining KakaoTalk

Tips for Strong Passwords

Login

Sync Contacts

Profile image and Name setti

10



CHATS 9
SMS Messages, Kakao Talk X'

Chats 0] A{ SMS Messages 8 =7/S
MEYYo| LA RYTYo| LtE. A
CIE{AMOJA| RSl 22| QlEf2{ 20|
Oftl GfWAlE PN 2OFE SAME
AHB X2 U E U9 Z7H=0 Lol 7HE,
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FR7|50| OtHold HAHE Y E
LEANYER:E OO EO1Y K& &

Lo 3 5| OfOF THCHDH KakaoTalk B A X|
QM BO|FE210] FUHEE HEot=H
SE0| Ao 5Y.

SYUYN {2 Y2 YL 8 9 g
QESIEIIOIM BasE FR0l 62 Cancel®

FIND Y

Find, Settings, Search
s default

Notices . QR Code, Add by Contacts, Add by ID 25
No recent searche contact & Search ¥ F£7(add) & RE3&

Kakao Lab 7|4 Z12| 1 Open Chat % A| Search &

openchat ®/3 2 2 Search 7} O X & $t

HO|RO2 oA,

Search 2 #1872 § Ofef ofo] 2 2HHo|

Ao AEA ORE

QR Code -> (Search) By QR Code

Add by Contacts -> (Search) by mobile no.

Add by ID -> (Search) by KakacTalk ID

Recommended Friends -> People you may
know

Version

Privacy

Notifications

You have no recommended friends. 2Lt

° ~  Friends ; Help me to find people you may know. %
Find your friends on KakaoTalk 2 & 378

Pl

Troy TR, 7I2% QO 215 & Mo cat i@ ) ) Chats #2}3tetE “42fal contact® import 3t Lt

¥ ESUERIUTE S8t B YU E
- @ 3 SMS Messages RE.
Outcome Excerpt 2. Initial SMS Messages and KakaoTalk Channel . . . OZMO| DQYUAYEIUS S M0|= i3
yerin back SO fans it Display . = = - (,?,p;n Chat / Openchat / openchat ¥ 714
R,
@ % Themes 2 . Go to Openchat Home 2L} See more
AN Openchat rooms 52 21 AL X0 2 &
i What is Openchat 2 22 %2}t Ho g
Vibe & Chill <3 "rr;::‘c'l‘?:?
Calls
5 22 search 81 HO|X| QK| 4F Wa

Advanced Features Bagk B £0| searchS| SN0 §4 X312
ol
MO

Troy TF.  ?17|2% WOIHH 21y

Outcome Excerpt 3. Find, Settings and Search o



SAMSUNG

Samsung EU Store
Conversational Filter

Client: Samsung
Role: Senior Interaction Designer
Outcome: Conversational filter system proposal for product search

While working at Cheil UK, | handled the purchase funnel improvements for
Samsung's European homepage. We identified that consumers were
struggling to choose between many similar home appliance specifications.
Issues included inconsistent filter display and some filters lacking context (e.qg.,
Spin Speed) that became meaningless to consumers. Among the
improvements discovered, we proposed making filters conversational to help
consumers make more confident choices.

PROBLEMS: 1. Inconsistency in Product pages

Filtering tool is missing in some products pages
While laundry, oven, microwave, cooker hobs category has filtering tool, refrigeration, vacuum, air conditioning, cooker hoods has no filte
Rather than creating extra functions, building consistency in filtering is needed first.

W o N CONSUMER  BUSINESS  SAMSUNGAPPS  SUPPORT  SAMSUNG SHOP @ o N CONSUMER  BUSINESS  SAMSUNGAPPS  SUPPORT  SAM!
All Laundry # Toet o [ vewaiL s uamon ] All Refrigeration ¥ Tweet L]

Showing 1712 of 73 Matching Products

www.samsung.com/uk/consumer/home-appliances/laundry/viewall www.samsung.com/uk/consumer/home-appliances/refrigeration/viewall

CLIENT | Samsung Electronics
W PROJECT | DA How-to-buy on Samsung.com
DATE | 20/01/15

Outcome Excerpt 1. Problems - Inconsistent filter systems across pages =



WHAT CHEIL THINK

PROBLEMS: Universally Accessible Filter
Tl Inconsistency in Product pages F|Iter|ng_too| is a basic element for searching items. The tool has be accessible to users when they
see multiple number of products.

Powerful, Helpful and Contextualized Tool

PROBLEMS: In order to create powerful, helpful and contextualized fil 2-1.H H H
_— 4 -1. How it works, Linear Q&A
2. Weak Filtering Tool features of each product categories needs to be create ’

redesigned based on the matrix.

A few examples of linear Q&A, each question works as a filter. As users answer the questions the result updates lively.
In order to have as accurate data as possible, we need insights from Samsung’s product people.

PROBLEMS: Clear Boundary between Product category, Spei

3 Ambiguity in Categorization By separating product category, Specification and Featu
structure and eventually it can help visitors browsing produ " " " . - .
Where are you going to install your washing machine? Type of washing machine

How big is your Household?

How often do you wash? CopSSiy

PROBLEMS: Complete User JOurney ) .
4. Broken User Journey In those blank sections need to be filled with at least whe)
and not lost.

Do you have a baby? =5 Max Temperature

Do you use tumble dryer separately? =5 Washing Machine or Washer Dryer

CLIENT | Samsung Electronics
W PROJECT | DA How-to-buy on Samsung.com
DATE | 20/01/15 . . ) .
Do you wash often wash only few items at a time? =2 Key Feature: 15’ Quick Wash

Outcome Excerpt 2. Problems and recommendations

W CLIENT | Samsung Electronics
PROJECT | DA How-to-buy on Samsung.com r
DATE CHEIl worldwide

| 20/01/15

Outcome Excerpt 3. Filtering based on meaningful questions for consumers




2-3. Smart Search Design in Situ

User answering

W ,,m., S5 CONSUMER BUSINESS ~SAMSUNGAPPS SUPPORT  SAMSUNG SHOP

All Laundry ¥ Twest [ [ vewaicasamonr ]

me help you
finding the best
products for you

2-3. Smart Search Design

WETOF SEOW2W WFTOFSE2W2X ; .
1200rpm ecobubble 1200rpm ecobubble 1400rpm Introduction 1%t Question

Washing Machine Washing Machine Washing Ma

User answering 2"d Question

QP smartsearch ¢ QP smartsearch ¢ QP smartsearch ¢ QP smartsearch ¢

Smart Search Smart Search me help you
Hi, 'm Smart Hi, I'm Smart finding the best
Search. Please let Search. Please let products for you.
me help you me help you
2 L finding the best finding the best
erorsean I — products for you. products for you. Bmart Bearch

1400rpm ecobubble 1400rpm ecobubble 1200rpm e

How big is your
Washing Machine Washing Machine Washing Mac

Smart Search
How big is your
Household?

?
Smart Search is Typing... Household?

Smart Search
How big is your Oh, then how
Household?
often do you do
your laundry?

Smart Search

CLIENT | Samsung Electronics
PROJECT | DA How-to-buy on Samsung.com
DATE | 20/01/15

Outcome Excerpt 4. Position within store page

CUENT | Samsung Electronics
PROJECT | DA How-to-buy on Samsung.com

DATE | 20/01/15 CHE"IWO/ ldwide

Outcome Excerpt 5. Example dialogues of conversational filtering




3. Agile Delivery

Decisive action based on accumulated experience

Agile delivery is essential decision-making ability in lean
design processes. This isn't just about work speed, but
also about deciding how deep to go in initial research, how
much detail to implement when proving concepts - such
decisiveness is possible when project understanding is
combined with ‘accumulated experience'. | believe your
company's new technologies, technologies under
development, and the variety of user scenarios in
designing user experiences based on such products will
be quantitatively enormous. The speed required of

individuals and teams when exploring and proving these

many possibilities while keeping implementation feasibility
open through continuous dialogue with the technical team

will certainly make rapid execution an important factor.

Project examples
Samsung Washing Machine Simple Ul =
Nike RunTrack -
CookieRun VR =




Current washing machine setting flow

based on Samsung’s Arno Ul Function Tree

s n M s u N G User action e 1 Loading Laundry
Washing Machine Simple Ul

Client: Samsung

Turning On Selecting a Cycle Setting Detail (Optional)
Pressing buttons Rotatng dial Pressing buttons.

User interaction |

1 NON-WASHING FABRIC

Role: Senior Interaction Designer Properties
Power ONOFF Cotton [ 1 IEN Co Rinse Hold

Outcome: User scenario and UI/UX proposals e o pure priyie

800 rpm

Link: https://hyunsangcho.com/portfolio/samsung-washing-machine-simple-ui/ 2 o i

1200 rpm

(cleans drum / Periodic Use)

While Samsung's home appliances were popular in Korean and US markets,
their presence was so low in the European market that many people didn't

even know Samsung manufacture home appliances. This led Native Design
to be commissioned to develop 12 home appliance concepts for European Washing machines physical proeedure model

market entry. | was in charge of the UX/UI for washing machines and
" . LOADING DELAY START PREPARATION WASHING RINSING
induction ovens. LAUNDRY

Analyzing Samsung's own market research, | discovered two insights that
could determine the direction of the new UI. First, understanding of washing
courses was low, and second, European market customers had high
environmental awareness. | believed addressing these two points would

create clear market differentiation.

Outcome Excerpt 1. Discovery - Differences between actual Samsung washing machine settings and operation methods o


https://hyunsangcho.com/portfolio/samsung-washing-machine-simple-ui/

Washing machines physical procedure model

LOADING DELAY START WATER PREPARATION
LAUNDRY

Matching machine setting flow to Physical Pro

CYCLE SCROLL

-

Outcome Excerpt 2. Direction - Understanding wash cycle settings through

linear arrangement of actual washing process

e

Use cases

1. Select Cycle

User choose a oycle. Then, user can start the cycle by prossing
the stant button

& @ o

Oaity Wash ¢ Outdoar Care 76 Super ico Wash 45

% e

90 Hand Wash 30

Outcome Excerpt 3. Initial Concept - Visual representation of energy usage per cycle using Eco Bubble

2. Change Cycle Detail

User can drag the points to change setting. As points go further
from the centre, it gets darker, meaning concuming more energy.

2 o

No delay ®©

Cotton
@5 1imes o sota e @®
1

(ol Intensive wash Soak + Proewash 0

3. Start Cycle

Press the button to start a cycle.

o

2 hours delay @

@? Times 5% @

@Inmn'&mn wash Soak + Prewash 0




Use cases

1. Turn On & Change Cycle 2. Change Cycle Detail

N S

Long-press (3s) the button to turn machine on. Last used cycle  Swipe up and down the bar to change cycle. User can start the
shows up. User can start the cycle by pressing the button again,  cycle by pressing the centre button,

Press a bottom button to change cycle d
up.

5| COTTON Heavily Soiled © 45 +

minutes

No delay Prewash 2 times 800 rpm No Delay

minutes

% COTTON Lightly Soiled © 60

\ = |
No delay Prewash 1 times 800 rpm No Delay [SAEEERA Lol ’ s

Outcome Excerpt 4. Initial Concept - Linear Ul layout matching actual washing process with settings

Outcome Excerpt 5. Initial Concept - Linear Ul + Energy Usage

18



Use cases

1. Sense as you load & One touch go

/ —m
/"}J’ 2
1. As user loads laundry into the drum, it turns on automatically

by sensing weight, then starts to analyse (Weight, Soil, Fabric) it
to find a best washing cycle for the laundry.

Analysing
your laundry @
ﬁ 53kg

S5

o

2. Once analysing stage is finished, a button

wheel flashes to let user know that you can ¢ U Se cases
2. Change Cycle

Mixed Cotton
@ 60 mn

User action : User loads

0°
laundry. 40°%

1200 rpm < Once analysing stage is finished or after turning the machine on
by doing long-touch on the small button, user can rotate the
wheal to change the cycle.

Outcome Excerpt 6. Initial Concept - Circular Ul focused on simplicity Mixed Cotton

© 60 min

3. Change Cycle Detail

After user decidod on the oycle, ¢
type, water lemperature) can be ¢

the label, follwed by the cycle nar

4. Add options

ail of oycle (soil love, fabric User can touch *+* 10 add/remove options of 10 go settings.

ged manually by swiping

» change 1o Custom.

Options

© Settings

8 Chile

Outcome Excerpt 7. Initial Concept - Physical button usage cases for circular Ul




KEY Ul ELEMENT 2

In-and-Out Ul

To maximise the cicular display’s character Including formfactor usability,
concentric rings are implemented in screen UL Main screen Ul is consisted of
four concentric rings. The biggest ring Is for cycles, second biggest ring is for soll
levols, third biggest ring is for cycle stages and the smallest ring is for detail
change

Example Cotton 95°

Control Focus Changes

Whee! Position : Front

CYCLE AND SOIL LEVEL RING

Outcome Excerpt 8. Concept Development - Evolution towards intuitive operation with

physical Ul

Wheel Position : Back

Washing Machine Simple Ul ECO BLOB

Eco Blob

The Eco Blob is a generative visual representation of each cycle's energy/water consumption in single
cell creature form. Each cycles and settings have its unique shape. The bigger blob means consuming
more energy. The purpose of the Eco Blob is to give user a sense of energy consuming level of their
laundry visually as well as giving iconic image of each cycles.

The default cycles are consisted of 4 stages, Water temperature, Wash, Rinse and Spin. As user adds
extra options such as Prewash or Delay Start the number of stages increases upto 8. Or some cycles,
Rinse, Spin and Drum Clean, have less than 3 stages.

Examples 4 Stage Blobs

@ ®
6%

®
0w
COTTON 95°C DARK GARMENT

HANDWASH

5 Deurut Bactions Nased 6 the Nuriier of S2gus WWhite Line - Cycie Slage Sapation e Line - Sating Laved Mark

Examples 5 Stage Blobs

® ®
o6re

® : )
Noemal ; Qente.

COTTON 95°C DARK GARMENT
SOAK+PREWASH PREWASH

Q@
Gurite

HANDWASH
5HRS DELAY START

utcome Excerpt 9. Concept Development - Visual representation of energy usage by cycle




® ®

1400 rpm 950c

Cotton

Medium Soiled

®1:38
® ,@

3 rinses Normal

Outcome Excerpt 10. Concept Development — Ul Design

DARK GARMENT

Deciding
SPIN SPEED

O

Deciding
WATER TEMP

DARK GARMENT

Medium Soiled

®0I1:19

Outcome Excerpt 11. Concept Development - Ul Design

.

Decidin

eciding
\ WASHING INTENSITY

WODELAY |

NO DELAY

Fin. 03:25

START WASHING

Press Start button to proceed

L¢

Deciding
NUMBER OF RINSE

DARK GARMENT

GleilE] 9

fin. 03:25

21



SUMMARY

INTUITIVE "ORACLE’ DIAL INTERFACE
WASH VISUALISATION SYSTEM
PUSH/PULL MENU NAVIGATION

FAST SCROLL SETTING ADJUST

SAMSUNG

Outcome Excerpt 11. Final Concept

AT-A-GLANCE WASH CYCLE DURATION

= / ORACLE

WASH PARAMETER ADJUSTMENT TASKFLOW

SIMPLIFYING AN EXISTING WASHING MACHINE INFORMATION ARCHITECTURE WITH

AN ICONIC USER INTERFACE.

ANALYSING
It Wat for resuit / Rotate the whee

Pross Start

Push

SOIL LEVEL CHANGE  *~

Dark Garment

Medium Soiled

Duark Garment
Dark Gaf”f‘?"‘ Medium Soiled

o 119

SAMSUNG

Outcome Excerpt 12. Final Concept — Task Flow

| Prass Star

S STAGE SELECT
P

Dark Garment

Medium Sorded

kg

| Pross Start i

CHANGE DETAIL - DELAY END




RT.01.01 — RUN TRACK LANDING PAGE, BEFORE LOGIN

RT.01.01
MY ORDERS STORES NEAR YOU

RUN TRACK HEADER IMAGE

CREATE WITH RUN TRACK CAROUSEL 2/4 CREATE WITH RUN TRACK CAROUSEL 3/4

Nike RunTrack

_ : CREATE WITH RUN TRACK
Client: Nike
Run Track creates music from your Nike+ runs.
9 a Every track is unique and remixed by an exclusive artist.
Role: Senior UX Architect S :
Outcome: Web app for users with Nike running data
Link: https://hyunsangcho.com/portfolio/nike-runtrack/ 1. SELECT RUN 2. CHOOSE ARTIST
EXCLUSIVE RUN TRACK ARTISTS Use Nike+ to turn any run into a Run Track. The more you run, the more Artists you'll unlock.
RunTrack is a web app that generates unique music tracks by mixing based on @ @
Nike Plus running data (speed, distance, direction changes) and environmental S e ARSI
parameters (weather, time). Users can select previous runs and DJs to
generate music tracks, then listen while seeing how different data influenced @ \l_D
the music through the RunTrack music player. We focused on features like @ @
: : ~ ARTIST_NAME ARTIST_NAME
unlocking sound samples from various famous artists through usage and L
: ; . ; _ : RT L R Artist Tile State 1, Artist Tile State 2,
enabling sharing of mixed music. During development, we improved efficiency Default Music Play, circular

: : : : - : g . ) progress bar
by creating detailed prototypes including micro-interactions and animations animation

for music playback screens to ensure accurate communication with

developers in Japan. & H015 NIKE RUNNING RUNTRACK RUNTRACK

Outcome Excerpt 1. Wireframes =


https://hyunsangcho.com/portfolio/nike-runtrack/

s <

.

GLOBAL

(VARIABLES THAT AFFECT YOUR ENTIRE RUN)

WEATHER

TIME OF THE DAY
TEMPERATURE
HUMIDITY
DISTANCE

DYNAMIC

(SPECIFIC EVENTS DURING THE RUN)

PACE

Outcome Excerpt 2. Expansion of running data source types for more diverse mixes

‘
GLOBAL

(VARIABLES THAT AFFECT YOUR ENTIRE RUN)

WEATHER

TIME OF THE DAY
TEMPERATURE
DISTANCE

USER JOURNEY A

STARTS FROM THE NIKE CAMPAIGN HUB

User A starts his journey from the Nike Campaign Hub. He clicks the link and arrives at the Run Track landing page. Then, he creates
a Run Track and shares it to Facebook.

~ DOWNLOAD RUNNING APP

CHOLOY

RT01.02 RLO1.O4 RL.0201
RT.0202

WRres s

Wonen

& HOIS NIKE RUNNING RUNTRACK RUNTRACK

Outcome Excerpt 3. App experience flow chart

RT.03.01

Run Track
loaded

RT05.01

24



RT.02.01 — RUN TRACK RUN DETAILS PAGE

R1.OZ.01

ANNOTATIONS

0 | < 1. Tap to RT01.04

DEC 23 UNLOCK MORE ARTISTS HEADER

NEW YORK

STARTED AT 0 ST A ) 8 3. Artist Thumbnails, ta
0513 AM % 4. Unlecked Artists

UNLOCKING ANIMATION (TBC)

DISTANCE  DURATION  WEATHER TENP. UNLOCK EXTRA ARTISTS
5.08KM 5403 RAIN A°C ) )

ARTIST_NAME

SVORES MM YOU

CHOOSE YOUR RUN TRACK ARTIST

ARTIST_NANE O s

ARTIST_NAME
ARTIST_NAME e

ARTIST NAE
Q - b 3

ARTIST_NAME

ARTIST NANE

SEE MORE AVAILABLE ARTISTS

SVEN VATH @

DEC 23 NEW YORK

DIPLO @ DISTANCE DURATION WEATHER TENP

5.08km  25:03 RAIN  -4"*

YOUR RUN DETAILS

DECEMBER 23
NEW YORK e
8:20 AM

&= 0I5 NIKE RUNNING RUNTRACK RUNTRACK

Outcome Excerpt 4. Artist selection wireframe including micro-interactions
DISTANCE DURATION WEATHER TEMP.

r
MLl { M

5.08km 25:03 RAIN -4° *
1L4km 1.5km
CHOOSE YOUR RUN TRACK ARTIST TURN
)
- JACKMASTER @
MY ORDERS STORES NEAR YOU GET HELP

SEE LOCKED ARTISTS

SETH TROXLER @

MY ORDERS STORES NEAR YOU GETHELP

Outcome Excerpt 5. Ul Design



RT.05.01 — RUN TRACK SHARING COVER SELECTION

R1.05.01

ANNOTATIONS

1. Nik ed personalised cover images
05 07
CHODSE IMAGE CHOOSE IMAGE CHOOSE IMAGE p to RT.05.02
THE IMAGE WILL BE SHARED WITH THE IMAGE WILL BE SHARED WITH THE INAGE WILL BE SHARED WITH 2 Swipe fo s
YOUR RUN TRACK YOUR RUN TRACK YOUR RUN TRACK 3. Tap to pn
4. The butten is in-active, it becomes ac
user selec age
5. Tap to DN.OLOL

I
PICK FRON
MY PROTOS

@ CANGEL

| SHARE T0 FACEBOOK CANCEL

CHOOSE IMAGE

Tho image will bo shared with your Run Track
Share to Facebook button  Share to Twitter button
CHARLIE CHARLIE
~ HO13 NIKE RUNNING RUNTRACK RUNTRACK ki e
THE DRIFTER THE DRIFTER

W weaee e e N amaee e

980 2503 RAIN 4% 508 25:03 RAIN -4

Outcome Excerpt 6. Share screen wireframe

= RUNIRACK = RUN TRACK

SHARE TO TWITTER

CANCEL

Outcome Excerpt 7. Ul Design

YOUR 15 SECOND RUN TRACK
FOR SHARING

DECCMEDER 27, 1013, NEW YORK

CHARLIE

e IDFTER

DOWNLDAD

CANCEL

Q - 1

DECEMESTR 23, 2075, xoW YORK

CHARLIE

TAP TO PLAY/PAUSE

MIXED BY

THE DRIFTER

MY ORDERS STORES NEAR YOU GETHELP

26



DEVSISTERS
CookieRun VR

Client: Devsisters

Role: Director

Outcome: Official launch on Meta Quest Store
Link: https://hyunsangcho.com/portfolio/cvr/

After Meta Quest 2's release in 2020, | was eager to work on a VR project as |
experienced the platform in earnest. Believing that games still provide the best
VR experience, | leveraged my understanding of IP from managing Kakao IX and
the potential of VR platforms to propose and lead a VR game project using
Cookie Run IP at Devsisters. | led all aspects of VR development including
concept, team building, production management, and Meta partnership building,
successfully creating from concept to prototype within 6 months and launching
on the Meta Quest Store without delays during the 18-month production period
after establishing partnership with Meta. The project received positive
responses, being selected for Japan Meta TVC, Quest 3 launch popup
showcase, and retail demos. Through this project, | believe | developed team
leadership skills, understanding of UX in 3D and VR spaces, and the ability to
complete complex projects within budget constraints on time. From a UX
perspective, it was a new challenge, and | learned that maintaining immersion is
what creates the biggest difference from regular screen experiences.

Unique CVR
Experiences

DEVSISTERS | CooKIERUN

Outcome Excerpt 1. USP of the game

1. Explore the human-scale
world as a cookie

The moment you step into this CookieRun VR gz
you got shrunk to the size of the cookie. You wil
this magical witch’s castle the way that you have
never experienced before. Plus, you will meet the

cookies as if they are right next to you.
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https://hyunsangcho.com/portfolio/cvr/

Short Intro to CookieRun VR

Short Introduction:

In this game, the player takes on the perspective of a
not-so-brave newbom cookie, GingerBrave, As an
action adventure game, it combines elements of
combat and puzzles as the cookie overcomes various
challenges in a medieval-like world filled with magic,
alchemy, and the occult. Along the way, GingerBrave
meets new cookies, leams about the world, and gains
true bravery. The ultimate goal is to escape from the
castle where all the cookies were bom, together with
their newfound companions.

Keywords:
Bravery, Companions, Escape

Environment:
Medieval, Witch, Magic, Alchemy, Occutlt

Main Gameplay Elements:
Exploration, Growth, Combat, Mini-games, Puzzles

Enriching Elements:
Adorable characters, Cinematic cutscenes, Fun
interactions

Outcome Excerpt 2. Pro

Unique CVR Experiences

1. Journey in a human-scale world as a cookie:

From the moment you immerse yourself in CookieRun VR,
you will be shrinked to the size of a cookie. You'll
experience the enchanting witch’s castle from a unique
perspective that can only possible in your imagination,
offering an immersive adventure that’s genuinely one of a
kind.

2.Explore with P kies and pets:

Initially, you may feel insignificant as a solitary cookie.
Your strength alone might not suffice for the daunting
journey that lies ahead. But fear not, you won’t be alone.
Other cookie companions will accompany you, standing
with you against all odds. Moreover, your faithful pets will
prove invaluable in times of great difficulty. They are
always there, waiting to be summoned,

3.Mini games and epic battles:

Diverse mini games will test your skilis, offering new
obstacles that may not be conguered on the first attempt.
Also, The Darkest Army and other monsters will try hunt
you down. Some of them are as small as you are, but also
huge monsters such as witch’s black cat, three loyal
followers like the Toad, the Crow and the Snake and
more, Make sure you collect rewards after each battle,

4.Distinctively themed stages and the cookie
habitats:

In the witch's castle, besides the magical look due to its
magical nature, each stage has a unique theme including a
mysterious garden, auditorium, kitchen and more. Plus,
you will find cookies’ behaviours in their little habitat
hidden in each stage quite funny for it resembling humans.

5.The CookieRun story never told before and

40 .

Piayers will be able to uncover an entirely new side of the
CookieRun universe that’s never been explored before.

Product Roadmap

Part 1 19.93 USD (TBC)

Part 2 9.99 USD (TBC)

Part 3 9.99 USD (TBC)

30 November 2023

Proctuction Tine: 10 moeths

Stages:

- Bakery + Witch's Forge

+ Gnome Square + Lava Mine

+ Study Area + Armory

- Incubation Room + ChocoDrop Terrarium
- Auditerium Pt 1 - BlueWisp Terrarium
+ Trafning Ground

Playtime:
+ Minimum 7 hours
- Replayable with side quests

Features:

+ Bcookies

« 8 helpersincluding 3 pets with spedial abilities
- Melee, Long-range battles

- 14 normal ¢lass enemies across all stages

- 3gigantic boss class battles

- Many puzzles and mini games

« Various veeapons with special properties

- 20t side quests

+ 50+ items including collectibles

+ Systern: Growth, Inventory, Quest, Battle, Store, etc
+ Ho¥day season special items

+ Pre=order specialitems

In-app Purchase:
+ Upcoming DLCs
- Costumes for helpers and cookes

DEVSISTERS | Coonefun’

Outcome Excerpt 3. Product Roadmap

May 2024

Paochuction Tie: 5 woaths

Stages:
+ Centre Hall Part 1 + Mystic Bimension
+ Pantry + Golden Bear Terrarium
Cumpyard
tchen
« Witch’s Room
+ DollHouse

Playtime:
* Minimum 3 hours
+ Replayable with side quests

Features:

+ Hard mode

+ 2=3 naw cookies (Cherry Cookie, Warewolf Cookie)
« 1 petwith special ability

- 1gigantic boss battle

+ More puzzles and mini games

+ More weapons and items

« 10+ side quests

In-app Purchase:

+ Upcoming DLC

+ Special weapons and items

« Seasonal costumes for helpars and cookies

September 2024

Prodaction Tie: 5 months

Stages:

+ Centre Hall Part 2

* Auditorium Part 2
Ancient Garden

+ Dragon's Labyrinth

« Rainbow Pond

+ Dragon Tafl Terrarfum

Playtime:
* Minimum 3 hours
* Replayable with side quests

Features:
2-3newcookies (Tiger Lily Cooke, Herb Cookia)
+ 1 pet with special ability
« 1gigantic boss battle
+ More puzzles and mini games
+ More weapons weapons and items
+ 10+ side quests

In-app Purchase:
+ Spedal weapons and ftems
+ Seasonal costumes for he lpers and cookies




Pre-Launch Calendar
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Outcome Excerpt 4. Project Timeline

Level Flow

COMPANION COOKIE'S INVOLVEMENT LEVEL

+ A companion cookie(s) found
+ Stage objective clarified by the companion cocokie

{

2. Level starts
Exploration solo

1. Lobby

PLAYER ACTIONS

« Find a companion cookie(s)
« Battle against enemies

- Solve puzzles

«Find and rescue pets

« Enter the level

3. Exploration with a companion cookie 4. Stage boss battle with a companion 5. Gnome's shelter

- Saved cookies remains at the shelter
*Upgrade pets

- Upgrade weapons

« Exchange rewards

- Battle against the stage boss with
the companion cookie
- Obtain a bravery topping

+ Gather items such as crystals, ancient gnome’s relics, etc

Outcome Excerpt 5. Level Flow




Part 1 Stages & Game Play

Bakery

30 min playtime

Development status:
Environment development
New Cookies & Friends:
Wizard Cookie

The Darkest Lord Cookie

‘eatures:
Tutorisl

DEVSISTERS | CoonERUN

Outcome Excerpt 6. Stages & Game Play Overview

ChocoDrop Terrarium
20 min playtime

Development status:
Polishing

New Cookies & Friends:
ChocoDrop

Features:
Torracium boss battle
Rescuing a pet

Gnome Square
60 min playtime (multiple visits)

Development status:
Environment development

Side quests:
NPCs in the Gnome Square give side quests

Elder Gnome

Features:

“Brave Soul Statur
“Smithy, Stocs, Bad, Reke display

Petupgrade
Rattle practice

“Shrgw taxi station

Polishing

Side quests
Minimum 2 sif

Key Visual - Characters

Outcome Excerpt 7. Key Visual Direction

30



4. Value Validation

Observing users, discovering blind spots
and validating hypothesis

Value validation is crucial for both design and business. If a
product is launched without any kind of validation after
significant time and money investment, it's highly likely to
be ignored. While designers have experience, research
capabilities, and implementation skills, they ultimately
create something to prove hypotheses rather than provide
definitive answers. Therefore, we must observe actual
users through testing and identify unexpected design
blind spots for improvement.

Project examples
Nike Training Club App >

Virgin Holidays' Holiday Al >

Saudi Aramco Driving School >




V

Nike Training Club App

Client: Nike
Role: Senior UX Architect
Outcome: Nike Training app, Testing reports

| worked on the On-boarding and During-session parts of Nike's Nike Training
Club (NTC) app for about 6 months. NTC's most important feature is enabling
users to train alone while watching the screen without a personal trainer. For
usability testing, especially to improve session completion rates, we needed a
perfect environment to test the app in use, so the company created a mini-
gym with appropriate equipment in-house for quick testing and immediate
feedback implementation. This gave confidence to me and other participating

designers when creating deliverables and naturally led to good testing results.

However, optimizing On-boarding to reduce initial dropout rates was
challenging as repeated testing was difficult due to learning effects, requiring
new test candidates to be selected at regular intervals.

< CORE POWER 01:27 =

004 REVERSE LUNGES

2:00 ROW

0:30 BEAR CRAWL
o
a .

0:30 KNEE HUGS

@ @ @ / 0:30 LATERAL SHUFFLE

Your Love Will Set You Free- || m » Will Set You Free - (

025 REVERSE LUNGES

m Connect To Airplay

Outcome Excerpt 1. During-session Prototype -



IF YOU ONLY HAVE TIME TO READ ONE SLIDE

« NO MAJOR DIFFERENCES NOTED BETWEEN MEN AND WOMEN

« MOST CHOSE TO BROWSE FIRST RATHER THAN PERSONALIZE FIRST, BECAUSE
THEY WANT AN OVERVIEW OF WHAT'S THERE BEFORE THEY COMMIT

« USERS FOCUSED ON A SINGLE SPORT NEED TO UNDERSTAND HOW THE APP MIGHT
SUPPORT THEM OR THEY RISK DISAPPOINTMENT

o SELF-ASSESSMENT NEEDS TO BE LESS SUBJECTIVE T 0 g

- PERSONALIZATION NEEDS TO FEEL MORE PERSONAL B,
ISN'T RELEVANT TO THEM AS INDIVIDUALS AND THEIR ’

« USERS WERE NOT KEEN TO SHARE BECAUSE TRAINING
THEY DO FOR PRIVATE SELF-DEVELOPMENT

« WHAT THE TRAIN SECTION IS FOR NEEDS TO BE OBVII
CONFUSED BY THE TILES AND NOT CLEAR THERE WAS

VERSION 1C VERSION 2

| — e
s -
WELCOME 10
WELCOME TO NIKE+ NIKE+ TRAINING CLUB
TRAINING CLUB
ARE YOU...

Outcome Excerpt 2. On-boarding test Summary

GET PERSONALIZED TRAINING NEW TO TRAINING

Workouls d

TRAINING REGULARLY

for ma - bacawusa | BROWSE THE APP
g

Outcome Excerpt 3. On-boarding test, Welcome Screen



WHAT IS THE RIGHT KIND OF SOCIAL?

LOGIN / SPORT FEED
{ALL VERSIONS)

BOOD MORNING JESSE
—_———
- X
SIGN N WITH TOUR NIKE ACCOUNT FIND MY FRIENDS
Yosr acceust for everythiag with Nike
CONNECH
VAL

PASSHORD

Y CLLYAG SIGMIN #00 ASEE 10 NES
PRIMACY POLICY AN TERMG 0F USE

‘I like social media bot | don't “When | workout it's for me,
ike lo sh y y gxercise rouline., tfe he
fiAe \n share My axareidy auting wot for others HARD FOR USERS TO ACCURATELY SELF-ASSESS

it's a bit egotistical

RPE SETUP US EGUIPMENT PREFERENCES
(ALL VERSIONS) (ALL VERSIONS)

—— I ——
< STEPA O S < STEPSOF 5
YOUR BODY FRAME YOUR TRAINING PREFERENCE

WHAT'S YOUR FRAME SIZE?
Msure wsing your humb & middis finger NO EQUIPMENT v

Traisieg with body waght

Outcome Excerpt 4. On-boarding test, Social Login g TS
—r— 7Ij LIGHT EQUIPMENT

have access 1o some equiprest

MEDIUM »ﬁ
.
MY FOVERS VEET T
is that vpper “If you have access to the gym

“When you say irame -
body? but you ara measuring your machinas - you can have the option to URGE - FULL EQUIPMENT
wrist? Doas that defermine your frame say what you will be training on” mm;mx-)\vvm?ﬁ have access 1o 3 full g
as your hody?"

NEXT STEP DONE

Outcome Excerpt 5. On-boarding test, Self-assessment




Nolidays
Virgin Holidays' Holiday Al

Client: Virgin Holidays
Role: Senior UX Architect
Outcome: Al-based holiday package recommendation system

Virgin Holidays, a leader in UK's traditional holiday culture, relied heavily on call
centers for bookings and still had many customers using paper brochures.
They wanted to test conversational Al (IBM Watson-based) to help customers
enjoy more diverse and personalized holidays while reducing call center
dependency. For research, | visited the call center to study operator behavior
patterns for a day and analyzed user journeys for bookings through existing
brochures and website to create priority-based expected scenarios. These
scenarios were trained into Watson and led to a working demo. As my first
project considering Al use, it was very interesting learning new concepts and
seeing how Al and conversational UX could expand further.

Outcome Excerpt 1. Ideal User Journey based on the current service flow

(=210 2
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Outcome Excerpt 2. Travel packages that are expected to be selected based on what consumers consider important in their choices and their needs
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Outcome Excerpt 3. User Journey step-by-

tep summary of key features

WHAT

Therme
Thaach, Farniy, City s sbepping Bemaks, S, ormanc.
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Actrry

WHERE
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A
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Outcome Excerpt 4. The direction of the conversation based on the factors that consumers consider important




151 Demo Scope

Travellers &
Roome

Journey Search Result Package Overview Departure point

Loading
Starts

;

o / .
Universal tinerary Options Review & Login / 2 Passenger » Purchase Order

Confirm " Roegistration Details Jaumney Confirmation P08t Purchase

Flight Hotel Ca Activity

2 T I

1s1 Demo
Afamily of 4 is looking for a 10-day family holiday to Disney World Home screen System User
Orlandoe in the USA for the next summer. Amember of family who have
never booked a hom_:lay with Virgin qusdays is starting a search on Virgin 1. The user visits the website.
Holidays website using the conversation Ul.
: 2 When user visits the site, it checks if the user is the first

+ details e. g age, sex, B lime visilor or returning cuslomer. The user is a first ime

visitor so, the system asks the first question with a

greeting message and some keyword suggestions

(Relaxing, Romantic, Disney, elc.) , "Please describe your 3. The users sees the first message and responses by

dream holiday.’ typing in 'l want to goto Disney next summer.'

Outcome Excerpt 5. Demo Scenario steps : copy : ‘
P P 4. The system responses to the user message. ‘That's a Extend conversation

great idea. We have amazing Disney World holiday
packages, you can browse below packages. or you
can also tell us more about it.” Then following message
displays with keyword suggestions (Family, 2 Adults and 2

Trending Holidays Kid's, 2 Adults, a group of people) ‘Who are you travelling

with?' 5. The user selects ‘2 Adults and 2 Kids' keyword.

6. The following message displays, ‘It seems like a family

holiday. Have a look below we have vanety of packages

that make you and your kids happy.’

Outcome Excerpt 6. Demo scenario step-by-step description




Disney Scenario for the lirst part of the
Demo

Il message-
Tags for the i
demonstrat
input

Initial tags *

Tags for the aducational purpose, which
demonstrate types of responses users can
input

Sentence structure A (more than #4
sulls)
When the system response 1o user's input
it stars with acknowledgement, then a
A d by a lurther

mething else

Sentence structure B (less than #4 resuits)
When the system ! S nput,
1t s1ans with acknawiedgement then a
suggesting sentence followed by an
lonal message saying that they can
K 10 (i

Suggestion tags (less than ## result
words are pulied from Virgin'

and knowleage based on user's crin

When there are less than ## results it w
S h 150" and 'S X

Thesz tags only
155 than #8 resul
o bac

options.

3 ad items
Somathing eise’ displal

Outcome Excerpt 7. Demo Scenario Dialogue and Contextual Options

e

0SSN

Ak
(520 vora Tioran [sometning e

o Rosult Arca

Trending Holidays and curated holidays content is
displayed.

han ## results)

Filrared results shown (L

(Thinking...)
Fiiterad results shown (L

From the user's message, 11 extra
user's Intent and criterla.
The firgt ¢
What {Intent} - nice holiday for kids
Yhen - next summer
vho (high leved) - family

From the user's mess.

number of kids and

The user s first 2

val) - 2 kids, 4 and 6 years old

Outcome Excerpt 8. Ul Design

Swept Away
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aramco

Saudi Aramco Driving School

Client: Saudi Aramco
Role: Lead UX
Outcome: Driving school desktop/mobile website

Amid major changes including Aramco's IPO, Saudi women driving rights, and
cultural opening, there was a significant need at the national level to prepare
Aramco's Digital service as a major part of brand value. One aspect was
creating an environment for women to learn driving, requiring UX/UI work for a
digital service enabling women-only driving school registration, lesson
scheduling, and virtual driving training. An interesting discovery from initial
testing with 10 Saudi women aged early 20s to mid-50s was that despite the
service being in English, they showed right-to-left reading patterns typical of
Arabic, and felt overwhelmed by wide desktop screens. This led us to change
two-column design patterns to single columns and make desktop interfaces
more similar to mobile Ul patterns.

(Please understand that due to Saudi's characteristic closed nature and the
company's oil industry specificity, we could only save final images without
work processes.)

Outcome Excerpt 1. Design

Home About SADC  Driving Training Program  News FAQs  Contact us

1. Create an account
You r0ed 10 creae an account 10 eneollfor tranng,

2. Enroll for training

Once you cresied an account. start enroll for traning
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5. Human-Centric

Good product development begins with sincere interest
in people at every stage of the design process

There are still many moments when we forget that UX is a
human-centered field, whether due to personal ego or
external and internal reasons. UX should not be driven by
personal preferences but must be developed with users in
mind, meeting them throughout the process. As
introduced earlier, I've worked on various projects in
various positions. Through this process, I've gained
diverse skill sets and improved at expressing ideas, but
the biggest learning so far is the conviction that good

projects ultimately come from being human-centered.

Thank you

Hyunsang Cho

Mobile: 010-3332-5603

Email: hello@hyunsangcho.com
Homepage: https://hyunsangcho.com
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