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UX Designer

UX Designer with a diverse background in the digital spectrum

I specialise in UX and often do UX Research and UI as part of my roles. Having worked in different 

industries has enabled me to match business goals with desired outcomes specific to each company.


I’m always looking to grow and get stronger as designer as well as a person.

Brands I worked with
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0. Introduction 

1. Global Search Project - Stage 1 (Job search & Homepage)

2. Global Search Project - Stage 2  (Job Alerts)

3. Brand Specific Projects

I aim to fulfil the clients request by using a User Centred Approach. Finding the right solution can be 
a complex and repetitive task and it based on hypothesis. We take our findings, interpret the 
information – create a set of hypothesis which will lead to design decisions and have them tested 
repeatedly until we get the best results we can.



As digital world and trends change rapidly, we also will have to change to keep up and remain 
adaptable. For now we can get on with the job at hand – design, evaluate, design, evaluate and so 
on. We can do this using our combined set of expertise in the digital team, testing prototypes with 
users, as well as using a very cool methods “ A/B and MVT testing” which is supported by Sitecore. 

As the sites are using Sitecore which has the ability to test one variant of a page against another, we 
can track and capture user engagement. Using this tool, we can respond quickly to user’s demands 
or preference.



To conclude, we will design lots, review the designs even more and eventually we get the designs 
developed and implemented on your sites. Once design or a test is live, we can track user 
engagement, we can monitor if design and functional changes have a positive or negative affect on 
the users and overall we can assess the site’s performance after the change and compare it its 
previous state.




Global Search Project 

Client: Impellam Group Brands
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1.0 Global Search Project - Overview

Introduction 


Impellam Group has multiple brands that 
make up the company. However although 
the brands have their own identity and are 
each in varied level of digital maturity they 
all share the same Content Management 
System (CMS). The Sitecore CMS holds all 
of their content pages and candidate 
application journey and enables 
personalisation. However it has limited 
integration with the recruiters many 
Content Relation Management systems 
(CRM). The websites were designed 
several years ago and the company did 
not have their own digital team until 2 
years ago where the work began to 
update their digital channels. Re-desiging 
the website was a key priority as they 
were known bugs and issues which had to 
be fixed. But also, it was necessary to 
redesign the sites and tailor them 
according to brands strategies and brand 
guidelines.  



Stages 


The website redesign process was split 
into 3 stages.

Stage 1 


In the first stage, we have focused our efforts on improving the candidate 
application journey which is what all of the brands have in common.



The candidate journey includes mainly;

Homepage

Job search page

Job details page



Stage 2 


During the second stage, we looked at improving the more challenging 
areas which require a lot of functional fixes.



Job Alerts

Save Jobs

Registration

My Account



In order to find out what works well, what requires improvements, what 
additional features the websites could benefit from, we conducted some 
research.




Stage 3 


We needed to convert the designs into 
components for the CMS. This 
required me to work closely with the 
product and web development team 
to ensure they deliver the designs as 
closely to the wireframes as possible. 
I also needed to re-stye all of the new 
pages of the site to each brand’s 
guidelines.  Styling the websites with 
the individual brands guidelines.
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1.1 Research

Research methods

Qualtrics Survey: Many brands conducted a survey to gauge the user’s experience and 
satisfaction of using their website. 



Data Analysis: We asked our Data Analytics team to find out a little bit more by looking for 
data that validates or disproves the results of Qualtrics survey. This tells us what is good and 
bad, as well as many other facts such as where visitors leave pages, what elements they click 
on, where they came from before arriving at one of our websites but it cannot tell us WHY 
something has happened.



Expert knowledge: Information from brands was collated.

User testing: We had the chance to observe user’s interaction, behaviour and get some 
feedback from their prospective candidates.



Expert Reviews: An expert was done to analyse the website in order to identify potential 
usability issues and problems. There are many methods used, including an audit, a review 
based on usability principles and a critique. 



Competitor’s analysis: A competitors analysis allows a brand to compare itself with 
competitive brands. 



 These were some of the methods used to evaluate the website weaknesses and strength and 
allowed me to justify why certain projects needed to be implemented and how that would 
benefit the business.


Areas of Improvements 

Solution:



1. Use of full width page to allow white 
space to make text more legible

Formatting to include more features such 
as: 

headings used to break down content

Bullet points for lists and key information

Defined and consistent use of line height, 
fonts styles

2. Break points for use of paragraphs

3. Sharable links promoted as sticky 
widgets always available to the user

4. Job alerts and save links promoted as 
sticky widgets always available to the 
user

5. Consultant information placed at the 
bottom as it is not a priority but a ‘Nice to 
have’ for candidates. Information 
includes, picture, name, Linkedin ID, 
phone number of consultant. 

6. Have 2 ‘Apply’ buttons located in 
different places – one at the top for users 
who want to apply quickly and one at the 
bottom available upon reading job 
description.

7. Remove ‘request a call back’ and ‘send 
to friend’ – sharable links and consultant 
info can be used instead


Areas of Improvements 

1. Homepage 
2. Job search page 
3. Job details page  
4. Application process 
5. Registration 
6. My Account 
7. Job Alerts 
8. Findability 
9. Search engine presence 
 
Known issues 
 
1. Cluttered description, formatting 
makes it hard to read. 

2. Text isn’t digestible, it requires 
sectioning – especially when coming from 
other systems such as Broadbean

3. Sharable links to far at the bottom 
especially when there’s very long job 
description

4. Consultant information blends in with 
key job title and headings therefore isn’t 
obvious 

5. A lot of unused white space in job 
specs

6. Confusing double ‘Apply’ buttons too 
close together leading users to different 
places.

Under used links: 

a. Request a call back
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1.2 Stage 1 - Desktop Low Fidelity Wireframes 

Job Description 

The main focus of the 
redesign is to attract and 
retain more candidates on 
this page and have more 
applications. We also wanted 
to reduce the high bounce 
rate and promote features 
such as job alerts, save jobs 
and consultants’ contact 
information.

Understanding the complex system of applications
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1.3 Stage 1 - Mobile & Tablets Wireframes
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Homepage

The homepage also needed 
to be redesigned. There were 
only 9 new components 
available with limited 
functionality. I designed 
several others that support 
videos, image galleries, 
testimonials, sector 
categorisation, client logos 
and promo panels.
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1.4 Stage 1 - Designing for all platforms
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1.5 Stage 1 - Tailored Wireframes for brands

Rebranding wireframes for 
Impellam brands

Rolling out the new designs for the 
various brands. Each brand have their 
own strategy and identity and some have 
opted to apply the new template whilst 
others have opted to take some or none 
of the new template. 
 
Onezeero 
SRG 
Tate 
Carbon60 
Blue Arrow 
Comensura 
CareerTeachers 
Barpellam 
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1.6 Stage 1 - Tailored Wireframes for brands
100%Wed Jun 89:41
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1.7 Stage 1 - Empathy Map & Persona research for Onezeero brand

Chloe grew up around fashions both her 
parents worked in the industry. Her passion 
mainly comes from them. She has always 
loved it and knew she wanted to work in it. 
Having small children to look after meant that 
she took a role in Hertfordshire.

Digital marketing Exec, Herts

Chloe Fitzpatrick, 34 years old

Rich is a kind hearted guy, his friends describe 
him as Mr nice guy. Rich works very hard and 
is always looking to progress and improve. 
Rich is financially driven, although he looks for 
the best benefits and opportunities, he 
doesn’t compromise his ethics. 

Recruiter in Digital Specialisms, London

Rich Olamide, 31

Ben has just moved out of his parents home 
and rents a room in Maidenhead. He prefers to 
stay near home mainly because he is little 
scared of living in London. Ben prefers to find 
jobs near home too so he doesn’t have to 
travel into London. Ideally, he would like work 
around Reading.

Junior Software Developer, Maidenhead

Ben Oldham, 27 years old

Catherine has been working at a big firm 
which specialises in Risk and business 
analytics  in central London for 7 years. During 
this time she has moved to various 
departments as Product Manager.

Managing Director, London

Pete Donnaway, 37 years old
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1.8 Stage 1 - Personas for Onezeero brand
100%Wed Jun 89:41
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1.9 Stage 1 - Personas for Blue Arrow brand
100%Wed Jun 89:41



Job alerts 

Producing sitemaps, flows and wireframes for a new job alerts feature to be accessible from the Job Description pages.
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2.0 Global Job Alerts Project

I aimed to fulfil the clients request by using a User Centred 
Approach. Finding the right solution can be a complex and 
repetitive task and it based on hypothesis. We take our 
findings, interpret the information – create a set of 
hypothesis which will lead to design decisions and have 
them tested repeatedly until we get the best results we can.



As digital world and trends change rapidly, we also will have 
to change to keep up and remain adaptable. For now we 
can get on with the job at hand – design, evaluate, design, 
evaluate and so on. We can do this using our combined set 
of expertise in the digital team, testing prototypes with 
users, as well as using a very cool methods “ A/B and MVT 
testing” which is supported by Sitecore. 

As the sites are using Sitecore which has the ability to test 
one variant of a page against another, we can track and 
capture user engagement. Using this tool, we can respond 
quickly to user’s demands or preference.
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2.1 Stage 2- Desktop Wireframes
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3.0 Brand Specific Projects

. Landing Pages


. User Testing


. Barpellam Website Re-design
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3.1 User Testing

The process

I conducted sessions as part of the Global 
job Search project to understand candidates 
pain points, behaviours, perceptions and 
also what they liked from using down of 
Impellam sites.



5 Participants





P1 – current or potential Tate candidate


P2 – current or potential Tate candidate


P3 – current or potential Blue Arrow 
candidate


P4 – current or potential Blue Arrow 
candidate


P5 – current or potential Onezeero 
candidate





The observation


They all had a 1 hour session each where we 
observed them using one of the websites 
above. They all had the same task to do; ‘To 
look and apply for a job they are interested 
in using fake credentials’. During the session 
they were asked to talk aloud to report their 
actions, expectations and emotions. We also 
asked them questions after the session to 
capture as much information about their 
past experience as well in order to get a 
broader picture of a candidate’s online 
journey.



User Testing 

Issues such as functional or technical that restricts users from being able to continue interacting or getting the expected 
results from the system. Issues also causing a negative emotion which would lead to a user leaving the site and not returning.



Issues such as functional or technical which negatively affects user’s interaction  with the system or provides the unexpected 
results. Users  are left with negative view of the website.



Issue or problem which is noticeable to users and  causes slight confusion or annoyance and could  be addressed in the long 
term.

High severity 
issues

Low severity 
issues

Medium 
severity issues

Some of the reccommendation provided: 


JOB DESCRIPTION


Requires better written role description, ensuring to break up the copy into clearer sections with well defined heading 


Add client details where possible or a way of making roles more distinctive – many roles have very similar description which users find difficult in 
assessing whether the role has been re-posted - Role/job description all sound too familiar and user was unsure if they had seen the same job ad.





TRUST


Ensure consultants keep a good relationship by contacting the candidates when they request a call back or after speaking to them on the phone.


Users who use ‘Request a call back’ are not contacted and this decreases the level of trust they have in the brand.


User called the phone number listed in the job ad, they were told they would be contacted, but no one ever did.





EXPIRED JOBS


Remove jobs that have expired, this causes instant disappointment and annoyance for users.





BRAND AWARENESS


Increase brand visibility on Search Engine, media sources and social media channels – many users say that they would trust the brand more if there 
could find more information about them.


Ensure consultants direct candidates or mention the fact that there is a website as users are unaware that blue Arrow, Onezeero and Tate website 
existed as they were never told by consultants.
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3.2 Error Message - Landing pages concepts
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3.3 Barpellam Websites new design Barpellam Pages

Barpellam is a new 
recruitment company which 
is based in the USA. They 
wanted to follow the same 
look and feel as their sister 
brand ‘Guidant Global’. I 
designed a set of wireframes 
they could have 
implemented in Sitecore 
CMS.
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3.4  Styling for brands




