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To facilitate communication and collaboration between themselves, the 
Atlanta Beltline, and the local community, as well as provide financial support 
for their work and personal branding

FOR ARTISTS
ONLINE COMMUNITY

AN OPPORTUNITY TO BUILD AN
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1

In-Depth
Research

Journeymap
& blueprint

Design 
Ideation

User 
Validation

DESIGN 
PROCESS

Our Research process involved some initial 
preliminary research, followed by detailed 
Surveys, and Interviews.

We used our research findings to draw out a 
journey map and also identify opportunities 
through the blueprint.

We conducted Gamestorming design ideation 
with stakeholders to come up with solutions 
to the problems identified.

Finally, we created wireframes and High 
Fidelity Designs for the concepts generated 
and validated them with stakeholders.

PROCESS

Over the couse of our spring semester, we completed a full cycle of 
Research, Identification of opportunity, Desgn Ideation, Prototyping 
and User Validation. 
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Our preliminary research involved observations of the East and West 
Side trail, Cognitive walkthroughs of the web and mobile apps, as well as 
participating in an Artist roundtable.

PRELIMINARY RESEARCH

IDENTIFYING 
OPPORTUNITY

2

PRELIMINARY RESEARCH

We visited the East side trail and some of our key 
observations were:
- There were no street lighting. Have there been 
safety issues at night?
- A lot of visitors don’t seem to be spending time 
observing the art. We were curious to know if they 
don’t find the art exhibits inviting? Or perhaps 
jogging in the presence of art is the experience 
people want, and not necessarily reading what the 
placard says?
- There were very few seating areas, and no 
washrooms found
- The path outside the trail was not cleared. 
Especially important for those with strollers or on 
wheelchair. Very difficult to move on the non-trail 
area, If someone wanted to step out from the trail 
to take some rest.
- Info panels are too low. The reader has to bend 
down to read what’s written - could be the reason 
why most visitors don’t stop to read. 

OBSERVATIONS FROM TRAIL
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‘Prolific’
- support artist to produce and install art pieces 
in a way that maximizes impact and minimizes 
unnecessary effort.
- Need to have better artist, patron and community 
experience

Make it Atlanta
- Really key in on the value proposition of the Art 
on Beltline Project
- Branding of the BeltLine and Atlanta
- Further facilitate development of areas along the 
Beltline

Bringing more people
- More widely engage the nearby neighborhoods 
as well as the larger Atlanta community
- Create a sense of community that is unique to 
Atlanta

Experiences from Art on the Atlanta Beltline
- Need better support for media specific art 

- Maybe this art was meant to immerse with the 
natural environment, but because the way it is 
placed, people are simply walking by treating it 
part of the trail experience and not a piece of art
- Perhaps having art that lets users engage with 
it should help people spend more time learning 
about the art?

We performed cognitive walkthroughs of both the 
web and mobile applications for Atlanta Beltline 
and Art on Atlanta Beltline. Some of our key 
observations were:
- Ther might be a need to have some info about 
what the beltline is because someone not from 
around might not understand what it is. 
- While there is a “Learn More”, the link is in 
proximity to the text “Where Atlanta Comes 
Together”, and the user may be confused as to 
what we’re learning more about. 
- The learn more consists of really useful 
information that should/at least parts of it be 
present in the home page
- Learn More and the content under the tab “The 
Project” are the same. It would be advisable to 
have the project tab shown first, before “Places to 
go”
- The menu options are really big. Someone 
visiting for the first time might have a tough time 
trying to figure out where to even begin looking. 
Would advise discarding this menu, and have all 
of this info properly sorted and arranged in the 
page it self
- Finally, The website needs to figure out who the 
core audience is. If it is used as a portal to help 
new users find information, then the home page 
today clearly does not talk anything about the trail 
that the new user can read to understand what 
the project is about.

COGNITIVE WALKTHROUGH

We participated in an Artist roundtable session 
and some of the key ideas that were generated 
during the session were:

ARTIST ROUNDTABLE
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PRELIMINARY RESEARCH

- Neighbourhood character is one of the key 
strategy areas
- Issues of affordability and displacement are 
felt citywide - we need a long-term approach to 
sustaining existing cultural hubs and the ecologies 
around them is crucial to preserving neighborhood 
character. 

AOAB STRATEGY DOC

STAKEHOLDER MAP

FUNDING
NATIONAL 
ENDOWMENT FOR 
ARTS

FULTON COUNTY

CITY OF 
ATLANTA

ATLANTA BELTLINE 
STAFF AND 
MANAGEMENT

SPONSORS
FLASHPOINT ARTISTS 
INITIATIVE
PHILANTHROPISTS

ARTISTS
CREATIVES
ART CULTURAL ORG

VISITORS

COMMUNITY
RESIDENTS
SCHOOLS & ORGS.

DEVELOPERS AND 
BUSINESSES ALONG 
TRAIL

VOLUNTEERS & 
TOURGUIDES

TRAIL 
CLEANING

MOVING AND 
RELOCATION 
TEAM PRINTERS & 

PUBLISHERS

MEDIA AND ALL 
MARKETING 
CHANNELS

MARTA 
AND OTHER 
TRANSPORT COS

ACCOUNTANTS 
& AUDITORS

TAXING 
AUTHORITY

DESIGNERS 
CONSTRUCTORS 
ARCHITECTS

SECONDARY 
STAKEHOLDERS

Through a short audit of marketing materials, 
signages and website branding, we found less than 
effective branding across all of these touchpoints. 
There were differences in typefaces used, the 
color palette and also the general aethetic feel 
of the visual design elements. A unified brand 
identity was missing

FROM MARKETING AUDIT
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...OF THE BEST OFFLINE AND ONLINE ART 
COMMUNITIES

BOSTON 
GREENWAY

BRAND 
ANALYSIS

BRAND ANALYSIS

3

The Rose Kennedy Greenway is Boston’s most 
contemporary park and is poised to be the premier 
outdoor space for artwork that reflects the city’s 21st 
century identity as a world class hub of innovation. The 
Rose Kennedy Greenway Conservancy collaborates 
with Boston’s creative community to present public art 
that enhances the city’s imaginative capacity, enlivens 
neighborhoods, contributes to economic vitality, and 
sparks civic exchange1.
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BRAND ARCHITECTURE
Touchpoints & Strategy
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BRAND VISION
And purpose

Give artists unique opportunities 
to exhibit bold, new work that 
considers the possibilities of 21st 
century Boston2

The Rose Kennedy Greenway Conservancy brings 
innovative and contemporary art to Boston 
through 
- free, temporary exhibitions on the Greenway, 
- engaging people in meaningful experiences, 
interactions and dialogue with art and each other

The Greenway is currently branded as being a 
welcoming home for artists looking for temporary 

sites for visual art and installations. 
- Because the art is temporary, artists will be 
allowed to take greater risks, creating a powerful 
draw for this new public space. 
- In addition to celebrating Boston’s own artists 
and its openness to creative expressions, the 
rotating art will give both Bostonians and visitors 
reasons to visit again and again.

The Greenway Conservancy was established 
in July, 2004 through an agreement with the 
Massachusetts Turnpike Authority, the City of 
Boston, and the Commonwealth of Massachusetts.
- The Conservancy is a private, non-profit 
organization, which operates, maintains, preserves 
and manages the parks on behalf of the public. 
- The Conservancy raises private and public funds 
to support the parks, aspiring to excellence in 
design, operations, and public programming. 

- Every artist has his or her own page
- This page provides an opportunity to tell the 
story about the art piece as well as the artist.

WEBSITE



EVOLUTION OPPORTUNITIES
Touchpoints Ecosystem & Strategy
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- Social Media and Advertising
- Through trail - Signage, Audio Guides, Public 
Programs: artist talks, events & tours, Offsite 
exhibitions associated with projects on the 
Greenway

OTHER TOUCHPOINTS

BRAND ANALYSIS

- Strong Community engagement
- crowd-rooted march towards innovation

STRATEGY

- used to guide the content and form of the arts. 
- sets the tone for the artist as well as neighbouring 
communities

PRINCIPLE

An interactive online artist community 
would facilitate creative exchange 
among artists and the public

website can be refined to include more 
community feedback (as opposed to 
only press review)

THREATSOPPORTUNITIES

WEAKNESSESSTRENGHTS

lacks an active event calendar - missed 
opportunity for artist/community 
engagement

The framework discourages artists 
who haven’t produced art pieces from 
participating - shrinking the artists 
base

Art section of the greenway page does 
not afford interactivity

No proper online or physical artist 
community exists

art proposal process is not self-evident

Community engagement through 
various outreach channels

Year-round public art initiatives keeps 
the city’s cultural scene alive

tone-setting conceptual framework 
as a guiding principle

art ambassadors is a good way to engage the 
wider community and promote the art and the 
artists of the BeltLine

CHANNELS
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BRAND ANALYSIS

and promote art and introduce artists to the 
community
bring different artists together for creative 
collaboration and exchange

Additional public art programs can create more 
opportunities to spark more creativity

INSPIRATIONS

DEVIANTART
DeviantArt is the largest online social network for artists 
and art enthusiasts, and a platform for emerging and 
established artists to exhibit, promote, and share their 
works with an enthusiastic, art-centric community. They 
have over 44 million registered members and attract over 
45 million unique visitors per month. Their members — 
known as deviants — upload tens of thousands of original 
pieces of art every day, everything from painting and 
sculpture to digital art, pixel art, films, and anime.3

9



Image Credits: http://rosekennedygreenway.org

BRAND VISION
And purpose

“We are where art starts, but that is only the beginning. We are a community for 
the creative in everyone to develop and heighten their personal sense of taste, 
but that’s not where it ends. We are the movement for the liberation of creative 
expression.” - DeviantArt Website4

10
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BRAND TOUCHPOINTS
And ecosystem
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BRAND ANALYSIS

- Inclusive and supportive artist community
- Provides the tools, resources and exposure to 
enable artists to become better & more successful. 

- Inspire people to create art by feeding their 
creativity.

Website is the Primary touchpoint. Other 
Touchpoints include:
- Created DeviantArt Film, 2007
- Merchandise, Fella Plushie, 2007
- Exhibitions, world tours
- Dating site for artists, April 1 prank
- Motion Books, and Sketchbook integration
- Mobile app, 2013
- Very frequent feature updates and releases
- Social Media

DeviantArt also has a pretty strong Brand 
ecosystem. 
- Explore over 361 million original works of art
- Exhibit artwork to an audience of over 45 million 
members for free
- Set up a profile, create galleries, and build a fan 
base.
- Communicate, collaborate and learn from artists 
from over 190 countries
- Make money selling your art in the DeviantArt 
Shop.



EVOLUTION OPPORTUNITIES
Touchpoints and Strategy
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- Core Values: Community, Respect, Artists, 
Excellence, Trust, Empower
- Free Membership, Paid Core Member, and - 
Curated Senior Member
- Strong Community etiquette guidelines

BRAND ANALYSIS

- Attract fan base
- Write daily entries in journal

PROFILE

BROWSE
- Search for works by artists, styles or keywords 
- Robust collection of tutorials

SUBMIT ART
- Upload for free, and instant audience 

- Engage with artists, and get feedback
- Participate in sponsored art contests

COMMUNITY

- Make money selling art
- Support with printing, framing, shipping, etc.

SHOPPING

More inclusive artist communities

Integration with design tools like 
Sketch, Photoshop etc - create new 
touchpoints

THREATSOPPORTUNITIES

WEAKNESSESSTRENGHTS

Competing products like Behance has 
integration with Adobe products - 
easier for users to upload info

Noise generated from volume of users

Mostly digital footprint for art - poor 
offline artist interaction

Top artists get more visibility, less 
visibility for new artists

Most work is top quality - might be 
discouraging for newbies

Strong online community

Massive user base, and MAUs

Brand recollect amongst artists

Cult status with Vision, and mission



Online surveys distributed over 
Qualtrics, with 22 participants

SUCCESFUL 
SURVEYS

22

In-person and remote semi-
structured interviews with 14 

participants

SUCCESFUL 
INTERVIEWS

14

12
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BRAND ANALYSIS

The AoAB can learn from the strong community 
guidelines and practices DeviantArt set

PRINCIPLES

- Features help increase community engagement 
and feedback. This is something to include in 
design
- Branding sets tone for company vision

INSPIRATION

CHANNELS
Active participation in offline events

IN-DEPTH 
RESEARCH

4

TO FIND ARTIST NEEDS AND PAIN POINTS



SURVEY
Goal, Results and Insights

17Service Design Spring 2018 | Improving Artist Experiences on the Atlanta Beltline

IN-DEPTH RESEARCH

The survey was a way for us to 
derive quantitative data about 
current user experiences. We used 
data from the survey to help us plot 
Artist Journey maps

PARTICIPANT BREAK DOWN

20 - Employed as an Artist

2 - Not Employed as an Artist

AVERAGE 
DIFFICULTY OF 
INSTALLATION 

PROCESS

NEED HELP WITH 
FINDING JOB 

OPPORTUNITIES 
OR SELLING ART

NEED HELP 
WITH PERSONAL 

BRANDING

HEAR ABOUT 
AOAB FROM 

FRIENDS AND 
FAMILY

44%

TOP INSIGHTS

*Please check Appendix for Survey Questionnaire | Survey results will not be shared to protect privacy

30% 46% 7/10

ARTISTS WAS 
IN NEED OF 
FINANCIAL 

ASSISTANCE

ARTISTS WANT 
MORE ACCESS 

TO ARTISTS AND 
RESOURCES

AVERAGE 
DIFFICULTY OF 

DEINSTALLATION 
PROCESS

FEELING OF 
CONNECTEDNESS 
TO VISITORS AND 

COMMUNITY

5/10 7/10 40% 71%

Results shown below on a scale of 10 indicates 1 - for very poor experience 
and 10 - for very positive experience.
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IN-DEPTH RESEARCH

TOP QUOTES

“The incredible distance I had to 
drive, with a very large sculpture 
crammed into a tiny car (Honda Fit), 
along with all my tools and a canoe 
for installation. It would have been 
great to rent a truck, but it would 
have blown the budget. 2400 miles 
round trip, twice.”

“Existential issues are hard for me to 
deal with, usually it happens a few 
times a day”

“The biggest challenge to deploying 
art on the beltline was... “Access to 
site, entry points and truck access 
highly challenging”, “Not enough 
volunteers.”, “getting the placement 
location requested”

I was told assistants would be 
available to help offset the cost of 
installation but, to my knowledge, 
they were not and I had to pay my 
own assistant out of pocket. The 
Atlanta ToolBank was far away from 
my installation site and much time 
was wasted just in traveling to and 
from the ToolBank to pick up and 
drop off tools. 

“Need more engagement with 
other artists and with the local 
community”

“Wanted resources like... “sculpture 
building space, sleeping space, 
both for building/installation/
deinstallation”

“We specified what our tech needs 
were, and while they eventually 
happened, it was slow and over-
complicated.”

“We could not have done the project 
on the Beltline funding alone.”



INTERVIEW
Goal, Results and Insights
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IN-DEPTH RESEARCH

The interview was a way for us 
to derive qualitative data about 
current user experiences. We used 
data from the interview to fill in the 
unknowns from the survey data on 
our journey map

TOP QUOTES

*Please check Appendix for Interview Questionnaire | Interview results will not be shared to protect privacy

“I had issues finding housing. The 
budget was insufficient to find a 
place to stay. I’m 60 years old and 
don’t have alternative sources of 
income”

14

ARTISTS 
INTERVIEWED

“I’m someone who has disability. I 
wanted to participate too but I’m not 
in a position to do any heavy lifting”

“I sometimes find volunteers to 
help me with my art development 
and installation by running school 
workshops”

“I’m a relatively younger artist and 
this being my first public art, I did 
not know how to go about creating 
project estimates”

“Wish there were more funds. The 
grant allocated by the Beltline was 
grosly insufficient”

“I wanted access to tools and 
resources but I didn’t have them in 
time or at the budget I was looking 
at”



USER PERSONAS
3 MAIN USER TYPES IDENTIFIED
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IN-DEPTH RESEARCH

To explain our user persona, we created a user story based on the research 
we collected. This also helped us create the video storyboard to help explain 
how the artist would use and benefit our solution and their motivations

Joshua (Josh) grew up in Savannah, GA,  graduated 
from SCAD two years ago, and moved to Brooklyn 
to be a freelance illustrator. He has been enjoying 
what NYC has to offer. The arts and culture scene 
is exciting and ever-changing. New inspirations 
speak to him every day. He has managed to feed 
himself with some regular small scale commision 
work that he fairly enjoys. Everything seemed to 
be perfect, until….the excitement of NYC started to 
fade as he grew into a routine. Something seemed 
to be missing from his life. He has been working 
on his own for a while now and is really longing for 
a a sense of community - something NYC being 
NYC is not known to offer. 

Recently, as Josh was browsing instagram, he 
came across some interesting sculpture work by 
Zach, one of his best friends from SCAD. He was 
really excited about the sculpture pieces, along 
with all the positive feedbacks in the comment 
section. Zach seemed to be living the kind of life 
that Josh desires. He is making sculptures with 
passion and is producing such interesting work. 
More importantly, he seems to be surrounded by 
a group of artists and friends who truly inspire and 
appreciate his work. ‘What more can an artist ask 
for!’, Josh thought to himself. 

Josh decided to call up Zach to catch up and learn 
more about how to enter for the program Zach 
is in. It turned out that the program is in Atlanta. 
‘That’s so close to home!’ He could hardly contain 
himself. Everything seems to be pointing towards 
home, where his family is, where his passion for 
art started, and where he’s too ready to return 

ARTIST STORY to next. He made up his mind to enter for AoAB 
as he listened to Zach talked about his amazing 
experience with AoAB. He sensed that a brand 
new chapter is about to begin...

Backstory:
Josh learned about AoAB from browsing an old 
artist friend’s instagram. Josh was really excited 
about and decided he wanted to enter for next 
year’s exhibition. 

On the BeltLine:
Set up shots - showing the Beltline and Beltline Art
Josh walking down the Beltline and saw a piece 
that he really likes. Josh uses the phone to scan 
for more info  (Show the plaque touchpoint). Josh 
holds the phone to navigate the web/app (Show 
the art listing/artist flow touchpoint; mobile touch 
point)

After he decides to apply:
Josh sits in front of his laptop to navigate the 
proposal submission page  (Show the submission 
flow; web touch point)

After he got admitted:
Josh sits in front of his laptop to navigate the 
proposal submission page  (Show the meetup 
flow; web touch point)

Ending: 
Social scene: Josh with art and people around him. 
Big smile on his face.

VIDEO STORYBOARD
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IN-DEPTH RESEARCH
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Online surveys distributed over 
Qualtrics, with 22 participants

SUCCESFUL 
SURVEYS

22

In-person and remote semi-
structured interviews with 14 

participants

SUCCESFUL 
INTERVIEWS

14

14
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IDEATION 
ACTIVITY

5

USING PARTICIPATORY GAMESTORMING5



PROCESS
Goals and methods

15

16
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IDEATION ACTIVITY

SESSION 1
Participants were asked to list out their thoughts 
to the question “What are some of the problem 
areas the online community should focus on”

The ideation activity was split 
over 90 minutes with a total of 
6 participants. The participants 
included Artists and the Atlanta 
Beltline team

SESSION 2
A topic from Session 1 is taken and participants 
are asked to discuss Users, Constraints, Keywords,  
and Use Cases/scenarios

SESSION 3
A topic from Session 1 is taken and participants 
are asked to discuss Users, Constraints, Keywords,  
and Use Cases/scenarios
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IDEATION OUTCOME
Problem areas and concepts

Two major problem areas to tackle 
were identified:
-  Information and collaboration
- Finance and making money

Online tool with 3 major functionalities that 
includes 
- Collaboration with artists, Joint projects (or some 
parts of a project)
- Database of important info (Assistants, Material 
requirements, Formatting standards, Estimation, 
blacklists)
- Resource sharing between artists (Tools, 
Accomodation, Studio)

CONCEPT 1

A fundraising platform that includes the following 
2 features:
- Direct fundraising through Physical and digital 
fundraising channels and Patron development, 
bidding and temporary art ownership
- Artist Branding with online representation using 
stories, exhibitions, opportunities and services

CONCEPT 2

We developed further on these concepts by 
studying existing interfaces that support these 
features and also by creating wireframes to test 
them with potential users.

CONCEPT DEVELOPMENT



SOLUTION
Value proposition from the 2 concepts developed
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WITH WIREFRAMES AND HIGH FIDELITY

DESIGN 
DEVELOPMENT

DESIGN DEVELOPMENT

6

Artists drive engagement 
within artist communities 
thereby encouraging more 
artists to come to trail

ARTISTS DRIVE 
ENGAGEMENT

Resource sharing between 
artists - for space, 
equipment, ideas, etc.

RESOURCE
SHARING

Generate revenues 
through personal branding 
and sale of art or career 
prospects

BRANDING & 
FINANCIAL HELP

PRIMARY VALUE AND IMPACTS

SECONDARY VALUE AND IMPACTS

Increase curiosity in the Art 
along Beltline

More national and 
international artists

Increased artist 
satisfaction in the program
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WIREFRAMING
Designs and Iterations through User Validation
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DESIGN DEVELOPMENT

ARTIST ONBOARDING

When an Artis decides to submit a proposal 
for the AoAB program, he/she is shown 
an interactive step-by-step instruction and 
material to easily
- Make a submission
- Generate alternative sources of finance for 
their art work
- Find resources to create the art pieces

Overview of artist journey
An artist creates is directed to this screen 
to create a new proposal. He/She sees an 
overview of the journey through the beltline 
and also what needs to be done at each 
stage of the process.
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DESIGN DEVELOPMENT

Resources to learn about beltline
The artist completes the submission process 
by first learning more about the Beltline 
and the AoAB project. Then they read the 
Request for Proposal. They also get a chance 
to learn about the  resources available.
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DESIGN DEVELOPMENT

Estimate Calculator
An online calculator to help artists create 
estimates for their proposal

Mentorship Program
A Mentorship program for newer artists 
where they’re paired with experienced 
beltline artists or management
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DESIGN DEVELOPMENT

Financial help
Help artists find additional sources 
of revenue for their art or funding 
for their projects by creating a 
crowdfunding campaign or by selling 
their art work



ARTIST & ART BRANDING
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DESIGN DEVELOPMENT

Art branding
Each art work has a branded page on the 
website that visitors can find by scanning the 
QR code on the trail
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DESIGN DEVELOPMENT

Artist Branding
Each artist gets their own branded webpage 
with information about their art, career and 
upcoming events
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DESIGN DEVELOPMENT

Events
Hosting events for collaboration, art 
development or installation are great ways 
to find inspiration, career opportunities and 
save costs/raise funds for their project. This 
is an event page that the artist creates.



HIGH FIDELITY DESIGNS
Designs and Iterations through User Validation

ARTIST ONBOARDING
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DESIGN DEVELOPMENT

Resources to learn about beltline
The artist completes the submission process 
by first learning more about the Beltline 
and the AoAB project. Then they read the 
Request for Proposal. They also get a chance 
to learn about the  resources available.
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DESIGN DEVELOPMENT

Resources to learn about beltline
An expanded view of the first Accordian to 
help artist learn about Beltline
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DESIGN DEVELOPMENT

Mentorship program
Pairing newer artists with experienced ones
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DESIGN DEVELOPMENT

Project estimator
To help artists calculate how much grant to 
request for, for their work
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DESIGN DEVELOPMENT

On accepting the proposal
Once the proposal is accepted, the Artist 
sees a list of resources to find further 
funding if necessary beyond what has been 
approved by the belitline
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DESIGN DEVELOPMENT

Resources to develop, install and deinstall
A full host of resources are shared with the 
artist to help him/her develop, install and 
deinstall their art
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DESIGN DEVELOPMENT

Artist Profile
To help artists with personal branding and 
also help visitors learn more about the 
artwork and upcoming events
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DESIGN DEVELOPMENT

Art landing page
If a visitor opens an art work or searches for 
one using QR code

21
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DESIGN DEVELOPMENT

Event Details
Shows visitors upcoming events by the artist. 
This helps the artist raise funds for their 
work or an income source
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DESIGN DEVELOPMENT

Video tutorial
This is in the preparation phase for the artist 
to learn more about the Beltline and AoAB



OFFLINE TOUCHPOINTS
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DESIGN DEVELOPMENT

Design of Plaque at the Trail 
Shows the QR code needed to find more 
information about the artist and art
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DESIGN DEVELOPMENT
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LINKING OFFLINE TO ONLINE
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DESIGN DEVELOPMENT

On entering the Short URL on plaque
Taken to Atlanta Beltline home page where 
user finds an option to scan QR code

When shown a QR scanner
User is shown a QR code scanner on their 
browser
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DESIGN DEVELOPMENT

To install the app
User receives an option asking whether or 
not they’d like to install the app

Redirected to Artist Profile
The artist is then redirected to an Artist 
profile page with details of the Artist. The 
user is redirected after visitng a landing page

25



NEW BRAND IDENTITY
A fresh new look
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Landing page on installing app
Newly branded Art on Atlanta Beltline 
landing page

A logo redesign
The original logo had a color 
palette that confused users 
with that of the Atlanta 
Beltline color palette - both 
of which had green. This 
color chosen helps the 
project stand out

Fresh new Typeface
We used Hiragino sans, a 
modern Sans Serif typeface 
to give the logo a fresh new 
look

Elements of orld design
We retained the paint brush 
effect of the old logo since 
our user research showed 
how people found it very 
distinctive and apt
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VALIDATION RESEARCH
Iterations on prototypes

We created invision mockups of our high fidelity designs to show participants 
and get feedback. This helped us take our designs through 2 iterations

- We originally assumed that artist would want 
to see the entire user journey upfront - This was 
confusing to many participants. 
- Most participants were not able to understand 
which stage of the process were they in
- Updates: We changes the Phases based user 
journey flow and showed users an overview on the 
side. But more importantly they were only shown 
the information required at that stage

- Feedback and Collaboration was a separate 
phase that the artist had to go through
- Updates: We removed this since the participants 
felt there was no need to have this as a separate 
stage in their journey given that this was an 
ongoing need

- Information Architecture for the Art development  
and installation resources. Most participants felt 
that the original information layout was confusing 
and disorganized.
- Updates: We revised it to contain simply 3 
subcategories that the user had to go through 
now to find resources

ITERATION 1 AND FLAWS - The art detail listing was not easy to differentiate 
fromt he artist profile page
- Updates: We reesigned the art listing details 
page to give more emphasis to the art image and 
details

- The events were further away and hard to access
- Updates: we brought the events card up to the 
top for easier access

- The project estimator in insufficient in its ability 
to give the artist a full experience of calculating 
estimates
- Updates: This is for future work. We will recreate 
the calculator in the next phase of the project

- On the mobile UI, differentiating between the 
Artist and User comments was hard since they 
had similar proximity and style
- Updates: We’ve changed the design to overcome 
this issue

DESIGN DEVELOPMENT

- The profile view for artist was very cluttered
- Updates: We came up with a complete redesign 
of the profile view with little information

- The events were further away and hard to access
- Updates: we brought the events card up to the 
top for easier access

ITERATION 2 AND FLAWS
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1 - Boston Greenway website, https://www.
rosekennedygreenway.org/

2 - Boston Greenway website, https://www.
rosekennedygreenway.org/
 
3 - Deviant Art website, https://deviantart.com/

INFORMATION 
4 - Deviant Art website, https://deviantart.com/

5 - Gamestorming: A Playbook for Innovators, 
Rulebreakers, and Changemakers

6 - Strategyzer, https://strategyzer.com/canvas/
business-model-canvas 

INDIVIDUAL CONTRIBUTION

Preliminary Research, Artist Round table

Brand Analysis of Boston Greenway

Facilitated the Interviews and Survey Participants

Conducted Interviews

Derived Insights from Survey and Interview Data

Iterated on Joureneymap and blueprint

Facilitated Ideation Activity

Created wireframes for web and mobile

Created High Fidelity Design for Mobile

Created High Fidelity Design for Plaque

Prepared Storyboard for video and shot video

Created Video and voiceover

Created Final Presentation

CHARLOTTE LOU
Preliminary Research

Created Stakeholder map

Brand Analysis of DeviantArt

Created Survey questionnaire

Conducted Interviews

Derived Insights from Survey and Interview Data

Iterated on Joureneymap and blueprint

Facilitated Ideation Activity

Created wireframes for web

Created High fidelity designs for web

Created visual design for Project book

Created poster

Created Business Model Canvas

AKHIL MOHANAN M
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RESEARCH MATERIALS
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IRB APPROVAL
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