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I’m a UI/UX Designer with over ten years in the design 
industry. My focus is my obsession: creating beautiful user 
experiences that function with purpose and people love 
to use. I’m honest, cheeky and passionate about making a 
difference. I’m known to geek out every so often and love to 
rock a killer pair of sneakers and dress. 

Outside of work I’m building pillow forts, colouring with 
crayons and creating memories with my little family. 

About Me



Portfolio

Show-off Exceptions
Mostly modest, but sometimes not!  
These are the show-off exceptions.



Comparison 
Tool Prototype
Company: Bupa / Experience Design Team

PROJECT TYPE

UI/UX Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

May 2019 
1x Contract Day

TOOLS OF TRADE

Paper + Pen 
Adobe XD 
Adobe Illustrator

The Bupa Experience Design Team through 
user research and testing established 
they were in need of a health care cover 
comparison tool. The tool needed to be 
integrated into the MyBupa interface for 
existing membership holders to view, 
compare and change their cover (if desired) 
at any time without having to speak to a  
Bupa consultant. 

The end results included a step by step 
navigation to assess the customers needs 
before comparing their current cover with 
Bupa’s recommendations. 

Comparison Tool
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Comparison Tool
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Discover
Leverage and analyse insights, 
assets and brief supplied by the 
Bupa Experience Design Team 
including the customer journey and 
wireframes shown to the left. 

Define
Following the discovery process 
collaborative conference calls with 
the Experience Design Team were 
made to evaluate, challenge and 
brainstorm the supplied assets. 

Convergent thinking was used to 
narrow down solution ideas into 
what was feasible and realistic to 
define a clear and actionable brief. 

Comparison Tool
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Develop
Getting creative and jumping into 
explore possible solutions for the 
brief included pen + paper and 
messy XD artboards. 

Here I’m working out which 
solutions are the best way of  
doing things. Is the solution 
meeting every requirement?  
How complicated is it? Testing and 
experimenting myself and also with 
the Experience Design Team.

Deliver
Narrowing down the solutions 
a final design was executed. 
Once approved by the team they 
were then user tested and small 
adjustments where made before 
final handover. 

The results were used for internal 
and user testing. The final design 
will be designed by Bupa’s in-
house designers.

Comparison Tool
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USER LOGS INTO 
MYBUPA

CHOOSES WHICH COVER IS 
IMPORTANT TO THEM AND 

SELECTS NEXT

COMPARES HEALTH INSURANCE 
OPTIONS BEFORE REVIEWING CHOICE
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THIS SCREEN 
WASN’T REQUIRED 
FOR THIS PROJECT

SELECTS REVIEW 
COVER TO START TO 

THE REVIEW PROCESS

Comparison Tool
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The Details
In the previous screen users were 
able to select what they’d like to be 
covered for using a card sort (not 
designed for this project).  
User testing however revealed 
that often what was important to the 
user or what was required based 
on their medical history wasn’t 
always covered. This was generally 
due to their chosen level of cover 
or misinterpretation of their own 
health needs. 

A simple toggle between yes and 
no was chosen to show emphasis 
of their choice. 

The Experience Design Team 
wanted to include an area where 
they could showcase what other 
cover holders like the user/member 
were covered for. Initially they 
wanted to add this as a much larger 
area, however through testing 
found it only confused some users.

Through exploration and concept 
narrowing I recommended a banner 
that when selected (“Why? Tell me 
more”) would slide out to reveal 
more information. 

Comparison Tool
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Compare
Along the top of the compare 
process a click-able progress bar 
showed the previous, current and 
future steps while also allowing the 
user to navigate between steps 
they had complete. 

The ‘Your Current Cover’ section 
indicates the member/users 
cover level allowing easy review 
and comparison to Bupa’s new 
recommendations.

The option to remove and add 
additional cover levels was 
included at this point to minimise 
back stepping for change of mind. 

Features such as downloadable 
PDF’s and options to print and save 
the quote allows the user to come 
back at a later date if needed. 

Comparison Tool
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Almost Done
Once a user has selected a new 
level of cover a snap shot of the 
current and new cover are shown 
side by side highlighting how the 
cover will change.

Here the user can except and 
change the cover as of a selected 
date and confirm changes. 

Comparison Tool
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Day Stay  
Experience Map
Company: Bupa / Experience Design Team

PROJECT TYPE

Graphic/UX Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

July 2019 
3x Contract Days

TOOLS OF TRADE

Paper + Pen 
Adobe Illustrator

Bupa’s Experience Design Team wanted 
to visually show a possible customer 
experience members might have for a day 
procedure. The team provided the customer 
actions, emotional journey, customer 
feelings, pain points, touch points and 
desired outcomes content to be included into 
the final A0 poster design. 

Visually representing this experience 
called attention to the areas where Bupa’s 
involvement was both done well and lacking. 
Additionally it revealed opportunities for 
Bupa to be more involved improving their 
members overall experience. 

Experience Map
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Discover
A few sketches created while 
developing solutions best suited  
for the project. 

Experience Map
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Deliver
The final design provided was 
to be printed in A0 format and 
showcased at a conference. 

Experience Map
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Booking  
POS Platform
Company: Booking Boss

PROJECT TYPE

UI/UX Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

April - May 2016  
6 weeks, 3 days a week 

TOOLS OF TRADE

Paper + Pen 
Adobe Photoshop 
Adobe Illustrator

Booking Boss needed a fresh new interface 
to streamline bookings for their online 
booking POS platform. The platform allows 
distributors to sell tours, activities, classes 
and attractions direct to travellers in a 
streamline process while allowing for real 
time availability and pricing.

The redesign leveraged customer and 
company insights (supplied) to ensure the 
booking process was more efficient to 
use decreasing booking times while also 
incorporating new features their clients had 
requested through their user research.

Booking POS Platform
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Booking POS Platform
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Discover
Company insights and customer 
feature requests started off the 
discovery process. 

Define
Working closely with the CIO 
through conference calls and 
Google Hangouts the brief and 
insights were deconstructed, 
evaluated and challenged.

Develop
Exploring possible solutions with 
pen + paper, narrowing solutions by 
referring to the insights and brief. 

Here are a few of my process 
sketches. 

Booking POS Platform
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Deliver
The narrowed down solutions were 
then executed into high-fidelity 
wireframes for approval and testing. 

Once approved the wireframes 
were taken through to a first stage 
design. 

Booking POS Platform
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The Dashboard
The dashboard was designed to 
be a quick look area for the tour 
vendor or agent. 

The bar graph approach broke 
down the booked and available 
seats using colour shades while the 
contrasting hues differentiated the 
types of experiences the vendor 
had running that day. 

The dashboard also keeps staff up 
to date with the most recent staff 
communications. 

Booking POS Platform
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Booking Process
Through selecting an experience 
tile further information slides up 
from the base of the screen (image 
in circle). When an experience is 
added to cart the shopping cart 
panel appears to the right.

This panel stays open while the 
tiles scroll vertically. 

Booking POS Platform

20/42



Calendar
Through the calendar tab the  
tour agents can see up coming 
tours for each vendor, availability 
and also view live weather updates 
for their current location. 

Booking POS Platform
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UI Kit
Due to the complexity of the project 
a UI kit was also designed to assist 
the developers with the build.

Booking POS Platform
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White Label 
Party App
Company: Booking Boss

PROJECT TYPE

UI/UX Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

December 2017 
30 hours 

TOOLS OF TRADE

Paper + Pen 
Adobe Photoshop

With Booking Boss specialising in the 
booking software and checkout processes 
they were approached by a well known 
entertainment and arcade company to 
create a mobile focused white label booking/
checkout interface. 

As a first pass for presentation, a set of 12 
screens were created in 3x colour schemes 
based on wireframes provided.  

White Label Party App
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Execution
With a tight deadline and basic 
wireframes, understanding the 
booking/checkout process was 
crucial to making sure the design 
process ran smoothly. 

While the UX was provided 
challenges were made with some 
successful alterations made before 
implementing the design stage. 

Shown to the left in the dark theme 
is the landing page where users 
can choose the type of booking 
they’d like to make (groups, parties, 
bowling, laser tag etc). 

White Label Party App
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Additional Screens
A few screens from the checkout 
process shown in the dark theme. 

White Label Party App
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Themes
Once the screens were finalised 
in the dark them, a light and colour 
version were created to show how 
the design could be adapted to 
other brands within the white  
label product. 

White Label Party App
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UI Website 
Design
Company: McGarry Partners

PROJECT TYPE

UI/UX Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

March 2016 

TOOLS OF TRADE

Paper + Pen
Sketch 
Adobe Photoshop
Adobe Illustrator

McGarry Partners wanted to redesign their 
website and bring a fresh angle to McGarry’s 
accounting and financial services. Working 
along side a developer I was brought on to 
design the UI /UX for the new site. 

With an existing logo in a place a new 
approach was taken to how the colour 
palette was used. Taking the vibrant green 
from the logo colours, bold call to actions 
were created and photography choices were 
made with the brand colour palette in mind.

McGarry Partners UI
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McGarry Partners UI
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In The Details
The McGarry Partners logo 
featured angular shapes which 
inspired the angles used 
throughout the hero images on 
each page, the contact map and 
call to actions. 

A set of icons were created for both 
financial and accounting services 
to further breakdown content for 
users to find specific information 
more easily. 

McGarry Partners UI
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Wotif Logo  
Refresh

PROJECT TYPE

Logo Design 

DESIGNED AT

Wotif Group/Expedia

TIMEFRAMES

November 2014 

TOOLS OF TRADE

Paper + Pen 
Collaboration 
Adobe Illustrator

While working for Wotif Group (now Expedia) 
the UXI team including myself were given the 
opportunity to rebrand Wotif.com. Briefed by 
the marketing team the requirements were to 
refresh the logo while removing the domain, 
including some form of bubble device and 
keeping with the iconic green colour palette.

Each team member worked separately on 
concepts before coming together for critique 
and feedback. Through convergent thinking 
the concepts were narrowed and refined until 
a final option was chosen and released by 
Expedia in early 2015.

Wotif Logo Refresh

30/42



Out With The Old
The Wotif.com logo was tired 
and dated having only changed 
minimally over the 14 years. Having 
said this a timeless logo doesn’t 
necessarily need to change, 
however, the Wotif.com logo was 
anything but timeless with multiple 
use challenges. 

While the logo was recognisable in 
the market the brand was in need 
of a refresh. 

OLD LOGO

Wotif Logo Refresh
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Concepts
A few concept sketches created 
through idea experimentation 
that were narrowed and critiqued 
through team collaboration. 

Wotif Logo Refresh
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Wotif Logo Refresh
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The Logo
The final logo released by Expedia 
in early 2015.

The logomark featured Canaro 
typeface which formed the shape 
base of the bubble device. While it 
was a brief requirement to include 
a bubble device the idea behind 
the bubble placement is that of 
dreaming ‘wotif’.

The simplicity, humanistic typeface 
and weight of the design hinted to 
the playful brand voice while also 
allowing the logo to be reversed on 
inspirational photography across 
brand materials and advertising. 

Wotif Logo Refresh
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TEEG Logo 
+ Guidelines
Company: Timezone

PROJECT TYPE

Logo/Brand Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

January 2018  
30 hours

TOOLS OF TRADE

Paper + Pen 
Adobe Illustrator 
Adobe InDesign

While working with Timezone on other 
projects they approached me to create the 
logo and brand foundations for TEEG.

TEEG is positioned as one of the world’s 
largest Family Entertainment and 
Edutainment Centre groups with leading 
operations across Asia Pacific. With a 
portfolio of brands the logomark needed to 
compliment their other brands while standing 
strong as a group. 

TEEG Group
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TEEG Group
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Brand Guidelines
The logomark chosen features 
typography with a rounded 
approach that still retains a strong 
and corporate appearance.

The red arrows represent growth, 
moving up and forward and the 
connected brands.

Logo alternatives, colour palette, 
logo colour breakdown, typography 
and brand graphics were all 
outlined to ensure a coherent brand 
across all media.
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Logo Alternatives

For the integrity of the 
brand, multiple logo 
versions have been 
created to better represent 
TEEG across all platforms 
and materials. 

The icon features the 
triangles (arrows) from the 
logo for consistency and 
brand strength. 

Horizontal Logo

Acronym Only Logo

These logo versions should be used where minimal space is available and the primary 
logo is illegible, 

The icon can be used in such areas such as the website favicon 
or over images where a logo cannot be used. 

Logo Icon
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Logo Background 
Dark Gray

The TEEG logo has been 
designed with alternate 
backgrounds for flexibility 
and coherence. 

This version is reversed 
out onto the dark gray 
from the logotype.

Horizontal Logo Reversed Logo Icon ReversedAcronym Only Logo Reversed

Stacked Logo Reversed
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Logo Background 
Red Gradient

This version reverses the 
logo to white for use on a 
red gradient background 
or solid brand colours.

Gradient is Bright Red and 
Dark Red as specified in 
colour palette on page 8.

These versions can also 
be used on partner sites.

Horizontal White Logo Reversed Logo Icon White ReversedAcronym Only White Logo Reversed

Stacked White Logo Reversed
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Colour Palette

The primary colour palette 
for TEEG is professional, 
trusting and powerful. 

For the brand coherency 
across all applications 
colour breakdowns for 
both print and web have 
been provided. 

Specified CMYK values are 
used for printed material. 
RGB and HTML values 
have been provided for 
web and screen use.

Bright Red 

PANTONE 485 CP 

C 0  M 95  Y 100  K 0

R 218  G 41  B 28

HEX #EE3124

White

C 0  M 0  Y 0  K  0

R 255 G 255 B 255

HEX #FFFFFF

Blue Gray

PANTONE 425 CP 

C 48  M 29  Y 26  K 76

R 48  G 60  B 66

HEX #303C42

Black

C 60  M 40  Y 40  K 100

R 0  G 0  B 0

HEX #000000

Bright Red – Dark Red Gradient

PANTONE 485 CP  –  PANTONE 484 CP

C 0  M 95  Y 100  K 0  –  C 8  M 92  Y 100  K 33

R 218  G 41  B 28  –  R 160  G 40  B 22

HEX #EE3124  –  HEX #A02816

Dark Red

PANTONE 484 CP 

C 8  M 92  Y 100  K 33

R 160  G 40  B 22

HEX #A02816
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Logo Colour 
Breakdown

Rather than use a gradient 
over the logo, each 
letter has been given it’s 
own colour creating the 
gradient effect.  

These colours are 
specified for the logo use 
only. The colour palette 
specified on the previous 
page should be used for 
all branded material.

PANTONE 425 CP 

C 48  M 29  Y 26  K 76

R 48  G 60  B 66

HEX #303C42

PANTONE 485 CP 

C 0  M 95  Y 100  K 0

R 218  G 41  B 28

HEX #EE3124

PANTONE 484 CP 

C 8  M 92  Y 100  K 33

R 160  G 40  B 22

HEX #A02816

Used on both the acronym and 
small text underneath.

Used on the triangle/
arrow shadow.

Used on the top side of 
the triangle/arrows.
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Logo Typography

The logo type is made up 
of the following typefaces 
as a base. Please keep in 
mind that some letters and 
kerning have customised. 

These fonts are available 
via typekit or alternatively 
you can purchase below. 

Kyrial Display Pro™ 
Download 

Freight Sans Pro™ 
Download

For everyday brand use 
free alternates have been 
chosen and outlined on 
the following page.

Kyrial Display Pro™ | Font Weight: Bold

Freight Sans Pro™ | Font Weight: Medium
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Typography

The following typefaces 
have been chosen as 
free alternatives due to 
their modern and open 
characters along with their 
availability for web and 
print use. The heading 
font features soft curves 
that are reflective of those 
in the logo type while 
the body type is legible 
at small sizes and has a 
humanistic feel. 

Ubuntu fonts and 
Merriweather Sans can 
be download for free from 
google.com/fonts

In email formats 
where these fonts are 
unavailable, Trebuchet 
should be used.

Ubuntu Headings

Merriweather Sans Light Body Copy

Merriweather Sans Regular Body Copy – Used for reversed text or intro paragraphs

Merriweather Sans Bold Body Copy

Merriweather Sans Italic

Page Title / Feature
Ubuntu Bold

Headings H1, H2 , H3 etc

PAGE HEADING SUB TITLE UBANTU LIGHT CAPS

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

( # $ @ & * ? )

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

( # $ @ & * ? )

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

( # $ @ & * ? )

" When used within body copy quotes should be 
pulled out using italics in either bright red or a % 
of the blue gray. "
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Brand Graphics 
+ Photography

TEEG graphics are clean 
and simple. The triangular 
shape from the logo can 
be used as an image mask 
creating angular lines on 
an otherwise clean design. 

A mixture of desaturated 
and duotone photos 
(in brand colours) can 
be used however 
these photos should 
be reflective of the 
entertainment and 
education industry or be 
directional such as looking 
up toward the sky.  
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TEEG Group
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Brand Refresh
Company: Origami Globe

PROJECT TYPE

Logo/Brand Design 

DESIGNED AT

Paper Meets Pixel 

TIMEFRAMES

June 2017 
24 hours

TOOLS OF TRADE

iPad Pro 
Adobe Illustrator
Adobe InDesign

Specialising in the running of competitions to 
further brand awareness and engagement 
for small and large scale businesses, Origami 
Globe was in need of a brand refresh that 
would take them to the next level.

With an existing brand in place that was 
familiar with existing clients and their social 
following the brands recognisable bold 
colour palette was embodied in the new 
brand foundations. 

The final logomark combined subtle origami 
fold details and the word ‘Globe’ wrapping 
around a circular axis suggestive of the 
world/globe.

Origami Globe
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Concepts
Brainstorming and exploration 
was then carried out with sketches 
using an iPad Pro. Through 
meticulous thought and referring 
back to the brief, concepts were 
narrowed down and refined before 
a final logomark was chosen. 

OLD LOGO

Origami Globe
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Origami Globe
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Brand Guidelines
With a final logomark chosen the 
brand foundations were then 
outlined within the Brand Guideline 
document to ensure consistency of 
the brand continued. 

For the integrity of the brand 
multiple logo versions were created 
including a crown icon which 
blended the letters ‘M and A’ from 
the logomark. The crown embodies 
the empowerment they give their 
clients when working together.

The colour palette, logo colour 
breakdown, typography and 
imagery/photography were also 
outlined to ensure a coherent brand 
across all media.
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Logo Alternatives

For the integrity of the 
brand, multiple logo 
versions have been 
created to better represent 
OrigamiGlobe across all 
platforms and materials. 

The icon created from 
the ‘M’ and ‘A’ overlapped 
creates a crown. 

The crown represents 
the empowerment that 
OrigamiGlobe helps their 
clients feel. 

White Background Stacked

This logo version should be used where minimal space is available in terms of width or 
the space is circular or square. 

The icon is to be used as the website favicon or as a watermark 
over images where a logo cannot be used. 

White Background Icon
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Logo Background 
Purple

The OrigamiGlobe logo 
has been designed with 
alternate backgrounds for 
flexibility and coherence. 

This version features the 
word ‘Globe’ in white and 
uses the origianl purple as 
the background colour.

Purple  Background Stacked Purple  Background Icon

Purple Background Horizontal
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White Logo Stacked White Logo Icon

White Logo HorizontalLogo Background 
Blue

This version reverses the 
logo to white for use on 
solid brand colours.
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White Logo Stacked White Logo Icon

White Logo HorizontalLogo Background 
Pink

This version reverses the 
logo to white for use on 
solid brand colours.
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Colour Palette

The primary colour 
palette for OrigamiGlobe 
is bright, feminine and 
fun with a playful and 
cheeky vibe suitable for 
the young female target 
demographic. 

For the brand coherency 
across all applications 
colour breakdowns for 
both print and web have 
been provided. 

Specified CMYK values are 
used for printed material. 
RGB and HTML values 
have been provided for 
web and screen use.

Pink 

C 10  M 100  Y 2  K 0

R 214  G 41  B 144

HEX #DD1399

White

C 0  M 0  Y 0  K  0

R 255 G 255 B 255

HEX #FFFFFF

Purple

C 85  M 100  Y 0  K 2

R 82  G 51  B 133

HEX #523385

Black

C 60  M 40  Y 40  K 100

R 0  G 0  B 0

HEX #000000

Pink – Blue Gradient

C 10  M 100  Y 2  K 0  –  C 70  M 5  Y 10  K 0

R 214  G 41  B 144  –  R 23  G 186  B 221

HEX #DD1399  –  HEX #17BADD

Blue

C 70  M 5  Y 10  K 0

R 23  G 186  B 221

HEX #17BADD
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Logo Colour 
Breakdown

Rather than use a gradient 
over the logo, each 
letter has been given it’s 
own colour creating the 
gradient effect.  

These colours are 
specified for the logo use 
only. The colour palette 
specified on the previous 
page should be used for 
all branded material.

C 10  M 100  Y 2  K 0

R 214  G 41  B 144

HEX #DD1399

C 68  M 44  Y 0  K 0

R 89  G 131  B 195

HEX #5983C3

C 40  M 86  Y 0  K 0

R 161  G 71  B 155

HEX #A1479B

C 70  M 24  Y 4  K 0

R 57  G 158  B 210

HEX #399ED2

C 50  M 78  Y 0  K 0

R 143  G 87  B 163

HEX #8E56A3

C 70  M 5  Y 10  K 0

R 23  G 186  B 221

HEX #17BADD

C 60  M 66  Y 0  K 0

R 122  G 103  B 174

HEX #7A67AE

C 85  M 100  Y 0  K 2

R 82  G 51  B 133

HEX #523385O
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Typography

The Montserrat typeface 
has been chosen due 
to it’s modern, clean 
and structured lettering 
softened through the 
curves of each letter. The 
multiple weights in this 
typeface make it ideal 
for use in body copy and 
headings.

The full Montserrat family 
can be download for free 
from google.com/fonts

In email formats where 
the fonts are unavailable, 
Verdana should be use.

Montserrat Headings

Montserrat Light Body Copy

Montserrat Regular Body Copy – Used for white text

Montserrat Semi Bold Body Copy

Montserrat Quote – Semi Bold Italic

Heading 1 
Montserrat Bold
SUB HEADING MONTSERRAT LIGHT CAPS

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

( # $ @ & * ? )

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

( # $ @ & * ? )

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

( # $ @ & * ? )

“ ... we were really surprised by actually 
how much strategy and work goes into  
successfully running a competition. “
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Social Feed

Based on the photo/image 
direction, here is a social 
feed mockup created for 
your guidence.

This feed has been 
designed to alternate 
the brands colours and 
overlayed effects to create 
interest while keeping the 
integrity of the brand. 

Where possible there 
should be one Black & 
White image to each row.

An angular detail has also 
been added to the outside 
images and should be 
alternated between left 
and right.

Look Ma! 
We’re famous!
Check out our interview 
with @steviesayssocial 

OrigamiGlobe

We are 
LIVE! 

Woohooo!!!
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Origami Globe
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Thank You

Thank you
Want to get in touch? Contact me below. 

0423 315 645
hello@papermeetspixel.com.au
papermeetspixel.com.au

mailto:hello%40papermeetspixel.com.au?subject=
http://papermeetspixel.com.au

