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User Journey
Understanding the Subscriber

RECENT CONTENT

American Idol: Episode 5 Aired; Fri Jan 29
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CATCH-UP TV,

Motion Graphics

THE HISTORY
| did a lot of motion graphics and design work
for DIRECTV’s Digital Innovation Lab.

A lot of it was focused around exploring new
ideas (which are easier to understand through

video), and some stories needed a more unique

approach.

Motion Graphics:

When the DLAB started, almost all presentations
were done over PowerPoint. | took these ele-
ments and created a series of animated shorts
using the same data.

The animations were +70% more impactful than
other presentations. Often with client buy-in
within 30 seconds of the meeting.

World Building:
The animations were so effective, | was able to

launch a Video Innovation Lab within the Digital
Products Group of DIRECTV.

What started with simple motion graphics lead
to much larger projects, awards, and patents.

Gamification:

| took a 72 page document that outlined the

user journey from seeing an ad to purchasing a
product and boiled it down into a playable Candy
Land type game. Players still learned the key
take aways from a 4-hour lecture in a 10 minute
game.
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Wireframes

The User Experience

Use Cases & Acceptance Criteria

D13 - PC v, Live Contem™ 014 - PC vz, Search™ 016 - Launching Service™™
015 - Cross Platform
015.00 - Use Cane: Parental Controls Cross Plaiform 6
Az Jose, my parental controls ane synoed acress all plat
forrra where the service & available [exception beng
XBOX 350 my this s managed on the Systern Level)

015.01 = Acceptance Criteria
Whan | change my parentsl controls on ane device an
feg-in 1o anather device those controls carry across that

davice

THE HISTORY

DIRECTV was stepping into the world of OTT
and needed a team to build out the interface
controls and what DIRECTV’s OTT platform
could be.

We were at the start of all of DIRECTV’s OTT
projects, from creating a free SVOD tier, to the
short lived Yaveo, to DTV Now, my team helped
shaped the future of content for DIRECTV/AT&T

Setup Parental Controls: F
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USER CHECK DATABASE G ld Cl ko
l;?;ﬁﬁ[él;.? HAS : — 1R} UNIQUE USER NAME o en 'U.C °
FINSHED ACCOUNT il

- o 2 ONBUE EWAL | diagrammed out a multi-player Augmented
comEcren ?_r ol s Reality experience for a FullScreen e-Sports

NUMBERS ADDED TO END

P conference.

CHECK

| B2 “Showevenr oeraus This is my initial thought process on how the
il P ”> ApRENe app could work.

DATES LOREM IPSUM

AFTER
DATE

EVENT
DATE

FIRST

NO INTERNET CONNECTION
GAME DATA MAY BE OUTDATED
APP USES PRE-INSTALLED ASSETS
DATA STORED LOCALLY
MODIFIED END SCREEN
WARNING ICON
g L i1
TIME

> ANIMATED GAMEPLAY DEMO
[ - FIND A TARGET
PLAYING - LOOK FOR A TOKEN

- COLLECT 5 TOKENS TO WIN
- 1 TOKEN PER TARGET

Home Security:

When DIRECTV bought LifeShield my team was
sent to King of Prussia, Pennsylvania to overhaul
22 Hs (33 ) wa the UX/UI of their app.

VUFORIA USES IMAGE RECOGNITION TO PLACE

OBJECTS IN AUGMENTD REALITY SPACE

WE CALL THESE IMAGES "TARGETS”

AR "TOKENS" WILL RANDOMLY APPEAR (SPAWN] AT
EACH TARGET

TARGETS THAT ARE NOT CAPTURED WITHIN
10-SECONDS OF SPAWNING DISAPPEAR AND THE
SPAWN TIMER RESETS

TARGET COUNT PLAYER SCORE
UNIQUE TARGETS CAN SPAWN UNIQUE TOKENS AND

AFTER A TOKEN IS COLLECTED CAN PREVENT A gﬂfﬁg‘gﬁg ;‘ékgﬁ;;&i’g
PLAYER FROM “CAMPING" AT THAT TARGET s

In less than 2 weeks we completed our ask, as

well as developed a node-driven programming
ou language for automating events, like sprinkler
system timers, and geo-fenced alarm settings.

ERROR ICON IF
NOT ONLINE

- DATABASE [EXAMPLE])
TOKEN{

H, D:DATETIME
TARGET: TARGET |D
SPAWN TIME: DATETIME
CAPTURE TIME: DATETIME
BLAYER: PLAYER D
ASSET: ZOMBIE
TEXTURE: ZOMBIE_02

<CLICK= GO TO
TICKET PAGE

TOKENS ARE FIRST-COME-FIRST-SERVE, AND WE CAN  ~
REWARD PLAYERS WITH ARBITRARY POINTS FOR HOW
FAST THEY COLLECT A TOKEN AFTER IT SPAWNS

<CLICK= GO TO
THESE POINTS SHOW UP NEXT TO THEIR NAME ON THE INFO PAGE v

LEADERBOARD

=

DMIT: 1
| [EEE

PLAYERS ON THE LEADERBOARD GET INDICATORS FOR
ACHIEVING GOALS [
-5 OR MORE TARGETS COLLECTED "WIN STATE"
- 10 OR MORE TARGETS COLLECTED
- 20 OR MORE TARGETS COLLECTED
- ATTENDANCE AT A PREVIOUS EVENT

- "WIN STATE" FROM A PREVIOUS EVENT SLEEPY PETE
COLLECT _

¥PF JAMES PEACH  5.123.562 MORE TOKENS 8:00 PM

Vg, ooncee oo 5.0z 224 s teams, including DIRECTV’s internal engineering AND if it is HOTTER

YourTown NY 12345
B LILLY HAMMERS 5.000.855 T0 WEB

T (s .. .‘ development team and the team that built the L g
UX/Ul for Microsoft XBox.

1]

. . START my Sprinklers at
For the LifeShield work we beat out 3 other 7 OOBMEOR 20 Minutes

l [ Competition:

BY CHECKING THE APP OR A PRINTED COPY

DATABASE [EXAMPLE)

& . ScaRe( NO INTERNET :

w USERNAME: USER NAME D:PLAYER ID game data maybe lorme ippsom TBD
EMAIL: EMAIL SCORE: #4418, 440 ' lorme iposom TED
START; DATETIME EVENTS: | outdated PP
QR CODE: EMAIL_NAME_DATETIME  EMPLOYEE: TRUE lorme ippsom TED

} 1 lorme ippsom TBD

lorme ippsom TBD lorme ippsom TBD

lorme ippsom TBD

In 4 weeks we delivered wire-frames, clickable
prototypes, and video user guides.
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Experiential Marketing fE -
White Box \ —

=s708T PeTm

THE MISSION
Showcase how DIRECTV and the Internet of
Things [IoT] will evolve the user experience.

| rented out a airplane hanger in Torrence and
built a 3D projection-mapped room that
showcased the future of technology for
DIRECTV.

— e 1. Niche Content
£.iPad Remote
[ 3. Smart Potato
3 | =t T 4. Media Hub
=l 5.Language Learning

A 6. Recommentations (Videos)
v | 1. Glow
“ i, 8. Reckamendatesuns (Menu)
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L= | ==L
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White Box team in SXSW e [ =] ».
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{47} LiteShiled [LS]

Our demos traveled the US, showcasing the
innovation coming from DIRECTV’s Digital e
Innovation Lab.

[LS] knows when everyone is home, omatically lock and
secure the hame for better peace of mind.

1 Potato [SP]
land coupled with [LS])
and Weather Mation on your TV.

e ] TS

Step 1:
Scope out DIRECTV 5 years in the future with 5@,
Smart TVs, Geo Location, and, and, and.

Step 2:

Create a mobile experiential showcase that is
modular, easily updatable, and can display a vari-
ety of experiences.

Step 3:
Storyboard and design a 3D world where all the
technology was already available and in use. De-

scribe the scenarios, how they were unique to
DIRECTV, and made life easier.



The design style shouldn’t overshadow the
technology being displayed. | went with a
geometric design using time-of-day lighting to
colorize the interactive 3D world.

Building the experience in 3D allowed us to
create an interactive and experiential
prototyping “lab.”

We were able to use White Box to do further
explorations: gesture control, autonomous
vehicles, smart recommendations, and
augmented reality, to name a few.

Diagram for projection mapping the interactive
portion of White Box to simulate different rooms

The experience needed to be mobile. The
experience might be shown in New York, DC, or
either of the Los Angeles offices.

White Box went to Las Vegas,
SXSW, and was on permanent
display in the DIRECTV'’s

DLAB.
Over 10’000 people Tony Goncalves (CRO Warner Media) showcasing
experienced a White Box White Box in Las Vegas.

presentation over 3 years.
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Creative Direction
Twilight

3D character from Twilight

THE HISTORY
| was building a 2D game with 3D assets that
became a series pitch for Cartoon Network.

Cartoon Network passed, but GigaPix
Animation Studio bought it. | was then brought
on as Creative Director for the studio working
on several animated feature projects.

Character Design:

Created a cast of characters based on a unified
library of shapes (streamlining development
pipeline).

Incorporated similar shapes throughout the
global design creating a vocabulary of design.

World Building:

Created environments for the character to
preform in: rooms, buildings, regional maps, and
layout of the island where Twilight takes place.

3D Modeling and Animation:

Worked with the modeling, texture, and
animation supervisors to keep the look and feel
on brand according to the style guides.

| also wrote sample scripts and dialogue for the
feature based on the episodic storyline pitched
to Cartoon Network and later, Disney.
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Explainer Video
Wast[ED]
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THE PROJECT

| co-founded Shadow Estate to be an
experiential and video marketing company. One
of our first clients was a waste management
app that needed a pitch video, so we built one
out of trash.

CARDBOARD WORLD VISUAL EFFECTS
We built a world in miniature out of cardboard, Next we replaced proxy items from the real
tape, and scraps because we wanted the world world with 3D assets.

to be identifiable as garbage without being too
overpowering.
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Storyboards

Sketch My Face Off

THE HISTORY

My company Pie & Coffee does a lot of content
development. This is for a game show where
comedians give artists prompts to draw from.

It is based off a improve-style warm-up
technique for artists. | just amped it up and
gave it points and prizes.







[llustration
Comedy & Podcast Art

¢

Mark Brazill, Creator “That 70s Show”

HISTORY

When | was producing “Pep Talks with Eddie
Pepitone” for All Things Comedy, | needed to
create a lot of promotional art.

| still create a lot of art for comics, podcasts,
and random projects.

STEVEN LOLL!
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SPECIAL GueST-TODD GLASS

FRIDAY dULY 137 8:00PM

Pep Talks LIVE with Todd Glass:
Promotional art for Social Media

Color-A-Comic Fan Art! |

e i

#SixFanarts @DrPunchman

Draw 6 In Your Style:
Instagram art of Japanese comedians



Layout Concepts

I'm a fan of the Japanese TV show “Midnight
Cafe” and wanted a layout that played to the
idea of comedians getting together in a cafe
tucked just inside the Twilight Zone.

Line Art

My original idea was to dress everyone in 1960’s
fashion. The client wanted modern garb, and to
stick closely to the source photography.

Finished Art
Samples of approved art for the project.
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Personal Work



Personal Work
Monkies & Motorbikes

THE HISTORY

Exploration of absurd patterns. | was drawing
motorcycles for a coloring book, and started
obsessing on chimpanzee faces.

It is a play on “grease-monkey” but | wasn’t
going to think too hard about it.
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