
Hi, my name is Joe
These are some recent examples of my User Experience tool set 
September 2011 
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•	 Every project I encounter is unique

•	 Every solution I provide is unique

•	 My process depends on the project but the end goal is always the same

•	 My tool set consists of thinking, collaborating and documenting 

•	 The following pages will show some of the tools I use to arrive at a solution



Sitemap examples
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sitemap 

0.0  home 7.0  patients6.0  healthcare professionals5.0  Laboratories

1.0  search 2.0  country selector

12.0  privacy 13.0  legal notice

3.0  external sites

lorum ipsum

primary navigation

main navigation

footer navigation

future phase

4.0  my profile

9.0  media

11.0 contact

8.0 news

10.0 about us
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primary navigation  

2.0  country selector 3.0  external sites1.0  search

toggle to access all market sites 

in available languages: 

Phadia ww: English

Brazil: Portuguese

France: French

Italy: Italian

Japan: Japanese 

Korea: Korean

Netherlands: Dutch

Norway: Norwegian

Portugal: Portuguese

Spain: Spanish

Sweden: Swedish

Taiwan: Taiwanese

UK: English

US: English

Germany: German

South Africa: English 

Denmark: English 

link to extranets and other external sites. links in this list would 

open a new window:

3.1  Phadia LabCommunity

3.2  Phadia Log File Area

3.3  Quality Club

3.4  US only (ordering) 

3.5  Brazil only (ordering) 

3.6  Directions for Use (all countries) Certificate of Analysis

3.7  Phadia Brand Identity Guidelines

3.8  Netherlands File Server (Netherlands only)  

3.9 Distributor's Channel

fast and easy way to find articles, 

products and whitepapers. 

business rules can determine 

results pages i.e. Italy only sees 

certain docs, or articles are 

displayed first.  

4.0  my profile

My Profile only available for markets that 

select this functionality. 

4.1  Personal Info

4.2  Communication Preferences 

4.3  Password Reset 
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5.0 labs - Main navigation

5.0  Laboratories

5.1  allergy

5.1.1.1.1  Type I hypersensitivity (atopic allergy)

5.1.1.1.2  Type II hypersensitivity 

5.1.1.1.3  Type III hypersensitivity

5.1.1.1.4  Type IV hypersensitivity 

5.1.1.2  symptoms

5.1.1.1  allergy definition

5.1.1.2.1  anaphylaxis

5.1.1.2.2  asthma **  

5.1.1.2.3  atopic dermatitis 

5.1.1.2.4  conjunctivitis 

5.1.1.2.5  gastrointestinal allergy 

5.1.1.2.6  rhinitis 

5.1.1.3  allergy development 

5.1.1.3.1  inflamation

5.1.1.3.2  sensitization 

5.1.1.3.3  predisposition

5.1.1.3.4  prevalence 

callouts

related products 

documents

callouts

related products 

documents 

**  France and Spain ONLY

NIOXMino information 

callouts

related products 

documents

5.1.1  allergy & testing

5.1.1.4  IgE testing

callouts

ImmunoCap Allergens and allergen components (where relevant)

ImmunoCAP ISAC key benefits (Where relevant)

Laboratory systems benefits

How to order

Lead gen

Documents

Clinical cases

ISAC brochure download available from 

relevant pages

5.1.2  allergy products

5.1.2.3 Immuno CAP ISAC

5.1.2.4  Immuno CAP Rapid

5.1.2.1.1  ImmunoCAP Total IgE

5.1.2.1.1.1  ImmunoCAP Total IgE FAQ

5.1.2.1.2  ImmunoCAP Specific IgE

5.1.2.1.2.1  ImmunoCAP Specific IgE FAQ

5.1.2.1.3  ImmunoCAP Phadiatop/Phadiatop Infant 

5.1.2.1.3.1  ImmunoCAP Phadiatop FAQ

5.1.2.1.4  ImmunoCAP Specific IgA 

5.1.2.1.4.1  ImmunoCAP Specific IgA FAQ

5.1.2.1.5  ImmunoCAP Specific IgG

5.1.2.1.5.1  ImmunoCAP Specific IgG FAQ

5.1.2.1.6  ImmunoCAP Specific IgG4

5.1.2.1.6.1  ImmunoCAP Specific IgG4 FAQ

5.1.2.1.7  ImmunoCAP ECP

5.1.2.1.7.1  Immuno CAP ECP FAQ

5.1.2.1.8  ImmunoCAP Tryptase

5.1.2.1.8.1  ImmunoCAP Tryptase FAQ

5.1.2.1.9  ImmunoCAP ISAC

5.1.2.1.9.1  ImmunoCAP ISAC FAQ

5.1.2.1.10  ImmunoCAP Rapid

5.1.2.1.10.1  ImmunoCAP Rapid FAQ

5.1.2.3.1  ImmunoCAP ISAC Assay Kit IgE

5.1.2.3.1.1  ImmunoCAP ISAC Assay Kit IgE FAQ

5.1.2.3.2  ImmunoCAP ISAC Assay Kit IgG

5.1.2.3.2.1  ImmunoCAP ISAC Assay Kit IgG FAQ

5.1.2.3.3  ImmunoCAP ISAC Assay Kit IgG4

5.1.2.3.3.1  ImmunoCAP ISAC Assay Kit IgG4 FAQ

5.1.2.3.4  Scanner & Software

5.1.2.3.4.1  Scanner & Software FAQ

5.1.2.4.1  ImmunoCAP Rapid Wheeze/Rhinitis Child

5.1.2.4.2  ImmunoCAP Rapid Asthma/Rhinitis Adult

5.1.2.4.3  ImmunoCAP Rapid Reader

related product catalogue download 

available from all pages

callouts

ImmunoCap Allergens and allergen components (where 

relevant)

ImmunoCAP ISAC key benefits (Where relevant)

Laboratory systems benefits

How to order

Lead gen

Documents

Clinical cases

5.1.3  allergens

5.1.3.1  What is Molecular Allergology? (Intro) 

5.1.3.2  Drugs

5.1.3.3  Epidermals and animal Proteins

5.1.3.4  Food of animal origin

5.1.3.5  Food of Plant Origin

5.1.3.6  Grass Pollens

5.1.3.7 House Dust

5.1.3.8  Insects

5.1.3.9  Miscellaneous

5.1.3.10 Mites

5.1.3.11 Molds and other Microorganisms

5.1.3.12 Occupational Allergens

5.1.3.13 Parasites

5.1.3.14 Tree Pollens

5.1.3.15 Venoms

5.1.3.16 Weed Pollens

5.1.3.17 Special Allergen Service

5.1.4  Phadia quality 5.1.5  allergy resources

5.1.2.1  assays

callouts

ImmunoCap Allergens and allergen components (where relevant)

ImmunoCAP ISAC key benefits (Where relevant)

Laboratory systems benefits

How to order

Lead gen

Documents

Clinical cases

5.1.2.2 phadia laboratory systems

5.1.2.2.1  Phadia 100 incl Phadia IDM SW

5.1.2.2.2  Phadia 250 incl Phadia IDM SW

5.1.2.2.3  Phadia 1000 incl Phadia IDM SW

5.1.2.2.4  (Phadia 5000 incl Phadia IDM SW)

5.1.2.2.5  Laboratory Automation System

5.1.2.2.6  Phadia LabCommunity

callouts

ImmunoCap Allergens and allergen components (where relevant)

ImmunoCAP ISAC key benefits (Where relevant)

Laboratory systems benefits

How to order

Lead gen

Documents

Clinical cases

related product catalogue download 

available from all pages

5.1.4.1  Phadia quality club

5.1.4.2  GMP

5.1.4.3  ISO

5.1.5.1  product catalogue

5.1.5.2  product information

5.1.5.3  books

5.1.6 services 

5.1.6.1  technical support

5.1.6.2  Special Allergen Service

5.1.5.4  Allergy Advisor Digest 



Wireframe examples
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interface elements screen resolution

NOTE 
legal footnote(s) and tertiary navigation

primary navigation

MAIN NAVIGATION 

Advanced Search
User clicks on Advanced Search link to produce 
the overlay. Pulldown menu 1 allows user to 
search product categories (allergy, autoimmunity, 
and asthma in a future phase) 

Pulldown menu 2 allows for search by 
Document type (product information, autoimmu-
nity-related, technical support) 

User can search with one or both menu systems. 
Clicking GO goes to the results page. 

1064 x 768  
screen resolution  

Product Category 

Document Type 

GO

-- Select --

-- Select --

1

2
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main navigation concept B: jquery i-pod-style menu with breadcrumbs

Allergy

Autoimmunity

Document Library  

News & Events 

NOTES 

1 JQUERY iPOD-style menus   
Users roll over a label in the main navigation 
to produce the drop down menu. Clicking  
an item within the menu produces the 
subcategories with a “swipe”- like animation. 
Items within the menu that have subcatego-
ries have the triangle icon; if there are no  
subcategories, there are no triangle icons.

Clicking on the label title i.e. Laboratories 
goes to its respective landing page (Labora-
tories main).

2. Breadcrumbs for wayfinding    
Breadcrumbs appears at the top of the menu 
as the menu animates to each subcategory.

See http://www.filamentgroup.com/lab/
jquery_ipod_style_and_flyout_menus/ for 
example

Select

Menu animates to reveal  
subcategories with each click

Allergy & Testing 

Allergy Products 

Allergens

-xxxx- Quality

Allergy Resources 

Services 

All >

Allergy

1

2



Welcome <First Name> Sign Out    My Profile-xxxx- Worldwide Change | External Sites

Home           Laboratories           Professionals           Patients           News           Media           About Us                     

Advanced SearchGOSearch

©Copyright -xxxx- AB, SE-751 37, Sweden     Contact     Privacy     Legal      

10Questions? iamjoeszabo@gmail.com

secondary navigation 

First level > Second Level > Third Level > Fourth level > Fifth level 

NOTES 

At the bottom of every third, fourth and fifth 
level page, links appear at the bottom of the 
screen. This saves the user from having to 
scroll to access main navigation elements. 

Design must pay close attention to vertical 
spacing to ensure that this navigation struc-
ture stands out. 

Laboratories
Allergy
Autoimmunity
Document Library
News & Events 

Healthcare Professionals 
Allergy
Autoimmunity
Document Library
News & Events

Patients 
About Autoimmunity
Autoimmune Diseases

News 
News

Media 
Photos & logos 
Press Releases 

About Us 
Our Vision
Quality Quality 
Environmental Policy
PhARF
Investors
Pharmaceutical Immunology 
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homepage level 1 template

 Laboratories Healthcare Professionals Patients 

Brand Message and/or Campaign Message 
Olobor am do dolorem del ipissed digna feu feumsan ulla faci el dunt ea 
feugiam, veraessim autatum nisis am, con vulputet, vulla consenit dio conul-
lamet ad euguer ipisl ullandit velent incilit augue euisl utat. Min enibh exercil 
iureet irilit doluptat.

Olore magna feugue te eu feugait, velessi tatummy. Ud tate 
te eu feugait, velessi elenisl il. >>  

Cidunt nonsequatio con exer augait, quat te eu feugait, 
velessi. Ommodolesse te eu feugait, velessi >> 

Cidunt nonsequatio con exer augait, quat te eu feugait, 
velessi. Ommodolesse tinci blan et ad dolorpercing. >> 

2

1a

1b

1b

3 4

NOTES 

1A. The Stage  
The stage is the primary location on the 
page, the place we want users to look first. 
The stage could be a static area with photos 
and text. It could also be animated eg. flash. 
The stage can have more than one message 
eg. brand message, campaign messages, 
results message and/or QA messages.  

1b. Navigating the Stage  
Each “slide” in the “show” is up long enough 
for users to read the message. Users can 
jump to a slide by clicking a thumbnail or  
on the arrows at the left and right of the 
stage (right would advance frame forward; 
left arrow goes back).

2. Feature Laboratories    
Image and text for prominent display of a 
section. A list of links could provide quick 
access to “child” content within the “parent” 
section. 

3. Feature Healthcare Professionals  
Same as module 2. NOTE that content in the 
feature modules can be region-specific.  

4. Feature Patients  
Same as module 2. NOTE that content in the 
feature modules can be region-specific.  
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laboratories main level 1 template - two modules

 Allergy Autoimmunity

External Sites

Dynamic Message Area 
Ro duisim vel ut adio exero 
exeraestis ugait, quat lut dunt.

Brand Message and/or Campaign Message 
Olobor am do dolorem del ipissed digna feu feumsan ulla faci el dunt ea 
feugiam, veraessim autatum nisis am, con vulputet, vulla consenit dio conul-
lamet ad euguer ipisl ullandit velent incilit augue euisl utat. Min enibh exercil 
iureet irilit doluptat.

Cidunt nonsequatio con exer augait, quat. Ommodolesse tinci 
blan et ad dolorpercing.Igna cor secte eleniscidui te core minci 
eriusto dionsectet dolor ad tio dui euip >> 

Agnit eugait augiam, veliquamet, conummod esse volore mod 
del utat autpat, susto dignim do od tie er at lut wisisis del ut ut 
alissenibh et lor aliquis et alis au >> 

Ordering lorum
Documents Netherlands 
Quality Club innum
DFU Global 

>> View All Worldwide Sites

4

1

2

3

5

Lorum Ipsum Innum

NOTES 

1. The Stage = Slideshow 
Slide 1: brand message
Slide 2: clinical results
Slide 3: business results

2. Dynamic Messaging Area  
This area can be feature various messages 
like lead generation, new product launches, 
or news items. 

3. External sites    
Region and section-specific extranet links 
are displayed.  

4. Feature Allergy    
Image and text for prominent display of  
a section. A list of links could provide quick  
access to “child” content within the “parent”  
section. 

5. Feature Autoimmunity
Same as module 4. NOTE that content in the 
feature modules can be region-specific.   
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content & product page template 

+  -

Save as PDF

Text Size

Share

Elisis elis num volortie euissit loreet alit lum zzrit nim 
velesecte facilis nonse facil ulla faci tet, velesto corer-
cin ut nibh exeraes sequis nulland iamcore rcipisit adit 
vulput wis alis et wis adipit lum ing eugue dolum

Elisis elis num volortie euissit loreet alit lum zzrit nim velesecte facilis 
nonse facil ulla faci tet, velesto corercin ut nibh exeraes sequis nulland 
iamcore rcipisit adit vulput wis alis et wis adipit lum ing eugue dolum

Sim nulla facilit lum nulputat velis euisis dit alit volent vero et et vel ullandit 
la adit nisit utat. Eliscidunt vulputpat ipisi tincidui tatueriure magna commy 
nibh ea facin utat alit lum velessi.

Tio dolorting elis num quisl dolortissit nullandre commolorting er ipit adio 
odolore tat.

Del il eros nonsequam, commolore tat. Xerillan ute magnit nit ad dit amet 
adigna corper aut lor amet nummolorer ad ea ad dolenibh enit nit am, 
quisim qui blaore facilla consequat irilisl dunt wisl utpat lor sustrud tatum 

Ommy nim vullutat lum augiam, sustin vullum zzriustin vel ing elendit 
ametummod ent utpat. Dipit ullam volorpe rcidunt lore erate dolorerosto euis 
dolesequam, quamet, si eu feum quam iurerosto cor sed ero eu faci bla ad 
dolorem incidunt ex ex estrud exer senibh eugue feuisim doleseq uatueratie 
tionsenisi blaorer sequis autpatisl dolessi.
Met, quamcommy niam eniam iure volobore te eugiamet la feum iure vel irit 
deleniat aliquiscilla consequam, conum irilisi blaore dolobore magna faccum 
aliquisi te mod magna core tismodit aliquat am, consequisit praesectet wisl 
dion veliquis eugait, volore conse modolobor sustrud euisis nulput laor 
sustis dolortie doluptat, sustrud euisim eugue te verit utat.

Product Catalogue  
Ro duisim vel ut adio exero 
exeraestis ugait, quat lut dunt.

Links
Forum ipsum onnum innum 
Ore dipsum ad tin hendigniam ver adiamcor 
Sit landre feum esto od dolorer 
Exer aliquat pratie vendiametue 
Mincilit augiat veleniat iriuscilisi blaorper 
Doloreet eliquisisit autatet aliquisim vul

SCROLLING

Download

Dynamic Message Area 
Ro duisim vel ut adio exero 
exeraestis ugait, quat lut dunt.

First level > Second Level > Third Level > Fourth level > Fifth level 

NOTES 

This is a proposed template for the majority 
of the site’s content. It is a 2-column design. 
The main column is for reading and is flex-
ible enough to accommodate text, graphics, 
video and mp3 files. The secondary column 
is for links and dynamic messaging.

1. Headline text 
Styled for impact. 

2. Body text  
Styled for easy reading. Increased leading 
and a default font size no smaller than 11pt. 
Copy should be scan-able; imagery should 
be used to break up the copy.  
 
3. Page Utilities 
Text tool, for increasing and decreasing font 
sizes. PDF tool. Share this functionality with 
Viadeo, Plaxo, LinkedIn and Twitter. 
 
4. Links
All secondary navigation for a section would 
appear in this module. This is a high prior-
ity module. Height of the module changes 
based on the number of links within the 
module. 

5. Product Catalogue
This would appear on all product pages 
when catalogues are available for down-
loading. If catalogues are not available this 
module becomes a dynamic message area. 

6. Dynamic Messages 
There can be up to 3 dynamic messages in 
this column. 

 

1

2

3
4

5

6
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document search tool 

Look for documents with these words 
(separate each word with a comma)

Advanced Search 

Document Search 

Product Categories (optional)

Document Types (optional)

- Remove all + Add all

GO

Advanced Search

Date (optional)

--select--

--select--

5 items selectedSelect

Product Information
product catalogue
application notes and tutorials
protocols
brochures and specifications
manuals

Allergy Related 
clinical allergy symptoms
allergen specific allergy
test related 
allergens 
case studies 

Autoimmunity Related 

Product Information
product catalogue
brochures and specifications
manuals

Allergy Related 
clinical allergy symptoms
case studies 

+
+
+
+
+

+
+
+
+
+

-
-
-

-
-

NOTEs

1. Keyword Search 
User can search by keywords. Each word is separated by a comma. User clicks GO and goes to results page. If user 
clicks search without entering keyword they will get an error message.  

2. Product Category     
Optional field. Allergy and Autoimmunity are the categories. 

3. Document Types  
Optional field. Categories include:
product information:
product catalogue
application notes and tutorials
brochures and specifications
references 

3A. Adding Documents 
Users can add all as batch or individually by clicking on the word or the “+” sign

3B. Removing Documents 
Users can remove all as batch or individually by clicking on the word or the “-” sign. Labeling is present at the top of 
the tables to indicate how many document types are in the panel. 

4. Date 
User can search by “Anytime, Past Month, Past Year”  

 

1

2

3

4

3a 3b

allergy related documents:
clinical allergy symptoms
allergen specific allergy
test related 
allergens 
case studies – peanut, fruit, egg, SIT
publications: Occupational Asthma, Al-
lergy Insight, Capture, New Horizons, 
Rapid News, Drug & Allergy Occupational 
Asthma, Allergy Advisor Digest, Drug 
Allergy.

autoimmunity related documents:
test-related
publications: xxxx, xxxx, xxxx, xxxx Journal, publication 
of the month.
case studies 

technical support:
instrument set-up and maintenance
trouble-shooting guides 



Other awesome examples
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stakeholder workshops NOTES 

When Required 
These are 2 to 4-hour workshops with  
stakeholders, including content and art  
designers. Business and user goals are 
aligned in these sessions and we start  
prototyping the types of experiences we 
want to offer. 

I facilitate the workshop, clients provide  
the materials (Post-it notes, whiteboard, 
markers, paper and meeting room).

I’m supposed to be in this photo but I 
cropped it out in an effort to maintain my 
professional perona. 
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Personas NOTES 

Design for the People in MInd 
I have a simple approach for creating  
personas: think of someone you know  
who fits the profile of your customer  
segment - naked. Remove all the excess 
and get down to the bare bones of him/her: 
their quirks, their motivations, desires and 
frustrations. OK, I was kidding about the 
naked part. 
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mental models NOTES 

Who Likes Functional Specs? 
Clients hate them. At least in my 15 years of 
developing them. So I use Mental Models as 
a visual, light-hearted, easy-to-understand, 
no-one’s-going-to-hate-you-for-producing- 
them approach to getting the functional stuff 
on the table. 

  

3.	
  Conversion	
  Funnel	
  – Model

Task 3rd Party VW.ca eCRM

Legend

Opportunity

1. Awareness
Passive information gathering 

and notation
Word of 
Mouth Magazine Discuss with 

family
Forum / 
Review

Advertising

2. Active Learn

Brand Research / Envisioning how brand will 
fit into lifestyle / Reliability

General Model Browse 

Browse Offers

Buzzbox

Model 
Selector

New Cars 
Landing 

Page

Vehicle 
Details Offer Details

Notification
s RSS or 

Email

About Us

Forum / 
Review

Concept 
Vehicles

Consider vehicle use / feature 
requirements

Discuss with 
family Auto Sites

Research vehicle ownership / 
trends / alternatives / used vs new Auto Sites

Forum / 
Wiki / Auto 

Sites

Site Look & 
Feel

Checklist Word of 
Mouth Magazine

3.	
  Conversion	
  Funnel	
  – Model

Model Specific Research / Envisioning how   
model will fit into lifestyle

Consider Vehicle Trim Vehicle 
Details

Configura-
tor

Configure Options / Personalization

Financial Considerations

Shop for 
Insurance

Vehicle 
Details Comparator

Vehicle 
Details

Configura-
tor

3. Active Shop

Configura-
tor

Forum / Auto 
Sites

Image 
Gallery

Vehicle 
Details

Configura-
tor

Forum / Auto 
Sites

Calculator
Trade-in 

Value 
Estimate

Offers

Insurance 
Brokers

Offers

Find Closest DealerBook Test Drive Locator / 
Mapping

Schedule 
Test Drive

Get on 
waiting list

Forum / Auto 
Sites

Call Agent

Call DealerInventory 
Look Up

Save 
Vehicle

Send to 
Closest 
Dealer

4. Decision

Test Drive of all other vehicles considered
Follow up  
from VW 
Dealer

Refining list of vehicles 
considered

Discuss with 
family

Updating/compare vehicle options / 
customization / accessories

Vehicle 
Details

Configura-
tor Calculator Spread-

sheet

Follow Up 
Survey
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ENGAGEMENT PROTOCOLS NOTES 

What Should I Say? 
Any brand that participates in Social Spaces 
should know what they’re saying, when they 
say it, by whom, how, and what not to say, or 
what to say when it’s not OK to say.    
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CONTENT DELIVERY PLANS NOTES 

Plan Your Content 
9 out of 10 digital advertising campaigns 
are delayed because of content. Either the  
client can’t decide, the copywriter has  
amnesia or something fell through. While 
content plans don’t help with indecisive  
clients or copywriters who can’t write, 
they do provide every stakeholder with a 
clear vision of content requirements and 
expectations, thereby allowing people to 
plan the work. 

` 



Sites I Built 
The following screen shots are current examples of my User Experience work. This 
includes user experience strategy, experience design, usability, content strategy and 
social interaction strategy.
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NIssan Canada 

Customer Value Management for Nissan Canada  
While at kenna, I developed and implemented a Social CRM strategy for Nissan’s lead generation and customer value management platform. 
I also architected Nissan Canada’s social CRM ecosystem. This is the fancy infographic I used to help sell the idea.  

activity paths 
events
.ca interactions
test drive requests
brochure requests
vehicle configuration
payment configuration
search
promoted tweets 
listening posts

how lead management works

prospect portal

owner portal

a self-serving destination for prospects 

designed for ownership needs 

vehicle benefits & features

lifestyle experiences 

evaluation tools 

virtual test drives 

buying guides

financing options

third party endorsements

social media reviews & feeds 

garage & maintanance records

service requests

owner interaction & engagement 

lifestlye & profile content

engagement messaging  
Delivered through targeted,  
rule-based e-mail communications 
based on segment type the site becomes more personalized the more users interact with it

sales
Nissan sales staff close 

the deal and migrate 
new customer into the 

owner portal
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NIssan Canada 

Nissan Canada Public Website 
While at Capital C I was the information architect and experience planner for the Nissan Canada website redeisgn. Most of the 
work was adaptation and repurposing of code but I was able to design a much more valuable user interface. 
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NIssan Canada 

Nissan Canada Shopper Portal  
Designed as a lead generation tool, the Nissan Shopper Portal collects data from consumers who are interested in buying a  
Nissan. The site presents a mix of marketing content and social content about Nissan vehicles from Twitter, YouTube and  
automotive blogs. The experience gives shoppers a bare bones look at Nissan through the eyes of today’s tech-savvy, socially 
active shopper. This project was completed while at kenna. 
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NIssan Canada 

Nissan Canada Shopper Portal  
The portal responds to user interactions with timely email communication, delivering content relevant to where shoppers are in 
the sales funnel. The site is also connected to web-based application used by all Nissan dealers in Canada. It is first automotive 
website in Canada to use a social layer to assist with shoppers’ purchase decisions. This project was completed while at kenna. 
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NIssan Canada 

Nissan Canada Dealer Portal  
The Nissan Dealer Portal is like a two-way mirror that looks into the Nissan Shopper Portal. It provides Nissan dealers with 
detailed information on where the consumer is at in the sales funnel. It recognizes marketing communications received by the 
customer and sends customized communications when the time is right. Algorithms provide lifecycle and propensity models, 
site usage patterns and social media monitoring complete with sentiment analysis and reporting capabilities. This project was 
completed while at kenna.
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NIssan Canada 

Infiniti Canada Owner Portal  
The Infiniti Owner portal is a delicate balance of Infiniti’s form + function. It is a place where 
owners can interact with other Infiniti owners and dealers and experience exquisite service-
oriented solutions and lifestyle content. This project was completed while at kenna.
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SCENE Canada 

The Social Ecosystem 
SCENE is loyalty program aimed at adults 19-25 years of age and developed 
by ScotiaBank, one of Canada’s top financial institutions. I wrote the strategy, 
implemented it, and helped design the social media and business ecosystems. 

•	 Developed engagement strategy 
•	 Developed content calendars and engagement protocols
•	 Collaborated with legal to help develop social media policies 
•	 Recruited and trained Community Managers
•	 Researched and implemented social media monitoring tools
•	 Developed analytics and measurement frameworks 

 

Twitter and Facebook are used to engage audiences. Analytics helps  
identify influencers and outreach programs are created to build greater 
credibility for Scotia Bank. Data is minded for customer spending habits 
and entertainment preferences. 



Thanks for thinking of me.
My fees vary on the type of project but generally I come in around $85 per hour.
iamjoeszabo@gmail.com | @joeszabo | www.joeszabo.com 


