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This Master thesis report is a professional-oriented report for my User Experience (UX) internship at 

the Global eCommerce Team of JACOBS DOUWE EGBERTS (JDE) company based in Utrecht, 

Netherlands. JDE is a Dutch privately owned company that owns numerous beverage brands. More 

specifically, the Direct-to-Consumer eCommerce department of the Company is responsible for the online 

experience and activities of two brands that are owned by JDE, L’OR Espresso and TASSIMO. Additionally, 

for each of these brands, the department is in charge for several of their online markets in other countries, 

with the largest ones being in France, Spain and the United Kingdom. 

The main objectives of my 5-months internship were to support the Conversion Rate Optimisation 

(CRO) team in increasing the customer experience on the eCommerce shops and to assist in transforming 

business requirements into easy-to-use design interfaces. More specifically, I was assigned to work on two 

main projects; The first project concerns the subscription business model of both brands (L'OR and 

TASSIMO) and, the second project is about customer research of L’OR aimed to identify different behaviour 

patterns among customers and improve personalisation. By following an Agile project management process, 

I was able to successfully complete both of these projects by the end of my internship and deliver promising 

results.
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1. Introduction

Over the past years, ‘User Experience (UX)’ has become a buzzword across the industry and the field of 

Human-Computer Interaction and Design (HCID). UX focuses on the interaction between users and 

everyday services or products such as applications, websites and platforms. It promotes the improvement of 

the quality of users’ interactions and perceptions with a given service. The UX discipline varies across 

different domains combining design, technology, market research, business and psychology [1]. 

One of the most rapid-growing domains of HCID is the eCommerce; the business activity of providing 

customers with goods or services through electronic devices and the internet. The objective of an 

eCommerce website is to increase customers satisfaction and provide them with an efficient and effortlessly 

online customer journey. Achieving that leads to what we call Conversion Rate Optimisation (CRO); 

converting visitors into customers, or more simply, the taking of any desired action on a webpage, for 

example subscribing [2].

Even though a UX process consists of specific characteristics, the process can differ from business to 

business or project to project based on the objectives and the desired goals. Similarly, the job of being a UX 

designer in the industry differs accordingly. There are multiple competencies a UX employee can offer to a 

business, shown on the figure below [3]. 

Figure 1. Competencies of an UX employee (Source: UX WITHIN THE 

ORGANIZATION:ROLES  2019)

Even though there are still many companies that fail to understand the importance behind UX, during the last 

decade UX has become an important element in digital product strategy in many organisations. Many 

would agree that this is an investment with long and short term benefits to a business [4]. It is worth 

1

USER RESEARCH AND 
ANALYTICS

Understanding the users 
through observations and 

data

CONTENT STRATEGY

Planning for the creation, 
delivery and governance of 

usable content

INFORMATION 
ARCHITECTURE

Organising information in a 
product or website in a 

usable way

INTERACTION DESIGN

Designing interactive 
behaviours with a specific 

focus on their use

VISUAL DESIGN

Designing the visual 
qualities in an aesthetically 

pleasing way

Building the interactive 
behaviours to be used by 

the end user

FRONT END 
DEVELOPMENT 



to be mentioned that before the UX era, the individuals responsible for the UX tasks were either 

graphic designers or webmasters. Nowadays, in almost any ‘modern’ company there is a UX team 

that can be composed of several professionals or of one person who is responsible for all UX related 

tasks (see Figure 2, UX team) [3]. This depends  on the size of the company and its objectives. 

Figure 2. UX relates roles in a business (Source: UX WITHIN THE ORGANIZATION:ROLES 2019)

Regarding UX responsibilities, one that is particular important is that of User Researcher. Collecting and 

analysing properly information about existing and potential customers is a really important aspect but at the 

same time it can be complicated. In UX we have a really valuable tool for representing all this information  

in an organised and structured form, called “Personas”. It is a way to segment, understand and create 

empathy with end users. A Persona is a simple way to create a realistic and simple representation of key 

audience/customer characteristics, based on qualitative and quantitative data. Such tools can act as a 

benchmark for design as well as for teams to work with to create the optimal user experience.

Moving on to the rest of the UX roles described above, Prototyper, Usability Expert and Information 

Architect are also fundamental roles within a company. Creating (Prototyper) and testing (Usability expert) a 

prototype saves effort, cost and helps you avoid any unnecessary potential usability issues and customer 

misunderstandings. Otherwise, we could end up going down an unclear and expensive path when building a 

product. Additionally, Information Architect is responsible for analysing and organising the information to be 

shown to the users, a responsibility that usually goes along with that of the Prototyper. 

For the sake of this internship I was involved on all 4 responsibilities of a UX designer mentioned above in 

mainly 2 different projects. 
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More specifically, during my 5-moths internship at JDE I was assigned to work on 2 UX related projects. 

Considering Figure 2, the first project was related to User Research and the second one involved 

responsibilities relating to Interaction Design, Visual Design and Information Architect [5].
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2. Background reading 

2.1. L’OR and TASSIMO brands’ products 

L’OR Espresso and TASSIMO are two brands owned by JDE. L’OR is known for its single and double 

espresso capsules, the variety of capsules’ flavours and intensity and, the L’OR Barista Espresso machines.  

Additionally, on the website an individual can find ground coffee and different accessories as well (e.g. cups 

and spoons).  Similarly, TASSIMO offers a variety of machines that prepare one-cup servings of espresso, 

regular coffee, tea, hot chocolate and various other coffee drinks. Instead of capsules, TASSIMO sells some 

kind of pods called “T-disks”. 

2.2. Subscriptions Business Model

Throughout the 20th century, we witnessed subscription-based services such as magazines and cable TV 

thrive. Nowadays, companies in the entertainment, fashion, and even the food industry still adopt this 

approach into their overall operations. By following a business subscription model, a company turns a single 

purchase decision into repeat purchase behaviour and allows customers to save effort and time by receiving 

their goods in a regular manner. By applying this model, businesses also manage to increase the loyalty of 

their customers. Thus, a constant source of incoming revenue is generated by the company without the need 

to influence a customer’s repeat purchase decision. Throughout the years, the business model was well 

adopted by numerous companies. According to data collected by McKinsey in 2018, subscription-based 

companies generated $2.6 billion in 2016 (in contrast to only $57 million in 2011), a fact that shows the 

revenue of businesses following such model has been growing during the years. Furthermore, according to 

the Digitalist Magazine, by 2022, 53% of all software revenue will be generated from a subscription model 

[6].

eCommerce all over the world has been growing for almost all market segments (e.g. electronics, fashion, 

food). More specifically in Europe, there is an annual growth rate in eCommerce revenue of 4.9% [7]. 

Despite the fact that everything is moving online nowadays, growing your revenue and increasing your 

eCommerce profits depends on several reasons such as restructuring processes, economies of scale, 

marketing strategies etc. One of the most important factors that are surprisingly often neglected, is the 

usability of the sale channels (webshop). There are multiple usability factors that if properly taken into 

consternation can influence revenue and cost of any online business [8].
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Max Speicher introduced the “Conversion/Usability Framework”, which outlines how Usability impacts the 

profit of an eCommerce website. Enabling your customers to achieve their tasks in the most effective, 

efficient and satisfiable way is what he calls “Good Usability”. On the graph below [80 the author explains 

that Usability directly influences the number of products a company sells, due to the fact that a usable 

eCommerce website would lead to more satisfied customers that are more likely to recommend your 

products/platform to other people. Also, regarding the “Variable Costs”, considering that having an intuitive 

website with the minimum amount of error would therefore, reduce the customer support requests and 

bounce rate (percentage of visitors who enter the site and then leave). Finally, about the “Fixed Costs”, the 

author suggests that incorporating usability testing into existing products is essential to avoid additional 

effort in the long term that would lead to increased cost [9].

Figure 3. The Conversion/Usability Framework graph (Source: The Conversion/Usability Framework, 2017)

2.3. User research 

Gathering and analysing information about existing and potential customers is a key element for any 

business. Conducting proper user research assists in creating an optimal product for users and is also an 

essential foundation for a product - design cycle. User research is just as important as designing a particular 

product’s visual interaction. Hence, even if a product looks awesome with seamless interactions, if users are 

not able to perform the task they want then it is not usable at all. User research can be considered as a 

valuable assignment in many ways for an eCommerce department. One of the benefits of conducting user 

research is that it enables you to understand the users and create designs that are valuable to them; to 
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understand what kind of errors the users make while completing tasks with the given product; to validate and 

possible hypotheses and to also learn about competitive advantages and competitors products. 

There are multiple ways to conduct User Research in UX (e.g. Surveys, Interviews, Observations). 

Additionally, there are multiple resources a company can access data from its customers, mostly objective 

(e.g. Google Analytics). Such insights can be a really valuable asset for any company if applied correctly. A 

proper UX method that can incorporate such data and display them in an appropriate way is by creating 

“Personas” [10].

Stephen Zoeller in his article “The Research and Insight for Success’’ highlights some interesting insights 

about companies that adapted personas including that 90% of companies created a clearer understanding of 

their buyers, 82% created an improved value proposition, 65% of companies that updated their personas 

within the last 6 months exceeded their lead and revenue goals and, acquiring personas made websites 

around 3 times more effective and easier to use by the end users. Also there was an improvement of 10% in 

email conversion rate and revenue from emails increased 18 times (compared to broadcast emails) [11]. 

Personas is a way to segment, understand and create empathy with end users. It mostly reflects  different 

segments of customers based on different characteristics such as motivations, goals and frustrations. 

Understanding better your customers, building personas and providing to each of these customer segments a 

personalised online experience, is a promising method for optimising the conversion rate of the business. A 

typical structure of persona consists of; a picture, demographics, goals, barriers of achieving their goals and 

most of the times some additional data related to the field of research (e.g. coffee preference) [12,13].
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3. Project 1 - Subscriptions 

3.1. Introduction 

As already mentioned, one of the projects I was assigned during my internship was to design and test high-

fidelity prototypes for the subscriptions feature of L’OR and TASSIMO. Since that was a business objective 

before starting my internship, there was already some work done. Research about this project was made a 

year ago where a test pilot for L’OR UK (mobile version) was conducted delivering promising results . For 

example, a great percentage of users expressed the need for a change in flavours for each delivery and to 

have a more clear communication about the delivery methods and duration of the delivery. However, due to 

organisational decisions the scope was changed and the project was postponed. Considering the key 

learnings from the test pilot and the designs that were applied for this test, I was assigned to design high-

fidelity prototypes for TASSIMO since for L’OR they were already designed and gone through a User 

Acceptance Testing. Additionally, usability tests were conducted to optimise the user experience and the 

usability of the designs by testing it with real users. For these tests, scenarios were created, and along with 

questionnaires we evaluated our prototypes though an online platform. Furthermore, I was also assigned to 

design and test new optimised prototypes for future purposes. For the rest of the document, to avoid any 

confusion I will be referring to main designs (the ones that I designed for TASSIMO based on the L’ORs 

exiting ones) and optimised designs (the new ones that I designed for both L’OR and TASSIMO).

3.2. Designs 

To begin with, the idea behind this Business Subscriptions Model was to offer to our customers 3 different 

plans to choose from. The competitive advantage was that a coffee machine for just 1 euro/pound was 

provided with any 12-month subscription. Moreover, each of the plans offer different amount of capsules to 

choose among, different price, different delivery period and a different machine.

As a UX designer I began by reviewing the existing main designs. I was initially assigned to design the new 

optimised designs for both brands. The flow I was asked to design was the following: 

Figure 4. Flow for prototype designs 
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Both L’OR and TASSIMO websites are built on the same platform called MAGENTO. They both have the 

same layout and structure. The main difference between the two websites is the design and content. For each, 

there is a specific brand guideline that has to be followed for any design process.  

As already explained two design prototypes were made for each brand. The first one was based on the pre 

-existing layouts for L’OR and the second one was a new optimised with a few but promising changes. The 

final versions were designed based on feedback and discussions I had with my supervisors, since several 

design ideals were considered during that period. 

In the following section, I will be giving a description of the prototype of the TASSIMO mobile version. On 

the -left hand side the main design can be viewed (based on L’ORs pre-existing design) and of the right-hand 

side the new optimised design along with a brief explanation on the changes made can be found. 

Additionally, it should be mentioned that there is a functionality that exists on the main designs but not the 

optimised since it was not asked to be tested (Plan calculator according to coffee consumption per day).

All the designs for L’OR and TASSIMO can be found in Appendix A.

3.2.1. Landing Pages for TASSIMO including choosing plan

8
Figure 5. Complete design of landing pages
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Having a CTA button for 
the plans on the main 
screen could enable the 
more experienced users to 
go directly to what they 
are looking for and choose 
the plan they are 
interested in

Having the USPs on the 
main landing screen would 
instantly make the user 
aware of what we offer and 
would lead to a more 
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The three steps are visible 
on the same screen 
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scroll left and right in 
order to read all of them 

Figure 6. Initial screen of landing page

Figure 7. Table of subscription plans



3.2.2. Choose machine color screen 
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Navigation bar more 
appealing and explanatory so 
the user knows better his/her 
current state and what to 
expect next
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delivery and payment 
communication more clear - 
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usual subscription

Including the discount shows 
gratitude to our 
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select a specific plan

Real images of the machines 
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Top navigation bar, plans and selection buttons fit in 
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put extra effort when it comes to choose plan

Everything fits in the same 
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Option for the user to 
explore more information 
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Figure 9. Choose machine color screen 

Figure 8. Three steps that are required to follow in order to subscribe 



3.2.3. Choose flavours screen
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Additional information about 
each product (size, brand, 
type) makes it more 
understandable to the user 
(unnecessary to show all the 
sizes) and in the meantime 
looks more minimalistic and 
intuitive

Having a smaller and 
expandable Selection basket 
makes the design and 
experience more smooth, clean 
and minimalistic. It does lock the 
users visibility in a such small 
blockFigure 10. Choosing flavours screen 



3.2.4. Basket

For the final checkout basket page there weren’t any significant changes. All the products are shown along 

with the prices. Also some text in order to make the invoice and delivery communication clear was added.
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3.3. Testing 

Testing

As explained in the previous sections, tests using Remote Usability Videos (RUVs) were conducted with real 

users. By using an online platform, we run 4 different tests - one for each prototype as shown on the table 

below. In total we recruited 30 participants from the UK and FR market. The inclusion criteria were for the 

participants to be native English speakers; relatively young people and online-buyers. For L’OR the 

participants needed to have experience with L’OR capsules/machines and/or Nespresso users; and for 

TASSIMO to be Tassimo machine users, or have experience with it.

Table 1. Number of tests for each test 

The reasons behind the UK and FR market was because the first release of Subscription Model was going to 

be released on the corresponding markets. Since the testing was conducted by a 3rd party company, 

following their business model a 30euro reimbursement was given to each participant.

With RUVs testers can conduct the test whenever they want and wherever they are, as they use their own 

devices to conduct the test. Since is difficult to provide assistance while doing the tasks, a detailed test script 

was prepared and given to the participants. Each tester received a Test Script (Appendix B) along with an 

information sheet outlining what would be expected of him/her to do. The test script then guided testers to 5 

Use cases (see Table 2) that they were expected to do and 2 Final Questions to answer (see Table 3). For the 

4 first use cases testers were also asked to rate on a 5-point Likert scale (e.g. from 1 = not at all to 5 = very 

straightforward) a respective question. During the testing, the participants were asked to think out loud and 

following the given use cases, to describe what they see, whether they like it or not (and why), and explain if 

something confuses them and why (for each use case). 
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Table 2. Use cases

Use Case 

1

Explore the landing page freely and make

yourself familiar with it. Explain what you are

getting or expecting to get when subscribing.


Q1: Is it clear for you what you are getting when subscribing? (From 
scale 1-5)

2

Go the “Plans table” on the same page (Landing).

Go through the table and read the plans and

explain what you understand.


Q1: Would you consider signing up for a subscription based on the 
conditions in these plans? (From scale 1-5)

3

For this task please read the information

provided on the ‘choose color’ screen. Explain if

the information about the machine is enough and

meets your expectations. 


Q1: Is the content provided about the machine enough to move on? 
(From scale 1-5)

4

At this part you need to fill the basket with the

corresponding number of packs/flavours. Explain

if the provided information about the products

meets your expectations. (Different packs/flavours were given for each 
test - see Appendix B)


Q1: How straightforward was the addition and removal of products? 
(From scale 1-5)


5

For this task you are on the basket page.

Carefully review your basket and explain what

you expect and what you see.
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Table 3. Final questions 

3.4. Results  

Results
 

Due to time constraints, I was only able to gather and analyse the results for the optimised prototypes. The 

usability testing for the main product was done during the last week of my internship when the main product 

was already live. Since user acceptance testing was done on the L’OR main design before, and considering 

the need of going live in a specific period of time, the TASSIMO designs (main) I created along with the pre 

existing L’OR ones were developed by the development team and went live during the last week of July 

which was as well the last week of my internship. 

Even if the optimised designs which were tested did not go live, valuable and interesting results were 

gathered which were also useful for the main designs which were being developed on the meantime, outlined 

below.  

For properly analysing the videos and gathering all the feedback, we created a shared file along with my 

supervisors (Appendix C) where we grouped together the with Use Cases in order to get all the relevant data 

for each one. The template consists of the following attributes for each use case:

 User ID

 Score

 Duration

 Pros and Cons comments (Directly from Videos)

 Positive feedback (Labels/Categories)
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 Potential Changes (Labels/Categories)

Then, by carefully watching each video for the first time we identified the main areas of interest to stay 

focused on the most relevant feedback. Hence, we created categories overarching categories of interest (e.g. 

Not enough info about machines). Afterwards, we reviewed the testing sessions again one by one in more 

detail, filling in the template with the positive and negative feedback testers provided us with encountered 

while performing the tasks.  

The table below outlines the most mentioned positive and negative feedback retrieved from the Use Cases 

and questions. 

Table 4. Summary of results

On the graph below, the answers of the final question number 2; “Would you consider using this 

subscriptions service?”, are shown. Most of the users, would consider subscribing with the most important 

reasons being the ease of use of the website and the great value for money. One user would not subscribe 

since he is already a machine owner and another one user did not answer the question.  
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4. Project 2 - Personas 

4.1. Introduction 

The second project I was assigned to do was about creating user Personas for L’OR. Personas would assist in 

segmenting the numerous amount of customers from the different markets and allow us to provide proper 

personalisation (e.g. content or email personalisation). For the purpose of this project, I worked with data 

from 3 different sources, Google Analytics, Blueconic and Surveys. Google Analytics and Blueconic data 

include demographics and users’ insights such as favourite products, search terms and the device they use. 

Surveys are to gather more subjective data such as consumers' needs, experiences, behaviours and goals.

The most common way of creating Personas is by first analysing the data and then grouping them. However, 

for the particular project an alternative approach was taken. Since the segments of interest were pre-defined 

from the team, I created 3 different Personas for the Spanish market and 3 different Personas for the UK 

market. The personas created were the following:

 Non buyer - User that have visited the website but never made a Purchase

 Buyer once - User that made a purchase on the website just once

Buyer twice or more - User that made a purchase two times or more
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4.2. Data gathering and Analysis

4.2.1. Blueconic

Blueconic is a data platform that allows you to keep track of user behaviour on a website and provides useful 

graphs demonstrating a requested segment that can be created on the platform. Additionally, every data point 

collected is translated into an attribute of an individual customer that is persistently stored in the profile. 

Blueconic was used to gather the following data for each customer. A really useful function of Blueconic is 

that you are allowed to create segments and gather only the related data (see Table 5). Hence, 3 different 

segments were created for each market with regards to the Personas explained above. 

Table 5. Most important data points gathered from Blueconic 

Coffee type preference

Intense preference 

Flavour preference 

Visit time

Device

City

Search terms within the website 

Most visited page

Most visited product 

Most purchased price 

UTM source 

18
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4.2.2. Google Analytics

Google Analytics is a web analytics service offered by Google that tracks and reports website traffic. Since 

Google Analytics track a huge amount of data, we created reports on Data Studio and filtered only the 

important and interesting data to us such as the age of customers (See Table 6). Similarly, with the previous 

tool, we created 4 different segments based on the Persona interests and them we analysed the corresponding 

data.

Table 6. Most important data points gathered from Google Analytics  

Age

Gender

Device (Category, Brand, Type)

Visit time

Device

City

Social network

Affinity Category 

Popular products

Top landing page

Average session 

19Figure 14. Example of Google Analytics Data Studio 



4.2.3. Survey 

Usabila is an online platform that mostly focuses on collecting feedback data. It allows you to create surveys 

on a website and control when to trigger them and to who (e.g. new users only). This platform also allows 

you to view, analyse and export real time feedback. In our case, since the 2 previous data sources were 

objective data (mostly demographics and customers behaviour on the website), what we were missing for 

creating a proper persona were subjective data. Hence, we created an online survey and put it online for 3 

weeks. The survey consisted of questions about Demographics, Drinker behaviour, Products, Website 

experience, and Social Media (Appendix D)

Important questions among others included in the online survey were: 

If you would improve one of the following on L'OR's website what would it be?

What makes us stand out from our competitors the most? 

 

1) Ease of use

2) Navigation

3) Design

4) Loading Speed

5) None

6) Other - please specify:

1) Deals

2) Great taste 

3) Great value for money 

4) High quality

5) Sustainable packaging

6) Other - please specify:

20



 

4.3. Results

The final version of Personas looks like the figure below. 
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Figure 15. Screenshot of Usable Survey 

Figure 16. Persona that had made a purchase once on the webshop 



Jenna Jones is a UK customer and represents approximately 400 users. We can observer from the Persona 

figure that she usually shops from the Local Market and she made a purchase from the Official online store 

just once. The most probable reason is that she can find the same products cheaper at her local market. What 

would make her a more loyal online customer is to find better prices online, more deals and bundles 

(combination of tastes) and, a simpler and more straightforward online user experience (Especially form 

mobile - NPS 30). Additionally, she has another espresso machine (not L’OR), she prefers Capsules with 

intensity 10,11,8, she drinks 2-3 coffees per day and she prefers her coffee Black or with milk/cream. Finally, 

the most common marketing medium that can be reached is via email. 

Having such Personas can be a really important beginning for proper personalisation and approach for 

customers since you know better what they are looking for and how to persuade them properly [14]. For the 

particular case, what we could do is to use automated product recommendation and recommend capsules 

with intensity 10,11,8 or recipes for coffee with cream and milk, we could send personalised emails to the 

user with recommended products or new offers (bundles or deals) that we have on the webshop and to 

advertise the L’OR barista machine since this segment of users do not own one. 

All the 6 personas created can be found in Appedix E.
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5. Conclusion and Perspectives

Getting the chance to do a professionally-oriented internship in such a big organisation was a novel 

and challenging opportunity for me. It was a valuable experience since I got to apply in practice skills and 

knowledge I gained during my Master degree in HCID. More specifically, prototyping designs that would 

later be presented on the screens of thousands of users and conducting user research with real and live data 

from customers was a unique and satisfying experience. Adding to that, I have gained a lot during my 5-

months internship; Being part of two different multidisciplinary teams with members of different 

backgrounds was a fruitful experience for me. Following an Agile Methodology project management process 

made me understand how projects in big companies are completed and how each member contributes in the 

main business goals. Working along with other team members that had a different background from me made 

me realise that in order to achieve a particular goal we had to collaborate closely and combine our skills and 

knowledge. Moreover, the fact that there was not a UX team in our department it was something challenging 

to me since the number of people I could communicate, ask for feedback or share my vision with was 

limited. Despite, my supervisors having CRO specialisation, they were aware of the UX concepts and tools 

and were able to provide me with proper guidance and feedback at any given point. After all, CRO and UX 

are both about optimising the user experience and whilst you are optimising the user experience of a website 

you are also assisting in making your conversion rate better. It was interesting to see and understand how 

both domains work together to give to the users the best experience possible. Moreover, it was great to be a 

part of an eCommerce department and see how different teams (e.g. CRM, Development and CRO) work in 

parallel and communicate daily to increase the different Key Performance Indicators and the main objectives. 

Regarding the projects I was involved in, I was glad seeing my designs going live and the first sales of 

subscriptions coming in. Additionally, it was pleasing, testing the prototypes and gathering all the feedback 

from the optimised designs of subscriptions. I strongly believe that even that at the moment the optimised 

designs are not live, at some point the current one will be replaced with the optimised ones, since the 

feedback gathered was promising. Regarding the Personas, as they were created some time before the end of 

my internship I did not have the chance to identify any results, still I strongly believe that these could be a 

useful tool in providing a better personalisation to our customers that would increase the conversion rate. 

Finally, I would like to conclude with some ideas for future work that JDE could consider. JDE could 

conduct usability tests with real users more often since this is a very efficient way to understand better your 

customers. Also an expert review of the website could improve the usability of the website since this is a 

very accurate way to simply spot problems without the need of user research. Additionally, creating Personas 

for both brands and all markets, and updating them yearly would also be a benefit. Overall, I feel honoured to 

have worked in JDE and had the opportunity to meet professionals and gain such experience which hopefully 

I will be able to apply in my future job positions.   
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L’OR Desktop and Mobile Main designs
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TASSIMO Desktop Main Designs
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 Test script for L’OR TESTING (Optimised Designs )
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Test script for TASSIMO TESTING (Optimised Designs )
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RUV results TASSIMO 
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RUV results LOR
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UK MARKET PERSONAS
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