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Heritage Home is a new brand and was looking for a team to build their online
booking platform. We bid for the project and had the opportunity to create a new
booking site for heritage supporters to stay, rent, buy or invest in their worldwide
selection of historic properties. Our approach was research-driven, user-centric,

and performant - differentiating from the market competitors.
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ABOUT
THE PROJECT

Partnering with heritage homeowners and local communities,
Heritage Home is a platform designed and launched by Doh
Eain to help restore and maintain historic homes and
neighborhoods.

In addition, they create unique heritage rental and investment
opportunities that contribute to heritage preservation, rural
and urban regeneration, and socio-economic development.

USER-CENTRIC

The overall user experiences
will drive the critical design
elements and decisions
guided by insights collected
from the UX research.

INCLUSIVENESS

The site should cater to multiple
target audiences - Homeowners
& Renters looking to utilize this
platform for different purposes.

CUSTOMED

The brand assents to be
incorporated into the Ul
of the site, differentiating
from the competitors.




USERRESEARCH EXPLORATORY RESEARCH

UNDERSTAND

Gain a deep
understanding of the

TH E target users, competitors
RENTERS HOMEOWNERS

APPROACH '

PRIMARY SECONDARY

MARKET DESK
RESEARCH

COMPETITIVE
ANALYSIS

DEFINE
| breakdown the design _
rocess of this project into Canselidate all the
® =Pl insights, then analyze CONSOLIDATE INSIGHTS
three stages: and define key elements

to implement into the Ul
design of the site.

Create wireframes
and design mock-ups
of the final product.

SITE LAUNCH



Sonue HOMEOWNER

UNDERSTANDING
THE USERS

. el Click Home owner button - Registered? P
The renter & the homeowner are the two primary target users of 060 "
this platform. | started with a basic flowchart and gathered the _ |
initial client requirements, and put down how we would like the IS, S ) ﬂ
user to navigate through the site to achieve their goal - to book a | SeeE Fom P Lo
il e

property. Followed by the below steps on conducting the primary —
research to get a deep understanding of target audiences:

> Interviews STILL NEED TO FIND OUT..

> Transcripts & Recordings . Who are they? Which target RENTER . RENTER
segment do they represent? SHORT-TERM | LONG-TERM

> Empathy Maps + What and when will they use p

this platform?

- What are their goals &
motivations for using this
platform?

s> Problem Statement - What are their most

significant influences?
- What are their concerns & pain
points?

» Personas



> Personas

Dalia Patel 1 Rossana Leun 2 Philipp Rossi 3 Joshua Ramons 1 Lisa Guruli 2 Natasha Lin
FROM QUALITATIVE DATA TO 6 r % DI

Age: 32 Age: 61 Age: 38 Age: 61 Age: 47 Age: 35
D l F F E RE N T P E RS 0 N AS Frequent traveller Maoderate traveller Normal traveller No online hosting experience Sufficient online hosting experience Tech Savvy but no online hosting experience

Interested in both long + short term rentals Interested in short term rentals only Interested in long term rentals only Nan tech Savwy, only basic tech skills Tech Savvy, but not time rich Non-renovated home, Not interested in
Fully renovated home ready to rent out Semi-renovated home listing her home yet
Looking to narrow down rental options Looking for highly curated and guality Looking for one-stop long term rental
1 1 H 1 H that meel her specific needs. sroperties for her and her friends, solution for high guality heritage homes
After consolidating all interview answers by drawing : re e 8.
from the empathy maps, and formed into three key

personas for each type of target audience. Below are

the key factors we used to complete these personas:

l!il HERITAGE HOMES =

Represented target segment
Persona descriptor

Goals & Motivations
Concerns & Painpoints

Behavior traits
Key Personality

Travel Experience

Influencers
"QLIOte"

HEPRESENTED TARG

sty Baglans, Landan
Trovwl rmgency
Tz every mnth Beters Suvall

Renters Personal |

GOALS
Feasans toLse aur pimifam

could be
1y P fat ool of

Salning 3 |oyalty reward system an
tha platform for her na purchase.

CONCERNS
Mo can oue glatform heip

ardiing hormecare
. wazhing maching,

- Desiré 10 find out sirueding
facili a8 swmmng peal
arkiet ot

BEHAVIOR TRAITS

l:ur'mu -ﬂp- P

QUOTE

“I fike properties where the hosts
artually ives thera and rent it out
during their haliday:”

MOTIVATIONS
R 10 Joln Gur gatonT

- To help her to find propertes with

e Bxching & property ke

s il trana as ob oty and
affectiely.

e }
Seriur §

Haionaty Gerglan

Erapety Locaian
Tk, Cosria

N

M
o
(o}
g_
al

g
-4

LT HA Spactalist |comulant)

Tnsdoncy Kasl Gesegls

Usa Gurull

COALS
FERSanS [T Lise Sul piattarm

+ To attract moee rentemwdth the
decaratizr

« To Searn tips aedd tricks from athar
hemawnes

+ Toshare heritage presenvation value
with athers

How can eur platforn help
« feaf erding u Wit Bind TenRnm
« Arudous aboul using technoiogy
Soreasad ADEUT oaling wiTh Tenarts

[communicationtnancs
transacTans]

BEHAVIOR TRAITS.

QuUaTE

“|arn keen o connect with
other homecowners and haar
thair experionces.”

MOTIVATIONS
Feasons o in oul patlem

+ Drawn to the opportunity to
refarbish e property

+ talka ng my rental listing meee
attractve on the platforms

+ Earning nat anty axtrainzarma but
ainly iewardsincanthas

- Mot o
oHehanging s3perences




ASKING THE RIGHT QUESTIONS

USING DIFFERENT RECORD METHODS

METHODOLOGY
Moderated online interviews via zoom/ google meet
or phone calls.

INTERVIEWEE SELECTION CRITERIAS

- Participants are interested in the heritage home
concept

- Participants have the interested in rending from
targeted locations in the coming year (Myanmar,
Thailand, Spain, Georgia, Philippines, India)

- Must avoid saturation in a specific demographic
such as; age, education, marital status

- Participants have medium to high digital literacy
and had tried using other booking platforms.

TOTAL INTERVEWEES - 19

AVERAGE INTERVIEW TIME - 38 mins

INTERVIEW METHODOLOGY - Google
Meet, Phone calls, Zoom, Email*

COUNTRY OF ORIGIN - Philippines,
Hong Kong, Italy, Spain, Myanmatr,
Thailand, Malaysia, India, Georgia

AGE RANGE - 26 - 75 years old

QUESTIONS THEMES & PROMPTS
- lce-breaking questions
- Booking Heritage properties
- Covid & travel
- Platform usage specifics

Keeping in mind to eliminate obvious biases, Instead
of asking questions like “Do you like renting heritage
properties?” Instead, we phased open-ended
guestions such as “What are your perceptions on
renting heritage properties?”

FORMAT OF RECORD - Full written
transcripts, some video recording and
some voice recording

To listen to recordings, please reach out.
° ) [[1 [T TCeeeR] (1] [T [TRR] [T TT[ 22

JAround half of the homeowner interviews were
done via Email due to feasibility regarding
video calls. Although Email was not a preferred/
suggested methodology. we collected some
good insights for our empathy maps.

COLLECTED 96 QUALITATIVE DATA POINTS

Key findings were input into an excel sheet from the
transcripts and sorted into categories. Important
qualitative data points turned into creating the

empathy maps below.

RENTER'S
EMPATHY MAP

For l!il HEHITAGE HOMES
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RESEARCH INSIGHTS &
Ul IMPLIMENTATIONS

INSIGHTS
(highlights)

Ul CONSIDERATIONS

MOST USERS SEARCH
BY THE LOCATION OF
THEIR TRAVEL FIRST.

Specify the limited

locations that Heritage
Home represents to

minimize browsing time.

E.g., Country Selection

+-

Optio to indicate

clearly.

USERS ARE REQUIRED
TO SEARCH PROPERTIES
WITH SPECIFIC
AMENITIES
CONVENIENTLY.

Providing more organized
and categorized filters on
the right user journey
path.

E.g. Pre-filled filters feature

1 on their rental

USERS DEMAND
CONSISTENCY IN
HIGH-QUALITY
PROPERTY OPTIONS.

Content monitoring

includes photographs,

host biography, and
various property
listing details in a
curated manner.

Eg, Ensure contents are

coherent throughout

the whole site.

KEY FINDINGS éE
GEORGIA

Development projects
before Covid to
refurbish the heritage
building was
significant.

Users are familiar with

the Airbnb booking site.

KEY FINDINGS
PHILIPPINES

Increased rental
demands on “Lots”
compared to condos/

apartments, which have

straight usage on
amenities.

individual land.

KEY FINDINGS ?
SPAIN -

Very different from
India, the homeowners
do not like to rent out
their properties to
foreigners and short-
term rentals.

KEY FINDINGS
MYANMAR U

The rental market still
depends on the
traditional method of
completing a rental
process.

store documentation, e.g.

NRC, Passport, etc.




IMPLIMENTING
INSIGHTS TO DESIGN

| created more than 50 frames/ pages of mock-up with

insights and finidngs from user interviews & desk research.

1 2

Probilem Statemen ' Probilens Statement

business traveler who is looking for traveler who is constantly seeking
an  altermate  rental  booking for one reliable platform that offers
platform that provides her with hury rental properties because
comprehensive cholces of homey sha cannot find a platform that

Froblem stitement
This wer is a culturally driven This user Is a prestige letsure This user s an interior
decoration/heritage  enthuslast
whe wants to have a complete
Ruide to search for long-term
stay because he does not have

1 2

Problem Stalement Profden Slatement

This user is an old retiree who This user i a busy working
wants to try 3 new way of renting professional seeking for a platfarm
out his property because he finds it that not only can assist her in
difficult to find renters through renting out the property because
traditional routes. He has been she doas not have encugh time and

properties with specific amenities provides the consistency of options any idea about the rental resarved  about  online  hasting often gets stressed from  host
because it takes too much time for an high quality properties, process ina new country. methods because of not being very respensibilities,
her to search far desirable unique tech savvy.

properties.

> India Market Desk Research - painpoints

Long-stay renters

Lease Agreement

Landlords normally prefer not to have formal lease
agreements with an intention to avoid tax which is
dangerous for expats since there is no legal
protection for the tenants

Security Deposits

There are no laws or regulations regarding security
deposits. The amount can differ hugely depending
on the locations. Major cities like Mumbai and Delhi
are known for high deposits,9 or 10 months of rent.

Landlords

T

The rental transactions are highly reliant on the
middle-men/brokers which lead to high transaction
costs

Illegal possession by tenants

This may not be the case for high-end
properties.Yet, it is important to note that illegal
possession which rooted from the low housing
affordability is common in India

Example of UX research deck for the client on persona problem

statements and pain point on market desk research.

Renters’ Homepage
Header
Language & currency (~dropdown)

Listing page x 4
Default
Listing card

CTA - Country > City > Neighbourhood Location Search

Map (~dropdown)

Featured property

About Heritage Home snapshot
Footer

Log-in

Travellers (#popup)

Homeowner (#popup)

Sign up

Travellers (#popup)

Homeowner (#popup)

Homeowner Subscription
Subscription Tiers Page (#popup)
Homeowner Landing Page (*Static)

Homeowner Dashboard
Dashboard

Tier 1- Registered user
Tier 2- Regular member
Tier 3- Premium member
Add listing

Bookmark

wallet

Member's forum
Messages

My Bookings

My Listings

My profile

Online guides

Reviews

Date Selection

Guests Selection

Price Search

Category Search

Filter

Sort-by

Country Search

Property page

Image gallery

Heritage home review/ highlights
Payment box

About the homeowner

Access & Amenities

Map location & Neighbourhood
Reviews

Before Checking-in

Check Out/ Payment
Checkout - Logged in

Checkout - Quick book

Payment page

Confirmation - Request booking
Confirmation - Quick book

Traveller Profile
Renter dashboard
Profile edit

Homeowner's Homepage
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REFLECTIONS &
KEY LEARNINGS

[. DESIGNING FOR MORE THAN
ONE TARGET AUDIENCE

When creating for multiple target audiences
on the same site, | learned that it was helpful
to create a distinct path for each user, such as
making two different landing pages targeting
homeowners and renters separately instead of
one when initially proposed.

NEXIESTEPS

2. BRINGING VALUE
TO THE BUSINESS

This project helped me to understand my outlook as a
designer - beyond creating a visual delight for users and
being able to bring value to the business. It was as
essential to match the design with brand guidelines as
being able to highlight the critical business goals such as
driving memberships and promoting educational
content.

If | could, | would like to continue my work for this site on usability studies part by part and page by page - to take this
booking site to the next level. Especially to prioritize actual contents on the homepage and understand more about user

experience regarding the filter search feature on the listing page.
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ITHANK YOU FOR YOUR TIME.
LET'S CONNECT !

() Currently based in Bangkok & Yangon

2 tttingtracy@gmail.com




