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HOMY THERMOSTAT

INTERFACE DESIGN & FIGMA PROTOTYPE



HOMY
THERMOSTAT

INTERFACE DESIGN

A team project to create a universal
thermostat design that could be
convenient even for customers who
don't want or can't use a mobile app
(elderly people, airbnb guests, kids)

PROJECT GOALS

Exploring different user needs and
applying them to product design.

PROJECT RESULTS

A high-fidelity interactive Figma
prototype of 3 user modes and
setting a new device journey.

| Student Project at Humber Polytechnic

|4+ Back to Contents

Test the Figma Prototype! E



https://www.figma.com/proto/opQg9NPf3uVcL5m80kqkEX/Homy-Thermostat-Portfolio?page-id=1006%3A1943&node-id=1006-3354&p=f&viewport=-147%2C-196%2C0.25&t=92pdOhkDdoKcxbUg-1&scaling=min-zoom&content-scaling=fixed&starting-point-node-id=1006%3A3354&show-proto-sidebar=1

HOMY THERMOSTAT DESIGN PROCESS

THE QUESTIONS:

» How to use my thermostat
without a mobile app?

= How to make it warmer if i don't
use a mobile app?

WHAT IF:

= \We add a motion sensor to reveal
an active screen mode?

m \We give users different options
to perform the task - within an
app, from the main device screen,
from the menu, with minimum or
expanded setup?

» \We add voice assistant and bigger
neumorphic buttons?

|+ Back to Contents Test the Figma Prototype! E
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HOMY THERMOSTAT CLASSIC MODE: HOME SCREEN

| Inactive screen: | Active screen with an assistant | Active screen without an assistant

motion sensor assistant

| Inactive screen: night mode

Classic mode is aimed to people who are used to traditional thermostat
design and want something more tangible as a device. They should be able
to make any changes in their chosen way, whether it would be a mobile app
or a device screen.

It is one of the options, alongside with the smart mode aimed to younger
audience, the guest mode, and the planned kids mode.

- /
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HOMY THERMOSTAT CLASSIC MODE: SETTING THE TEMPERATURE

| Closed assistant | Active screen: setting temperature | Detailed adjustment (optional)
close the message advanced setup
(opt|ona|)
| Time input in hours (optional) | Confirmation of changes | Active screen with last changes |nfo

aII done after delay

|+ Back to Contents Test the Figma Prototype! |-_|
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CREW EDUQ

MOBILE APP DESIGN & FIGMA PROTOTYPE



CREW EDUQ

MOBILE APP DESIGN

The Crew EduQ is a corporate
education company with a friendly,
modern, and even a bit playful

style. It needs a mobile app so users
could have an easy access to the
subscribed courses and ability to buy
or order new services

PROJECT GOALS

Creating a Figma high-fidelity
prototype for 3 user journeys: Signing
Up, Finding a new course, and a
course purchase

PROJECT RESULTS

Fully functional high-fidelity
prototype in Figma

| Student Project at Humber Polytechnic

|4+ Back to Contents

Test the Crew EduQ Figma Prototype E



https://www.figma.com/proto/VkfJrTC8zSb75N3StPnLUf/gdes256-assignment7-etual-fomina?page-id=0%3A1&node-id=1-17&p=f&viewport=815%2C389%2C0.26&t=ToAXlKqmYvxhuRGQ-1&scaling=scale-down&content-scaling=fixed&starting-point-node-id=4019%3A2&show-proto-sidebar=1

CREW EDUQ MOBILE APP: SIGN UP JOURNEY

don't have
an account )
| Profile Screen

| Home screen

| Login Screen \_/ \_/

|4+ Back to Contents Test the Crew EduQ Figma Prototype G
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CREW EDUQ MOBILE APP: FIND A NEW COURSE JOURNEY

SN N e

| Home screen | Categories | Career Courses | Subcategory | Product Screen

~_ 7 N
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CREW EDUQ MOBILE APP: BUY A COURSE JOURNEY

N SN

| Product screen | Course Content | Course Reviews | In-cart confirmation | Productin cart

optional optional
>

N N
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CREW EDUQ MOBILE APP: PAY FOR A COURSE JOURNEY

N SN

| Product in cart | Paymentinfo | New payment method | Order Summary | Purchase confirmation

optional
>

7 N
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DEAR DATA

INFOGRAPHIC POSTCARDS



DEAR DATA

INFOGRAPHIC DESIGN

Postcards inspired by the Dear Data
project, based on weekly tracking of
everyday activities.

PROJECT GOALS

To explore the abstract infographic
design and have some insights

on how daily activities affect my
productivity and creativity.

PROJECT RESULTS

m 4 infographic postcards created in
Adobe lllustrator

m New goals and career strategy
based on the insights

| Student Project at Humber Polytechnic m

Information Design Course

|+ Back to Contents View the full presentation G
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DEAR DATA INFOGRAPHIC POSTCARDS
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12 (+1) CAMERAS

INFOGRAPHIC POSTER



12 CAMERAS

INFOGRAPHIC DESIGN

A poster showcasing nearly 200 years
of the photography history.
PROJECT GOALS

Showcase how technology, visual
outcomes, and user experience have
evolved over time.

PROJECT RESULTS

= ] infographic poster

m 12 iconic cameras

m 1 '"speculative" future camera

| Student Project at Humber Polytechnic
Information Design Course

|4+ Back to Contents

View the full presentation G



https://www.behance.net/gallery/242387483/12-Cameras-That-Changed-Photography

'|2 CAMERAS INFOGRAPHIC POSTER

12 (+1) CAMERAS

THAT CHANGED PHOTOGRAPHY

177

YEARS OF
EVOLUTION
START HERE

SONY ALPHA 7

GOOGLE PIXEL

BEREO 7222 WBOGO 2016

ragEespol

|4+ Back to Contents

ABOUT

How could we visualize the
transition from heavy chemical
plates to Al-driven smartphone
sensors? | started by exploring the
history, and eventually expanded
this project by adding a user
experience perspective.

RESEARCH BASE

Harvard the History of
Photography Timeline

Britannica Online: History of
the Camera

Rosenblum: A World History of
Photography (4th ed.)

Science Museum Group
Library of Congress

TARGET AUDIENCE

Primary: photography enthusiasts

Secondary: design & data
professionals, students &
educators, general public with an
interest towards photography

DESIGN STRATEGY

Pick 6-12 cameras to represent the
history milestones

Pick the colors from the each
photography era's photos
Geometric, functional, industrial,
modernist typeface

Ilcons to represent technology and
user experience changes

Actual photo samples of each
camera to demonstrate the
result evolution

View the full presentation G
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PROOF YOU WERE THERE

MARKETING CAMPAIGN DESIGN



PROOF YOU
WERE THERE

CAMPAIGN DESIGN

Marketing strategy & creative assets
for Kodak PixPro WPZ2

PROJECT GOALS

Drive awareness and sales of the
Kodak PixPro WPZ2.

PROJECT RESULTS
s Campaign timeline design
m A subway poster

m A billboard with an extension
m Social media & web assets

| Student project for the Marketing Strategies
course at Humber Polytechnic

|4+ Back to Contents



PROOF YOU WERE THERE srratecy

CAMPAIGN & USP
m “Proof You Were There: for moments you want to dive into”

m Kodak Pixpro WPZ2 works where your expensive camera or a
smartphone fears to go! Waterproof, Heatproof, Freeze-proof,
Dust-proof: real experience, worry-free, affordable and easy to use.

TARGET AUDIENCE

= Active travelers who want a compact, durable camera to
capture authentic adventure moments.

m Content creators who need reliable and affordable equipment
specifically for extreme scenarios.

m Families with kids as a secondary audience looking for a low-
cost, easy-to-use camera that lets kids explore photography.

MARKETING CHANNELS

= Print & Outdoor Ads: subway posters, city billboards

= Digital marketing: banners on hi-tech web stores

m SMM: Instagram stories, reels and posts, YouTube influencers
videos as a soft-marketing tool

|+ Back to Contents



pROOF You WERE THERE CAMPAIGN TIMELINE

Stage 3: Peak Season

AdVGrtlSlng: Stage 1: Formation Print & Outdoor campaign continues Stage 5: Closure &
Poster series. billboard series Design and production Video Walls start Analytics
. A . o 0
video walls

Location: posters & video walls in
public transport sites, billboards
near the malls, city screens in

Downtown (e.g. Sankofa Square) Stage 2: Launch

Print & outdoor campaign start

Stage 3: Peak Season

Promoting time restriction and
vacation content

Stage 1: Formation
Design & contracts

Social Media:

YouTube, Instagram, TikTok ©

Strategy will include integrations
with influencers, reels/tiktok
videos, stories on company's

accounts with paid promotion

Stage 2: Launch
Promoting tech specs & price

March | April | May | June | July |

August

Stage 4: Season End
Print & outdoor continues
Video walls end

Stage b: Analytics
Results report

Stage 4: Season End
Promoting last call discount

| September

|4+ Back to Contents
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PROOF YOU WERE THERE sociaL MeDIA AssETs

|4+ Back to Contents

WHAT

m |Instagram reels & stories,
influencer integrations, paid
carousel posts.

HOW

m Designed for paid promotion
targeting Gen Y photographers
and adventure enthusiasts.

m Consistent imagery across
all touchpoints for brand
recognitionGeometric, functional,
industrial, modernist typeface

m |nstagram's visual platform for
photography-focused audience

m Animation adds dynamic element
for higher engagement

m Easily measurable result



PROOF YOU WERE THERE sociaL MeDIA AssETS

Soft-sell approach through influencer partnerships Targeting conscious buyers who research before
showcasing the camera in authentic vacation scenarios. purchasing via product recommendations.

|+ Back to Contents



PROOF YOU WERE THERE wes campaion

|+ Back to Contents

WHAT

m \Web banners on tech
retail sites and product
pages with CTAs linking
to the product page.

HOW

m Maintaining consistent
design—imagery, color
scheme, prominent
campaign title.

Placement on the
action cameras catalog
pages and search pages.
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TRAVEL GUIDE TO CANADA

EDITORIAL DESIGN & PHOTOGRAPHY



TRAVEL GUIDE
TO CANADA

EDITORIAL DESIGN &
PHOTOGRAPHY

A magazine issue design based on
the existing style analysis.

PROJECT GOALS

Recreate the magazine style and
design a new issue.

PROJECT RESULTS
m 20 pages magazine
m 2 in-magazine ads
m 30 photos by author

| Student Project at Humber Polytechnic
Editorial Design Course

|4+ Back to Contents Online issue G


https://indd.adobe.com/view/98506ffe-6e11-4877-bb23-2ffc3b256ad9

MAGAZIN E EDITORIAL DESIGN

|+ Back to Contents Online issue E
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MAGAZI N E PHOTOGRAPHY

|+ Back to Contents Online issue E
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THANK YOU
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