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Award-winning multidisci-
plinary creative with a track 
record of successfully delivering 
creative solutions across web, 
mobile, tv, video, and print for 
some of the most iconic brands 
in the world including YouTube, 
Ford, Nike, Adidas, Warner 
Brothers and more.

It’s important to put the user and their 
experience first and empower people to be 
their best.

“Going beyond the ordinary” - Everything 
that we do for them, they want to be of the 
highest quality that we can possibly deliv-
er. All materials should be designed and 
well-executed.

“Thinking locally and making globally” and 
“Thinking small and big at the same time” 
- Constraints provide tension, and because 
Red Bull is a global company, we have to 
make sure that we subject ourselves to the 
same kind of constraints that they follow.

IDEAS
Looking further into the demographic group 
of fitness and activity that is extreme, but 
not considered an extreme sport.

Influence and how people are inspired by 
athletes to do great things.

How can we “give wings” to people who are 
our everyday heroes?  

ABOUT DAVID:

DAVID GRAU
Design Lead, UX/UI, Red Bull

Giving wings 
to people
and ideas”

“
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Providing lots of non-exclusive choices can give users the 
ability to try new things given the options. 

Tailoring is not just about making things work for the 
user in terms of physicality or mechanics, but also about 
being able to control visual preferences.

Inside digital spaces, giving users the ability to personal-
ize and represent their image makes them feel more like 
their own authentic selves. Collecting personalization 
data creates new opportunities for companies to pro-
duce the next generation of products that are going to 
be popular with users.
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I found it interesting how similar Red Bull, Mon-
ster, and Rockstar’s marketing strategies are to 
each other. All three of these companies focus 
on extreme events, sports, eSports, and spon-
sorship. But they are not all the same in their 
style of brand identity. Monster and Rockstar 
are clearly branded to appeal to young men, 
displaying female models in bikinis and “monster 
girls” in marketing materials. In contrast, Red 
Bull seems more inclusive by highlighting female 
athletes, and Red Bull is in the best position to 
target women as well as men. 

Red Bull is leading in terms of app games, 
technology invitations with AR, and 
market share.
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YouTube is very good at using past viewing 
habits and patterns to recommend new 
videos. This content is usually displayed in 
the “Recommended” section, located at the 
top of the page. Red Bull could benefit by 
doing something like this. Once a user has 
searched for, watched, or clicked on and 
viewed for a certain amount of time, videos 
like it could populate the user’s home page.  
This would also mean that next time the 
user was on the app, the primary content 
that they would see would be similar to 
past views.
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The most significant finding in the heuristic evaluation 
was the difference between the website and the app in 
terms of athlete representation. While both platforms had 
opportunities for improvement, at least the website had 
athlete profile pages, where users could see related ath-
lete videos for their sport. The website doesn’t show more 
videos from the athlete, they just show related
sport content. 

The app doesn’t have any section for athletes other than 
the ability to search for the athlete’s name and find a 
random selection of the athlete’s content. If you watch a 
video featuring a specific athlete, there’s no way to click 
on an athlete’s name to see more content.
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AGE: 34
JOB: Software Engineer
PHONE: Nokia, not sure what model, pretty 
recent though
TIME SPENT ON PHONE PER DAY: A lot! At 
least 4 hours

IS IT IMPORTANT TO SEE THESE EVENTS 
LIVE? I don’t really care that much, because I 
don’t care who wins. It’s the action itself that’s 
interesting, seeing the different moves that the 
climbers are doing.

HOW DO YOU FEEL ABOUT WATCHING PRO-
FESSIONAL ATHLETES DO THESE THINGS? 
When I watch, I think, “oh my god! That was 
such a cool trick they did!” You can watch 
people who are better than you, and it’s really 
motivating to see what they can do.

DO YOU LEARN FROM THEM? Absolutely! 
Climbing videos show moves that are helpful to 
see, things that you can try.

WHY DO YOU FOLLOW MOSTLY WOMEN? 
The women are my favorites because they’re 
always at the top of the competitions, they’re 
really good! And they also post things about 
outdoor climbing, which I like.

S I L J A
Interview #1

“Climbing videos 
show moves that 
are helpful to see, 
things that you 
can try.”

DO YOU DO INDOOR CLIMBING OR 
OUTDOOR? I started indoor, but I want 
to get outdoors because it seems like 
more fun.

DO PEOPLE ON INSTAGRAM INSPIRE 
THAT TRANSITION? Yes, definitely!
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HOW WOULD YOU GO TO A LOCAL 
CLIMBING EVENT?
I would want to search - browse has 
way too much stuff that’s not relevant

HOW TO SAVE A VIDEO FOR LATER?
I would just come back and search again

DOES THE APP DO A GOOD JOB 
SHOWING ATHLETES?
No, Instagram does it better, because 
they show all the content that the per-
son is featured in.

H A N D S  O N  T E S T
R E D  B U L L  A P P  T E S T 

SILJA INTERVIEW TAKEAWAYS:
Inspiration and action are very closely 
interconnected for her. Each one feeds 
the other and they enter into a feed-
back cycle of more adventure. It was 
fascinating to see how she uses social 
media to find inspiration. Going to live 
events also feeds into this cycle of dis-
covery and inspiration.
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I found it very interesting 
that she sent all Instagram 
screenshots. She was in-
spired by some of the really 
big and famous athletes, but 
also local climbers at her 
climbing gym. Silja pulls the 
majority of inspiration from 
climbers who she says “are 
similar to her”. She watches 
to learn and see how they 
solved the problems.

S I L J A’ S  I N S P I R AT I O N 
T W O  W E E K S  O F  T R A C K I N G  I N S P I R AT I O N .
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S I L J A’ S  A D V E N T U R E
T R A C K I N G  A D V E N T U R E  &  M E M O R I E S

I found it very interesting just how similar her 
adventure journal was to her inspiration
 journal. At first, I was thinking that one 
would come first, like the interest in climbing 
and then following climbers. But they really 
are deeply intertwined.



14. 15.

CHARLIE 
AGE: 28 
JOB: Hotel Manager

Used to participate in extreme sports like surf-
ing, but now just occasionally watches them 
(on YouTube).

Values authentic experiences and throwbacks 
to retro gaming.

“When drinking energy drinks, I prefer Red 
Bull or Monster.”
“I like Instagram, it’s just simpler to consume 
everything than on Facebook.”

ABOUT STREAMING 
“I just want to watch short clips.”
“Instagram is the only thing I follow streamers 
on.”

AR / VR
“The StarWars Void escape room was better 
than any video game I’ve ever played, it was 
a 20 min experience, and better than any 
amusement park ride.”
“It was the coolest thing I’ve ever done.”
“I didn’t realize we were there yet with VR”

C H A R L I E
Interview #2

“Nerds run the world now, 
it’s time to listen to them!”

S I L J A’ S  A D V E N T U R E
T R A C K I N G  A D V E N T U R E  &  M E M O R I E S
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H A N D S  O N  T E S T
R E D  B U L L  A P P  T E S T 
GAMING SECTION
“There’s more in here that seems interest-
ing to me than I thought.”

MUSIC SECTION 
“I like to see what people are playing even 
if I don’t like their music.”
“This is cool for gear heads”
“I would never use the live TV feature 
because I have a data plan, I don’t have 
enough to watch live TV when I’m out.”

APP FUNCTION 
“I sign into TV video streaming apps be-
cause I like to view my history.” “When I’m 
like, what was that video I was watching 
the other day.”

“I’m sure this app also recommends 
things based on the past stuff I watched, 
like how YouTube does it.”

“I would hope the home page would learn 
what I like and then it would pop it up 
there. What’s the point of me logging in 
then?”

WEAK POINTS 
“Clearly some of these sections they have 
put a lot of work into, over gaming. Like 
even ice cross downhill, which still has 
more options than the gaming. I don’t 
even know what ice cross downhill is, but 
it has more options than gaming!”

INTERVIEW TAKEAWAYS:
It’s important not to pander to gamers 
when serving them content, but to do 
it in a genuine way that really appeals 
to them. Gamers like Charlie feel like 
their identity is connected to alternative 
games, and when they see companies 
featuring gaming content, they want to 
see their interests addressed in addition 
to more mainstream games.



16. 17.

AGE: 31 
JOB: Sports analyst

“If you do look at social media, you 
kinda get inspired by everyone 
posting pictures, so there’s not one 
person that I look at, it’s the whole 
of everybody.”

BIG WAVE SURFING:
“You don’t want them to drown, you 
don’t want them to get hurt or get 
crushed by the wave. You want them 
to succeed, to witness something like 
a miracle basically.”

ON INSPIRATION:
“There’s this lady, she’s an inspiration, 
and she’s in her early 50’s, and she’s 
run a marathon every month for the 
last 10 years, and she raised money 
for pancreatic cancer… that’s why I 
wanted to run a marathon this year, 
because of her.”

Interview #3

“You want them to 
succeed, to witness 
something like 
a miracle.”

C H E L S E A
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H A N D S  O N  T E S T
R E D  B U L L  A P P  T E S T 
ABOUT RED BULL AND EXTREME 
SPORTS:
“...being at the top of your game. Not 
everyone can do this, not everyone can 
have that urge to skateboard down a 
ramp, or go bungee jumping, or be on a 
dirtbike racing so fast.”

“It’s pretty cool to actually look at this 
and see people that are so into their 
sport… the training, the professionalism 
of riding a bike like that.”

LEARNING MORE ABOUT ATHLETES 
IN THE APP:
“Who’s winning, who’s the top athlete, 
who’s the one that seems like they’re 
good at their sport, I would definitely 
want to learn from them.”

CHELSEA INTERVIEW TAKEAWAYS:
People enjoy watching extreme sports 
events because they’re invested in see-
ing that the athletes make it through the 
competition safely, because of the level 
of danger. Inspiration is very emotional 
when it comes from sources that are not 
ordinary. Outsider and underdog athlete 
stories, or stories of the old and young 
can all help contribute to this effect.
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She specializes in outdoor 
culture, science, education, 
and mountain sports. She is a 
brand ambassador for compa-
nies like Arc’teryx and works 
with creative collectives like 
the Access Collective.

ABOUT EYLENE:

E Y L E N E   P I R E Z
Physicist | Photographer | Explorer

The point is to 
do something 
extraordinary”

“

ON MORE HONESTY IN PRODUCING CON-
TENT:
“People figured out that they could tell the 
true story and still make money. People are 
bored of watching people who are really good 
at something. For these projects, you have to 
be good at what you’re doing, so finding that 
moment of humanity is really important.”

“It’s really important to give a voice and place 
to a community of women, otherwise it’s not 
going to pierce into the culture. Once you have 
females that become mentors and females 
that will support you, brands will see the 
necessity to do more.”

“I battle companies with, “Are you going to be 
the first woman to do this?” which I think in a 
way reduces your efforts. And we don’t have to 
be the first woman to do it, we just have to be 
able to do it and talk about it. We don’t always 
have to be women first.”

“I don’t need to go out there and beat other 
women, that’s not the point! The point is to do 
something extraordinary, stop reducing us and 
stop counting us, we’re not a limited resource!”

“technology increases the access athletes have 
not just to the places, but also to audiences.”

D O M A I N  E X P E R T
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EYLENE INTERVIEW TAKEAWAYS:
Opportunities for women in outdoor exploration 
are improving, but still have a ways to go. Wom-
en are still being counted and added to teams 
as token members. To fix this, companies should 
be involving more women earlier in the process 
of building teams, and people should be actively 
referring the women they know who are great, 
rather than just adding women as an afterthought. 
Eylene also touched on the opportunities athletes 
have to educate fans and viewers, and this can be 
supported by the technology that they use. 

When I get back from a trip, I have so much 
footage, and I only choose to share certain parts 
of that, and a lot of that has to do with what 
your brand is. Instead of being supremely hon-
est about where you are, you change what your 
tone is, you change how you edit a photo, it does 
affect how you present yourself, but also in that 
struggle, you find what about you is worth stand-
ing for. You kind of find yourself within it. It takes 
some time. I’m still trying to figure that out.

ABOUT VR:
I can’t believe that virtual reality documentaries 
are not a thing! Because imagine if you were to 
learn but also feel like you were there... people 
would pay so much more attention.
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NAME: CHARLOTTE
AGE: 26
Works as a product manager
Lives in San Fransisco 

“ I  L O V E  F E E L I N G  L I K E  I ’ M 
L E A R N I N G  F R O M  WAT C H I N G 
T H E  B E S T  AT H L E T E S . ”

MAIN GOALS:
To experience fun and challenging outdoor 
adventures.
To become a better rock climber and try more types 
of climbing.
To learn from the female athletes she idolizes.
To lead an active and healthy lifestyle.

PAIN POINTS:
Things being too challenging (out of skill level).
Not knowing about upcoming local events.
Feeling disconnected from her community.
Negative judgments about her abilities in sport as a 
woman.

MOTIVATIONS: 
To learn new things.
To always be improving.
Friendly competition.
Wants to be part of a community in sport where 
women support other women. 
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From my sample of 15 quantitative 
surveys, I found that Live Events / 
Concerts, and Adventure / Travel were 
the most popular interest categories. 
eSports was least popular.
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+ =
From my sample of 15 quantitative 
surveys, I found a positive correlation 
between people following famous peo-
ple or professionals on social media vs. 
likelyhood to share on Instagram after 
going to an event.
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1. Focus on redesigning a 

streamlined navigation for 

users to follow athletes on 

the Red Bull TV app. 

2. Explore the relationship 

between following athletes 

and going to events. 

Goal: grow the user base 

and grow the value for 

existing users.
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I really enjoyed the initial case study 
exploration because even though I 
now wish that I had focused on app 
personalization, it was very inter-
esting to look at the bigger picture 
of how personalization is used in a 
wider cultural context.

Regarding the process of finding 
survey participants, in the future, 
I would have gone to places like 
skate parks, gyms. I would have used 
multiple, different locations. I went 
to the SMC main campus to find 
participants, and even though a lot 
of people fit the demographic, they 
weren’t always the target audience 
that I was more interested in. 

In terms of interviews, I would have 
liked to have interviewed more peo-
ple for a longer time, and I wanted 
to do another exercise involving 
drawing, including athletes and 
other people that the participants 
were inspired by. In terms of the 
interview participants, I learned 
how important it is that they fit your 
demographic in some way. In the 
future, I would conduct more vetting 
and pretest questions to make sure 
they’re the people I’m looking for. 
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views, and really enjoyed conducting 
them, especially Silja’s. I found that I 
wanted to be friends with the people 
I interviewed.

I was interested in investigating the 
role of athletes in the Red Bull TV 
app because of the feature evalu-
ation research, but the interviews 
really seemed to highlight the ne-
cessity of doing a better job display-
ing athletes and an athlete-centric 
experience. I also learned about the 
importance of not pandering to the 
people that we want to use the app. 
From Eylene, I learned about how 
important it is that companies are in-
tentionally inclusive to women, and 
they’re not making their athletes 
feel like tokens team members.

I found the task of data analysis to 
be a lot more interesting than I was 
expecting. I wanted to plug in all 
sorts of data comparisons and 
see what correlations existed or 
didn’t exist.
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R My concept poster is focused on ath-
lete profiles and streamlining content 
within the Red Bull app.  The problem 
that I discovered was that users who 
have an interest in an individual athlete 
can’t navigate to the app with the goal 
to learn more about that Red Bull ath-
lete. This poster shows the very early 
stages of my concept.

The sketch is focused on an Instagram 
flow because throughout my 
quantitative and qualitative research, 
most of the users were following Red 
Bull athletes through that social 
media platform.

There are some early UI sketches here, 
which explore some of the early flows 
for my prototype. There’s also a time-
line at the bottom where I started map-
ping out how long each step was going 
to take until the final presentation for 
Red Bull. 
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THIS WAS MY PITCH.
“How many people here (with a 
show of hands) consider themselves 
fans of an individual athlete? I notice 
some hands up, and it’s likely that 
some of us here fall into a newly 
emerging group that could embody 
the future of what it means to be 
a sports fan. Sports Innovation Lab 
coined the term “the fluid fan”. Fluid 
fans are on the rise, and are begin-
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ning to take the sports industry by 
storm. Fluid fans are people who 
are more likely to follow individual 
athletes than they are to follow 
teams. They become fans of ath-
letes based on shared values, and 
they follow these athletes and 
stay connected with them through 
digital touchpoints and spaces. 
Red Bull is in a unique position to 
acquire and connect with these 
types of fluid fans, because Red 

Bull has so much great content fea-
turing these athletes that fluid fans 
are seeking. I would like to introduce 
you to a young woman I interviewed 
who would be considered a fluid fan. 
Her name is Silja: she’s a rock climb-
er and engineer and is a huge fan of 
Sasha DiGiulian who is a
Red Bull athlete.”
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After my research led me back 
to Instagram, I realized that I had 
to really dive in and understand 
what Red Bull athletes were doing 
in their bios. So I then I created a 
spreadsheet where I catalogued 
36 of the top Red Bull athletes’ bio 
content. I did this so I could start 
to look for patterns and see how 
athletes were using Instagram to 
promote themselves and also link 
to Red Bull.
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And out of the 36, 8 of them 
linked to Red Bull videos on You-
Tube. The interesting thing about 
this that I discovered was that 
the links to YouTube were more 
relevant and had more current 
content than any of the other 

links.

Out of those 36 athletes, 8 of them linked 
to a Red Bull athlete profile (on the Red 
Bull website). There were a few other 
problems that I discovered. One was that 
there were a few occasions where the 
athletes were linking to Red Bull pages 
that were in a different language, and 
there were not any options for translat-
ing. There was also a video on YouTube 
where Red Bull was trying to link to an 
athlete but they spelled her name wrong, 
so the link didn’t go anywhere.

Out of 36 athletes 13 of them stated that 
they were Red Bull athletes.
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PAPER PROTOTYPING

I started my prototyping process by 
drawing on paper some of the user 
flows that I was interested in testing. I 
laminated my paper prototypes using 
tape so that they would be durable 
and it would be very easy for users to 
move the pieces around. At this point 
in my project, I was also interested 
in the structure and organization 
of individual athlete profiles within 
the app. My goal with these athlete 
profiles was to organize the current 
content and make sure that internal 
navigation always had the option 
of athlete-driven UI experiences. 

WIREFRAME PROTOTYPE
https://invis.io/NAUKCW2HUQR

When I started building out more of the 
flows for my prototype, I realized that I 
needed to tighten my focus with regard 
to the social media digital platforms that 
athletes use. Because of my domain 
expert interview and quantitative and 
qualitative interviews, it was clear that 
Instagram was at the top of the pyramid 
of the social media touchpoints. Insta-
gram is a space that not only fans value, 
but also athletes value, and they use it 
as a tool to connect with their fans. 

My goal was to sketch all of the pages 
and then turn them into a clickable pro-
totype. When I tested it initially before 
the midterm, a lot of the feedback that 
I got was that it was a little strange to 
navigate an app that they kind of 
recognized like Instagram through
 sketching. So I decided to move into a 
higher fidelity prototype to really get
 my idea across.
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other classmates who were work-
ing on related concepts, I realize 
that Eddie was working in a very 
similar space. We did think about 
working together later on, but for 
the midterm, we decided to try to 
keep our prototypes separate from 
each other. So with this in mind, I 
took on more of the external ath-
lete-driven navigation that would 
then lead to athlete profiles within 
the Red Bull website and App.
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HIGHER FIDELITY PROTOTYPE
https://invis.io/CJUNVS4UQZ7

The higher fidelity prototype is con-
stantly being refined with iterations 
because testing is revealing what 
works and doesn’t work. I started 
with just one flow, and as I would 
test it, I realized things were missing, 
so I kept building pages that had to 
be there. 

P
R

O
T

O
T

Y
P

E
 E

X

This higher fidelity user flow is spe-
cifically geared around somebody 
learning about ice climbing. Once the 
user achieves that goal, they enter 
a new phase related to interest in 
Sasha DiGiulian who’s a rock climber. 
Finally, the user attempts to find the 
full version of the ice climbing video 
they looked at earlier.
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Week 10 / October 28th - Practice Pitch + Recruitment 
Week 10 / October 29 - Midterm - Prototype Pitch + Recruitment 
Week 11 / November 4th - Interview #1 + Analysis
Week 12 / November 11th - Interview #2 + Analysis
Week 13 / November 18th -  Analysis + Ideation
Week 14 / November 25th - Practice Presentation Interview #3
Week 15 / December 2nd - Practice Presentation 
Week 16 / December 9th - Final 
Week 17 / December 16 - Retro

3-7 participants
Age 18 to 34
Fans of Red Bull athletes
Follow Red Bull on Instagram and or Facebook

APPROACH (INTERVIEW + PARTICIPATORY)
1. Start with a general interview, with questions 
about social media and inspiration.
2. Follow with a cognitive walkthrough of the click-
able InVision prototype. 
3. Short card-sorting of athlete content wishes.
4. A journey map drawing session about a person or 
athlete in their life that inspired them to do some-
thing.

THINGS TO DISCOVER
Click-through rate
Discovery of the Red Bull TV App
Social media preferences
Likelihood to download
Navigation and logical progression 
Discovery and Emotions
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INTERVIEW SCRIPT / MIDTERM REVIEW / 
PROTOTYPE TESTS
INTERVIEW SCRIPT

RECRUITMENT RED BULL FANS AGES 18-30
HOW PEOPLE USE INSTAGRAM TO DISCOVER AND 
BE INSPIRED

How likely are you to use Instagram?
Do you follow people that you find inspiring on social 
media?
Can you show me how you learn more about someone 
on Instagram?
(Prototype review)
Are you likely to click on links in Instagram bios?
How likely are you to click on a link if you are interested 
in that person?

APPROACH (INTERVIEW + PARTICIPATORY)
1. Start with a general interview, with questions about 
social media and inspiration.
2. Follow with a cognitive walkthrough of the clickable 
InVision prototype. 
3. Short card-sorting of athlete content wishes.
4. A journey map drawing session about a person or ath-
lete in their life that inspired them to do something.
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Name & Age
Tell me about your favorite social media platform and why?
Please tell me about any Sports, Adventure, Gaming, 
professionals that you are inspired by?
Tell me about how social media influences your inspi-
ration, and why?
Tell me about an athlete you follow on social media.
Please tell me about a time in your life where you 
were inspired by a professional.
What do you like about content that you see from athletes?
How does it make you feel to follow athletes?
What do you feel like you learned from watching athletes?
 
INVISION APP TEST
Now we will start the app test portion of the interview.
Would it be okay if we use your phone for the test? 
Please know there are no wrong answers.
Please talk aloud as you navigate.  
Please imagine you are a huge fan of Sasha DiGiliuan, 
a famous Red Bull athlete. 
Now please navigate the pages and talk about your process.
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NICOLE
25 YEARS OLD
BUSINESS OWNER

For my interview with Nicole, we sat 
down at her place of work and she 
used my clickable prototype on my 
iPad. The goal for this user test was 
to understand more about how users 
link from social media when they’re 
interested in specific athletes. I asked 
Nicole to pretend as if she was a 
huge fan of Sasha DiGiulian and to 
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1 explore the prototype with the goal 

to learn as much as she could about 
the climber. She gave me some really 
helpful feedback. 

She said that when she uses Insta-
gram, she has a tendency to click on 
the tagged photos when she really 
wants to understand more about 
them. She is more likely to check 
out somebody’s personal website or 
Google them to learn more about 
them. 

She also is very unlikely to click on 
a link in their bio, but usually 
assumes that the link itself will be 
something current. 

This made me realize that I need to 
consider that athletes might be inter-
ested in linking to actual new videos 
instead of just their Red Bull profile. 
She also said that she treats Insta-
gram as a discovery space and not so 
much a place to really consume a lot 
of content. 

When she got into the app, she 
said she would be interested in 
being linked to one of Sasha’s vid-
eos and then be able to navigate 
to the profile of Sasha within the 
app from that video. She made the 
connection to Netflix.
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GERALDY
21 YEARS OLD
STUDENT AND A COMPETITIVE 
WRESTLER.

Geraldy used the prototype on my 
iPad and I started him off with the 
goal to learn as much about Sasha 
DiGiulian as he could through Insta-
gram. He said that the prototype was 
pretty easy to navigate, but there 
were some moments where he felt 
like the prototype was very focused 
on one specific flow, and he wished 
for more freedom to go back and 
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2 explore more. He also explained how 

he thought it was very simple and 
useful, but he wished that he could 
also see what it was like before. Then 
he would be able to make a better 
judgment, because he said that the 
flow from the prototype seems like 
the kind of thing that Red Bull must 
already do.

I learned that yes, the link in the bio 
for these athletes is very important 
because Geraldy said that if he is 
interested in somebody, he’s very 
likely to click on that link to explore 
more. He also said he was more 
inclined to click through the link if he 
was very interested, and wanted to 
see more (or longer) content versus 
the shorter content that is usually on 
Instagram.

Another thing I learned from Geraldy 
was that each of these platforms has 
a different type of content quality 
and length, and that Red Bull has 
the opportunity to optimize their 
content based on which platform it is 
appearing on, and where users want 
to go from there. Instagram features 

very short clips, YouTube is optimized 
for clips of a few minutes through 20 
minutes, and the Red Bull app fea-
tures shorter clips as well as longer 
10-minute clips to even very long 
films and documentaries. 
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DAN / DOMAIN EXPERT
APP DEVELOPMENT & ENGINEER

Dan used the prototype on my 
iPad, and I gave him the goal to try 
to learn as much as possible about 
Sasha DiGiulian. Dan thought that 
there should have been a scrolling 
experience in the prototype, because 
scrolling through content is the pri-
mary thing he does when using Insta-
gram. He tapped on Sasha DiGiulian’s 
name, but it didn’t go to the right 
place, because there was a link next 
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3 to it that was overlapping too closely, 

and his click wasn’t accurate. He also 
tried to click on something that he 
expected to be clickable, but wasn’t. 
I quickly modified the prototype, and 
had him retry his previous steps.

One thing I learned from Dan was 
that clicks on different kinds of 
links in Instagram indicate different 
user motives. For example, click-
ing on some hashtags or the Red 
Bull handle might indicate more of 
a sport-centric interest vs. an ath-
lete-centric interest indicated by 
clicking on the handle for an athlete. 
Dan also suggested that the goals of 
the prototype user should start with 
a wider focus that gradually narrows 
as the prototype usage continues. 
Following this pattern, the prototype 
could begin by having the user try to 
learn about a sport video, then try 
to learn which athletes are involved, 
then try to learn more about
the athletes.

Dan also said that to learn more 
about which athlete was involved in 

a sport video, he would look at the 
Red Bull content and the athlete’s 
feed. Dan would be expecting to 
find relevant info in the athlete’s bio 
and the most recent content in her 
feed. 

I asked Dan about deep-linking, and 
he said he would not likely down-
load an app without knowing what 
is on the app. He described this part 
of the prototype as an interstitial 
flow: giving users choices about 
how they want to consume the 
content. 

Dan said that the webpage should 
entice the user with special content, 
and tease with other parts like Em-
ily’s AR and Eddie’s athlete profile. 
Dan also thought that the interstitial 
page was not clear about the bene-
fits of the app- did it feature exclu-
sive content? AR? Longer videos? 
One final take away from Dan’s in-
terview was that “try to find the full 
video” would be a good challenge 
for test users in the future.
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NOTES FROM THE MIDTERM WITH 
CLAIRE AND DAVID,

They both really liked my prototype 
and used the words

 “RIGHT ON THE MONEY” 
to describe my direction. 

They also mentioned that there 
could probably be deep linking from 
Instagram into the Red Bull app itself.  
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am curious and interested to test it, 
because I’m not exactly sure people 
will be likely to download the app 
automatically instead of being able 
to kind of get a tease of the content 
before downloading the app. But this 
would be something I would like to 
test more and make sure to incorpo-
rate into my prototype.

They also approved the next steps of 
building out the prototype to include 
more digital touchpoints. 
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ADDITIONAL PITCH AFTER RED BULL 
MIDTERM 
WEDNESDAY DURING IXD CLUB 
MEETING 4-5 PM

I pitched my prototype to the IxD club 
and got feedback from 10+ ppl
The goal of this was to get more feed-
back from our peers. 

Notes: Think of ways to get users to 
come back = more and newer content or 
rewards. Think of all the different types 
of media platforms and optimize for 
each of them. In the pitch be very clear 
about the problem at the very start.
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PERSONAL REFLECTION
So far this project has been interest-
ing, rewarding and challenging. At 
this point in the project, I have a high 
fidelity prototype that I am continuing 
to test. I have a lot of questions I want 
to answer, but I feel like everything is 
moving in the right direction.
 
I really enjoyed having a chance to test 
my prototype. Testing the prototype 
has been very insightful, even if some-
times it seems to broaden my scope a 
little bit.

I was really happy with the way the 
midterm turned out, and I thought 
Claire and David gave some very help-
ful feedback. I was a little disappointed 
that only two of the Red Bull team 
showed up, because that seems like 
a reflection of their investment in the 
work we’re doing.
It was nice to have the opportunity to 
show my prototype to the IxD Club. 
This was helpful because we were 
all able to share our prototypes with 
each other, and get feedback from our 
peers.

I’ve been using a new tool recently, an 
iPad Pro, and I have found it to be in-
credibly helpful for generating all kinds 
of sketches for wireframes, prototyp-
ing, and visual aides. I really enjoy the 
process of using it to draw, and find it 
to be a fun, rewarding experience.
 
So far some of the most challenging 
parts have been around managing so 
many small pieces and pages within 
flows. Also, creating flows for all the 
different social media platforms seems 
quite daunting. Finding people to test 
with has also been a significant chal-
lenge. My tests early in the project 
were easier because I offered $20, this 
time I could only offer $5 and most 

people flaked on me at the last min-
ute. I think the ideal amount that gets 
people not to flake is between $10 
and $20. People value their time, and 
I think they need an incentive that 
makes participating feel worthwhile, 
especially when they’re not people I 
know very well. I had to use Dan as a 
last minute substitution because of 
other people flaking.
 
Some things that worked and have 
worked quite well so far have been 
using clickable prototypes. At first, I 
was going to be showing a wireframe 
that I put into InVision, but some 
feedback from my classmates had me 
just move faster into a higher Fidelity 
prototype to show at the midterm. I 
do wish that I had spent more time in 
the sketching wireframe phase, but 
it’s important to just follow and take 
feedback when you get it.
 
NEXT STEPS MOVING FORWARD 
I’m going to continue testing my 
prototype. I’m thinking about maybe 
submitting my prototype to an online 
testing platform to get feedback. I’m 
also really interested in AB testing 
deep-linking because that was some 
of the feedback that I got from Claire 
and David. 
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PHASE 3
FINAL   

WEBSITE    
FINAL PRESENTATION

FINAL REFLECTION
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RESEARCH SUMMARY 
Building ways to acquire and connect 
with “The Fluid Fans”. Creating a 
streamlined pathway from athletes’ social 
media pages to the Red Bull TV App.

INSIGHTS
Athletes’ social media pages don’t do 
a good job driving fans to the Red Bull 
TV app.

Fans of Red Bull athletes navigate
the Red Bull TV app from an 
athlete-centric perspective.

Users want to know what content
featuring their favorite athletes is on 
the Red Bull TV app.

PROTOTYPE DESCRIPTION
This prototype explores navigation 
pathways starting in athletes’ social media 
pages and helps users discover Red Bull 
TV app content featuring their favorite 
athletes. Users are presented with inter-
mediate screens that help promote the 
Red Bull TV app and help users download 
or open the app and go straight to th con-
tent they are looking for.

PROTOTYPE HERO SHOT

H
EA

D
SH

O
T



42.

CONTRIBUTION TO 
INSIGHTS DOCUMENT

More sports fans are fitting into the space 
of the “Fluid Fan”. This means users are 
more interested in individual athletes 
over teams. They stay connected through 
digital platforms and seek athletes who 
share their values. 

Fluid fans recognize Red Bull because of 
specific athletes, and athlete-centric navi-
gation matters for fluid fans. xx

Users are likely to follow Red Bull athletes 
on social media and use the athlete’s bio 
links to learn more about them. 

Users assume that athlete’s bio links are 
current and changing content. 

Users want more information about the 
content of the app before downloading it. 

Users that consider themselves fans of 
Red Bull athletes are likely to navigate 
to the app with the intention to discover 
content about that athlete. 

HOW DID MY INITIAL 
RESEARCH LEAD ME 
TO THIS DIRECTION?

The very first piece of research that led me to 
explore athletes more was my heuristic evalu-
ation. This was because when comparing the 
Red Bull website to the app, there was a miss-
ing piece which was a section about athletes 
and allowing users to navigate from an athlete 
centric perspective. When doing my inter-
views, my participants continuously brought 
up being aware of Red Bull because of athletes 
that Red Bull sponsors. This came from quan-
titative surveys as well as interviewing users 
like Silja. When talking to my mentor Parker, 
he thought it would be a good idea to focus on 
one of my users and make them not only my 
persona, but the person that I focus on design-
ing for, so I chose Silja.
 
When testing the app with Silja, she navigated 
in a unique way because she knew that one 
of her favorite rock climbers was a Red Bull 
sponsored athlete. Silja was navigating the app 
from the motive of finding out more about this 
particular athlete. Because of this, I wanted to 
focus on users that were similar to Silja who 
were aware of the Red Bull TV app from an 
athlete centric perspective. 
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My big idea is that by streamlining the 
discovery of the Red Bull TV app from 
Instagram, we can leverage the popu-
larity that these athletes have with their 
followers and drive them to the Red Bull 
TV app. 
 
WHAT ARE INSIGHTS DID  I GATHER 
FROM MY PROTOTYPES?
My first prototype test with Nicole 
revealed that users are likely to click on 
athlete profile links if they’re curious 
to learn more about these athletes. I 
also learned that users are interested in 
seeing links for all of the athletes who 
collaborated in a video, so that users 
can discover new athletes to follow.
 
My second prototype test also showed 
that users are likely to click on bio links 
to discover athletes. This test revealed 
another nuance: that users see these 
bio links as things that are changing 
frequently, so users are likely to click on 
them more than once, especially if an 
athlete posts about the new link. In this 
test I also discovered that users are un-
likely to want to deep link directly to an 
app download, but to truly understand 
this, I needed to create an A/B test.
 

My third interview was with a software 
engineer. This engineer really helped me 
to understand how deep linking even 
works and what some of the possibilities 
would be for driving users from Instagram 
to the Red Bull TV app. There was some 
contradicting research about deep-linking 
that I was able to clarify after not only 
speaking with Dan, but also speaking with 
my technical professor Maxim. The insight 
from this research was that yes, you could 
deep link from a secondary web page that 
you would link Instagram to. This was 
what I called the landing page. However, 
direct deep linking from Instagram was 
not something that would work.
 
My fourth interview was with a SMC 
design student. Feedback from this test 
was that he wanted to see more visuals to 
describe the content on the Red Bull app 
when on the athlete landing page. 
 
My final test was with Silja, the main user 
that I have been focusing on throughout 
this whole project. She really loved the 
navigation and provided some key insights 
that I gathered. She wanted to see as 
much visuals and specific calls to action 
on that landing page, so that she knew 
that she would be able to see content 
from her favorite athlete. Also, when on 

the app, she really liked being able to 
navigate from an athlete-centric per-
spective, but she also wanted to see 
information about the other athletes 
participating in these videos so that 
she could discover new content about 
new athletes who she might also enjoy 
following. Another really interesting 
finding from this test with Silja was that 
she believed that the deep linking would 
directly take her to the content on the 
app and couldn’t imagine anything oth-
er than that.

WHAT WOULD I RECOMMEND
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RED BULL DOES BASED ON MY
INSIGHTS/RESEARCH.
Primarily I would recommend that Red 
Bull should create athlete-centric navi-
gation on the Red Bull TV app. Red Bull 
could start by organizing the content 
around athletes, because the content is 
already there.  An easy first step could be 
to create links within each video of the 
athletes participating in the video and 
allow app users to continuously navigate 
and discover with those links. 

I would also recommend that Red Bull 
enhance their Instagram linking process. 
By creating a secondary landing page for 
athletes to link to, I believe that many ath-
letes would use this as a way to promote 
their collaboration with Red Bull. These 
landing pages could be created for maybe 
the top 5 or 10 Red Bull athletes or with 
newly sponsored athletes as part of new 
sponsorship agreements. It’s also import-
ant that these landing pages are specific 
to what users are viewing on that page, 
so if you’re using a call to action about 
an athlete, Red Bull needs to ensure that 
the call to action to download the app 
includes details about that athlete, and is 
not generic. 
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from this page, and users expect that the 
deep linking should be smart enough to 
take them to the specific content they 
were seeking.

HOW DO MY INSIGHTS SUPPORT THE 
NEED OF BUSINESS?

Red Bull would need to make anywhere 
from a few dozen to hundreds of 
athlete landing pages for transitioning 
from Instagram to the Red Bull TV app. 
This would ideally be a data-driven 
effort so that specific content from the 
app could automatically be linked. This 
could take an engineering team a month 
or more to complete, with support from 
designers and content managers. 

Red Bull would also need to update the 
Red Bull TV app to have more 
athlete-centric navigation flows. This 
would be a significant design and UX 
effort involving weeks of user testing, 
followed by an engineering team effort 
that would probably be a month or more. 
Costs for these improvements could be 
significant, but the Red Bull TV app stands 
to gain potentially millions of users.
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THANK YOU TO ALL THE
PARTICIPANTS WHO HELPED 
TO MAKE THIS PROJECT HAPPEN. 


