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From the beginning to the end, I reiterated 
prototypes to test with the different sets of 
users as the concept altered and evolved 
throughout the process. 

MY ROLE

PRODUCT DESIGNER 

After the project kickoff, I wanted to gather as 
much research about Red Bull as possible 
before diving into observations and interviews. 

DESIGN RESEARCHER
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PROJECT 
KICKOFF

01

Stakeholder interview and  understanding the project brief.



 OUR STAKEHOLDERS 

PARKER 
HENDERSON 

Product Designer

CLAIRE 
SHEEHAN

Senior Project Manager

MEGAN 
REED

Design Researcher

DAVID 
GRAU

Design Lead

SAM 
HOCHGRAF

Senior Product Manager



PROJECT BRIEF 
Create new and engaging connections 
with young consumers, more often in a 
mobile-native experience with Red Bull's 
current and new touchpoints.



STAKEHOLDER QUESTIONS 
1. What has worked well in the past for 

Red Bull’s online presence in terms of 
user engagement? 

2. Is there a plan to combine all  of the 
different Red Bull apps (TV, radio, 
stickers, etc) into one? 

3. What is the reason behind having the 
primary Red Bull app called Red Bull TV? 

4. Is Red Bull’s Instagram following of 11.8M 
users where the most user engagement 
happens (in terms of online presence)? 



WHAT I LEARNED 

“Be comfortable in the unknown. 
Have faith in what you’re doing and 
understand that you will reach a 
point of excellence even if you don’t 
know where you’re going.” 

DAVID 
GRAU

Design Lead

My takeaway was that Red Bull wanted us to really explore all 
the possibilities and understand the brand on a deeper level. 
During the kickoff, it was mentioned several times that it’s 
important to look at each aspect of the different platforms, 
but ultimately focusing on the mobile experience and how to 
drive more engagement with it. I also learned that we should 
focus on how to make the experience personalized while 
keeping to the brand premium and consistent. 



RESEARCH 
PHASE

This is the phase of uncovering what the brand means 
to its audiences and where there are opportunities to 

create a stronger presence. 
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MIND MAPPING

After the project kick off and to gain a 
deeper understanding of Red Bull and its’ 
many aspects of the brand, we began mind 
mapping in teams. We brainstormed 
separately then combined our ideas of what 
Red Bull means to us. I found that all three 
of us had similar ideas, yet also invited new 
ideas, like Culture Shifting. This meant the 
culture surrounding the energy drink as well 
as the culture around their media lifestyle 
aspects and what that means to users. 

From the brainstorm, we began branching off 
and thinking about how to come up with 
questions to ask the public to understand 
each target audience: for the energy drink or 
the event seekers.  



Airbnb offers a personalized tailored 
experience by adding on features 
that go together like activities and 
events to attend during your stay. 

#1: AIRBNB

When you are listening to 
artists you like, Spotify 
automatically curates songs 
and artists according to your 
likes and listens automatically. 

#2 SPOTIFY

#3 YELP

Airbnb offers a personalized 
tailored experience by adding 
on features that go together 
like activities and events to 
attend during your stay. 

#4 NIKE

Nike offers the option to 
customize shoes on their 
website. The details down to 
the color and finish are 
available and shipped within a 
timely fashion their users. 

SECONDARY RESEARCH From the kickoff meeting, there was a lot of emphasis on personalizing the user’s experience, 
I pulled examples other companies that are doing it well.



Stitch Fix  offers a personalized 
tailored experience by setting up a 
style assessment to customize sizing, 
fits, and  the shopping experience.  

#5 STITCH FIX

Amazon follows algorithms 
that show you similar items to 
what you’ve purchased in the 
past. It’s also able to 
customize by adding 
recommendations. 

#6 AMAZON

#7 IPSY
Ipsy sets up a beauty quiz upon 
the onboarding process to 
curate personalized picks 
based on what your 
preferences. . 

#8 ALEXA 
Using any of the smart home 
devices like Alexa and Google 
Home, people can personalize 
by making their homes ‘smart’ 
connecting to personalized 
devices like coffee makers 
and bedroom lights. 



Swell bottles have remained 
trendy for a premium priced 
water bottle. Adding options to 
personalize on their website by 
adding your name makes it a 
standout gift idea. 

An algorithm is used to 
recommend tv shows and movies 
based off of what has already 
been viewed for a personalized 
experience. 

#10 HULU

OVERALL TAKEAWAY

#9 SWELL Giving users the freedom to to personalize or 
come with a personalized experience make 
them feel that it’s made for them. It adds a 
special touch for that brand tie when they 
have the ability to take some ownership it in. I 
think Red Bull can implement more ways for its 
users whether is is’ the overall target audience 
or specific audiences and/or communities 
within Red Bull.   



COMPETITIVE ANALYSIS  (MARKET POSITION)

INSIGHTS

1. Red Bull is leading as the number one energy drink seller in the world.
2. Red Bull’s price point is also much higher than its competitors. 
3. Red Bull is the only energy drink brand that seems to cater to both genders. 



COMPETITIVE ANALYSIS  (APP FEATURES)

INSIGHTS

1. Red Bull TV is the only one that streams HD content of extreme sports. 
2. The competitors have personalized options and RBTV does not other than the standard of an account. 
3. RBTV hosts several events in comparison to its competitors. 



HEURISTIC ANALYSIS ON WEBSITE

I found that their website navigation 
was fairly intuitive and easy to find 
content. I did not have trouble because 
the buttons and location on the page 
made sense. 

However upon further digging, there 
was also the same issue from the 
mobile app: event ticket purchasing. I 
could see the event information tab, but 
it would not lead me to where I can 
purchase event tickets. 



OBSERVATIONS 

PRODUCT 

I stopped at two gas stations, four grocery 
stores, and one target to check where Red Bull 
energy drinks are displayed. In all cases, they 
are viewed at eye level. It was always easy to 
point out in the selection of energy drinks due 
to the direct eye level and colors of the brand. 

EVENT 

There was a lively crowd turnout right before it 
started raining. It also picked up again after 
the rain stopped. It was very unclear where 
the ticketed areas were as well as how to 
get access to the enclosed areas by the 
bleachers. I did not see any signs or people 
promoting the after party at a nearby hotel 
was. I learned about it from classmates that 
stumbled across it while walking around the 
venice boardwalk after the event. 



INTERVIEWS
Initial rounds,  participatory insights and reflections.
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A college athlete from Houston, 
TX. He grew up playing several 

sports, which  include mountain 
biking and snowboarding. 

CHRIS, 23

A college student and frequent 
concert goer. He loves energy 
drinks and connects with new 

friends through Twitter. 

ANDRE, 28

A film major from NorCal that 
bikes to school and interested in 

extreme sports. He does not drink 
energy drinks regularly.

ROUND 1: QUALITATIVE INTERVIEWS 

The initial round of 
interviews were early on 
when diving into the 
secondary research. Elsa 
and I set out to recruit 
college students on Santa 
Monica College’s Main 
Campus for twenty 
quantitative interviews 
and three qualitative 
interviews. I vetted them 
out with a set of short 
answer questions to be 
sure they were use Red 
Bull in some form. 

My objective: to gage 
users into what pain points 
they may come across 
from the brand and/or the 
Red Bull TV app 

RICO, 19



Insights: 

● There was difficulty creating an 
account. 

● Users loved the high quality 
videos, but want to see less 
outdated ones (more than a 
year old).

● 2 out of 3 users were drawn to 
the biking content for Red Bull 
Rampage 

● It was hard to access event 
tickets on the app.

● There is no share option (to 
share with friends, etc). 

PARTICIPATORY EXERCISE 
Task analysis. After the question portion finished, I gave each user a phone to 
download the Red Bull TV app with. I gave them a set of tasks to complete (e.g. 
Sign up for an account, find event tickets in Los Angeles, etc) and had them 
talk about what they were experiencing. 

Takeaway: 

From both quantitative and 
qualitative interviews, there 
was a trend of data: amateur 
bikers and Red Bull event 
seekers. This led me to narrow 
down more on what my next 
steps of a target  audience 
would be for the next round of 
interviews. 



How might we 
connect users 
in the biking 
community? 



RESEARCH PLAN PT 1  

Who

Men
Age 21-34 
Follow Red Bull 
Biking enthusiasts
3-5 participants 
Live in LA 

Where to Recruit 

● REI and local bike shops 
in Santa Monica,

● Connect with Hamed’s 
friends and/or 
coworkers.

● Recruit on college 
campus if needed.

Approach 

I will start with a short survey to 
make sure they qualify then I 
will ask them set of questions 
on biking, mountain biking, and 
content with Red Bull. After the 
questions, I will have them write 
down a checklist of what they 
want to see as their best biking 
experience.



RESEARCH PLAN PT 2  

Week 10 Midterm Presentation 

Week 11 Midterm Reflections 

Week 12 Pivot with prototypes

Week 13 Interviews 1 + 2

Week 14 Interview 3 

Week 15 Submissions + pitch practice

Week 16 Final Presentations 

Week 17 Retros + Reflection 

I revised my plan of action after a series of circumstance (wildfires, emergency, 
etc). The picture below shows my task management tool of choice: Trello. I 
roughly tracked the tasks I still needed to complete and which ones were 
completed by labeling with green. The purple tabs were tasks that were in progress 
at that time. 



BEN, 32 JESSE, 26

ROUND 2: QUALITATIVE INTERVIEWS 

At this point in my 
process, I wanted to vet 
out bikers or people that at 
least enjoy biking as a 
hobby. I recruited people 
that either bike to 
work/school or enjoy it as 
a hobby. I tested my paper 
prototypes on Hamed, his 
coworker Ben, and Jesse 
ended up being at an REI 
store, who was willing to 
talk with me for five 
minutes. In total, two 
mountain bikers and one 
cyclist. 

My objective: 
Understand what users 
want to experience and 
whether or not having a 
social aspect matters. 

HAMED, 31

Architect living in Woodland Hills. 
He loves to mountain bike on the 
weekend with his coworker. He is 
spontaneous, adventurous, and 

likes meeting new people. 

Architect in Los Angeles. He 
works with Hamed and mountain 
bikes on weekends. He’s single, 
an outdoor enthusiast, and likes 

to travel in his spare time. 

He moved to Santa Monica for work as an 
engineer from Seattle.  He likes to cycle 

on weekends, meet new people, and take 
his dog to the beach whenever possible. 



INTERVIEW GUIDE + PARTICIPATORY INSIGHTS

Question Preview

1. How often do you go biking a month? 
2. What time of the day do you typically bike? 
3. Which apps are you currently using for 

biking? 
4. Tell me about a recent experience you had 

biking to a new trail.  
5. From 1 to 5, rate how much biking with others 

is important to you. 
6. How do you track your trips currently? 

Insights: 

● Having check-ins and reservations sounds 
strange to keep because it sounds like a 
hotel reservation.  

● 3 of 3 users said they love the social 
aspect of local biking meetups 

● The use of having a detailed, interactive 
map is very necessary for any 
biking/hiking app. 

● 2 of 3 users wear a fitness tracker

The Exercise: write down 
on a piece of paper your 
version of the perfect 
biking experience you can 
have in an app. What does 
that look like to you? You 
can draw a picture or 
write out a checklist.

Takeaway: 
The concept of having a 
social network for a specific 
community was deemed cool. 
If there was an interactive 
map, it should be more 
detailed with overlays (e.g. 
contour lines, elevation 
levels, etc). It’s important for 
the safety of mountain biking 
because not knowing that 
information, users can easily 
get into an accident when 
flying down a steep hill. The 
few screens I had did not 
indicate those options, so it’s 
something to consider as 
next steps for. 



“A lot of meetup groups are 
inactive. I found the process 
too time consuming, so I just 
bike alone or with my 
coworker.”

- HAMED



After round 2 interviews, 
I noticed a trend of interest. I 
had three different ethnic 
backgrounds (Middle eastern, 
caucasian, and Asian descent), 
yet all three are single working 
professionals interested in 
biking as a hobby and exploring 
the outdoors.

This led me to the persona I 
created: Cody. A hispanic male 
from Denver who  works in the 
city and wants to enjoy the 
outdoors on weekends, 
preferably in the mountains.  

“I don’t have trouble meeting new people, but I do 
have trouble meeting new people who share my 
love for the outdoors.” 

“I don’t have trouble meeting new people. It’s 
meeting new people who loves the outdoors as 
much as I do.”



Good Evening, I’m Melody. I want to start off 
my doing a little exercise and have everyone 
close their eyes. I want you to think about a 
recent experience you’ve perhaps had when 
you chatted with someone about something 
you’re passionate about. Perhaps this was 
with your coworker, neighbor, or uber driver. 
Think about that conversation. For me, it’s 
my excitement with noodle shops and when 
my uber driver shared his favorite places, we 
bonded. Now open your eyes. How did that 
experience make you feel? Pause a few 
seconds.

Excited, connected, happy? That’s a great 
feeling. That’s the goal of how I want users to 
feel when they are part of this Red Bull 
community. 

MIDTERM PITCH

This is Rico, a 19 year old college student 
and an amateur mountain biker I 
interviewed. Rico stressed that events 
feel unattainable because he doesn’t 
know anyone who has the connection 
and how to attend them. 

Introducing Red Bull Ride, where Rico can link up 
with others like him to meetup at events or on 
weekends to explore trails together.

*Leading them through my sketches*

After Rico opens the app, he has the option of setting up 
his preferences for his  location, privacy, and which 
content he prefers to see in his saved profile. After, he will 
see his profile where he can check the tab for “My 
Reservations”, where he can store his plans for this next 
biking  adventure to share with his friends. 

I wanted Rico to feel like the experience of attending 
events are inclusive to him too. Because he stressed his 
excitement geared toward Red Bull’s biking videos and 
content, I narrowed down on that experience to bike with 
provided by Red Bull. 

Red Bull



MIDTERM FEEDBACK   

Going in to pitch my idea to the stakeholders was pivotal 
for me in the next direction I was moving. I started with a 
‘close your eyes’ exercise to leading through a user story of 
my user, Rico as he wanted to explore a new bike trail and 
set it up with his friend. He would open the Red Bull TV app 
in his account where there was personalized tab for his 
biking plans. 

Feedback from Stakeholders (David and Claire): 
I like the direction you’re going. Good job!  Why not take it 
out of the Red Bull TV app and have it be its own 
standalone because of the large audience? Look into apps 
like Strava to gage the different kinds of bike experiences 
and how to differentiate. 

Next steps: 
Decide what kind of bike app the users want to see more of 
and Prototype 1-2 key features to a standalone app 
experience. This was a time consuming pivot because 
there’s many directions I could go. I went back to my users. 

Disclaimer: Unfortunately, I did not have photos presenting my pitch otherwise I 
would have included them here.



SKYLAR, 22 KAEL, 35

ROUND 3: QUALITATIVE INTERVIEWS 

My final round of testing, 
Skylar and Kael were new 
subjects. I used my 
iterated paper prototypes 
displayed on a phone to 
tap through.  Hamed was 
also tested again from my 
round two interviews 
because he is an actual 
mountain biker and could 
give me further insights 
from a target user.  

My objective: 
Test the flow of meeting 
another user nearby and if 
the feature of biker 
meetups is appealing in 
forming a fun community. . 

HAMED, 31

A college athlete at BYU that bikes 
on the weekends and enjoys the 
outdoors with family and friends. 

Married with two children and an 
outdoors enthusiast. Camping, 
hiking and mountain biking are 

all sports he does regularly. 

Architect living in Woodland Hills. 
He loves to mountain bike on the 
weekend with his coworker. He is 
spontaneous, adventurous, and 

likes meeting new people. 



Questions
1. How often do you go biking a month? 
2. What time of the day do you typically bike? 
3. Do you own a fitness tracker? If so, do you use it 

for biking?
4. Which apps are you currently using for biking? 
5. Tell me about a recent experience you had biking 

to a new trail.  
6. From 1 to 5, how important is biking with others is 

important to you. 
7. From 1 to 5, how important is exploring new 

places in nature to you. 
8. How do you track your trips currently? 

Insights: 

● The name of the app is memorable and 
simple. 

● There needs to be a technical map. 
● Meetups in local area is cool; feels similar 

to a dating app.
● They like being able to see member 

profiles to gage experience
● Member generated trail ratings are a nice 

touch. 
● Numbers on the map are confusing at 

first glance. 

Takeaway: 
The concept of having a social 
network for a specific community 
was deemed cool. If there was an 
interactive map, it should be more 
detailed with overlays (e.g. contour 
lines, elevation levels, etc). It’s 
important for the safety of 
mountain biking. The few screens I 
had did not indicate those options, 
so it’s something to consider as 
next steps for Hamed, Skylar and 
Ben. All users from testing loved 
the idea of meeting new friends to 
explore trails with beyond mountain 
biking. 

INTERVIEW GUIDE + INSIGHTS



PROTOTYPING
PHASE
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From the initial concept to learning through testing how the direction has  
evolved through the process. .



Round 1 interviews: 
Understanding brand

Round 2: test concept

Round 3: testing target

Begin high fidelitySynthesize

ReviseSynthesize

PROTOTYPE PROCESS  



My concept poster was created earlier on and 
inspired by my persona. It is a rough storyboard 
of having a young professional named Ted 
navigate through the experience of moving to a 
new city for work and wanting to make new 
friends to go mountain biking with and/or 
attend local events. This concept began 
between the first and second rounds of 
interviews.  

Ted would open the app and go to the topic of 
mountain biking to watch videos and see a tab 
for “My Reservations” where he could then use 
to plan his next adventure by reserving a trail 
on a certain date and sharing it with friends. 

CONCEPT POSTER 



PROTOTYPES FOR ROUND 2 INTERVIEWS

I housed this biking feature as a personalized 
option within the Red Bull TV app. It was 
accessible by tapping the BIKE button in a user’s 
account page. From there, the user can choose 
location, level, and whether or not to share with a 
friend his scheduled ride. 

Additional takeaways from testing:

● Some of the word choices were 
confusing, “Reservations” and “Check-in” 
in particular. 

● Users were able to navigate to their trail 
pretty easily. 

● 2 of 3 users not sure why there needs to 
be ‘scheduled’ rides.



PROTOTYPES FOR ROUND 3  

After synthesizing the feedback from my Midterm 
pitch, I iterated my concept into a standalone app. 
After onboarding, users can meet local riders in their 
area and plan trips with. There are more screens I 
tested with, but these are the main screens for the key 
feature of meetups I focused on with the objective of 
creating a space for the mountain biking community.  

Takeaways from testing:

● Users like the simple, yet memorable name.

● The numbers on the map are kind of confusing 
at first glance.

● A technical map (adding elevation levels of 
terrain) is ideal. There should be an option for 
that.

● Users like  being able to see who is joining for 
the meetup group; it feels more inviting and 
real life.  



RED BULL RIDE
Latest concept and description.

05



Red Bull Ride is a social 
network app connecting 
users to meet and ride 
trails together. 



https://marvelapp.com/a28cdd6/screen/64717557PROTOTYPE LINK 
Disclaimer: I only tested with paper prototypes. This preview would technically be part of my next 
steps to synthesize my latest insights from round 3  testing to implementing further here. For my 
next steps, I’m considering to further develop this prototype to show at the Senior show. 



FINAL REFLECTION
Process reflections and recommendations for Red Bull. 
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My initial research of observations and interviewing Red 
Bull users, led me to understand that onboarding was an 
issue. Another key issue was the lack of being able to share 
events with friends and the feeling of events not being 
accessible. After the first round of interviews, I realized that 
many expressed interest in biking and the event space of 
the Red Bull brand. I slowly transitioned into narrowing down 
on that community.

It led me to the “Big Idea” of creating a social space for a 
specific community to meetup and explore together. 
Through further investigation from testing, I focused on 
adding a community aspect for users to feel included by 
having a space for their community to connect and easily 
access personalized content they want to see. 

Ultimately, because of my initial set of interviews, I quickly 
narrowed down on the biking community and the pain point of 
the difficulty for users to access more event meetups within 
the Red Bull TV app. Over time and testing insights, I altered it 
by adjusting it to a standalone app and focusing on the key 
aspect of making it a social meetup app for mountain bikers. 



How do your insights support the need of business? 

What would you recommend Red Bull does based on your insights?

● It helps unveil a demand in a niche area 
(biking community).

● It introduces a supportive idea in creating 
a stronger community with one of their 
largest, existing user bases.  

● They should consider an app or a 
community aspect feature within RBTV for 
their mountain biking users.  

● I recommend they look into user testing for 
meetup strategies. 



This project was fun at times and also  
challenging. With the opportunity to partner with an 
exciting company like Red Bull and get mentorship at 
certain points along the way, I didn’t realize was how 
difficult the semester would be at doing an entire 
design process on my own vs working and 
collaborating on a team. 

I am still grateful for this option because it 
challenged me to step out of my comfort zone at 
times to pull through and test new concepts. 
Surprisingly, I really enjoyed the process of 
recruiting. I went out to local bike shops in Santa 
Monica and aimed at getting as much feedback as I 
could, with most interactions lasting five minutes at 
most. It was worth a try. 

The challenging part of working alone is testing 
alone. I was kind of annoyed that I helped others with 
some of their interviews and taking pictures of them 
presenting to get feedback, but for mine, I didn’t get 
the reciprocation. Next time, I will make sure I get my 
bases covered ahead of time by finding a partner to 
trade off with. I learned to keep better notes in my 
folder to track each step of my design process, so it’s 
not a puzzle with missing pieces in the end. Overall, it 
was a really good experience and I’m grateful for the 
experience of becoming a more thoughtful designer. 


