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The product: 
Responsive website for car storage company So Cal 

Classic Car Storage that helps users learn about the 

company and understand its advantages over 

other similar companies in the area.

Project overview

Project duration:
January 14, 2021 - May 22, 2021 (19 weeks)



The problem: 
The company’s old web site needed to be 

updated with additional services and to 

better serve mobile customers.

Project overview

The goal: 
Redesign the site for a mobile-first experience 

and provide a hub for all SCCCS properties and 

media, including new podcast So Cal Car Scene.



My role: 
Account manager, project manager, 

researcher, UX & visual designer, copy editor

Project overview

Responsibilities: 
Client account management, project 

management, user & competitive research, 

wireframing, prototyping, visual design, 

testing, web development, client training



Understanding
the user

● User research

● Personas

● Problem statements

● User journey maps



User research: summary

FIRST I spoke with the client to find out how they differentiate from their competitors and to 
identify areas for improvement on their old site.

NEXT I interviewed target customers to create user personas, aggregating user research into two 
unique personas to help us empathize with users and understand their needs.

FINALLY I conducted a competitive audit to find out about our competition: with target users in 
mind: what are they doing well, what are they doing poorly, and how can we better serve users?



User research: pain points

Underserved

Despite plentiful car 
storage options in the 
area, customers with 

high-end cars that they 
care about are 

underserved: they don’t 
want to store cars 

outside or next to RVs.

Varied needs

Car storage is part of the 
need, but not all of it. 

Customers also need car 
concierge services like 
paint and bodywork, 

maintenance and 
detailing, and would like 
it to be done for them.

Changing needs

User needs are not 
static. Car collectors 

constantly buy and sell 
cars, prompting changes 
in needed services. They 

need guidance when 
making these changes 
and appreciate help.

Loyal & vocal

Car guys (used 
gender-neutrally) will tell 
their friends about great 

services. SCCCS can 
reach customers 
exponentially by 

over-delivering and 
letting happy customers 

promote the brand.
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Persona: Knute

Problem statement:

Knute is a semi-retired, 

multiple-car owner who 

needs a business to store 

and help sell his vehicles 

because he doesn’t have 

the time or space to 

handle it all himself.



User journey map

Knute can tell by the way we 

talk about cars that we’re his 

people, he also feels like he 

could use SCCCS as a jumping 

off point for new connects 

and clients. He probably 

won’t read thru our site but 

can tell at a glance he’s 

interested and wants to 

talk to whoever’s in charge.



Persona: Marge

Problem statement:

Marge is a car show 

regular who needs a 

service to help her service 

and fix her “baby” (aka 

collector car) because she 

likes to drive it on 

weekends and wants it to 

run flawlessly.



User journey map

Marge is tech-savvy but 

wouldn’t consider herself 

car-savvy. She can tell SCCCS 

offers some of what she 

needs, but isn’t sure if the 

company can do just what 

she needs without 

everything else. But she 

likes that info about the 

owner is central to the story.



Competitive audit

Reviewing competitors’ web 

sites provided a range of 

data relevant to the 

client’s branding, 

messaging and web 

usability. I also assessed 

the client’s old site to 

identify specific areas for 

improvement.



● Paper wireframes

● Digital wireframes

● Usability studies

Starting
the design



Paper wireframes 

Research insights point to two 

target areas for attention:

1. Providing an easy-to-browse 

and sleek site;

2. Providing clear, consistent 

contact links on desktop and 

mobile to make it easy for 

customers to contact us from 

wherever they are



Digital wireframes 

By organizing primary pages and 

nav like a tour, we can guide 

users through our service, ending 

on a contact us page to learn 

more. On mobile devices, 

contact buttons are present on 

each page for easy access.

Primary 
user flow 
encourages 
users to 
start the 
tour.

Contact links 
include text, call, 
email and 
location (maps) 
buttons



Digital wireframes 

User insights led to several 

ways to improve our web 

experience: multiple social 

media platforms to catch users 

where they spend time and 

including “MENU” label alongside 

the top nav (visible on mockups) 

to provide additional wayfinding.

Website 
integrated with 
social media 
account APIs to 
push social 
updates 
directly to 
website, 
reducing 
editing time 
required by 
client.



Usability study: findings
Users found the site informative and easy to use. Content mix was engaging, though we 
can tune images and content for a wider variety of users. We improved our app with a 
few targeted upgrades…

Round 1 findings

Media page lets customer update 
site more easily

1

More social links catch more 
users to spread the word

2

Round 2 findings

Car mix adjusted to appeal to more 
varied types of “car guy”

3

Most users completed the user flow 
as designed

1

We learned and incorporated a few 
key ways to improve site hierarchy

2

Key enhancement: set site to “dark 
mode” to differentiate

3



● Mockups

● Accessibility

Refining
the design



Mockups



Accessibility considerations

Web app is designed for 
use with assistive 

technologies like screen 
readers and switch 

devices. Color palettes 
were also designed to be 
compliant with WCAG 2.0 
AA visibility standards to 
be clearly readable for as 
many users as possible.

Wayfinding, especially on 
mobile devices, is 

designed to be accessible 
even for non-tech-savvy 
users, including those 

who are elderly or have 
poor vision. Mobile 

hamburger menu and 
contact options are more 

clearly marked and 
prominent to aide site 

use.

Lightweight, mobile-first 
design prioritizes users 

who may not own or use a 
desktop computer. A 

range of contact options 
are provided so that users 
without a phone number 
or email address can still 

use all site functions.
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https://accessible-colors.com/
https://accessible-colors.com/


● Takeaways

● Next stepsGoing forward



Takeaways

Impact: 
SCCCS gained a valuable brand hub with their 

new website, removing outdated services and 

unnecessary info. The new site provides a 

sleek, focused way for users to learn about 

services and company ownership.

What I learned:
Website best practices are rapidly changing, as are 

my own skills. I completed the site design that is 

currently online in 2021. If I were designing it today 

I would further improve mobile usability, 

accessibility and social media integration.



Next steps

This project reflects a real 
life client; I’ll share the 

results of this case study 
with them and see if they 

are interested in a new 
phase of revisions to their 

website using learning 
from this project.

Prior to completing any 
revisions to the site, I’ll 
recommend collecting 
web user data for 2-3 

months so that we can 
use these as baseline 
numbers to compare 
against data collected 
after any changes we 

make.

It may also make sense 
to discuss overall 

branding  and a brand 
refresh with the client, 
as the brand has now 
been active for several 

years and may 
eventually expand 
beyond the current 

region or to appeal to 
new target users.
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Let’s connect!

Insert a few sentences summarizing the next steps you would take with this 

project and why. Feel free to organize next steps in a bullet point list. 

I’m an experienced designer who has worked in a number of industries. I’m excited to add stronger 
UX abilities to my skills with this project!

I’m looking for fulltime work in any design or creative role. Please reach out if you’d like to chat! 
You can also see more of my work at one of the links below (TBD).


