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NAME: TRACEY WONG
ROLE: PRODUCT DESIGNER
CAREER: OCT 2015 - NOW

CURRENT PROJECT: OhhWells (SG)

PAST PROJECTS:

 OneTap - Startup Marketing App (AU)

« Arkiver - Financial SaaS Web App (AU)
PropBank - Real Estate Agent App (MY)
MICM - Real Estate site (AU)

Meminto Stories - Social app (GER)
Many more.

SIDE PROJECTS:
e Gen Al
« VR Ul/UX
e E-Commerce




lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll
llllllllllllllllllllllllllllllllllll

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIII
IIIIIIIIIIIIIII

IIIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIII
IIIIIIIIIII
IIIIIIIIIIIIIIII
IIIII
IIIII

IIIII
IIIII

SYSTEMS THINKING
% WITH Al

||
.I
|
||
|
|
||
(|
||
u_u
in
H_u

A n uu
........

4
IIIIII
IIIII
IIIIIIIII
....................
IIIIIIIIIII

4
..........................
A
lllllllllllllll
IIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIII

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
|
IIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIII

-~ .
IIIIIIIIIIIIIIIIIIIIIIIIIIII

IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
| -
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII



WORK
FLOW

Step 1: Define the System Before Designing

"I'm a Product Designer working on a SaaS product. I've been tasked with designing User
Account screens. Before | start designing, help me map out all the components, states,
user types, and edge cases that a User Account section typically needs to cover in a B2B
SaaS product. Also flag any questions | should be answering before | open Figma.

What you get: A comprehensive scope map so you don't miss anything. You'll likely
discover you need to also think about roles & permissions, billing, notifications settings,
security — things the ticket probably didn't mention.

Step 2: Understand Your Users in This Context

"Our Saas product is [brief description of what it does]. Our main user types are [Admin,
Member, Viewer — or whatever yours are]. For each user type, what are their specific
goals, anxieties, and jobs-to-be-done when visiting their Account settings? What do they
most need to accomplish quickly, and what do they dread getting wrong?"

What you get: A user-need matrix that informs your 1A and prioritization — not just
generic personas.

Step 3: Define the Information Architecture

"Based on these user needs, help me create an information architecture for the User
Account section. Organize it by: what should be on the main account page, what should
be nested under sub-sections, and what should be progressively disclosed to avoid
overwhelming users. Also suggest a logical navigation structure.”

What you get: A clear 1A you can validate with your PM before touching Figma. This saves
you from redesigning screens because the structure was wrong.

Step 4: Define Every Screen & Its States

"For each section in this 1A, list every screen | need to design and every Ul state for each
screen. Include: defaultfempty state, loading state, success state, error states, and any
edge cases like expired sessions, unverified emails, or users with incomplete profiles.”

What you get: A complete screen inventory and state matrix — your design checklist so
nothing ships incomplete.

Step 5: Write the UX Copy First

"Write all the UX copy for the User Account screens. This includes: page titles, section
headers, field labels, placeholder text, helper text, error messages, success messages,
confirmation dialogs, and empty states. Our product's tone is [professional but friendly /
technical / enterprise — define yours]. Make sure error messages are human, specific,
and tell the user what to do next."

What you get: Real copy to design with — not lorem ipsum. Designing with real copy
surfaces layout and hierarchy problems early, before stakeholder reviews.

Step 6: Pressure-Test Your Thinking

"Here is my planned approach for the User Account screens: [paste your A, screen list,
and key design decisions]. Play the role of a senior product designer and a skeptical
engineer. What are the gaps, edge cases | haven't considered, technical constraints |
should ask about, and UX mistakes commonly made in account screens that | should
avoid?"

What you get: A pre-mortem on your design before you invest hours in Figma. Catch
problems now, not in design review.

Step 7: Accessibility & Compliance Check

"Far a User Account section in a SaaS product, give me a checklist of accessibility
requirements (WCAG 2.1 AA), security UX best practices (password fields, 2FA flows,
session management), and any data privacy considerations (GDPR, account deletion,
data export) | need to design for.”

What you get: A compliance checklist baked into your design from day one — not
retrofitted after a legal review.

Step 8: Now Open Figma

You now have:
« @ Full scope & 1A
« E User needs per role
« B Complete screen & state inventory
« @ Real UX copy
« @ Edge cases mapped
« @ Accessibility checklist

Design with all of this in front of you. You're not guessing — you're executing.

Step 9: Prepare for Team Presentation

"I've completed the User Account screen designs. Help me structure a design
presentation for my product team. The audience includes: a PM, 2 engineers, and a
design lead. Structure it so | cover: the problem framing, the decisions | made and why,
what | explored and rejected, open guestions | need team input on, and what | need from
engineering to flag early. Keep it tight — 15 minutes max."

What you get: A presentation narrative, not just a Figma walkthrough. This signals design
maturity and makes your review meeting actually productive.

Final Pre-Presentation Checklist (Run This Last)

"Before | present my User Account screen designs, give me a final QA checklist covering:
design completeness, copy review, edge case coverage, mobile responsiveness
considerations, handoff readiness for engineers, and questions | should be able to
answer if challenged in the review."

Antigravity Prompt

"Build a functional pratotype for the User Account section of a B2B SaaS product called
[Product Name]. Here is the full spec:
User Types: Admin, Member, Viewer
Screens to build:
+ Account Overview (profile photo, name, email, role badge)
+ Personal Information (edit name, email, phone, timezone)
+ Password & Security (change password, 2FA setup, active sessions)
+ Notifications Preferences (email and in-app toggles by category)
« Billing & Plan (current plan, usage, upgrade CTA — visible to Admin only)
« Danger Zone (delete account, export data)
States to include:
+ Default loaded state
+ Edit mode (inline editing with Save/Cancel)
« Success state (toast notification on save)
+ Error state (inline field errors with specific messages)
+ Empty state for sessions (nho other active devices)
UX Copy: [Paste your copy from Step 5 here]
Design direction: Clean, minimal SaaS Ul. Use a left sidebar for account navigation.
Primary color is [your brand color]. Font is [your font or Inter as default].
Behavior rules:
= Billing section hidden from Member and Viewer roles
« Password change requires current password confirmation before showing new
password fields
+ Account deletion requires typing the word CONFIRM before the button activates
« All forms should validate inline on blur, not just on submit
Make it interactive and clickable so | can test the full flow end to end."*
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BENEFITS

. ALLOWS FOR DEEPER PREPARATION AND FOCUS
. END-TO-END PRODUCT OWNERSHIP

. SAVES TIME AND ENHANCES EFFICIENCY

. AVOIDS THE TRAP OF BIAS

. STRESS-TEST FOR POTENTIAL ERRORS

. PREPARATION BEFORE TEAM REVIEW



THE PROCESS

¢ Claude
& Gemini

THINK

Systems thinking on how to approach
the design in a systematic way. Helps
keep track and rewind back to paths

for further enquiry.

$Figma

Pencil .

A Google Antigravity

DESIGN

Based on the findings and notes, a
comprehensive documentation of the user
flow, screens and components are prepared
and tested in a prototype.

TEST

Once the design is approved for dev, the
process of testing and usability testing
continues on the feature.
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COMPONENT
LIFECYCLE

BASIC SETUP:
 TAILWIND CSS
« SHADCN COMPONENTS

WORKFLOW:

TYPOGRAPHY & COLOR SYSTEM
ELEMENTS: LOGO, ICONS & GRAPHICS
COMPONENT MANAGEMENT (Buttons,
Inputs..)

INTERACTION & STATES

TOKENS & VARIABLES

TESTING:
« USER TESTING FOR BUGS/ACCESSIBILITY
« Ul TWEAKS FOR IMPROVEMENTS
* INTERACTION IMPROVEMENTS

OhhWells Toolkit Status Version Status Notes
R Color System
UX Design System Available i)
Primary-50 Primary-100 Primary-200 Primary-300 Primary-500 Primary-600 Primary-700 Primary-800 Primary-900 Primary-950
Slate-50 Slate-100 Slate-200 Slate-300 ‘Slate-400 Slate-500 Slate-600 Slate-700 Slate-80
Stone-50 Stone-100 Stone-200 Stone-300 Stone-400 Stone-500 Stone-600 Stone-700 Stone-800 Stone-900
Ohhells Toolkit Status version Status Notes e e S
Design System Available 1.8 N/A ypography s Type Sy
Bg-50 Bg-100 Bg-200 Bg-300 Bg-400
§ g Type System
DISPLAY HEADINGS Family size Line Height Weight Usage
L]
: Charlie Displa 80px 8dpx Bold Content headings, marketing page headings, large display headings
Yellow-50 Yellow-100 Yellow-200 Yellow-300 Yellow-500 Yellow-600 Isp qy-1 FreY B i 3 9 peg 7 ety g
]
dlsplqy_ ! Charlie Display B4px 70px Bold Content headings, marketing page headings, large display headings
.
dlsplqy_3 Charlie Display 48px 6Bpx Bold Content headings, marketing page headings, large display headings
Green-50 Green-100 Green-200 Green-500 Green-600
COMPONENT AND LAYOUT HEADINGS Family size Line Height Weight Usage
.
heudlng_‘l (H'I) Charlie Display a0px a8px Bold Content headings, marketing page headings, large display headings
Red-50 Red-100 Red-200 Red-300 Red-600 .
heud|ng-2 (Hz) Charlie Display 32px 4Bpx Bold Content headings, marketing page headings, large display headings
hegding-3 (H3) Charlie Display 24px 28px Bold Content headings, marketing page headings, large display headings
heqdin9.4(H4] Charlie Display 28px 24px Bold Content headings, marketing page headings, large display headings
heading-5 (H5) Charlie Display 16px 20px Bold Standard cards, panels
OhhWells Design System | Version 1.8
heading-6 (HE) Charlie Display px 16px Bold Standard cards/panels, list items, menu items
heading-7 (H7) Charlie Display 12px 14px Bold Standard cards, panels, compact list items, compact menu items
BODY/BASE STYLES Family Size Line Height Weight Usage
Subtitle-1 Nexa Text 18px Auto Regular Body copy for touch devices and more spacious Marketing pages
Subtitle-2 Nexa Text 18px Auto Regular Body copy for touch devices and more spacious Marketing pages
P-16 Nexa Text 16px Auto Regular Body copy for touch devices and more spacious Marketing pages
P-16-Bold Nexa Text 16px Auto Bold Body copy for touch devices and more spacious Marketing pages
P14 Nexa Text 14px Auto Regular Standard Body style for web and general product pages
Pz Nexa Text 12px Auto Regular Standard Body style for Desktop and more condensed product designs
SUPPORTING STYLES Family Size Line Height Weight Usage
Nav-link Nexa Text 26px Auto Extrabold For Mobile Nav
Nav-link-2 Nexa Text 16px Auto Extrabold For Desktop Naw
caption Nexa Text 11px Auto Regular small captions
List Nexa Text 14px Auto Regular Ordered and Unordered lists (ie. Bulleted lists and numbered lists)
Link Nexa Text 14px 24px Bold Anchor tag, hyperlink
Code-1 Roboto Mono 14px Auto Regular Standard code snippets
Code-2 Roboto Mono 12px Auto Regular Compact code snippets
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Sidebar
—— Dashboard
— Website
——Pages
—— Navigation
—Blog
—— Media Library
L site Settings
—— Scheduling
—— Calendar
—— Services
—— Bookings
—— Notifications
Payments
—— Design
—— Brand Identity
— Typography & Colors
—— Themes
Custom Code
—— Marketing
—— Email Campaigns
—— Analytics
—SEO
Integrations
Account
—— User Profile
—— Subscription & Billing
—— Team
—— Notifications
—— Security
Backup

CONTEXT

Gather existing Information
Architecture and restructure according
to their categories, referencing Framer,
Wix and Squarespace

Sidebar Map

Sidebar

nnnnnnnnnnnnn

Sync your contacts ar

L Hom — Websit (] — Scheduling @
— Pag o — Schedules @&
— Navigation — Hosts @
— Blog — Members
— Media Library I— Classes
L— sSite Settings & '— Booking Settings
o be di
with Evgeniia)
.........
2. Notification
@ Approved i
Protoype: https://ohhwells.netlify.app

|

Branding o
BrandKit @&

Saved Styles

— Marketing

— Lead Contacts

— Campaigns

— Analytics

— SEO

— Accoun t & Integrations @
— Profile @ { Email Marketing @
— Subscription &Biling & Messaging & Chat

— Team

— Notifications

— Security

Put together a new structured Information

Architecture for the sidebar on the dashboard.

Confirm and discuss with team. Checkmarks
are applied as ready to be shipped.

Desktop

hed

Preview

Ul/UX

Gather Sidebar component from Shadcn.
Generated a prototype with Antigravity to test.
Reference other Ul patterns from references.
Team decides on which is the best choice.



Pros and Cons Questions

PRO: 1. Does it help for users to hide the sidebar?
+ A & C's navigation is simple and offers the least cognitive load Do users l-ikE this fEﬂturE?

+ B has quick links and help links if the user faces an issue
+ In A, a collapsible sidebar may benefit the user with a view that allows them

to focus. | 2. Do dropdown arrow helps? Does it increase
+ D has an ordered look, and can give users a sense of control 2 2
clicks? Can all menu items be expanded?

CON: 3. [Team decision] Do we want to have a Top
+ In A's collapsible sidebar, user might not be able to find the expand icon to Nav or not.
. ;Ir?;sng"t:;e navigation to helpful links, but it might not be purposeful at the
. mt;;;es?:iehar menu, the submenu is within the pages, and the user has to 4. [TEII'.‘IITI decisinn] Which type of Main View
click to view it. should be go for?

+ In A & D, the expanded dropdown can take up space

TEAM REVIEW PRESENTATION

Before | start a team review presentation, | will prepare 3 cards to present
the Pros and Cons, Questions that may arise, and the Goals for the review.
This will keep everyone aligned to the goals and outcome for the next
implementation.

Sidebar IA Goals

1. To provide an intuitive sidebar for users to
complete tasks.

2. Provide a user-friendly experience
2. Reduce frustration and cognitive load.
3. Terminology that makes sense.

4. [A/B Test] which sidebar leads to faster task
completionin areal case scenario.



A - Basic B - Helpful C - Minimal

wminimaxio/

Background: @stone-50 Background: @stone-50

 TREYCWONG'S SHOP

[ —
Font-color @stone-700 3 3% Youare 0 vownioadspp | ® Uparede (@ Font-color: @date-950 2 OHHISELLS. B ® @oowox @59

@sidebar-menu ® NewTask

@Link
Explore Figtree, 14px, Regular @ Dashbor ks
Figtree, 13px, Semibold olet igtres; 14pz, Regu aijDsciov Figtree, 14px, Semibold
Active il
Website Orcers Hover: @stone-200, 50% Website let
customers'hands faster.

Schedule Products Schedule O Assets

Sihe Settings & Labs .
Gallry

Marketing F—— Marketing

B Templates Hover: @stone-200, 50%

Upgrade festures to help et your p
r—
Schacile s MiniMax Agent, making work easier.

Maketing Transform Ideas Into Projects

& MyProjects

» Brana
frand Marketing Getting started

App center

ot negrations 2/5 completea Integrations 8 eviore ers
© Learn
¢ Integrations Shop settings Complete onboarding survey

St your loaation and ourrenoy The onboarding checkistin your admin
Set this to ensure accurate pricing, shipping, and taxes for your shop. Its also required to enable your checko will walk you through the key steps to get
w your shop set up and ready to launch. Schedules @ Websites  @IResearch  WAIPPT  More
X Bui One quick thing you may want to update
is your shop name and subdomain. Right
g Buldalanding now, they're based on the email address Expert Collection
links > Create your product catalog used at signup. Many selers lie to

update these so they match their brand

or what they'e seling. You can do that

anytime by heading to Shap Settings in
vour admin, whers you can edit your

Welcome to Big Cartel — we're really

glad you're here! MinMax-M25  § &

+ Code v Basic

Share feadback ©  Enable your checkout
© Viewyoursite e —

9 Share feedback ¢ Whats new
My Recent Projects : Q Make the shop name truly yours Finance Coding

© Gethelp Gethelp : Ineed a hand!
We gave you a starter shop name and subdomain based on your email, but you sfiould pick one that matches your brand.

I soveions e s 0 Yt

Thesub menu ae nner
[re— onthe page el
@ OHHIELLS. @ OHHAELLS.
Ontover Website + Crestoapage
(LA ® Dashboard & Dashooard Hey, Flow Studi
() U St M e O waarts Website Home, Pages  Genersl  Domsin  Payments  Custom Code
;g?;‘%;;{w CurrentTeb £ vebste - - Scheduio voursite :‘;"

Fjscmeis Give your idea a chance to Shine & SipEiTED Mt

Brand

Flow Studio  Published e
fowsutoclsons

< Maroting
Schedulo
© brana Brand
Integrations
Marketing
& ntegrations Editsite Preview

Brand

Integrations

Integrations

Your Recent Updates
Submit

Featured Templates

AU Agency  Business  Welness
Aboutus

TeamBullding Meets

Creativity Retreat ® View yoursits © Viewyoursite

[ Share feedback [ Share foedback.

© Gethelp © Gethelp

® Account ® Account

D - Organized

[————

ound: @stons-1
Font-color: @slate-950 Background: @stone-50
@Hs
Figtree, 14px, Semibold & notion.so -
ar-ment Home
Inter, Boid, 12px Figtree, 13px, Semibold

@stone-400 @ & acmetioms Webste : Website

Hover: @stone-200  ———— I JZRuE

Pages
Pages. @ Acmelnc. & 2 Acme Home

@Sidebar-menu
@ Pages  General  Domsin  Payments  Custom Code + Croatea Page
Sito Settings S
Site Settings .
Quick Find Schedule

All Updates A < Marketing

Schedule

] Settings & Members | g =)

@ Marketing © Bond
q »

© Brand ORKSP? © Integrations.

Acme Home
& Integrations & Roadmap

@ Help R Meeting Notes L.
W TeskList Team Policies
RED What's New | Office Manual

» %3 Acme Home

& Tempiates @ Applicant Tracker

| presented 5 different variations of the
sidebar from - Basic, Helpful, Minimal,
Organized and Compact. This allows the
team to understand the design choice that
was put into the component.

£ Fow Studio

B Schedule
@ Marketing

© Brand

& Templates
& Integrations

@ Help

Templates

Import
Trash

»- Mission, Vision, Values
& Company Goals - 2019
il Employee Directory

Flow Studio &
B Yoursite
Flow Studio  mes

EditSite

© Recently visited

Aboutus

& Vacation Policy
Request Time Off

= Benefits Policies

i)

P13, Medium

Active.
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Previously, The Flow Ops was a website editor

C HAL L E N G ES and currently in a process of migration of the
site to a rebrand to ‘OhhWells’ - a renewed
version of the previous version.

CO M PO N ENT Ll B RARY We were previously using Flowbite, and found

that there were faults with their Ul components. |

recommended Shadcn as the alternative as it is
SWITCH best for SaaS apps.

I M PROVE EXISTI N G The application had existing user flow problems

and confusions. The new migration means, we

2 have to start from scratch and tackle each
FEATU RES problem step by step.

3 INTEG RATE N EW Our existing app did not have a Marketing,

Integrations and Al feature. We wanted to

FEATU RES implement these into the new application.




HOW DID | TACKLE

2 OHHOSELLS. )
THE CHALLENGES? :
Font Color
Heading

SHOW A LIVE PROTOTYPE Title goes here

. . Lorem ipsum dolor sit amet, consectetur FARE Farniy
Website builders are ‘Hands-on’ products adipiscing elit. Nisl, condimentum erat tellus
that require qUiCk deCiSion making and quam nulla mol_lis. Sed sec? felis,i[:_nsum gliquam. . _
. L. Ipsum sed habitant parturient varius odio - W— Font Size
Intuitiveness. metus. Lorem senectus quis facilisi iaculis vitae. : : sadingL

/ : N Font Weight

If a user gets stuck along the path and

ponders upon each step - this destroys
the whole experience. Most likely, they
would abandon the app.

| demonstrated to the team that it is not
about coming up with screens and :
showing flows - but does this part of the e & Title goes here

flow feel natural? | Lorem ipsum dolor sit amet, consectetur
Good design is simple and doesn’t involve
too much thought once it’s done right.




NEXT STEPS

1. Asked Claude and Gemini for
feedback on how to design a
complete website builder that is
intuitive.

2. Prepare Ul components from Shadcn
and integrate them for a first
prototype.

3. Ask Antigravity to start a NextJdS
project and create a website builder
that uses Shadcn components with
our brand.

4. Presented the prototype to a product
designer and PM. Link here.

5. Show a UX use case on how to tackle
micro-interactions such as text and
section selection for custom editing.

Wob Builder Prototype: The Challenge

s fonmmwess ety opbuider 1. Tha goal s to reduca complexity on the ULUX
for a non-technical user. E.g. Small biz owners
and Soiopreneurs.

Clauds MVP:
2.7

Welks.

Proposed 1A

Left Sidebar:
1. Elements (Add Button)
- Sections; Pre-built, mobile-optimized blocks (Fera, Services!
Packages, About, Testimonals).
+ Lead Gen: Master Gontact Forms and Newsletter blocks.
= Basic Flements: Text, images, Buttons, and Embeds.
2.Layers (The Simplified GOM
= Instead of a complex, nested HTML tree, this should display &
high-level list of the Sections currently on the page.
« Users can drag and drop these sections ta reorder the page
flow without having 10 select Things on the canvas
= Glicking 3 section in this panel auto-scrolls the canvas to that

block.
3.5tyle (Local Overrides)
« sinca the global Brand Kit is on the dashboard, this tab
allows them 10 apply those settings locally.
= Options ta switch the active page's color theme fe.
swapping from the "Light" brand theme to the "Dark” brand
theme).
4 custom color picker for specific elements, as you noted
4.Settings (Page & SEO)
« Page Name and URL Siu
« SEO Metadata: Meta Title, Meta Description.
« Social Share Image upioad.

A. Should We Build a Section Library?

o integrate The Flow Ops Editor 10 nto 2
4300186-045d 4145 new web aditor and components far

NextSteps

1. Scrsens to be designed: Styles tab, Preview -
for Dositop/Mobile and Section-specific
Properties.
Aligrment dacisions:

add the drag-ang-drop feart

and Element editing?
Do we want to have Section swap within the.
Layouts tab?

Right Sicebar: Contextual Settings & Al Assistant
“This pariel only appears when a user Clicks an element on the canvas
and changes based on what is selected.
The Header: The Al Toggle
+ A persistent "Al ASsistant” tab of toggle at the top of the sidebar
+ When active, it reads the currently selected element fe.g., 3 text
box or an image) and offers contextual prompts: “Rewrite this o
be more professional” "Shorten this text; or “Suggest SEO alt
text for this image.
Contextual Properties (When a Section is Selected)
+ Background: Select a color from the imported Brand Kit or
Upload & background image.
+ Spacing: Seetion padding (Small, Medium, Large).
Contextual Properties (When a CTA / Button is Selected)
Button Text: Simple input field
+ Click Action: Dropdown linking te: Ancther Page, the Master
Contact Form, an External URL, or 3 “Checkout/Package” trigger
(connecting to the intagrations set up in the dashboard).
(When an Image s Selected)

+ File: Replace Image or Crop
SEO: Alt Text input fisld

This structure keeps the heavy lifting on the dashisoard and makes the
actual editing process nearly foolproof for a beginner.

A structured design ritique on the proposal 1o introduce a cross-template section swap
system — weighing creative flexibiity against template Integrity and product value.

Arguments for

Accelerates User Creativity [High Impact]

Users can mix-and-match sections 1o rapidly prototype and
personalise layouts without starting from scratch — reducing
time-to-publish significanty.

Increases Perceived Value of the Builder [High Impact]
A section library signals a mature, flevible product. It positions
the builder compeitively against tools like Webflow and Framer.

Reduces Template Fatigue [Medium Impact]
Users won't fee! locked into one rigid layout. Swapping sections
extends the fifespan of any template — free or pat

Drives Upsell Opportunities [High Impact]

Atiered section library (free vs. premium sections) can act as a
natural funnel — users see premiufm sections locked and are
incentivised to upgrade.

Lowers the Learning Curve [Medium Impact]
Section-level editing is more intuitive than full template

changes
with lower cognitive load,

Arguments against

Brand Integrity of Paid Templates at Risk [High Impact]
Paid tempiates often have a cohesive isual identity — specific
spacing hythms, typographic scale, and colour logic. SWapping
in a foreign section can break this intentional design system

Design Inconsistency Across Section Swaps [High
Impact]

Each section may use different layout containers, padding units,
or component ibraries. Without a shared design foken system,
the output can ook visually fractured.

Dilutes the Premium Value of Paid Templates [High
Impact]
If paid and free tempiates draw from the same section pool,

users may paid a premium. Tt
becomes unclear.

Increases QA & Maintenance Complexity [Medium
Impact]

Every new section must be tested across all templates for
responsiveness, visual harmony, and interaction states —
multiplying the GA surface significantly.

Could Overwhelm Non-Designer Users [Low Impact]

Too much layout choice without guardrails can lead to decision
paralysis or poor design outcomes — undermining confidence in
the tool.

B. How do we build it without breaking what we’ve build?

Tha risks you raised are raal, but thay are all dasign and architactura problams — not praduct

philesophy problems. That distinction matters.

How to think about this

On brandintegrity of paid templates
Apaid template isn' just a layout —it's a curated desian system
with internal visal logic. The moment you allow a foreign section
in, you'e introducing an element that wasn't designed to belong.
The fix Isn't to prevent swapping; It's to enforce cesign token
inheritance. Any swapped section should adopt the host
template's colour palette, type scale, and spacing — not arrive
with its own.

On visual inconsistency after swapping
This is a design system architecture problem. If every section is
built on a shared token system and a consistent grid,
inconsistency becames structurally impossible. The engineering
abase system before
tion is built. Retrofitting this latar is expensive —
establish It as a prerequisite.

On diluting paid tempiate value
This is & product strategy problem, not a design problem. The
answer s  tered section [brary. free templates get access to
the free pool, paid templates unlock premium sections. The
paid value isn't just the template layout — It's the exclusive
section designs, the locked:

quality ceiling. Make that distinction visible in the UL

Guardrails

% Do ot launch s section library bafors

How to implement this

Tiered Section Pools

Separate the llbrary Inta Free Sactions and Premium Sactions
Pale templates Uniock premium sections; free tempiates only
access the free pool. This preserves the value ladder.

Design Token Locking

When a section is swapped into a paid templats, it should inherit
the template's design tokens — colour palette, typography,
spacing scale — ot bring its awn, This preserves brand integrity
regardiess of layout changes.

Compatibility Signals

Surface a visual compatibility indicater when a user tries to swap
asection. If a section was ot designed for that template's grid
ar tone, fiag it or soft-restrict it Prevent accidental design deb
Brand Protection Mode

For paid templates, offer a toggle that limits section swaps to
only those builtfor that template family. Power users can unlock
full reedom; casual users get a guardralled experience.

tions without

not allow fres and paid 1 o  Da not et users swap sectior

establishing a shared design token system. share an undifferentiated section pool. The ‘compatibiity context. A silent swap that

It will create technicai and visual debt that ering must be ciear in both the prauct Ul breaks a template's visual identity erodes
and i

iscostly to fix.

Add - Elements - Drag n drop to canvas

3 OHHWELLS.
1. Elements / Layouts @

When user clicks the button, it opens the eft
panel to view Elements and Layouts.
Elements allows users to drag and drop Into
Layouts sllows users 10 add or swap sections
Into the Ganvas

Elements can be edited with their properties
nthe right contextual pane!

Conteionr

2. Section Properties

When usar elieks on a sectlon in the eanvas,
‘they can clck on the Pencil icon for section
properties

Proporties of tho background can bo oditod
such a3 background color and spacing

Al Assistantis for queries that the user
needs further assistance when they have
selected a section.

Layers

3. Layers Dokans

wavers
When usercicksth ayrstab, the pages (]
section vl be displayed

S oo o secvoms

User can reorder sections by drag and drop,

They can remove sections. Hero

User can click on the section and the canvas
wil scroll o the section Aeout

Festurss

Frcing

Settings

4. Settings @ 2o s

° SETTINGS
When user elicks the settings tab, the page’s
SEO settings and configurations will appear

PapaName

PRE—

‘Choase e o i chasen

o =

Title goes here

Hema - Flow Stucic

Title goes here

Lore o
adipis

m fpsum dolor sit amet, consectets
cing elt. sl condimentum erat telu

Title goes here

Lorem dolor sit amet, con

Fentwignt

urn erat tellus

Title goes here

Lorem ip
adip

Title goes here

Lorem fpsum dolar sit amet, consectatu
ing eit, Nisl, tum erat tellus

Add / Add Section - Layouts

5 CHHEELLS.

©

Al Assistant

metus, Lorem senectus qu

Layers - Contact Section
S OHHWELLS,
° CONTACT SECTION

=]

=

Newsiter Form

Home - Flow Siuio

Title goes here

Title goes here

m urent variy
RIS metu:, Lorem senectus quis facilisi aculis

faclsijac

Title goes here

Lorem ipsum dolor st amet, co
dipiscing el Nist, congimentu
quam nu

Home - Flow St

Getintouch

10 0w: new pages follow glabal branding by
default, make sure to handle 2 main psth. The first
one ta handle s when a user start their editing
experience from template > giobal branding i
empty by defeult or prapopulated?  now a user go

global branding to acfust - how should the create.
xperiance work?
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1. CURRENT COMPETITORS

The current landscape for website builders are
saturated with competitors from Squarespace, Wix,
Wordpress and Al startups such as Lovable.

To build a website editor that is unique is hard
enough, the key is to understand what competitors
are doing it right - before bending the rules.

Based on the research, | know that Global Styles
was a standard and a way forward to the design.

2. CURRENT CONTEXT

Our editor implements two design systems for Fluid
Typography and Theme Colors. They are used so that
it translates between theme switching and mobile
responsiveness.

The target is mainly for small Biz owners who are
non-technical. The bias of our product will lean
towards ‘simple, intuitive and fast.

Website Editors & Brand/Style Settings

A UX & Product Comparison for Designers and Marketers

Research compiled March 2026

Overview

Every major website builder offers a way to define your brand's visual identity — colors,
fonts, and styles — and apply those settings consistently across your site. But how they do it
varies significantly. Some platforms give you a simple, guided brand panel. Others offer
sophisticated design token systems used by professional developers and large teams.

This document compares eight major platforms: Wix Studio, Squarespace, Webflow,
Framer, WordPress (Full Site Editing), Shopify, Duda, and Editor X. For each, we look at
how brand colors and typography are managed, how style changes propagate, and what
makes each platform distinctive,

Platform Profiles

1. Wix Studio
Brand panel name: Site Styles

Wix Studio centralizes all brand control in a dedicated "Site Styles" panel. Colors are
organized into up to 25 site colors, each assigned a semantic role (Color 1 = primary
element color, Color 2 = secondary background, and so on}). Change a color in Site Styles,
and every element using that color updates automatically across the entire site.

Typography is split into two sections: Fonts (where you choose typefaces and set weights)
and Text Styles (where you define the appearance of headings, body text, buttons, etc.,
including size, line spacing, and character spacing). Text scales proportionally across
breakpoints, which is helpful for responsive design.

Beyond color and type, Wix Studio's Site Styles also controls global button styles, brand
boxes, line styles, page transitions, and the maximum width of the site layout — making it
one of the more holistic style systems among visual editors. A January 2026 update,
branded "Wix Harmony," refreshed the brand management Ul with a more streamlined
interface.

Style propagation: Fully global. All changes in Site Styles apply sitewide automatically.

Best for: Designers who want broad visual control through a single panel without touching
code.

2. Squarespace
Brand panel name: Site Styles

Squarespace's Site Styles panel (accessed via the paintbrush icon in the editor) is organized
into tabs: Colors, Fonts, Spacing, Buttons, and Image Blocks. The color system is built
around a 5-base palette — lightest, light, accent, dark, darkest — from which the entire site's
color scheme derives,

What sets Squarespace apart is its Al-powered color tooling. Users can upload an image
and have the system extract three dominant colors to seed a palette, or choose a single
color and let the Al generate a full complementary palette. Al-generated color themes can
even be auto-applied to different page sections, making it easy to establish visual variety
while staying on-brand.

For typography, Squarespace offers control over letter spacing, text transformation
(uppercase/lowercase), font sizes, and weights per element type. Global style changes apply
sitewide, but individual pages and sections can have local overrides for more flexibility.

Style propagation: Global by default, with local section/page overrides available.

Best for: Marketers and creatives who want beautiful results quickly, especially those who
rely on photography or brand imagery as a starting point for their color palette.

3. Webflow
Brand panel name: Variables Panel

Webflow has the most technically sophisticated brand/style system of any no-code website
builder. Its Variables Panelimplements a three-layer design token architecture:

Global tokens — raw values (e.g., blue-5688: #3B82F6)

Semantic tokens — contextual references (e.g., color-primary: {blue-588})
Component tokens — component-specific references (e.g.,
button-background: {color-primary})

Colors are defined using a 100-900 numbering scale (100 = lightest, 900 = darkest),
following the convention popularized by design systems like Tailwind. Typography variables
cover font families, type ramp scales, weights, and line heights.

Research on Competitors

(Claude Cowork)



https://docs.google.com/document/d/1v1MwJfC24m56frhz_8V18loY-JLG6EgB92zRd3AituY/edit?usp=sharing
https://docs.google.com/document/d/1v1MwJfC24m56frhz_8V18loY-JLG6EgB92zRd3AituY/edit?usp=sharing

Edit Site Styles
C ' ite’s look d feel b
3. PRODUCT GOALS e

We want to tackle the 2 points that were mentioned,

: ®, Background X
in a HMW question - “How might we build a web Tt'eyc'f"grl?’ i
editor that a small business owner could use?” and N - "
“How might we build a web editor that competes Edit Site Styles
with today’s leading companies?” Customise your site's look and feel by
8 Change Theme - - adjusting styles here.
The goals are widely scoped and has nuances. But W Display Settings .

my goal is to not break what is already established. Headmg
Headings font family THISTEOUr perigraph
Poppins -

Paragraphs font family

4. IDENTIFYING THE PROBLEM Poppins 0% Chengsiiene
There were some flaws on the existing web editor gk ol Heading
experience. #RFRFFE This is your paragraph S
Primary button background colour s . “ .
The Ul components and interaction is scattered @ e
when you click on an element or a section. | Hex & (THEREBRE 2 :
Primary button text colour Headll’lg
) . . . HEAFSEA G This is your paragraph Shatsom
My task was to design a more cohesive web editor -
that is unified and intuitive. The keyword for intuitive
is ‘flow, habitual, understood’
Transparency Heading

This i h
i



5. PRODUCT DESIGN

First, | define the primary
navigation for the user
based on hierarchy and
usability.

. Top Header

. Canvas

. Main Sidebar

. Left Panel - Selection
. Right Panel - Editing

o WwN PR

Left panel will have a mental
model of selection, applying
and choosing.

Right panel has a mental
model of tweaking and fine-
tuning.

The Canvas is placed in the
center to guide the viewers’
eye towards the center like
writing a document.

MAIN TABS

Web Editor Architecture

Panels function consistently this way across tabs to minimise confusion.

2 OHHGOELLS. S

° < TEXTSTYLES

@

HEADING 1 (H1)
Display

HEADING 1 (H1)

Heading XL

HEADING 2 (H2)

Heading L

HEADING 3 (H3)

Heading M

HEADING 4 (H4)

Heading S

PARGRAPH (P)

Body XL

PARGRAPH (P)

Body L

Home - Flow Studio

G\ Maison Home FAQ Services Testimonials Pricing Plan

Reliable Air
Conditioning

Services

reathe easy.
Book Appointment

How it WO rks How does the process work?

All your questions about work process and estimates answered. Are your HVAC exports licensed?

Do you offer free estimates?

Our services

Straightforward advice, reliable workmanship, and systems that actually last.

LEFT PANEL: Selection-style interaction only

@3 Preview Publish Site

Desktop Mobile
Font Family
Inter e
Font Size
O 32px
Font Weight
Bold v

Letter Spacing

O 1px

Line Height

O 0.05

Font Format B Ve

|C

Save

RIGHT PANEL: Properties-editing only



2 OHHIJELLS.
1. Styles ==

° Tarnplate
‘When user clicks the styles tab, the cenvas
will be showed as a Praview.

The canvas can be dragged and zoomed. But

not editable.

The Template sub-panel shows Global Reliable Air

theme styles defined by Colors, Text, i1 Conditioning

Buttons and Spacing. P
Services

The Mare Styles sub-panel shows more
themes that can be explored by the user,

How it works

L L T T—

Our services

Template Styles

The main styles cf the template

6. PRESENTATION

The design of how each tab flows

are clearly documented with

questions and proposed designs.

Figma Link

BoHsELS,
° < TEXT ETYLES

HEADING 1 (H1)

Displa
ey Reliable Air
Conditioning

Heading XL Sl

HER )

Heading

Our services

Body L

/ Text Styles
All text styles for Desktop and Mohile

/
I
/ 2 OHHIBELLS.

_ ° ¢ COLORSTYLES

Primary

—\ o | | Reliable Air
/\'-._ : 3 Diark Frimary Conditioning
\ \ - Services

How it works

s e oot smrm escens wetsarin snsred.

Bochground Light

Our services

Color Styles

Color palette for the template

Reliable Air
Conditioning
Services

\ : ) [

How it works

TN ——

Our services

More Styles

Explore different pre-made styles

o

Fant Family

Publish Sita

Manile

Text Styles Architecture

2 OHHGRELLS.

° < TEXTSTYLES

Reliable Air
Conditioning
Services

How it warks

v o b e e e e s e

Our services

Fluld Typegraphy System
with HTML syntax

Color Styles Architecture

Reliable Air
Conditioning
Services

Teewh, Draarke.
How it works

Teat Lighs o norarns sk b sk b e et

Bi
Background Light

Our services

Calar System
with CS5 variable mapped

[Propose] User can add custom colors

Reliable Air
Conditioning Services

are

 Apoly 1o Temlate

More Styles - Apply to Template

Apply a typography and color theme across the template

Buid

Letter Spacing

—)

Ling Haight

TR P Site

ack to original

etting

Pubiish Site

Color Editing Section

[Propose] Gradients

User can make adjustments to

Mobile. When it is switched to

Mobile, the Canvas will show a
Mobile layout

Home -

Our services

 Apply to Section

More Styles - Apply to Section [Propose]

Apply a typography and color theme across a section


https://www.figma.com/design/f6w7mQvEFD8HaCgvaABzQ4/UI-UX-Portfolio?node-id=122-4552&t=DpLy2UPL1joygouG-1

CONCLUSION

THE FLOW STILL LACKS EDGE CASES BECAUSE IT IS ON HOLD.
BUT IN THE FUTURE, | BELIEVE THE VALUE IT SHOULD BRING IS USER RETENTION

ON THE PLATFORM.

KEY QUESTIONS TO ASK:
1. DO MORE USER PUBLISH THEIR WEBSITE?
2. DO THEY CONTINUE TO USE AFTER 6 MONTHS?

3. WHAT ARE THE FEATURES THAT THEY NEED?



THANK YOU!



