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E-commerce UX/UI Design

Orange

Intro

Goals:

Orange's market share is weaker among young people. 



Our objective is to strengthen our position with this target audience by offering more attractive deals.  



How could we allow a customer under 27 to enjoy the quality of the network, Orange fiber, and the included benefits by taking 

out an online plan at a price that suits them?



Project: Offre 18-26 ans



User experience across the current entire journey



Project: A/B test comparateur des offres mobiles

Current: New version:

The interactive PDF mobile offer comparison tool:



Design critique (in French):



The new user experience



Only 15% of sales come from digital

"I wanted to subscribe to the 19.99€ mobile and internet offer, but I saw that for 18-26 year 
olds the mobile plan drops to 14.99€ — and I can't enter the promo code in my order."

Source verbatim: DATAVOC



User interviews

I conducted interviews with a range of users under 26. Two key takeaways emerged: while the checkout 
journey was generally easy to follow, the youth discount was going largely unnoticed; at the same time, 
the promo code entry step was buried deep within the order flow, making it hard to reach.



Creative workshop

1 day of workshop:



Divergence


Convergence


Mid-workshop sharing

Macro journey


End-of-workshop sharing

Landing: 2 days — 3 use cases with associated personas



Creative workshop



Userflow

I restructured the checkout journey to move from a single, overloaded funnel to a cleaner flow grouped 
by user intent — making the youth offer and its conditions easier to find at every step.



High-Fi mockups



High-Fi mockups



High-Fi mockups



Usability Testing

Usability testing on the redesigned checkout showed a clear improvement — users spotted the youth 
discount earlier, understood the eligibility steps, and completed the purchase with fewer drop-offs.

Conclusion

On the "18-26" offer, I led the UX/UI redesign of the mobile and broadband customer journeys on 
orange.fr, rethinking the sign-up flow end to end to remove friction and surface the right information at 
the right moment.



The result was a leaner path from 13 pages down to 8, which translated into a 280% increase in online 
sign-ups — proof that simplifying the journey directly moved the business metrics that mattered.



Social security UX/UI Design

Urssaf

Intro

Self-employed workers (auto-entrepreneurs) need to prove they are up to date with their contribution payments. To provide this 

proof, they have to go to their online account — but if any contributions are still unpaid, they cannot download it.



This project tackles that problem: how can we clearly surface the reasons a user is not up to date, and — more importantly — 

help them easily pay off the contributions they still owe?

Goals:

Improve the user journey for users submitting a certificate request. To fully understand the challenges and user expectations, I 

ran user tests, presented findings, and delivered several improvements.



Project: Certificate Request & Denial

How does it work ?:

1. Certificate request: 



The first step for the user is to 
submit their certificate 
request.

2. If the user is not up to 
date, they will get an error 
message: "Denied."



The user must therefore declare their income to be up to date and obtain their certificate.

Once this has been settled, they will see 
this confirmation message appear.



Full journey for a certificate request on a single Praticien et Auxiliaire Médical - Actif (PAM) account

1. 2. 3.



Full journey for a certificate request on a single Praticien et Auxiliaire Médical - Actif (PAM) account

4. 5.



User Testing Overview

Notes captured from the points 
raised by users during testing. 



These sessions let us validate 
our hypotheses directly against 
real usage, catch friction we 
hadn't anticipated, and prioritize 
the fixes that would have the 
greatest impact on the 
certificate request flow.

Objectives: Listen to user feedback to build the most viable product possible, addressing users' essential needs.



Points where testers got stuck



User testing protocol





Conclusion

The project started from a simple but blocking problem: users couldn't understand why their certificate was 
denied, or what to do next. We mapped the full request journey, isolated the exact moments where the flow 
broke down, and rebuilt the denial state into something actionable rather than a dead end.



From there, user testing sessions gave us the evidence to prioritise: we captured every friction point, ran 
findings back to the team, and iterated on the wording, hierarchy, and payment path. After the second version 
shipped, user satisfaction rose sharply and the journey now runs seamlessly — users know where they stand 
and how to get back up to date in a few clear steps.



E-commerce UX/UI Design

Lacoste

Intro

Goals:

Lacoste provides a feature dedicated to the customization of Lacoste Crocodile logos. 



However, this option is rarely used by users because it is not very visible.  



The objective of this case study is to highlight this feature to make it more accessible to the user.





Issues we are facing

The customize feature is not really obvious. We 
want to make it stand out so users feel curious 
about it and make sure they find it easy to use.



GOAL: We must improve the user experience in 
order to give visibility to this customization 
options. 



Offer a smooth and optimized journey, taking into 
account the constraints ( obligation to have an 
account ) and also increase the conversion rate.



Solution we provide

We added rainbow colours to the logo so it pops 
out to emphasize the customise feature. We also 
added a green border around that fills most of the 
visual space. The purpose of this choice is having 
a Call To Action button above the "add to cart" 
one.



Users must create or log in to their account right 
after clicking on "Personnaliser". Our data analysis 
showed that users are more alike to create/log in 
to their account as a second step rather than a 
last step. 



We did a version A ( First Use case ) and a version 
B ( second Use Case ) and came to the conclusion 
that users tend to give up the whole user journey 
when we ask them to create/log in to their 
account as a last step.





Aller au contenu

Aller au menu

Aller ers loutil de recherche

Aller au menu client

Options daccessibilit

Homme

Nouveautés

Femme

Soldes

Enfant Soldes Découvrez

Vêtements Chaussures

Rechercher un produit

Accessoires Sacs & Petite Maroquinerie Sport Sous-vêtements Seconde Main

1 / 4 · Crocodile
lassic 3cm

CLASSIQUE DRAPEAUX SILICONE CUIR

Classic 3cm Croco Lacoste

3,5cm

Signature 5cm Blanc 3cm

Noir 3cm Jaune 3cm Marine 3cm Rouge 3cm

Bordeaux 3cm Vert Kaki 3cm Ruisseau 3cm Flamant 3cm

Gris Clair Chiné

3cm

Retour
Members Badge,


3,7cm

Valider

Electrique 3cm









How does it work ?

Once the product has been selected by 
the user, they can access the 
customization feature. They are then 
guided through a four-step process, 
supported by a stepper.



At each stage, the available customization 
options (colors, shapes, materials, etc.) 
are clearly presented.



The user simply selects their preferred 
choices and proceeds to the next step. In 
the fourth and final step, they only need to 
finalize the order and confirm the applied 
modifications.





Durand 
Mike





Aller au contenu

Aller au menu

Aller vers l'outil de recherche

Aller au menu client

Options d'accessibilité

Homme

Nouveautés

Femme

Soldes

Enfant Soldes Découvrez

Vêtements Chaussures

Rechercher un produit

Accessoires Sacs & Petite Maroquinerie Sport Sous-vêtements

0

3 / 4 · Couleur du col
leu Clair

Gris Chiné Bleu Clair

Abîmes Farine

Retour Valider

Produits personnalisés

0

Seconde Main
Voir

Rouge

Vert



Conclusion

The simplified process allows users to create and personalize their desired polo shirt in four key steps.

The entire process takes four to six minutes. The main goal of this improvement was to increase the visibility of 
this option, which had often gone unnoticed due to its limited visibility.



The process itself is now also faster. This increased visibility and time savings have led to improved sales 
results, and we have observed a significant increase in demand for customizable polos.

T H A N K S

Clément BELUS


