Reinventing Good-Loop's carbon
measurement plattform:

a complete product redesign
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1.0 THE BIG PICTURE

Sometimes change happens all at
once

As we moved into 2024, Good-Loop rebranded. The new identity was bold,
punchy, and built to sell with big blocks of colour, energetic visuals, and a

high-impact website.

Two years earlier, | had designed Good-Loop’s core sustainability product, a
dashboard to help brands track the hidden emissions of their digital

advertising. Now, it needed an entirely new look and tone of voice.
And that wasn't the only shift.

A new industry-wide carbon methodology was on the horizon, broader in
scope and heavier in data. Our dashboard needed a complete rethink...




1.1 THE PROBLEM SPACE

How do we design for users amid
layers of complexity?

The redesigned product had to do two things: reflect a bold new brand and
surface a complex new methodology that was still evolving as we worked.

We were designing for moving targets: shifting requirements, a complete
backend rebuild, and a fast-approaching industry launch.

As Product Designer, my role was to bring focus and usability to the
dashboard experience. | needed to align brand and backend while
keeping our goal central: helping advertisers understand and reduce their
digital emissions.




2.0 MY CHALLENGE

My double challenge: adapting a bold,
marketing-tirst rebrand to a focused dashboard
- while translating complex, evolving
methodology into a launch-ready design



3.0 MY PROCESS

To deliver a complete redesign of Good-Loop's
carbon measurement platform, 1 led a design
process grounded in user insight.

Branding design exploration

User research UX design exploration High fidelity design

Interface MVP Refining the live interface Launch

Engineering build



3.7 USER RESEARCH

User interviews revealed two key user types,

each with different goals but a shared need.
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3.2 UX DESIGN EXPLORATION

Cross-functional teamwork helped balance
solving user problems with tech feasibility.

“How do I know if

my emissions are The new

good or bad?” methodology is
much broader - it
infroduces new
variables!

It'll be at least 3
months until we

have enough

have data for
new benchmarks One big number users can peg their

emissions data against

Vision > Constraint —— Resolution

To help users understand their emissions, we With more clarity on the new methodology, Instead, we gave users a meaningful starting
explored a benchmarked league table. we saw our old benchmarks wouldn’t hold up. point: a personal average to improve on.



3.3 BRANDING DESIGN EXPLORATION

lteration and testing honed a visual language
that made complex data easier to digest.

Visual overwhelm ~— > Visuals that guide

Repurposing the old dashboard in new brand colours Purposeful use of layout and new brand colours
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To support accessibility, | included text and icons
to ensure that understanding of data was not

reliant on colour alone



4.0 DESIGN SHOWCASE

Original dashboard

Q)

Good Measu

il

Emissions snapshot Emissi
@ Measures
= = Q pistribution @ Consu
it
A Emissions snapshot Emissions breal uesiiay
@ ©
Distribution Consumption
Tag:
Media fags 3 &
Distribut
© Sk
Distribution el
Togs . )
Consumption during ad spa
Consumption emissiof
ad creative is viewed.
Organisation
Dripaiaacch © All organisations
All organisations v
. .. Your distribution e
Your consumptlon emissiq
All organisations - All campaigr All organisations - All ¢
3% 97%
of your total emissi
of your tq
Your consumption emissions
Your distribution emissio
Total consumption breakdown by GMS]
Total distribution breakdown|
y
|
% A
What variables impact your cons
Consumption breakdown by consumer]
@ mcoe (O coer
What variables impact yq
B Ocvice: use phase
Distribution breakdown by fd
e @ wwcoe O
0.03 —
20 -
S 002 -
" 3
15
9}
8
g 10
&
8

)

Measerus

Good Measures

Emissions = napshot Ermissions breshdown Understand your smissons

@ Welcome

Our methodiology is based on the Global Media Su

distribution and consumption am

Your emissions snapshot

All arganisations - Al campaigns - 012024 - Programmatic

Impragsions tracked: &5

that's 1.5 long haul Hlights

2.068 tonnes

COe omitted () fram LHR to JFK (3)

0.604 kg

0 PM (D

ons timaling

@ Total Lo C Ch:2 PM

ISt

From before to after: the reinvented dashboard

0.585 kg

cowPM O

D DHeRribukion
]

&, Downlagnd GEV

- Youraverage --

A Mai 1 M WM I5Mai 31 Mar

0.019 kg

o PM (T

bedied amissions

phsi

@ Learn what contributes to distributtion and consumption emissions and discover how you can optimise
te reduce your impact. Vie - reakdown -»




4.7 INTERACTIONS

Delivering clarity for two types of users
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1 Big-picture view
An emissions snapshot gives Agency Decision-

makers a quick overview of key metrics for
presentations and strategy.

2 Granular view

Tabbed sections let Campaign Analysts drill
info data breakdowns and spot optimisation
opportunities.

3 Supporting learning

Bitesize explainers and tooltips keep users

oriented as they navigate unfamiliar concepts.



4.2 DESIGN LANGUAGE

Bringing brand and data together
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1 Guiding users

Good-Loop's red calls out key information, while
the secondary palette guides users through data.

2 Built for scalability

A clean, modular design supports customisable

views and the seamless expansion of data points.

CQ To support Campaign Analysts using the dashboard for
long periods, | drew on softer brand elements like rounded

corners and pale backgrounds to shape the core Ul.



5.0 REFLECTION

What | learned

Working closely with engineers from early concepts through to
implementation meant there were no surprises in the build and ensured

high design fidelity, quick problem-solving, and a smooth handoff.

What I'd do differently Easy fo use, Wlfh clea r|y

I"d establish tools for cross-company communication. As the project was fast-

paced with parallel design and build, expectations between teams were prese nll'ed dall'a d nd d deS|g N
misaligned at times - for example, some stakeholders expected a polished
MVP, while the priority was backend-to-frontend data flow. Creating a shared Th at feels mOdel’n

timeline helped later on, but if | could revisit, I'd do this from day one.

— CARLA, CAMPAIGN ANALYST
What I'm most proud of

Juggling many plates and successfully designing for brand and complex
data needs while keeping users front and centre. I'm proud that the
dashboard felt modern and approachable - feedback like “this is my
favourite part of the week” from the team and “it feels really fresh” from
brand reviewers meant a lot.
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