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Team Bio:
Silvia Pereida is a bilingual storyteller with a background in journalism,
public relations, and community engagement in public works. She is a
strong writer who can breakdown complex topics into simple and digestible
forms of communication, that drive forth positive and equitable change.

Gally is a 3-year-old mini dachshund full of sass and curiosity. She never
backs down from a challenge and is known to make high pitched chirps.
She is the Mariah Carey of dogs. 



INTRODUCTION

Oregon Health Authority is responsible for
providing information and resources during the
COVID-19 pandemic across the state. Information
access is vital to slow the spread of the virus,
therefore equitable messaging is key especially
for vulnerable populations that are being
disproportionally impacted by the coronavirus.



OVERVIEW

The purpose of this research is to identify the
strengths and weakness of the UX (user
experience) of the OHA website.

This case study aims to identify areas of
improvement and outline a prototype for
equitable access to information especially to
Oregon's Spanish speaking and BIPOC
communities.
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FeaturesInformation Accessibility Branding

PAIN POINTS

Core UX problem



OHA wants to provide accurate,
reliable and equitable information

about COVID-19 especially to
communities whom are being

disproportionately impacted by
this pandemic.
P R O B L E M  S T AT E M E N T



UX METHODS

Interviews
Observation
Secondary Research
Focus Group (webinars from
secondary research)



Big, Bold
headers 

Data converted
into visuals (i.e.

infographics and
contextual

images)

Participant Insights

Multiple
language

options visible

Memorable
URL



Interview Themes



Dedicated URL

Multiple
Language

optionsTailored blocks
for appropriate

audiences

Complex

Nice to

Have

Simple

Essential 

Other
community
resources

1
Dedicated URL for COVID-

19 allows the user to

memorize website

address in relation to the

pandemic.

2
Website offers

information in multiple

languages and the option

is easy to find, not hidden

from the user on the

landing page.

4
The user is given

information on various

community resources

such as how to's, rental

assistance, food

assistance, etc.

3
Information is

streamlined (no endless

scrolling) and tailored

into blocks for

appropriate audiences

i.e. media, health

practitioners, community

members.

Top features for UX

website design & flow

FEATURE ANALYSIS



Unique Features
Development

DistributionStakeholders

Reliability

Sustainability

Cultural heaurisitics 

Impact

Bi-lingual speakers

Millennial

Native speakers

Non-Millennial

Engineers

Non-profits share

information

Researcher funding

Government & Health

care agencies

Local media

Social media

Website

Word of Mouth

STAKEHOLDER MAP

COVID-19
INFORMATION
FOR SPANISH

SPEAKERS



AFFINITY DIAGRAM

NAVIGABILITY BRAND
HUMAN-

CENTERED
DESIGN

COMMON
THEMES

Frustration

Confusion

Spanish

information not

all translated

DESIRED
FEATURES

Dedicated URL

will be useful for

vast audiences

An app instead

of a website

More images 

 and graphics

Not Easy to Use

Not Easy to find

info. in relation to

COVID-19

Variety of

information

sections

Website design

looks outdated

Government

website is trusted

source of

information

Too much scrolling

Too much Text

Links open to PDFs 

Equity of access to

information not

incorporated 'Oregon

Health Authority'

would not be a phrase

a non-English speaker

would find

By laying out the pain points found through the UX audit and insights
from participants in the affinity digram, we can begin to organize the
improvement areas for the OHA website. Below are areas of the website
that are top priority for organizing information and key features into
buckets of how to improve the user interaction as well.



Concept Map



Do I know what sources are trusted
online?

Yes

Yes Yes

Yes

No

No

No

Yes

No

No

Are my

questions or

concerns about

COVID-19 

 answered?

A user-friendly

website is important

to access information

from a reliable and

trusted source.

UX Flow chart

Yes

No

I found the

information I

needed

Yes

Do I have

access to up

to date

information

online?

Do I wait for

information to

be shared on

social media?

I found the

information I

needed

Do I have

internet access

to search for

information?
I will ask friends

or family

Is the

source

reliable?

I know how to find

the COVID-19 info.

website

Search Engine or

Google search

for info.



Frustrated with OHA bland website,

lack of visual content, and lack of

engaging social media interaction with

younger audience.

Wants to fast access to factual

informational.

Uses Twitter for news gathering.

Hates endless scrolling.

Needs information for both English

and Spanish speakers.

She doesn't like that Google translate

is hidden or not a bigger button for

translation options.

She would rather have an App than a

website.

Needs laptop for school and her

iPhone (both Apple products) to

communicate with friends.

Daily COVID-19 info. but only for

work email, needs it to be easily

digestible.

She needs information to be

easily digestible and relatable.

She needs to be able to share

information, infographics,

guidelines, etc with her friends

and family in English and in

Spanish.

Cristina is a millennial and first generation student

with some college education. She has struggled

trying to find the balance between going to school

and working full time. After working retail jobs

and customer serving jobs, she has started a

vocational program in healthcare. She grew up in a

bilingual household were she spoke Spanish to her

parents and learned English while in public school.

Her parents immigrated to the U.S. from Mexico in

1988, she is the youngest and they trust in her to

translate important documents and information

that they might not understand as they are not

fluent in English but understand it from watching

news, movies, and work. Cristina identifies as a

Latina woman and is independent but values

family time and video chatting with her friends. 

Goals

More Family time

Time Management

She wants to be

knowledgable in her

healthcare career about

COVID-19 safety/protocols.

She wants her family to have

equitable healthcare access.

She wants to find information

in relation to current world

events easily.

Pain Points

Needs

CRISTINA
RUIZ
HEALTHCARE WORKER

A B O U T

Age:

Job Title:

Status:

Identifies as:

25

Appointment Clerk @ Kaiser Permanente

In a relationship

Latina/ First Generation

REBELIOUSREBELIOUS
CARINGCARING

INDEPENDENTINDEPENDENT



Louie is a second generation Hispanic/Latino and is

bilingual in English and Spanish since he grew up in a

single household with his Grandmother and Mother.

He is the oldest in his family and feels the need to

protect his younger sisters and serve as a positive

example/role model. He works as a manager at a

popular Portland Brewery where he oversees a staff

of servers and cooks. Louie is charge of educating his

staff about COVID-19 safety protocols, managing

employee schedules, and is worried that he may have

to lay off some of his staff if sales go down or if the

state mandate makes the brewery close up the dining

space. Louie is responsible for making sure COVID-

19 safety protocols are in place with signage for both

employees and customers. He uses a laptop at work

inventory and scheduling, but he uses his iPhone to

keep up to date with news, talk to his family back in

his home state, and entertainment.Doesn't like that OHA URL is hard to

find or remember.

Doesn't like that the information on

COVID-19 is not easily found.

Dislikes the endless scrolling,

crowded text, & lack of visuals such

as infographics something he could

use at work to educate staff &

customers.

When frustrated with the website he

hits the home button, & finds the

annoying pop-window to be

cumbersome.

Trusted and reliable information.

 Wants access to info. quickly, &

must be visually appealing

(infographics/signage ready to print)

and accurate to disseminate it to his

staff without having to second

guess.

He worries about the health safety of

his family, friends, & coworkers.

He still travels to work in person

since he is in the food service

industry so he needs to be update if

there is a lockdown & if his work is no

longer considered essential.

Goals

Less time at work, more time

outdoors.

He wants to be knowledgable

about COVID-19

safety/protocols so he can he

implement them at work with

staff and customers.

He wants to find information in

relation to current world events

& COVID-19.

He wants to go to the gym more.

He wants to be social with

friends but with a small group.

Pain Points

Needs

LOUIE
GOMEZ
MANAGER @ PDX BREWERY

A B O U T

Age:

Job Title:

Status:

Identifies as:

28

Manager at Portland brewery

In a relationship

Latino/ Native American/ 2nd Generation

CURIOUSCURIOUS
CARINGCARING

EMPATHETICEMPATHETIC



Jose is an immigrant and became a U.S. citizen more

than 25 years ago. He has lived in Oregon for the past

20 years. While he didn't complete middle school in

his native country, he has always persevered. He is a

native Spanish speaker and feels comfortable speaking

English as well but prefers mail, email, and

information in his native language - Spanish. He

currently works at Nike HQ, as a landscaper after a

friend referred him. But he has been considering

starting his own small landscaping business as his

neighbors noticed he maintains his yard and bushes

looking great year-round. He is a go getter and cares

deeply about his family, he is the head of his

household and has three children. His children are the

ones who help him translate some important or legal

documents, and they even surprised him with his very

first smartphone! Jose is often glued to his iPhone to

keep in contact with relatives in the U.S. and back in

his native country.

Frustrated with the Oregon Health

Authority’s boring website, lack of

visual content, & many redirects &

PDFs.

Wants realtime  info. & wants it to be

factual  & up to date.

Dislikes endless scrolling.

Dislikes that Google translate button

is hidden and small.

Dislikes that he can't find information

about COVID-19 symptoms in English

or Spanish.

He would rather have an App than a

website.

Access to accurate about COVID-19

in Spanish.

He worries he may get sick and his

family too, so he needs to make sure

he knows how to follow COVID-19

safety protocols at work and when he

goes grocery shopping.

He needs to get updates from the

Governor of Oregon Kate Brown on

his phone and finds it useful that the

videos have Spanish subtitles.

He needs to know how to apply to

unemployment benefits in case he is

laid off or Nike reduces his hours.

Goals

More Family time

He wants to be able to share

information about COVID-19 to

his coworkers who may not

speak or read any english.

He wants to communicate with

relatives on Facebook and over

a phone call.

He wants to access apps for

banking, paying bills, YouTube

and other entertainment on his

iPhone.

Pain Points

Needs

JOSE ALFREDO
ALVAREZ
LANDSCAPER @ NIKE

A B O U T

Age:

Job Title:

Status:

Identifies as:

50

Longtime landscaper @ Nike

Married

Hispanic 

SINCERESINCERE
LOYALLOYAL

BRAVEBRAVE
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Design Process

Recommended Font Family: Libre Baskerville

#175873 #ffffff #8cb89f #193046 #175873
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Memorable
URL

Big, Bold
headers 

Data converted
into visuals (i.e.

infographics and
contextual images)

Multiple
language

options visible

FeaturesInformation Accessibility Branding

Evaluation

Pain Points

Insights



FOCUS ON THE USER'S PROBLEMS

Sectioning information into buckets with hierarchy of

importance nudges the user to appropriate information

while avoiding unnecessary endless scrolling.

The proposed prototype for the OHA website keeps the

UX in mind, through tailored sections and equitable

information access.

The design of the OHA website incorporates more

visual elements, avoiding text heavy sections, and

incorporates a color scheme to attract the user to allow

for engagement.

FEATURES

DESIGN

Evaluation


