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Driving empathy-based + human-centered design since 2006

Hi there! I’m Nadia and I’m honored you’re 
reviewing my proudest content moments while 
working at Eventbrite.

During my 2+ years owning Ads and Marketing 
Tools content, I worked on 50+ projects and 
experiments. From UX copy, marketing campaigns 
and landing pages to content strategy, I owned it all.

Take a walk down memory lane and please enjoy my 
proudest content wins. 



An overview of the content I owned



The end-to-end Ads experience

Product experience

FAQs and Help
Email campaigns

Check out our landing page

https://www.eventbrite.com/l/eventbrite-ads/


From Beta to graduation 
Before I could get my paws on content, marketers and product owners created a simple flow that lacked 
education, explanation, and in-the-moment tips. 

After sifting through user feedback and poking holes into project plans, I created a masterpiece an 
information-driven flow that empowered and encouraged advertisers through the finish line. 

I put content in the right places to anticipate drop-off points and redirected readers to more information 
where applicable.

Before

After



…and everything 
in between

From explaining complicated 
terms and legalese, to writing UXR 
scripts and interviewing 
customers, I had my hands on all 
content that touched Eventbrite 
Ads.

I even wrote content for an Ads 
commercial, and did some voice 
over work! Check out the video 
here.

I’m proud to say that my content 
work contributed to +$7M in 
annual revenue and boosted 
conversion by +54%.

https://app.frame.io/reviews/45388df3-4288-46fa-8cb2-f5258b2475d1/26d5181b-a71e-4df3-a539-04d2fd9b03cc


Project 1: Reimagining tone of voice 



Background 

Before Content Design became a pillar at Eventbrite, all words were written by 
marketers and product owners. There wasn’t cohesion between marketing 
assets nor user experience, so a lot of work was done on our team to create 
content frameworks, tone spectrums, and product-specific content strategies.. 

One of my first projects  was a deep-dive into the Eventbrite tone of voice. After 
taking amazing lessons on tone at Facebook, I wanted to apply the idea of a 
tone spectrum to our product work. 

The original set of tones used before our team assembled was simple, friendly, 
and intuitive. I believed our products deserved a fresh perspective and leaned 
into empathy and conversational content.

My role and our process

I matched up with another Facebook alum on my teach and reached out to 
marketing/product stakeholders were interested in dissecting content 
opportunities. We assembled cohorts and discussed current content, 
competitors with a better brand identity, and dreams for a better product.

After distilling hours of workshop recordings and dozens of sticky notes, our 
team came up with recommendations that would not only create a more 
human-feeling product, but also actual opportunities where we could 
experiment with better content. Check out our presentation here.

https://docs.google.com/presentation/d/1S2VaWD2leJxTXi2-4hGoeoqB8dYnl3Sw0iFtAffrPLw/mobilepresent?slide=id.g2a1d7a43dae_0_0


The end result



Project 2: Applying new tone to Ads 



Implementing new tone types 
for Eventbrite Ads

As the content owner of Ads and Marketing Tools, I wanted to test out 
empathetic and enthusiastic tones with a community-minded voice to 
make our tools more approachable. 

I wanted to change the mindset of our product and marketing team and 
make content more about our users and their experience using our 
platforms, rather than showing off what our products did. 

If I shifted content to better resemble our users’ experience and 
journey, I predicted that our products would be more trustworthy and 
we could convert more “lookers” into “advertisers”. 

What happened next?
Here’s where I landed:

Celebratory (and inclusive)
With varying levels of advertising experience, writing for a novice and 
veteran advertiser was a constant. Our tone was encouraging and 
celebrated moments of achievement.

Welcoming (and outcome-focused)
Instead of touting our capabilities, we focused on how an advertiser 
would benefit from investing with us. We showed users how we could 
help them build a following of like-minded, excited event-goers.

Celebratory (and community-minded)
We highlighted the connections made with fellow event hosts, along 
with the ticket buyers on our platform. We highlighted locality along 
with industry trends, and encouraged advertisers to have pride in 
joining our global marketplace. 



Where Ads content 
started

The marketing team shipped 
bland and generic messaging 
and landing pages, which 
didn’t incite much action and 
touted capabilities more than 
how our platform was 
different and excelled others.



Where I applied our new tone 

From new feature 
announcements to helpful 
hints, I looked for places 
across the product journey 
to meet the reader where 
they were in their event 
lifecycle.

I called out specific actions 
that our platform could 
help out with to show ease, 
empathy and 
understanding. 



I played with cheerful tones with festive upsells and reminders



Project 3: Reimagining a better onboarding 
experience 



Our first marketing onboarding flow felt a little safe and stale



Meeting our users where they were

By using strategic storytelling, I encouraged my teams to see our tools 
within our customers’ journey. I applied our tool suite within the actual event 
marketing lifecycle to better tell our story and sell the product.

For onboarding flow content actuals, please check out the Appendix



…and the results spoke for themselves



Project 4: Campaign objectives



Background 

We got a lot of feedback from our Eventbrite Ads Beta users that they didn’t 
really see how their ad dollars were being spent or how it improved their 
bottom line. 

We decided that by changing our CPC model, and move to a more 
impressions-based model, we could provide more insight into the reach of a 
user’s ad dollars. 

In tandem with better location targeting features, we empowered advertisers 
to broaden their reach by experimenting with ad spend while teaching them 
about their capabilities..

Process

After weekly Figjam sessions with my designer, I co-hosted weekly chats with our 
product owners and engineers to share ongoing work, discuss holes in logic and 
backend logic, and align with marketing partners. 

After three weeks of intensive design iteration, our team landed on the right 
solution and shopped it around with our C-suite stakeholders. The marketing team 
joined us to prep communications and we integrated the feature release into a 
cohesive comms plan. 

My Role

After researching how other advertising platforms explained their ad spend 
models and deciding how much of the back-end logic we wanted to share with 
our users,I created engaging, compelling product explanations.

Beyond the marketing announcements, I made sure the decisioning process 
was as smooth as intuitive as possible which utilizing our new tone spectrum. 



What I 
designed

Educational moments Marketing comms

New feature popups

Informational sidebars



Our results



Bonus Project: Pridelings blogs



In addition to owning content for two different product pillars, I was on the leadership 
team of our internal Pride committee, Pridelings. I helped coordinate and host events and 
wrote thought pieces, which were shared enterprise-wide. 





THANK YOU!

Nadia Ibanez
NadiaIbanez.com + NadiaWanders.com



Appendix



Here’s where the Marketing Tools Onboarding 
content started:

Welcome
H1: Congrats on claiming your free Boost trial!
Body: This tour will introduce you to our tools so you can learn to 
be more marketing savvy and sell more tickets.

Email Tool
H1: We’ll help you write emails that people will actually want to 
open
Body: Engage your audience by promoting events and news with 
our templates. We offer unlimited email contact storage and 
retargeting tools to reach readers with ease.

Social Tools
H1: Grown your social following without ever leaving Eventbrite
Body: Publish posts on Facebook, Instagram, and LinkedIn by 
connecting your accounts from our Dashboard. You’ll never have 
to fumble with multiple logins again.

Social Ads
H1: We’ve made social ad campaign creation so much easier
Body: Design social ads with fewer steps. We’ll help you make 
sense of audience targeting and budget management.

And here’s what we tested into:

Welcome
H1: Marketing your events just got way easier
Body: Check out our favorite marketing tools that’ll help you grow your community 
and bank accounts.

Email Tool
H1: Craft instant email campaigns with AI
Body: Let us to the heavy lifting (and writing) for you. Use the Write my email tool 
and we’ll create text using your event’s details.

Social Tools
H1: Leave your social anxiety at the door with sharing tools
Body: Share events to your online community in fewer steps, and watch engagement 
skyrocket. Make new fans (and friends) with our social tools.

Eventbrite Ads
H1: Advertise on Eventbrite and tap into a new market
Body: With Eventbrite Ads, put your events in front of people searching for 
experiences like yours. Set goals, preview your ad, and launch in a few steps.

Promotions
H1: Treat loyalty like royalty with exclusive promotions
Body: Create some hype by rewarding followers with special discounts and early 
access to your events.

Closer
H1: Ready to launch some campaigns?
Body: We’ll keep making it easier to effectively market your events so you can focus 
on building your community and sharing your passions.


