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HI! 

I’m Ivan, and I’m excited to share a bit about my journey as a 
Senior User Experience researcher and Insights manager, coming 
from a background in psychology. Over the past 10 years, I’ve 
had the joy of exploring what customers really want and 
discovering the best ways to meet their needs. My passion lies in 
a customer-centered approach where I utilize analytics, conduct 
customer development studies, run engaging design thinking 
workshops, and perform careful usability testing, alongside other 
UX research methods. I genuinely believe that adopting the Lean 
methodology helps us achieve one important goal: quickly 
gathering meaningful insights in an iterative and budget-friendly 
manner, which allows us to validate our hypotheses just in time. 

I have experience in leading teams and owning products, which 
gives me the ability to build a UX team from the ground up. 
Here’s a brief look at my work journey.



2011—2013 
AFISHA&RAMBLER  
MEDIA HOLDING 
I began my research 
career in one of the 
biggest web services 
providers with a 
monthly audience of 40 
mln people and 1700+ 
employees. 

2016—2019 
STAROST V RADOST 
CHARITABLE FOUNDATOIN 
I launched a successful 
crowdfunding platform that became 
part of the fund. I then became the 
head of digital products, created a 
digital product team, and was 
responsible for all digital product 
decisions. Our team also created 
the first usability laboratory in a 
Russian NPO, where I conducted 
discovery research and UX testing.

2020—2022 
OTKRITIE BANK 
We started our UX team in the 
Small / Medium-sized enterprises 
dept together with a colleague. 
After six months, our UX team of 
five researchers conducts all kinds 
of qualitative research and 
responds to all discovery needs. 
My core task was not only to 
provide everything necessary for a 
successful discovery phase but also 
to keep an eye on the emotional 
health of the team. 

Key Career Highlights

2019 
CATERME 
The growth manager role was 
new to me. That was the first time 
I was focused on quantitative 
research and funnel optimization. 
I developed product hypotheses 
based on data and unit economics 
and performed A/B tests and 
usability testing. We achieved the 
performance of one confirmed 
hypothesis out of 10 and made a 
local website redesign that 
decreased the bounce rate.

v



Current position How can I help your product?

Help you determine 
your product questions 
and plan what and how 
to research. 

Build UX research process 
(gathering requests, 
managing research 
backlog, choosing 
methodology, etc)

Conduct all types of UX 
research and bring 
significant insights.

Analyze and summarize 
the results and conduct 
workshops with the team, 
making the insights clear.

Create wireframes and 
interactive prototypes for 
testing purposes

Support the process of 
implementing the 
recommendations

Plan and conduct 
quantitative research (A/
B testing, questionaries).

Build a UX team and 
organize its work.

Develop UX-competencies 
within the team, organise 
and participate in talks.

2022 
UCRAFT 
As a Senior UX researcher, I do 
almost the same things I did at my 
previous place: I develop 
methodology, conduct research 
and present the results, organize 
teamwork, and train two interns. 
100% of all communication and 
research is in English. 

Learn more on my LinkedIn page

2023 
(under NDA) 

https://www.linkedin.com/in/izverev/


International Focus

RUSSIA

ARMENIA
PORTUGALUSA

UK

I worked with international products targeted to audiences in 
the United States, United Kingdom, Portugal, Armenia, and 
Russia. 
  
In cooperation with local recruitment agencies, I conducted in-
depth interviews and remote usability tests.



How do I work?
I love diving into research throughout every stage of the product development process. From exploring new ideas during the discovery 
phase to validating our findings in the delivery phase, I’m all about making the process as valuable as possible by working iteratively.  

GET DATA 
ANALYZE DISCOVER GET INSIGHTS 

EMPATHIZE

IDEATE 
PROTOTYPE 

TEST

UX Research Briefing 
Web analytics 

Statistical analysis

Desk Research 
Design-thinking 

Qualitative Surveys 
In-depth Interviews 

Field Studies 
First Click Testing

Customer personas 
Workshops 

Customer Journey Mapping 
Blueprints 

 JTBD Framework

Brainstorming 
Prototyping in Figma 

Usability Testing 
Card Sort / Tree test 

First Click test 
 Eye-tracking 

A/B tests



Сase Studies
First session in Online Banking 
Online banking navigation study 
Persona creating for a new product 

Still to be described: 
Catering Marketplace Landing page Optimization 
Fundraising project Discovery phase 
Web builder Discovery phase



First session in 
Online Banking 

#complex study #desk research 
#in-depth interviews #CJM 
#blueprint #support



First session in Online Banking

Any bank takes serious care about the security of customers’ 
accounts. Sometimes, it can have a negative impact on the 
customer experience. This impact is not easy to track, so 
resources will continue to be wasted, and customers will remain 
unsatisfied. So one day, a product owner working on CSI of 
online banking discovered many calls to a support team with 
one question — how to log in? He involved our department in 
researching this part of the customer journey. 

Project Overview

Key Tasks
Explore and understand client experience: what issues they 
face when trying to start using online banking. 
Come up with a list of insights and further assumptions that 
can help to improve the CSI of online banking and decrease 
the number of calls to the support team regarding logging in.



First session in Online Banking

GET DATA 
ANALYZE DISCOVER GET INSIGHTS 

EMPATHIZE

IDEATE 
PROTOTYPE 

TEST

UX research briefing to 
uncover the goal of the research 
and stakeholders' expectations. 

Customer behavior 
analytics 
- Explore the account activation 

funnel to find the critical 
action that leads to a call  

- Analyze customer call 
recordings to assume what 
issues customers may face

UX expert review 
of the first session user journey to 
bring more details and focus on 
possible CX issues. 

We held in-depth interview 
sessions to dig into the 
assumptions from the previous 
step and learn how our 
customers have solved their login 
issues. I conducted 8 interview 
sessions where I discovered 
recurring patterns and insights.

Customer journey mapping 
to structure the findings and 
insights, aligning it with a 
blueprint of the customer 
activation process. 

Workshop to discuss the 
insights and craft a roadmap on 
what changes to make and how 
to verify them live. 

Given that the changes were 
easy and cost-effective to 
implement on the front end, we 
happily decided to proceed 
with them. We tracked the 
number of calls and the 
percentage of successful logins 
on the first attempt.

Research setup



First session in Online Banking

Customer Journey Map and a Blueprint (from a bird's eye view) 



First session in Online Banking

Customers' profiles

Small-scale Entrepreneur 
He does everything himself, so he can not 
keep all the details in his head. He expects 
service to help, but in case of problems, he 
prefers to work them out himself and then 
call support.

An accountant in a medium-sized company 
She is a trusted person in charge of everything 
related to bank accounts. She also helps an owner 
open a new one. However, the owner prefers to 
keep his credentials on his mobile and email.

Key Insights

Where is my password? 
Since the bank sends a temporary 
password via SMS (as well as 7 
additional SMS), customers often 
forget where to find it. Some of them 
couldn’t locate it because it was 
among other messages with banking 
information.

The password is on a CEO's phone 
It is common for the CEO’s phone number 
to be the only one mentioned in the 
contract, so he receives all the SMS. 
Managers don't want to bother their boss 
with finding the password, so they try to 
solve it by approaching the support team.

The logic of a temporary password is 
unclear. The UI needs to be fixed. 
Customers couldn’t get the idea of changing the 
password in 72 hours and when they got an error 
while logging in, they couldn’t understand what to 
do. Since they needed to log in immediately, they 
didn’t try to figure it out or reach the support team.



First session in Online Banking

Key Decisions 

Inform clients at the application stage 
We place the information on the application page that the phone 
number will be used for receiving login credentials.

Rework the temporary password logic 
When the temporary password expires, don’t display an 
error; instead, let the customer create a new password.

Proofread texts with a UX Writer 
We rewrote the emails and SMS texts to make them less wordy 
and more straightforward to understand.

Number of calls to the support team (“Password recovery” topic)

May 2021 June 2021 (changing made) July 2021 Aug 2021 Sep 2021 Oct 2021

7558 7001 5788 5101 5820 4623

Nov 2021

4090



Online banking 
Navigation Study

#complex study #remote #UX 
testing #open card sort #kardsort 
#blueprint #guidelines #support



Online banking navigation study

As a product evolves quickly with new sections popping up 
nearly every month, it's easy for navigation to become 
challenging. Over time, customers might find themselves 
struggling to locate sections and features. When feature owners 
merge multiple sections under an unclear name, it can lead to 
confusion, prompting customers to reach out to support or even 
consider other options. Unfortunately, we’ve encountered this 
situation again. It’s also become a challenge for feature owners 
to determine the best place for new sections to be added. 

Project Overview

Key Tasks
Explore what issues customers face when they try to find 
some essential sections during the initial period of use. 
Come up with insights into what navigation structure will solve 
the issues and increase customer satisfaction. 
Verify the assumption from the PO that customers are 
overwhelmed by the number of menu items. Therefore, they 
want to customize the menu and highlight the most useful 
ones. 
Provide information for creating a guideline for menu scaling. 

«You said that there are  
special offerings to a small 

business, some discounts. I’ve 
chosen you because you have 
those discounts, your manager 
sent me a link to a page with 

them. But now I’ve lost the link, 
lost the page in your menu and 
even your manager is unable 

to help me». 
(A message to a customer 

support)



Online banking navigation study

GET DATA 
ANALYZE DISCOVER GET INSIGHTS 

EMPATHIZE

IDEATE 
PROTOTYPE 

TEST

UX research briefing to 
uncover the goal of the research 
and stakeholders' expectations. 

Customer behavior 
analytics 
- Find out what sections and 

flows are the most popular in 
different breakdowns 

- Explore feedback from 
customers

Competitor analysis 
to discover navigation patterns 
that may affect. 

Usability testing to uncover 
issues customers face 
performing the basic tasks. 

Open card sorting to 
discover the right mental model 
and classification of sections. 

Customer journey mapping 
to structure the findings and 
insights 

Presentation  

Workshop to discuss the 
insights and craft a roadmap on 
how to rebuild the navigation. 

Since changing the navigation 
structure is a very risky process, 
our team was involved in 
checking the changes that were 
deployed gradually. 

We also consulted designers, 
who added new sections in 
accordance with the headlines.

Research setup



Online banking navigation study

Conducting the research

Сompetitors analysis 
8 competitors’ online bankings 
have been evaluated. I 
discovered several patterns that 
our structure doesn’t follow. Paid 
attention to these patterns in the 
next steps

UX Test 
I conducted 6 sessions with 
newcomers and got repetitive issues. 
The most hard-to-find sections 
appeared to be Profile settings and 
Foreign operations. The most 
confusing ones were the Services and 
Personal offers, which differed from 
those of the competitors.

Open Card Sort 
I conducted two series of remote 
open card sorting sessions — with 8 
current customers and 9 competitors’ 
customers to avoid the influence of 
the previous experience. The stimulus 
material was the sections of our 
website. As a result, we got a 
Similarity diagram.



Online banking navigation study

Research Insights

Classification based on product or 
department structure does not work 
Customers, whether they already use our bank or not, 
organize sections according to their everyday needs. 
It’s easy to see how our menu structure might have 
felt a bit fragmented at first.

Day-to-day operations 
Customers were frustrated by the large number of 
useless sections and tried to find daily-used features 
among them. During sorting, the most frequent group 
of items represented services customers already used 
or purchased.

Some of the items' names were confusing 
Customers were frustrated with the Services or Products 
sections. They couldn’t describe the difference. At the 
same time, they navigated there to find something they 
couldn't find quickly and got more confused if the 
content of these sections was unexpected.

Similarity diagram.

Correspondence of menu items 
to the participants’ groups. 



Online banking navigation study

Key Decisions 

Rearranging the menu items 
We reworked a menu, putting the most frequently used 
items on top, moving the most popular services out of 
the secondary level, hiding rare items, relocating 
Settings and Contractors items to the most common 
place, and renaming some items to make them clearer.

Creating guidelines 
To start, we all agreed that placing new sections 
randomly wouldn’t work well. It's important to first make 
an assumption based on the card sorting results. After 
we determine the best spot for a menu item, we can put 
it to the test with either moderated or unmoderated UX 
tests. 

Further research 
We found that the sample size was a bit smaller than 
ideal, so we can’t quite conclude that the results have 
strict statistical significance just yet. This is why we 
highly recommend moving forward with the second 
step of the study, adding at least 10 more participants 
to each group for more robust findings.



Persona creation 
for a new product

#complex study #remote #UX 
testing #open card sort #kardsort 
#blueprint #guidelines #support



Persona creation for a new product

The pandemic has brought about a unique situation where, 
while many more people are embracing online shopping, 
others discover they have valuable offerings to share. In 
response, the company has chosen to focus on the e-commerce 
landscape by developing an intuitive e-commerce website 
builder. However, since this was our team's first venture into this 
specific market, we realized how important it is to understand 
our users—getting to know their context, motivations, needs, and 
even how they approach using similar products from 
competitors. This insight is crucial for us to truly step into their 
shoes and make informed product and design decisions.

Project Overview

Key Tasks
Gather all the ideas and assumptions regarding personas 
across the marketing team and product managers. 
Validate these assumptions on a competitor’s customers. 
Create and visualize personas. 
Present personas and make them an easy way to 
communicate and make decisions. 



Persona creation for a new product

GET DATA 
ANALYZE DISCOVER GET INSIGHTS 

EMPATHIZE

IDEATE 
PROTOTYPE 

TEST

Workshop to gather the ideas 
and assumptions from the 
marketing team and product 
managers. 

Proto Personas creating 
- Summarize all the 

assumptions into compact 
persona descriptions 

- Figure out the most critical 
assumptions to verify.

Conduct interviews 
with target audience 
representatives to discover 
everything we context, tasks, 
pains, and values. 

Put all the findings into a 
table that will be easy to 
analyze. 

Analyze the results and find 
repeating patterns. Sometimes I 
re-listen to the recordings to 
ensure I didn’t miss any critical 
details.   

Presentation  

Workshop to discuss the 
insights with the team. 

Brainstorm what gains and 
benefits can we provide to 
match persona’s pains and 
values

Research setup

Share the personas with 
other product 
departments.



Persona creation for a new product

initial market research data

Small-scale merchant 

Newcomer to e-commerce. 
Doesn’t have experience in creating a website (or have 
a little experience in the past) 
Experience problems with shipping and order processes 
Number of employees - 0 or 1 
Region: US, UK, Western Europe 
Income - small.

Middle-scale merchant 

A business owner with much knowledge in sales 
and networking skills. He is in search of a scalable 
eCommerce website with the possibility to custom 
design and free selling subscriptions.   
Number of employees - 20-50 
Region: US, UK, Western Europe 
Income - high. 

? ?



Persona creation for a new product

Proto personas generating workshop



Persona creation for a new product

Personas in-depth interview scenario

An in-depth interview scenario designed to be 

easy to use for interns as well.



Persona creation for a new product

Insights table (from a bird's eye view) 



Persona creation for a new product

Key Insights

Small-scale merchant feels anxious. 
When an entrepreneur starts a business, she faces uncertainty and a small 
budget. Creating a website on your own can be anxious, especially if no one 
can help. So, entrepreneurs choose services they already use or those their 
friends use. They also look at how much information is on YouTube and the 
support section of the service. They are afraid of being left without support.

Middle-scale merchant is actually another person. 
We initially noted that the owner of a medium-sized business can indeed create their 
own website. However, based on the results from our questionnaire, we found that they 
tend to be less involved in the process than we expected. It appears that the decisions 
are primarily made by the employee assigned to handle it, with the business owner 
taking on a more client-like role.

Middle-scale business employers are less anxious and more deadline-dependent. 
This persona seems to be pretty enthusiastic to work on the company's old-fashioned website. He 
suggests redesigning that, but since the company doesn't have a web design department, he 
leads the process himself. The main challenge is to make a website following a brand book and 
manage SEO ideas and requirements. And to meet the deadline of course. They're not as 
anxious as small-scale entrepreneurs because they're not betting all their money on it.



Persona creation for a new product

Key pains

😓 
She's anxious about whether she can 
manage the web builder service 
because crafting a website still seems 
complicated and time-consuming.

🤕 
The transition from the previous 
service, which I was not satisfied with, 
takes a long time because you have 
to create a site from scratch.

🤔 
She is unsure how the 
content she puts on the 
website will be perceived 
on the customer’s end. Is 
it good enough? So she 
feels anxious without any 
assistance.

😮💨 
I have so many things to 
manage, so I can not spend 
time with my family and 
recover.

Small-scale  
merchant

Mid-scale  
merchant employee

🤬 
Hidden fees are very frustrating: you 
paid a lot for a business account, but 
this is not enough, and you still have 
to pay for extensions and plugins.

😓 
Managing CEO's ideas and 
requirements regarding the website is 
tricky, especially if he changes his 
mind

🫤 
I need to follow the brand book, but 
I can not fine-tune the shape of the 
elements, like rounding the corners, 
so the design doesn't look fine.

⏰ 
Since you have a deadline 
commitment, you can not 
waste time with many 
changes; if you figure out 
that the template you picked 
doesn't match your ideas, 
you can be stuck.



Persona creation for a new product

Results

Assumptions were verified, and we got a more accurate picture 
of our customers.

Participating in or watching the interview recordings really 
helped the product owners connect with their customers on a 
deeper level, enhancing their empathy.

The team worked harmoniously in workshops, and team 
members were eager to share their insights about customers. 
These valuable findings laid the groundwork for proto-personas, 
making everyone feel that their voices were truly heard.

This practice has been recognized as a success. So designers’ 
personas are waiting to be created.



UX team 
management



UX Team management 

Understanding the goals 
I’ve had the opportunity to build the UX team from the 
ground up! It’s been a rewarding journey of understanding 
our goals and figuring out exactly what type of specialists we 
need to achieve them.

Hiring process 
I took the lead in crafting the application requirements and 
job descriptions, and I really enjoyed being part of the 
interview process.

Onboarding 
I took an important step in welcoming newcomers by 
designing a friendly one-week introduction course. The aim 
was to help them become a vibrant, self-driving unit in no 
time!

Personal wellbeing  
After experiencing professional burnout myself, I felt inspired 
to help my colleagues steer clear of it. So, we got together 
and created a helpful list of simple rules that really made a 
difference in preventing burnout for all of us. I even shared 
this practice at the World Usability Day conference!

Watch on Youtube 

http://Personal%20wellbeing%20%20Having%20experienced%20professional%20burnout,%20I%20decided%20to%20help%20my%20colleagues%20avoid%20it.%20Together%20we%20created%20a%20list%20of%20simple%20rules,%20which%20allowed%20us%20not%20to%20burn%20out.%20I%20told%20about%20this%20practice%20at%20a%20World%20Usability%20Day%20conference%20(rus).


Thank you! 

And let’s do something great together!

ivanzverev.workmail@gmail.com
+374 93 537410
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