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FOREWORD

In a digital-first, access anything-from-anywhere world,
the brands of the future that wish to remain competitive
will rely on exceptional digital experiences that work

for everyone.

The role of UX research is critical to identify, measure,
and optimize these experiences, but organizations are
still missing out on revenue by ighoring the power of
UX insights.

As you'll see from the survey results, there's an increasing
demand for research, and more companies are seeing the
positive impact of UX on business KPls. However, for UX
research to fulfill its business-critical function, it needs to
be used more strategically and embedded throughout the
product development lifecycle.

To achieve this, there should be board-level responsibility

for customer facing-experiences and the critical business

impacts these interactions drive. Exceptional digital Alfonso de la Nuez
experiences rely on an insights-fuelled culture driven from Co-CEO and Co-Founder
the top. And this journey begins and ends with the user. UserZoom



INTRODUCTION

Welcome to the fourth edition of our

State of UX survey report, where we take
the temperature of the user experience
(UX) industry to see the trends, challenges,

and opportunities ahead.

Organizations are
missing out on golden
UX optimization
opportunities—
and leaving growth
opportunities and
financial gains out
on the field.

Digital experiences perform poorly when
UX insights are not routinely embedded

in decision-making. And because poor
digital experiences lead to lost customers,
organizations are losing money and letting

competitors take the digital advantage.



WHAT WE FOUND

w1

User insight is getting
left out of product
and UX decisions

W

Time is the leading
obstacle to creating
a culture of user-
centricity

#2

Organizations aren’t
linking the power

of great UX design
to revenue

#5

Demand for
UX research is
outpacing supply

#3

Many rely on
incomplete UX
metrics, without
actionable insight

#6

DE&I considerations
are not standard
practice in nearly
half of UX teams
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User insightis
getting left out
of product and
UX decisions

For your organization,
how much does user

experience improve
the following?

Is user research well-integrated

into the product development
process?




Too many companies—
45%—are failing to properly
integrate user research

into the full product
development lifecycle,
despite this being a clear
business growth lever.

In some organizations, our surveyed UX
professionals are unable to demonstrate

their impact on the finished design:

43% of organizations don’t have processes
in place to make design and UX decisions

based on feedback.

These companies are leaving users out of
critical investment and product decisions,
and that means they’re not getting the full
benefit of their UX investment, and worse

still, missing out on the financial gains of

using real UX insights to shape their products

and services.

These results are all the more surprising given

that companies that integrate UX into the
product development process see significant,

measurable gains on key business metrics.

By margins of 30+ points, digital
experience teams that consistently
integrate user research in product
development report a positive
impact on customer satisfaction
(80% to 50%) and brand perception
(76% to 45%), compared to those
that don’t.



The Im.paCt Of UX . User Research consistently integrated
on bUSI“GSS goals in to the product development process

Impact of inconsistently/not integrating
research on business goals

wsscionsones [T — et promoter/ [ o
50% loyalty scores 32%
45% 34%
Active users r 73% Profitability — 66%
37% 37%
34% 35%
Retention — 70% Cost reduction F o8%
37% 25%
Conversion — 68% App downloads F 53%
33% 23%
Speed of — 68%
product adoption 33%



On critical metrics that impact the
bottom line—retention, conversion,

and revenue—the teams that integrate
user research in product development

are roughly twice as likely to
outperform those that don't.

Our results highlight how critical it is to
embed UX research throughout the product
development life cycle. From the beginning,
UX research enables you to gain assurance
about your solution, tweak ideas based on
viable feedback and transform good ideas

into great ones.

Having a deeper understanding of the what,
why, AND how of your users will also help

power an insights-driven culture.

Truly customer-centric organizations have UX
embedded in the culture. Every decision and
priority is insight-driven from the top-down,

with the user given a voice in the boardroom.

As Google's philosophy states:

"Focus on the
user and all else
will follow."


https://www.google.com/url?q=https://about.google/philosophy/&sa=D&source=editors&ust=1650914733240684&usg=AOvVaw2i5JLxZsLuq5cB4qI5t7bX

The best design performers increase their
revenues and shareholder returns at nearly
twice the rate of their industry counterparts.

MCKINSEY
THE BUSINESS VALUE OF DESIGN


https://www.mckinsey.com/business-functions/mckinsey-design/our-insights/the-business-value-of-design
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Organizations
aren't linking
the power of
great UX design
to revenue




Last year, our State of UX report found that,

in most organizations, there is no clear-cut
accountability for delivering an optimal user

experience.

In 2022, the most innovative organizations
are moving UX management and strategy
into the C-Suite, leaving behind the majority of
organizations that still consider UX management

to be primarily a tactical consideration.

In other organizations, the business unit tends
to be responsible for UX (20%) over a single
C-level role in most companies. Overwhelmingly,

the most senior UX leader is a middle manager.

Just 13% of

organizations

have a UX leader

in the C-suite. 1.7%

Vice President

6.3%

Sr. Vice President

The most senior UX
leaders are likely to
be found in middle

management
37.5%
31.9% Director
Manager


https://www.google.com/url?q=https://www.userzoom.com/ux-library/report-ux-360-demonstrating-digital-success/&sa=D&source=editors&ust=1650534946064151&usg=AOvVaw1xJI8ERiQ9agREzWjODsSM

8% chief

Experience
Officer

‘ 6% chief
Information
Officer

4% Chief

Customer
Officer

9% Chief ‘
Marketing

Officer

5% cChief

Executive
Officer

C-suite
executive
responsible
for UX

3% Chief
Operating
Officer
o
16 % Chief
Technology

Officer

Not sure

o, . 9
20% Each business unit
or function is responsible
for user experience

14% cChief
Product Officer

6% Chief
Design Officer



More than two-
thirds of you say
that UX positively
impacts customer
satisfaction and

a substantial
majority (62%)
say it improves
brand perception.

Despite a lack of executive leadership in For more information

the majority of organizations, the value of on demonstrating the

a great UX is evident. business impact of UX,

read our complete guide

User experience also correlates highly with to UX Benchmarking.

improving critical KPIs like active users,

support requests, retention, and conversion.

Organizations need to start measuring UX

as a business-critical function, as investments
have a massive potential impact on revenue.
Just imagine the improvements you could
make if you had stronger backing from your

executives—and a growing budget to match.

Executive buy-in is a holy grail for many UX
teams, but it is achievable. UX teams need

to learn to speak the language of the C-Suite.

From our experience, this starts with good
data: showing your executives the value of

UX in the context of wider business metrics.


https://info.userzoom.com/ebook-ux-benchmarking-101.html
https://info.userzoom.com/ebook-ux-benchmarking-101.html

One of the challenges that UX teams face
today is identifying the right success metrics.

70% report the demand for UX research
has increased in the past year, but almost
half say that budgets are unchanged.

This indicates a tipping point of needing to
prove the value of UX investment AND the
need to translate UX insights into measurable
business outcomes.

Dana Bishop ’ ,

VP Research Partner, UserZoom
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Many rely on
incomplete UX
metrics, without
actionable insight

Usability Score

Ease of Use 69%

Appearance 56%




The good news is that executives
are using measurement to assess
UX. The bad news is they're often
using the wrong metrics.

There’s a reliance on UX performance
measures that provide little guidance

on how users react to experiences and
how to improve them, despite the proven

stated impact on CSAT and revenue.

There are signs that may change,
with broad aspirations among digital
experience professionals to do more

UX benchmarking in the coming year.
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The most common ways
leadership evaluate UX-
customer satisfaction (63%),
business metrics (60%)

and product/site analytics
(51%) — say little about

how users react to digital
experiences or how to
improve them.
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60 % Business

metrics, like sales

9% Executives retention

at my organization
do not measure
or evaluate UX

A48 % Outcomes
like downloads,
conversions and
support tickets

How
executives

measure/

evaluate
UX

51% Product
25% Composite or site analytic
UX metrics such
as SUS, SUPR-Q

or QXscore™

3% Other
31% Net

promoter score

63 % customer
satisfaction



Encouragingly, a quarter of executives are
benchmarking UX—which is great news and

something we'd like to see more.

Organizations tend to

use UX to discover usability
issues (68%) and validate
designs (66%) rather than
drive product strategy

or innovation (50%) or
measure UX performance
against competitors (36%).

Companies are missing a trick here, and
overlooking higher value research opportunities
that can inform broader business decision-

making earlier in the process.
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Identify usability/user
problems to address

Validate/test designs

Understand the
customer journey

Identify unmet user needs

Iterate on designs
throughout development

Prioritize product
features/enhancements

Test navigation/
information architecture

Drive product
strategy/innovation

Measure UX performance
over time

Measure UX performance
relative to competitors

Moving from tactical to strategic UX research
doesn’t happen overnight, but you can take
steps to lay the foundations for more impactful
research. The best way to do this is by
developing a ResearchOps program in your

organization (more on that in insight 5).

I 63%
I 66%

I 61
-
N 5o
N o
I 50
N S0
I
L A
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| don't have the time or resources to
waste on A/B testing. Sacrificing traffic
and potential sales to observe marginal
performance differences doesn't make
sense. | need to know what visitors
think and why.

Caroline Jensen ' '
VP of Marketing, Whistle
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Timeis the
leading obstacle
to creating

a culture of
user-centricity




Time, budget, and resource constraints
are holding back efforts to create a
user-centric culture.

Last year, we found that time, budget,

and resources were the top three obstacles
to effective UX. The state of play is exactly
the same in 2022.

Top five UX research obstacles:

55% — Time constraints

44% - Budget constraints

44% - Resource constraints

34% - Difficulty recruiting participants
28% — Lack of stakeholder buy-in

70% of you say that demand for UX has
increased in the past year—a quarter of
you say significantly so. At the same time,

45% say budgets have remained the same.
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It's positive that demand for UX is increasing.
It shows that other departments believe in

the value of UX research. However, you can’t
deliver that value when you're overstretched

and under-resourced.

"70% say that demand for
UX has increased In the
past years—yet budgets
stay the same."



22% Lack of

research experience

ObSt?C'QS 24% Lack of
to dOIng UX zg%?asr’;o tool/

research

44% Budget

constraints

24 % Lack

of collaboration

51% Time

constraints

28% Lack of
stakeholder buy-in

34% pifficulty
recruiting participants

44 % Resource
constraints




Current methods, budgets, and staffing
simply can’t keep up with demand and

too many resources are wasted.

There’s also a potential perception failure here,

that UX research is seen to be time-consuming

and adding extra steps in the product

development process.

And this is often why digital product, design,
and research leaders are forced to trade

off the quality of insights in favor of speed.
They can either go faster with limited insights
but at a more frequent pace, or go deeper
with high-quality insights that slow down

product development.

Choosing either path can stop UX teams

from contributing meaningfully.
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However, with the right system,

you can take the digital experience
advantage, and deliver exceptional
digital experiences by surfacing
higher-quality UX insights at a faster
pace. Satisfying both business
demands and customer needs.

To do this, you need the right multi-method
research capabilities, automated participant
recruitment and data analysis, and embedded
research best practices, to ensure you're
surfacing actionable insights throughout the
product development lifecycle and driving

measurable ROI.
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Not everything is about tactical
feedback on a prototype for us.
Running moderated interviews
helps us drive strategy by using
conversations with real users to
build our market knowledge.

Lead Design Researcher ' '

Leading Financial Institution
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Demand for
UX research
Is outpacing
supply

Which teams in your
organization conduct
some form of UX
research today?

Which teams in your organization rely
on UX research to make decisions?




The increased demand for UX research
is fueling a trend for democratization.
But how can UX research departments
keep up with the UX needs of the

wider business? 50% Of res pondents
About half (51%) of digital experience Sa id t hey cent ra I ize

professionals say that UX teams conduct

UX research. While almost a third of marketing a nd s h a re Ux resea rCh

teams are conducting UX research, and two

in five respondents say that design, customer inSi g ht s' Wh i Ie 42%

experience, and product teams are performing

said their organization
As demand for UX spreads across organizations, has a resea rCh

it's encouraging to see the rise of centralization

along with research operations teams. ope rations tea m -

21



Consumers and suppliers
of UX research across
the organization 0

Rely on UX research

. Conduct UX research

56% UX Research 60%

56% User Experience 51%

23% Market Research _ 32%

21%

Engineering - 9%

2% Other I 2%



Training people from other teams is vital to
success. Not only will it free up your time to
focus on more strategic initiatives, but you'll
end up creating UX advocates across the
business. This, in turn, improves the chances

of stakeholder buy-in.

To do this successfully, you'll need
the right governance in place.

This means developing tools that
help expand capacity whilst ensuring
quality research is conducted by

all teams.

This includes training programs, centralized
support, templates for study builds and
screener questions to ensure quality data,

and rigorous sign-off procedures.

If this all sounds too ambitious, you can use
a platform or partner to help your organization

learn best practices, develop custom templates,

23

align stakeholders and make UX research
everyone’s business, and equip UX practitioners
of all experience levels with the skills and
knowledge needed to create better digital

experiences with the right insights.

According to Kate Towsey, Research operations

provide the infrastructure that helps support
and shape how research is seen and done in an
organization. Developing a research operations
infrastructure takes a little time and effort—

but it is certainly worthwhile.

Research operations, essentially, is about

creating streamlined processes for user research.

The ultimate aim is to make user research
activities easier, speedier, more consistent,
more accessible and helps build confidence

in UX across the entire department.

If you're interested in getting
started, check out this in-depth

guide to research operations.



https://www.userzoom.com/ux-library/kate-towseys-six-researchops-lessons/
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I've been able to train up 50+ people
across the organization to run their
owhn research. My company now gets
the best value from my expertise
working on the really complex projects.

Dr. Ciara Davey ' '
Lead UX Researcher, LV=
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DE&Il considerations
are not standard

practice in nearly
half of UX teams



The UX research industry needs
to cast the net wider to better
understand and serve all users.

We should be striving to ensure our usability
tests, explorations, or desk research include
users from a range of backgrounds, household
incomes, life stages, ethnicities, disabilities,

sexes, and genders.

43% say DE&I will be one of the most critical
trends affecting user experience in the next

five years.

This mirrors external third-party research
suggesting, organizations that embrace DE&I

are more successful than those that don't.
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45% of UX teams say
that DE&I considerations
are not standard practice.

Diversity, equity, and inclusion is
a standard consideration in our
UX design and research practice.

| Consistently considered | Inconsistently/never considered

55% 45%
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The current
state of DE&I
in UX research

287%

Say ensuring diversity and
inclusion in participant recruiting
is the most challenging part

of their research process

Say DEI will be one of the
most important trends
affecting user experience
in the next 5 years



Minority community members deserve to
be represented just as much as anyone else.
It would be immoral to ignore their voices, and it

would be a lost commercial opportunity too.

More than over a fifth (28%) say that
ensuring diversity and inclusion in
participant recruiting is the most
challenging part of the research process.

This might be why nearly half of UX pros (45%)
say that DE&I considerations are not standard

practice when conducting research.

Designing solutions and conducting research
that reflects a real-world user base is critical
to the validity of your insights. Without DE&I
as a top consideration, your research paints

an incomplete picture.

To tackle this challenge, you need to have a
strategy in place to ensure the inclusive recruit-

ment of participants.

5 ways to
increase diversity
in participant
recruitment

#1

Choose quotas carefully. Less flexible
quotas will increase sample costs and

time in field.

#2

Increase sample size. A larger sample
size will naturally include greater diversity
of participants, as well as support

demographic quotas.

#3

Think deeply on whether diversity

between people is related to a diverse UX.

Asking underrepresented minorities to overly

participate in unaligned research can be
laborious and tokenizing. Be strategic with

who to target and when.

Sarah Haverly, Sr. Research Partner,
presents five tips for broadening
DE&I in participant recruitment.

#4

Zoom out. Every study needn't ask every
question. Keep your long term program

of research focused on representation.

#5

Collaborate! To bolster your sample,
work strategically with partners to maximize

the inclusivity of your recruitment.
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THE WAY FORWARD

UXinsights are one

of the biggest levers
for growth, yet they’re
still underutilized

While too many organizations are
wasting money overlooking the link to
growth and revenue, and not making
the most of their UX professionals,
the UX industry is clearly on the
precipice of positive disruption.

Every company is a digital company today,
and the user experience is an overlooked
lever of customer satisfaction, loyalty,

and ultimately revenue growth.

As the democratization of UX research
spreads and more executives begin to realize
the intrinsic value of their UX investments,
UX researchers need to firmly take their

seats at the boardroom table.



Getin touch

Contact UserZoom to
see how you can power
exceptional digital
experiences through
rapid, detailed insights.

Speak to us



https://www.userzoom.com/contact/
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METHODOLOGY

The survey was conducted
among 693 digital experience
professionals across

42 countries.

Our respondents included C-Level

executives, VPs, SVPs, Directors,

Managers, and Individual Contributors.

Job roles include UX Design,

UX Research, Customer Experience,
Product Management, Marketing/
Market Research/Insights,

and Research Operations.
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UNITED STATES
UNITED KINGDOM
CANADA
AUSTRALIA
GERAMNY
SPAIN

INDIA
NETHERLANDS
FRANCE
SOUTH AFRICA
NIGERIA
MEXICO
BRAZIL

ISRAEL

NEW ZEALAND
POLAND
ROMANIA
SWITZERLAND
AUSTRIA
DENMARK
KENYA

The state of

User Experience

in 42 countries

PHILIPPINES
SINGAPORE
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IRELAND
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BOTSWANA
CAMEROON
CHINA
COLOMBIA
COTE D’'LVOIRE
CROATIA
CUBA
GREECE
HUNGARY
JAPAN
KOREA, SOUTH
LITHUANIA
PAKISTAN
PORTUGAL
RUSSIA
TURKEY






