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Overview
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Why conduct research?

Cori Savaiano 
Product Manager

“I don’t know if I’m normal.”
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User Studies
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Chartboost Users
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Products Tested
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Products Tested

Chartboost.com

Segment Builder

Level Tracking

Advertiser Onboarding
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Products Tested

Chartboost.com

Segment Builder

Level Tracking

Advertiser Onboarding
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Changes Made
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We make changes quickly.
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And they’re as cheap as chalk.



243,712



243,712*
Headaches and $ Saved 

(*estimate)
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UX Research Methods
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Heuristic Evaluation
Expert review to ensure that design follows UX best practices.
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Heuristic Evaluation
Expert review to ensure that design follows UX best practices.



21

Heuristic Evaluation
Expert review to ensure that design follows UX best practices.

PRO: You don’t need to talk to anyone else.
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Heuristic Evaluation
Expert review to ensure that design follows UX best practices.

CON: You’re not talking to anyone else.
PRO: You don’t need to talk to anyone else.
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Personas
Design based on our users’ needs.
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Personas
Design based on our users’ needs.

PRO: You have kind of talked to a user.
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Personas
Design based on our users’ needs.

CON: You have only kind of talked to a user.
PRO: You have kind of talked to a user.
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In-Person Interviews
Design definitely based on our users’ needs.
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In-Person Interviews

PRO: Gives you the best information.

Design definitely based on our users’ needs.
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In-Person Interviews

CON: Takes the longest amount of time.
PRO: Gives you the best information.

Design definitely based on our users’ needs.
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Case Study: 
Segment Builder
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The Problem

We have this and this.
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The Problem

We have this OR this.
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The Problem

We have ALL this or ALL this.
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Iced Tea and 
Lemonade
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The Problem

Iced Tea and 
Lemonade

Iced Tea and 
Lemonade
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Prediction

This will be really hard for users  
to understand.
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Our Best Design
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Let’s launch!

Ready?
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Not so fast, Buster.

Can’t I just use the 
Force?
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Let’s do some research first.

Let’s research!

? ? ? ?
?
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What We Discovered
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Version 2
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Version 2
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Version 3
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Version 3
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How Designers Talk

Oh, I get it!
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How Designers Talk

Oh, I get it!
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Version 4
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Version 4
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Version 5 (for v2)
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Version 5 (for v2)
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5 Versions and Zero Engineering Work
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Momo understands it.*
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Scott understands it.
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Summary
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I prepared for takeoff!

I need a mechanic!

Moral #1: Chalk is cheap.
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Moral #2: Never design alone.
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Moral #3: Use the Data-Driven UX Force.
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Resources on Confluence
UX Research studies are under Product > User Experience

Let me know if you have any research needs.
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