
UX Surveys



What is a UX 
Survey?

A user experience (UX) survey collects 
quantitative and qualitative data about a 
user’s interactions and experience with a 
digital product.

Surveys typically consist of a set of 
questions used to assess a participant’s 
preferences, attitudes, characteristics and 
opinions on a given topic. 

A survey is a method of gathering 
information from a sample of people, 
traditionally intending to scale the results to 
a larger population.



Types of Questions



Structured
(Closed)

Structured questions are questions that 

offer the respondent a closed set of 

responses from which to choose. 

Structured questions make data collection 

and analysis much simpler and they take 

less time to answer.

Closed Questions: These prompt 

participants to answer from a fixed number 

of possible responses. 

Examples of closed questions include:

● Yes/No questions

● Multiple choice type questions (radio 

or checkbox)

● Rating questions

Advantages

● Have a higher response rate

● Are easier to analyze

● Can provide statistical significance

● Can be used to "quantify" qualitative 

findings



Non-Structured
(Open-Ended)

Non-structured questions are open-ended 

questions, where there is no list or partial 

list of answer choices from which to 

choose. Respondents are simply asked to 

write their responses to a question.

Open-ended questions: Used when we want 

respondents to answer briefly on a topic 

question with no specific conditions.

Examples of open-ended questions include:

● Stand-alone questions

● Follow-up questions

● "Other" option on a multiple-choice 

question

Advantages

● Can provide insight into "why" users 

are answering in a specific way

● Allows for responses you may not 

have expected

● Are much more abundant in 

qualitative detail

● Gives respondents the chance to 

express themselves fully



Demographics

Demographic questions are more like hard 

data.

Age, Gender, Location, Profession, etc.

Can be used to understand who your user is 

and who took the survey.

They don’t shed light on the passion points 

and interests of an audience however.

For example, if you’re building something for 

the youth, age is an important fact and key 

detail there.



Types of Questions to Avoid



Leading Questions

Leading or loaded questions make many 

assumptions about a person's feelings or 

context and bring in bias.

They force the respondent to answer in a 

way that may be untrue and could skew the 

data. 

Avoid these questions by introducing logic 

to your survey.

Bad questions that assume a positive or 

negative experience, like: “What did you 

hate most about this feature?”

Bad question that encourages a desired 

answer. Like, “If you enjoyed this product, 

should we create more like it?”

Loaded question: "Where do you enjoy 

drinking beer?"

Unloaded question sequence: 
"Do you enjoy drinking beer?"

If yes, "Where do you drink beer?"



Double-Barreled 
Questions

Asking two questions at once, which makes 

it impossible for a participant to respond 

appropriately. 

Go through each item and ensure there is 

only one answer, and be sure not to include 

and/or questions.

Double-barreled question: 
"How do you feel about the information 

and/or functionality on this website?"

Two separate questions: 

1. "How do you feel about the 

functionality of this website?" 

2.  "How do you feel about the 

information on this website?"



Double Negatives

A double negative refers to the presence of 

two negatives in one statement or question. 

These types of questions create an 

unnecessary amount of confusion in the 

mind of the respondent and the researcher.

There is a simple fix for this problem; just 

take the negative out of the sentence!

Double-Negative  question: 
"Do you disagree that dogs should not be 

allowed in restaurants?"

Corrected:
"Should dogs be allowed in restaurants?"



Unbalanced Scales

Number of Choices
If you have 4 answers in a scale (very bad, 
bad, good, very good) people are forced to 
decide between good and bad. 

Give them a middle option, so the stats won’t 
be distorted by the people who can’t decide.

Quality of Choices
Unbalanced scales will sway answers by 
limiting the quality difference  of users' 
choices. This one sways towards positive. 

For example, "How much did you enjoy your 
experience on a scale of 1 (enjoyed it a little) 
to 5 (enjoyed it a lot)?"

Should be more like: 
1 (strongly disliked it) to 5 (enjoyed it a lot)



Bias
Bias can sneak into even the most carefully 

written survey. 

Here are several of the most common 

biases you should be aware of:

Confirmation bias: Basically, this is when you only 
ask questions that confirm your own hypothesis.

Framing effect: This refers to how framing your 
questions can influence responses.

Hindsight bias: The tendency for people to think 
events that have occurred are more predictable than 
they actually were.

Serial position effect: People tend to favor things 
that are at the beginning or end of a list.

Illusion of transparency: This refers to how people 
overestimate the extent to which they know what 
the other person is thinking.

Clustering bias: This means finding patterns among 
randomness when there aren’t any.

Implicit bias: This is a big one that’s hard to check. It 
refers to how people have unspoken associations 
about different groups and their behavior.

Fundamental attribution error: This is a cognitive 
bias where people assume a person’s actions depend 
on what “kind” of person they are, rather than 
considering social and environmental elements to be 
a factor.



Process of Creating a Survey



Defining the Goal
Before sitting down to write questions, 

always create a goal for the survey. 

Do  this by asking yourself the following 

questions:

● What are we trying to learn about our 

users?

● How will this survey help us?

● What do we expect from the results 

(assumptions)?

● What do we expect to do with the 

results?



Best Practices for 
Effective Survey

Short introduction

Keep questions short, simple, and clear.

Pre-test survey.

Write for the web.

Vary the order of multiple choice answers.

Consider length of survey.

Structure the survey well in a logical flow.



Structure of Survey Start with demographic gathering.

Use “the funnel” question structure 

- broad, complex, back to general. 

Group questions by topic. 

Leave room for feedback.

7-8 minutes or 8-10 questions.

Avoid bias.



Analysis



Additional Tips

Take time to read all the answers. When you 
have lots of open-ended questions, try to 
group the answers and look for repeating 
patterns.

Take your data with a grain of salt. 
Unlike quantitative surveys, qualitative 
survey metrics are rarely representative for 
the whole target audience; instead, they 
represent the opinions of the respondents. 

Show, don’t tell. 
Use lots of graphs, charts, and tables, with an 
executive summary of key takeaways.

Consider graphs before you decide on a 
spreadsheet layout. 
Unfortunately some spreadsheets won’t 
make reasonable graphs until you switch 
columns to rows or rows to columns. It’s 
easiest to plan for this necessity before you 
analyze your data. 



SOME TAKEAWAYS:

Know the main goal of the survey.
Ask the right questions.
Avoid bias.
Structure the survey logically. 
Analyze data and gain insights.



User Interviews



“Good interviewing is a skill 
you develop with practice. The 
great myth is that you need to 
be a good talker. Conducting a 
good interview is actually 
about shutting up.”
-Erika Hall, “Just Enough Research”



“When you are interviewing 
someone you know nothing. You 
are learning a completely new and 
fascinating subject: that person.”
-Erika Hall, “Just Enough Research”



What is a 
User Interview?

Human-centered design is about getting to 

the people you’re designing for and hearing 

from them in their own words. 

Interviews can be a bit daunting, but by 

learning more about it and following 

recommended guidelines, you’ll unlock all 

kinds of insights and understanding that 

you’d never get sitting behind your desk. 



Preparing for an Interview



Who is our user?



Who to Interview?
You need at least 5 interviewees for 
patterns to emerge.

“Solve for one, extend to many.”
- Kat Holmes, Mismatch

Those Excluded

An idea that suits a typically excluded user 

will nearly certainly work for the majority of 

others. 

And without understanding what people on 

the far reaches of your solution need, you’ll 

never arrive at solutions that can work for 

everyone. 

Diverse

Interview a range of people with varying 

backgrounds, ages, gender, socioeconomic 

status… Interview people unlike yourself. 

Living  Expert

Include a community expert if it is relevant 

to your topic. 



Question preparation



Types of Questions

BAD: Closed and Leading Questions

Example:

Interviewer: Do you like swimming? 
User: No 

Interviewer: How about tennis? 
User: No 

Interviewer: I play tennis. You should try it. 
Have you ever thought about trying tennis?
User: No 

GOOD: Open Questions / Neutral

Example:

“Can you tell me more about X?”

Please describe your daily commute?”

What would it look like if…(alternative)? 

Encourage Storytelling



Types of Questions

BAD: Asking Users What They Want

Users aren’t designers. Don’t try and get the user 

to create their ideal product or to suggest 

improvements. 

Users don’t know what they want. They shouldn’t 

be expected to. 

GOOD: Asking Why?

Never assume you know the answer. Always ask 

why. 

Participants won’t typically tell you why they do or 

say things, so it’s your job to ask. 

Asking why may challenge the participant to stop 

and think more deeply about their actions.



The 5 Why’s

Method used to get to the core of a person’s 

beliefs and motivations.

Example:

“How was your harvest this year?”

Then ask why five times and you’ll get to some 

essential answers to complicated problems. This 

can be a great method to use if you’re trying to get 

at the human and emotional roots of a problem.

Deep not Horizontal:

Horizontal: 
“Why else didn’t you get a good harvest this year?”

Instead Dig Deeper:
“Why weren’t you able to buy the fertilizer you 

needed?”



How to Conduct an Interview



Interview Structure
Introduction/Warm-up

Body

Conclusion



Introduction/
Warm-up

Greetings/Thanks 

Share purpose of conversation & topic

Ask if you can record 

Ask if they have any questions

Collect demographics & 
include in warm up

For example, “Oh you live in San Diego? What 
do you like to do for fun there?

Warm up questions



Body Ask open-ended questions and encourage 
them to talk. 

Ask follow-up or probing questions

Be an active listener. 

Keep it natural and conversational in your 
script/guide.



Conclusion Thank yous + remaining questions

Once you have the information you were 

looking for and more, make a gentle 

transition to the wrap-up.

For example: “That’s it for my questions. Is there 
anything else you’d like to tell me about what 
we discussed?”

Thank them for their time and cover any 

logistic  topics such as next steps on the 

project.



General 
Interview Tips

Comfortable and Neutral Environment

Observe Body Language

Interview Guide (script) 

Keep on Time and in Right Direction

Record Audio/Video or Two Interviewers (for 
notes, get permission if recording)

Embrace Silence / Patience

Avoid Tech-Savvy Jargon

Stay Engaged, Silence Devices

Repeat Questions in Different Ways if needed



How to Analyze Interview 
Responses



Qualitative Data 
Analysis
Measure the responses against your 

hypotheses and objective statements.

Look to the needs and behaviors you 

discovered to point out problems that need 

solving. 

You can also use any of this information 

including demographics to help develop 

your user personas later.

Look for the following in your responses, 
cluster and prioritize:

Themes

User Needs and Priorities

Behavioral Patterns

Mental Models

Language

Methods for presenting data:

Word clouds

Mind maps

Written reports focusing on key data



Figure out who to interview?
What do you want to know? 
What will you ask them?
Where and when will you 
interview them?
How will you analyze the results?



Personas



What are 
Personas?

A persona is a fictional user archetype –a 

composite model you create from the data 

you’ve gathered by talking to real people – 

that represents a group of needs and 

behaviors.

The purpose of personas is to create reliable 

and realistic representations of your key 

audience segments for reference. 

These representations should be based on 

qualitative and some quantitative user 

research and web analytics. Your personas 

are only as good as the research behind 

them. 



Elements of a Persona



What Goes in a 
Persona?

Primary Elements

● Photo

● Name

● Role

● Demographics

● Goals

● Behaviors & Habits

● Technical Skills

● Environment

● Relationships

You may also sometimes see the following:

● Anxieties, Challenges, Frustrations, 

Pain Points

● Motivations, Needs

● Key Personality Attributes

● Brand Affiliation

Avoid just making up a character that might 
be as relevant to the design process as any 
given imaginary friend. 

Avoid stereotyping and bias by basing your 
personas off of your interviews and online 
market research. 



Photo

Use a photo of a real, relatable person, not a 

generic stock photo. Creative Commons-licensed 

photos from Flickr or other copyright-free source.

Don’t use a photo from anyone who is known to 

the design team or has too many distracting 

elements in the image.



Name

Give the persona a name that fits the demographic 

information and is easy to remember and 

pronounce for everyone on the team. 

LinkedIn is a good source of inspiration for names. 

The Game of Thrones name generator is not.



Role

Select a role that most closely matches one of the 

participants you interviewed and is also one of the 

identified target user types/groups. 

For example: teacher, parent, or tourist.



Demographics

Select a relevant set of demographics that fit the 

role and behavior pattern. Be realistic without 

stereotyping. The persona must be plausible and 

representative (no teenage marketing VPs who 
model and also fight crime).



Demographics

Ideally the gender, age, ethnicity, education, job, 

marital status, and location are derived from 

actual users you’ve interviewed. 

If this isn’t suitable, you can increase your 

knowledge by finding people whose online profiles 

match the criteria you have. 

Just remember to create a composite from 

multiple people.

For example
Need more info for a Fantastic Science Center’s high 
school science teacher persona because you couldn’t 
get it from an interview? 

Try searching for local news stories about teachers to 
get useful background details, quotes, and even 
pictures of actual classroom environments. 



Quote

Use an actual quote from an interview that 

embodies a core belief or attitude that is essential 

to keep in mind to meet their needs.



Goals

Identify three to four key goals for the persona 

based upon what you found in your research. 

These will be goals that the product will serve or 

relate to.

For example
Local parent’s goals related to Fantastic Science 
Center, might include finding weekend activities, 
keeping kids learning while not in school, and keeping 
up to date with advances in science.



Behaviors & Habits

Note the specific and habitual behaviors that 

constitute the pattern that defines the persona. 

Parenting, teaching, researching activities online, 

switching among multiple devices, making 

decisions with another person, making plans last 

minute. 

Real life is imperfect and complicated.

For example
Maybe you spoke with a dad who is torn between 
wanting to relax on the sofa and wanting to get out 
and find new things to do on Saturdays. 

Does he have a habit of checking Facebook over 
coffee to see what his friends are up to with their kids?

 This detail could open up a whole conversation about 
social media.



Technical Skills

Level of technical expertise and experience. Be 

realistic about the level of skill you are targeting 

with your design. 

How much experience do you expect them to have 

based upon their profession and education? Don’t 

make assumptions here. Reference your 

interviews and research.

For example
A very successful physician might be a relative 
technology novice because she is in surgery all day 
and gets very little time to learn expert features or 
acquaint herself with the latest applications. 

She could be a good proxy for everyone who has a 
lower skill level, but absolutely doesn’t want to be 
made to feel stupid when using the product.



Environment

Note all aspects of the environment that will 

affect the persona’s interaction with the product. 

Relevant hardware, software, and internet access. 

Do they go online at home or at work? Are they 

surrounded by people or in private? Is there time 

online continuous or in chunks?

For example
The teacher might have half an hour during the day 
using the classroom computer. 

The parent might have an office job with a browser 
window always open.



Relationships

Note any relationships the persona might have that 
will affect their interaction with your product. 

Is there a partner who influences decisions? Will 
children or coworkers be present and influence the 
use of your product? 

Relationships should be based on real world 
information – either from your interviews or 
demographic information gathered through surveys 
or online research.



Persona Examples



I would use this one as 
a primary model, but 
you can add any 
additional helpful and 
relevant elements.  











User Journey Maps



What are User 
Journey Maps?

A user journey map is a visualization of the 

process that a person goes through in order 

to accomplish a goal.

It’s a visual representation of a user’s 

interactions with your product from their 

point of view.

Commonly it’s represented as a timeline of 

all touchpoints between a user and a 

product.

Journey maps should result in truthful 

narratives, not fairy tales. Base it on user 

research.



Elements of User Journey Maps



User Journey Map
Components

The Lens

Persona

Scenario

Goals/Expectations

The Experience

Journey Phases

Actions

Mindsets

Emotions

The Insights

Pain Points

Opportunities



1. Persona

2. Scenario + 

Goals/Expectations

3. Journey Phases

4. Actions

5. Mindsets

6. Emotions

7. Opportunities + 

Pain Points



The Lens

The lens provides constraints for the map 

by assigning a persona (“who”), the 

scenario to be examined (“what”), and the 

goals and expectations of the user (“why”). 

Find Articles About Health

New User Reads Current News



The Experience

The heart of the map is the visualized 

experience, usually aligned across 

chunkable phases of the journey. This 

includes the actions, thoughts, and 

emotional experience of the user 

throughout the journey.

*could be clearer what the 
emotions are on the waveform.



Journey Phases

Journey phases are the different 
high-level stages in the journey. They 
provide organization for the rest of the 
information in the journey map (actions, 
thoughts, and emotions). 



Actions, Thoughts,
Emotions
Actions are the actual behaviors and 

steps taken by users. 

Mindsets correspond to users’ 

thoughts, questions, motivations, and 

information needs at different stages in 

the journey. 

Emotions are plotted across the journey 

phases, literally signaling the emotional 

“ups” and “downs” of the experience.

*could be a little  clearer what the 
emotions are on the waveform.



*missing thoughts or mindset



The Insights

The solutions should vary based on the 

goal the map supports, but the map can 

describe the insights and pain points 
discovered, and the opportunities to 

focus on going forward.



Bus Driver 



All Together

The Lens

The Experience

The Insights







*This one is missing persona, scenario, user goals, 
and journey phases. But has good examples of 
everything else.











Analyze Findings



Look for points 
in the journey 
where 
expectations 
are not met.



Identify any 
unnecessary 
touchpoints or 
interactions.



Identify the low 
points or points 
of friction.



Pinpoint 
high-friction 
channel 
transitions.



Evaluate time 
spent. 



Look for 
moments of 
truth.
 



Identify high 
points or points 
where 
expectations 
are met or 
exceeded.
 




