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Founder of
eye square

1999

Founded one of the first
usability agencies in
Germany

From 2 founders to over
50 employees
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Founders of eye square & investors

Deutsche Bank
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Timeline of my career

MSc Psychology
Humboldt University

=

eye square

Move to the UK
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Various UX roles:

Principal UX Researcher, Head of Insight,
Head of UX, Senior Manager Research &
Insights, Senior UX Researcher...
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stepstone The right job for everyone
| group | M .

The Stepstone Group is one of
the world's leading job platforms.

We have over 20 brands across
more than 30 countries around
the globe.

We create opportunities for job
seekers and companies by
leveraging data and technology.
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“I've learned that
people will forget
what you said,
people will forget
what you did,

but people will never
forget

how you made them Maya Angelou

n
feel. American memoirist, poet, and civil rights activist
1928-2014




CX and Loyalty

Rating of customer
experience 5 stars:

More likely to trust,
recommend, purchase

Source: Global Consumer Trends study, 2022, Qualtrics
33093 consumers, 29 countries

https://www.xminstitute.com/research/global-roi-cx-2023/

Consumers who say they are ‘somewhat’ or ‘very’ likely to:
(out of 1- to 5-star satisfaction ratings)

B 1-2stars B 3stars M 4 stars B 5stars

\ \ |

RECOMMEND PURCHASE MORE




CEOs don’t
prioritise o |

::::2: W CE0 Rosponses
customers o - =

- I 250
_.-l:'_'lrl‘:lﬂfEtE _ zm
Technology-Related =3%§E'
. . . Financial I 1%
CEOs about their top strategic business S 10%
. ey I 33%
prlorltles: Workforce _ 6%
Cost Management -336“%
(o) H ] ’ .
Only 6% mentioned the ‘customer’. it & Services New/Adiusioro IR 17
Efficiency and Productivity -33;3%
Source: Gartner, 2023 Customer '-3;5%

https://www.gartner.com/en/newsroom/press-releases/2023-07-
25-gartner-survey-reveals-growth-as-top-strategic-business-
priority-shared-by-cfos-and-ceos

- 10%

Environmental Sustainability




NPS scores 2023

Still room for
iImprovement

Net Promoter Score

“How likely are you to recommend our
company/product/service to a friend or
colleague?”

Source: Retently, 2023

https://www.retently.com/blog/good-net-promoter-score/

Average scores ranging from 9 to 74

Retently 2023 NPS Benchmark for B2C

average NPS score per industry

Insurance

Financial Services

Retail

Ecommerce

Healthcare
Communication & Media

Internet Software & Services

NPS




6 stages of UX maturity...
and where are we now?

Stages of
UX Maturity

9 Integrated
oo’ Structured

0 eo*°*’® o e Em ergent « Comprehensive

lel te d Partly ¢ Pervasive
¢ Universal

Absent

* Ignored
* Nonexistent
¢ Undiscovered

systematic
Variably
effective

e Functional and
promising

¢ Inconsistent

« Inefficient

e Uneven
» Haphazard
» Aspirational

https://www.nngroup.com/articles/state-ux-maturity-quiz/

User-driven

¢ Beloved
¢ Reproducible
e Habitual

the

stepstone

The State of UX Maturity:

group

Data from Our Self-Assessment Quiz

Nielsen Norman Group, 2022
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UX Maturity is emerging...
but almost no company is user-driven

Percentage of Respondents in Each UX-Maturity Stage

“Half of 6,371 UX professionals
were in stage 3 (emergent

1: Absent maturity) out of the 6-stage UX
maturity model, and very few

2: Limited scored at the highest end. The
. Emereent lowest-maturity organizations are
3 S likely not captured.”
5: Integrated The State of UX Maturity:

. Data from Our Self-Assessment Quiz
6: User-Driven | 0.04%

Nielsen Norman Group, 2022

https://www.nngroup.com/articles/state-ux-maturity-quiz/
14



How to align
a company
on the user?
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solution
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JTBD for
discovering
user needs
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JTBD: A new lens to look at products SEPSR
From products to jobs-to-be-done
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The origins of JTBD

“They don’t want quarter-inch
[drill] bits.

They want quarter-inch holes.”

Theodore Levitt, 1983
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People don’t buy products; they ‘hire’ products
to do jobs:

Solving a problem or fulfilling a desire.




What is being sold here: Lipstick and nail

polish - or a “new me”?

ARE

MADE

YOU

FOR ‘FIRE AND ICE?’

Try this quiz snd seel

What is the American girl made of? Sugar and spice and
everything nice? Not since the days of the Giwen Girl! There's
a mew American heauty . . . she’s lease s lemptress, sieve aml
gamin, dynsmic and demure. Men find ber shightly. debightfully
baffling. Scmetimes a little maddening. Yet they admit vhe's csily
the mast exciting woman in all the work]! She's the 1952
Aserican bessuty, with a foolpros! formula for melting + male!

She's the “Fiew and leo™ girl. (Are you?)

Have you ever danced with your shoes o7 ysO mO
Did you ever wish on a mew moan? ysO w0
Do you blwsh when you find younself flicting? ~ yes O w0 O
When a recipe calls for ene dash of bitters, do

you thiak it's better with fies? yuO =0

Do you secretly hope the next man you meet

will be & pychistrist? yoO =0
Do you semsctiones foel that other women resent you? yes O e O
Have you ever wanted to wear an ankie bencelet? yes O #e O
Do sables excite you, even om sther women? oD =0
Do you lave to book sp at 3 man? a0 =0
Do you face crowded partios with panic—then

wind up havieg » wohderful time? oD =0
Does gypoy music make you sad? yaO D
Do you think any man relly understsnds you? yal =0
Would you stresk your hair with platinem

witheut comsulting your husband? 0O =0
If tourist Sights were ransing, woukl you

take a trip 10 Mans? yaO w0
Do you clase your eyes when you're Lissed? ya O =0

Can you honestly anwwer “yes™ 10 at besst eight of these questinn?
Then you're made of “Fire and loe!™ Amd Revion's k.

Tt may be the night of your lifetime!

the

stepstone
group

“In the factories we make
cosmetics. In the

drugstores we sell hope.”

Charles Revson, the founder of Revlon

The jobs-to-be-done concept
has been used in advertising for a
very long time.

This ad shows the focus on
‘higher level jobs’ that buying the
lipstick fulfils.

20



What do
customers
really want?

Not drilling a hole, not
assembling furniture...

IKEA’s innovation was to create furniture that
you could order and assemble yourself
without needing to “drill a quarter inch hole”.

But customers don’t even want to assemble
furniture.

https://jtbd.info/know-the-two-very-different-interpretations-
of-jobs-to-be-done-5a18b748bd89




They want this

In 2017, IKEA bought Task Rabbit - because
people don’t want to “assemble/ build
furniture” either.

...just a nice home TaskRabbit

They want to express their individuality and
feel comfortable in their home.

https://jtbd.info/know-the-two-very-different-interpretations-
of-jobs-to-be-done-5a18b748bd89




JTBD Hierarchy

Influencing factors

e Fears,insecurities, barriers
that hold users back to
achieve their goals.

e Triggers and pulls that
motivate users to start
trying to achieve their
goals.

Higher level jobs

Core jobs

Lower level jobs

the

stepstone
group

23
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Stepstone uses
JIBD to align on
the user



Vision at Stepstone

“Everyone at Stepstone talks
about jobs-to-be-done when
having a coffee break.”

Florin Ciontu
SVP Product B2C




the

JTBD research stepstong

£ Stepstone

Uncover actionable unmet candidate needs to create a
olistic digital growth strategy for StepStone

Yann Wermuth
Vendbridge

N’

Method

Qualitative in-depth interviews (N = 52)
Quantitative survey (N = 9230)

Two target groups

Job browsers Active job seekers

e n

Job-to-be-done: Job-to-be-done:
To keep an eye on the job To actively look for a new job
market
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JTBD at Stepstone

To lead a purposeful life

To be valued

Higher-level jobs : :
To finance a lifestyle

To progress in career

To improve work-life balance
Core jobs To work / to improve work situation / to find opportunities

Job browsers: Active job seekers: __
"Y" To keep an eye on the To actively look for "‘
job market ajob

Lower-level jobs

To reflect on current occupation To find job opportunities

To assess market value and skills To research the company

To get & browse opportunities To conduct interview process



Quantitative survey

Measuring fulfilment & importance of job metrics

Fulfilment

10

9

8

4.4

6.0

4 5 5)

Importance

7

8

9

10

the

stepstone
group

Survey about job metrics (pain points
and user needs).

Respondents rated how important
and fulfilled these job metrics were.

28



the

Job Seeker Journey with JTBD stepstons

. . . . . Products should address the top
Top, medium & low priority job metrics priority job metrics (with high

importance and low fulfilment).

Status quo Orientation

Goal Reflect on current occupation

Top priority job metrics

Assess yourself Browse opportunities

Low priority job metrics = =



Activation of
JTBD
at Stepstone

To bring the JTBD knowledge to life and
make product managers use JTBD

Internal trainers and champions for JTBD

» Concept, advice and guidance by our agency
Vendbridge

We trained 120 people

Training per product area

* Presentation with JTBD research
insights

 Two tailored workshops (pain point
matching & value proposition canvas)

Cross functional participants from product,

UX, analytics, engineering
30



Workshop

Pain points matching

fullfillment
(count total
by row)

Initiative
(count total by column)

The product initiatives from a product area
were matched to the job seekers’ job
metrics (pain points & needs).

Workshop

Value proposition canvas

Focus initiative

The outcome of the first workshop was used to
ideate solutions for one product area.
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Workshop: pain points ma

Matching of initiatives with job
o - : - metrics (pain points) =

. o - o 3
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T e affect ———— wrongly 2 ; st
e
ot
 how well a pain point is addressed with your initiatives: Count total by row 3. Find out how well a pain point is addressed with your initiatives: Count total by row e AN
| how well an initiative satisfies pain points: Count total by column 4. Find out how well an initiative satisfies pain points: Count total by column
ou're ready, come back from your break out rooms and present to everyone

5. When you're ready, come back from your break out rooms and present to everyone

Initiatives - — : Initiatives
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Workshop: Value proposition canvas

the

stepstone

= group

What job step or task is the customer trying to get done? (Job-to-be-done)

Willing t0 make
3 change butin
Ned Of SUPPONt
on oW to gt

there

85 -2 estmere o2

drecizely o3
20tz e whemher
censin move w

MOrSVe YO
sRuETon comaent

0 your curent jol

&2 et your
Currert COmpPerTy
Drovides 03 Mey
ooporuntes os

2ebew Ceve ol

yoursedfurmer n
your o

Which of the customer Pain Points in the T
Pain Points)? And what's the consequenc

Changing
Jobs for
something

better

Navigate
through
the market

73 beozzure
0z possidie thes you
will not regretthe
Secision 1o qukt enc
oy 10 g0 for @ rew
job efore you st

Knowing
what a job
really looks

ke

Walit for
THE right

opportunity

The brand promise:
How Stepstone addresses users’ pain
points (job metrics): Never look back...

Lengthen the
opportunities

(when you switch jobs) if not enough
Never
regretmy
declision Stepstone
; knows
Never fook what | want
back We take
the 'Poker’
out of the
play
Je ne
regret rien
(?)-D
click for
support
Sl Beyond
No regrets 4 from your
< what and :
no bets coach

where!

users
provide
specific job

preferences

Job metric number 73:

o be as sure as possible that you

will not regret the decision to quit....

Customer side

we ask
about you
and centre

it on you

user-

friendly coach

10 help narrow
cholces

I amsure |
won't miss
outon
opportunities

Company side

What are the reasons why the customer should believe the promise? (features, data,

quotes)
Provide
recruiter
infos for the
unknowns
Regular
engagement
,,;’fuse.s lake our
users
Sticky

Get users
to apply

the Career
coacn is always
available for me
and my
questions

What action do you want to trigger from the customer / what new habbit should they

pick up?

33
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Product: Prioritisation with JTBD

o
O
©
Q
/p
=
o
Qo
O
| -
o

9.0
8.0
7.0
6.0

&

5.0
4.0

38

3.0
20

43

24

40

Interview

answers

I
- Remember

I
| |
Be less Know how
nervous it went

Lawrence Hardy
Portfolio Product Director

Stepstone




Design sprints & iterations

Validate
with users

Sketch, decide
& storyboard

N
7N\

Understand
& Map

A
O

Prototype

Design sprint + user
o testing Round 1

Test on-site to
scale learnings

User testing Round 1~

Playback Playback Playback

()
O
@©
Q.
0p)
C
O
4+
=
O
7))

Full system

Draft user
facing
system

System
simulation
for users

Analysis

Design
sprint

Cheaply test in
market

User testing Round 2 - User testing Round 3 -

Lawrence Hardy
Portfolio Product Director
Stepstone

O User testing — Round 2 o User testing - Round 3 o Scaling learnings

Iterate
prototype

c Proof of concept
POC to
Proof of H
! production
Proto
type
Days Weeks Months Year;.

36



the

The Virtual Interviewer stepstone
A solution for job seekers based on JTBD

& Sstepstone e Q

Magazin v My career v My jobs ~ Alex's account v

Interview coach

Overall performance Bosch Lufthansa Azon + Add company 60% would Strongly
Current NPS of 70 _ agree to track all
You have had 1 practice round and answered 2 questions in total. interviews with this tool

(O]

Excelent

Delivery & communication

Poor

Engagement & enthusiasm ® @ Positives Feadback

1
Low High Job-Specific Questions General guestions CV-Specific Questions

Content & relevance ®
! 55 Neutral Feedback

Poor Excelent

Questions about |eadership Work ethic questions Questions about career

See full analysis >

To improve your

Things you do well Fillerwords Your use of "'um" and "and" Pacing communication, try
has decreased over time. speaking faster so your
» Structured answers: Your answers are ub 7% @ 132 . Y . 4
usually well formed. Well done! message will be more
+ Use of Examples: When describing your concise and effective.

Lawrence Hardy
Portfolio Product Director
Stepstone

past experiences you usually provide clear
examples without being prompted, this is

exactly what interviewers are looking for.
Detailed analysis > Practice again >

What you could improve on

37



The outcome

o JTBD has moved Stepstone into
user centricity. We started f
speaking a common language o
user needs.

Recipe for shift to user

Senior Vice President Product
Obsessed with JTBD and users

JTBD activation team

Internal JTBD trainer team of
Product Managers and Researchers

= JT1BD helps s to focus. . :sii:iS::i\;eq;;;;t::i;’er:::arch
: £ rtunities for
identifies oppo
" product development and snables Feesoas ™oy for
r :
Es to find innovative solutions. N

conducting the
PPorting with
raining concept and advice

l
and, the JTBD journey nc_avelr ends!
i;Ve are only at the beginning!




Advantages
of using

JTBD removes the guess work about the
user by focusing on users’ goals (jobs):

This is much more than just having empathy with
users. Users want help in getting their jobs done.

JTBD is solution agnostic; it describes
the problem space without thinking about
solutions

JTBD has long term validity, because the
goals of the users don’t change that fast

JTBD includes both higher level goals like
visions, main goals and detailed tasks



the
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group

Thank you for your
attention!

Sabrina Duda

Principal UX Researcher
The Stepstone Group

www.smiling.club
www.linkedin.com/in/sabrinaduda
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