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In the 21st century, many companies are moving into the digital sphere. To compete in the market and successfully fight for customers, they have to work on the effective representation of the company in digital space. Most companies moving into the field of online promotion must work hard to increase customer engagement in the product, brand awareness, and various ways to monetize marketing channels.
To increase the competitiveness of a digital product on the market, it is necessary to monitor not only its functional usefulness, but also the experience of users interacting with it. This paper discusses such UX/UI design theories as user-centered design, perceived usability, etc. All of them are aimed at studying tools to improve the user experience.
The motivation in choosing the topic was based on the fact that UX/UI is relatively young and finds itself on the verge of theory and practice. Even though scientific articles and research on this topic have been published for a long time, the industry remains deeply practice-oriented. From here we can make a preliminary conclusion that science may not keep up with innovations and trends in the field of UX/UI design, while the industry itself is constantly finding its answer to such challenges.
Also, the topic of UX/UI design and its impact on business is interesting because the UX/UI industry itself is aimed specifically at the user, collecting feedback from them, working through existing design flaws. That is, in many ways this area relies on the user's opinion. However, our motivation also concerned the views of managers responsible for creating a digital product – how do they see UX/UI design and its business utility? Thus, we wanted to see not only the reverse side of the coin, but also to find the intersection points of two categories of people – managers and consumers of the product – and derive useful patterns of application in business.
The relevance of the research lies, as we have already said, in the practical orientation of the UX/UI design industry and the inversely proportional lack of applied research, especially from two-party perspectives.
Research objectives as we see them:
· Understanding UX/UI effect on users
· Extrapolating preliminary customer comprehension on eco-system companies and their managers in charge of product development and maintenance.
· Reconsidering business activities and deriving managerial implications
This study focuses on the role of UX/UI design as a tool to enhance a product interface. In particular, we are interested in investigating the how interfaces are normally seen by their users and their creators. Moreover, in order to explore the potential of UX/UI as a business tool, we also conducted consumer research aimed at identifying consumer behavior in Russia, when users themselves encounter a design phenomenon when using the products of these companies. 
Since UX/UI design is an integral part of large IT products, we collected a sample of companies on the example of which the following study will be based, as well as based on their recognition among consumers. Companies for this work were selected according to the Brand Analytics rating for 2021, which indicates the companies with the highest mention rate in social networks. We consider this rating relevant in the context of this work, since its focus on the number of brands mentions in social networks will indicate specifically the consumer orientation of this study.
So, based on this rating, we extrapolated 4 companies that would meet the main criteria:
· The company is Russian.
· The company is part of an extended ecosystem of a large holding/group of companies.
· The company is an e-retailer (for the first study in particular). 
The application of these criteria to the selection of companies is based on the fact that the subsidiaries of large conglomerates, in turn, represent a developed ecosystem of IT products. This is due to the fact that companies within ecosystems often have a similar design identity, so in this sense they are strongly connected to the entire ecosystem of products.
Thus, if we select companies based on the ranking above, then the following ones will be considered:
· OZON
· Yandex.Market
· SberMegaMarket
· Wildberries

While OZON and Wildberries are backbone platforms, Yandex.Market and SberMegaMarket exist as part of large-scale product ecosystems - Sber and Yandex, respectively. Briefly on each of them:
· OZON. Ozon Holdings PLC and its subsidiaries are an internet retailer of numerous consumer items, operating predominantly in the Russian Federation. The range of products retailed is quite wide: electronics, apparel, household supplies, children's products, groceries, automotive goods, etc. It also maintains an online marketplace platform that allows third-party retailers to sell their items to customers through its mobile applications and the websites ozon.ru and ozon.travel. Furthermore, the organization offers advertising and banking services, as well as airline and train tickets. Ozon Holdings PLC was founded in 1999 and is based in Nicosia, Cyprus.
· Wildberries. Russian online hypermarket of a universal format with various categories of products. The company cooperates directly with manufacturers and distributors, earning on commissions from the sale of goods. The company is privately owned. Unlike other e-commerce platforms considered in the study, it is not part of the ecosystem of a large parent company and a backbone enterprise, but, on the contrary, is a native product company.
· Yandex.Market. An e-commerce platform by Yandex as maternity company. The service allows users to select products, compare prices for them from different sellers and, accordingly, buy them. The service is engaged in the processing and delivery of orders. It is a part of Yandex ecosystem. Daily visits to the site by unique visitors in 2021 amounted to 6 million people [1].
· SberMegaMarket. An online marketplace by Sber, formerly goods.ru. The company used to be a product of the M.Video-Eldorado group, but in 2020 an agreement was signed on the joint development of the marketplace. In 2021, an 85% stake in the company was bought out by Sberbank [2].
Why did we select e-retail companies in particular? Again, the main reason in the context of the presented sample of companies is that they are part of large ecosystem conglomerates of IT products. In this study, we focus our attention on the user and manager experience of interacting with UX/UI design. The purpose of the study is also to identify common ground between the perspectives of both groups under consideration for the development of further marketing communications interfaces.
The choice of companies is also not random. In this study, we wanted to analyze those patterns and user behavior based on the experiences of a regularly used product. To solve this problem, Russian e-commerce companies were selected from the rating of the most discussed online retailers in social networks[3]. These were OZON, Yandex.Market, SberMegaMarket, Wildberries. Moreover, according to a PWC study, these companies are the largest Russian marketplaces (instead of SberMegaMarket, SberMarket is cited in the study - at that time goods.ru had not yet been 85% acquired by Sber) [4]. According to the same research Russian e-commerce is augmenting in a double-digit pace, even though offline commerce remains dominating.
To study the user experience from the customers’ side, we are bringing online retailers into the analysis, whereas to study the managerial viewpoint, we turn to the UX/UI of the entire ecosystem of those products that are presented in this study.
We study customer interaction and attitudes towards UX/UI design using a Likert scale survey and further quantitative analysis. We study the attitude of managers coming to content analysis of corporate blogs by ecosystems’ parent companies posted on the platform of Habr.

RESEARCH PROBLEM: 
What benefits design perception and efficiency from user and managerial viewpoints?

RESEARCH QUESTIONS:
RS1: Does the application of advanced UX/UI design benefit business?
RS2: Which are the aspects most important for UX/UI effectiveness?
RS3: In which cases is it better to use either UX or UI tools?

RESEARCH GAP:
the applied study of business effect of UX/UI tools from the viewpoints of both users and managers 

DATA COLLECTION:
· Primary Data: customer survey, Habr articles from corporate blogs.
· Secondary Data: articles, UX/UI books, rankings, blogs, etc.

The novelty of the study is dictated by the following factors:
1) Lack of applied research on the UX/UI design from two-party perspectives.
2) Comparative analysis of obtained two-party takes on the same subject

The thesis structure comprises 3 chapters, conclusion, reference list, and an appendix. 
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[bookmark: _Toc104927359]1.1. UX/UI design as recent phenomenon
[bookmark: _Toc104927360]1.1.1. UX/UI: definition and dilemma
The present research comprises several notions, one of which is UX/UI design. This is an abbreviation for User Experience/User Interface, which is quite often leveraged as a double term, when, in reality, they have been distinctly divided a long time ago. Many practitioners describe major properties of the UX as something, that creates the very “backbone” of a product, whereas UI stands for aesthetically pleasing graphic design. Short and simple, indeed. Nonetheless, we need to dive deeper into the theoretical aspect of both UX and UI in order to gain deeper comprehension of their detailed features and why they did part their ways. Additionally, it deems genuinely difficult to find one single proper definition for UX/UI, as it varies according to author’s sphere of expertise, and the notion as such deals with dynamic effects like emotions [5].
We can primarily conceptualize UX as a 3-dimensional term, consisting of the elements presented below (Zarour, Alharbi, 2017) [6]:
· Satisfaction as a result of product effectiveness. UX can pertain to emotional impulses such as trust, pleasure, etc. of product users (Bevan, 2009a) [7]. The observation makes sense, as subconsciously we normally draw attention to something, which is capable of causing positive feelings (Roto, Obrist, & Kaisa, 2009) [8]. 
· Subjective experience. When scholars speculate on product usability, they usually refer to its objectivity, whereas User Experience addresses subjective goals and feelings of a user. Therefore, it is vitally important to draw the between those notions, their measures, and aims. 
· User perception. Generally speaking, UX is fundamentally about each person’s subjective product experience with their emotional response to it [5]. It should also be considered that perception is in constant dynamic since it is varying from user to user. 

In the 1990s the common conception of usability would be described as “the degree to which a software can be used by specified consumers to achieve quantified objectives with effectiveness, efficiency, and satisfaction in a quantified context of use” [9]. Here we see that this term would include more practical sides of user experience of a user himself, like the ones mentioned before: satisfaction, effectiveness/efficiency, and user psychology. Later, the authors would consider usability as a process, based on emotional responses of users: “a person's perceptions and responses resulting from the use or anticipated use of a product, system or service”[10], meaning it would address person’s emotions, views, habits, both physical and psychological reactions considering the “before & after” points of use[9]. Moreover, the author also makes an emphasis on the stages of how a user perceives an interface given, where the 1st one is the “perceived usability”. It occurs the second when users see the interface presented and make their very first lightning-fast (0.5 second[10]) assumptions on its quality solely off its visual looks. Now most practicing specialists, such as designers, product managers/owners, developers, etc. adhere to the conception of UX as a balance of task effectiveness and interface optimal beauty. This idea deems valuables, as it allows to avoid extremes and take the best advantages out of every framework available. Accordingly has Rogers stated: “Usability is generally regarded as ensuring that interactive products are easy to learn, effective to use and enjoyable from the user’s perspective. Usability has also several goals for interactive products. For instance, they must be effective to use, efficient to use, safe to use, having good utility, easy to learn, and easy to remember how to use” [11].
	Speaking of UX theoretical framework, the UX in terms of production does heavily depend on a set of objective rules. Jon Yablonski in his work “Laws of UX” lays down in a systematic manner this set of design laws, as well as the definitions and functions of each rule. All designers working in this industry are required to monitor compliance with the group of guidelines, because otherwise, the interface risks producing user confusion and displeasure. Below are presented most of commonly utilized principles with further explanations on each of them (Table 1).
[image: ]
Table 1. Laws of UX by Jon Yablonski[12]

1) Jakob’s Law. According to this rule, each user exploiting your interface is going to anticipate it to work the same way you competitors’ interfaces work. It does not always apply to conceptually new products; however, users have certain mental models to adhere. So, if one wants his UX/UI be useful and profitable, it is better to ease the user-flow, not make interface hard to use.
2) Fitts’s Law. It is dependence of the time to reach a target and its distance and size. In short, the touch targets must be large enough to touch/click, have wide spacing between elements alike, and be easily accessible.
3) Hick’s Law. It takes a user longer time to make a decision, if the options presented are too complex. Basically, it means, that designers and everyone involved in the product development must minimize the range of choices available, break the complex into simple, and keep the UX as simple as possible. However, the latter also has to be limited to a reasonable extent. 
4) Miller’s Law. Human memory resources are limited - on average, a person remembers ~ 7 units for memorization at a time. The essence of the rule lies in the simplicity and optimization of the number of elements in the interface.
5) Postel’s Law. Make your design human-centered. One shall make a digital product off end-users’ demands, needs, and wishes.
6) Peak-End Rule. People tend to judge the overall quality of design based on how they felt when it was most useful and at the end of a user session.
7) Aesthetic-Usability Effect. If the interface is visually attractive, the user will subconsciously think that it is just as convenient to use. If the layout is beautifully rendered, then when testing, focus groups can turn a blind eye to errors and problems in the process of use.
8) Von Restorff Effect. In a group of identical forms, the one that is visually different from the rest will be remembered. If the design has a set of repeating elements, for semantic highlighting, it is necessary to highlight the main element with contrast.
9) Tesler’s Law. Every design has a threshold level of complexity that cannot be crossed when simplifying a design. In other words, design should not become abstract.
10)  Doherty Threshold. Interactive functions should not exceed 400 milliseconds in duration. This applies to animations, progress bars, and so on. You need to give the impression of performance, not waiting.
11)  Power Responsibility. Design should adhere to moral principles and respond to the needs of users, not only meet corporate requirements.
12) Psychological Principles. The best method to use psychology in the design process is to incorporate it into daily decision-making.

This brings us to the utility of UI in design sphere, where, putting it simply, first impressions do count. 
So, what does UI stand for? As Interactive Design Foundation defines UI (user interface) design as “the process designers use to build interfaces in software or computerized devices, focusing on looks or style” [13]. However, when we speak of UI in the, say, website design regard, we mostly refer to its graphical components and appearance. It is important to note, as UI pertains not only to Graphical User Interfaces (GUIs), but also to Voice-Controlled Interfaces (VUIs) and Gesture-based interfaces. UI comprises lots of different components, which are barely cognitively visible for an average user, however, extremely valuable, as they navigate users throughout a platform, frequently without them even noticing it. Categorizing those components by their functions, they are:

· Navigation elements: search field, slider, breadcrumbs, paginations, icons, tags.
· Input elements: buttons, text fields, checkboxes, radio buttons, list boxes, dropdowns, toggles, calendars, and date fields.
· Informational elements: notifications, tooltips, progress bars, modal windows, icons, etc.
· Containers: accordion.

This is not a full list of all possible UI components that have ever existed, but the very essential ones, that make everything function. In that regard, we should mention, that UI also operates other graphical elements normally placed on majority of various interfaces – colors, layouts, grids, pictures, etc. The latter have their own sets of rules, norms, and traditions on how to cope with, some of them being - proximity, alignment, repetition, contrast [14]. All in all, UX and UI in their synthesis aim to create “a favorable balance of benefits over risks and costs” [15].
UX/UI design is mostly considered to be a recent phenomenon, that has been evolving in business sphere for the las few decades. However, takes on the precise timing of its burst raises certain speculations amongst experts. There are some, who believe it has been around for major part of the 20th century. Their opposition, in turn, claims UX/UI design utility has been discovered on the edge of 1980s-1990s. The key difference between these two parties lies in the fact, that ones consider user experience of physical products, whilst their opponents focus on digital products, and here is where those paths start going separate ways. As for the mutual alignment of two notions – UX and UI, nowadays industry practitioners do draw the distinct line between these notions, however, 1980 they used to be taken as parts of a whole, but also equated to Customer experience (CX). Nonetheless, some do even evaluate the importance of each discipling when making a product - “UX is only not UI when UI is not UX [16]”, making it clear, that UX owns rather fundamental importance, unlike UI. 
Whereas we have mentioned what aspects of UI designers usually operate, we must do the same in UX regard. Speaking of what UX design teams normally do: “this involves the design of the entire process of acquiring and integrating the product, including aspects of branding, design, usability, and function [17].” Unlike the UI design, we assume, it is better to explain UX from the process perspective rather than what it has to deal with. Here we are quoting the model, adapted to UX design from design thinking concepts by Nick Babich, a product designer in Adobe:

1. Product definition: defining the product, creating the vision, mapping value proposition, creating the concept.
2. Research: user and market research, benchmarking.
3. Analysis: making user personas and user stories, storyboarding.
4. Design: sketching, wireframing, prototyping, making specifications, creating design system.
5. Validation: in-house testing, user testing, surveys, analytics [18]. 

Thus, as we see, the model illustrates logical chain of product creation – just like in any different business sector. Everything comes with the idea, research & analytics, basic design, and numerous product testing. Nonetheless, there are two things to be highlighted now. Firstly, it is not mentioned that in this model design stage is primarily concerned solely with a prototype of the future product. The final versions are usually made once the concept is set fully clear, and UI designers are assured of what course to adhere. In short, UX here is predominantly all about wireframing and building the skeleton of the product. Secondly, now we observe, how the real roles of 2 design spheres are rating themselves, meaning that UX indeed is the backbone of the project, whereas UI is performing an extremely important part, but not crucial one. So, we have managed to assess the role of constituent parts of product design. 

[bookmark: _Toc104927361]1.1.2. UX/UI as a structure

Every interface, in the end, will be used by ordinary users it was made for. To make it successful and usable, one has to take into deep consideration the wants and needs of its end-user. This drives us to the necessity of making a plan (a so-called “to-do” list) for the sake of better comprehension of the development process. The basic structure of design elaboration (according to Maslov, Nikou, & Hansen) is shown below.
	Essentially, there are 3 UX phases [15]:
1) Understanding users. A team starts gathering all the necessary information from various resources. The main principles are to obtain more information from the potential end-users and interview your stakeholders to know all the requirements and, thus, build an appropriate framework.
2) Defining interaction. Basically, the experts start making prototypes of conceptual construction, what is also called “wireframes”. Off it comes the foundation of further work. However, it is primarily built with application of all the information collected at phase 1.
3) User interface design (UI). Those responsible for design iteratively make various design concepts for the interface, negotiate it, and then reach the ultimate and most fitting option.

As you see from the theoretical framework above, the role of a load-carrying structure is given to UX as the element, in design regard, that is capable to perform as the basis of everything that will be attached to the ultimate result in the end. This one, once again, proves, that UX is the backbone of a product. 
Speaking of UI, it is practically built in the development process only on the last stage of it. Even though it is not predominantly concerned with making virtually everything work, it is still in charge of making the first impression on an end-user. Some experts in the field even claim that it is physically predetermined on the brain functional level, that we, as human-beings, drive the very initial conclusions on interface usability solely off its visual looks and appeal: “usability judgment are affected by neurophysiological emotional responses before cognitive thinking is activated during first impression formation” [9]. Hence, we assume that UI is a highly valuable tool for driving consumers to one product and that its utility is to be investigated further along the research. It can also be justified with the fact that visual aesthetics normally deem as not just something eye-pleasing to an end-user, but likewise something helping to use, navigate, and understand the product effortlessly. UI happens to be dealing precisely with respective elements, “such as alignment, proportion, symmetry and animation, and the subjective judgment of the agent sensing beauty, such as feelings of pleasure” [9].
Nonetheless, UX design, in terms of business applications, does not concern user experience solely. Likewise, UI design does not only rely on graphical expressions of itself. If we are going to discuss, how this phenomenon is capable of affecting marketing strategies in big companies, we must mention the accompanying theoretical domains it normally pertains to. Relying on Zarour and Alharbi [19], those are:
· Value: concentrates on the value gained off UX/UI business application.
· Brand Experience: refers to brand image creation in terms of marketing.
· User Needs Experience: mainly studies customer behavior and needs.
· Technology Experience: focuses on the technical applications that deliver the product to an end-user.

Along these lines, we can consider UX/UI design as a multidisciplinary dimension, which incorporates many aspects of how to make a product attractive to a customer.
	We have already mentioned that one of the main steps in the product creation is data collection. As it was pointed out, there are two types of the information, essential for development – information from users and stakeholder.
	When it comes to user communications, it might seem a bit puzzling to get the data needed, especially for a product, which does not even exist yet. However, there already exists an established tradition of how to collect the primary data from your target audience. Those methods are represented in the Table 2. 
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Table 2. UX measurement methods–general names by Mohammad Zarour and Mubarak Alharbi [19]

· Questionnaire: is used to understand how users get involved with the product and receive supplementary customer feedback on what needs to be adjust or, on the contrary, what has been done just right.
· Interview: “in an interview-based study, we’re looking to understand people’s experiences and needs rather than discover issues in an interface.” [20]
· Expert review: “involve the analysis of a design by a UX expert with the goal of identifying usability problems and strengths.” [21]
· Persona: “helps a product team find the answer to one of their most important questions, «Who are we designing for?».” [22]
· Survey: is an adjustable tool to measure users’ perception of the interface created.
· User profile: helps to understand your end-users’ aims, anticipations, motivations, casual behavior.
· Observation: “when the user is unaware of the observation <…> can reveal information relating to the task/user performance, efficiency, and errors while the user interacts with the system.” [23]
· Prototype: is a useful tool to see in practice, what your prototype is lacking, in active usage. Plus, any alterations can be included at the early stages of development.
· Specification document: helps to transmit UX/UI to the program development, as every step is documented.
· Focus group: “informal technique that can help you assess user needs and feelings both before interface design and long after implementation.”[24]
· Think-aloud: «simple usability tests where users think out loud are cheap, robust, flexible, and easy to learn».[25]
· Experience report: an instrument not only to make records on user experience, but also store those experiences.
· Users’ feedback: is one of the most useful types of data since product teams are normally taking this feedback from comment sections or review websites regarding similar products of those competitors. May be the only way to gather a huge amount of excessively negative feedback to avoid these mistakes in their own product.
· Diary: shares user’s involvement over extended period of time.

These tools description has deliberately incorporated plenty of citations from various sources, as it embodies the real experience of design experts on their application and, hence, is more validated. 
The instruments referred aim at measuring various constructs, which are mainly associated with “usability (perspicuity, efficiency, etc.), user perception (stimulation, dependability, novelty, etc.), and human emotional reaction.” [23]
As we see, there are numerous tools to communicate with your target audience and, thus, your potential end-users if building a UX/UI conception. However, there are scholars who yet claim that end-users are either involved into design process too late, or not just engaged enough. For example, Jeffrey A. Bacha explicitly states, that the final output must be fully dictated by end-customers’ wants and needs: “to create truly participatory designs, users should be part of the process from the beginning”[26]. So, the author assumes that this way design process benefits in the way, that the end result will match future users’ estimations and expectations as much as possible since author also believes that cases of failure should not be underrated.
To assess and structure the data obtained, product teams need to leverage numerous metrics for evaluating products’ functionality. As a rule, such metrics are primarily aimed at improving the UX. With their help we can understand where mistakes could be made along the workflow or what technical problems would have to be quickly eliminated. Similarly, such metrics help to adjust the product strategy, because with various ways of data collection, the workteam may suddenly realize it has been working in the wrong direction all this time. And last but not least - we use these metrics to help product development team write the most accurate code, thus, making all operations align.
Table 3 demonstrates the main types of UX metrics and a description of their main functionality.
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Table 3. Main types of UX metrics by B. Albert & T. Tullis [27]

Performance metrics aim at assessing how certain functions are operated by the user. They allow everyone involved in the development process to see to which extent their product is ready for a public launch. These metrics make it clearer for developers how exactly their potential users will navigate, tap, and generally utilize the end-product, since performance metrics are solely drawn on user/customer behavior. There are 5 main types of metrics:
· Task success: measures how users perform particular actions or if they perform them at all.
· Time on task: measures how long it takes a user/group of users to follow a certain scenario, tap on a specific button, or activate one function.
· Errors: shows how precisely certain tasks are done and which scenarios fail when using prototype in practice.
· Efficiency: measures the number of taps/clicks/steps performed by user to achieve the ultimate goal.
· Learnability: shows how fast your end-users learn to use the product. In the best case scenario, it has to be self-evident.

Issue-based metrics are designed to identify problems based on certain category and frequency coefficient. To those pertain frequency of unique issues, of participants, of issues per participant, issues by category, or task. Ultimately, all of them are targeted at enhancing usability.
Self-reported metrics incorporate post-task ratings and post-session ratings. Essentially, both of them point at how user feels after completing certain stage. Post-task ratings make users scale how, for instance, content/discontent they are after making a task. This metric lets the product team understand where one needs further adjustments. Alternatively, post-session ratings show the perceived comprehension of users. For example, how they feel about certain product once used and compared with competitors’ possible substitutes.
Behavioral and Physiological metrics, as the name implies, are aimed at monitoring the physical or psychological manifestations of the user while exploiting the product. For such purposes, as a rule, various technical equipment is applied, therefore, such studies are not available to everyone due to the high cost. To this category pertain such methods, like eye-tracking, emotion and stress measuring, verbal expression encryption, etc. 
Combined and Comparative metrics are normally leveraged once it is needed to either mix or contrast raw usability data available. These methods are quite applicable if a team needs to track certain changes in the interface in-house processes. 
On the other hand, even though many undeniably rely on numerical data and metrics, some experts still argue that UX/UI design prototyping is still “heavily biased toward intuition”[28]. D. Rosenberg likewise suggests, that prototyping process performed by the products teams usually misses one vital detail, which is semantic interaction design (IxD). Basically, it is the process of searching for better options of presenting the product, so that in the end and at the very least it does not increase their cognitive load and, on the contrary – reduces it. Equally, there are scholars supporting the argument of how UX/UI sphere still lacks data-driven decisions, which “is still a challenge” [29].
	UX is a new field of study that aims to improve usability. It is still in its infancy. Due to the lack of a theoretical framework that defines and connects numerous UX dimensions, characteristics, and measurement methodologies, software engineers and design practitioners (UX, UI, motion, and graphic designers) are disagreeing on how to describe UX ideas and ultimately determine one basic UX/UI fundamental theoretical framework [30].
In conclusion, we may sum up, that now UX/UI field is primarily engaged with “hedonic quality, pragmatic quality, aesthetics, and goodness” [30], hence, is predominantly affiliated with achieving quite obscure indicators of “good interface”. The major standpoint highlighted here is the importance of user communications literally of every step of interface development, particularly, “involving customers and users in the process of elucidating and prioritizing requirements”[29]. However, the main outcome we are deriving at this point is that UX practices should not be neglected not solely by development teams, but also marketing departments. Now we are going to explore in detail, how UX/UI facilitates marketing strategies in the companies.
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There is an ideological divide between two types of specialists when it comes to the creation and examination of marketing strategies: marketing theorists and practitioners. The problem is that both types of specialists work in fields that are fundamentally different in terms of their details. Academics are obviously more involved in the process of theorizing specific phenomena and identifying scientific models, but marketers in real organizations predominantly work in a confined field while still dealing with real-time industry responses.
	However, a recent study (Deighton, Mela, Moorman, 2021) [31] suggests that partnering specialists from both academic and industrial domains can be beneficial. The authors specifically underline in their work that not only do both parties benefit from cooperation, but that the exchange of expertise also adds to the advancement of marketing strategies for any organization, regardless of size. 
According to the authors, marketing theorists can borrow newly produced datasets from their colleagues to learn about the latest digital marketing technologies, speeding up applied research and making it more adaptable to the problems of fast changing marketing. 
What does this imply for practitioners in the marketing field? Practitioners can use ready-made theoretical models to examine the works of theorists and look at the same topic from several perspectives. Furthermore, a fundamental disadvantage of marketing job is that most professionals "stiffen" within the confines of their business, ignoring marketing processes in other industries. Academics, in this sense, take a wider view of marketing processes. Furthermore, marketing theorists may look at many advances more objectively, warning practitioners against rash or novel decisions. 
For example, Kozinets and Gretzel (2021) [32] warn about the dangers of using AI in marketing promotions to the exclusion of marketing practitioners' own abilities and contributions to their organizations' work. As a result, we want to underline the necessity of combining academic and practical responses to varied events in order to identify the most effective techniques of analysis and solution.
As for the field of UX/UI design, not only do most workers in this field not always have the education that would directly correspond to the profile of the profession, but in addition, UX/UI design itself does not require a mandatory diploma from any particular field for an impeccable entry threshold into the profession [33]. Moreover, the design industry, on the contrary, welcomes newcomers to it, since it is believed that the more diversified the design team in terms of their professional background, the more likely they are to look at the user experience of the product from a variety of angles. This helps to bring products to the next level, giving the owner company more market advantages. Nonetheless, some scholars even claim that UX/UI professional preparation in schools is quite fast and fluid, as numerous new technologies appear over each period of time, which rather challenges many designers’ professional identity [34].
Thus, we can see that UX/UI design is a relatively new discipline with little research compared to other industries. We may conclude that, due to the profession's primarily practical nature, there is still a lack of applied study on this topic from scientists.
In this context, and in the context of this paper's theme, we wish to underline the necessity for applied research that focuses on the direct relationship between marketing strategies and the role of UX/UI design in them, rather than on UX/UI as a whole. To do this, we will conduct additional research on the process of interaction between UX/UI designers, as well as how each party influences the development of a company's marketing strategy.

[bookmark: _Toc104927364]1.2.2. Customer Behavior in Digital


Multiple transformations in the fields of economics and management approaches began with the advent of digitalization, it is safe to state. Companies may better control expenses with the help of digital technologies, which applies not only to the costs of internal or external maintenance of a company or product, but also to the way marketing strategies and campaigns are now aligned. The initial type of marketing, with the birth of the Internet, is termed Internet marketing, which has evolved into digital marketing with the growth of digital technologies [35]. Today, being digitally adapted as a company is absolutely a must, since not only innovation is in the companies’ best interest, but also because customers themselves are demanding it now [36].
One of the distinctive characteristics of this type of marketing is the capacity to adapt more flexibly to customer needs as a result of adopting the tools like SEO optimization, Artificial Intelligence (AI), targeting, and so on. This is especially relevant in regard to AI, since it allows technology to work with each individual consumer, adapting to their unique demands and, thus, customizing the approach. As a result, businesses generate a great opportunity for the establishment of improved consumer loyalty [37].
The other side of the coin is that consumers are increasingly expecting marketers to personalize marketing offers for them. This presents some challenges for marketers, since it becomes increasingly difficult to reach a big audience of customers with such consumer requests [35]. Consumers, on the other hand, are said to rely on the opinions of others when evaluating websites and applications. This condition raises a conundrum: does this suggest that designers should not rely on user feedback?[38] Despite this, the behavior of companies in the current era of marketing is dictated by the behavior and desires of each individual consumer, so in this context the consumer is always right and marketers will have to solve this problem themselves [39].
The UX/UI design of various platforms - be it a branded aggregator app or company's official landing page - can, however, address both issues. First, since web-interface design is based on human psychology traits, usability of these interfaces can be universal for the vast majority of consumers. Second, user visits to platforms, promoting companies or items, will feel highly tailored if the interaction is well-designed. The learnability component, for example, will play a big role in user interaction, as when a user will unintentionally design their own navigation within the platform. Furthermore, UX/UI design indicates the presence of various tooltips, like graphical icons, which are a sort of hints that help marketers enhance customer retention on a digital platform by preventing possible errors and facilitate interface memorization [40].
However, high-profile marketers shall not solely rely on advanced usability, as there is a lot more aspects to how make customer journey more comfortable within a platform. By those aspects we mean inclusive design and accessibility, “these technologies have facilitated new scenarios of use where human–computer interaction is on the move, using technology as a mean to accomplish an immediate goal”[41]. However, the functionality mentioned mainly pertains to the UI area, which is also important, since in many ways there is an emotional factor in marketing. In this sense, UI design specifically helps in that it creates the first impression of the product in the eyes of a user, since it instantly fits into the mind on a physiological level [9]. Similarly, well-executed UI design of an interface, if created with new design trends taken into account, can surprise users and make them more interested and curious towards the interface [9]. From here, we can single out the novelty factor as an aid to product marketing. From this we conclude that the usefulness of emotions when creating interface design cannot be neglected.
Ultimately, neuromarketing tools play an important role in evaluating the effectiveness of UX/UI design, which together can respond to many requests from marketers designing strategies. In particular, because such methods can improve communication with consumers and management in the field of marketing [42, 43]. 

[bookmark: _Toc104927365]1.2.3. Business optimization of design


What is design for the field of management as such? Based on the two concepts, which were formulated on average 30 years apart, we can see a significant difference. In 1984, Kotler and Rath defined design as something that contributes to a company's profitability, value, and customer satisfaction [44]. Already in 2011, Choi and Park, rethinking this term, formulated it somewhat differently. For them, design is a tool aimed at improving the financial and non-financial performance of the company, if at the same time use design as a business strategy [45]. Thus, during this time, the concept of design has expanded to the point that it has potentially become at the head of the business focus of companies to improve performance across the board.
	According to marketing experts, the decision-making process of consumers largely depends on several factors. Basically, it is always the conditions in which they make their choice. For example, what range of resources they have to obtain information about the product, whether they choose a product in a familiar situation. Or if both factors are intertwined into one condition [38].
Thus, we agree with the statement that a business striving to ubiquitous integration of UX in the consumer journey, then will achieve noticeable improvements in its customer communications. User experience, in turn, is not equated to a technological strategy, since in the context of this work it is interpreted as a phenomenon based on emotions and impressions eventually remaining in consumers’ memory. Obviously, in the long run, the most remarkable memories stem either from the worst or the best user experiences. Hence, the conclusion is - high-end CX requires the implementation of UX thinking at many different levels, which is also determined by how modern users become attached to applications of daily use, since new consumer preferences and behaviors are establishing with this habit [46].
	In recent years, consumers themselves have become one of the sources of innovation. Moreover, when responsive customer orientation strategy is adapted by a business, the company itself is capable of avoiding problems in product development at the stage of early conceptualization and prototyping [47].
However, such innovations can also increase the risk of a company failing in the marketplace. therefore, in order to avoid such failures, companies are advised to adapt their market-oriented strategy. Thus, the company will be able to more flexibly adapt its marketing strategy to the needs of its sector [48].







[bookmark: _Toc104927366]2. Research Design
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For this research we have selected the mixed-method strategy. Thus, the present overall study is divided into 2 constituent parts. 

Study 1. Quantitative analysis, exploring customer behavior and preferences when using an e-commerce platform interface. Essentially, targets correlation of customer perceptions of UX/UI and related applicability in marketing.
Study 2. Qualitative research, aiming at discovering managerial attitudes and perceptions of UX/UI design in business regard. 

Both studies are executed in order to find responses to the research questions of the current work and derive applicable managerial propositions based on their results.

[bookmark: _Toc104927368]2.1.1. Study 1: Consumer perception of UX/UI. Quantitative analysis

To conduct a study that would help us understand the preferences and attitudes of consumers to the topic of UX/UI design as deeply as possible, we chose the Likert-scale analysis. This technique is used to collect feedback, user behavior information, or data on the attitude of consumers/other categories of subjects to certain phenomena/products. Subsequently, this information can be used for analysis and interpretation, for example, by marketers. This practice is widely used as a tool for collecting information about consumer experience with a particular product.
In the context of this study, the Likert scale was chosen with a range of values from 1 to 5, where each answer option for the respondent is interpreted according to the following scale of values:

1 – Strongly disagree
2 – Disagree
3 – Neutral
4 – Agree
5 – Strongly agree

Respondents were offered a number of statements, which they, in turn, had to rate on a scale from 1 to 5 during the survey. In this research method specifically posed questions can also be used, instead of statements. However, in order to avoid misunderstandings in their interpretation, we decided to focus on the method of statements. Thus, we strived for unambiguity and ease of comprehension of the essence of the study by the respondents.
In the process, at the questionnaire survey stage, respondents were asked to answer several general questions regarding demographics (their gender, age, level of education, profession) and evaluate 16 statements proposed on the Likert scale. It is important to mention, that prior to the evaluation stage, the respondents had to answer the question about their most preferred e-commerce marketplace. This was done for the sake of relevance of our study, which principally aims at the Russian market. The following companies were proposed: OZON, Wildberries, Yandex.Market, SberMegaMarket. Hence, we wanted to give respondents the opportunity to keep in mind the reference of the platforms they regularly use in order to avoid confusion biases.
All of 16 statements leveraged in our survey were divided into 3 thematic blocks, which will help in subsequent quantitative analysis, as they will be transformed into variables and the correlation between them will also be investigated. 
· The Customer Perception (CP) block strives to explore user preferences and habits in the context of e-commerce platforms usability. 
· The User Interface (UI) block collects information about the importance ratings of its elements in the eyes of ordinary users. 
· The User Experience (UX) block is aimed at studying how users comfortably and effectively use these platforms. 

All statements used in the survey are listed in Table 4.
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Table 4. Likert scale statements


As a result, these statements are to be transformed into variables along the research. The statements of the “Customer perception” block will be considered as dependent variables, whereas the “UX” and “UI” blocks’ statements will pertain to independent variables. Table 5 represents the variable transmission from statements in accordance with their thematical blocks of statements.

CONSUMER PERCEPTION (CP)
	1
	Interface attractiveness

	2
	Interface appearance

	3
	Habit

	4
	Navigation

	5
	Belongingness

	6
	Instant attractiveness



USER INTERFACE (UI)
	1
	Perceived usability

	2
	Visual appreciation

	3
	Color importance

	4
	Usability significance

	5
	GUI utility



USER EXPERIENCE (UX)
	1
	Learnability

	2
	Usability

	3
	Navigation

	4
	Layout

	5
	Functionality



Table 5. Likert-scale-derived variables

	The data retrieved from the research results will be analyzed with multilinear regression model. The aim is to see the relationships between dependent variable (Customer perception) and independent variables (UX and UI). Essentially, we are investigating the strongest relationship between variables comprised to understand, which correlations could be watched by the managers in order to define the business focus.
The Likert scale has its pros and cons. A notable advantage is that it is easy to translate empirical observations into numerical values, thus giving oneself the opportunity to test hypotheses and answer research questions. Also, the answers obtained in the course of the Likert scale study are more detailed and non-binary, as is the case with yes/no questions. Respondents do not need to strain themselves when answering open-ended questions, since they just need to express their attitude towards certain statements given in the questionnaires.
However, there is also significant downsides to this questionnaire model. First, people are not inclined to attribute their value judgments to extremes when answering such questions. As they want to look better in the eyes of society, the majority of respondents in Likert scale studies are more inclined towards either a neutral answer or the most positive answer. Also, as in any other survey research, if the number of questions is too large and the respondent has to spend a significant amount of time on it, then it is likely that he will either get tired, or answer without the needed precision, or even completely abandon the survey halfway through.
Hypotheses for testing:

H1: Customer Perception has positive relationship with UI

This hypothesis comes from the theory of perceived usability. One recent study showed that it takes 2.6 seconds for a website visitor to evaluate an interface and make a decision to stay/leave [49]. Equivalently, 94% of users, when describing their first impressions of a site, talk about such design elements as colors, fonts, ease of navigation, and so on [49]. To summarize, the Nielsen Norman Group in one of its studies found that the sites where the UI component is advanced are the most trusted by visitors [50]. It includes the uniqueness of design, navigation, quality of photos, aesthetically pleasing color palette. For a given context, we want to check whether this is true, in the context of how users perceive a particular product.

H2: Customer Perception has positive relationship with UX

This hypothesis is partly counterweighted to hypothesis No. 1. If CP is not affected in any way by UI design or is affected to a lesser extent, then we want to test how willing users are to consciously evaluate the merits of UX design.

H3: UI impacts customer perception more than UX

In this case, we are trying to test whether aesthetics (perceived usability) really exceeds the significance of UX in its usefulness. Testing this hypothesis is relevant, as it is tested in a specific context - Russian users and Russian e-commerce platforms. Research has already been conducted on a similar topic - to measure the relative importance of both UI and UX [51]. Glena H. Iten, in her study of user behavior, found that for users, the aesthetic first impression is not as important as its functional convenience. A similar case was considered by Meinald T. Thielsch, however, when analyzing the results, he came to the conclusion that aesthetics and convenience affect the first impression more than the content of the site [52]. Thus, in order to avoid a distorted understanding of the impact of UI and UX on CP, we present our hypothesis for research, which will be tested directly in the native work context.

[bookmark: _Toc104927369]2.1.2. Study 2: Managerial perception of UX/UI. Qualitative analysis
The study focuses on the role of UX / UI design in business from managerial perspective. Here we try to answer the same research questions as in our quantitative research, however, the goal is to consider all the details and aspects of working with interface design from the take of those who directly create the product, promote it through marketing channels, or even serve it. The research questions we are seeking answers to are:

RS1: Does the application of advanced UX/UI design benefit business?
RS2: Which are the aspects most important for UX/UI effectiveness?
RS3: In which cases is it better to use either UX or UI tools?

In the context of qualitative research, it is important for us to find out what value UX/UI design has in the teamwork involved in the interface development. It is required to understand the inner workings of teams and their evaluation of these tools. The study aims to examine the business effects that companies have observed as interfaces improved. Is there already a certain standard according to which all interfaces should be created by companies? What are the goals of the working groups and what results should such work achieve? 
In the same way, it is necessary to highlight the topic of UX/UI design application context. Are there situations where it is vital? Or, in some specific cases, you can do without it? In this sense, qualitative research also aims to study specific situations, from the managerial and overall corporate point of view, in which UX/UI is a method of achieving business goals.
Among other things, we draw a line between both concepts - UX and UI. These two branches of design have a similar scope in many respects, and in most cases, they exist as a symbiosis. However, their functionality is different, and, therefore, the need for application varies depending on a specific case. For this reason, we conduct qualitative research based about content marketing of the analyzed companies - to get information on when any of these tools is better to be leveraged.
In the context of this study, we decided to turn to the experience of the same companies whose consumers we interviewed in study 1. Thus, here we must examine the managerial perspective of those who work in Yandex, Ozon, Wildberries, and Sber.
To understand the managerial perspective, we first encountered certain difficulties in collecting information. Firstly, we cannot get detailed data on how each of the products was created, how negotiations and meetings were held during the development, and we also do not have access to their technical documentation. Secondly, within the framework of this study, it was not possible to conduct in-depth interviews with people involved in the prototyping / creation / promotion of the product.
However, there are articles and blogs in the public domain on the Internet which these large IT companies maintain to deploy their content marketing strategies. One of these platforms is Habr, a website that publishes blogs of a certain thematic focus: IT technologies, marketing, the Internet, and even legal regulation in the field of technology. Most publications are news, analytical articles, opinions of varying degrees of expertise or vacancies. The site was founded in 2006.
Structurally, it is divided into several streams of blogs - development, administration, design, management, marketing, science pop. In turn, these streams are divided into smaller sections - hubs. Conventionally, if we are talking about design, then such a stream is divided into hubs about game design, 3D graphics, usability, accessibility, voice interfaces, and so on. In addition to ordinary users and individual experts, various companies can also blog about a company (corporate blog) on ​​Habr. At the moment, companies like Selectel, Avito, VK, Tinkoff, and so on maintain corporate accounts there.
During the content selection, we encountered another limitation as part of our research. The Habr website has blogs of Yandex, Ozon (Ozon Tech) and Sber, while WildBerries does not have an account there. Nevertheless, we do not refuse this source of information, since at the moment Habr is presented to us as the only consolidated source of information (in Russia) on IT technologies and UX/UI design, including, on which the vast majority of reference companies would be published at the same time.
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The sample size of the study ultimately resulted in the pool of 205 respondents. As the data was checked and cleared, the final sample size remained 205.
Going by demographic statistics, we see that out of 205 respondents, 132 are females (64%) and 73 are males (36%). So, predominant number of overall respondents are females (Table 6). 
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Table 6. Share of respondents by gender

As for the distribution of respondents by age (Table 7), we clearly see that the vast majority of survey participants (81%) have not yet reached 30 years of age. The largest age category is people aged 24-29 (42%), a slightly smaller share is occupied by people aged 18-23 (39%). Further in descending order: the category of 30-39 years old - 13%, 40-49-year-olds and people under 18 years old are equivalent in terms of the number of respondents (3% each age niche). The smallest number of respondents was in the category of 50-59-year-olds - 0.5%.
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Table 7. Share of respondents by age

The demographic survey also raised the issue of educational attainment (Table 8). According to the results, we see that most of the respondents have a bachelor's degree (44%), a slightly smaller proportion of respondents (32%) have a master's degree. If you look further in descending order - 13% have completed secondary education, 7% of respondents have completed specialist programs, 2% have completed postgraduate studies. The smallest proportions of the respondents are people with a doctorate degree and with completed residency (1% each category).
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Table 8. Share of respondents by education level

The last question on the demographic component of our survey was the professional sphere of our respondents (Table 9). As we see in the graph, the unemployed became the largest professional cohort (69 people). However, we can explain such categorical dominance by the fact that we also included current students in the niche of the unemployed, since in this question we wanted to focus on those industries in which respondents do work at the moment. The second largest professional category is people working in the IT sector (60 people), which becomes a prerequisite for their sophistication in terms of interface design. Smaller categories in the pool of respondents were science and education (15), finance (7), art/culture (7), retail (6), medicine/pharmacology (6), media/advertising/PR (6). The survey also involved people working in the fields of construction (4), design (4), logistics (3), law (3), tourism (2), personnel management (2), engineering (2), transport (1), marketing (1), industry (1), management (1), consulting (1), beauty industry (1) and other industries (2).
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Table 9. Field of professional occupation of survey participants

Before conducting a survey on the Likert scale, we asked participants to choose from 4 proposed marketplaces the most preferable for them. The question was asked not only for the purpose of understanding the sample according to the preferences of the respondents. The main purpose of this question was to provide respondents with a mental reference to which they could refer when answering the Likert scale statements. This question was asked to improve the accuracy of subsequent answers.
As a result, we see that the vast majority of surveyed Russian e-commerce platforms give the highest preference to OZON (117). Descending in user preferences are WildBerries (51), Yandex.Market (33), and SberMegaMarket (4) (Table 10).
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Table 10. The most preferred Russian e-commerce marketplace among respondents


The following tables represent the response rates and ranges of opinions observed during the study.
In the first block (Table 11), with the help of statements, we try to track the attitude of users to interfaces and what is important to them in that regard. As we can see, when referring to the interface of the preferred marketplace, the vast majority of users tend to think, that they like their favorite e-commerce platform in terms of design. Based on the following statement about whether design means anything to them, we also observe that the external component of the user interface is extremely important to the respondents. According to the results, we see that they (also in the vast majority) are comfortable using the interface to which they are accustomed. The last statement correlates well with the issue of ease of navigation within the interface - the vast majority of respondents claim they quickly understand how to move around within the marketplace. However, according to the responses to the last statement, which is aimed at assessing the perceived usability of users of Russian marketplaces, we cannot draw clear conclusions. Nearly half remained neutral on the issue. Responses tended by a small margin to suggest that users did visually appreciate the interface on first use.

[image: ]
Table 11. Customer perception statements block

The next block of statements is aimed at studying the attitude of users to those elements that belong to the UI sphere (Table 12). As we can see, in the question of perceived usability, users tend to answer more positively than negatively. That is, during the initial examination of the marketplace interface, users, based on their impression of the design, assumed that it was convenient to use. Nevertheless, it cannot be said that in this context all users have a single vector of opinions, since more than a quarter of them remained neutral to this statement. However, a positive correlation can be traced.
In the same way, from the second statement, we can see that users in the majority like the way the interface looks familiar to them. Based on the results regarding importance of color in interface design, we observe that users give strong preference to the importance of those color palettes used in design.
To avoid biases in the survey, a statement about the unimportance of the appearance of the interface was added to this block - from the results we see that users still care about graphical attractiveness in interfaces, not just their functionality. In addition, the last statement about the functionality of such graphic elements in design finds its support among users: most of them tend to help in understanding the operation of the interface.
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Table 12. User Interface (UI) statements block

This block of statements is aimed at studying the attitude of users of Russian marketplaces to those design elements that relate to the field of UX (Table 13).
The first statement is aimed at checking the perception of the layout arrangement of elements. According to the results, most of the respondents understood how everything works from the first use.	The results for the second statement show that the vast majority of users generally have no problems with the usability of the interface. Moreover, according to the third statement, it is clear that they also predominantly do not experience problems with navigation within the platform. Also, most of the respondents agreed with the statement that it is easy to find the functions they need inside the platform.
	According to the last statement, we measured the attitude of users of Russian marketplaces to the functionality of the interfaces used. Most of the users agreed with the statement that they use this platform in particular because everything works well in it. 
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Table 13. User Experience (UX) statements block

Additionally, it should be noted that the primary analysis of the responses obtained is supplementary in nature, and therefore can be considered as an addition to those responses that will be obtained during the quantitative analysis. The main part of the analytics in this study is still given to the Multilinear regression model.
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To carry out quantitative analysis, we have developed a set of hypotheses, according to testing of which we will determine the results of the study in the future.

H1: UI has positive relationship with Customer Perception 
H2: UX has positive relationship with Customer Perception 
H3: UI impacts customer perception more than UX 

To test our hypotheses, I have conducted a multilinear regression analysis, where I took consumer perception (CP) as a dependent variable and user experience (UX) and user interface (UI) as independent variables, the data I got from the survey which I had conducted. The model is the following: 
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Table 14. MLR model summary

Regarding to Model Summary table the value of the determination coefficient shows us what percentage of the variance of the dependent variable explains the independent variables. We see that the coefficient is 0.561, which corresponds to 56.1 % of the explained variance. Thus, the model explains the variance of consumer perception quite well. 
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Table 15. MLR ANOVA

The ANOVA table contains information about F – statistics. This shows how the overall regression model is fit the data. Based on information in the ANOVA table we see that independent variable statistically significantly predict the consumer perception (CP) because the p-value (sig) < 0.05. Thus, overall regression model good for the data. 
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Table 16. MLR coefficients

According to Coefficients table, all predictor’s coefficients are statistically significant because the p-values are less than 0.05 (sig. < 0.05). Also, the VIF values in the tables gives information about multiclonality, the VIF is equal 1.479, means that there is no multiclonality and we can use our coefficients in the research. The coefficient for UI is 0.499 and for UX is 0.381. It means that the regression model looks like the following:



Based on the regression model, we can check the hypotheses. The first hypothesis says that UI has a positive relationship with costumer perception (CP) in case of our regression analysis we got the UI’s coefficient equal 0.499, that confirms first hypothesis. For the second hypothesis the UX’s coefficient is equal 0.381 and statistically significant, that confirms the second hypotheses, that UX has the positive relationship with CP. And for the third hypothesis, we can see in the regression model that the UI’s coefficient is higher than UX’s (0.499 < 0.381). Hence, the UI impact costumer perception more than UX, that confirms the third hypotheses. 

H1: UI has positive relationship with Customer Perception (confirmed) 
H2: UX has positive relationship with Customer Perception (confirmed)
H3: UI impacts customer perception more than UX (confirmed)



[bookmark: _Toc104927373]2.3. Empirical part 2: Managerial perception of UX/UI.

[bookmark: _Toc104927374]2.3.1. Sber Corporate Blog

How to start thinking about the client at the development stage, and not adapt the product after, 2021 [53]

· The article is devoted to a team interface design method, namely, design thinking. The material itself is based on the experience of one of the CX research experts at Sber. Authors claim this approach relevant, as it is normally deeply focused on the studying and, consequently, the satisfying users’ needs.
· For the tasks of creating or redesigning a product, Yandex experts use the following stages of design thinking: Empathy, Analysis and synthesis, Generation of ideas, Prototyping, Testing, Storytelling.
· To become as efficient as possible at prototyping, teams shall be extremely diversified. Thus, the team lead increases the likelihood of considering interface problems from a variety of angles even at the pitching and development stage. This technique increases the number of considered user interaction scenarios.
· Sber's expert also draws attention to another aspect of facilitation of design thinking in prototyping, namely, close cooperation between developers in cross-functional teams at the research stage. She argues this by saying that “this is an opportunity to place performers and customers in a single context, which allows you to quickly coordinate any changes in the future. And as a result, it will accelerate the value delivery to the end-user”.
· The main conclusion of the article is the importance of introducing design thinking practices for a deeper understanding of the desires and needs of users. With these methods, Sber experts lean towards the user-centered design paradigm.

“New interface for Sber ATMs”, 2021 [54]
· The article naturally focuses on how Sber teams developed a new interface for ATMs of new generation.
· The author claims that redesign itself was considered as a measure to simplify interaction of customers with the bank. From what they were able to implement - reduction of steps for performing operations, more adapted text, more animations to navigate user perception, as well as personalization for frequent actions of a user. It is emphasized that this redesign has become a totally new development, and not an adaptation of new design to the old interface. Thus, the Sber team has adopted new interface to the modernizing demand of the bank's customers.
· Important details of the new design and their functionality in order:
1. Animations. The team analyzed the mistakes that customers frequently made when using old ATMs. To avoid them, they adapted a set of micro-animations to retrain clients. For example, to make customers less insert their cards into an ATM less and simply bring them to an ATM, designers developed an animation in which a bank card is brought to the NFC reader.
2. Copying elements from the mobile application. To improve interface learnability on the new touch screen of ATMs, icons familiar to many Sber customers from the bank's mobile application were introduced into the new interface.
3. Contrast. Since new ATMs have a minimal viewing angle, designers also had to work with the color contrasts so that clients themselves could see everything distinctly. Also, the problem of contrasts is related to the needs of people who have vision problems.
4. New data entry tools. A voice input tool for visually impaired people has been added/updated.
· From the release, we can conclude that to improve user experience, Sber team has put the problem of learning at the forefront. In this regard, a huge role in the redesign was given to the UI tools - animations, graphic elements, colors, and input methods.

“Not Just Button Texts: What do UX Editors Do?”, 2021 [55]
· A UX writer is needed to improve the UX scenarios of a product. all texts in the product should help users achieve the goal of app usage with maximum utility.
· The UX texts should be concise and clear to speed up interface interactivity. The purpose of such text is to optimize the user navigation via user-flow, even they encounter an error. Texts should reflect the ideas of the product owner, as well as ideas from the pitching of this vision between other team members.
· The UX writer and his/her texts directly influence interaction scenarios and can reduce the number of steps for the user.
· A UX writer can be considered a full-fledged product developer, just like programmers and designers. Required applied skills for UX writers are: knowledge of UX/UI design, research, prototyping, and development.

How SberBusiness Internet Banking Became Convenient for Blind Clients, 2021 [56]

· Adapt to digital: every element on the screen must be optimized for people with visual impairments - this is digital accessibility.
· Using the example of redesigning the interface of a banking service for legal entities, SberBusiness, the author talks about the need to create an initially adapted interface.
· Responsiveness of interfaces for visually impaired people should become the front-end development standard.


Behind the closed door of the UFS frontend, 2017 [57]

· One of the main objectives of the UFS program is the transformation of all front-end systems to a single technological stack. The front system in our context is an interface through which any user interacts with the bank.
· A single front-end system (UFS) is a library of UI components for internal use, to which development teams come to when working on projects.
· It consists of UI elements (for example, buttons, checkboxes, radio buttons, forms, etc.), data entries, grids, file upload components, component for asynchronous loading of React-applications.
· One of the tasks is to create a convenient prototype, moreover, convenient for various categories of the population.


Almost a design thinking manifesto, 2017 [58]

· The ecosystem product development is based on consumer interest and demand, and the product itself is a different story. The user interacts with it through touch points, while the interface is just a connector. However, the service with its interface must also have an internal philosophy, since it coexists with other products within the same ecosystem.
· All insights obtained during development must be classified with created stories, scenarios of user interaction with the product. Then these elements will help in creating customer journey.
· When compiling a customer journey, it is also necessary to work out pre- and post-service.
· Any ideas are best laid out in the form of a prototype, as this is the most basic interface model.
· When creating a product, we can rely on user preferences, but the product must still rely on internal logic.


What does it take us to build an app: reasoning about the interface, 2017 [59]

· When building the UFS interface, it was necessary to consider the fact that it would be used constantly, and not in fragments or from time to time.
· The UFS was created to unify the logic of previously disparate ecosystem applications. 
· The product is created with end-user demands in mind - UX interaction scenarios are based on their preferences. Design thinking helped the development team to look at the product not from a professional point of view, but from the perspective of a person who sees it for the first time and must immediately understand how to use it.
· With a rapidly developing market, it is difficult to keep up with every new design trend with a self-sufficient product present. However, as the author of the article sees it: the only products that are to stay are the ones, which are based on a strong logic of functioning and interaction with the user, and which are not just a new wrapper.
· The author also pays special attention to what should be avoided when interacting with the user: calling the inconvenient convenient, pretentious interface, annoying advertising, pseudo-intelligent systems.
· When monetizing an application, it is necessary to do this without harming the user's perception of the product.


Simple Ingredients for Better UX, 2017 [60]

· The purpose of the USF is to help, not to make superficial design changes. The system should be convenient and understandable.
· Through constant and numerous testings, the development team managed to find a happy medium between a user habit and a design update.
· The design should be divided into 2 categories: conceptual - the visual design system of the product, applied - the collection of information in cross-teams and the implementation of the design concept.
· On the example of the cart design, the author explains how the process of interface creation went. Despite the fact that many problems were related to the outdated UX, most of the problems were solved with the help of UI elements - radio buttons, colors, etc.
· The effectiveness of the interface was measured by testing. According to their results, popular user flows were identified. In the future, this will help in finalizing the UX.


Why interface should be accessible to everyone and how to implement it, 2018 [61]

· The article touches upon the problems of how to interact with people who have special needs within the interface. According to the data given in the same article, on average, each person experiences special needs throughout his/her life. Therefore, the adaptability of the interface is important for each user.
· Managers, when studying audiences with such needs, concluded that they experience a communication problem in the first place. In the results of the study, guidelines for interaction with such a consumer were prescribed for the entire company.
· There was no need to create a separate version of Sberbank Online for this category of users. The decision was made to build accessibility into the development process. For this, a special library of UI elements was created. For example, each of the components was checked for the contrast of the colors used (in the site header, the orange selection was changed to white - this way it contrasted better with the main green color).
· As a result of such updates, various tests began to be carried out, including machine tests. Sber also began to disseminate information about accessibility and its importance in interfaces.



[bookmark: _Toc104927375]2.3.2. Yandex Corporate Blog


Yandex.Drive interface development: from launching a startup to in-depth UI analysis. Yandex report, 2020 [62]


· When the project was launched, the tactics of real product leverage were used. That is, at the start, an incomplete product was produced, which was refined on the go with the help of feedback received from real users. However, it did not have a very positive effect on UI.
· Interface issues. There were too many display elements in the interface - for a good contrast, it was necessary to leave only one bright. The scalability left a lot to be desired, since there were a lot of elements to put on the screen, but there was not enough space for this. Informativeness - it was impossible to complicate the interface with unnecessary information even more.
· Problems were solved step by step, namely: focusing the user's attention on exactly what is important; optimizing vertical and horizontal planes; morphing the interface and context of user actions;
· UI should solve user problems. For example, the Drive team redesigned car cards by simply segmenting their users.
· In this case, UX writing also played a role, as it set the Tone of voice for the product. The developers came to the conclusion that they would need 2 ToVs - informal (for normal interaction) and formal (for news and interaction with users who are in debt).


How We Learn to Adapt Yandex Go for Blind Users: Expectations, Harsh Reality, Developer's Checklist, 2022 [63]

· Interface availability should be a permanent measure, not a feature invented over the weekend. The earlier it is introduced into the development process, the smaller the losses later.
· Methods for solving the problem of interface accessibility from the Yandex.Go team: “added labels to elements that were previously indicated only by a picture; combined related elements; marked with the sign "Button" the elements that can be clicked; fixed incorrect captions that the system tried to generate from image filenames for lack of a better option”.
· Adapted the VoiceOver system, and also introduced a card interface at certain stages of interaction.
· All adaptation is tied to UX solutions, rather than UI solutions. This is also explained by the fact that some UI elements can be neglected if they do not carry a strong semantic load that would be understandable to an ordinary user, but which would only distract a visually impaired user.


Interface availability. Yandex lecture, 2018 [64]


· The categories of people for whom the interface accessibility factor is critical are “visually impaired users, completely blind people, people with color vision impairments”. Also, these are people with disorders of the musculoskeletal system.
· Interface design should adhere to a single style, follow the same logic, and also be predictable and consistent in its functionality.
· Elements and shapes should be large and close to each other, as this makes it easier for people with motor disabilities to interact with the interface.
· Text font should not be decorative, otherwise it will be difficult to read.
· The way to navigate and enter information using the keyboard should be adapted, as for some this may be the only way to interact with the interface. However, this is already being addressed at the code level.


“How Yandex has changed Yandex.Search over the past year. Andromeda Update”, 2018 [65]

· A quick replies option has been created. For example, when searching for hotels/weather forecasts/sports results, the user received cards with summarized answers under the search bar, which eliminated the need for further search through the pages.
· A function of dialogue with organizations was introduced, which, when a search was started, opened a chat bot with the organization that helped the user resolve it.
· Also, several icons were adapted on the search results page for easier orientation: “blue mark” - confirmation of the official status of the resource, “popular site” icon and “user choice” sign. Based on the results of the review, managers saw that with the introduction of these UI elements, it became easier for users to find the results they need.


«Typography on the web. Yandex Lecture at FrontTalks 2018», 2018 [66]

· If users often make mistakes, then this is the problem of the development team, not theirs. Such problems are often solved with the help of text as a means of communication between the interface and the user.
· There are rules for placing text on the interface, which are better to follow: write up to 80 characters/10 words per line, observe interligation, remove hanging prepositions, etc.
· Naturally, the fonts used should be used for their intended purpose. However, from a development point of view, the "safety" of fonts should also be taken into account - some of them may not be read / loaded on certain operating systems.


«How the Yandex.Auto design was created», 2019 [67]

· The product team painted a huge pool of scenarios, which were later segmented into 3 groups depending on the user's driving experience: beginner, experienced, professional.
· The interface was worked out considering the fact that its user is subject to certain restrictions. Three main needs of drivers were considered: navigation, music service, and recommendation services. As a result, the concept of an interface was invented that would combine several services on one screen for easy use while driving.
· The Yandex.Drive UI design also succumbed to environmental constraints, as two interface modes had to be developed – daytime and nighttime. Initially, it was only dark (night), but then it became clear that during the day the black screen is strongly illuminated, and it is not visible.
· The UI design was implemented in a new way within the product when it was customized for specific car brands. The overall logic of the product has not been changed, but the Yandex.Auto interface has been adjusted to match the car's corporate style with the help of accent colors, fonts, icons, and so on.

[bookmark: _Toc104927376]2.3.3. OZON Corporate Blog (OZON Tech)


“What does Apple (and Google) ban for?”, 2021 [68]

· The article deals with technical issues related to UX/UI design on the AppStore and Google Play app marketplaces. Namely, the need to follow the policies of the platforms, otherwise the application will be sent to the ban. For example, the author of the article talks about blocking if there are more than two buttons on the "Privacy Policy" screen.
· Also, icons (UI-element) of other applications cannot be left inside applications, as the algorithms may take them as unauthorized advertising.


«Figma: plugins for product design. Local top with video instruction», 2021 [69]

· To facilitate the work of designers and maintain a single logic and style of the application, all elements must be stored in design systems.
· OZON uses 3 types of libraries: design system atomic tokens, molecular libraries, script libraries.
· Elements from libraries help in the maintenance of other ecosystem products.

[bookmark: _Toc104927377]2.3.4. Results
We divided all analyzed articles into 3 categories:
1. Articles that emphasize UI tools in business optimization
2. Articles that give equal weight in business optimization to both UI and UX tools
3. Articles that give more importance in business optimization to UX tools

Table 17 shows the number of content units from each blog of the analyzed company published in the period 2017-2022.
	Sber
	Yandex
	OZON

	9
	6
	2


Table 17. Number of articles per company

Distribution by the number of analyzed content units can be seen in Table 13.
	UI priority
	Equal effect
	UX priority

	6
	6
	5


Table 18. Number of articles in each category

Table 19 shows which articles are included in each category.

	UI priority
	Equal effect
	UX priority

	“New interface for Sber ATMs”, 2021

How SberBusiness Internet Banking Became Convenient for Blind Clients, 2021

Behind the closed door of the UFS frontend, 2017

Why interface should be accessible to everyone and how to implement it, 2018

Yandex.Drive interface development: from launching a startup to in-depth UI analysis. Yandex report, 2020

«Figma: plugins for product design. Local top with video instruction», 2021
	How to start thinking about the client at the development stage, and not adapt the product after, 2021

Simple Ingredients for Better UX, 2017

“How Yandex has changed Yandex.Search over the past year. Andromeda Update”, 2018

«Typography on the web. Yandex Lecture at FrontTalks 2018», 2018

«How the Yandex.Auto design was created», 2019

“What does Apple (and Google) ban for?”, 2021

	“Not Just Button Texts: What do UX Editors Do?”, 2021

Almost a design thinking manifesto, 2017

What does it take us to build an app: reasoning about the interface, 2017

How We Learn to Adapt Yandex Go for Blind Users: Expectations, Harsh Reality, Developer's Checklist, 2022

Interface availability. Yandex lecture, 2018



Table 19. Articles in each category

Thus, we see that categorical distribution in content analysis does not show strong preponderance towards any block - UI or UX. Of the 17 corporate blog posts by companies that are somehow devoted to interface design, 6 indicate the dominant importance of UI in the effectiveness of the interface, 5 indicate the same about UX. The remaining 6 emphasize the equal importance of the elements of both areas - both UI and UX. With a slight margin in importance in the successful functioning of the interface, the UI is in the lead. In terms of categorization, it is difficult to call this a strong correlation with approximately equivalent positions of UX elements in the design and mediator category, where UX and UI are equal.

[bookmark: _Toc104927378]2.3.5. General conclusions

This study analyzed 17 articles dedicated specifically to the field of UX/UI design and its role in the work of ecosystem companies - OZON, Yandex, Sber. These articles from corporate blogs of companies on the Habr platform describe how product interfaces are created, how individual elements of UX/UI design are applied, and how these measures for its application affect the life of the company in the future.
Qualitative research also works with meanings, so below are the main theses of managers presented in the analyzed blog articles.
1) Interface design shall adhere to a logic first, not be solely decorative. Design is called to primarily to create a clear structured product able to compete and regularly survive in the market among competitors and new trends. This does not mean that a visually appealing interface is necessarily doomed to fail. The main message is that design should be valued for the benefit to the consumer, and not just the external component.
2) UX/UI design is better off invisible. The best design is one that impresses, but is not conspicuous. The worst thing a designer can do is a beautiful product with minimal efficiency. Often, redundant graphic elements can interfere with the perception of normal functions. Nevertheless, at the stage of thinking through the aesthetics of the interface, it is necessary to make it pleasing to the eye, but not go into abstraction.
3) UX/UI design is to be user-centered. From the point of view of company managers, design should be based on the pains and interests of their end users. Thus, it will solve specific tasks and problems of companies' clients, which will be directly correlated with the effectiveness of the design solution.
4) User pains and demands are to be considered, but shall not rule the development strategy. Design, of course, should be directly based on the needs, preferences and mental models of consumers. However, at the interface prototyping stage, the development team should not rely solely on them, as then it risks losing the structure-forming logic of the product.
5) Design systems as a logic tool. Design systems help not only to store a library of design elements, but also to preserve the logical component of the interface.
6) Accessibility is not a one-launch feature, but a long-term strategic decision and an obligatory part of design process. Accessibility benefits everyone, as everyone will need it at some point. An accessible environment in interfaces serves the interests of all categories of users, so it should be a strategic necessity in any interface design. Even those people who have everything in order for medical reasons may at some point use the interface in an unusual way for themselves - for example, holding the phone with one hand, since the other is busy.
7) Both UX and UI equally benefit usability, and accessibility. Accessibility and usability of the interface as a strategic advantage is achieved by both UX and UI tools.
8) There are certain external limitations that affect both UX and UI. External factors can also influence the final design of the prototype. For example, such restrictions may be local legislation, mental models of users when localizing a product, or the policies of specific app stores, as was given as an example in one of the articles.
9) UI tools facilitate navigation. In the articles, special attention is paid to graphic elements and animations as tools to improve the quality of navigation inside the interface. They can serve as a kind of tips for moving around the site, which improves the learnability of the interface and, accordingly, user-flow.
10) Texts are equally important in UX. In UX writing, texts play the same important role of tooltips as graphic elements. Moreover, the texts build the user's marketing communication with the platform. 
[bookmark: _Toc104927379]3. Discussion 
[bookmark: _Toc104927380]3.1. Findings
In the course of both studies – both quantitative and qualitative – we were able to consider 2 potentially important points of view on the same tool – UX/UI design. The points of view of managers responsible for creating product design and end users were studied. For natural reasons, the views on him and both categories differed. Managers can be said to be more dependent on the opinions of their consumers. However, we want to highlight the cumulative findings of the two studies conducted, answering each question of the study in turn.

RQ1: Does the application of advanced UX/UI design benefit business?
If we consider UX/UI as a tool for optimizing processes for a product, then it benefits it in several different ways.
Greater ”first-time” effect (perceived usability). As we understood from the study, the first impression matters, because in the first milliseconds of using a product, the user evaluates its attractiveness. Psychologically, a person is inclined to form a primary opinion about the high user usefulness of the interface, based solely on the external attractiveness of the interface. What does it mean? A well–chosen set of UI components has one of the decisive roles - the user instantly decides not only whether he likes the product or not, but also whether he will use it.
Prolongation of market relevance. In this case, the conclusion is a bit ambivalent due to the overlapping opinions of the two categories studied. On the one hand, the relevance of the product can be regularly updated with its appearance – UX/UI design. This can happen, for example, by managers regularly tracking the latest design trends in the market. By integrating new elements into the design of their interfaces, managers will constantly surprise their users, increasing the emotional appeal of the product. As we remember from user research, the vast majority of users are interested in what the interface they regularly use looks like. On the other hand, when we address the "inner kitchen" of product development and design, we see that it is more important for managers to preserve the logic of solving certain design tasks. This does not mean that they will stop updating the interface design as it becomes obsolete. Managers appeal to the paramount importance of design logic – in their opinion, the market relevance of a product is determined by a strong internal architecture. 
Increase in customer base with broadened accessibility. What has become a strategically important find for managers has remained almost invisible to users. As we can see from the survey results, users of Russian e-commerce platforms responded positively to questions regarding navigation inside the interface and the overall operation of the product. In the analyzed articles, through which we highlighted the managers' perspective on prototyping design, we see that the red thread through any design is the problem of accessibility. They did not just adapt the interface and expand its usability to the next pool of potential audience with the help of the introduction of advanced techniques. Using accessibility practices in design, they have optimized their processes so that they solve the problems of most users, since we may all be in a state of special needs at some point in time.
Well-optimized user-flow = better learnability, thus, usability, thus, habit building. User path scenarios inside the interface should be meticulously calculated in advance by the development team. Their task is to predict not only how the user will navigate inside the application, but also how he will solve the tasks. For such cases, the main tool for endless interaction is the testing of the product by the team. Thus, the user-flow that is closest to the user behavior of the target audience will increase the level of learnability of UX/UI design. Based on the responses of users in our study, they have already formed a habit of using the interface of their preferred marketplace – most of the necessary functions work, they do not need to leave the product because of the design.


RQ2: Which are the aspects most important for UX/UI effectiveness?
Answering this question, we came to a set of factors that, both in the opinion of managers and in the perception of users, most strongly affect the success and effectiveness of interfaces.
Strong backbone logic of an interface. The logical structure of the interface design should be created by the development team, but at the same time remain user-centered. If the logical concept of UX/UI design is based only on the ideas of managers or solely on the wants of users, then such design risks becoming useless. In this context, a well–structured symbiosis of ideas and needs is important - both for the business and the user. The interface design should not be solely concerned with customer service – it should also meet the goals of the product owner. Interface design should not only solve business problems - it should also meet the needs of consumers who will use it. Therefore, the conceptual logic of UX/UI design should be created by developers, but not become the embodiment of exclusively managerial ideas.
Accessibility for customers with special needs. As we mentioned earlier, most users at some point in their lives may experience difficulties in using interfaces, even temporary ones. Thus, designers and managers foresee such problems, optimizing the design for the capabilities and abilities of people with special needs. Not to mention that with such design inclusiveness, companies are expanding their target audience, allowing people with disabilities to also use their services. From the user's point of view, the effectiveness of such solutions is determined by the usability, which is rarely cognitively realized by the user himself. Success can be considered the fact that he easily navigates inside the interface, is self-learning and effectively solves his tasks.
”Invisible aesthetics”. In this aspect, there is a dilemma about the aesthetics of design and its usefulness. As we found out, users are more supportive of an aesthetically pleasing design than just a functional one. The problem arises when the development team itself is too keen on creating a visually attractive interface, and not a functionally useful solution, but yet they are responsible for the functioning of the interface. The beauty of the design should not distract the user from the successful completion of user-flow. UX/UI should be beautiful, but it is more important that it is functional, since attractiveness has a tempting first impression. If the same interface does not work, then there will be no point in using it. Therefore, the product teams should always face a difficult task: to make the interface necessarily attractive, but not at the expense of its functionality (for example, navigation inside the application).
Design-thinking method at the development stage. The key message is to think about the needs of the end user and base early development on the principles of user–centered design.
Testing. Repeatedly, when analyzing managers' perspectives on UX/ UI design, the question of testing has arisen. Testing helps to understand how design works in reality, as there are always factors that managers may not take into account even with the use of design thinking. Testing helps to optimize the design of the interface, anticipating actions, errors and new ways of users experimentally.

RQ3: In which cases is it better to use either UX or UI tools?
UI design elements should always be used if it is necessary to:
· Set up navigation inside the interface
· Create a first impression/make a bias on perceived usability
· Create/rethink brand identity
· Develop a supporting element for the logical structure of the interface design
· Make the interface accessible to different categories of users

According to research results, UX design elements are most effective to use if it is necessary to:
· Create a logical interface design
· Make the interface accessible to different categories of users
· Make the first response to external challenges

Thus, we see that the answers to the research questions do not always overlap between the opinions of managers and users. Nevertheless, this is justified by the fact that both groups, in their own way involved in the creation of the product, pursue their own goals. The exception is the position of managers, since they are obliged to take into account both the business goals of the product and integrate the design thinking method into the development of the interface.

[bookmark: _Toc104927381]3.2. Managerial applications
Even though managers incline towards maximum simplicity and invisibility of UX/UI design, users still get impressed with new visual forms. Managers need to put more effort into finding versatility between beauty and simplicity. The results of our research have shown that the best option for the interface is a simple design in terms of forms and content. However, a problem is being created – how to create a perceived usability effect that causes a positive emotional response from users? As a rule, the interface design of any large-sized platform is limited to the framework of the design system. This is logical, since it preserves the cohesion and conceptuality of the design. However, for variety, UI elements such as animations and graphic elements (illustrations) can be added to the interface. UI is largely responsible for the emotions of users, so it is better to rely on UI elements in the matter of impression design.
Perceived usability is still important since UI hits user impression much more than UX, which yet is not to be neglected. Users buy into visuals. This serves as an indirect argument in favor of managers investing more money and effort in the design of interface impressions. It should not turn into an attraction, as this will harm the functionality of the application. However, when it comes to updating UI elements, the design team needs to be guided by the target audience, its preferences. All this should be done for a better exhaust from the use of such techniques in the UX/UI designer. The interface design needs to be updated regularly in accordance with market trends, but you should not get too carried away with them. The importance of such updates lies precisely in the problem of the competitiveness of the interface and the product. When choosing one platform, there is a high probability that the client has already seen the competitor's platform (and design), and therefore will compare. Jakob's Law of UX works in this light.
In company strategy regard it’s vital to rely on interface logic and functionality first. However, investments need to find their way to both the visual and functional. All previous recommendations related to maintaining the emotional image of the product, whereas the issue of logic in the interface design reflects the functional structure. Although the concepts of functionality and emotionality need to be differentiated, in UX/UI design they should go side by side. Development teams should not lose sight of the concept and logic of the interface, as it is very easy to lose your way under the influence of user-centered design.

[bookmark: _Toc104927382]3.3. Theoretical contribution
As part of our work, we considered the theory of User-Centered Design. Nevertheless, after conducting a number of studies, we see that the theory is not perfect in practice in its own way. Based on the results of the second study, we conclude that interface development teams cannot rely solely on the needs and opinions of the end user. The reason is that such an approach harms the functionality of the interface. Internal logic suffers. Moreover, the audience of the platform for which the interface is being developed can be diversified, as a result of which the design risks becoming irrelevant. Thus, by our research we are subjecting this theory to practical doubt.
As for the theory of perceived usability, this study only confirmed its main theses.

[bookmark: _Toc104927383]3.4. Limitations 
This study is limited by the fact that it considers only the Russian market. For the universality of conclusions, a more diversified pool of respondents is needed. Moreover, Russian companies are cited as examples for reference in the survey, which also does not indicate the perfect universality of the conclusions. The problem is not that these conclusions cannot be extrapolated to cases from other countries, but that the results risk being biased due to a certain mentality.
As for the demographics of the study, women predominate in the pool of respondents, while it is desirable that representatives of both sexes are represented in the same way. For a more plausible assessment of the elements related to the accessibility of the interface, it is necessary that more people over 50 are present in the pool of respondents since every elderly person has at least 1 vision problem [70].
The technical limitations of this study are the features of each of the approaches. Content analysis is difficult to computerize, so it simply expresses the abstract point of view of managers from the analyzed units. The disadvantage of content analysis can also be called the risk of biased results since its results can be interpreted in their own way. This limitation is caused by another complexity – for a normal relationship between the opinions of users and product managers, it is necessary that they are in the same context. That is, we needed the point of view of the managers of those companies about which we interviewed users in the first study. Since access to such contacts is limited, we turned to open sources, which broadcast both the point of view of managers and the process of creating products of the analyzed ecosystems.


[bookmark: _Toc104927384]Conclusions
Thus, in the course of the study, we needed to answer the following questions concerning which, from the point of view of two groups of people, of UX/UI design features are the most effective:

RS1: Does the application of advanced UX/UI design benefit business?
RS2: Which are the aspects most important for UX/UI effectiveness?
RS3: In which cases is it better to use either UX or UI tools?

For this purpose, we conducted a mixed type of research. For the general study, we proceeded from the following tactics: we selected several Russian ecosystem companies that necessarily had an online marketplace in their portfolio. The ecosystem companies that took part in the study were Yandex, Sber, WildBerries and Ozone. Accordingly, using the example of these companies and the behavior of their consumers, we had to understand what view of UX/UI design the average users of the interface of these sites and the management staff of these companies have.
The first study was devoted to the research of user attitudes to the interfaces of specific marketplaces of the companies listed – OZON, WildBerries, SberMegaMarket, Yandex.Market. The attitude of users was measured by a survey compiled using Likert scale statements. The final pool of respondents that was selected during the survey was 205 people.
Based on the literature review, 3 working hypotheses were developed for testing using multilinear regression analysis:

H1: UI has positive relationship with Customer Perception.
H2: UX has positive relationship with Customer Perception.
H3: UI impacts customer perception more than UX.

All three hypotheses were confirmed, but with some peculiarities. Based on the results of testing hypothesis 3, we found that UI, indeed, has a greater impact on CP than UX. However, according to the values of the coefficients obtained, it was not radically significant.
In study 2, we reviewed units of content material from the corporate blogs of the companies OZON, Yandex and Sber on the Habr platform. Wildberries did not participate in this analysis, since this company does not have a blog on the chosen platform. With the help of content analysis, we studied a total of 17 articles published in these corporate blogs in the period 2017-2022. This qualitative analysis was carried out to find out and understand the attitude of the managers of the mentioned companies to UX/UI design, its features and the process of creating a design by themselves.
As a result of the second study, we found that there are some contradictions between the opinions of product managers and the views of end users. Nevertheless, the task of resolving these ideological conflicts lies with the managers themselves.
Based on the results of the work, a set of recommendations was developed on what managers involved in the design of digital products could pay attention to in terms of interface design. In particular, this concerns the largely underestimated role of UI elements and the rare disregard for the logic of interface design, UX design. As a result, the findings from both studies were combined into one discussion, on the basis of which management applications, theoretical materials, etc. were developed. 
Nevertheless, a number of limiting factors – demographic, statistical, and instrumental - were also present in this study. Thus, to confirm the universality of the conclusions of the study, it is necessary to overcome the existing limitations in further research:
· Diversify the age and gender pool of respondents;
· Analyze not only Russian companies, test hypotheses in a different context;
· Use more advanced methods of statistical analysis;
· Explore the perspective of managers, relying on more solid sources of information (for example, in-depth interviews).
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General information about yourself
1) Your gender:
· Male
· Female

2) Your age:
· Younger than 18
· 18-23
· 24-29
· 30-39
· 40-49
· 50-59
· Older than 60

3) Your level of education:
· Secondary
· Bachelor
· Master
· Graduate
· PhD
· Other…

4) Your field of professional occupation:
· Unemployed
· Student
· IT
· Media/Advertising/PR
· Science and education
· Medicine/Pharmacy
· Art/Culture
· Logistics
· Retail
· Finance
· Construction and development
· Hospitality
· Other…
Experience of interacting with web interfaces of Russian companies
5) Your preferred marketplace:
· OZON
· Yandex.Market
· SberMegaMarket
· WildBerries

Customer perception of the product of the previously selected company
In this section, on a scale (from 1 to 5), you rate your loyalty to the company's product based on the following statements.

Scale values:

1 - strongly disagree
2 - disagree
3 - difficult to answer
4 - agree
5 - absolutely agree


6) I like the interface of this website/app.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree

7) What matters to me is how the interface of this site/application looks like.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
8) I feel comfortable using the interface of this website/app as I am used to it.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
9) I already quickly navigate inside the platform.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
10) The app/website design makes me feel like a part of something special and important.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
11) When I first saw the interface of this website/app, I immediately liked it.	
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree

A section on how important the GUI is to you
12) When I first saw the site/application, I immediately realized that it was convenient to use.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree

13) I always like how the site/application looks visually in general.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
14) I pay attention to what colors are used on the website/app.	
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree

15) How the site/app looks is not that important. The main thing is that it works.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
16) Pictures, animations and other elements help to better understand the operation of the site/application.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree


A section on how important interface functionality is to you
17) From the very first use I understood how everything works.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
18) I have no difficulty in using the site/app all the time.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
19) It is convenient to navigate inside the site / application.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
20) Most features on the website/app are usually easy to find.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
	
21) I use this website/app because it/it works well.
· Strongly disagree
· Disagree
· Neutral
· Agree
· Strongly agree
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3ASBJIEHUME O CAMOCTOSTEJIBHOM XAPAKTEPE BBITIOJIHEHUS
BBIITYCKHOU KBAJIMOGUKAIIMOHHOM PABOTHI

51, SlnouxkmHa AHacTacus AJIEKCaHJIPOBHA, CTYIEHT BTOPOro Kypca MarucTpaTypel
HanpaBlieHus! «MeHEIKMEHT», 3asBiIAi0, YTO B MOEH MarucTepcKoi IHCCEpTaldH Ha TeMy
«Kmouesble ocobenHoctn B adpdektuBHoctn UX/UI  nusaiina: mosibp3oBaTeNbekuil U
YIIpaBJICHYECKHI B3IJIS», NPEACTABICHHON B CIyKOy oOecriedeHHs IporpaMM MarucTpaTyphl
JUIs IOCTIETYIOIIEH nepeiadi B rocy1apCTBEHHYIO aTTECTAlHOHHYIO KOMHCCHIO JUISl Iy ONHYHOM
3allUTHI, HE COJCPIKUTCS HIEMEHTOB IlJIaruara.

Bce mpsiMble 3aMMCTBOBaHHS M3 II€YAaTHBIX M JJIEKTPOHHBIX MCTOYHMKOB, a TaKXkKe H3
3AIIMINEHHBIX PaHee BBITYCKHBIX KBAIM(HKAIMOHHBIX PabOT, KaHIMIATCKAX H JOKTOPCKHX
JICCepTaIHii IMEIOT COOTBETCTBYIOIIME CCHUIKH.

MHe u3BecTHO cozmeprkanue 11. 9.7.1 IlpaBun oOydeHHs 10 OCHOBHBIM 00pa30BaTebHBIM
porpaMMamM BBICHIETO M CpeJHero npodeccuonansHoro obpasosanus B CIIGIY o ToMm, 4TO
«BKP BBIMONHSETCS MHIMBHAYATBHO KAJKIBIM CTYJEHTOM IO PyKOBOACTBOM HAa3HA4E€HHOTO
eMy Hay4HOTO PyKOBOZHTEINs», U 1. 51 Verasa (esepaibHOroO rocy1apCcTBeHHOTO GIOUKETHOTO
00pa30BaTENIBHOTO YUpEXKACHHS BBICIIIETO obpa3oBaHus «Canxr-ITerepOyprexuit
rOCyJapCTBEHHBIH YHHUBEPCHTET» O TOM, YTO CTYJEHT IOMJIEKHT OTYMCieHHI0 u3 CaHKT-
ITerepbyprckoro  yHMBepcHTeTa 32 1IN TaBJICHHE  KypCOBOH  MJIM  BBIIYCKHOM
KBaJTH(pUKAITHOHHON pabQTHI, B CHHOU JIPYTUM JIMLOM (JIMLIAMH)».

(IToamuck crynenra)
30.05.2022 (Mara)

STATEMENT ABOUT THE INDEPENDENT CHARACTER OF
THE MASTER THESIS

I, Yanochkina Anastasia, second year master student, MiM program «Management»,
state that my master thesis on the topic «Key features for the effectiveness of UX/UI design: a
user and managerial perspective», which is presented to the Master Office to be submitted to the
Official Defense Committee for the public defense, does not contain any elements of plagiarism.

All direct borrowings from printed and electronic sources, as well as from master theses,
PhD and doctorate theses which were defended earlier, have appropriate references.

I am aware that according to paragraph 9.7.1. of Guidelines for instruction in major
curriculum programs of higher and secondary professional education at St.Petersburg University
«A master thesis must be completed by each of the degree candidates individually under the
supervision of his or her advisor», and according to paragraph 51 of Charter of the Federal State
Institution of Higher Education Saint-Petersburg State University «a student can be expelled
from St.Petersburg University for submitting of the course or graduation qualification work
developed by other person (persons)».

(Student’s signature)
30.05.2022 (Date)
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