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Intro

F O C U S  O N  T H E  W H Y ?



Kistler is the global leader in dynamic measurement
technology for measuring pressure, force, torque and 
acceleration. 

Currently - UX Designer in Kistler



Previous - UX Designer at Telekom

Telco operator offers innovative products and services for fixed networks, 
mobile communications, Internet life and TV entertainment.



• Ultra-short intro to Telekom selling strategy
• Case study: Redesigning IA in Telekom
• Case study : When even a small change does matter
• Case study : What we have learnt from forms 

Agenda



For core products Telekom have two online selling scenarios (both E2E online):
• Mobile – monthly plans and phones  
• Fix - for products including internet, television and landlines 

Other products and services are selling through forms and CMB - Purchases are subsequently handled by 
representatives that ask customers for addition information to finish their order (generally used for non-core 
products or in special cases).

Telekom is not only selling mobile plans and 
smartphones...



Case study: Redesigning 
IA in Telekom



What was the 
our goal?

- Have more efficient IA
- Have IA with better UX
- Have supporting data for our negotiations with 

product dept. about naming products



How were we 
doing that ?

- We used 2 methods: Treejack testing & Card 
sorting

- We used online tool – optimalworkshop.com
- Tester - Telekom Family Testers & users from 

Telekom forum
- 80 participants, 14 questions
- Duration of 1 month
- Redesigning’s output is the current version on 

Telekom’s website



How interactive questionnaire could look like?



When product is on right place in IA 



When product is on right place in IA -chart 



Overview 



Users couldn’t find map of internet coverage 



The longest task for user was find portage to telekom



Small icebreaker on the beginning..



Small icebreaker on the beginning..



Case study: When only 
small change does matter...



ORIGINAL RADIO BUTTONS

2,8%

19% 3,3 %

When even a small change does matter



Case study: What we 
learn from forms 



Most frequent reasons of cart abandonment



Most frequent reasons of cart abandonment



... form is often boring and ugly ...

... filling forms is repetitive ...

... similar to filling taxes – something that you know you should do, but 
absolutely hate and wish to postpone ...

...It‘s like depilating your leg...

Why users don‘t enjoy filling forms ?



Task 1: Fight ugliness and make it more pretty



This is that ugly monster...



…and we completely changed that ugly monster...



What do you think - which one of 
the two forms did users like more?

Ugly monster or The new one



- 14 % 1.6 %

1.9 %

OLD VERSION NEW VERSION

... unfortunately, ugly monster was the winner.  



Task 2: Decrease the number of input fields as 
much as possible



OLD VERSION NEW VERSION

Decreasing numbers of input fields in new form’s design



- 16 % 3.4%

4 %

OLD VERSION NEW VERSION

...and the ugly monster is the winner again.



• Form was too fancy to look serious
• We completely changed the time-proved design pattern (form)
• We underestimated research and overrated expert view
• We skipped our typical ux process and it came right back like 

boomerang
Telekom UX process:

Stakeholder à UX Designer à Visual Designer à Developer
And in this case:

Stakeholder à Visual Designer à Developer

Why it didn’t work and what are the lessons learnt?



Don‘t underestimate co-designing with users and 
don’t stand your research only on any one expert’s 

view … even if it’s Yours ! 


