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JIE LI

Senior Consultant

Head of Research & Insights EPAM Netherlands

10+ years of experience in:

Research Methods: Surveys, Interviews, Usability Testing, Focus 
Groups, Card Sorting, Diary Studies, Contextual Inquiries, Field 
Studies, Heuristic Reviews, Market Research, Competitive 
Analysis, A/B Testing, Controlled Experiments

Tools: Userzoom, Contentsquare, Qualtrics, SPSS, R, Miro

Clients: British Telecom, Burberry, Baxter, Planet Payment, 
Roche, MyTheresa, Apple, TNO, Ziggo, Google, CoolInc, Honda

Areas of Expertise: Human-AI Experiece, Extended Reality (XR), 
E-Commerce, Fashion & Retail, Banking & Finance, Telco, 
Healthcare, and Food & Beverage. Luxury Loyalty Program
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WORK & EDUCATION
WORK EXPERIENCE

2021-Present 

Senior Consultant, Research & Insights EPAM 

Consulting and managing research projects, covering tasks from 

client needs analysis and key question identification to research 
design, data analysis, and presentation. Delivering research 

services to diverse clients across industries.

EDUCATION

Ph.D. 2012-2017 

Human Computer Interaction 

Delft University of Technology

M. Sc. (Cum Laude) 2009-2011 

Industrial Design Engineering

Delft University of Technology

B. A. (with distinction) 2005-2009 

Industrial Design

Sun Yat-Sen University

2017-2021 

Scientific Researcher, National Research Center
for Mathematics and Computer Science (CWI) 

Defining measurement metrics and controlled experiments to 

comprehend user behavior and interactions within immersive 
environments. 

2012-2017 

PhD Researcher, Delft University of Technology

Triangulating data gathered from ethnographic studies, focus 

groups, emotion sampling, and proximity sensors to quantify and 
forecast crowd movements, density, and emotions.

2010-2011 

Researcher, Philips Research

Conducting interviews, focus groups, card sorting, and controlled 

experiments with consumers. Performing in-depth qualitative and 
statistical analysis to understand apparel perception under 

different retail lighting conditions.

2023-Present
Guest Professor, Keio University Media Design

“Bits to Bites” Column Owner at ACM Interactions
Supervising PhD students and researching user experiences with 

emerging technologies (XR, Spatial Computing, Generative AI).
Writing three yearly research methodology articles as an ACM 

Interactions columnist.

2017-Present

Founder & Cake Artist, Cake Researcher 

Crafting beautiful and tasty customized cakes and operating a 

boutique café for cake tasting and workshops.
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Actively publishing thought 
leadership articles and scientific 
papers covering topics such as XR, 
immersive technology & experiences, 
Human-Computer Interaction (HCI) 
Research Methods.

Extended Reality (XR) & 
Immersive Technology SME

CORE EXPERTISE

Tailoring research projects with 
appropriate methodologies and delivery 
timelines, aiding clients in making data-
driven decisions through insightful 
reports and recommendations derived 
from comprehensive research. 

Scientific Research & 
User Experience Research

Leading EPAM’s Human-AI 
Experience (HAX) education material 
curation and publishing HAX research 
articles in top venues.

Human-AI Experience 
Research

Possessing extensive expertise in fine 
dining, food experience design, and 
luxury loyalty program design.

Fine Dining & Luxury Loyalty 
Program Design
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CASE STUDIES

Conduct a field study at a 
MotoGP event to 
comprehend the 
workflows and pain 
points of live sports 
broadcasting. Design and 
test prototypes during 
real-life sports events.

Sports 
Optimize Live Sports 
Broadcasting Workflow

Conduct a series of user 
research, including A/B 
testing, usability testing, 
card sorting, and 
workshops, to assist 
clients in redesigning 
and optimizing their 
diverse online platforms.

Telecom
Evaluate New Brand Design 
and Prototypes with Users

Create diabetes patient 
personas and understand 
their “jobs to be done” 
through in-depth 
interviews. Provide 
design recommendations 
to support their self-
management.

Healthcare
Support Self-Management 
of patients

Identify pain points and 
support the integration of 
five payment platforms by 
conducting stakeholder 
and user interviews, as 
well as performing user 
evaluations for the newly 
designed payment portal.

Finance
Integrate Payment Solutions

1 2 3 4

5

Conduct comparative 
driving tests, interviews 
and a focus group with 
Florida pontoon boat 
drivers, each of whom 
tested both a standard 
pontoon boat and one 
equipped with Honda’s 
new cockpit. 

Mobility
Evaluate New Cockpit 
Design for Pontoon Boats

5

Conduct research to 
enable CoolInc to tailor its 
services and customer 
engagement strategies to 
enhance loyalty and 
reinforce its status as a 
top luxury brand.

Luxury Loyalty
Research for Decoding 
Loyalty Perspectives
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BUILD AN INTEGRATED 
PAYMENT PORTAL

The Challenge & My Role

Planet Payment is a rapidly expanding payment solutions company that 

has recently acquired 4 other prominent players in the payment industry. 

These companies each possess their own mature standalone payment 

products; however, they lack a comprehensive understanding of each 

other's offerings and do not share a common vision for Planet's future. 

The challenge at hand is to consolidate these five payment products 

into a single integrated payment portal.

I was leading a research project aimed at initiating the discovery phase 

of building an integrated portal for Planet Payment.

1
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METHODOLOGY

I conducted 29 in-depth interviews, including:

• 6 stakeholders who are senior leaders at Planet, possessing 

profound knowledge of Planet's products and strategies.

• 12 internal users who engage with Planet's products daily, such as 

support staff, developers, and account managers, and hold 

detailed insights into features and customer pain points.

• 11 merchants from diverse industries like travel, gastronomy, and 

hospitality, who actively utilize Planet's products.
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IMPACT

The research project helps Planet:

• Build a robust research community within Planet and foster a sense 

of ownership and empathy for user needs by involving a diverse team 

including product owners, UX designers, developers, UX copywriters, 

and data scientists in UX research. 

• Take proactive steps by anticipating user needs and planning 

research strategically to align with long-term product success goals. 

• Embrace participatory design and development by engaging a 

customer community in the product design and development phases. 

1
C

A
S

E
 S

TU
D

Y
1

8



C
A

S
E

 S
TU

D
Y

 2

DISCOVER DIABETES PATIENTS’ NEEDS 
IN DEVELOPING COUNTRIES

The Challenge & My Role

Conduct a large-scale research study to uncover the unmet needs 

of People with Diabetes (PwDs) on MDI therapy (Multiple Daily 

Injections of insulin) across Brazil, China, and India. 

This project held significance due to the uncharted nature of these 

markets, with its results shaping forthcoming products, services, 

and communication strategies within these regions. 

My role involved leading in-depth interviews for the Chinese market 

and participating as a note taker and data analyst for other interview 

sessions.

2 LARGE MEDICAL DIAGNOSTICS COMPANY
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METHODOLOGY

To attain a comprehensive comprehension of the markets, we 

adopted a mixed-method approach involving 67 remote qualitative 

interviews, diary studies, empathy maps, and secondary research .

The analysis and synthesis of findings utilized the Jobs-to-be-Done 

framework, shedding light on both the functional and emotional 

requirements of PwDs.

Despite the intricacies of conducting research spanning various time 

zones, languages, and emerging economies, we successfully 

completed the project within a 4-month timeline.

2 LARGE MEDICAL DIAGNOSTICS COMPANY
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IMPACT

The research project helps the client:

• Highlighted unexpected user behavior across the three 

countries and pivoted business goals.

• Triangulated data from multiple sources provided the client with 

a comprehensive and nuanced view of the three markets , 

encompassing cultural nuances and the behaviors of PwDs.

• The provided insights will guide the client in implementing a go-

to-market strategy for these three markets.

2 LARGE MEDICAL DIAGNOSTICS COMPANY
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OPTIMIZE LIVE SPORTS 
BROADCASTING WORKFLOWS

The Challenge & My Role

Imagine you are watching a sports event at home, where you can 

customize the content displayed on your TV screen, access additional 

information on your mobile devices, and select camera angles to follow 

your favorite players. Enabling these experiences necessitates 

adjustments to the current live sports broadcasting workflow.

In this project, I served as a lead UX researcher, responsible for 

conducting research, analyzing data, and engaging key stakeholders, 

including the live broadcasting team, in the research process..

3
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METHODOLOGY

I conducted a three-day field study on a BT Sports outside 

broadcasting truck at the MotoGP 2017 Silverstone racing event, 

resulting in over 70 pages of observational notes. 

Additionally, I conducted 10 in-depth one-on-one interviews with 

the live broadcast team and collected 24 hours of 360º video 

recordings capturing the live broadcasting workflows.
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IMPACT

• The research project helps the client design a novel 

broadcasting platform to enhance live sports broadcasting for 

customizable multi-screen TV programs. 

• This newly crafted platform underwent successful testing at 

Wembley Stadium during the live broadcasting of the 

customizable FA Cup 2018 match to 10 households. 

• The research methodology employed made a significant 

contribution to the HCI field , leading to the publication's 

recognition with the "Best Paper" award from ACM (Association 

for Computing Machinery).
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EVALUATE NEW BRAND DESIGN AND 
PROTOTYPES WITH USERS

The Challenge & My Role

BT is undergoing a transformative shift in its brand design. The BT 

design team is in the process of replacing the existing design 

system with the Arc UI Design System for their upcoming digital 

brand identity.

As part of this initiative, they intend to assess the performance of 

the current design system and gauge the effectiveness of the new 

design facilitated by the Arc Design system.

In this project, my responsibilities encompassed conducting various 

research activities such as surveys and usability testing, analyzing 

the collected data, and collaborating closely with essential 

stakeholders, including product managers from diverse BT 

offerings such as billing and order tracking.

4
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METHODOLOGY

I collaborated closely with four design groups: Design System & 

Language, Billing Analysis, Order Tracking, and Charges Analysis. 

My role involved supporting their design sprints by providing timely 

user research insights through surveys and usability testing to inform 

and enhance the new design
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IMPACT

The research project helps the client:

• Benchmark the performance of the current design

• Compare the effectiveness and attractiveness of the new 

design with the old design

• Provide timely design recommendations based on research data 

to support the digital product design of four design groups

• Foster a shared understanding of the new design and the voice 

of customers among designers, developers, product managers, 

and the broader BT team
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EVALUATE NEW COCKPIT DESIGN FOR 
PONTOON BOATS

The Challenge & My Role

The pontoon boat is the most owned boat type in Florida, especially 

for family and water party activities. However, docking and trailering 

the pontoon boat can be challenging, even for experienced drivers. 

Honda has designed and prototyped a new cockpit for pontoon 

boats with advanced displays and ergonomic seating to help drivers 

perform special maneuvers and have more comfortable driving 

experiences. 

In this project, my task is to evaluate the usability and ergonomics 

of the cockpit concept, gain insights into its usability and 

effectiveness, and identify improvement opportunities through an 

in-person field study.

5
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Conduct Comparative Boat 
Driving Tests

Nine Florida pontoon drivers were recruited 

for comparative driving tests, testing both a 
standard pontoon boat and one equipped 

with Honda’s new cockpit.

Conduct In-depth Interviews & 
Surveys Boat Test

After each boat test, a 30-minute in-depth 

interview was conducted with the 
participant to explore their boat driving 

history and habits, and their specific 
experiences with driving, docking, and 

trailering maneuvers. Additionally, a survey 
was designed to allow them to rate their 

experiences (e.g., docking/navigation, stress 
level, comfort) on a 10-point Likert scale.

Conduct a Focus Group Study 

After the comparative boat driving tests, 

interviews, and surveys, four participants 
who participated in the boat driving tests 

were invited back for a 90-minute focus 
group study. The study prompted the 

participants to describe their driving styles, 
their envisioned ideal cockpit designs, ideal 

display designs, and their future ideal 
boating experiences.

Design Recommendations for the 
Cockpit, Display, and Future Boat 
Experiences
A list of detailed design recommendations 

was synthesized based on the study results, 
including recommendations for the cockpit 

display design, ergonomics of the seat and 
height of the displays, and the emotional, 

functional, and social needs for future ideal 
boating experiences.

Boat Ride 1
Boat testing with the 
standard pontoon

In-Depth Interview
& survey
for Boat Ride 1

Boat Ride 2
Boat testing with the 
cockpit prototype

In-Depth Interview & 
Survey 
for Boat Ride 2

Focus Group
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IMPACT

The research project helped our client evaluate the cockpit design 

and provided detailed recommendations for the height of the 

display, display content, layout, and information navigation design, 

as well as the cockpit ergonomics design in terms of the armrest, 

seat adjustment, materials, and storage.

In addition, we provided future design recommendations for ideal 

boat experiences not limited to pontoons. These recommendations 

include prioritizing safety and comfort, enabling modular and 

customizable designs, and creating kid-friendly designs. They also 

support diverse outdoor activities and expandable spaces, among 

other features.
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DECODING LOYALTY PERSPECTIVES

The Challenge & My Role

CoolInc is a luxury and lifestyle hospitality company based in Saudi 

Arabia, focused on enriching the Kingdom’s cultural and creative lifestyle 

by introducing world-class experiences.

Running a successful luxury loyalty program involves maintaining 

exclusivity and high service standards, which requires significant effort in 

personalization, cost management, and integrating both digital and 

physical experiences. Additionally, challenges include ensuring global 

consistency, protecting client privacy, aligning with the brand’s values, 

and continually innovating to keep the program fresh and relevant.

My role is to conduct research is to understand from diverse 

perspectives, including Ultra-High Net Worth Individuals (UHNWI), Mass 

Affluent customers, and stakeholders, what defines a successful loyalty 

program for Cool Inc. This research will enable Cool Inc. to tailor its 

services and customer engagement strategies to enhance loyalty and 

reinforce its status as a top luxury brand

6
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2 x in-person workshops was conducted 

with the C-level executives, head of quality 
guest experience, operation director, 
marketing director and the digital manager.

2 x in-person interviews were conducted 

with the VVVIP manager and the restaurant 
manager of Spago.

8 x online interviews were conducted 

with the UHNWI customer segment.

1 x online interview were 

conducted with one Emirates IO 
member who is not CoolInc’s
client

8 x online interviews were conducted 

with the the Mass Affluent customer 
segment.

Stakeholder Workshops 
& Interviews

Online Interviews 
with UHNWI

Online Interviews 
with Mass Affluent

In addition to research with stakeholders and customers, we also augmented our insights with 
Humanique, an LLM-supported AI research tool that complements the missing elements in 
human research insights. The output of Humanique has been validated by researchers.

Humanique: 
Complementary AI Insights
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IMPACT

The research has been instrumental in shaping CoolInc's loyalty program 

strategy by providing deep insights into the preferences and behaviors of 

Ultra-High Net Worth Individuals (UHNWI) and Mass Affluent customers. 

These findings have guided the design team in defining customer personas 

and user journeys, ensuring that the program addresses the specific needs 

of different customer segments. 

By identifying key motivators, such as the desire for exclusivity and 

personalized service among UHNWIs and value-for-money benefits for Mass 

Affluent customers, the design team has been able to map out tailored 

experiences that enhance customer engagement and satisfaction. 

Additionally, the research’s emphasis on integrating advanced technologies, 

such as biometric recognition and NFTs, and leveraging social media for 

engagement, helps in creating detailed user journeys that are both seamless 

and highly engaging. This comprehensive approach ensures that CoolInc’s

loyalty program is not only attractive but also effectively fosters long-term 

loyalty and community among its high-value customers.
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