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Citibank.com 2016 Navigation & IA Redesign
UX, Information Architecture, Wireframing, Interaction & 

Prototyping, Research, User Testing



The Challenge

The depth and breadth of Citibank's 
product offerings made it difficult to 
connect website users with the info they 
seeked. With an outdated UI and overly 
complex navigation, visiting Citibank.com 
had become a frustrating and 
overwhelming experience. 

Key issues

• Many of the core products were 5 pages 
down.

• Some sections were completely different 
sites - sometimes with a consistent nav, 
sometimes not.

• It was neither responsive nor mobile.
• Crucial information, like rates and fees, was 

buried and scattered across multiple pages
• The user was faced with a deluge of 

choices - for example, 5 checking accounts 
and 22 credit cards.

• The layout was cluttered and the UI 
outdated. 

Our task
• A responsive, mobile-first design with 

progressive enhancement.
• Vastly streamlined and simplified IA and 

content.
• Consistent and modern UI. 

BEFORE: Citibank.com IA/Nav

BEFORE: An assortment of menu nav styles and IAs
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BEFORE: Citibank.com mobile site



Site audit, traffic and search 
analysis

We looked at overall site traffic, nav click usage, key 
landing page events, and previous/next flows. 

I worked closely with our data scientists to 
synthesize this information into tiny truth bombs.

For example, I noticed that even though the Credit 
Card nav had 16 links, most prospects only used 
two of them. 

We could make the menu navigation much simpler - 
in fact, we took it from 5 steps to 2 steps.

Step one was to strip out all the unnecessary 
content and make smart choices that could guide 
the user, instead of overwhelming them.  

How prospects actually used the primary navigation

Nav UsageSite Traffic User Flows



Our plan: flat, contextual 
navigation

Instead of showing the user 5 checking 
accounts, I felt we should focus on the one 
account that would best suit them. This could 
default to the most useful account for most 
people, but cookie or search info could provide 
a more tailored choice. 

The product would seem more useful if it 
felt like some thought had gone into making 
it perfect for that user. Casper Mattresses 
does this really well - one perfect mattress for 
everyone.

Of course the other accounts still needed to 
be shown. I came up with a guided approach, 
where each account was positioned as an 
upgrade or downgrade from the current 
account. It required us to really isolate the key 
differentiator of each. 

In testing, users loved this. They loved the 
refreshing honesty of a huge bank admitting 
this might be the wrong product, and this other 
one might be better. The clients hated it for the 
same reason, but they eventually came around. 

Someone called it the “Goldilocks switcher” 
and that stuck. 

Early drawings and wireframe of the guided “goldilocks” approach”



The new IA

So - what exactly is an “Information 
Architecture”? Well, Sally, nobody 
knows for sure. 

A sitemap? That’s part of it - a 
logical map of the pages involved. 
That’s useful for project scoping. 
But it doesn’t convey the content, 
taxonomy, or navigation model. Nor 
the user’s mental model of the site 
structure. 

This IA does all those things. It 
conveys the difference between 
a link, a page, content on the 
page, menu navigation, contextual 
navigation, and crosslinks. 

For example, each column 
represents a top-level section. But 
only a thick border represents menu 
navigation. A regular border means 
contextual navigation and a dotted 
border means it’s a cross-link to a 
different section.  

Once I figured out how to show 
it all visually, this single document 
became immensely useful to 
everyone.

New Citibank Information Architecture



Here’s the whole thing. 



Customer View

First wireframes

Here’s that IA in a wireframe, round 1. 

Early on, I pushed for a more robust 
footer to do lots of the heavy lifting. It 
was important to show stakeholders 
that we could put important items in 
the footer, without necessarily burying 
them, with the right layout and visual 
cues. So these wireframes evolved 
alongside the IA, not separately.  

This footer also exemplifies one of my 
personal guiding principles: It is based 
on, but not confined to, certain 
patterns. It’s technically “wrong”: the 
far right column lack a header (what 
would you call that header?) and the 
far left column doesn’t match the 
format of the other columns. 
Nobody cares, because this is the right 
hierarchy of information - it makes 
sense this way. 

Our primary navigation needed work. 
The links wouldn’t fit on a mobile 
device. Culling the them from 8 to 
4 items was a start, but that’s not 
future-proof. It would also fail in 
other languages, like Polish, where 
everything is three times as long.



Final wireframes

Responsive menu and footer, default 
(closed) state.

We tested a few solutions for the 
mobile nav, and the hamburger menu 
always won. Every user recognized and 
understood it, and used the nav without 
difficulty. 

The active search state is integrated into 
the menu overlay, so tapping anywhere in 
the white bar brings up the same screen: 
the site nav with a search bar right above 
it. I did this to allow the Search and Nav 
functionality to augment each other, as 
they do in a desktop view. 

I managed to get the logo and white bar 
lined up in both states. That allowed me 
to make a really cool interaction where 
the top half dissolves in while the bottom 
half slides down. Everyone found it to be 
delightful.  



Final design

Responsive menu, opened 
state. 




