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USABILITY WENT MAINSTREAM

UX vs. Usability

Usability

Effectiveness

User Experience

Satisfaction

Efficiency Enjoyment
Learnabilit ~ Pleasure
Error prevet'ntion r"/-‘ ?\\' 1} 0 O Qa \5{ < \ Fun
Memorability ‘\6 - /] "»\ O /5 Value
® Useful: Does it dosomething people need done? \‘ g -, —~
® Learnable: Can people figure out how to use it? USABILITY EXPUI;KEJ‘E(N CE

B Memorable: Do they have to relearn it each time they use it?

m Effective: Does it get the job done?

m Efficient: Does it do it with a reasonable amount of time and effort?
m Desirable: Do people want it?

Where usability is narrow and focused,

UX is broad and holistic.

S

g . Vi
- 4
ws ° FIRST LAW OF USABILITY
—
: Thinking
Is that the

Hmm. Pretty
busy. Where
should | start?

Hmm. Why did ks e _
they call it
that?

Can | click on
that?

navigation? Or
is that it over
there?

Why did they
put that there?

Those two links
seem like they’re
the same thing.
Are they really?

A )

~’

/
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ws FIRST LAW OF USABILITY
S’
*DON’'T MAKE ME THINK!
* NOTHING IMPORTANT SHOULD EVER BE y ’
MORE THAN TWO CLICKS AWAY.. %dmm
* SEE
=

< 0BVIOUS -r REQUIRES THOUGHT > THINGS THAT
MAKE US

[Milliseconds of thought] Hmm. Could be Jobs.
Jobs! Jobs! But it sounds like more than that.

Click Click Should | click or keep loaking? T H I N K

ﬁ Jobs ﬁ Employment Opportunities ﬂ Job-o-Rama
9 g 5 NAMES — XYZ CORP IS HIRING

N N N
—
< 0BVIOUSLY CLICKABLE REQUIRES THOUGHT >
Hmm.
[Milliseconds of thought] Ny
| guess that's the link. Hmm. =
Click Click Does that do anything? UNCUCKABLE LINKS OR BUTTON
9 \
<l ’T Report ﬂ Report
Ny Wy — o)
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i ° s ° Q\\\ Let's see. “City or Airport.”
5 s I'll put in the city names.
2 5B THINGS THAT
=4
e o MAKE US
> ° S
~ Oh, good. It knows Boston.
|7ECEE-’"7,MA= us (@‘ 5 ] (‘/ Picks Boston from the dropdown T H I N K
it 10 (A~ Butwhy does it just put BOS BOOKING A FLIGHT
BOS Qo I:l @ after | pick Boston?
= : B — CHOICES DO NOT MAKE SENSE ~*
o s Q\\ 'm sure it’'ll know “ny”...
= < ® 1§ pemeanenae TRy WITH THE SITES OF YOUR CHOICE AND.
12/17/2013 m 12/19/2013 i then clicks “Find Fiights &
RECORD THE OBSERVATION
b
Please enter a valid TO' City or Airport code. S
FROM To i&:\‘\\ mh: $:l15?n'l it recognize
s0s 0> ' -/
12/17/2013 = 12/19/2013 1 )
9
N / 4
From To
bos\ % City or Airport — N G S
BOS - Boston Logan International - Boston, MA St{;’rs tryp}r;g rb?S T H I T H AT
. and gets a {Ist o
BOS - (Amtrak] South Station, Boston, Massachusetls = ChOlCBS MA K E U S
BON - [Amtrak] Norih Station, Boston, Massachusetts T H I N K
From To
BOS - Boston Logan Inter  ny X s i BOOKING A FLIGHT
NYC - N York iy, Y (Arec) Starts typing “ny
, and gets a list of — CHOICES MAKE SENSE  ~
INYO - Skavsta - Stigtomta, Sweden
choices
NYU - Bagan - Bagan, Myanmar
N
From To
BOS - Boston Logan Inter ~ NYC - New York City, NY P ~
Good.
Depart Retum
Dec 06 -+ 0 Dec08 - %0 J
N
10
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m Where am I?

® Where should I begin?

m Where did theyput ____ ?

m What are the most important things on this page?
m Why did they call it that?

m [s that an ad or part of the site?

_USERS SHOULDN'T SPEND THEIR TIME THINKING ABOUT

-~

—

On the Internet, the competition
is always just one click away,
so if you frustrate users they’ll

head somewhere else.

11

</
\/ HOW WE REALLY USE THE WEB
’
- WHAT WE DESIGN FOR...
S
Read Look around
feverishly for
Read S anything that
Read a) is interesting,
e or vaguely
Read B resembles what | °© WE DON'T READ PAGES
youre I0oking |, e SCAN THEM
[Pause for for, and
reflection] b) is clickable.
‘inally. click As soon as you find
an carefully =~ a halfway-decent
chosen link match, click. )
|
Ifit doesn't pan o~
out, click the Back ( )
button and try :
asain.
J o4 )
\ N
12
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& We’re usually on a mission. Most Web use involves trying to get
something done, and usually done quickly. As a result, Web users tend
to act like sharks: They have to keep moving, or they’ll die. We just
don’t have the time to read any more than necessary.

® We know we don’t need to read everything. On most pages, we’re
really only interested in a fraction of what’s on the page. We’re just
looking for the bits that match our interests or the task at hand, and the
rest of it is irrelevant. Scanning is how we find the relevant bits.

m We’re good at it. It’s a basic skill: When you learn to read, you also

learn to scan. We've been scanning newspapers, magazines, and books

—or if you’re under 25, probably reddit, Tumblr, or Facebook—all

our lives to find the parts we’re interested in, and we know that it
works.

WHY DO WE
SCANZ

13
WHAT DESIGNERS BUILD... WHAT USERS SEE...
biztraveheom® biztraveheont
Join Biztravel.com Now! - ———— e W B
[ 4 ook A inp R i e ey oo . \ | want to
[ Tk My M e st f buy a
1 ook A Vaction ticket,
DS . e S
biztraveheom'
b How dol
~ \ check my
, frequent
flyer miles?
14

3/8/2020



- —”’

s

~-WE DON'T MAKE OPTIONAL CHOICES. WE SATISFICE. -~

m We’'re usually in a hurry. And as Klein points out, “Optimizing is

hard, and it takes a long time. Satisficing is more efficient.”
* WE DON'T MAKE OPTIMAL

CHOICES m There’s not much of a penalty for guessing wrong. Unlike

firefighting, the penalty for guessing wrong on a Web site is usually
only a click or two of the Back button, making satisficing an effective
strategy. (Back is the most-used button in Web browsers.)

* WE SATISFICE WITH THE FIRST
REASONABLE OPTION

* WEIGHING AND ASSESSING ALL
OPTIONS DEPENDS ON
AVAILABILITY OF TIME, HOW
MUCH CONFIDENCE WE HAVE IN
THE SITE AND FRAME OF MIND

® Weighing options may not improve our chances. On poorly
designed sites, putting effort into making the best choice doesn’t really
help. You're usually just as well off going with your first guess and
using the Back button if it doesn’t work out.

® Guessing is more fun. It’s less work than weighing options, and if

you guess right, it’s faster. And it introduces an element of chance—
the pleasant possibility of running into something surprising and good. /

* EXAMPLE: GOOGLE SEARCH

" \J \J \.J\ /
15
- -
- WE DON'T FIGURE OUT HOW THINGS WORK. WE
- MUDDLE THROUGH.

* FACED WITH ANY SORT OF TECHNOLOGY, VERY FEW PEOPLE TAKE THE TIME TO READ INSTRUCTIONS.
* INSTEAD, WE FORGE AHEAD AND MUDDLE THROUGH TRYING TO FIND OUR WAY.

* FOR MOST OF US, IT DOESN'T MATTER TO US WHETHER WE UNDERSTAND HOW THINGS WORK, AS
LONG AS WE CAN USE THEM.

* IF WE FIND SOMETHING THAT WORKS, WE STICK TO IT. WE'LL USE A BETTER WAY IF WE STUMBLE
ACROSS ONE, BUT WE SELDOM LOOK FOR ONE.

 IF USERS “GET IT”, THEY’LL FEEL SMARTER AND MORE IN CONTROL & THEY'LL COME BACK OVER AND Q

OVER.
-/

TN U “( ).

16
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DESIGN FOR SCANNING, NOT READING

S

m Take advantage of conventions
m Create effective visual hierarchies

m Break pages up into clearly defined areas

B Make it obvious what’s clickable
m Eliminate distractions
m Format content to support scanning

o —e——
accelerator
or gas

m 36 244 | | EEmail |10

17

N ? Artists
N INNOVATE WHEN
YOU KNOW YOU
HAVE A BETTER IDEA
L
TAKE ADVANTAGE OF
CONVENTIONS
WHEN YOU DON'T _|
" / St
18
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- CREATE EFFECTIVE VISUAL HIERARCHIES </
S~
MORE IMPORTANT -> MORE PROMINENT VISUAL NESTING TO SHOW PARTS OF
RELATED LOGICALLY -> RELATED VISUALLY
1 One particular computer book
Very Imponant blah blah blah blah
Books blah blah blah blah
A little less important : TPNERNRION - saros
Music
Movies Another computer book
Nowh i
owhere near as important Games ::::E::z::::: .
blah blah blah blah $19.95
/ —_
J (’
O QO ef )
19

5

The headline
CREATE b The Boston Globe o
Spanning these The size of this
EFFECTIVE Paureollinineg Besieged Obama heads to Boston | Mayoral rivals headline makes it
makes it obvious S Ficu il oy stk mountn et |4
VISUAL ; | swing away clear at a glance
that they're all i final debae that this is the
gl |5 @ 5 |[SS9 part of the same Gty Wik aaers most important
story. Sy

20
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CREATE EFFECTIVE VISUAL HIERARCHIES

FLAWED VISUAL HIERARCHY

PROPER VISUAL HIERARCHY

omputer Books

Books
Music
Movies
Games

PUT THE HEADING

—

WHERE IT BELONGS TO

MAKE THE

RELATIONSHIP CLEARER

</

=

21

FORMAT
TEXT TO
SUPPORT
SCANNING

OnthaWeb, inks ate & ke factor 1 his navigation procass, Users can esclude inks
i proved s n therearer ists. Conversely, ey might vt inks ey

I past. Most mporlan! kniowing which pages fhey've already visted
Trées s from uninentionall revishing the same pages o and over again

Ganeraly, Web brousers ere seversy deficient in supporting user navigetion.
Honver, they o provide one featise that helps users orent themsehves: rowsers fet
o piay iferent colors, depending onwhether the | ks ead k

Pages o pages before. Changing the color of
been pad of Vied brotvsing since Mesals amed in 1853, 50 s completely stancard,
aimost il users understand

Cumenly, 74% of webskes use dflerent caorsfor visted and unvisked nks making
1 design appyoach a strong comvenbon that paople have come o expect Hyperet
theary, te Wed's history, and curent design conventons all ndicate the need fo
change {he colorof vised finks. Furer, empiical observatons from user festing
hve Identi 1y problems on skes that 3
Wren skes use (e same ol forviitd and unvisied inks, users unintanionaly
revish e same pages repealedly ge st more easiy because thelrunderstanding of
aach Ink's maaning s reduced, ofian misintemret or overlook the difierence beteen
o simiar ks ey unsure about hich o they've ekl visted. and give p
faster because they have 2 reduced sense of mastery When the sife falls o refiect

e actions and thus help them navigate.

Such y arly damaghg o i wsek shortdem
mematy, who ofen have frouble remembering wht they va dlcked wilhout 8 istal
represenfation. Of course, “weak shork-fem memary' [san hierent shoricoming of !
humans, which i why al usersare harmed by unchanglng nk eolos. But s
deiitly impacts som pagple more than others, 80 ts partcularl impodant o
change fink colors you have mny older users. Ghven e eviensive heovetical and
mpiical supporfr ushg ifrent ink coors, s ashouneng thta quater of of
Webses continues b infict axra ueabliy problems on paople by chooging a Uniform
nk color

Mostimportant, knowing which pages theve alieady visted fees users from unintenfionaly
revisiting bhe same pages over and over agan,

The Price of Uniform Link Color

Ganeral, Veb biowsers e severely defcent n supporting et navigaion. However, ey
o provkde cne featurs that helps users orlent fhamselves: browsers lef designers display
ks n iferent colors, depending on whether e lnks lead to new pages o pages thal
users hare seen before

Curertly, 74% of websites use diffsrentcolos for vished and unvisted inks, making bis:
o b

ik G "
desyn approacha song pecole have come o expect

Hypertex theary, the \edls history, conventions tethe
o changa thecolo o visted Inks. Furher, empirical obsedvations fom user esing have
idgnified several severe Lsabilty problams on st thet olete his convention. When stes

use e same coiofor e and vt ik, Lsers:
+ unintgnlionaly evisl e same pages repestedy;

+ often misiterprel or oueroak the diferenoe bebween fwo smiar ks  theyrs Unsure
about wich one they've arezely visled, and

* glve up faster bacause hey have @ reduced sens of mastery when he stetals lo
reflect e actions and thus help themnaigate,

(Given the extensive theoretical and empirical support for sing diferent ink colos, s

astounding bt a quarter of al ebsfes y

by choosng a unifom link color,

Why the Problem Persists

balk billy sort ion o oolors, |

P Y o chang
i ' s because fhey don't pick up on the problems caused by unchanging ks when
they conductheir own user festing, Unfortunately,the symoloms of these prodlems are
among the mostcficul o detect when you obseve users.

3/8/2020
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_/ © HEADINGS - USE LOT OF THEM!
S’
T I 5 To take a trivial example, which of us
O p eve I hea d I n g ever undertakes laborious physical
exercise, except to obtain some
S d I I h d' advantage from it FLOATING HEADINGS -
econ eve €a Ing Don’t let headings float 2a0
Third level heading St ot 40 T eicen o s P
pleasure is to be online applications.
BAD — SIMILAR VISUALS
To take a trivial example, which of us
M dertakes labori hysical
Top level heading | |sccisasernee
advantage from it. CLOSER TO SECTION
i HEADINGS - BETTER
Second level headmg More space above, less below =/
Third level heading o o e e sy )
pleasure is to be online applications
BETTER — DISTINCT VISUALS g ]
o el ).
23

\/ " MINDLESS AND PAINLESS CLICKING

-’

~ « TWO — THREE CLICKS IS A GOLDEN RULE, BUT..

* USERS DON'T MIND A LOT OF CLICKS AS LONG AS EACH CLICK IS PAINLESS AND THEY HAVE
CONTINUED CONFIDENCE THAT THEY'RE ON THE RIGHT TRACK - FOLLOWING WHAT'S OFTEN
CALLED THE “SCENT OF INFORMATION.”

- -/

24

3/8/2020
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Already a Magazine Subscriber
But Not an Online Member?
Create/Access Your
Account Now

(You only need to do this once)

Enter 6-digit Account Number:

Enter Last Name:

Continue a

Where can I find my account number?

Already an Online Member?
Log in using your email
address and password

Enter Email Address:

Enter Password:

[IKeep me logged in.

Log In E:

Did you forget vour password?

Not a Member or Subscriber Yet?

Get FREE Access Online
Instantly!

Subscribe to the print
magazine

(Quirk's Marketing Research
Review)

Gain access to all the articles
in our online database

Post and reply to research
discussion groups

Create and post job openings

* Send RFP's

Continue E’

-

/

MINDLESS AND PAINLESS CLICKING - EXAMPLES

* SCAN ALL THIS TEXT AND

FIND OUT WHETHER I'M A
SUBSCRIBER BUT NOT A
MEMBER, OR A MEMBER, OR

NEITHER ONE
THEN DIG UP THE

ACCOUNT NUMBER OR THE
PASSWORD TO DECIDE

WHETHER IT'S WORTH
JOINING

=

®

=

25
- T T4
a}‘z{mum mﬁ YOUVE REACHED THE LIMIT OF 10 FHEEAB'[I:LESA!II?‘IT
DON'T MISS OUT ON THESE 3 —/
STORIES RECOMMENDED
JUSTFORYOU»
| e FORRCNIP W
1nmnuem;mem fo ot 8 foryourfise 4 ks MI N D LESS AN D
/ \ PAINLESS CLICKING -
ﬂf!li!fiﬂmﬂ"”mqin 5 Award-winning journalism, Award-winning apps.

Rl 7 seeroe e for your

|
Moty 3 sitmcib? m ﬂ_vmnmnuﬂ

Try The Times Digital Experieace for just 99¢.

HYTHES.COM + TABLETAPPS 896 £5.00
i 0 Trves com . 0

26
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A sentence should contain no unnecessary
words

OMIT

N E E D L ESS a paragraph no unnecessary sentences
WOR DS for the same reason that:
a drawing should have no unnecessary
lines
a machine should have no unnecessary
parts

Reduces the noise level of page

Makes useful content more prominent OMIT

Makes page shorter allowing more of the page NEEDLESS
to see at a glance WORDS

Happy talk must die

Instructions must die

28

14
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- OMIT
UNNECESSARY
WORDS -
SURVEY EXAMPLE

103 WORDS

N’

The following questionnaire is designed to provide us with

information that will help us improve the site and make it more
relevant to your needs. Please select your answers from the
drop-down menus and radio buttons below. The questionnaire
should only take you 2-3 minutes to complete.

At the bottom of this form you can choose to [eave your name,

address, and telephone number. If you leave your name and

number, you may be contacted in the future to participate in a
survey to help us improve this site.

If you have comments or concerns that require a response
please contact Customer Service,

1. How many times have you visited this site?

This is my first visit Vv

A
29
4 \/
The following questionnaire The first sentence is just introductory happy talk.
~  isdesigned to provide us with 1 know what a survey is for; all | need is the words

information that will help us “help us” to show me that they understand that I'm
improve the site and make it doing them a favor by filling it out. SU RVEY TEXT ANALYSI
more relevant to your needs. & PRUNIN
Please select your answers Most users don't need to be told how to fillin a :
from the drop-down menus Web form, and the anes who do won't know what a
and radio buttons below. “drop-down menu” and a “radio button” are anyway.
The guestionnaire should At this point, I'm still trying to decide whether to
only take you 2-3 minutes to bother with this questionnaire, so knowing that it’s
complete. sfort is useful information. After: 34 Words

. . L _ Please help us improve the site by taking 2-3 minutes to
At the bottom of this form This instruction is of no use to me at this point. It complete this survey.
you can choose to leave your belongs at the end of_the questionnaire where | N - S—
name, 3ddtess,alld tekp'hone canactonit. Asit is,its B!lly effect is to make the B ¥ OLI, lave commenrs or concerns that require a
number. If you leave your instructions look daunting. response, don’t use this form. Instead, please contact
name and number, you may Customer Service.
be contacted in the future to
participate ina survey to help
us improve this site.

: : =
If you have comments or The fact that | shouldn't use this form if | want
concerns that require a an answer is useful and important information.
response please contact Unfortunately, though, they don't bather telling )
Customer Service, me how | contact Customer Service —or, better still,
giving me a link so 1 can do it from right here.
et
\J / e /
A
30
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Laok for the
right department

YES Loak for the
right aisle

Laok for the
product

Still think you're
in the right
department?

T JND
NOT YET

-HHi

YES

5
=1
=
a
L=
H

THOROUGHLY $cashregisler |
FRUSTRATED?

Pay up

Look for
exit sign

<
m
w

YES

L1

NOT YET

HAD ENOUGH?

YES

A

-~
-/

PHYSICAL
WORLD AND
WEB
BROWSING
ANALOGY

SUPERMARKET
EXAMPLE

FIRST TIME SUBSEQUENT VISITS
- P
" L \ ’1 \‘
1 v
\ b e of, (.
e (] / _I
b L] )
’ ]
P - 1 S
1 1
! — - A 1/)

31

Click on
a section

Clickona
subsection

Think you're in
the right section?

FIRST TIME SUBSEQUENT VISITS
i S N
k fe A ’ .
A Y v
VES | TR " * T * ™
ALY _l s : o
HAD ENOUGH? P P, ! /
i :
o) ; ; /)
LEAVE UNHAPPY = " R y

~
—/

PHYSICAL
WORLD AND
WEB
BROWSING
ANALOGY

WEB BROWSING
EXAMPLE

32

3/8/2020
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Site iD Ll(il‘it‘les

[ 1
WILLIAMS-SONOMA

Rugoiy ‘Bikip Fecisin Whna Now GRS §EHansish Q) Cuiices Mo Shepy Bl

vooumas:  coons'Too1s [T SDTHOS  BAKEWAAE FDOD TAELETOPGAAR WOMELEPIM OUTDODS ASRARMN WALIWS & SNOMAHONE —— Sections
“You are here™ l

indicator b Lt

WILLIAMS-SONOMA

e S e W -
o s [ v wi v A e

i

—m

- \
>

s Al

Page name

NAVIGATION

CONVENTIONS o

Steak Ky
Uity Knives

Ladal hawigation Cleavers & Boning Knives -
L Siicing & es
(Things at the — = '
current level) = ‘ ] |
- .
- R SR=—— E——
Footer [ s o P ——— J— P—
navigation T S ——

\_/I/DRIMA-RY NAVIGATION - SITE ID, SECTIONS & SEARCH

\—
.| —siteID XYZ CQI'F- Signin | Contact | [ |[SY§
Home Products News Support About XYZ Sections
Everything sles m corpa Signin Contact I:|
Home Products News Support About XYZ
Bivalves  LugNuts  Protein Shakes Subsections

XYZ corﬂ. Signin  Comtact | [ | Utilities
e\ /
UNIVERSITY g VIRGINIA Home Products News Support About XYZ

Search r_—._Gﬂ r—&l I_ Search

Search ]7 _I O

THIS SITE

T Q "‘\/ )

34
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CONSISTENCY AT SECONDARY,

f

—~  TERTIARY, QUATERNARY... LEVELS

T w : (
o [
|

LEVEL 4—'

Products

XYZ loves you! |
About

News Support

Home

> News

3 Products
Hardware
Software.

> Support

» About XYZ

Products

Second-level page

> News

»Products
Hardware
Saftware

» Support

> About XYZ

Software

Subsection page

35

PAGE NAMING

-/ °

'
:_, EVERY PAGE NEEDS A NAME Bikesonthe T

-Attention Customers and Cyclists

* NAME NEEDS TO BE IN THE RIGHT PLACE

* NAME NEEDS TO BE PROMINENT

Geftng fo Loean

* NAME SHOULD MATCH WHAT IS CLICKED

Events & Holdays

Givemment Canter Froject

The MBTAs faking measures to further enhance bike parking security.

Effective Way 1, 2013 bicydists must registe: either a CharlieCard OR a Bike CharfieCard fo
acoess any of our Pedal & P rking faciliizs. To register now, plesse goto:
W mbts comiriding the ¥ ter

There will oe no charge for registration

Redd Sox.

- g | WHAT I CLICK..  WHAT | GET..
Page Name ufq:' Lug Nuts Nuts Spare parts Error 404
) Lu 1S {Wo mention Page not found
Unique tontent af Liig Nuts on
page the page)
content
Names match. Comfort, Names don’t match,
trust, no thought required. Frustration, loss of trust.

—_—

e )

36
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Highlight my current location in
navigation bars, lists or menus

~
—r’ o
54 Various ways to make the current
location standout
(.~
Living room  Bedroom Children's TKEA “ \\ Looks like Pmin
— bedroom lighti
YOU AR E Maltresses Beds | Bedroom storage | Lighting .glesesfrone | \ BRI
Put a pointer Change the Use bold text Reverse the Change the
next to it text color butten button color
Spors Spots Spots .
Business Business Business Business | Business
) Entertainment Entertainment Entertainment Entertainment Entertainment
Politics Politics Politics
U
f /!
37

4

V 5ids Moupls & Storage » TV Stanss . AP 40"

t Best Bay s TV & Home Fhealsr : TV Siands, Mounts & Staage » TV Stanes 417 -

Wi P Pand TV Size:
s

Compare w0 Rems

e

WETE

Mamew Your Results

S s
B Fuy e 12
Marbeiacs Sefr doms 5

Customer Reviews
TopReled

AVAILABLE NOW

+ NEW CYBER WEEK DEALS /

Init™ - TV Stand for Meost Flat-Pasel TVs Up To 47

SKL: SEETRE

Inf™ - Gaming Fi-Say T Stand for Fiat-Panal Ts upto
e

Moel: WT-3AMHBAEC

YOU ARE HERE -
BREADCRUMBS

nxuE

+ Fe Stigging s {inky
Zacly

* 154 T Back i Rswandsc
Sesew

5 Mt Cart

Sae: §145.98

38

19



TABS

e TABS ARE SELF-EVIDENT AND DRAW ATTENTION
* TABS ARE HARD TO MISS

* TABS ARE SLICK

m ][ ][ ] BAD: No connection, no pop.
r_]f H 1[ 1[ ] BETTER: Connected, but no contrast.

Limited pop.

AR

39

e/ \/
JTRY THE TRUNK
TEST FOR

GOOD WEB
NAVIGATION

What site is this? (Site ID)
What page am | on2 (Page name)
What are the major sections of this site? (Sections)

What are my options at this level2 (Local navigation)

Where am | in the scheme of things? (“You are here”
indicators)

8))

Do How can | search?

40
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EXERCISE

Choose a page anywhere in the site at
random.

Look at it at arm’s length or squint so you
can’t really study it closely.

As quickly as possible, try to find and circle each of
these items:

* Site ID

* Page name

* Sections (Primary navigation)
* Local navigation

* “You are here” indicator(s)

* Search

41

Timely conte‘r_l't

Deals

[ERI

RSONALIZED

ure

N
THE THINGS A HOMEPAGE

SHOULD ACCOMMODATE

* CONCRETE NEEDS

* SITE IDENTITY AND
MISSION

¢ SITE HIERARCHY

* SEARCH

* TEASES

* CONTENT PROMOS
* FEATURE PROMOS
e TIMELY CONTENT

* DEALS

* SHORTCUTS

* REGISTRATION

&

* ABSTRACT NEEDS

* SHOW ME WHAT I'M
LOOKING FOR

* ..AND WHAT I'M NOT
LOOKING FOR

* SHOW ME WHERE TO
START

* ESTABLISH CREDIBILITY
AND TRUST

42
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* EVERYBODY WANTS A PIECE OF IT
— MOST DESIRABLE REAL ESTATE
WITH LIMITED SUPPLY

* TOO MANY COOKS — EVERYBODY
HAS AN OPINION ABOUT IT

* ONE SIZE FITS ALL — HAS TO
APPEAL FOR EVERYONE WHO
VISITS THE SITE

-/

USUAL CONSTRAINTS FOR THE HOMEPAGE

THINGS ON THE FRONT PAGE.  THINGS PEOPLE GO TD
OF A UNIVERSITY WEBSITE

THE SITE LOOKING FOR

LIST OF FACULTY PHONE
NUMBERS AND EMAILS

PRESS RELEASES

STATEMENT
OF THESGHpoLs  LETTER
PHILOSOPHY  FROMTHE
PRESIDENT

VIRTUAL TOUR

“University Website” | xkcd.com

S

N/ hyd \ )
43
\/ T4
MEPAGE NEEDS TO ANSWER THE FOUR QUESTIONS
2, ATTENTION WEB DESIGNERS: YOU HAVE 50 MILLISECONDS TO MAKE A GOOD FIRST IMPRESSIONL__/

Whatis this? /[~ 72

A~
What do they // ,'.2

have here?

Staff Picks: Fllm & Video

(2~
g: \\ What can |

do here?
T
o @\

L.

104%  S5665 15 rechnoigy
\ngx | paged | mshoge o

here—and not
somewhere else?

gt \\ Why should | be

/.
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i When you're involved in building a site, it’s so obvious to you
We <§on t need to. what you're offering and why it’s insanely great that it's hard sy
It's obvious. to remember that it’s not obvious to everybody.

Very few people will avoid a site just because they see the TO P FO U R

same explanation of what it is every time they go there —

o e i eonenaesmens  POSSIBLE EXCUSES

lggl;s}:‘a;;;tlr:rﬁi\:t\?er|can Medical Association” next to the FO R N OT S P E LLI NG
OUT THE BIG

It's tempting to think that the people who don’t “get” your

ite righ babl i l audi , but it"

Jsl:tse‘ 'n'gt :riv;'ay probably aren't your real audience, but it's P I CTU R E O N TH E

2y “Oh, I+ that what 197 1 use that al the im, but HOME PAGE

wasn't clear what it was.”

, Even if people understood your TV, radio, Web, and print ads,
5 That’s what our by the time they get to your site will they remember exactly o/
; advertising is for. what it was that caught their interest?

v \o/ o . )

After people
have seen the
explanation once,
they’ll find it
annoying.

Anybody who
really needs our
site will know
what it is.

45

-/

¢ U
~_  NOTHING BEATS A GOOD TAGLINE!

p— e

* ATAGLINE IS A PITHY PHRASE THAT
CHARACTERIZES THE WHOLE ENTERPRISE

g rezdy FEATURES PRICING CASE STUDIES RESQURCES BLOG LOGIN
~

* A GOOD TAGLINE IS CLEAR AND INFORMATIVE

* A GOOD TAGLINE IS JUST LONG ENOUGH

* GOOD TAGLINES CONVEY DIFFERENTIATION ZI pca e N
AND A CLEAR BENEFIT

* BAD TAGLINES ARE GENERIC

. . 5 " | INTELLIGENCE FOR WINNING
natlonalgrld O N v l A MORE GOVERNMENT BUSINESS

HERE WITH YOU. HERE FOR YOU.

- = UpenTable@ Restaurant Reservations - Free » Instant « Confirmed

Tagline =
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HGI'B are afew lll}\lll}l.'-s to test Ulllll‘ sne

WORLD’S FIRST
SMARTPHONE

INVENTED ABOUT 25
YEARS AGO BY IBM

(

= 5

WAS NOT SUCCESSFUL |~
DUE TO BATTERY W

48
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__/ EARLY TOUCH SCREEN BASED
- SMARTPHONE MODELS.

—

* LG PRADA - MAY 2007
* IPHONE 1 - JUNE 2007

49

WORLD’S
SMARTPHONE
OWNERSHIP
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o MOBILE WEB SITE DESIGNING

BASIC PRINCIPLES ARE SAME AS DESKTOP WEB SITES DESIGNING

BUT ON MOBILE, PEOPLE ARE MOVING FASTER AND READING EVEN LESS ON SMALL SCREENS

THEY NEED TO TAP MORE TO SEE THE CONTENT

MOBILE APP AND WEB DESIGN AREAS ARE STILL NOT MATURED

SOME TRADEOFFS NEED TO BE MADE DUE TO SCREEN LIMITATIONS (AND EARLIER DAYS,
NETWORK LIMITATIONS)

51
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\/ "~ SOME BASICS — PRIORITIZATION

THINGS TO BE USES IN A HURRY OR FREQUENTLY SHOULD BE CLOSE AT HAND.

S’
10 Day Hourly Detals
Dec & 2013, 609 Ph S, T & Tuesday, December 3, 2043
Current i ot U 6PN (4
conditions
Today’s
fﬂ fECa St Tha . ; Wednesday, December 11, 2013 I
Now The next ten days The next 12 hours Next Tuesday
i — o\

S’
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N T PRETY?

7 - —
- ’ ALLOW ZOOMING &
c PROVIDE A LINK TO THE FULL SITE =
Hi TMAGROVSER | | OHB0Y! TCANHELP! | |YEBH. SURE, QUTTHS 15| | WHAT ARTCLE?
TMAGRVER! | |IDUKE BEE | [LETMEGET ITFOR- gmlﬂr\f JuSTYOUR MOBILE ]]—E(}[I—)
WHORREVOUP | (THS ARICLE. | | MR YURE A | G opts || STES PN FRGE.| | [\ p e g
TR GRONSR? | | yerounof 67! ||WHERES THE || 7
= y Gecrom, (| RIGETWAER) /vy gy pcgmie
— b )

D ) u\
53
7 - N/
o QUESTIONS?2
</
- \J \J \.J\
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