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Foreword

Lynda Weinman

Author and Founder
 lynda.com, inc.



Mike Kuniavsky and I met in 1994 when I was conducting research for my first book, Designing Web Graphics. I had found a web site called hothothot.com that I wanted to profile because of it’s great concept, execution, and beauty. It was actually quite rare in those days to find a site that had any aesthetic merit whatsoever! Little did I know after finding this random nice site on the Internet that hothothot.com’s web design company was practically around the corner from me. Mike and I met in person and began what has continued to be a professional kinship and friendship. Mike moved away to the bay area while I stayed in Southern California, but we’ve stayed in touch throughout the highs and lows of these long web years. I had never read anything Mike had written before receiving this manuscript in the mail. I was a little concerned that I might not like his book because this topic has been written about before and there are even some good books on it. I wasn’t sure if it was going to be a “me too” kind of book, or if it had something original to say.

After reading the book, I can attest that there is no other book like this on the market. And I mean that in the best possible way! It is written in a conversational style, as if Mike is sitting right beside you. The good thing about having him there is that he’s had tons of real-world experience testing and researching the usability of web sites. Most other authors out there market themselves as consultants or experts, but haven’t really run their own projects like Mike has. He doesn’t come at you as the all-knowing dogmatic “expert,” but rather as seasoned veteran willing to share his war stories and victories.

Mike offers many practical procedures to conduct and analyze the results of your own custom usability tests. He shares lots of personal stories from the trenches, many of which are painfully ironic. The hope is that his knowledge will help spare you the pain of making the same mistakes others have made before you.

This book is wonderful. I know you might think I’m biased, but I liked Mike from the beginning for a reason—he knows his stuff and he shares what he knows with humor, generosity, and wisdom.





Preface

Why This Book?

You’ve picked up this book for a reason. You think it’s important to know who is using the products you’re making. And, you know, you’re right. Finding out who your customers are, what they want, and what they need is the start of figuring out how to give it to them. Your customers are not you. They don’t look like you, they don’t think like you, they don’t do the things that you do, they don’t have your expectations or assumptions. If they did, they wouldn’t be your customers; they’d be your competitors.

This book is designed to help you bridge the gap between what you think you know about your users and who they really are. It’s not an academic treatise. It’s a toolbox of ideas with which you can understand how people are going to experience the environment you’re creating for them. The techniques—taken from the worlds of human-computer interaction, marketing, and many of the social sciences—help you know who your users are, to walk in their shoes for a bit.

In addition, the book is about the business of creating usable products. It acknowledges that product development exists within the complexities of a business venture, where the push and pull of real-world constraints do not always allow for an ideal solution. Usability is a dirty business, full of complexities, uncertainties, and politics. This book will, if it serves its purpose, help you tame some of that chaos and gain some clarity and insight into how to make the world a little better by making something a little easier to use than it was before.

Who Are You?

This book was written for people who are responsible, in some way, for the user experience their product provides. In today’s software and Web development world, this could be any number of people in the trenches, and in fact, the responsibility may shift from person to person as a project progresses. Basically, if you’ve ever found yourself in a position where you are answering for how the end users are going to see the thing you’re making, or how they’re going to interact with it—or even what they’re supposed to do with it—this book is for you.

This means that you could be

• A program manager who wants to know how to spec out the next version of the software

• An interface designer who needs to know how to make people best understand the task you’re designing for them

• A marketing manager who wants to know what people find most valuable in your products

• An information architect who needs to know which organizational scheme works

• A programmer creating a user interface, trying to interpret an ambiguous spec

• A consultant trying to make your clients’ products better

Regardless of your title, you’re someone who wants to know how the people who use the product you’re making perceive it, what they expect from it, what they need from it, and whether they can use what you’ve made for them.

What’s in this book?

This book is divided into three major sections. The first section (Chapters 1 though 4) describes why end-user research is good, how business tensions tug at the user experience, and it presents a philosophy that will create balanced, usable, and profitable products.

It also contains a short chapter on a technique that will teach you in 15 minutes everything you need to know to start doing user research tomorrow. Really.

The second section (Chapters 5 through 16) is a cookbook that describes in depth a dozen ways for you to understand people’s needs, desires, and abilities. Each technique chapter is self-contained, presenting everything you need to know about when to do research, how to do it, and how to understand the results.

The third section (Chapters 17 and 18) describes how to take your results and use them to change how your company works. It gives you ideas about how to sell your company on how user-centered design can make your company run better and more profitably.

What’s Not in This Book?

This book is, first and foremost, about how to define problems. All the techniques are geared toward getting a better understanding of people and their problems. It’s not about how to solve those problems. Sure, sometimes a good problem definition makes the solution obvious, but that’s not the primary goal of this text.

I strongly believe that there are no hard and fast rules about what is right and what is wrong when designing experiences. Every product has a different set of constraints that defines what is “right” for it. A videogame for preschoolers has a different set of constraints than a stock portfolio management application. Attempting to apply the same rules to both of them is absurd. That is why there are no guides for how to solve the problems that these techniques help you to define. There are no “top 10” lists, there are no “laws,” and there are no heuristics. Many excellent books have good ideas about how to solve interaction problems and astute compilations of solutions that are right much of the time, but this book isn’t one of them.
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Part I

Why Research Is Good and How It Fits into Product Development





CHAPTER 1 Typhoon: A Fable

Sometimes it takes a long time for something to be obvious: a shortcut in the neighborhood that you’ve known all of your life, a connection between two friends, the fact that your parents aren’t so bad. It can take a while for the unthinkable to seem clearly natural in retrospect.

So it is with Web sites and user research. For a long time in the short history of Web development, the concept of putting an unfinished product in front of customers was considered an unthinkable luxury or pointless redundancy. The concerns in Web design circles were about branding (“make sure the logo has a blue arc!”) or positioning (“we’re the amazon.com of bathroom cleaning products!”) or being first to market. Investigating and analyzing what users needed was not part of the budget. If a Web site or a product was vaguely usable, then that meant it was useful (and that it would be popular and profitable and whatever other positive outcomes the developers wanted from it). Asking users was irrelevant and likely to damage the brilliance of the design.

Recent history has clearly proved that model wrong. It’s not enough to be first to market with a blue circle arc and an online shopping cart. Now it’s necessary to have a product that’s actually desired by people, that fulfills their needs, and that they can actually use. That means user research. User research is the process of understanding the impact of design on an audience. Surveys, focus groups, and other forms of user research conducted before the design phase can make the difference between a Web site (or any designed product) that is useful, usable, and successful, and one that’s an unprofitable exercise in frustration for everyone involved.

Nowadays, it seems obvious that a product should be desired by its audience. But that wasn’t always the case. Let’s step back to the Web world of the mid-1990s, when perfectly smart and reasonable people (including me) couldn’t imagine designing a product that users wouldn’t like. Here’s what happens when you don’t think about the user.

The Short History of Typhoon

In the heady days of 1996, PointCast was king. A service that ingeniously transformed the mundane screen saver into a unique advertising-driven news and stock service, it was the wunderkind on the block. It attracted tens of thousands of users and landed its creators on the covers of all the industry magazines. Information coming to people, rather than people having to ask for it, was a brand-new concept and quickly acquired a buzzword summarizing it. It was push technology, and it was the future. Soon, everybody was on the push bandwagon, building a push service.

Let me tell you a fable about one company that was on the bandwagon. It’s based on a true story, but the details have been changed in the interest of storytelling (and to protect the innocent, of course). Let’s call the company Bengali. Bengali had several high-profile successes with online news and information services, and now was confident, ready, and eager to take on a new challenge. They wanted to create something entirely revolutionary—to challenge everyone’s assumptions about media and create the next television, radio, or printing press. They decided that their dreams of creating a new medium through the Internet had its greatest chance for success in push.

It was going to be called Typhoon, and it would put PointCast to shame. Bengali went into skunkworks mode, developing Typhoon completely in-house, using the most talented individuals and releasing it only when it was completely ready.

PointCast Killer development takes a lot of work. The developers worked on the project in secret for a year, speaking about it to no one outside the company (and few inside). Starting with “How will the society of the future interact with its media?” the development team created a vision of the medium of the future. They questioned all of their assumptions about media. Each answer led to more questions, and each question required envisioning another facet of the future.

The software and the vision grew and mutated together. The final product was intricate, complex, and patched together in places, but after a year Bengali was ready to release it.

When it was ready to launch, it was shown to top company management. Although undeniably impressed with the magnitude of the achievement, the executives felt some apprehension. Some wondered who the audience was going to be. Others asked the team how people would use it. Although the team had answers for everything (over the year, they had developed a very thorough model of the program and how it was to be used), they admitted that they had to qualify most of their answers because the software had not been put in front of many end users. They were experienced developers, and they had done some in-house evaluation, so they figured that—if not right on—their design was pretty close to what their users would want. But, to placate the executives and check where the rough spots were, the developers decided to do some user research before launching it.

A dozen people were picked and invited for one-on-one user tests. They came in, one at a time, over the course of several days. The plan was to have them sit down, give some initial thoughts about the product, and then let them try a couple of different tasks with it.

The tests were a disaster. This is a portion of a verbatim transcript from one session.


USABILITY TEST SESSION TRANSCRIPT

If this is just graphics that are supposed to look that way it’s kind of confusing because you think that maybe it’s supposed to do something … I don’t know.

All of these words down here are barely legible.

If this is supposed to say something that I’m supposed to understand, I guess it’s very hard to figure what that stuff is.

None of these headlines are making any sense to me.

I don’t know what to make of these.

I know if I click on them they’ll do something but …

It’s not inspiring me to click on any of them so far.

Also, there’s no status bar so you’re not really sure when a page is finished being loaded.

I don’t know if these numbers have anything to do with that or not … I don’t know.

I hope that that’s a story that I’m going to follow the link to.

This must be [downloading over] a 28.8 [modem] I’m assuming.

It seems a little slow.

This doesn’t seem like what I was looking for.

I’m really curious about what these numbers are down here.

They may be nothing.

I just want to know what they’re about.

OK, I don’t really want to follow that …

I’m waiting for some sort of text to tell me what this is going to be about.

Since there’s nothing, I don’t know what’s it’s about.

I’m not even sure if the page is finished loading.

OK, there it is …

When I hold that down I would hope that it would stay there but it keeps going away.



Even without seeing what the user is talking about, the frustration and confusion are clear. When the test participants tried to use it, either they used it differently from how the developers intended or, when they used it as intended, it didn’t behave as they expected. From a usability standpoint, it was largely unusable.

As bad as this situation was, one point was even worse: none of the participants knew what Typhoon was. It became clear that people would never begin trying to work with it because they had no idea what it was for. Usability was beside the point because the product was incomprehensible.

The developers scrambled to fix the problems, to make Typhoon clearer, and to help people use it, but there were no clear directions for them to go in. The product launch was coming up fast, and they were able to fix some of the most obvious problems. Many problems remained, however, and their confidence shaken, they nervously suspected that many more problems existed.

When Typhoon launched, it was met with confusion. Neither the press nor its initial users knew what to do with it. It got significantly less traffic than Bengali had projected and, despite an aggressive advertising campaign, the number of users kept dwindling.

As the development team worked on the next revision of Typhoon, the direction in which to take it became less clear. Fundamental questions kept popping up. There was constant debate about scope, audience, purpose, and functionality. What had seemed certain suddenly seemed precarious. The executives were quickly losing confidence in the team’s ability to fix Typhoon. The debates continued. Their fixes failed to keep visitors from abandoning the product, and after a couple of months, the project leader was replaced with someone who had a more traditional software background. The new project leader tried to revamp Typhoon into a more ordinary news service, but the new specs made Typhoon look just like the company’s other products, which ran contrary to the very premise of the service. Requests for additional staff to implement deeper changes were denied. Opinions about how to attract visitors began to multiply and diverge. The team felt betrayed; they felt that their creativity had been wasted and that their good ideas had been being thrown out by management.

Four months after the project launched, the last of the original members abandoned it for other projects within the company. Two months after that, it was quietly closed down and ‘written off as a complete loss. Today, only the T-shirts remain.

Sadly, this is a true story. The details have been changed, but the core of the situation is true. It happened to me. I watched Typhoon’s creation, was the person who ran those tests, and watched it disintegrate. Years later, some of the people involved still have feelings of bitterness that so much effort, so many ideas, and so much innovation was abandoned.

It was abandoned for good reason. It was a bad product. What made it bad was not the quality of the code (which was very tight) or the core innovations (which were real and legitimate). What made it bad was that it was a good product with no understanding of its audience. And a good product that doesn’t satisfy the needs, fulfill the desires, or respect the abilities of its audience is not a good product, no matter how good the code or the visual design.

This book is about knowing your audience and using that knowledge to create great software. It will help you avoid situations like Typhoon while still retaining the creativity that leads to innovative, exciting, unique, profitable products. User experience research is a collection of tools designed to allow you to find the boundaries of people’s needs and abilities, and its core, the philosophy espoused here, is not about creating solutions but defining problems. The ultimate goal is not merely to make people happy; it’s to make successful products by making people happy. When you know what problems people have, you are much less likely to create solutions that address the wrong problem, or worse, no problem at all.





CHAPTER 2 Do a Usability Test Now!

Basic user research is easy, fast, and highly effective. Some form of user experience research can be done with any product. The question is whether you want to do it yourself. And there’s only one way to find that out. Try it. In this chapter, you will learn how to do a fast and easy user research technique, a usability test done with your friends and family. After 15 minutes of reading and a couple of hours of listening, you will have a much better understanding of your customers and which parts of your product are difficult to use.


Note If you don’t have a working product or a semifunctional prototype, then it’s a bit too early for you to take best advantage of this technique. You should use one of the research techniques that can be done with nothing but an idea, such as contextual inquiry or focus groups. These are discussed in Chapters 8 and 9 of the book, respectively.



A Micro-Usability Test

The usability test will tell you whether your audience can use what you’ve made. It helps identify problems people have with your site and reveals difficult interfaces and confusing language. Normally, usability tests are done as part of a larger research series and involve preparation and analysis. That’s what Chapters 5 through 16 of this book are about. However, in the interest of presenting something that’s quick and that provides good bang for the buck, here is the friends and family usability test. It’s designed to let you get almost immediate feedback on your product, with minimal overhead. If you’re reading this chapter in the morning, you could be talking to people by the end of the workday and rethinking some of your product’s functionality by tomorrow. But give yourself a day or two to prepare if this is your first time conducting user research.

There are four major steps in the process of conducting a usability test.


	Define the audience and their goals.

	Create tasks that address those goals.

	Get the right people.

	Watch them try to perform the tasks.



1. Define the Audience and Their Goals


“An evaluation always proceeds from ‘why does this thing exist?”

—Dave Hendry, Assistant Professor, University of Washington Information School, personal communication



You are making a product for some reason. You have decided that some people in the world can make their lives better with your idea. Maybe it helps them buy something cheaper. Maybe it’s to get them information they wouldn’t have otherwise. Maybe it helps them connect with other people. Maybe it entertains them.

Regardless, you are making something that you feel provides value for a specific group of people. For them to get that value, there’s something they have to do. Usually, it’s several things. For a site selling something, it can be “Find the widget, buy it, and subscribe to the newsletter.” For a matchmaking site, it can be “Find someone, write her a note, send it, and read her response.”

So the first thing you should do in a usability test is to figure out whom the site is for. What describes the people who you expect will use it most often? What differentiates them from everyone else? Is it their age, their interests, their problems? It’s probably all of the above, and more.

For example, say that you want to examine the usability of the browsing and purchasing user experience of an online cutlery store. You can quickly create an audience definition for the site’s audience. The target audience is people who


want to buy cutlery



But this isn’t very specific. My grandmother regularly buys plastic forks for family picnics, but she’s not going to be doing it through a Web site. So the definition should be a little more inclusive. The target user audience is people who


• want to buy high-end cutlery

• are value conscious

• want a broad selection

• are computer savvy and ecommerce friendly

• are not professional cutlery buyers



Next, figure out what the key product features are. Write down what your product is about. Why are people going to use it? Why is it valuable to its users? If you were at a loud party and had 30 seconds to describe your site to someone who had never heard of it, what you would tell them? Write it down.


forkopolis.com enables people all over North America to buy cutlery from one of the largest ranges available, featuring all the major luxury brands and the best designers, it allows for easy location of specific styles and pieces so that buyers can quickly and cheaply replace a single damaged teaspoon or buy a whole restaurant’s worth of silverware.



2. Create Tasks That Address Those Goals

Now write down the five most important functions of the site. What should people be able to do above all else? In a sales site, they should obviously be able to purchase things. But they should also be able to find them, whether or not they know exactly what they’re trying to buy. Furthermore, they should probably be able to find what’s on sale and what’s an especially good value. Make a list, describing each function with a sentence or two.



	Find specific items by style.

	Buy by single item,

	Buy by whole setting.

	Find special offers.

	Find information on returning merchandise.





In a couple of sentences describe a situation where someone would perform that function, written from his or her perspective. Call this a task. If “Find specific items by style” is one of the functions, a task for it would be


You decided that you want to buy a set of Louis XIV forks from forkopolis.com. Starting from the homepage of forkopolis, find a set of Louis XIV forks.



Finally, order the tasks from the easiest to the hardest. Starting with an easy task makes people comfortable with the product and the process.

3. Get the Right People

Now, find some people who fit the profile you created in step 1. When doing a quick exercise like this, you can get a decent idea of the kinds of problems and misunderstandings that occur with real users by bringing in five or six people who are similar to the people you expect will be interested in your product. The fastest way to get such people is through the people you already know. If you’re in a large company, this could be co-workers from departments that have nothing to do with your product. If you’re in a small company, this can be your friends and family and your co-workers’ friends and families. It can be people from the office down the hall. It can be people off the street. As long as they’re somewhat like the people you expect to visit your site, it can be anybody who is unfamiliar with the product and unbiased to like or dislike it (so a doting grandmother and the CEO of your biggest competitor are probably excluded). Unless your product is designed for developers, avoid people who make Web sites for a living: they know too much.

Contact these people, telling them that you’d like to have them help you evaluate the effectiveness of a product you’re working on. Don’t tell them any more about it than the short description you wrote at the top of the task list. Tell them that no preparation is needed, that they should just come in. Schedule them a day or two in advance for half-hour individual interviews, leaving 15 minutes in between each interview.

4. Watch Them Try to Perform the Tasks

First, write a script that you and your invited evaluators will follow. Put your short site description at the top of the page. This will be all that the evaluators will be told about your product. Don’t tell them anything else. In the real world, a short description and a link is often all that someone will know. On separate pages, write down your tasks, one per page. Don’t include any information that users wouldn’t have if they had just started using the service.

Now get a computer and a quiet room where you and the evaluators can talk about the product without being distracted. Small, out-of-the-way conference rooms often work well. Make sure that there is nothing related to the product around, so as not to distract the evaluators or provide information that could be confusing. Thus, no notes, no company propaganda posters, no whiteboard leftovers, and no tradeshow mouse pads.

Set up the computer for the tasks. Set up the browser in the most generic configuration possible, removing custom toolbars, custom colors, display options, and extraneous bookmarks. Bookmark the start pages people are going to need for each of the scenarios you’ve written.

When each evaluator arrives, prepare him or her for what’s going to happen. Make the evaluators feel comfortable. Introduce the process by saying the following:

• They’ve been invited to help you understand which parts of the product work for them and which are confusing.

• Even though it’s called a test, they’re not the ones being tested, but evaluating how well the product works, so there’s nothing they can do wrong. Emphasize that it’s not their fault if they can’t get something to work and that they won’t hurt anyone’s feelings if they say something bad about the product.

• It’s really important that they speak all of their thoughts aloud. Suggest that they give a “play-by-play” narration of what they’re doing and why they’re doing it.

• You’ll stay in the same room and quietly listen to them while taking notes, but they should ignore you, focusing on the tasks and their play-by-play descriptions.

(You’ll probably want to write specific wording for each of these points ahead of time into the script you started with the product description.)

Once the participants are comfortable and you’ve given them the initial instructions, read the product description and the sheets with the task descriptions. Tell them to do the tasks in the best way they can, but if they can’t figure one out in a couple of minutes, they should feel free to move on to the next task. Reinforce that they should be speaking aloud the whole time.

Then, let them talk. Sit back and watch, quietly taking notes. If they get stuck, don’t tell them where to click or what to look at. No matter what, don’t tell them how to do something. If they seem to be particularly frustrated, tell them that it’s not their fault if something seems impossible, and they should move on to the next task.

Once all the tasks have been completed, or the half hour is over, it’s time to stop. Ask the evaluators to tell you their general impression and whether they would use the site “in real life.” Then give them a present for their time (a gift certificate to a local restaurant or a bookstore, a coupon for lunch at the company cafeteria, a tank of gas—whatever seems appropriate for your audience), thank them, and send them on their way.

Finally, reset the computer for the next evaluator, clearing the cache and history and setting it to a blank page.

What Did You Learn?

As soon as the usability test is over, ask yourself the following questions:

• What worked well?

• Did the users consistently misunderstand anything? If so, what?

• Were there any mistakes consistently made? If so, what?

• Did they do the things that you had expected them to do? If not, what did they do?

• Did they do things in the order in which you had expected? If not, what order did they do them in?

• What did they find interesting?

• What did you expect them to find interesting that they did not find interesting?

• Did they know what the site is for? Did they miss any big ideas?

• How many of the tasks were they able to do? Which ones did they have the most trouble with?

• When did they look frustrated? What were they doing?

• Did the site meet their expectations? If not, where did it fail them?

• Do you know what their expectations were?

• Were they ever confused? What were they doing when they were confused?

At this point, you should have some ideas of where your product has problems. You’ve probably seen several things come up again and again. Maybe people don’t understand the name you’ve given to a certain function. Maybe they don’t see a critical piece. Maybe they aren’t interested in what’s being offered. Maybe they love it and it fulfills everything they want. All these things are good to know since they tell you where you are having problems and, equally important, where you’re not.


Warning Friends and family usability testing is fast, easy, and convenient, but it’s a quick and dirty technique. Your friends and family may give you a general idea of the problems with your product, but (more often than not) they’re not representatives of your actual user audience. Whenever possible, use actual representatives of your audience.



What to Do Next

Having done your first usability test, you probably have an idea of what the technique is good for and how it’s useful for you. If you read the rest of the first section of this book (through Chapter 4), you should be able to put together a research plan for your product, incorporating discount usability testing (which the friends and family usability test is an example of) and a number of other techniques. The in-depth techniques described in the second part of the book (Chapters 7 through 13) will tell you how to go far beyond this basic test to understand every facet of your users’ experience in your product’s development. The final part (Chapters 14 through 19) will help you present your findings in such a way that convinces your development team to make the changes that will make your product really work for your audience and to keep directing it toward users’ needs well into the future.





CHAPTER 3 Balancing Needs through Iterative Development

In a perfect, egalitarian, happy-dappy world, product development processes would only be about making the user happy. Perfectly user centered, they would focus on creating the ideas users experience at any cost. All software (and hardware and VCRs and cars and pretty much anything with a human interface) would be standardized, optimized, consistent, and transparent. Everything would be focused on helping the users perform their task.

But the world is far from ideal. Finding a single perfect way of doing any task is unlikely. Even ideal user solutions do not always make ideal products. Moreover, products are generally not created solely for the benefit of their users: they are created by companies whose goal is to make money. Making money and satisfying people’s needs are two very different goals; they can be made to work together, but they will always remain distinctly different goals.

Furthermore, modern software—especially Web sites—exists in a unique competitive environment. Not only does it have to satisfy the users and the makers, but it often has to address an additional set of stakeholders: advertising partners. Ads don’t just add a new element to the user experience, but create a whole new business relationship that permeates the development process. Where before the two primary features driving software design were the quality of the user experience and the profitability of the product, now there’s a third element—the effectiveness of the advertising (Figure 3.1). The needs of these three groups of stakeholders are in a constant game of tug-of-war. If any one of them pulls too hard, the other two suffer.
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Figure 3.1 Tensions affecting product priorities,



This book focuses on understanding the user experience and will not dwell too much on either advertising effectiveness or corporate profitability; nevertheless, it is critical to keep this tug-of-war in mind when doing development and to consider the environment in which user experience is developed.

In Chapter 4, the focus is on just the user experience, and later in this chapter I present a method of resolving these tensions, but first it’s useful to look at what makes a product a success when examined from the perspective of each group.


Note Don Norman has some beautiful examples of unusable products in his book, The Design of Everyday Things. His examples illustrate that although we may not always know what makes a product usable, we can really tell when it’s not.



Success for End Users Is …

A product’s end-user experience is the cornerstone to its success. A good user experience doesn’t guarantee success, but a bad one is nearly always a quick route to failure. However, experience quality is not binary—total malfunction is rare—but, surprisingly, mediocrity in user experience can actually be worse than complete failure. When something doesn’t work at all, at least it’s obvious where the problem lies, but something with intermittent problems—a shopping cart with a high dropout rate or a search engine that only 40% of the people can find things with—can make a product underperform even if the rest is perfectly designed. A mediocre user experience can go unnoticed and be the most serious problem in the whole business venture.

What makes a good experience varies from person to person, product to product, and task to task, but a good general definition is to define something as “usable” if it’s functional, efficient, and desirable to its intended audience.

… Functionality

A product—or a portion of a product—is functional if it does something considered useful by the people who are supposed to be using it. Each product has a set of things its users are expecting it to do, and to be considered usable it needs to be able to do them. This is a simple idea, but it is remarkable how often it is forgotten. For example, a high-end subwoofer came with its own amplifier and its own remote control, but—in the interest of minimizing controls on what was ostensibly a speaker—the manufacturer made some functions available only on the remote control. One of these was the control to switch between equalizer modes (“Theater,” “Concert Hall,” “Radio,” etc.). Unfortunately, if the remote were lost, the amplifier would stay in the equalizer mode it was last in forever. So if the subwoofer was set on “Radio” and the remote was lost or broken, the owner would then have to listen to all music amplified as if it were a tinny talk show, with booming vocals and almost no treble. This defeated the basic purpose of having an expensive subwoofer in the first place: to make music sound good.

A more common phenomenon is the deep concealment of key features by the complexity or incomprehensibility of the interface. The classic example is the process of programming VCRs before the advent of on-screen programming: the functionality was so difficult to understand that it may as well not have been included in the product at all.

… Efficiency

People—on the whole—value efficiency, and how quickly and easily users can operate a product attest to how efficient that interface is. A product’s interface may enable a task to be accomplished in a single step, or it may require many steps. The steps may be prominent or hidden. Maybe it requires its users to keep track of many things along the way. In the traditional perspective, these factors boil down to speed, how quickly someone can perform a task in a given situation with the smallest number of errors.

… Desirability

Although long recognized by usability specialists and industrial designers (and certainly marketers), this is the least tangible aspect of a good user experience. It’s hard to capture what creates the surprise and satisfaction that comes from using something that works well, but it’s definitely part of the best product designs. It’s something distinctly different from the packaging of the product (the esthetics) or its marketing, but it’s an emotional response that’s related to those.


Usability and Design

Ultimately, usability is good design. That’s not to say that all good design is usable since there are things that are well designed from one facet (identity, technology, value, etc) that are not usable. For example, a lot of expensive designer furniture is beautiful and instantly identifiable, but often you can’t put many books on the bookshelves or sit comfortably in the chairs. Similarly, the Unix operating system is incredibly elegant and powerful, but requires years of practice and memorization before any but the most basic functions are usable. Coke’s OK Cola had brilliant packaging but tasted terrible. On the other hand, Yahoo! became popular by focusing so much on the end-user experience that their visual identity lacked any readily identifiable characteristics. In the end, despite all marketing efforts, products that are hard to use are likely not to get used much. People using an unusable product will either be unable to do what they need to do, unable to do it quickly enough, or unhappy as they do it,

There are, of course, exceptions to this: occasionally, a product will be unique, and people will excuse any usability problems because of its functionality (content management systems are a good example of this: they can be incredibly hard to use, but taming huge amounts of content is nearly impossible without them). However, those situations are few and far between. In almost all other cases, the usability of a product is critical to its success.



Success for Advertisers Is …

It would be naïve to deny that ads—and, therefore, advertisers—are part of nearly all of our experiences. Until the Web, however, they were a minor part of our experience with software. Word processors in the 1980s didn’t have commercials. Spreadsheets weren’t co-sponsored. Killing a monster in Zork didn’t get you frequent flier points on United. However, on the Web, ads are everywhere, even inside other ads (just count how many co-branding deals, ads, and product placement markers there are in Figure 3.2, a typical advertising-driven Web site).

Now even non-Web products like Intuits Quickbooks have marketing messages in their interfaces. There are now sponsored links, co-branded advertorial content, interstitial ads, pop-unders, traffic-sharing deals, affiliate programs, affinity incentives, and a host of other kinds of revenue-earning devices. There are pages with 20 different content areas that are essentially ads. Even most subscription services have some revenue that’s based on a relationship with a second company.

All these things are parts of the user experience, but they’re really there for the advertiser. The user is supposed to see them, act on them, remember them. And, in the end, advertisers are primarily interested in the effectiveness of their advertising for their chosen market. They may be willing to wait and let an advertisement’s popularity grow, or they may be interested in a good end-user experience insofar as it can positively affect their ad sales, but ultimately they want to know how much revenue a given ad deal is driving. On the Web, they measure results by traffic or by awareness.


[image: image]
Figure 3.2 Advertising units on ESPN.com in 2002.




Note A traditional Web advertisement is, in one way or another, a link to another site; the advertisers’ fundamental goals are frequently in direct opposition to those of the user or company. Simply put, at some level, the advertiser wants the user to leave your company’s Web site and go to theirs. And when evaluating the balance in a user experience, this is often the most difficult relationship to resolve.

In other kinds of advertising or partnership relationships such as affiliate programs or traffic-sharing deals, this fundamental split isn’t as profound or obvious, but it’s still a major underlying influence in the relationship between the parties.



… Traffic

On the Web, there are three primary measures of advertising performance: impressions, click-throughs, and sell-throughs.

Impressions measure how many times the advertisement is inserted into a Web page that is subsequently downloaded. Thus, it’s a measurement of how many times an ad can hypothetically be seen.

Unfortunately, just putting an advertisement on a Web page does not guarantee that someone sees it, just as putting up a billboard does not guarantee that everyone who drives by reads it. So the online advertising industry developed a second measure, the click-through. This is a measure of how many people click on a given advertisement, how much active interest they display in a given ad. The goal of advertising is, of course, more than just interest, so even click-through is still an imperfect measure.

The most direct measurement of advertising effectiveness is the sell-through, which is specific to advertisements where something is for sale. It is a measure of how many people actually bought a given product based on a given advertisement. However, even this measurement has problems: people may be inspired by an ad long after they’ve left the site with the ad.

… Awareness

Advertising effectiveness is the subject of a large branch of research, but three common metrics that appear in Web site research are brand awareness, brand affinity, and product sales.

Brand awareness measures how many people are aware of the product. Brand affinity measures how much they like it and, more generally, what associations they have with it. Product sales is the bottom line: how many people bought whatever it was that was advertised during the time it was advertised, or soon thereafter.


Note Standards for Internet advertising can be found on the Internet Advertising Board’s Web site at www.iab.net.



These three metrics are not necessarily dependent, and can sometimes work against one another. For example, when Oldsmobile launched their “This is not your father’s Oldsmobile” campaign, it was initially quite successful, leading to great brand awareness. People remembered it and brand affinity was high: many people in the advertisement’s target market reconsidered the image of the car company and saw it as younger and more adventurous than they had previously. Unfortunately, the impact on the bottom line was disappointing because when people went to the showrooms to see the actual cars, they discovered that it was their father’s Oldsmobile, so product sales did not reflect the success of the ad campaign. Why? Because the car did not produce a user experience that matched the one that was advertised for it.

In the end, even the best of the traditional marketing measurement systems—Starch scores for print advertising and the Nielsens for television—can produce only approximations of an advertisement’s effectiveness in raising awareness and sales. Web metrics are easier to come by (log files abound), but determining the success of an ad campaign is often still an art determined by the gut of the media buyer.

Success for the Company Is …

With few exceptions, companies don’t invest in product development to lose money or to remain anonymous. Two primary ways that companies measure the success of a product is through profit or how well it promotes the company as a whole.

… Profit

Though forgotten for a while in the heat of the dotcom era, the fundamental purpose when creating a product, whether it’s a Web site or a fork, is to make money. Maybe it won’t make money immediately, or it won’t make a lot of money, but few things are designed to lose money. With the exception of the products of nonprofit organizations, making money is the primary reason companies do anything (in the case of nonprofits, it’s also a top reason—it’s just not intended to be the biggest one).

… Promotion

To some extent, everything is an advertisement for itself, but other than in fashion or in extreme circumstances—I once rented a car that was plastered on all sides with ads for Hertz—corporate self-promotion in a user experience is generally pretty subtle. Except on the Web. On the Web, with its giant, fast, competitive market full of similar products, it’s a lot more important that a site actively serve as an advertisement for itself. There are several general things that a site needs to do well to market itself: it needs to be different, recognizable, memorable, and it needs to communicate its function. Designing purely for these things is likely to create a product that seems all surface glitter lacking substance, but ignoring this role in development is equally dangerous.

Without going into an ode to the beauty of being different, individuality is important for products. It’s important to differentiate a product from all its competitors. In search engines, for example, there was a time when there were few differences between the largest search services. Infoseek and Excite, for example, had nearly identical interfaces and services, as did Yahoo! and Lycos (Figures 3.3 and 3.4). While doing competitive research for HotBot, we saw that in users’ minds these interfaces merged, became identical and interchangeable. As such, none communicated that there was any reason to go to it versus the other or that there was any inherent value over the other. Thus people didn’t necessarily care which one they used and never bothered to learn why one was better than the other.

For a product to consciously find something that makes it different from its competitors, it needs to distinguish itself by features, layout, color, editorial tone, or something else important (even usability!). CNET had a broad and general editorial mission that would not allow them to vary their editorial tone or content, so they concentrated on visual design for their identity. They were so successful that they managed to be identified with a certain shade of yellow for a long time. Netscape Netcenter similarly owned teal, while Yahoo! tried to create identity by being “generic gray” and placing round buttons on top. Other sites used different tactics. HotWired had a new animated front door every day. ICQ had more text on their front door than some sites have on their whole site. Amazon could deliver virtually any book overnight. All these things—even when they interfered with functionality—made these sites easy to remember and recognize.

In cognitive psychology and advertising, there exists the concept of recognition, which goes beyond just being memorable. It means being uniquely identifiable, and the faster, the better. And though recognition is largely visual, it also involves the name of the site, the site’s URL, its logo, its attitude. It can encompass all the aspects that make a site stand out from its competitors and from all other sites. Erik Adigard, one of the principals of the cutting-edge Web design firm M.A.D. said that an interface should be recognizable if it’s the size of a postage stamp and on a page with 100 other interfaces.
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Figure 3.3. Lycos in May 1999.
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Figure 3.4. Yahoo! in May 1999.



Finally, there’s tone, the “spirit” of the site. The things that communicate tone differ from application to application and from market to market, but they exist for every product type and for every type of user. The New York Times Web site doesn’t look exactly like a newspaper (it’s not as big, it doesn’t have ink smudges, the headlines are placed differently, there are ads in the corners), but it communicates enough “newspaperness” through its layout and typeface that it’s almost instantly recognizable as such (though maybe not to a 13-year-old skateboarder who hasn’t spent a lot of time with newspapers—this is why skateboarding news sites look much more like skateboarding magazines than newspapers). Google looks like a search engine (Figure 3.5). Why? Because it has a big type-in box in the middle of the page, and the word search is prominently shown.
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Figure 3.5 Google’s interface, circa 2001.



Self-promotion does little to the immediate measurable bottom-line profitability of the product and the company, but it is still a key element in what makes a successful product.

A System of Balance: Iterative Development

If the desire to focus on one of these sets of success criteria overwhelms the others, the long-term success of the product can suffer. For example, watching a couple of trailers before a movie is fun, but it’s unlikely that watching 120 minutes of trailers would be a particularly popular way to spend Friday evening. Like a person who can talk only about how great he or she is may be memorable, but doubtfully popular, a design that places the uniqueness of its identity over usability and advertising effectiveness is likely to be unsuccessful in the long run (though it may win some design awards). And as street curbs are rarely memorable, any product that is solely focused on usability risks appearing generic and uninviting when compared to one that balances usability with good advertising effectiveness and a strong identity.

To make matters more complicated, the balance between these elements changes as the product matures. Uniqueness and functionality may be most important in the early part of a product’s life, when people are first finding out about it. At that point, trying to squeeze the last drop of advertising revenue from a product will likely result in an interface that alienates first-time users, and associates images of crass commercialism with the brand (generally, an unwanted association). Later, however, when the brand has become established and the user population has learned what the product is for and how to use it, the quantity and prominence of advertising can be increased.

When listed out, the complexity of interaction between these elements can be daunting. Compared to the quick and easy usability test in the last chapter, it can seem like suddenly going from making ice cubes to trying to catch all the snowflakes in a blizzard. What’s needed is a systematic way of integrating the process of finding the problems and creating solutions, focusing on individual elements without losing sight of the whole. That’s where iterative development comes in.

Iterative development is based on the idea of continual refinement through trial and error. Rather than trying to create a perfect vision from the beginning, iterative development homes in on the target, refining its focus and perfecting the product until it has reached its goal. Each cycle consists of the same basic steps, and each cycle infuses the process with richer information. Solutions are created, examined, and re-created until the business and user needs are met in a consistent, regular, and predictable way.

How Iterative Development Doesn’t Work

Before planned iterative development grew in popularity, the popular development styles (which still exist in a frightening number of companies) were corporate edict and the waterfall method.

Corporate edict is when someone, or some group, decides what’s going to be done and then the rest of the company builds it, no questions asked. The method suffers from a lack of omniscience on the part of the people issuing the proclamations. If the chief architect (or whoever is issuing the edict) doesn’t know everything about the business climate, the users, the needs of the business partners, and the capabilities of the technology, the product is likely to miss its mark, sometimes spectacularly.

A real-life example: the CEO of a popular digital greeting card company had a favorite card that he liked to send to his friends. After a complete redesign of the site, he had a hard time finding the card. Thinking that this would be a problem for many of the system’s users, he insisted that the development team create a search engine for the service. After several months of development, they developed a full-featured search engine for the site, which allowed the CEO to find his favorite card quickly and in a number of different ways. Unfortunately, when they launched the search engine, it hardly got any use. After some research, it turned out that the very concept of looking for one specific card was alien to many people. They were happy with a general category of similar cards, and had little interest in sending—or finding—the same card over and over. Restructuring the information architecture closer to people’s expectations resulted in a much larger increase in the use and satisfaction (and ad revenue) of the site than did the search engine, and it required fewer resources and much less time. Creating the feature by edict, the company missed a crucial piece of information, misunderstood their core strength, and lost several months of developer time in the process.

The waterfall method (Figure 3.6), although less arbitrary, isn’t much better. Working as an assembly line, its practitioners begin by creating an extensive requirements document that specifies every detail of the final product. Maybe the requirements are based on the target audience’s real needs and capabilities, but there’s a good chance they are a collection of the document authors’ gut-level guesses and closed-door debate. What if those assumptions are wrong? Or what if the company’s needs change? Even with built-in feedback, the rigid waterfall method allows little backtracking, just as a waterfall rarely allows water to flow up. When backtracking becomes necessary—as it almost always does—the rigidity of the model almost guarantees that it’ll be expensive.

Both of these methods share an Achilles’ heel: they lack built-in sanity-checking steps that would modify their assumptions to match the reality of the environment. They are dependent on the assumptions being correct from the start and on the initial set of data being complete. If the initial ideas are even a bit off, then the end product is at risk of providing the wrong solution to the wrong people at the wrong time.

The Iterative Spiral

Iterative development methods have existed for years in large-scale software and manufacturing sectors. They carry many names: rapid application development, rational unified process, total quality management, joint application development, and the evolutionary life cycle, to name a few. Although the specific details of these methods vary quite a bit, they share the underlying idea of progressive refinement through cyclical data-driven development, and although they may describe the iteration with five or more steps, the core ideas behind them can be summarized in three basic stages (Figure 3.7).
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Figure 3.6 The waterfall method.




	Examination. This step attempts to define the problems and whom they affect. Questions are raised, needs are analyzed, information is collected, research is conducted, and potential solutions are evaluated. Strengths and weaknesses are enumerated and prioritized. Customers’ needs and their capabilities are studied, and existing products or prototypes are evaluated. For example, maybe the company extranet is bringing in new customers, but the support mailbox is always full of messages from people who can’t seem to find what they’re looking for. Maybe there’s a usability issue in the interface, but it could also be that a fundamental service is missing or that the user population isn’t the one that had been expected.

	Definition. Solutions are specified. Maybe the extranet’s support mail is pointing to a fundamental feature that’s missing from the product. At this stage, changes in the product are mapped out with ever greater detail as additional information about the real needs and capabilities of the target audience are uncovered.

	Creation. Solution plans are carried out. Since it’s the most expensive and time-consuming phase (taking as much as half of the development time), if the work done in the creation stage is not backed by data collected during the examination phase and by careful planning in the definition phase, much of it could be wasted.
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Figure 3.7 Iterative development: the final product is at the center, and the development orbits it, adjusting as it goes along.




Note Although I wasn’t aware of it when I first came up with these diagrams and principles, these ideas are indebted to Barry Boehm’s “Spiral Development” method, which he introduced in the May 1988 issue of Computer magazine.



So far, this resembles the waterfall method, but what makes iterative development different from that assembly line is that creation is immediately followed by another cycle, beginning with examination. Each cycle—and there may be many cycles between initial examination and launch—isn’t expected to produce a complete product, but add to the quality of understanding and to flesh out the feature set. Thus, the project is adjusted with every iteration, making the process thorough and responsive to new information and to changes in the business environment. This, in theory, minimizes unnecessary development while making products that are more in tune with what people need.

Benefits of Iterative Development

Flexibility

All the constraints on a project are never known at the beginning. No matter what the process, as development goes along, more is discovered about the needs of the audience and the company, and limitations in the technology are uncovered. Since edict and waterfall processes are dependent on initial conditions, they’re brittle and susceptible to being undermined by later information.

For example, for those few months in 1997 when push technology was the greatest thing since “sporks,” a number of companies developed whole products and business models around the idea. They didn’t do a lot of research to see what their users needed or liked, they just assumed that since PointCast was popular, their product would be, too.

Iterative methods can put flexibility where it’s most needed, leaving flexibility at the beginning of the project and then locking in only the things that are known to be reasonable solutions. Dave Hendry, Assistant Professor, University of Washington Information School, refers to this process as going from “low fidelity and high provisionality to the opposite.” Initially, the product is rough, but there are lots of things that can be changed, and there are still many fundamental questions that need to be answered. As the process continues, the questions get answered, the details get filled in, the prototypes start looking more like the completed product, and the flexibility of the process goes down. Good applications of iterative development gradually reduce flexibility and collect appropriate information to make sure that decisions are binding only when they’re right.

Adaptability

Every design is a trade-off. Or, more accurately, the design and production of any complicated product involves making a lot of tradeoffs. Big, fast cars can’t be as fuel efficient as smaller, less powerful ones. If this book had larger type, it would have to have more pages. Every part of every product is the result of a trade-off that was made at some point in that product’s creation. Nearly every trade-off changes the fundamental character of the product. Some choices move the product in a direction where it will be more usable by a certain group of people, some choices move it in a direction that will bring in more money, some choices will make it more desirable. The ideal choice moves it in all three directions at once.

Knowing how to make the right trade-offs is difficult. Like a new organism evolving on an island, an idea isolated in a company is exposed only to certain environmental conditions. It only has to face a certain number of predators, deal with a certain kind of climate, adapt to certain kinds of diseases. The only way to know whether an idea will survive outside its sheltered world is to expose it to the environment in which it will ultimately have to live. However, rather than the shock of the waterfall method—where the final product is pushed out into the big bad world and left to fend for itself—-iterative development attempts to understand the environment and predict how the idea needs to adapt in order to flourish before it is released into the wild.

Shared Vision

In addition to creating good products, the iterative development philosophy can focus the whole company on continually improving the user’s experience and company profitability. The focus is no longer on creating a series of single, one-off products; it’s about evolving a set of tools and techniques to respond to the needs of your clients and your company, no matter what those needs are or how they change.


Note Throughout this book, I use the term development team. By this, I mean the group of people who are responsible for creating and maintaining a product. Depending on company structure, this group could include representatives from many different disciplines. Some development teams are actually product teams, responsible for all aspects of the product. Such groups could include visual designers, business strategists, market researchers, quality assurance engineers, and so on. From my perspective, these are all development teams, even if the majority of the staff don’t write code or design screen layouts.



Iteration can easily apply to marketing the product, designing its identity, developing its business objectives, or creating a support system for it. For greatest effect, everyone who has responsibility for the product—engineering, marketing, information architecture, design, business development, customer support—should be part of a single iterative development process. Everyone needs to iterate through the process along with the core development team, sharing information and improving the product with every turn. For example, after the initial market has been determined, marketing can be researching the size and composition of market segments in conjunction with the development teams’ research into the nature of the work and the audience’s work habits. These two sets of information can be combined to produce a set of desired features, which can be used by business development to look for potential partners to provide or enhance those features, or for large clients who would be especially interested in those features.

Not only can the whole company develop the product identity together, but using the same research methods reduces the need to alter plans after the product launch by taking into account the changing needs of all facets of the organization. In treating the product as a system of solutions developed over time, rather than as a single release, the business uses its resources strategically, planning for the long term while reacting to short-term developments.

Iterative Development Problems

Despite its benefits, iterative development isn’t perfect. It creates a lot of uncertainty throughout the process, which can be frustrating to a development team that wants to be able to delve deeply into feature development. It requires discipline and dedicated project management because it can be a complex process that requires every iteration to focus on a subset of the product, when other glaring problems may be screaming for attention. It can require backtracking to review earlier assumptions, which may extend development time. Mostly though, the biggest difficulty in implementing iterative development is creating a company culture—from the CEO to marketing to customer service—that understands the process and integrates it into the way the company works.

Iterative Development and User Research

Iterative development is especially appropriate for Web-based products since prototypes can be made and evaluated quickly. Sculpturally, it’s like working with plaster, clay, or wax before committing to stone or bronze. Changes can be put into effect rapidly, and release cycles can be arbitrarily tight. In the interest of rapid response, one search engine goes through a full iteration every week.

Unlike traditional software products, the immediate user experience presented by a Web site is critical. Usability has always been important, but in traditional software, the threat of instant abandonment didn’t hang over every moment someone used the product. Moreover, since the user (or the company) had paid for the software and was planning to use it for extended periods of time, there was an incentive to make it work, so even a broken interface would be tolerated until a replacement was found. Such stability and loyalty are luxuries few Web sites enjoy. For the rest, the user experience needs to be right from the start.

User experience research need not be a part of iterative development. Iterative development can happen without any user research (for example, extreme programming is a highly iterative development process, but includes no explicit research component), and user experience research techniques can be used as part of any software development method. But the two work especially well together, where the results of one research project can answer questions asked by the ones before it and guide those that come after.

User research provides a consistent, rapid, controlled, and thorough method of examining the users’ perspective. It appears at every rotation through the development spiral, providing a way of answering questions as they come up. Early on, background information about the users is gathered, the work they do is studied, and their problems described. Later on, features are prioritized in the order that people desire or need them. By the time that specifics are being nailed down, it’s known which group of people want the product, what the product is supposed to do for them, and what is important for them to know and remember about it. When the details are designed and tested, it’s known that the only thing that needs to be focused on is presentation rather than people’s needs or product functionality because those have already been thoroughly researched. Graphically depicted, user research cuts through the development spiral, with different techniques appropriate at different times in a product’s development. Figure 3.8 is a sample user research program, depicted as part of an iterative development spiral (the specific techniques will be discussed later in the book).


[image: image]
Figure 3.8 A sample research program.



Example: A Scheduling Service

Here is a simplified and idealized example of how an iterative development process could work, based on a hypothetical product. In most cases, things never go this smoothly, but it’s useful to see how things could be.

Suppose your company wanted to make a Web-based appointment scheduling product because some easily adaptable backend technology had been developed.

Cycle 1

Examination

Your initial assumption is that the target audience will be people who are really busy and who travel a lot, so they need a sophisticated scheduling package that’s easily accessible. Revenue will come from ads sold on the service and a subscription service for advanced features.

In your first round of research, you visit a number of busy people and observe them as they manage their schedules (a form of contextual inquiry, as described in Chapter 8). You discover that busy people are fairly comfortable with existing technologies (daytimers, Palm Pilots, etc.) for scheduling their work lives, and they’re generally unwilling to change to a new technology unless it’s much more useful than what they currently use. They would rather not be the early adopters of a new technology unless they knew it was worthwhile and would be adopted by their colleagues. They seem apprehensive about the reliability of the service, and the Internet as a whole, saying that a down connection on a busy day could be disastrous.

Put bluntly, this means that your target market isn’t interested in your product unless it blows away what’s there already. This limits its appeal to a segment of the market that will be unlikely to bring in enough revenue to offset development costs. One option is to look for a larger market for the product (maybe students), but let’s say you decide to follow the original market but at a different tack. Several people you spoke with expressed interest in scheduling solutions for their personal life rather than their work life (which seems to be already covered) . Your results reveal that for this audience

• Their personal schedules are almost as complicated as their work schedules.

• They need to share their personal schedules with friends and family.

• They can’t use their office software because it isn’t available outside the firewall, and their family and friends aren’t likely to have access to it.

• All existing scheduling software is seen to be entirely focused on business scheduling tasks.

Definition

Realizing this, you decide to stay with your target audience of busy execs, but you modify your idea to better fit their lifestyles. You change the focus of the functionality to personal shared schedules, rewriting the product description with goals that all focus on helping people share schedules in a way that’s significantly better than their current methods. The description defines in detail the problems that the software needs to solve and explicitly lists problems that are outside its purpose (or scope, using the project management term). Simultaneously, you redirect the marketing and identity efforts to concentrate on the personal nature of the service.

Creation

Using the new problem definition, you rewrite the product description to reflect the new purpose for the scheduling application and the new knowledge you have of the audience’s needs. The bulk of this phase is spent creating a detailed listing of the features that the product provides and the benefits it offers. You vet this list with the engineering team, making sure that the features proposed are within the capabilities of the software. In addition, you create a tentative research plan, outlining the questions that need to be answered, the markets that need to be investigated, and the areas that need to be focused on in the next round of research.

Cycle 2

Examination

Taking the product description to several focus groups (described in Chapter 9) of busy executives, you discover that although they like the idea of Web-based shared schedules a lot, they’re worried about security. In addition, they consider the most important part of such a system to be rapid information entry and easy sharing. One person says that he should be able to do everything he needs with a shared schedule in five minutes a day. Other features that get mentioned include the ability to separate the schedules of friends and colleagues from those of his family and to get the schedules of special events (such as sports) automatically.

Definition

This shows that although the core idea is solid, several key functional requirements need to be addressed for the system to be successful. You add security, entry speed, and schedule organization to the software goals and pass them on to the group working on marketing the product.

Creation

Taking these ideas into account, you redefine the solution as a scheduling system with “layers” that people can overlay onto their regular schedule. Some of the layers can come from family schedules, others can come from shared business schedules, and still others can be promotional content for TV and sports, which not only would capitalize on the personal nature of the schedules but would add a potential revenue stream. You modify the system description to include this functionality and to address the concerns voiced in the focus groups.

Cycle 3

Examination

You are worried about the “five minutes per day” requirement. Informal usability testing (Chapter 10) shows that it’s hard to do all daily scheduling stuff in five minutes a day, but if that’s the perception that most people want, it’s important to be able to meet it. You decide to do more research to see how long people really spend on personal schedules and if there are common trends in schedule management. Watching (using contextual inquiry methods) a half dozen people maintain their schedules, you uncover that they spend an average of 20 minutes a day—not 5—dealing with their personal schedule and that their biggest scheduling headaches are not knowing the whole family’s schedule and not getting confirmations from invited participants to upcoming events. Further, you learn that they check their schedules anywhere from 3 to 10 times a day on average, which gives you some parameters for how many ad impressions they’re likely to generate. Through several users’ comments you also uncover that there may be two other potential markets for the product: teenagers and doctors. Teenagers have complicated schedules that involve many people (most of whom have Web access), and doctors’ offices spend a lot of time scheduling, confirming schedules, and reminding people of appointments.

You also field a survey (Chapter 11) of your primary target audience to discover their exact technological capabilities and desires, as well as what associated products and media they use. You discover that they often have several fast, late-model computers at home that are shared by the family, but only one family member is ever on the Internet at a time. You decide that this means there needs to be an easy way for all the family members to use the service without stepping on each others’ schedules (and to maintain privacy).

Definition and Creation

As in the two previous rounds, you refine your product goals. You add goals that focus on sharing schedules, family scheduling issues, and confirmation. Finally, you create the general outlines of a system that fulfills all these goals and then write a detailed description of it.

Cycle 4

Examination

Your survey also showed that the households you’re interested in have at least one cell phone per person and use them a lot, that they’re interested in sports, and that they watch a lot of television. So you decide to run another round of focus groups to investigate whether people are interested in portable phone interfaces for the service and whether they want to get schedule “overlays” for sports team and television schedules (both potential targets for lucrative advertising markets).

The focus groups tell you that schedule sharing and confirmation are the most highly desired by the target audience, whereas the family scheduling and special events features are considered desirable and cool, but not as important. Cell phone interfaces are considered interesting, but the majority of people who have Web-enabled phones have never used the Web features and are somewhat worried that it will be awkward and confusing. You discover that teenagers think that a shared personal scheduler is a great idea, especially if they can schedule instant messaging reminders and chats with it and if they can get to it with their cell phones. Doctors—an audience suggested by the last round of research and desired by the business development and advertising staff because of their buying power—don’t seem to be interested in the scheduler. Although useful in theory, they figure that not enough of their patients will use the system to warrant training their staff.

Definition

Using the new information, you define two fundamentally different audiences: busy executives (your original audience) and highly social teenagers. These two groups have wildly divergent needs in terms of how the product needs to be presented, even if the underlying scheduling functionality is shared between them. Although realizing that you may not have the resources to pursue both groups, you split the product in two, defining the audience needs and product goals for each group.

Creation

You create new descriptions of the product for each of the new audiences. Although the teenagers’ needs are not as well studied as those of businesspeople, you feel that you know enough about the groups’ problems and their solutions to begin expressing the solution descriptions in paper prototype form. You create paper prototypes for both the Web- and telephone-based interfaces based on the description. At the same time, you direct the marketing group to focus the upcoming campaign on the sharing and invitation capabilities when presenting it to the primary markets, and the easy-to-use telephone interface and TV schedule overlays when talking to the teenage market.

Cycles 5, 6, and 7

Now, having determined the target audiences for your product, the features they need, the features they want, the priority they want them in, and roughly, how to present it to them, you build it. You run it through multiple rounds of usability testing, and you test the marketing with focus groups. With each round, you uncover more about how to align the scheduler with the identity of your other products while making it more understandable and efficient, and presenting the sponsored content so that it’s noticed but not considered intrusive.


Note This is a highly simplified and rather idealized version of a production cycle. Its main focus is to show how user research interacts with product development, but it’s not an exhaustive description of a development cycle that may have lasted six months. At the same time that what’s described here is happening, so are all the usual project management tasks. Resources are scheduled, budgets are created, software is written and tested, and so on. Research forms part of the process, but it is not necessarily the most time-consuming or even the main driving component. This description highlights how studying a product’s users at all times reveals new markets, needs, desires, and capabilities, constantly making it a better and greater part of people’s lives.



In addition, you create a management system so that your staff and your sponsors can add and manage content, testing it with them at the same time as you’re testing it with the consumers.

When you’re done with cycle 7, you release the product.

Cycle 8

You immediately begin a survey of the user base, the first in a series of regular surveys to observe how your user base is changing and what direction it’s changing in. This will let you target sponsorship and capitalize on the special needs of new groups of users as they appear.

You also begin a program of extensive log file and customer feedback analysis (Chapter 13) to help you understand whether people are using the system as you had expected and what kinds of problems they’re having.

In addition, you continue the program of field research to see what other related needs people have. One of the common scheduling tasks is bill payment, and you begin thinking of your product as not only a scheduler, but a family bill-paying service, and maybe in the future, a complete suite of family management tools.





CHAPTER 4 The User Experience

From the users’ perspective, their experience is continuous. Your Web site, their browser, their computer, their immediate environment, and their life all interact and feed back on one another. What they understand affects not just what they can accomplish, but what attracts them to the product, and what attracts them to a product affects how willing they are to understand it. If a site is visually attractive, they may be more motivated to expend extra effort to understand and use it. If they feel it’s easy to use, maybe they’ll be motivated to use it more often.

Thus defining “the user experience” is difficult since it can extend to nearly everything in someone’s interaction with a product, from the text on a search button, to the color scheme, to the associations it evokes, to the tone of the language used to describe it, to the customer support. Understanding the relationship between these elements requires a different kind of research than merely timing how quickly a task is accomplished or testing to see how memorable the logo is.

However, trying to look at the whole user experience at once can be vertigo-inducing, and dividing it into manageable chunks is necessary to begin understanding it. For Web sites (and other information management products), there are three general categories of work when creating a user experience.

• Information architecture is the process of creating an underlying organization system for information the product is trying to convey.

• Interaction design is the way that structure is presented to its users.

• Identity design amplifies the product’s personality and attraction.

This chapter will describe these facets by focusing on the research needs, tools, and titles of the people engaged in doing these things.

Information Architecture

The most abstract level on which people experience a Web site is the information architecture. All information that’s created by people has some underlying structure, and there is always some organizational idea that defines how all the information in a given work fits together. Often that structure is quite explicit, as in the case of the phone book, the Library of Congress, or the Yahoo! hierarchy. In these cases, there’s little question about how information is arranged. Sometimes, however, the creator’s unifying idea is less easy to see; it’s implicit. When an architecture is implicit, it’s hidden behind an analogy to another organizational structure, a metaphor that maps one kind of information to another. The person trying to navigate it has to navigate the “real” information structure using the metaphor. An implicit architecture sometimes makes things clearer, and sometimes it confuses things further. The desktop metaphor of the Macintosh and Windows clarifies and organizes a lot of concepts about files and their manipulation, whereas the geography metaphor of Yahoo!’s Geocities Web hosting service has little connection to the content found there. With the Macintosh, visually moving file icons from one “folder” to another requires less labor and information about the system than, say, file manipulations in DOS, which require typing and an understanding of the layout of the whole file system. In Geocities, however, the geography metaphor is both dependent on cultural queues (“Silicon Valley” communicates little about the information a section named that contains) and breaks down if taken literally. Santa Clara and Mountain View are both cities in the real Silicon Valley—if Geocities had sections called that in their Silicon Valley, what would they communicate about the kind of content that’s in those sections? Very little. Yahoo!, in fact, recognized this and abandoned the geographical metaphor long ago in favor of a more explicit organizational structure; now there’s no Silicon Valley; instead, there’s Computers & Internet.

Whether it’s explicit or implicit, there’s always some structure to the information, but often the people making the structure may not even realize that they’re building an information architecture. Their way of organizing may be so deeply buried in their knowledge of a certain subject or understanding of a certain task that they can’t imagine any other way to think about it. For example, a corporate information site organized using the company’s org chart is using an architecture that may seem reasonable and explicit to the creator of the site, but from the users’ perspective may be unrelated to how they need to see the company. A user looking for support information in such a site may not care that the technical support staff can be found in the operations unit of the North American subsidiary of a Taiwanese company; he has a question about a product he bought and—from his perspective—all this other information is completely unrelated to either asking or answering his question.

Information Architects

It’s the information architect’s job to make the implicit architecture explicit so that it matches what the users need, expect, and understand. The architect makes it possible for the users to navigate through the information and comprehend what they see. The ultimate goal is for the audience to be able to predict what’s going to happen around the next corner, even if they’ve never been there, and be able to get from point A to point B without getting lost.

When the underlying model isn’t obvious, people create one. Humans are always looking for patterns in data, things that can be used to simplify our interaction with the world, make it more understandable. Even when we don’t know what to call it or we can’t articulate it, we still create an image or a pattern or a story to understand the information space we’re in. People always think they’ve found a pattern in the stock market or a roulette wheel when the vast majority of the time no pattern exists. Thus, although there may not be a specific information architect position in a development team, there is always someone who is creating a pattern in the information. Someone is playing the role of information architect though he or she may not know it yet.

Information Needs of Information Architects

Note Many of these needs overlap with interaction and identity designers, and much of the research described in the next section is equally useful to them. In the interest of presenting the techniques in roughly the order they appear in development, I’m introducing several things as information architecture concerns when they’re really concerns that under-lie the whole product, no matter which aspect is being examined or designed.


Information architecture frequently happens (or should happen) at the beginning of the development process, and the kinds of research that inform it are fundamental. Specifically, it’s information about who the audience is, how they think about the task, what words they use, and whether the existing information architecture makes sense to them.

Knowing exactly who is going to be using the product is often a critical part of creating an information architecture. Different groups of people have different contexts with which to understand information that’s being presented to them and different assumptions about how to use that information. The more finely a target audience is described, the more accurately the information architect can make the Web site work as they think. The fundamental way to measure any community is through its demographics, which describe their physical and employment characteristics. Typical demographic characteristics include age, education level, income, job title, and so forth.

For Web sites, it’s also important to create a Web use profile that summarizes a community’s Web experience. Typical Web use characteristics include how long someone has been using the Web, how much time he or she spends using it, and what kinds of things he or she uses it for.

Note A complete list of the factors that make up demographic and Web use profiles is available in the Appendix and discussed further in Chapter 11 on surveys.


Appropriate terminology is one of the most important elements in a successful interaction. Most interfaces are largely made out of words, and words can be ambiguous and easily misunderstood, so their comprehension is especially critical. Examining the words that people use to describe a task, and how they organize those words, is one of the keys to creating a product that meets their expectations and needs.

The audience’s mental model makes up a third major piece that’s used in creating an information architecture. A mental model is how people currently understand the topic, what kind of picture they’ve built for themselves of how a given task is done or organized, the names and relationship of terms they use. For example, even though food in supermarkets is mostly organized by either food group or storage requirements (all the things that are bottled go together, all the things that need to be cold go together, etc.), research conducted by Indi Young shows that people rarely think of their food in those terms when shopping. People often make up their shopping lists based on meals that they’re planning or by which foods go with which other foods. Their mental model is therefore based on meals, not on how something looks or how it’s stored. Since a Web site doesn’t have to work like a supermarket, it can be organized in a way that’s closer to how people plan their meals rather than by food storage constraints.

Mental model research can be done both before a service is created—to see how people perform a certain task in order to emulate it with a software interface—and after an interface has been designed—to see how well users’ ideas match the designers’.

Useful Tools and Techniques

For information architecture, the most useful tools are the ones that give insight into both who the target audience is and how they think about information: how they organize it, how they prioritize it, what they call things.

• For a brand-new service, a profile of potential users provides an idea of what kinds of people will use the service, how they will use it, and what they will use it for. Profiles are described in Chapter 7.

• For an existing service, a survey reveals who is already using the service. Surveys are covered in Chapter 11.

• Once the target audience has been established, contextual inquiry and task analysis are the basic tools for creating the mental model. Contextual inquiry sheds light on the kinds of situations in which a typical user uses your product (or doesn’t, but should). Task analysis then determines exactly how users think about what they’re trying to do, what assumptions they make, what kinds of words they use to describe the tasks, and how the tasks interact with other things they’re trying to do. These techniques are covered in Chapter 8.

• Card sorting, a process by which people group ideas into categories that make sense to them, helps reveal how people organize topics, and what they call groups of ideas. Card sorting is also covered in Chapter 8.

• Analyzing diaries kept by users helps reveal how mental models change with time. They provide insight into how users’ expectations and understanding change as they become more experienced with the tool. Diaries are discussed in Chapter 12.

The knowledge provided by these tools can be used to determine a good information architecture and to provide context for other fundamental questions about the product. Knowing which features are most attractive can, for example, be immediately used in the marketing of the product. Likewise, studying a site’s mental model can uncover unmet needs in the target audience, suggesting additional features for the product in mind, and—occasionally—whole other products. For example, a mental model of how people use search engines showed that people expected to be able to use them to search the latest news. However, this was outside the focus of what the search engine was supposed to do, but it still seemed like a valuable idea, so it was spun off as a wholly separate product.

Interaction Design

Traditionally, all the knobs, buttons, and displays that were used to operate a machine (whether real or simulated in software) were thought of as “the user interface.” Indeed, that’s true in a traditional universe of machines and static information; however, in the world of dynamic information, there is not a single interface. On the Web, every page is a different interface. The interface can be thought of as everything that goes into the user’s immediate experience: what the user sees, hears, reads, and manipulates. The interface experience isn’t just functionality, but readability, navigation, and (the black sheep of the family) advertising. In short, it encompasses all facets of someone’s interaction.

Interaction Designers

Interaction designers control the immediate user experience. They determine how to navigate around the information architecture, arrange that users see what they need to see, and make certain that the right data are always presented in the clearest way, with the appropriate emphasis. Interaction design is different from information architecture in the same way that the design and placement of road signs is different from the process of laying out roads—information architects determine the best path through the terrain, whereas interaction designers place the signs and draw the maps.

Information Needs of Interaction Designers

Interaction design requires more specific, more narrowly focused information than that collected for information architecture. After the mental model and the target markets have been determined, the focus shifts to the specifics of interaction. Depending on the stage in the development process, the designer may need to know general information either about whether his or her designs are on the right track or about whether people can actually do what they’re supposed to be able to do.

• Task flows are strings of actions that are necessary for something interesting to happen. Researching task flows include knowing in what order people look at the elements, what their expectations for the next step are, what kind of feedback they need, and whether the results are what they had anticipated.

• The predictability and consistency of interfaces is critical. Research determines how much predictability is enough for people to feel comfortable with the task flows and how much consistency is necessary for different task flows to feel familiar.

• The relationship between the features on a site and the emphasis of specific interface elements is likewise crucial; for example, whether a large illustration on the right of the screen takes attention away from core functionality on the left, or whether the repetition of a feature in different parts of the interface affects how often people use it.

• Different audiences. First-time users need different features and use them differently than experienced users. Teenagers understand terminology differently than 40-year-olds. If a product serves various target markets, it’s important to know what those markets want and what they can use.

Useful Tools

Task analysis is the most useful tool for finding out what interaction sequences should be. It’s also good for establishing the terminology and, to some extent, the emphasis of features.

Focus groups are by far the easiest way of determining people’s priorities. They can gauge what the target market finds most valuable about a service, and they help determine the relationships people already make about the interactions of certain features (though they are not useful for figuring out how people actually behave or whether a system is usable). Focus groups are described in Chapter 9.

Task-based usability testing is often the most useful tool for getting information that is immediately applicable to interaction design. Although it’s not the best tool for discovering what people want and how they want it, it’s the best one for finding out whether they understand what’s been created. Usability testing is also one of the most flexible of the techniques. It can be done at nearly every point of the development process and provides valuable insight throughout. Chapter 10 describes how to conduct and analyze a usability test.

Log analysis gives immediate hard numbers of where people go and how often. When the analysis includes clicktracks, it also says how they get there. Chapter 13 describes log analysis issues and techniques.

Identity Design

Note Identity is a big part of the product’s brand but is not the whole of the brand. Brands are incredibly powerful parts of the user experience and can color users’ expectations to the point that all other factors virtually vanish. Unfortunately, there is much confusion, debate, and punditry surrounding what makes up and affects the product’s brand. However, despite its importance, brand building and research is—to my honest relief—-outside the scope of this book.



A product’s identity communicates its values and permeates both its information architecture and its interaction design, but is separate from them. It is the style, the feeling, the vibe of a Web site. It’s what makes it memorable and what makes it unique. In some cases, it rivals the importance of the product’s functionality (though, as proved by many marketing campaigns that failed to overcome bad functionality, it’s rarely more important). The identity is the combination of what a site does, how it looks, what associations it evokes, its editorial voice, and how it emphasizes certain features over others.

• Some elements that play a role in determining a site’s identity include the way that text copy on a site is written. This conveys a lot about the site’s values. Is it funny? Is it technical? Is it condescending? These factors make up the editorial voice of the site.

• Consistent visual themes can create an element of recognition for a site or for a group of sites. For example, nearly all of CNET properties have a yellow background with green highlights and the round red logo somewhere. This combination is recognized by most people once they’ve used one of CNET’s sites for a while. They can even make the connection if they end up on a CNET site they’ve never seen. It’s also possible to maintain an identity through more basic visual consistency.

• The features a site emphasizes also tell its clients where it’s coming from. Two sites may have both shopping cart features and a bulletin board, but the impression people will have of the site that puts the bulletin board front and center will be totally different from the one that puts the shopping cart as its main focus.

• The Nike site is obviously related to an existing identity and brand by its association with an existing brand. The signals of online brand association are the same as those that defined the brand offline: the logos, the colors, the slogans, the vibe, and so on.

Identity Designers

The identity designer’s job is to communicate an identity for the site that’s distinctive from its competition and consistent with the company’s other products. Though the identity designer’s job is closely related to the marketing of the site, there’s one key difference: the identity designer aims to make an enjoyable and unique experience on the site and to make it memorable when people are not using it, not to convince them to try it for the first time.

Information Needs of Identity Designers

The information needs of the identity designer are similar to those of the marketing research department. There are some key differences, however, since designers are more concerned with the immediate experience of the product rather than the perception of its brand or its prevalence in the market. Thus, identity designers need information about people’s immediate emotional responses and how well they remember the product later. Assuming that a target audience for the product is defined, here’s what they’ll need to know about it.

• The competitive strengths of the product relative to others in its class. This tells the identity designer what features to emphasize since these are the things that the product does better than its competitors.

• The direction of the users’ attention. This includes what people see when they look at the interface, what they ignore, and what they consider to be the important parts of the interaction.

• Who the current users are. This includes how they compare with the demographic and Web use makeup of the target market and what they like, dislike, and remember about it.

• What kinds of references and associations they prefer and understand. For example, people over 50 tend not to like bright colors as much as teenagers.

Useful Tools

The goal of identity design is to create a satisfying, memorable user experience, both immediately and in the long run. Thus, the tools are similar to market research tools, and the results can be both shared with marketers and (sometimes) obtained from them.

• Focus groups are one of the fastest ways to find out which things are most attractive about a product. They provide information about both where people’s attention goes and what their preferences are.

• Surveys can determine the demographic and Web use makeup of the existing audience. It’s difficult to determine potential audiences with them, but they’re quite good at figuring out who is using a product, and if they’re using any competing or complementary products. This information can then be used with interviews to determine why users choose the products that they’re using.

• Competitive analysis can be used to create a list of features that competitive products have, which can then be used for research to find out which of those features are most valuable. Competitive research is covered in Chapter 14.

The User Experience Researcher

The user experience researcher has the broadest job of all. Every aspect of the user experience places different demands and constraints on those who are trying to create a good product. They all have different needs, different vocabularies, different constraints, and are often operating on different schedules. But they share similar and interrelated needs for information, often without realizing it. The job of the user experience researcher is to provide insight into the product’s users, their perspectives, and their abilities to the right people at the right time. The researcher is in the unique position to draw all this information—and all these information needs—together and have it make sense, making the entire development process more streamlined and effective.

Bringing all those people together and combining each of the facets of the development process into a single coherent development culture is the subject of the next chapter. It will cover how to integrate research at key points while including users as an inherent, inseparable part of the team that creates a product.





Part II

User Experience Research Techniques





CHAPTER 5 The Research Plan

Note These instructions present a somewhat idealized situation that starts with a blank slate as far as user experience product goals are concerned. This isn’t the case for many projects, which may work with preexisting goals and processes. It’s easier to enumerate goals in such projects, but it may be more difficult to create a unified vision of how research should be integrated with existing processes. Deborah J. Mayhew’s The Usability Engineering Lifecycle and Hugh Beyer and Karen Holzblatt’s Contextual Design describe a completely iterative development environment that thoroughly integrates experience research.



 Never research in a vacuum. Every piece of user research is part of an ongoing research program, even if that program is informal. Making it formal provides a number of advantages: it provides a set of goals and a schedule that stretches limited user research resources; it delivers results when they’re needed most; and it avoids unnecessary, redundant, or hurried research. You should start working on a research plan as soon as you’ve decided to do any research at all, even if it’s only a tiny usability test or some client visits. A well-structured research plan is also a communication tool that lets others in your company work with your schedule. It educates your colleagues about the benefits of user research and provides a forum for them to ask questions about their users and an expectation of the kind of knowledge the process can produce. But even if you don’t show it to anyone, it will still prove invaluable in helping you figure out what to research when.

A research plan consists of three major parts: why you’re doing the research (the goals), when you’re going to be doing it (the schedule), and how much it’s going to cost (the budget). These are in turn broken up into practical chunks such as report formats and timetables.

Goals

Before you begin writing a research plan, you need to know two things: why you’re doing the research and how your results will be implemented. Together, you use these two things to figure out which questions should be asked in order to have the most impact on the product.

The first involves determining corporate priorities and setting research goals that can meet them. The second involves an understanding of the development process so that the research can make the greatest impact on the final product.

Every product interacts with every department in your company, and every department has a different method of measuring its success. For development, success could be measured as meeting the schedule or the number of bugs per thousand lines of code. For marketing, it could be the number of positive reviews and increased site traffic. For identity design, it could be the ease with which the product is integrated into the corporate brand. For customer support, it could be a low number of questions they have to field. For sales, it’s how much revenue it brings in. Each of these represents a different perspective on the final product, and each demands something different from the user experience.

Research can go on in any direction. To get the most benefit from it, it needs to be focused on the most important features of the product. But a product’s “features” include much more than just the screen layout. Its most important features are those that affect the business goals of the company. Thus, the first step is to make a list of issues of how the product’s user experience affects the goals of the company. Each issue represents a goal for the research program; it focuses the research plan and helps uncover how the product can be improved for the greatest benefit to the company. Collected and organized from the perspective of the company, these issues will not (and should not) be solely focused on the user’s ability to efficiently use the product. There may be goals for advertising effectiveness, customer support load, brand recognition, and so forth.

In other words, since the user experience affects every facet of the product, every facet needs to be considered. The process consists of the following three steps:

1. Collecting issues and presenting them as goals

2. Prioritizing the goals

3. Rewriting the goals as questions to be answered

1. Collect Issues and Present Them As Goals

Ideally, before any project is begun, everyone in the company knows why it’s being created, what it will do for its customers, and how it will help the business. It will have clear, specific, and measurable goals, which everyone knows.

Unfortunately, life is never ideal. Thus, the process of determining the important issues can be a research project in itself.

Begin by identifying the stakeholders. Every department will own some piece of every product, but some will own more than others (or will care more). The product manager—who is probably the most important person to talk to, anyway—can help start the list since he or she will know which groups and individuals have the biggest stake in the project. These will almost certainly consist of engineering, design, marketing, and advertising sales, but it can include any other department that has a stake, or say, in the product’s success. There could also be a significant managerial presence in a product that’s a major moneymaker (or loser) or if it’s brand-new.


SAMPLE SPORT-i.COM STAKEHOLDER LIST

Alison, VP of Product Development

Erik, Interaction Design

Michel, Marketing

Sun, Frontend Development

Janet, Sales

Ed, Customer Support

Leif, QA

Joan, Identity Design

Maya, Rob, frequent users



If there isn’t a single person who’s responsible for the product in a given department, find the person who dealt with it most recently. Odds are that this person regularly deals with it or can tell you who does. Once you have your list of stakeholders, find out what they consider to be the most important issues. You can do this either by getting all the stakeholders together and spending an afternoon setting companywide priorities for the product or by speaking to each person independently (often a necessity with executives and other busy people). The key questions each person (or department) should answer are as follows:

1. In terms of what you do on a day-to-day basis, what are the goals of the product?

2. Are there ways that it’s not meeting those goals? If so, what are they?

3. Are there questions you want to have answered about it? If so, what are they?

Once you’ve talked to all the departmental representatives, make a list of the goals and issues.

Note What if stakeholders have conflicting goals? An advertising sales manager may want to increase revenue by introducing additional ad units at the same time that the vice president of content wants to add more news stories to the front door. Since there’s a limited amount of real estate on the interface, these goals may appear to be at odds with each other. At this stage, it’s too early to attempt to resolve them, but investigating the relationship between them may be an important near-term goal for the project.


 
USER EXPERIENCE GOALS AND QUESTIONS FOR SPORT-i.COM



	Who
	Goals and Questions



	Alison, VP Product Development
	Better conversion of viewers to shoppers



	More stickiness: people coming back more often



	Erik, Interaction Design
	To help people use the search engine better and more often



	Why are so many people starting and then abandoning the shopping cart?



	Michel, Marketing
	For people to know that we’ll give them the latest information about their favorite local sports throughout the year, no matter where they live



	Sun, Frontend Development
	Is the dynamic map useful enough to wait for the Java applet to load?



	Janet, Sales
	Increase revenue by 30% by fiscal year-end



	Ed, Customer Support
	Reduce support calls about expired promotions



	 
	Shift more support from the phone to email






After you’ve talked to everyone in-house, you should talk to a couple of users for their perspective. That may seem like a catch-22: why research the user’s needs before you even have a plan to research their needs? Because getting their voice into the research plan gets the research focused on them early and sets a precedent that can prove important in selling your research efforts within the company See Chapter 6 for some hints on how to find users to talk to. Add this information to the list.



	Who
	Goals and Questions



	Maya, Rob, frequent users
	Would like Sport-e.com to remember what brands they prefer for each sport they’re interested in



	 
	Want to know what the best values are based on the performance of the items




As part of this process, you should try to collect the other user experience knowledge that may be floating around the company, answering research questions without doing any original research. This can include surveys done by marketing, customer support feedback summaries, interviews by the development group, and unused reports from usability consultants. The user experience researcher can play the role of information collector and integrator, and, becoming the repository of all user-related information, spread information about the value of user experience research and build stakeholder trust in the process. More information sources are described in Chapter 15.

2. Prioritize the Goals

Based on your interviews, you will have some idea of the corporate priorities with respect to the goals you’ve defined. Some things may be important because they’re seen as preventing people from using a key feature of the product. Others may be important because they differentiate the product from its competitors. Still others might be less important because they may create a big drain on resources or are currently a hot topic of debate within the company

To get an idea of the order in which to tackle the research, you should prioritize the questions. If the prioritization is unclear, you can try the following exercise (which uses the same technique as in Chapter 10, where it applies to choosing specific features):


A PRIORITIZATION EXERCISE

Make a column next to your list of questions and label it Importance.” Go down the list and rate each item on a scale of 1 to 5, where 5 means the feature affected is a “must have,” critical to the success of the product and 1 means it’s a “nice to have,” but not essential.

Next, make a second column and label it “Severity,” This will reflect how bad the problem is. Write a number on a 1 to 5 scale here, too. Five represents bad problems (generally ones that are directly affecting the bottom line right now), and 1 refers to problems that are annoyances or information that would be good to know.

Now multiply the two entries in the two columns, and write the result next to them in a third column called “Priority.” This combines and amplifies the two factors in deciding which problems should be investigated when. Ordering the list by the third column gives you a starting order in which to investigate the product’s user experience.
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You should now have a prioritized list of what the company as a whole considers to be important user experience questions. There shouldn’t be more than half a dozen or so “big” questions and a dozen or so smaller, more specific ones. These, taken together and coupled with a schedule, a budget, and some more fleshed-out goals, will be the heart of your research plan.

3. Rewrite the Goals as Questions To Be Answered

With the product goals in hand, start rewriting the goals raised during your interviews as user-specific questions or information to be gathered. Broaden narrow questions into general topics to get at the root causes of the problems. If there’s a concern voiced about a specific feature, for example, you may need to broaden the focus to include the underlying reasons for that feature’s existence.

The questions should be simple so that they give the most bang for the buck. Every problem presents a host of questions and issues, many of which are complicated and interrelated. But this is “easy pickin’s time.” Pick one or two questions for each goal that, when answered, will address the goal. When you later research and revise the plan, you’ll be able to tease out the more subtle questions and important interactions.


GOALS FOR SPORT-i.COM REWRITTEN AS RESEARCH QUESTIONS



	Issues
	Research Questions



	Better conversion of viewers to shoppers
	Why don’t some visitors become shoppers?



	More stickiness: people coming back more often
	What are the reasons why people come back? What determines how often they return?



	 
	What is the demographic makeup of the user population and how they use the Web?



	Help people use the search engine better and more often
	How do people navigate the site, especially when they’re looking for something specific?



	Why are so many people starting and then abandoning the shopping cart?
	How do people expect the shopping cart to function? Where is it failing them?



	For people to know that we’ll give them the latest information about their favorite local sports throughout the year, no matter where they live
	What services do people value? What services are they aware of?



	 
	What on-screen information do they pay attention to (and are they paying attention to the feature promo sections)?



	Is the dynamic map useful enough to wait for the Java applet to load?
	How do people navigate the site, especially when it comes to lateral movement (as facilitated by the dynamic map)?



	Would like Sport-e.com to remember what brands they prefer for each sport they’re interested in
	How important is customization? Which things are most useful to customize?



	Want to know what the best values are based on the performance of the items
	How do people shop with Sporte.com? Is it based on sport, brand, tools, price, or something else?






Expand General Questions with Specific Ones

In the final step, flesh the larger, more abstract questions into specific ones that can be answered by research.



	General Question
	Specific Questions



	Why are so many people abandoning the shopping cart?
	What is the ratio of people who abandon the shopping cart to those who complete a transaction?



	 
	On what pages do people abandon it?



	 
	What pages do people open a shopping cart from most frequently?



	 
	Do people understand the instructions on the cart pages?



	 
	Do they know they’re abandoning the cart?



	 
	Do they know what a shopping cart is?



	 
	Under what circumstances do they open the cart?



	 
	How do they use the cart?



	 
	How do they shop on the site?




Of course not all these questions can be answered in a single research project or by a single technique, but having a big list of questions from which to draw can help you when you’re putting together your research schedule. Moreover, the process of making the list often helps define the boundaries for the larger issues, reveals relationships between the larger issues, and sometimes reveals new questions and assumptions.

Tips

 • Never go into user research to prove a point, and never create goals that seek to justify a position or reinforce a perspective. The process should aim to uncover what people really want and how they really are, not whether an opinion (whether yours or a stakeholder’s) is correct.

• Learn the product thoroughly. Research goals can be framed more precisely if you can understand how the software currently works. Do what you can to become a user: read the documentation, take a training course, and talk with tech support.

• Be prepared to deal with fundamental questions about the product. If a question comes up during research—even if it’s “should we be in this business at all?”—then there should be a way to deal with it and create research that will answer it (or at least escalate it to a senior stakeholder who can address it).

Schedules

Note The mantra for determining which questions to ask is simple. Test what’s testable. Don’t ask questions whose answers won’t be actionable or test things that you can’t change. For example, it’s generally of little use to inquire about the identity design of a product before the feature set has been determined since the feature set will greatly shape the product’s identity. Likewise, it’s fairly useless to be researching feature desirability after you’ve already committed to an interaction design since the design assumes that people want what it’s showing them.


Once you have the questions you want to answer, you’re close, but it’s not your research plan yet. Before it can be a research plan, it needs a schedule, and before it can have a schedule, you need to integrate it with the existing development system.

If you’re lucky, the development process is well defined, with good schedules and specific deliverables. If you’re not, then your research plan may become the development schedule (if you can convince the development team that it’s worth their while to let it do so).

Often talking to the person immediately in charge of the product is the fastest way to determine the actual development process. This could be a project manager, a senior production person, or the marketing manager. Show him or her your list of prioritized questions, and rearrange the priorities to take advantage of the development schedule, moving research that’s going to affect near-term development efforts up in the list. Concentrate on the big issues, but feel free to include secondary issues as techniques and schedules allow.

See Chapter 18 for more ways of integrating user experience research into your corporate culture.

The output of every research project not only provides information on how to improve the product, but it feeds into the next research project. Surveys describe the current audience so that you know whom to recruit. Contextual inquiry outlines what their problems are. Focus groups tell you which problems people feel strongest about, and so on. Every piece of information that research provides helps you know who your users are or what they want. You use that information, in turn, to focus subsequent research.

Thus the order in which you schedule the projects, although constrained by immediate priorities and the development schedule, should still be organized so that one project informs and reinforces subsequent projects. In practice, this means that procedures that gather general information fall before those that collect information about specific preferences and behaviors.

Starting Research in the Beginning

For an existing product in an early phase of redesign, the following order makes sense (see Chapter 4 for other thoughts about integrating research into development processes):

Early Design and Requirement Gathering

• Internal discovery to identify the business requirements and constraints. (Internal discovery is described more in Chapter 18.)

• A survey to determine demographic segmentation and Web use of the existing user base. (Surveys are described in Chapter 11.)

• Log file analysis of their current behavior if such logs exist. (Log analysis is described in Chapter 13.)

• Profiling of the ideal users, based on knowledge of the existing users or users of competitive products. (Profiles are described in Chapter 7.)

• Usability testing of the existing product to uncover current interaction problems. (Usability testing is described in Chapter 10.)

• Contextual inquiry to uncover problems users have (both with the product and with the task it’s supposed to aid), and task analysis to specify how they solve them right now. (Both of these techniques are described in Chapter 8.)

• Two to three rounds of focus groups to determine whether people feel the proposed solutions will actually help them and which features are of highest value. And competitive focus groups to determine what users of the competition’s products find most valuable and where those products fail them.

Realistically, only a couple of these techniques are generally possible to do given release schedules, but this would be an ideal list to prepare for a major overhaul of the product, assuming there were four to six months of time devoted to this stage in the process.

Development and Design

• Four to five back-to-back usability tests of prototypes that implement the solutions and test their efficacy. And competitive usability tests to determine strong and weak points in the competitors’ products.

After Release

• Surveys and log file analysis to compare changes in the product to past behavior.

• Diaries to track long-term behavior changes.

• Contextual inquiry to study how people are actually using it.

Starting in the Middle

A user research plan often may have to begin in the middle of a development cycle. Decisions have already been made about who the users are, what their problems are, and what solutions to use. These cannot be revised—at least until the next development cycle. In such cases, the research plan should begin with procedures that will give immediate benefit to the product before release and plan for more fundamental research to take place during the next development cycle. The following order may make sense for such a project:

Design and Development

• Rapid iterated usability testing and competitive usability testing until release. (Competitive research techniques are described in Chapter 14.)

After Release

• Log file analysis before and after release in order to know how customers’ behavior changed.

• A survey to determine the makeup of the user population.

Requirement Gathering

• Contextual inquiry with the existing population to determine outstanding issues for the next release.

After this, the plan can continue as the first plan.

Organize Research Questions into Projects

Let’s go back to the example. In the list of research questions, it appears that there are some quantitative questions about people’s current behavior (the ratio of abandonees to those who complete a transaction, the page where the abandonment happens, etc.), and there are questions about their motivation and understanding of the site. The first set of questions can be answered through log analysis, and the second set can largely be accomplished through usability testing. There’s one question, “How do they shop on the site?” that’s probably too abstract to be easily answered through usability testing. It’s one of those fundamental questions that will probably need to be researched over an extended period of time and with several different techniques. It can begin with a round of contextual inquiry.


CHOOSING AMONG THE TECHNIQUES

Picking the right techniques and grouping them can be difficult The more experience you have with the methods, the better you will know which techniques best address which questions. If you don’t have any experience with any of these techniques, start with the descriptions in this book, and pick one that seems right. Try it out. If it doesn’t help you answer your question, note what kinds of information it was able to gather well and try a different technique.

Here is a table of the techniques with some trade-offs. It provides a basic overview of the techniques, but it’s certainly not comprehensive.
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Based on what you know about the company priorities, group the questions into clusters by technique, and make a rough schedule. Log analysis can be started immediately, whereas the usability testing will take several weeks to prepare and recruit. The contextual inquiry can start at just about any time, but since, in this hypothetical situation, there are not enough resources to do a complete study immediately, a small round is begun immediately with the assumption that more can be done later.



	What
	When
	Questions



	Log analysis
	Immediately
	What is the ratio of people who abandon the shopping cart to those who complete a transaction?



	 
	 
	On what page do people abandon it?



	 
	 
	What pages do people open a shopping cart from most frequently?



	Usability testing
	Immediately (recruit now, test in two to four weeks)
	Do people understand the instructions on the cart pages?



	 
	 
	Do they know they’re opening the cart?



	 
	 
	When they abandon it, do they realize that they’re abandoning it?



	 
	 
	Under what circumstances do they open the cart?



	 
	 
	How do they use the cart?



	Contextual inquiry
	Immediately (recruit now, interview people in one to two weeks) and ongoing
	How do they shop on the site? How do they shop for these things outside the site?



	 
	 
	Do they know what a shopping cart is?




Continue through your issue list in order of priority, expanding all the items this way. As you’re expanding them, look for similarities in the questions and places that research can be combined to simultaneously address a number of issues. In addition, look for places where competitive analysis can produce an interesting perspective.

You can also start with the list of techniques and use that to generate further questions and research ideas. So, for example, you could start by saying, “What can we learn with contextual inquiry? Will that address any of the research goals?” and work your way through the other techniques.

A single entry from the final list could look something like this.



	What
	Usability testing



	When
	Plan immediately, test in two to four weeks



	Questions
	Shopping cart questions



	 
	Do people understand the instructions on the cart pages?



	 
	Do they know they’re opening the cart?



	 
	When they abandon it, do they realize that they’re abandoning it?



	 
	Under what circumstances do they open the cart?



	 
	How do they use the cart?



	 
	How long does it take to make a purchase?



	 
	Navigation questions



	 
	How do people find specific items? (What tools do they use? How do they use them?)



	 
	How do people move from one major section to another? (What tools? How do they use them?)



	 
	Promo section questions



	 
	What order do people look at the items on the front door?



	 
	Do people understand the information in the promo section?




Consider this as a single unit for the purposes of scheduling. It’s something that can be put into a scheduling or project management program. The specifics of what is tested may change when the test plan is being put together, but this will get you something that can be scheduled and a good idea of what is being tested and when.

Asking Questions across Multiple Projects

Because of the fast pace of most Web development schedules, the plan should concentrate on the short term, but it should not shortchange the long term. It’s always tempting to focus on the goals for the next release and leave fundamental questions about a product and its users to long-term projects. But deeper answers are precisely what can make or break a product over the long run. These questions should not be put off because they’re general or difficult to answer. In fact, they should be investigated as soon as possible since the earlier they produce results, the quicker that planning, design, and implementation of core product changes can be made.

However, just focusing on deep questions when there’s a release coming up is rarely a wise plan, either from the perspective of the product or the role of the researcher in the company. Thus, the research plan should be structured as a set of parallel projects, with long-term goals cutting across several projects. Each project addresses whatever short-term questions need to be answered, but also asks a couple of key questions to nudge knowledge about the fundamental questions at each time, too.

This can be represented as a grid, with each fundamental question in a column, while research projects label the rows. Thus it’s possible to keep track of which projects are asking questions about which fundamental goals they’re addressing. This keeps long-term goals from being neglected by the research process. The following table shows one such representation, with the dark shaded cells representing which project gathers information investigating which goal (with project 4 an in-depth investigation of issues studied in projects 2 and 3).
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Of course, not all projects are going to provide data for every goal, but keeping this structure in mind will allow you to keep the long-term needs in perspective while still getting the short-term work done.

Note The research plan should be updated frequently: in between every round of research, with every major update of the software, and, in general, with every addition to the knowledge of the user experience and whenever company priorities change. It would not be unusual for there to be updates every week or two. Versioning every update helps keep track of all the changes.



The Format of the Plan

Until this point, I have intentionally avoided presenting a specific structure or look that the research plan should have since that will vary based on your needs and resources. It should be flexible and adapted to your environment. If you use project management or scheduling software, a lot of the plan can be represented in it. If you plan to show it to management on a regular basis, it can be in a more formal written form that can be folded into the product development plan. If your company culture prefers to organize with Post-its, it can be a wall of Post-its. Whatever. It should fit a style that is useful and comfortable for you, but that can be shared and integrated with the larger product plan. The plan is a document that you are going to use to communicate the structure of your research and to sell the value of your work to your product team and your company as a whole.

There are some things every research plan should do.

• Set expectations. The people conducting the research and the recipients of the results should know what research is being done, how it’s being done, and what results they can expect. Don’t overload expectations for any single round of testing. A round of testing will not validate or condemn the entire project, and it should not be expected to. A research plan should also communicate that it is a flexible and ever-changing document. This can be done through version numbers or even expiration dates (“This research plan is valid until 12/2/2003”).

• Set schedules and responsibilities. Who is going to do what when? How does the research schedule integrate into the larger development process? This should be specific in the short term, but it can be more general in the long term, except for research that’s directly tied to the larger schedule.

• Specify goals. Every research project and the research plan as a whole should have specific goals associated with them. The goals collected at the beginning of the process drive the specifics of the research. It should be clear what they are.

• Specify outputs. There should be outputs for every research project based on the needs of the stakeholders, specifying the information that’s going to be presented. Ideally, the actual deliverables (report, presentation, etc.) should be described.

Budgets

The budget will be based on the cost of resources available to you, but it’ll probably come in three big chunks:

• People’s time (including your time and the research team’s time)

• Recruiting and incentive costs

• Equipment costs

In my experience, useful times for calculating the duration of a qualitative user research project such as a usability test (including project management time and typical inefficiencies) are roughly as follows:



	Task
	Time



	Preparation for a single research project (for just about anything other than repeated research)
	Ten hours



	Recruiting and scheduling
	Two to three hours per person recruited



	Conducting research
	 



	• Contextual inquiry/task analysis
	Five hours per person



	• Focus groups
	Three hours per group



	• Usability tests
	Three hours per participant



	Analyzing results
	 



	• Contextual inquiry/task analysis
	Five hours per person



	• Focus groups
	Four hours per group



	• Usability tests
	Two hours per person



	Preparing a report for email delivery
	Twelve hours



	Preparing one-hour presentation based on report
	Six hours




Quantitative research, such as surveys and log analysis, will vary greatly in effort based on the complexity of the task and the tools and expertise available. What a good statistician can do in a couple of hours can take days for someone with less training.

Incentive costs are described in detail in Chapter 6, but (as of spring 2003 in San Francisco) they tend to fall around $100 per person per 90-minute session for most research.

Likewise, equipment costs will vary based on how ambitious your research is in terms of documentation and how demanding it is in terms of space. It’s possible to spend $5000 a day renting a usability lab for a series of highly documented usability tests, or it can be free if you conduct a focus group in a conference room with a borrowed video camera and the tape of last year’s holiday party.

Research Plan for Company X

This is an excerpt of a research plan prepared with Indi Young, a user experience research consultant, for presentation to the development team of a consumer product comparison Web site. It presents an extensive research program designed to get a broad understanding of problems and users prior to a major redesign. Since it’s designed for presentation, it includes more process explanation than an internal document and fewer details than would be used for internal delivery (which would include tables like all the ones described earlier), but it gives a good outline of how such a research plan can look when fully expanded.

Summary

This research plan outlines the needs and goals of company X in order to conduct rapid user research on company X’s and the competitors’ products, and presents a schedule designed to meet this goal. It includes plans for five rounds of usability testing, four focus groups, and the beginning of an ongoing contextual inquiry process. A schedule of all research through the week of July 8 is included, and an estimated budget is proposed.

This research plan is valid between 5/22/2003 and 6/26/2003, at which point an updated plan will be submitted.

Research Issues

Based on conversations with representatives of design, information architecture, product development, marketing, and customer service, we have identified five large-scale issues that our research will attempt to shed light on.

• While many people use the core product comparison service, less than 1% (based on analysis of tracking cookies) ever purchase anything from the online shop.

• While the top levels of the content tree get a fair amount of use, the deeper levels, especially the product-specific sections, do not.

• The competitors’ design is a lot less polished and much more chaotic, yet they get twice as much traffic with a similar amount of advertising.

• Other than knowing that they’re comparing one product against another, there’s little information about the circumstances under which people use the service.

• People often complain about being unable to find a specific product entry again after they’ve found it once.

Research Structure

The research will be broken into two parallel segments: interaction research and a profile of the existing user population.

Immediate User Research

In order to provide actionable results in time for the next release, we will immediately begin a testing process to evaluate the existing site interfaces. This will determine which elements of the design work best, which are most usable, and which features are most compelling, while finding out what doesn’t work and shedding light on how users prioritize the feature set as a whole. There will be some competitive analysis included to uncover the strengths and weaknesses of the user experiences provided by competitors’ products.

The techniques used will include four rounds of usability testing and, potentially, some focus group research.


Usability testing: We will conduct four sets of one-on-one structured, task-oriented interviews with five to eight users apiece from company X’s primary target audience, for a total of 20 to 32 interviews. The interviews will last about an hour apiece and will focus on how well people understand the elements of the interface, their expectations for structure and functionality, and how they perform key tasks. Videotapes of the interviews will then be analyzed for feature use trends and feature preference. There will be one round per week from 6/5 until 6/26. For each round, a report summarizing findings will be prepared within two to four business days of the completed research and presented to appropriate parties within company X. Each round will use the most recent prototype and will concentrate on the most pressing user experience issues at the time as determined by company stakeholders and previous research.



A fifth set of tests will be of the same format with the same tasks, but will be conducted with the services provided by company Y and company Z.



Focus groups: If no additional usability testing is needed before launch, we will conduct a series of three focus groups with six to eight users apiece from two key segments of the user base, member researchers and shoppers (as defined in the market segmentation studies obtained from marketing). These groups will concentrate on uncovering what the users consider to be the most valuable parts of the service and where the service performs below their needs and expectations.



In addition, a competitive focus group will be conducted featuring users familiar with company Y’s product discussing that company’s product.



Existing User Profiling

In addition, we will begin a program to create a profile of the existing user base and to better understand how they comparison shop. This will (we hope) uncover opportunities for the service to expand into and provide a closer fit to people’s lives, further encouraging its use.

The technique used will be contextual inquiry with one to two people.


Contextual inquiry: We will visit the homes or offices of three to five people representing a couple of the primary target audiences. We will schedule the visits for times when they expect to be comparison shopping for a specific item, and then we will observe and document (with video recording and handwritten notes) how they go about this task. We will create a model of the process they use to comparison shop based on analyzing the video and notes, enumerating what tools and techniques they use, what problems they face, and how they solve them.



Schedule

The following schedule lays out the planned research. Most work is done in parallel between several different tests in order to get the most research in the available time. The usability tests all involve about the same amount of preparation and recruiting, which can happen simultaneously for one test as the next test is being conducted and analyzed.

Focus groups involve a fair amount of preparation, but since the groups themselves are relatively short (two hours apiece), they can all be conducted in the same week (although the schedule allows for a week’s slippage for the last of the regular focus groups). There’s also a competitive focus group, which has its own deliverable.

The contextual inquiry project is not slated to be completed in this time period because it was determined that although understanding the use of the product in context is very important, understanding immediate usability needs is a higher priority. Thus, there are no deliverables listed for it on the schedule, but preparation for it is displayed.


[image: image]


Budget

These are the projected budgets, broken out by total estimated time and total estimated costs. These are approximate figures based on experience, and they will be adjusted in future research plans to reflect actual amounts as the research progresses.





	Five Usability Tests
	 



	Preparation
	10 hours



	Recruiting and scheduling (assuming 40 participants-32 regular and 8 competitive)
	80 hours



	Conducting tests
	120 hours



	Analyzing tests
	80 hours



	Writing report and presenting results
	15 hours



	Integrating with development (meetings, presentations, etc.)
	10 hours



	Total time
	315 hours



	Recruiting incentive (25-40 people)
	$2500-$4000



	Supplies (food, videotape, etc.)
	$500



	Total cost (not counting salary)
	$3000-4500



	Focus Groups
	 



	Preparation
	10 hours



	Recruiting and scheduling
	40 hours



	Conducting and analyzing groups
	20 hours



	Writing report and presenting results
	15 hours



	Integrating with development
	5 hours



	Total time
	90 hours



	Recruiting incentive
	$2400



	Supplies (food, videotape, etc.)
	$400



	Total cost
	$2800




Deliverables

The results of each usability test will be sent in email as they are completed. Each email will include an outline of the procedures, a profile of the people involved, a summary of all trends observed in their behavior (as they apply to the initial research goals), problems they encountered, and a series of supporting quotations. A presentation of the results of each test will be scheduled for everyone affected. The presentation will allow the analyst to answer questions about the results and give further explanations of the proceedings of the test.

The results of all the regular focus groups will be collected into a single report, which will be sent by email as soon as it is complete. In addition to outlining the procedures used and providing a summary of the trends as they apply to the research goals, it will analyze any differences observed between various market segments. There will be a separate report from the final focus group that will compare the values and reactions of users of company Y’s services to those observed with company X’s.

Maintenance

It’s important to revise the research plan every time new knowledge comes in. Everything is subject to change as your team and the company’s understanding of the user’s experience grows. The research goals, especially, should be reevaluated, refined, and rewritten to take every piece of additional knowledge into account.

Since every piece of research you do is likely to affect your understanding of a number of different research goals, all knowledge about the user experience should be consolidated whenever possible. A good way to do this is to create a minisite for your intranet that contains all the reports and goals and that links each goal to the information that applies to it, and to enter all problems into the development group’s bug-tracking software.

Eventually, you should have a set of interlinked documents that, together, make up a more-or-less complete picture of your user population.






End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   


OEBPS/images/eq-343-1.jpg
_ (25,000 - 2) + (35,000 - 3) + ... + (150,000 - 5)
- 144

| 12425000
144

86.285





OEBPS/images/tbl269-1.jpg
Importance  Doubt  Total
The purchasing mechanism 5 5 2
Does it work for both single

items and whole sets?

The search engine 5 5 2%
Can people use it o find

specific items?

Catalog navigation 5 4 20
Can people navigate through it

when they don't know exactly

what they want?

The Fork of the Week page 4 4 16
Do people see it?

The Wish List 3 5 15

Do people know what it's for
and can they use it?





OEBPS/images/80-1.jpg
RESEARCH DATES
(preparation weeks are shaded the light color;test and analysis weeks are shaded the dark color)

5/20 6/05 6/12 6/19 6/26 7/03 7/10 7/17 7/24 /31 8/07

Usability test 1

Usability test 2

Usability test 3

Usability test 4

Competitive
usability test

Focus group 1

Focus group 2

Focus group 3

Competitive
focus group

Contextual inquiry





OEBPS/images/tbl69-1.jpg
Stage in

Name Development ~ Duration  Cycle Time
Profiles Beginning of Twotofive  Once per major
Chapter7  development days'work  design, or when
process over two new user markets
weeks are defined
Description: Developers tum audience descriptions into
fictional characters in order to understand how audience
needs relate.
Benefits: Low-cost method that creates good communi-
cation tools for the product team. Focuses on needs of
specific audiences rather than “The User!
Pitfalls: Based primarily on team's understanding of
users, not extemal research.
Contextual Initial problem  Two tofour  Once per major set
Inquiryand  definition weeks,not  of features
Task Analysis including
Chapter 8 recruiting
Description: Observe people as they solve problems to
create a mental model that defines users' current under-
standing and behavior,
Benefits: Creates a comprehensive understanding of the
problem that's being addressed.
Pitfalls: Labor intensive.
Focus Groups _Early development  Two to four  Once per maor set
Chapter9  feature definition  weeks, not  specification, then
including after every feature
recruiting cluster

(Continued)





OEBPS/images/fig17.1.jpg
« Bt
Lk You
T Somy.
ot For Lughe
+ Mg You
Thak You
Sex More Geres

‘Send aFree Greeting Today! Favortes
P There!
st ma i oy S Sz

v

Just For Laughe <l

== F g






OEBPS/images/fig3.1.jpg







OEBPS/images/358-1.jpg
Question Answors. Reason
7 Creck it e G Poltes Tofind ou the general topics
Solib Sl ofnerest
information about O Spors
bl O Curent events
(Checkalhat apply) © Bk,
(Chockoomsl  Science and technology
© intresting peope
© Local culural events
O Localnews
© In-depth reportng about
your region
O Tarel
O Fashion
© Otter (specityr
. Seloctany Wab sites © wwnprorg Competiive nalysis

that you get news or
information from at
least once a week.

(Check al that apply)
[Checkbores]

© wwwenncom
© wwwnybmescom
© wwwnewscom

© wwbloombergcom
© rewsyshoacom

© wwwmsnbecom

© wwwftcom

© wwwwsicom

© wwweusatodaycom
© wwwespncom

© wwwsaloncom

© wwwslatecom

© Other (speciy)

(Continved)





OEBPS/images/fig13.1.jpg
G
o A
Brofuser Instieftional Originallserver
proxy faching
setfer

] e .

Povsonal cachs Priwy sererishi Ol ow






OEBPS/images/fig3.3.jpg
Bargoin Books

P e

Arts & Entertainment Recreation
Business & Careers  Reference

Computers & Internet  Regi

es Science & Technology
Health Shopping

Home & Family Society & Culture







OEBPS/images/fig3.2.jpg






OEBPS/images/fig3.5.jpg





OEBPS/images/fig3.4.jpg
3 Yahoo! - Microsoh Inteenet E sloros

Tt T T i

Yahao! Auctons - 100000 o tems o i oa - Star Wars, Pokecne, ot Whesls

Arts & Humanities
L ety

Business & Economy.
Comprse e ok

Computers & Interet

GosiLnk ma Homes U

Government
ity Pt Lo To

Health
Mot Dt D P

News & Media
Pl Covngs emsopen, T7.

Recreation & Sports
Spot Trre ko Ot

Reference
Liaes Cetonsn Quctions

Regionai
e, B, U5 St

Science

g, Aresene, e

Social Science

Aot e L

Saciely & Culture
Fioph, s, g

1 the v

HATO bonbe s
iy S

S
MotatsDey

ey

S o Mtere Dy

Tep g o

World Y B

Oy ity





OEBPS/images/tbl102-1.jpg
Question

Answers

Instructions

TERMINATE

That's all the ques-
tions | have. Thank
you very much

for participating.
Although we're not
scheduling people
who fit your profile
right now, we may
call you again for a
different research
project.





OEBPS/images/fig3.7.jpg
Examination

Definition

Crsidise:





OEBPS/images/fig3.6.jpg
Specty [ Requirements

DesiB" [ Functional specification
Buld

Program code
Tost






OEBPS/images/fig3.8.jpg
‘Examunation

P

Contextual inguiry
Focus groups
Usability tests-

Definition

Log files

Piaiiea





OEBPS/images/373-1.jpg
‘Sample Usabiliy Test Email Diary Form

HotBot DIARY
Please retur this diary entry on or before Thursday, June 22, 2003

Todaysdate: The current time:
1. Approximate number of searches since your last dary entry:
Of those, the approximate number of searches using HotBot:

3. Please describe what you searched for most recenty, povicing as much detail as possible about
your search procedure, including approximately how fong it 100k.

4. How wellIs HotBot working for you?
(Please rate your experiences from 1 10 5, where 1 means that its not working at alland
5 means that it working very well)

Please examine the Advanced Search page for 2-3 minutes. This can be found by clicking on the
*Advanced Search" button in the left margin of the main search page (the first page you see if you go
to wwwhotbotcom). Read through the options on this page then go back to the main page.

5. Find a photograph of a Silkie chicken. This i a kind of fluffy white Bantam hen with biuish feet
and a blue beak. We are aware of several photos on pages belonging o agriculture schools.
* You do not have to use any of the advanced options, we just wanted you to be aware of
them
+ Don't spend more than 5 minutes looking for the chicken.
+ Whether or not you can find a picture of the chicken, please describe your search process
in detail.

6 Ploase descrive your personal strategy for narrowing your search, if at irst it s unsuccessful.

7. Have any of your views about HotBot changed since the last diary entry? I so, how have they.
changed, and was there a specific experience that precipitated the change?

8. Other comments. Are there any other issues you'd ike to tell us about or questions you'd like us
toanswer?

When youve completed this form, please emailtto diary@adaptivepath.com. Thank you very much
for helping us make HotBot a better product.

1f you have any questions or comments about this form, please contact Mike Kuniavsky at
mikek@adaptivepath.com or (415) 235-3468.






OEBPS/images/tbl99-1c.jpg
8. How many scheduled IF LESS THAN 5,
meetings or events do TERMINATE;
you have to keep track OTHERWISE, ASK
of per week? Question 9
9. Have you kept track of ~ Yes ASK Question 10
any scheduled meetings  No TERMINATE
with an online service:
in the last month?
10. How many? IF LESS THAN 5,
TERMINATE;

IF MORE THAN 20,
ASK Question 11;

OTHERWISE, ASK
Question 13
11. Which online calendar IF eCalendar IS
service or services did MENTIONED, ASK
you use? Question 12;
OTHERWISE,

TERMINATE





OEBPS/images/tbl99-1d.jpg
12. How long have you IF 2 MONTHS OR

used eCalendar? MORE, ASK Ques-
tion 13; OTHER-
WISE, TERMINATE

13. Which of the following Reminders IF overlays AND re-
eCalendar features have  The address book minders, CONSIDER
you used in the past?  Calendar overlays ~ FOR POWER USER

The buddy list SCHEDULING;
ASK Question 14

14. Are you currently Yes TERMINATE
working on any projects  No ASK Question 15
with eCalendarcom or
another company that
makes online calendars?

16. Have you ever Yes ASK Question 16
participated in a market No SCHEDULE
research interview or
discussion group?

16 When was the last time? IF LESS THAN 6

MONTHS, TERMI-
NATE; OTHERWISE,

ASK Question 17





OEBPS/images/tbl99-1a.jpg
We're looking for people
of various ages. Which of
the following categories
includes your age?

Less than 30
301034
351039
4010 45
4610 50
More than 50

TERMINATE
ASK Question 3

TERMINATE

We're also looking for
people of various income
levels. Roughly speaking,
what's your personal
yearly income?

IF LESS THAN
$60K, TERMINATE;
OTHERWISE, ASK
Question 4

Do you have a personal
computer at home or
work?

Yes

/ASK Question 5
TERMINATE





OEBPS/images/tbl99-1b.jpg
5. Do you have Internet Yes ASK Question 6

access at home or work?  No TERMINATE
6. When did you start using IF LESS THAN 1
the Internet? 'YEAR TERMINATE;
OTHERWISE, ASK
Question 7
7. On average, how many IF LESS THAN 5,
hours a week do you TERMINATE;
estimate you use OTHERWISE, ASK

the Web? Question 8





OEBPS/images/9780080497563_FC.jpg
P0BSERVING
(HE USER
EXPERIENCE

fi PRACTITIONER'S GUIDE
10 USER RESERRCH

MIKE KUNIRVSKY





OEBPS/images/tbl99-1e.jpg
17. In a couple of sentences, [NOTE DOWN]

describe what your TERMINATE IF
favorite Web sites have INARTICULATE;
been lately and why you OTHERWISE

like them. SCHEDULE.





OEBPS/images/tbl317-1.jpg
L1

“The number of diferent
stores on a given topic

The number of diffeent O 0 O O O
topics covered

How quicky the page el ol oieio
downioads

The reputation of the ol Lol o uLe B o
news outlt

How comprehensively G Ao 0 < ko

each storyis covered
(Continved)





OEBPS/images/tbl324-1.jpg
Length of Time on the Web.

<8Mo.

Fork Finder
Shopping Wiz
Main Catalog

1-2 Yrs.

24 Vis.





OEBPS/images/tbl347-1.jpg
Less Than More Than
ThisisMy  Once Once  Once Once  Row
FirstTime aMonth aMonth aWeek  aWeek Total

Looking for 260 220 167 129 15 200

information

about a specific

radio program

Other 220 159 104 56 8 617

Want to listen 344 245 261 208 630 1768

to.a radio

program ok

Want to read 140 120 106 % 109 571

news or

information

Column total 964 753 628 670 932 3856





OEBPS/images/fig10.4.jpg
Video camera

Moderator | @——n|
Microphone

Computer

. with
[ video oue

Participant

Two-way

Video  Audio
mixer  mixer

e imersic o semoer viowida ues)





OEBPS/images/fig14.1.jpg
DOJ Wins First Round Against MS

A Faderalpodge roed lte Thursday that
MicrosoR must 11 forcing PC makers 0 bundie
IE wih Windows 95_ But the judge stopped short
ofinding the company i conterpt ZDAN has the
latest dovelopmeris B

Inter@ctive Investor is live!
Our Sancis chane debts with upo-the-minide
s s - daph, 9 nancal eports on g
ech companies

Computer criminals can't hide

EEIRETI i ntions have pledged o
eradicate sale havens for digtalcrimnals. Doss the

vt posse mark the and of th I
West? DTV has the comrage

£ Hasmsc
# v

Fiiday, Decomber 12






OEBPS/images/359-1.jpg
Question

Answers

9. How valuable have you
faund the following
Kinds of content when
reading news onlne o
(where applicable) in
anowspaper?

[Radio button grid with “not

valuable? *somewhat

valuable? and “extremely
valuable'l

O Maps showing specificlo-
cations mentioned ina
news story

© Charts,tables, and graphs
‘summarizing and ilustrat-
ing information n a news
story

O Phates displaying events
descrbed n news or fea-
ture stories

O Photo galleries that walk
you through a story visually

© Photos showing individuals
featured in stories

letc]

o

To get an dea of the
desiablity of diforont kinds
of conten offerings

10, Ploase rate the following
ste functons based on
how often you think you
would use them when
visiting [ste namel.

[Radio button grid with

never? ‘sometimes? and
“often’ buttons]

O Lists of the top 10 sories
read orlstened to b [ite
name] users today this
week, o tis year

O Lists of books related fo.a
given story o topic

O Polls or suveys of [ste
name] readers

O Onine chats with a eporter
host,or newsmaker

O Oniine discussions on a
topc

O Listsof fnks fo other stes
rolating to.a givon story

O The abiltyto email a story
to frend

To get an idea of the
desirabilty of ifferent kinds
of site features





OEBPS/images/fig8.3.jpg
about ug ——
feedback ——|
help ——]

privacy satement

free stuff
books

reviews

what we like

my shop ——
shop now ——

new

holiday gift guide ——
atest deals ——

0,40






OEBPS/images/fig10.1.jpg
OO R S G R Rl Ll

webmOnkey

&

e § 1t's Alive!

BRI
Bulding a Better Monkey

Devslopar Hasdlines fiom
tired o

Ssting v Mo IS To Uk Site of the

Webmonkey Tookar i
2 5107 57, 10 ovaroar 07
i T e i e 3
ey o g power thats
5 toor, which e bt S e ey
#.JoiaScrot, 0 Gr e Dy s bena s0)
i i Bocause  pat doest 1t wit
e he e s searats
b Active Movie Control I poy uaye gars tathe.
Easy Steps o ot Comame
i At shows  L41S8 ST, 6 NovameRre?
o Therezof, Sctes Vv BamMOIE ava i ovt 1
e o e o e (RSN
b i o st 2 Emghly, Bk i e






OEBPS/images/fig10.2.jpg
B 07210 ke Ll g

% webmOnke;
/it

It's Alive!

Building a Better Monkey.

Developer Headines from
Wired News

i e e weatios
Webmonkey Took e ToUrled s fthe

5107 T, 16 ovember 07

g power hats

of the Dy & b 50
fecaia't i

Active Movie Controlin

Three Easy Steps

Ciicity, Bt w 1o






OEBPS/images/fig8.1.jpg
I
Bl U, B
(B 0
'J I L
i ) [ Ll

REBR- By
I





OEBPS/images/355-1.jpg
Question

Answers

Reason

1. How often do you listen
102 news radio station?

[Pop-up)

© More than once a week
© Once aweek

© Once amonth

© Less than once a month
O Never

For consistency with previous
survey

To verify news radio
Istenership





OEBPS/images/fig10.3.jpg





OEBPS/images/fig8.2.jpg
Make client
recommendations

—

Get lis of viable items Get prices

Get all available items

rpmm m;ng—j

Get items
from catalogs

Pick items that best
‘match constraints

r From mp\%

Get items that
aren’tin the catalogs

!

Talk to reps

Get highest-priority

catalog that hasn’t
been examined

about unlisted options

Pick items from.
catalogs that
‘match constraints

Note items for
‘more research






OEBPS/images/155-1.jpg





OEBPS/images/tbl295-1.jpg
Marlon Eva Marc Bab Jon Avg.

Find Lovis XIV 1 258 05012 T

Buyreplacement 2 g 1 CER T
Find similar forks 0 oY PN o





OEBPS/images/tbl318-1.jpg
A unique editorial
perspective

The quality of the site's
search engine.

The visual appearance
of the sto

How quickly stories are
covered ater they.
happened

How easy tis o get
around in the ste





OEBPS/images/x25A1.gif





OEBPS/images/tbl348-1.jpg
Less Than More Than
ThisisMy  Once Once  Once Once  Row
FirstTime aMonth aMonth aWeek aWeek Total

Looking for 29% 2% 19% 14% 13% 100%
information

about a specific

radio program

Other 36% 26% 17% o% 13% 100%
Want to listen 19% 14% 14% 17% 3% 100%
to.a radio

program

Want to read 2% 21% 19% 17% 19%  100%
news or

information

Mean response 25% 20% 16% 15% 2% 100%





OEBPS/images/tbl62-1.jpg
Goal Importance ~ Severity  Priority
To help people use the 3 4 12
search engine better

and more often

Increase revenue by 4 5 20
30% by fiscal year-end

Better conversion of 5 3 15

viewers to shoppers





OEBPS/images/321-1.jpg
<select name="news_quality">
<option value="1" Strongly agree
<option value="2 Agree
<option value="3> Neither agree nor disagree
4> Disagree
5> Strongly disagree

<option valu

Coption valu
<option selected value=" ">
Qselect>






OEBPS/images/321-2.jpg
<PWnat 1s your gender?<\P>
<Blockquote>

@

<input. typ

radic” nam

"gender” value="H">





OEBPS/images/tbl69-1a.jpg
Description: Structured group interviews of 6-12 target
audience representatives.

Benefits: Uncovers people's priorties and desires, collects
anecdotes, and investigates group reactions to ideas.

Pitfalls: Subject to group-think among participants;
desires can be easily misinterpreted as needs.

Usability
Testing
Chapter 10

Throughout Onetotwo  Frequently
design and weeks, not
development including

recruiting

Description: Structured one-on-one interviews with
users as they try specific tasks with product prototypes.

Benefits: Low-cost technique that uncovers interaction
problems.

Pifalls: Doesn't address underlying needs, just abilties
to perform actions.

Surveys
Chapter 11

Beginning of Twotosix  Once before major
development, weeks redesign, regularly
after launch and thereafter

before redesign

Description: Randomly selected representatives of the
audience are asked to fil out questionnaires; quantitative
‘summaries of the responses are then tabulated.

Beneits: Quanitatively describes the audience, segments
them into subpopulations, investigates their perceptions
‘and prioriies.

Pitfalls; Doesn't address the reasons why people have
the perceptions they hold or what their actual needs are.
Subject to selection bias.

Ongoing
Research
Chapter 12

Throughout e Ongoing Regularly after
of product release

Description: Long-term studies of users; done through
diaries and advisory boards.

Benefits: Investigates how users' views and use patterns
change with time and experience.

Pittalls: Labor intensive. Requires long-term participation.





OEBPS/images/tbl69-1b.jpg
Usage Logs
and Customer
Support
Chapter 13

Beginning of Varies Regularly after
development, release

after launch and

before redesign

Description: Quantitatively analyze Web server log files
and customer support comments.

Benefits: Doesnit require additional data gathering.
Reveals actual behavior and perceived problems.

Pitfalls: Doesn't provide any information about reasons
for behavior or problems.





OEBPS/images/tbl188-1.jpg
Action Name  Purpose Cues. Objects. Method Options.
Uit Claiy choice Wod template:  Takto cient
requtements  categories sizo (). color,
budgel, sy notes
Getaalable  Listavalable Catalogs, Compare optons
cataogs options equiements st in catalogs with
requiements
Sefoderfor  Strtwithbest  Knowledge of Catlogs, Fip though GowA s,
catalog persal known/bes: vendors optors  requirements st catalogs, unless its 2 waiing
chance comparing options oo, then B
manufacturers with requirements
Mark tomsin  Get primary Catalogs, Visualinspaction
catalog canddtes equiements st and comparison
tolst
Mark toms that  Soparato flems  When ifs not dear  Catalogs, Visal inspection
need folowup  for further whether aloptons  marked flems and compurison
investgation are avalabe for & tolst
specifc tem
invesigale  Complele lstof  Listof temsfor Calalogs,istol  Callreps
marked lems  avalable options _further miestgation _fems needing
based on followvp
requirements
Tolopions  Makefnallst  Alfolowpls  Compleed cptons _Fil out budget
for et compleied femplte,budget  template wih
femplate, requie-  optons and costs

ments st





OEBPS/images/fig11.7.jpg
Three standard deviations
99% confidence

W Measured value
[ Actual value (unknowable)






OEBPS/images/fig11.3.jpg
EXAMPLE 1

20

175

T T T T T r T T T T T
Lesthan §$2000i— $30,000- $40000- $50000- S60000- $T0000- S8O000- $I00000-S120000- 150000 No
20000 $29999 $39999 $49999 $59999 $69999 $79099 $99999 $119999 $149999 orover  answer





OEBPS/images/fig11.4.jpg
EXAMPLE 2

a

Lestan $20001- $30000- $40000- $50,000- $60,000- 70000~ 380,000 $100,000- $120000- §150,000
$0000 $20999 $39999 $49999 $59999 $69.999 $79.999 $99999 $119.999 $149999 orover

No





OEBPS/images/tbl74-1.jpg
Search Engine |Comprehensi- Shopping Cart

bility of [Abandonment
Navigation

Usability testing 1

Focus group 1

Usability testing 1

Etc.






OEBPS/images/fig11.5.jpg
100%

0%
s0%
0%
W More than once a week]  60%
B Once a week 0%
B Once a month i
@ Less than once a month
O This is my first time 0%
20%
1%
0% T T
Looking for Other  Wanttolistento Want to read
information about 2 andioprognm  newsor

specific radio program nformation.





OEBPS/images/fig11.6.jpg
Three standard deviations
99% confidence

[
One standard

error spread

[ Actual value (unknowabl






OEBPS/images/fig9.2.jpg
O Snack

£ Table cen

@ Microphone

Video camera

(Closed circuit to . . .
remote viewing area)
(%9] & B
Moderator . [o=T o]
o E

f e — ‘Whiteboard





OEBPS/images/fig9.3.jpg
Two-way mirror

O Snack

E3 Table tent

@= Microphone

Moderator

Video

b4

Flip chart






OEBPS/images/356-1.jpg
Question

Answers

2. How often do you visit
this Web ste site name]?

[Pop-up]

O Thisis my first ime
O Less than once a mornth
O Once amonth

© Once aweek

O More than once a week

Comparison with previous
suneys

Cross-tab vs, functionality

Cross-tab vs. reason for visit

3. Why are you visting
thesite today?

(Choose only one)
[Radio butions]

O Want to read news or
information

© Want tolsten to a radio
program
© Conducting research

© Looking to purchase a
tape or transcript

O Looking to purchase an
tem other than a tape or
transcript

© Tosee whatis new on the
site

© To chat with other fisteners

© To communicate with staff
and on-ai personaities

Find out general reason for
vsiting

© Other spociy):
4 Tithis s ot your st O Yes Cross-tab with reasons
im viiing he sit,
arethese typeal reasons "
for your aval? O Not applicabe (s is my
Fosinl firstvist)
© Nt applicable

(Continved)
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Sample Problem Report Diary
HotBot DIARY

Diay start date:
Piease make an enty n this diary whenever

« HotBot fails to perform s you had expected of ntended.

“ You have an insight into how to better use HotBot to ind content.

Please describe the situaton in detail.

You do not have to descrive the same problem more than orice, but please enter i nto the diary
every time it happens.

2) Date of entry:
Search strategy descripti

Problem feature name/description
Problem:

Severity (1-5):
(A severity of 1 means that s an annoyance or an obsenvation, and 5 means thatits a
catastrophic problem that prevents you from accomplishing your goel)

Insight/Solution:

©) Date of enty:
Search strategy description:

Problem feature name/description:
Problem:

Severiy (1-5)
Insight/Solution:

Ete
Prease emal this form to diary@adaptivepath.com on Thursday, June 22, 2003, even if it blank.
Thank you very much for helping s make HotBot a better product

1 you have any questions or comments about tis form, please contact Mike Kuniavsky at
mikek@adaptivepath.com or (415) 235-3468.
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<script language
1<
//the variables slocation and sRate

Ifare set to the location of your survey and

I/the desired sampling rate

var
sLocatio

nttp://www. adaptivepath. com/survey. html*;
var sRate = 15;
var cookieName = *SurveyCookie';

var cookieValue = getCookie(cookieName);
i [
setCookie(cookieName, "Sampled’);

if (cookievalue

var sampled = Math.random():

if (sampled < sRate) |

window.open(sLocation, sWindow’, "scrol 1bars, resizable”
)

function getCookie(Name)

var search = Name + "=";
1f (document.cookie.length > 0) [
offset = document. cookie. index0f (search);
if (offset 1= =1) [
offset += search.lengtl
end = document, cookie. index0f(":",0ffset);
if (end == -1);

end = docunent.cookie.length:
return

unescape(docunent . cookie. substring(offset end));
)
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‘Sample Survey-Structured Diary Email Form

HotBot DIARY
Please return this diary entry on or before Thursday, June 22, 2003

Today's date: The curenttme:

1. Approximate number of searches since your last dary entry:

2. Of those, the approximate number of searches using HotBot
Please describe what you searched for most recentl, providing the search topic and the exact
search terms you used, long with any + or — modifiers

3. How successful was this search?
(Please rate the search from 1 10 5, where 1 means that it was unsuccessful, 3 means that the in-
formation you found was adequate, and § means that you found exacty what you were looking for)

4. How well is HotBot working for you?
(Please rate your experience from 1 to &, where | means that it not working at all and
5 means that it working very well)

6. In your recent searches, did you use any of the seaich options in the lefi-nand margin of the
main search page (the first page you see if you go to wnawhotbotcom)? I so, which ones?

6. 1f you used any of the tools in the left margin, how well did they work?
(Please rate their effectiveness from 1 to 5, where 1 means that they did not help your search
atalland 5 means that they were critcalto its success)

7. Please describe your personal strategy for narrowing your search, if atfirst t s unsuccessful.
Has this changed i the recent past?

8. Have any of your views about HotBot changed since the last diary entry? I so, how have they
changed, and was there a specific experience that caused the change?

9. Othor comments. Are there any other issues you's ke {0 tel us abou o questions you'd ik us
to answer?

10. When youve completed this form, please emal it to diary@adaptivepathcom. Thank you very
much for helping us make HotBot a better product.

f you have any questions or comments about this form, please contact Mike Kuniavsky at
mikek@adaptivepath.com or (415) 235-3468.
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User: Marion _ Time to Read Erors ‘Time to Complete
Find Lovis XV 1 3 1
Buy replacement 3 1 2
Find simila forks 1 2 o
Key 0-Don't read O~Fail because of errors  O~Fail
1-Read very slowly 1-Many errors 1-Succeed very slowly

2-Read moderately siowly
3-Road quickly

2-Some errors
3~Fow orno arrors

i a roundabout way
2-Succeed a e slowly
3-Succeed quickly
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Question

Answers

Reason

11. Please rate how
important the following
characteristics are in
stories you read
onsite namel.

[Radio bution gid with

“not important’
*somewhat important?
and “ery important’ buttons]

O That they have the latest
breaking information

O That they provide enough
background informaton to
help me understand what
the news really means.

© That the stories are original
and the angles on common
stores are unexpected

What qualies do people.
value in stories?

Timeliness.
Background
Original perspective

12. Wihat s the resolution
of the manitor you use
to surf the Web?

tPeprl

© 1600 X 1200
© 1280 x 1024
© 1024 x 768
© 800 x 600
© 640 x 480
© Other

O Don'tknow

13. Do you own or regulerly
use a PDA such s the
Palm Pilot, iPag, or
PaimPC?

O Yes
O No

Pop)
14, Which of the following © 288Kbps modem
prtli g
e O seips modem
the Internet? © ISDN (128K)
[Pop-up] O DSL(128K+)

O Cable modem
O T orhigher
O Other

© Don'tknow

(Continued)





OEBPS/images/tbl312-1.jpg
Question Instructions  Answers Reasons
Whatis your age?  None. Popup: For comparison wih st
Under 13 years sunvey.
13-18
sl Compare with experience.
2124
25-34
35-14
4554
55 and over
Whatisyow  None. Popup: For comparison wih st
gender? Male years suney.
Fenale
Whatkindsof  Checkallhal  Checkist ‘Ameasure of reador
stores haveyou  apply. Tolecommunicaions  informalion osies.
T e New products Compare percaived reading
et G abils t actul behavor
based o og analysis.
restten Summarize for ad sales.
Travel

Hardware reviews.
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Sports
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analysis
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Question

Answers

5. Ifyou're looking to read
news or information,
what did you come here.
tofind today?

(Choose only one)
[Radio buttons]

O Not looking for news
© Current headlines.

O Information about a spe-
cific current news event

O Information on a current
news story heard on the
radio

© Idepth analysis of recent

news events
© Commentary or opinion
© Newsmaker profile

© In-depth research on a
specific topic

O Cultural or ats news
coverage

O Entertainment

O Abroadcsst schedule

O Information about a
speciicradio program
O Other (speciy:

1f general reason is news- or
information-elated, find out
more specic information
ebout cause of visit

6. 1fyou came o Isten toa
specifc radio program
on his site, please
choose which one you
came to hear from,
the st below.

[Pop-up]

 listof program names]

© Not applicabl (6id not
come 1 fsten)

O Other (speciy

o see which programs
people are explcity coming
1o see

o see which programs
appear in ‘Other”
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‘Question Answers Instructions

1. Do you or any member Market research  IF YES TO ANY,

of your householdwork a0 TERMINATE
in any of the following
] media sales
businesses or industries?
Public relations
Usabilty or qualty
assurance

Web design or
development
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Sample Unstructured Diary Email Form
HotBot DIARY
Please retur this diary entry on or before Thursday, June 22, 2003

Today's date The current time:

1. Approximate number of searches since your last diary entry.
2. Of those, the approximate number of searches using HotBot:
3. Please describe your experiences while searching with HotBot. Your description may include

« what you were searching for
« your search procedure.
« whether you found it

+ any difficultes (if you were able to find a solution, please describe how you solved i) or
unexpected incidents (describe what you had expected and what you go).

4. How wellis HotBot working for you?
(Please rate your experience from 1 to 5, where 1 means that its not working at all and
5 means that it's working very well)

5. What is your opinion of HotBot as a service?

6. Has your opinion changed since the last diary entry? If so, how has it changed and was there &
specific experience that precipitated the change?

7. Other comments. Are there any other issues you'd like to tell us about or questions you'd like us
to answer?

When you've completed this form, please email it to diary@adaptivepath.com. Thank you very much
for helping us make HotBot 2 better product.

1f you have any questions or comments about this form, please contact Mike Kuniavsky at
mikek@adaptivepath.com or (415) 235-3468.
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Question Answers Reason
Pos o rene st
[Pop-upl 0 18-24

O 65+

17. Whatis the highest level
of education youve
completed?

[Pop-upl

© Grammar school
© Some high schoal

O High school graduate or
equivalent

O Same colege
O Colege graduate.

© Graduate/postgraduate
degree.





