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Objectives

» To understand how users use web sites
» To understand how to design with this is mind
» To be familiar with the basics of web usability

» To know how users will use a site




What is the most important ... ?

» What is the most important thing you should do to make sure your Web site

» everything is 2 clicks away?
» speak the user’s language?
» be consistent?

No it is ...




Don’t make

me think!

krug'’s first law of usability




Web Usability

» Alternative
» get rid of half the words on each page
» then get rid of half of what is left




Not thinking

NOT THINKING

>

0K. This looks
like the product

categories...

..and these
are today's
special deals.
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Monitors.
Click

Modems.. ﬂ
There it is:
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thinking

THINKING

Is that the
"Jf'.gi fﬁi ' 7{ B XYZostoom s ] navigation? Or
should I start? j - lt.; thas it over
ere’
Hmm. Why did ﬂ Why did they
they call it o put that t here?
that? j
Those two links
Can I click on ~ seem like they're
that? j the same thing.
Are they really?

get rid of all the question marks!




Web Usability

< OBVIOUS REQUIRES THOUGHT >

Hmm.
iliseconds of t howght Hmm. Could be Jobs.
What makes us think? Jobs! !;hs. W thooged Bt & sounds fike more than that.
Click Click Should I click or keep looking?
» terms .
marketing ideas S g

» known to the company

» unfamiliar / technical names




Web Usability

< OBVIOUSLY CLICKABLE REQUIRES THOUGHT »

. . ? g
Is it clickable? ﬁ  Results

» links / buttons ~ Yy

Hrmim.

[Milliseconds of thought]
I guess that's a button.
Click

@m

Hmm.
Is that a button?

ﬂ * Results

» arrow changes to hand

» don’t want to distract the user from their attention

» people don’t want to have to decide




Web Usability

MOST BOOKSTORE SITES

[‘L:_L'& Let’s see. “Quick Search.”
~ % That must be the same as
! “Search,.” right?

Do I have to click on that drop-down
menu thing?

AN I know about the book is that it's
by Tom Clancy. Is Clancy a keyword?

(What is a keyword. anyway7)




Web Usability

Clicks on the arrow

Ei\\ I guess I have to use the menu.

{{"\\ “Title. Author. Keyword.”

OK. I want “Author”
- Clicks “Author”

Types “Tom Clancy”
Clicks “Search™




Web Usability

AMAZON.COM

0K.“Search books

lBooks = e -

Types “Tom Clancy™
Clicks “Go™




Web Usability

Goal
» user to ‘get it’

appearance

>
» well-chosen names
» layout

>

small amount of text




Web Usability

How do we really use the web?
a) how we think people use the web
by how they actually use the web
not the same
» most people ‘glance’
» scan some text

» click the first relevant link




Web Usability

WHAT WE DESIGN FOR... THE REALITY...

Look around

Read feverishly for
anything that
Read i
a) is interesting,
i or vaguely
Read resgmbles \.vhat
you're looking for,
[Pause for and
4 o b) is clickable.
Finally, click
on a carefully As soon as you find
chosen Tink a halfway:decent
match, click.
If it doesn't pan
out, click the Back
button and try

again.




Web Usability

Krug says we don’t
1. read pages - we scan them
2.  make optimal choices - we ’satisfice’

3. figure out how things work - we muddle through




Web Usability

Scanning
» people spend little time reading
» they jut look for words or phrases that catch the eye

» some exceptions e.g. news stories

Why?
» in a hurry - we use the web to save time
» don’t need to - most is irrelevant

» it works - that is what we normally do




What users really see

—_—

what they hear

e e




Web Usability

WHAT DESIGNERS BUILD...  WHAT USERS SEE...

W rove vt

What users see

‘free’

‘sale’

— flyer miles?

‘sex’

vV v v Vv

‘[your name]’




Web Usability

» Scan
» Consider
» Choose best
does not happen

‘Satisfice’
» first reasonable option - take it
» satisfying + sufficing = ‘satisfice’

» it maybe our goal so click it




Web Usability

How do people make decisions?
» observations by Gary Klein (1998)
» example - fire fighter
» didn’t compare any options
» took the first reasonable plan
» check for problems

» plan of action




Web Usability

Why don’t web users look for the best option?
» hurry

» risk is low

» does not pay - waste of effort

» fun / faster




Web Usability

muddle through

» people use things without understanding

» don’t read instructions

» surprising how some users use the web
» e.g. Yahoo is the Internet

Why?

» doesn’t matter

» if it isn’t broken then don’t fix it




Web Usability

Usability tests show user’s strange behavior
But, if the user ‘get’s it’ then they

» find what they are looking for

» understand what is on offer

» see what you want them to see

» they are happier, at ease, confident




Web Usability

Design for scanning

1. Create a clear visual hierarchy on each page
2. Take advantage of conventions

3. Break pages up into clearly defined areas

4. Make it obvious what is clickable

5.  Minimize noise




Web Usability

Create a clear visual hierarchy on each page
appearance portrays the relationships between parts

a) more important = more prominent

» headings larger, bolder, distinct, near top
by related logically = related visually

» group

» defined area
c) visually nested

» what is part of what

» “computer books”




Web Usability

The same as newspapers & magazines
» see it everyday
» you stop when there is a problem

» if everything is the same then you are forced to scan slowly

The headline &nwﬂmqm

spanning these o —— The size of this
three columns_‘ -'::"-:-[m-'-"?' s Coastal headline makes it

e
p—— :::..._
——— R |

: = ==

makes it obvious
that they're all part
of the same story.

clear at a glance
that this is the most
important story.

This flawed visual hierarchy suggests
that all of the sections of the site are
part of the Computer Books section.




Web Usability

Conventions

» larger text = headline

» story is beneath the headline

» page layout / formatting known

» easier & faster

Conventions
enable users to
figure out a lot
A, about a Web page,
o e A= s even if they can't
understand a
word of it.

- A e e




Web Usability

Conventions

» very useful
» only popular if they work
» people like familiarity

» designers often try to reinvent the wheel
» try new & different

» it can work (not impossible), but rarely does




Web Usability

Break up pages into clearly defined areas
» users can say this area is for this purpose
» users can focus on their goal

» users can irrelevant




Web Usability

Make it obvious what is clickable

» correct small flaws

—

SEARCH drkaop.com p

—

FSEARCH drh:n-np.tm



Web Usability

Reduce noise
» too busy
» too much trying to get the users attention

» background noise

Heslth Fro Page
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Before
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Hea @ Franl Page

Or il sax ref s s, By CONVF I

ALS frwcmd bo 1 X0
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Web Usability

Animal, vegetable or mineral?

» width V depth

» not number of clicks

» but how hard is it

» follow ‘the scent of information’
>

if | work at home which link?
Home

Office




Web Usability

Updating anti-virus software

-
» two requirements B

» language OK - English US or English UK, etc.

» What is NAV?

» is there a Windows 95/98 or just Windows 95 & Windows 98 Egﬁﬁ .
> NAV = Norton AntiVirus e




Web Usability

Best writing is concise

A sentence should contain no unnecessary words,
a paragraph no unnecessary sentences,

for the same reason that a drawing should have no unnecessary line

a machine no unnecessary parts.

vV v v v VvV VY

... every word tell




Web Usability

Omit n ss words
» be ruthless
» cut words / text
benefits
» reduces noise
» useful content is more prominent
» page is shorter
» easier to glance

» no scrolling




Web Usability

BEFORE: 103 WORDS

The following questionnaire is The first sentence is just introductory happy talk. I know
desipned to provide us with what a survey is for; all I need is the words “help us” to show

information that will help us me that they understand that I'm doing them a favor by
improve the site and make it filling it out.

more relevant to your needs.

Please select your answers Most users don't need to be told how to fill in a Web form, and
from the drop-down menus the anes who do won't know what a “drop-down menu” and a
and radio buttons below. “radio button” are anyway.

The questionnaire should only At this point, I'm still trying to decide whether to

take you 2-3 minutes to bother with this questionnaire, so knowing that it's short
SRR is useful information.

At the bottom of this form you This instruction is of no use to me at this point. It belongs at
can choose to leave your name, the end of the questionnaire where I can act on it. As it is, fts
address, and telephone number. only effect is to make the instructions look daunting.

1f you leave your name and

number, you may be contacted

in the future to participate in a

survey to help us improve this

site.

If you have comments or con- ThefadrﬂitIMEummmrImtanmmh

cerns that ire a useful and important information. Unfortunately,
require a response romiy i rmation.

Service. Service—or better still, giving me a Tink so I can do it from

right hera.

-



Web Usability

Reduce
» ‘happy talk’ - blah, blah, blah

» instructions

> not read

» should be self-explanatory B e e
MNOTE: If you have comments or concerns that require a response don’t use this form.
Instead, please contact Customer Service,




Steve Kr o
DON’T
MAKE
ME

A Common Sense Approach to Web Usability

=L}

Lesson notes based on:

Krug S. (2006) Don’t mak
Common Sense Approach
Usability, 2" Edition,
Berkeley, California, USA
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Thank you!

any questions?




