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ÅUser Centered or UX Design? 
Å What does it mean?  

Å How is it done? What is an expert review, is that involved? 

Å Who needs to be involved? 

Å Will it provide value? Is it expensive?  

Å The process of doing it with focus on Define and Design phases 

 

ÅThe User Findings Driving the Design Process 
Å Understand what users need and make it easy for them to find 

Å Revisit the objectives and findings, revisit designs with users 

Å Maintaining a story to drive and steer design 

 

 

 

 



The Project Process 

Waterfall 

User Centered 

Waterfall User Focused 

Plan Plan 

Define Define (UR/UXT) (DQ) 

Design Design (UXT) (DQ) 

Develop Develop (CW)(DQ) 

Deploy Deploy (UXT) 

Extend Extend (CW) 



Customer Focused Websites 

ÅCore Principals 
1. Focus on the users and their tasks 

2. Measure the usage (via analytics and online behaviour) 

3. Iterative design: repeat cycles of design, test and redesign 

 

ÅApproach (PHASE) 
1. Understand the need and context for use (DISCOVERY) 

2. Specify the requirements (DEFINE) 

3. Create design solutions (DESIGN) 

4. Evaluate designs (UXT) 

 

 



User Experience Design 

ÅThe creation and synchronisation of the 
elements..... 

Å......that affects the user experience for a 
person with a particular company ... 

Å....designed with the intent to influence the 
perceptions and behaviour of a user at the 
business website... 

 

 



 

 

The Define Phase  



Defining Requirements 

ÅWhat are the Priorities? 

ÅWhat are Needs and ǿƘŀǘ ŀǊŜ LŘŜŀΩǎ? 

ÅMay require radical changes in the website 

ïOpportunity for paradigm shifts; innovation; the 
user needs a completely new one specifically to 
do this.... 

ÅWhy? because it requires less exploration for 
our downstream work partners 



Prioritisation, Needs versus Ideas 
ÅManaging Conflicts 

ïConflicts between business needs and user needs 

ï/ƭƻǎŜƭȅ ǘƛŜŘ ǘƻ LŘŜŀΩǎ 

ïTechnology is new, hard to make estimates 

 

Å²ƘŀǘΩǎ ǘƘŜ ƛƳǇŀŎǘΚ DŜǘ ǘŜŀƳ ƻƴ ǎŀƳŜ ǇŀƎŜΣ ¦·¢ Ŏŀƴ ƘŜƭǇ 
resolve, keep empathy with user.... 

 

 



A Good Team Tension 

The UXT/WEB team, roles and responsibilities: 
Å Business Advocate (Client, AM) 

ï Maintain business vision and objectives 
ï Meet strategic objectives 

Å User Advocate (UXP) 
ï Encourage behaviour that supports the objectives 
ï Meet needs expectations of user and provide satisfying and engaging 

experience 

Å Development Advocate (AM/DEV manager/Internal Client IT) 
ï Represents the needs and constraints of technology and quality assurance 
ï Ensuring team is working efficiently and within the scope, and meets the 

quality standards of the stakeholders 
 

ï Note that maintaining a closeness client has enormous value : 
Å  Closeness of core web team is a requirement for agile development, small teams. Also 

leaders in the project understanding  challenges of the operations, business and strategic 
goals, culture and industry 

 



Heuristic Analysis 

Å Expert Review ς using a best practice framework to measure a website 
 
ï Evaluates the usability of an existing design based on best practices in the 

usability field 
 

ï Relatively quick and inexpensive way of gaining feedback on an existing design 
ÅGives a general understanding of the quality and helps identify problems with the design 
ÅHighlights quick fixes so can take immediate action ς while redesign efforts continue 

behind the scenes 
ÅBut does not involve end users and is not a replacement for true user research 
ÅNot all findings in review are validated later by users in testing and vice versa 

 
 

ïϝWŀƪƻō bƛŜƭǎŜƴΩǎ [ƛǎǘ ƻŦ мл ǳǎŀōƛƭƛǘȅ ƘŜǳǊƛǎǘƛŎǎΤ 
www.useit.com/papers/heuristic/heuristic_list.html 
 

http://www.useit.com/papers/heuristic/heuristic_list.html


Heuristic Analysis = Scorecard 



Usability Testing 

ÅUsability Testing involves asking real users to 
perform specific tasks on a website or booking 
application to uncover potential usability 
issues and gather ideas how to address them 



Usability Testing Usability Testing 



Usability Testing Participants 

ÅCarefully selected end users that represent 
the target users (online users) 

ÅEnd user involved can recall at time when or is 
a qualified shopper and has a relevant 
scenario  

ÅHas gone through or is going through a similar 
process of researching information online for 
a particular event or activity 



Usability Testing 

ÅTesting can be undertaken in the Define phase 

ïGather info on current site to see how it can be 
improved 

ïPerform on similar sites (or competitors) 

 

ÅTesting can be undertaken in the Design phase 

ïWhere a design in created, tested, refined and 
tested again 

 



Usability Testing 

ÅTesting can be undertaken at a range of points 
in the lifecycle of the website depending on 
individual project needs or the objectives 

ïIs never a bad time to undertake 

ïTest with people who don't know the product too 
closely, representative and realistic 

ïAlways results in insights and value for the client 
(and the greater team) 

ïCan highlight issues with in-house processes, 
might not be the website... 

 

 



Usability Testing ς Card Sorting 

ÅOften used in navigation or topic categories 
 

ÅOpen Card Sort 
ïCategories provided 
ÅUsers place as meaningful to them 

 

ÅClosed Card Sort 
ïCategories not provided 
ÅUsers create their own categories and place as appropriate 

 
ï*Card sorting software available online 

http://websort.net/  
 

http://websort.net/
http://websort.net/


Usability Testing ς Findings 

ÅMajor Findings 
ïAre important enough to create a paradigm shift 
ÅSome are fixable and inexpensive 

ÅComplex and may require capital investment or further 
research 

 

ÅMinor Findings 
ïAre important but can be easily fixed 
ÅQuick fixes can be rolled out immediately, errors & 
ǘȅǇƻΩǎ 

 



Usability Testing ς Findings 

ÅMajor Findings 
- Examples 

ÅLack of trust, a feeling the user gets, Security concerns 
ÅAn error in the check-ƻǳǘ ǇǊƻŎŜǎǎΣ ƻǊ ƛǘΩǎ ǎƛƳǇƭȅ ōǊƻƪŜƴ 
ÅConfusing or conflicting information 
ÅKey pathways or content hidden below the fold  
ÅUsers wrongly associating critical content with advertising (and ignoring) 
ÅIts just not the right solution for the user, perhaps no-one ever asked them 

what they needed ςƘŀŘ ŀ ƎƻƻŘ ƛŘŜŀ ŀƴŘ ōǳƛƭǘ ƛǘ ōǳǘ ŘƻŜǎƴΩǘ ƳŜŜǘ ǘƘŜ ǳǎŜǊ 
needs 

ÅTrying to please too many users and satisfying none 
 

ïOUTCOME - Perhaps requires a re-design/re-development to achieve 
solutions (requires a new framework ς perhaps addressed in later 
phase or budget) 



Usability Testing ς Findings 

ÅMinor Findings 
- Examples 

ÅErrors, broken links, poor user experience 
ÅImagery not appropriate 
ÅLanguage and tone, content generally 
ÅColours, distracting animation or flash to be removed 
ÅBetter labelling or use of headers 
ÅResources  required to be added; downloadable media: podcasts 
ϧ t5CΩǎ 
ÅValue, Glossary or resources, recipe or maps 

 

ïOUTCOME - 5ƻŜǎƴΩǘ ǊŜǉǳƛǊŜ ƴŜǿ ŘŜǎƛƎƴ ƻǊ ŘŜǾŜƭƻǇƳŜƴǘ 
to achieve solutions (can be achieve within the existing 
framework) 



 

 

Designing for the online shopper  



The Online Shopper ς *Model 

ÅExplorer - ŘƻŜǎƴΩǘ ǉǳƛǘŜ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘ 
ÅHunter - has a good idea what they want 
ÅTracker - knows exactly what they want 

 
ïThe same person can go through all of the stages 

during the (purchase) decision process ς which takes 
place overtime and multiple visits. 
 
ï*e consultancy; 

http:// econsultancy.com/us/reports/online-retail-
user-experience-benchmarks-2006 
 

http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006
http://econsultancy.com/us/reports/online-retail-user-experience-benchmarks-2006


The Online Shopper 

ÅExplorer- ŘƻŜǎƴΩǘ ƪƴƻǿ ǿƘŀǘ ǘƘŜȅ ǿŀƴǘ ȅŜǘΚ 

 



The Online Shopper 

ÅHunter ς Ƙŀǎ ŀ ŦŜǿ ƛŘŜŀΩǎΣ ŎƻƳǇŀǊŜǎ ŀƴŘ 
ŘŜŎƛŘŜǎΧ 

 



The Online Shopper 

ÅTracker- knows what to buy, is tracking down 
price and availability.. 

 



The Online Shopper 

Å[ƛƪŜ ŀƴƛƳŀƭǎ ǇŜƻǇƭŜ ΨLƴŦƻǊƳŀǘƛƻƴ CƻǊŀƎŜΩ and 
Ŧƻƭƭƻǿ Ψ{ŎŜƴǘ ǘǊŀƛƭǎΩΣ ǎǳŎƘ ŀǎ ƭƛƴƪǎ ŀƴŘ ǇŀǘƘǿŀȅǎ 
ǘƘŀǘ ƘƻƭŘ ǇǊƻƳƛǎŜΧ 

 



The Online Shopper 
Entrance & Exit 

Enter at Front Door; the Homepage 

Enters a page inside the website; on an 
internal Landing Page 



Online Survey Findings Before Decided 
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What are the top 3-5 topics of information you look for when you are DECIDING where to go for your holiday or trip? (tick 1 
as the most important) 
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Online Survey Findings After Decided 
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What are the top 3-5 topics of information you look for when you have ALREADY DECIDED where to go for your holiday 
or trip? (tick 1 as the most important) 

1

2

3

4

5



 

 

Design phase  



Destination Queenstown Re-design 



Actual User Comments 



Actual User Comments 

Å"These are beautiful shots, but I don't really 
feel the soul of the place" - needs more drama 
in the ƛƳŀƎŜǎέ 

ÅϦYƴƻǿƛƴƎ ƛǘΩǎ ŀ ǇƭŀŎŜ ƻŦ ŜȄǘǊŜƳŜ ǎǇƻǊǘǎ ǘƘŀǘ 
doesn't really come across " 

Å"My overall feeling about Queenstown when I 
see this is that it's obviously really beautiful, 
ōǳǘ L Řƻƴϥǘ ǊŜŀƭƭȅ ŦŜŜƭ ƭƛƪŜ ƛǘΩǎ ŀ ƘŀǇǇŜƴƛƴƎ 
ǇƭŀŎŜέ 



DQ Design Challenge 

Å Sell Queenstown as a FOUR SEASON destination, revisit the core product 

Å Clearly establish what the current season is immediately, orientate geographically 

Å Sell the destination, tip people, inspire customer to make the decision to visit 

Å Educate considerers to the space: plus cosmopolitan, alpine - food and fashion mecca 

Å Site must establish its purpose and deliver what it promises to arriving visitors 

Å Empower and enable customers to transact and convert with operators 

Å Be the preferred choice for services and listings information ς one stop shop for info 

Å Make more friendly by design ς encourage engagement and participation (members 
and event organisers, reach broader community in line with social media strategy) 

Å Bubble Up content to Homepage & Landing pages, underpin with DQ credibility 

Å Provide clear pathways to key content (visible global and local navigation on key pages) 

Å Consistent and logical use of fonts, hierarchy, linking styles, clickable and non clickable 
items (headers and tiles), pop calls to action 

Å Use appropriate and complimentary colour combinations to enhance experience, such 
as scanning and increase making associations between content, must POP ΨƳƻǎǘ 
ŘŜǎƛǊŜŘ ŀŎǘƛƻƴǎΩ you wish customer to take 

 



From Concepts to Final Design 

Stimuli 
for user testing 



From User Needs to Final Design 

Å Navigation and structure of the website is critical and has become a primary 
activity for new visitors to a website  

Å Website NOT Perceived as having Book Online Opportunities  

Å Performance is critical factor for travellers on the go  

Å Official look and positioning has positive impact on trust 

Å One size fits all search tool potentially does not satisfy  

Å Images act as loaded messages and have the potential to offend and turn-off users 

Å Placement of elements caused cognitive friction and confusion for users in the 
testing  

Å Confusing Location for International Tourists.  

Å Expectation for Reviews 



From Requirements to Design 



Workshopsς Low Fidelity 



Wireframe ς High Fidelity 



The Prototype ς Highly Visual 


