Online Marketing
Capabillities

Website Design:
USABILITY 'TE§TING

16 June 2011

Presented by:

b

CabbageTree
Creative
Leading tourism online




2 Kl aQa [/ 2YAy 3

A User Centered or UX Design?

What does it mean?

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

Who needs to be involved?

Will it provide value? Is it expensive?

The process of doing it with focus on Define and Design phases
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A The User Findings Driving the Design Process

A Understand what users need and make it easy for them to find
A~ Reuvisit the objectives and findings, revisit designs with users

A Maintaining a story to drive and steer design
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The Project Process
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Customer Focused Websites

A Core Principals
1. Focus on the users and their tasks

2.
3.

Measure the usage (via analytics and online behaviour)
lterative design: repeat cycles of design, test and redesign

A Approach (PHASE)

1.

RN

Understand the need and context for use (DISCOVERY)
Specify the requirements (DEFINE)

Create design solutions (DESIGN)

Evaluate designs (UXT)
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User Experience Design

A The creation and synchronisation of the
elements.....

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

A ....designed with the intent to influence the
perceptions and behaviour of a user at the
business website...
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The Define Phase
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Defining Requirements

A What are thePriorities?
AWhat areNeedsandg K| & | B LRS

A May requireradical change# the website

I Opportunity for paradigm shifts; innovation; the
user needs @ompletely new onespecifically to
do this....

A'Why? because it requirdess exploratiorfor
our downstream work partners

CabbageTree



Prioritisation, Needs versus ldeas

A Managing Conflicts
I Conflicts between business needs and user needs
i/ f2asté GASR (02 LRSI Qa
I Technology is new, hard to make estimates

A2 KI 0Qa GKS AYLI OuUK DSO GStEY
resolve, keep empathy with user.... T o
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A Good Team Tension

The UXT/WEB team, roles and responsibilities:

A Business Advocate (Client, AM)
I Maintain business vision and objectives
I Meet strategic objectives
A User Advocate (UXP)
I Encourage behaviour that supports the objectives

I Meet needs expectations of user and provide satisfying and engaging
experience

A Development Advocate (AM/DEV manager/Internal Client IT)
I Represents the needs and constraints of technology and quality assurance

I Ensuring team is working efficiently and within the scope, and meets the
guality standards of the stakeholders

I Note that maintaining a closeness client has enormous value

A 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
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Heuristic Analysis

A Expert Reviewg using a best practice framework to measure a website

I Evaluates the usability of axisting desigrbased on best practices in the
usability field

I Relativelyguick and inexpensivavay of gaining feedback on an existing design
A Gives a general understanding of the quality and helps identify problems with the design

A Highlights quick fixes so can take immediate acgavhile redesign efforts continue
behind the scenes

A But does not involve end users and is not a replacement for true user research
A Not all findings in review are validated later by users in testing and vice versa

I FWI1260 bASTt éé)fﬂé [)\éi’] 2F wMn dzal OoAf A
www.useit.com/papers/heuristic/heuristic list.html
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http://www.useit.com/papers/heuristic/heuristic_list.html
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Usability Testing

A Usability Testing involves asking real users to
perform specific task®on a website or booking
application to uncover potential usability
Issues and@jather ideashow to address them
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Usabillity Testing
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Usability Testing Participants

A Carefully selectednd userghat represent
the target users (online users)

A End user involved can recall at time when or is
a qualified shopperand has a relevant
scenario

A Has gone through or is going through a simila
process ofesearching information onlindor
a particular event or activity
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Usability Testing

A Testing can be undertaken in tiefine phase

I Gather info on current site to see how It can be
Improved

I Perform on similar sites (or competitors)

A Testing can be undertaken in tidesignphase

I Where a design in created, tested, refined and
tested again
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Usabillity Testing

A Testing can be undertaken at a range of points
In the lifecycle of the website depending on
individual project needs or the objectives

I Is never a bad time to undertake

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

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

I Can highlight issues with-llouse processes,
might not be the website... CabbageTree



Usability Testing Card Sorting

A Often used in navigation or topic categories

A Open Card Sort

I Categories provided
A Users place as meaningful to them

A Closed Card Sort

| Categories not provided
A Users create their own categories and place as appropriate

I *Card sorting softwaravailable online
http://websort.net/
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Usability Testing Findings

A Major Findings
I Are important enough to create a paradigm shift

ASome are fixable and inexpensive

AComplex and may require capital investment or further
research

A Minor Findings

I Are important but can be easily fixed

AQuick fixes can be rolled out immediately, errors &
uelLiZ2Qa
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Usability Testing Findings

A Major Findings
- Examples
A Lack of trust, a feeling the user gets, Security concerns
A Anerrorinthechec dziT LINPOS&az 2NJ AdQa &aA YL
A Confusing or conflicting information
A Key pathways or content hidden below the fold
A Users wrongly associating critical content with advertising (and ignoring)

A Its just not the right solution for the user, perhaps-ane ever asked them
what they neededtK I R | I22R ARSI FyR o0dzAt u A
needs

A Trying to please too many users and satisfying none

I OUTCOMEPerhaps requires a +gesign/redevelopment to achieve
solutions (requires a new framewockperhaps addressed in later
phase or budget)
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Usability Testing Findings

A Minor Findings
- Examples
A Errors, broken links, poor user experience
A Imagery not appropriate
A Language and tone, content generally
A Colours, distracting animation or flash to be removed
A Better labelling or use of headers

A Resources required to be added; downloadable media: podcasts
g t 5CQa

A Value, Glossary or resources, recipe or maps

i OUTCOME5 2 Say QU NBIdzANB yYSg6 R
to achieve solutions (can be achieve within the existing
framework)
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Designing for the online shopper
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The Online Shopper*Model

AExplorerrR2Say Qi |jdzAa S 1y 2¢
A Hunter - has a good idea what they want
A Tracker- knows exactly what they want

I The same person can go through all of the stages
during the (purchase) decision proce&sshich takes
place overtime and multiple visits.

I *e consultancy | |
http:// econsultancy.com/us/reports/onlineetail-
userexperiencebenchmarks2006
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The Online Shopper
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The Online Shopper
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The Online Shopper

A Tracker knowswhat to buy, is tracking down
price and availability. 4
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The Online Shopper
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The Online Shopper
Entrance & Exit

| \ S

Enter at Front Door; the Homepage

Enters a page inside the website; on an
internal Landing Page
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Online Survey Findings Before Decide
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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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Accommodation

Activities
Attractions
Events

Dining/Food/Wine ]
Shopping
Weather and climate
Travel information

Reviews ]
Transport
Maps ]

Top 10 things to do
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Online Survey Findings After Decidec
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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)
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Design phase
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Destination Queenstown R#esign

Choose Language K EN

3

Home Queenstown’s Official Tourism Website
Surrounded by majestic mountains and nestled on the shores of
crystal clear Lake Wakatipu, Queenstown is New Zealand's premier
Things To Do four season lake and alpine resort

L
AIR NEW ZEALAND G~

@ Return Fiight (©) One way Fiight

About Queenstown

Whatever you do, whatever your style, Queenstown will feed your
imagination, fuel your passions and revitalise your spirit. We hope you
Our Seasons enjoy browsing to discover more about Queenstown and we look
forward to seeing you soon

Accommodation

Events
Rughy Warld Cup 2011 Discover Queenstown
Food and Wine
Shopping

Plan Your Trip
Booking Senvices
Senices Directory
Study in Queenstown

Conference & Incentive

About Us

Search Queenstown

Spring: September 1 - November 30 Upcoming Events
Select a category [= Temperatures span 8°Celsius to 22°Celsius (48°F to 75°F) ASB Queenstown Jazzfest .
Select a location [+] The colours, sights, scents and sounds of Queenstown reawaken the than 50 bands and 200 Kiwi and =g
senses as winter sheds its cloak to reveal warmer weather and international performers form a four pronged
longer dya: programme of free gigs, ticketed headine concerts,

musical development and youth competition.

| sTanr g Spring skiing lasts for most of September, and depending on the
season into early October. Then it's time to swap the skis or board for
amountain bike, golf clubs or hiking boots and explore Q 's Pub Charity Rugby Sevens
. alpine area in all ts spring glory. 2011
TRAVELERS’ CHOICE Weicome to the Pub Charity
DESTINATIONS 2010 There are more than 150 bars, restaurants and cafes to indulge in, as Rugby Sevens 2011, The
WINNER well as easy access to fabulous local vineyards where a lunch ata highight of the summer calendart /
Quiashsious, winery restaurantis one of the season's most popular pastimes. For 05 Jan - 09 Jan ~
#1 Outdoor & Adventure ultimate relaxation and pampering visit one of several luxury spa e
destination resorts, or if you're in the mood for some retail therapy, both ’\
@ tripadvisor* et e i s ety W S A sk e et VAR
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Actual User Comments

A "These are beautiful shots, but | don't really
feel the soul of the place'needsmoredrama
intheA YI 3S 3¢

AbYY2gAy3d A0GQa | LI I O
doesn't really comacross "

A "My overall feeling about Queenstown when |
see this is that it's obviously really beautiful,
0dzi L R2yYYd NBFfteée F
L) | OS¢
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Tol, To Do Do Do Do Do Do o Do Do Do

DQ DesigiChallenge

Sell Queenstown askFOUR SEASON destinatioavisit the core product

Clearly establish what theurrent seasons immediately, orientate geographically
Sell the destinatiortjp people, inspire customer to make the decision to visit
Educateconsiderers to thespace plus cosmopolitan, alpinefood and fashion mecca
Site must establish ifgurpose and delivewhat it promisesto arriving visitors
Empowerandenable customers to transaand convert with operators

Be thepreferred choicefor services and listings informati@one stop shop for info

Make morefriendly by designg encourage engagemerand participation (members
and event organisers, reach broader community in line with social media strategy)

Bubble Upcontent to Homepage & Landing pages, underpin with DQ credibility
Provideclear pathwaydo key content (visible global and local navigation on key pages)

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

Useappropriate and complimentary colour combinatiorte enhance experience, such
as scanning and increase making associations between content oY Y 2 a U
RS a A NI Ryou vidsih dustomér@ take
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From Concepts to Final Design
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T T  To To To o To To T

From User Needs to Final Design

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

WebsiteNOT Perceived as having Book Online Opportunities

Performance is critical factor for travellers on the go

Official look and positioning has positive impacttarst

One size fits all search tool potentially does not satisfy

Images act aladed messagesnd have the potential to offend and twwff users

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

Confusing Location for International Tourists.
Expectation foReviews
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From Requirements to Design
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Workshopg Low Fidelity
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Wireframec High Fidelity

DESTINATION QUEENSTOWN |71

HEADER IMAGERY WITH CAPTION

TRIP PLANNER HIGHLIGHTS
VIDEO BLOG
LATEST NEWS EVENTS
FACEBOOK TWITTER

s s gy et DESTINATION QUEENSTOWN | ¢

HEADER IMAGERY WITH CAPTION

SUMMER

10¢coweno s reseaty

ON N N J

- CAMPAIGN
CAMPAIGN MESSAGE MATCH
MESSAGE MATCH ORVIDEO
SEARCH & TRIP PLANNER
GETTING HERE
TOURISM DATA
FEATURE
TOPICS Lol
AIR NEW ZEALAND
WIDGET
AIR NEW ZEALAND
WIDGET
PROMOTIONS
TILE PRIMARY
TOURISM DATA SECONDARY TOPICS
PROMOTIONS
TILE PRIMARY
PROMOTIONS
TILE SECONDARY
VISITOR'S GUIDE
&FACT FILE VIDED
FOOTER
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The Prototype; Highly Visual
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