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for everyone.

The research for this report was done in 2013, however, the information presented is not
just a snapshot in time. It is a compendium of professional advice based on experience
gained over many years.

We regularly publish new research reports that span a variety of web and UX related
topics. These reports include thousands of actionable, illustrated user experience
guidelines for creating and improving your web, mobile, and intranet sites. We sell our
new reports to fund independent, unbiased usability research; we do not have investors,
government funding, or research grants that pay for this work. Visit our reports page at
https:/www.nngroup.com/reports to see a complete list of these reports.

HOW TO SHARE

Do not link directly to the PDF file (the hosted address could change). Instead, we
encourage you to distribute the following link to this reportis page on our website to
allow people to decide whether to download it themselves:

https://www.nngroup.com/reports/customization-features/

Copyright Notice

Please do not post this document to the internet or to publicly available
file-sharing services.

This report is free, but it is still copyrighted information that may be updated from time to time, so
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Even when people post documents with a private URL to share only with a few colleagues or
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Executive Summary

Web-based customization is not new. As far back as the mid-1990s, people have
touted customization as both the Web’s destiny and the panacea to all business ills.
After filtering out the hype, it's clear that Web-based customization can, in fact, be
utilized to benefit both businesses and users...if implemented properly.

Customization’s usefulness is obvious for many applications. Still, there are countless
tales of companies investing heavily in customization only to find that users rarely—if
ever—customize. There are also numerous studies that tout users’ desire for
customization, but (as we know) what users say is often at odds with what they
actually do.

Ultimately, for customization to succeed, you must have a business need for it and
identify realistic hard and soft benefits to offset the expense of implementing it
correctly.

CUSTOMIZATION VS. PERSONALIZATION

Although not commonly used, we could adopt the term “individualization” to refer to
cases in which the user experience is adapted to each individual user’s needs. In the
early days of computing, everybody got the same thing. Similarly, in the Web’s early
days, all pages always looked the same, no matter who was visiting.

Today, designs are often adapted to individual users, so that different people see
different screens both in applications and on websites. There are two main ways to
individualize the user experience, depending on who initiates the adaptation:

e Customization happens when the user tells the computer what he or she
prefers to see. Examples include:

o0 Changing a news site to display the user’'s hometown weather forecast
upon future visits to the homepage.

o Changing an automobile vendor’s site to display a particular car model
with specific color and feature options, along with the customized car’s
list price. Most auto sites now feature such configurators.

e Personalization happens when the computer modifies its behavior to suit its
predictions about the current user’s interests. Examples include:

0 An intranet portal employs role-based personalization to show
management-related features only to users who are registered as
managers in the HR database.

0 An e-commerce site displays a list of the user’s last five orders to
make reordering the same products easy.

This report doesn’t cover personalization. Instead, it focuses on two types of
customization:

1. Interface customization: Functionality that lets users customize their
online experience by adapting the user interface to suit their preferences.

2. Product customization: Functionality, such as a configurator, that
facilitates customization of offline products, including custom-manufactured
products.

Customization is not limited to websites. For example, the prevalence of “app stores”
and ringtone downloads attests to the attraction of customization for both advanced
and simple mobile phones. Even so, we limited our current research to testing
customization on the Web.
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USER RESEARCH

To assess the usability of customization functionality on the Web, we conducted a
usability study with 24 users interacting with 7 sites that incorporate customization:
3 websites that let users customize their online experience (interface customization)
and 4 websites that let users customize an offline product (product customization).

Interface Customization Sites

e iGoogle
e My Yahoo!
e Pageflakes

Product Customization Sites

Custom Ink (custom t-shirts and other wearables)
Action Envelope (custom envelopes)

[me] & goji (custom cereal)

Tiny Prints (custom invitations and announcements)

On each site, users were asked to perform typical customization tasks, such as:

Add a to-do list to your page

Take a gadget off the page

Add a feature that posts daily pictures of cats

Assume that your business is moving and you need to print 500
announcements on a budget of $600

BUSINESS BENEFITS OF CUSTOMIZATION

When deciding whether to add customization features, it's important to first define
your business objectives and then determine how customization might help you meet
them. Following are some business benefits of Web-based customization.

Increased Traffic and Loyalty

In the case of iGoogle and My Yahoo!, customization is a value-add to an existing
business model. Ideally, offering customization increases the number of users who
will visit the site and choose it as their start page, thereby increasing page
impressions and ad-based revenues.

In 2008, for example, iGoogle reportedly accounted for 20% of visits to Google's
home page. As well, users who take the time to create their own custom Google or
Yahoo! homepages are more likely to engage with site offerings such as Web-based
e-mail and search.

Reduce Operating Costs

For businesses such as Action Envelope, there’s an operational incentive to not only
place catalogs online, but also to provide customization functionality so that users
can configure and place their orders online as well. Without the Web, such
companies would have to print and mail catalogs and maintain a large sales staff to
reach the levels they can with Web-based customization.

Cast a Wider Net

Traditionally, geography limited businesses that required customer interaction to
determine the product. Today, that’s not the case. Tiny Prints, for example, lets
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users create custom announcements and invitations online. Before the Web,
customers typically achieved this only by visiting the printers, where they’d select
paper, fonts, and ink colors, and then examine proofs, make corrections, and so on.
The same was true with custom cereals: you could create your own at a natural
foods market, perhaps, but not everyone lived (or lives) near such stores. The ability
to offer customization online makes such individualized products available to the
masses.

USABILITY CHALLENGES ON CUSTOMIZATION SITES

Our study looked at sites with and without customization to see whether there are
any marked usability differences. We also separated interface customization sites
from those with product customization. Interface customization task success
matched that on non-customization websites, with an average completion rate of
83%. However, product customization sites averaged only 66% task completion—a
significant gap.

In our post-task surveys, users generally reported feeling more lost and less in
control on the customization websites, as the following (averaged) ratings indicate:

Non-Customization Customization
Sites Sites
Feeling oriented 60% 53%
Feeling in control 66% 60%

Having users feel less in control on customization sites is particularly unfortunate,
given that the goal of customization is to cater more precisely to each user’s needs.
Current customization user experiences have a tendency to get in the way, rather
than empower users and make them feel appreciated.

The complexities of customization impact both task success and perception of the
site.

For interface customization, the main problems relate to discoverability, findability,
and comprehension—that is, getting to the customization in the first place, and then
finding and understanding the available options. To reward first-time users with an
early success experience, sites should better explain features and provide fast-
tracked workflows. In our study, for example, iGoogle’s promise to create a
simplified personal homepage “in under 30 seconds” was successful and encouraged
users to start experimenting with the service.

For product customization, poor findability caused even more problems: it was
responsible for 45% of the many task failures on these sites. Overly complex
workflows also caused many problems. Users frequently missed steps or
misunderstood what was required to successfully design their own products. For
example, one site asked users to specify font sizes in units that made no sense to
the average person, resulting in a frustrating trial-and-error with different numbers.
This particular problem was exacerbated by the unfortunate choice of a default size
that was too small for almost all users.
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THE IMPORTANCE OF GOOD DEFAULTS

Despite its benefits, many users don’t avail themselves of customization features.
Users exhibit a strong bias toward simply getting things done on a website, rather
than spending time fiddling with preference settings.

It's too easy to resolve a design debate by simply offering all the possible options as
preference settings and letting users decide the interface for themselves. Often, it's
better for users if the design team decides on a single good, coherent user
experience. Customization options should be reserved for those features that offer
substantial user benefits, thereby compensating users for the time spent on
customizing the Ul rather than on accomplishing their tasks.

In any case, some users won’t customize no matter how easy and rewarding you
make the customization interface. It's therefore imperative to retain a good default
design for non-customizing users.

CUSTOMIZATION: EFFECTIVE WHEN IMPLEMENTED CORRECTLY

None of the sites we studied offered gratuitous customization; each site benefited
from its customization and offered great benefits to users who took advantage of it.
In observing users interacting with these sites, we witnessed both best and poor
practices, which we’ve distilled into 46 guidelines for customization design. These
guidelines outline the design principles that you should follow to ensure that your
customization efforts provide an effective, efficient, and satisfactory experience for
your users.

Customization is complicated, both technologically and design-wise. To get a user
from blank slate to fully customized interface or product takes exceptional design
skill. It also requires cooperation among multiple groups to assemble, organize, and
architect a usable customization path. Customization isn’t something you can throw
together in a couple weeks, and businesses who approach it in that manner are
risking their reputation and revenues.
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Research Overview

INTRODUCTION

Web-based customization allows users to manipulate their online experience and
create offline products that meet their specific needs.

In this report, we offer guidelines for designing online customization features for
both interface and product customization. We also offer examples and discuss the
reasoning behind each of our recommendations, which are based on user
observation.

PURPOSE OF STUDY

We conducted this study to provide usability guidance to those considering the
addition of customization functionality or questioning the usability of existing
customization efforts.

GENERAL PROCEDURE

A total of 24 users participated in this study, carrying out tasks as requested by the
facilitator. For each participant, we included tasks on both sites with and without
customization. For each session, the facilitator sat next to the user to observe and
take notes. She also asked them to think aloud while they worked.

Besides the seven customization websites, we tested nineteen “regular” websites
with tasks that did not involve customization (even if the site might have included a
customization feature somewhere). These sites are referred to as “non-
customization” sites in the following.

The non-customization sites were: Amazon.com, Apple, Citizens Bank, Costco,
Debate Graph, Epicurious Magazine, Etsy, Flickr, Food Network, Got Milk? (California
Milk Processor Board campaign site), The Health Connector, Lighting Universe,
L.L.Bean, Massachusetts State Government, Mayo Clinic, San Diego Zoo, Sears, U.S.
Food and Drug Administration, and the Wall St. Journal.

Please see the Methodology section for more detailed information on our
methodology and testing procedures.
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WEBSITES STUDIED

INTERFACE CUSTOMIZATION

iGoogle iGoogle is a customizable homepage that
users can configure with “gadgets” and
feeds. It was first launched in May 2005
and is currently available in 42 languages
and 73 domains.

www.google.com/ig

There are thousands of possible gadgets
to choose from. Top gadgets include
Weather (14.9M users), Date & Time
(12.4M users), CNN.com (10.8M users),
How to of the Day (10.6M users) and
Movies (7.9M users)

My Yahoo! My Yahoo! is Yahoo!’s free, customized
start page that allows users to select and
configure information of personal
interest. Over 40 million My Yahoo!
accounts have been created.

my.yahoo.com

Pageflakes Launched in 2006, Pageflakes is a
customized home page service offering
customized widgets (aka “Flakes™), an
RSS reader and group sharing
capabilities. The site serves
approximately 100,000 unique visitors
each month.

PRODUCT CUSTOMIZATION

Action Envelope Founded in 1976, the company sells
envelopes (blank and custom printed) for
all purposes personal and professional.
The site allows users to select envelopes,
design online and upload custom
artwork.

www.Pageflakes.com

www.actionenvelope.com

Custom Ink Founded in 2000, Custom Ink sells
custom printed t-shirts and other
printable products (e.g., hats). The site
allows users to create designs via “The
Lab” or upload artwork. In 2008, they
sold 6 million t-shirts.

www.customink.com

[me] & goji Founded in 2008, the company sells
.. custom cereals that users configure via
www.meandgoji.com .
the website.

INFO@NNGROUP.COM Research Overview



Tiny Prints Founded in 2004, the company sells
customizable printed announcements and

www.tinyprints.com L
yP invitations.
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Task Success, Difficulty and User Ratings

In this study, we observed users conducting tasks across a broad spectrum of sites
including sites with and without customization. The most interesting findings
illustrate a difference not just between non-customization and customization sites,
but also a difference between Interface Customization and Product Customization.

LOWER TASK SUCCESS ON PRODUCT CUSTOMIZATION WEBSITES

For each task, we tracked whether or not a user successfully completed a task and to
what degree, using this scoring scale:

e 0% (Failure)
o 25% (Partial)
e 50% (Partial)
e 75% (Partial)
e 100% (Success)

The average success scores for Interface Customization (i.e., iGoogle, My Yahoo! And
Pageflakes) is equal to that of non-customizable sites. However, product
customization sites (i.e., Action Envelope, Custom Ink, [me] & goji and Tiny Prints)
did not score as well with only a 66% completion rate — 17% lower than the other
types of sites. A low success rate indicates usability issues and can lead to significant
revenue loss.

Average Task Success
100%

80%

60%

40%

20%

0%

Non-Customization Interface Customization Product Customization

On average, users had less task success on product customization websites
(66%) than on non-customization sites (83%) and customized websites (83%).
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IT IS DIFFICULT TO ADD CONTENT AND TOOLS ON INTERFACE
CUSTOMIZATION SITES

Interface Customization sites such as iGoogle and My Yahoo! performed better than
Product Customization sites, but users still encountered issues. On these sites, we
asked users to set up a custom homepage, add a to-do list and adjust the layout of
the page. Users were more successful setting up their page and adjusting page
layout than adding content/tools. The ability to add content and tools is critical to the
perceived benefit of the service. If users fail to add content and tools, they will go
elsewhere to fulfill their needs.

Interface Customization Task Success

100%

80%

60%

40%

20%

0%
Initial set-up Add to-do list Adjust page layout

Users experienced more task failure when asked to add a to-do list to their
custom homepage. Users achieved higher task success when setting up their
custom page for the first time and making layout adjustments.

LOW FINDABILITY AND POOR PAGE DESIGN PLAGUE
CUSTOMIZATION WEBSITES

It's important to understand why users fail to complete tasks. In this study we
tracked task failure causes and categorized them as follows:

e Search

e Findability: Information architecture, Category names, Navigation, Links
e Page design: Readability, Layout, Graphics, Scrolling

¢ Information: Content, Product information, Corporate information, Prices
e Task Support: Workflow, Privacy, Forms, Comparison, Inflexibility

e Fancy design: Multimedia, Back button, PDF/printing, New window, sound
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On Interface Customization websites, the most task failures were caused by poor
page design and findability. Poor findability is also indicated by the previous chart
that shows adding content as a weak task on these sites. The inability for users to
find what they are looking for is a significant issue and it shows up in both the
difficulty scores as well as the failure causes.

On product customization websites, the most significant task failure causes are
limited findability and poor task support. Findability issues include the inability to find
the right product to customize, difficulty navigating the task flow and interpreting
labels.

Causes of Task Failure

50%

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

Search Findability |Page Design |Information SJpa;I;rt ;Zgi(;]
B No Customization 18% 39% 25% 4% 4% 11%
H Interface Customization 0% 38% 46% 15% 0% 0%
1 Product Customization 9% 45% 0% 18% 27% 0%

A significant portion of task failures on both types of customization sites were
due to findability, page design and task support issues. Over 72% of the issues
on Product Customization sites were due to findability and task support
inadequacies. 84% of issues on Interface Customization websites were due to
poor findability and page design.

Task Success, Difficulty and User Ratings




USERS EXPERIENCE HIGHER LEVELS OF DIFFICULTY ON PRODUCT
CUSTOMIZATION SITES

While overall success is a good indicator of a site’s effectiveness, it doesn't illustrate
the complete story. Users may ultimately complete a task, but experience difficulty
doing so. To measure the level of difficulty in achieving task success, we assigned
the following designations for each user’s task completion:

o No difficulty

e Minor difficulty: Person spends an extra few seconds pondering the
category names, but completes most of the task without any other issues.
For example, the person clicks the wrong link, goes back right away and
fixes it, but completes most of the task without any other issues. Interface
creates a few small problems, but the user did not seem bothered by
them.

¢ Moderate difficulty: Person makes several mistakes (could be several
minor mistakes) while completing the task, but completes the task within
a reasonable amount of time without coming close to quitting. Comments
on the annoyance.

e Major difficulty: One click sends person down the wrong path and it
takes him a long time to recover. Struggles with something for a long
time. Seems frustrated. Comments on quitting.

From this data, we determined that the percentage of moderate and major difficulty
is significantly higher (51%) on Product Customization websites than on non-
customization sites (19%) and Interface Customization websites such as iGoogle
(12%). Users configuring a custom product experienced more set-backs before
completing the tasks. The good news is that they recovered from these set-backs
and completed the tasks. The bad news is that frustrating experiences can reduce
return visits and increase negative word-of-mouth.
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Level of Difficulty Completing Tasks
70%
60%
50%
40%
30%
20%
10%
0% , ,
None Minor Moderate Major
B No Customization 53% 28% 10% 9%
M Interface Customization 58% 31% 8% 4%
= Product Customization 23% 26% 35% 16%

51% of task completions involved moderate to major difficulty compared with
only 12% on the Interface Customization websites.

USERS HAVE TROUBLE ADDING CONTENT AND MOVING PAGE
ELEMENTS ON CUSTOM HOMEPAGES

Adding content to a custom homepage not only received the lowest task completion
score (65%) for Interface Customization websites (e.g., My Yahoo!), but also caused
users the most pain when they did accomplish the task. Of the users who completed
the task, 25% experienced moderate difficulty along the way. Poor organization of
content/tools and unintuitive naming contributed to this difficulty.
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Level of Difficulty Completing Interface
Customization Tasks

70%

60%

50%

40%

30%

20%

10%

0% Moderat .

- . - oderate . -
No difficulty Minor Difficulty Difficulty Major Difficulty

M Initial set-up 62% 23% 8% 8%
B Add to-do list 63% 13% 25% 0%
M Adjust page layout 42% 50% 8% 0%

On Interface Customization websites, users experienced the most trouble
adding a feature to their custom homepage; 25% completed this task with
moderate difficulty.

USERS FEEL MORE LOST AND OUT OF CONTROL ON SITES FEATURING
CUSTOMIZATION

After using each website, we asked users to rate their experience. For this study, we
asked the following questions:

e Satisfaction: Do you feel satisfied with this website?
e Orientation: While using the website, did you feel lost or confused?

e Control: While using the website, did you feel like you were in control and
command of it?

None of the 25 sites in our study scored very highly. The non-customization sites
averaged a solid C, while both types of customization sites scored a D+ average.
Customization Websites (i.e., iGoogle, My Yahoo!, Pageflakes)

Users felt more lost (by 9%) and more out of control (by 8%) than on non-
customization sites. They likely expected these sites to be easier to use given their
mainstream appeal.
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Product Customization (i.e., Action Envelope, Custom Ink, [me] &
goji, Tiny Prints)
Users felt more lost (by 6%) and more out of control (by 4%) on these websites

versus the non-customization sites. This data corroborates the task success and
difficulty results which point to serious issues on Product Customization websites.

User Survey Results

100%

90%

80%

70%
60%
50%
40%
30%
20%
10%

0%

Satisfaction Sense of orientation Sense of control

B No Customization 63% 60% 66%

M Interface Customization 64% 51% 58%

 Product Customization 58% 54% 62%

Interface Customization sites scored better than non-customization sites in
satisfaction (by 1% point), but scored 9% lower for orientation and 8% lower
for sense of control. Product customization sites scored lower than non-
customization sites in satisfaction (5% lower), sense of orientation (6% lower)
and sense of control (4% lower).
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Interface Customization

Interface Customization allows users to configure an entire interface or select pages
so that they meet their needs. It can be enlisted to:

e Encourage reliance on and loyalty to a web property

e Increase efficiency and effectiveness by limiting the scope of the site to
only those things that are applicable to a specific user

Custom homepage offerings are an example of Interface Customization (i.e.,
iGoogle, My Yahoo!, Pageflakes). Also, many organizations employ customizable
start pages (i.e., intranet) and customizable account summaries (i.e., banks) to
meet the needs of their users. Much of the best and worst of Interface Customization
is illustrated by the personalized homepage offerings; therefore, we included several
in our testing to determine guidelines that could be applied to any Interface
Customization effort.

LEVEL OF CUSTOMIZATION AND NUMBER OF CHOICES IMPACT
USABILITY

The usefulness and usability of Interface Customization is directly related to the
quantity of customization elements and the degree of customization.
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Of course, more choices and greater interface flexibility make for a more complex
customization process.
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Example of a simple customization offering:

e Three possible background colors

e Ability to order page elements

e Set page default to collapsed or expanded categories
Example of a complex customization offering:

e Hundreds of page “themes”

e Thousands of content features

e Tools that link directly to user accounts (e.g., email, bookmarks, photos,
bank accounts, etc.)

e Ability to specify a preferred location, say, for weather forecasts
e Ability to create and share custom page elements
¢ WYSIWIG movable page elements

The perceived value of the finished customized product needs to be greater than the
effort required to customize. You must not only “sell” the user on the idea of
customizing, but promise ease of customization and make good on that promise. In
our study, we heard the following comments from frustrated users:

e “l don’t see the point.”
e “This is not helpful and I'm getting frustrated.”
e “There is a lot going on and | could not digest hardly any of it.”

Unusable customization decreases productivity, site loyalty and perceived value of all
of your offerings, not just those that provide customization. Therefore, it's important
to carefully consider the scope of the effort as well as its design and integration with
the rest of your offering.

INFO@NNGROUP.COM Interface Customization
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Search by country, region or aty i -
BBC World News EBC Entertainment n | e —_—
Heavy Sunny Sunn
BBC America Animal Planet Radi Showers Intervals Inlerv:ls
¥ Radio X Max: 68°F Max: 70°F Max; 68°F
et Reople+Arts Min: S5°F Min: S5°F Min: S4°F
BBC Canada UKTV Australia ON WORLD SERVICE NOW
Spruice

The BBC offers many customization options. Here, the user has clicked the
“Edit” button on the weather gadget, which reveals the ability to change the
city for which the weather forecast is shown on the homepage and to specify
whether the user prefers to see temperatures in Celsius or Fahrenheit.

DESIGNING FOR USER INTENTIONS

To determine customization design, you must thoroughly understand users’
intentions for visiting the site. For an offering such as iGoogle, much of the content is
geared toward entertainment and aggregation and the customization process is
optimized for casual browsing. Users who partake in customization “for fun” are
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pleased when content and features are suggested and they are more willing to
engage in exploratory customization without regard to the effort or the effects of the
customization; they happily add, adjust and otherwise manipulate their customized
environment.

For businesses and intranets, this would be an inappropriate experience to emulate.
For these business and organizations the process of customization should be goal-
focused and deliver an experience that:

e Clearly illustrates scope of options
e Organizes elements based on tasks and job roles
e Offers a useful customized interface with very little time investment

To study this effectively, we first asked users to set up a custom homepage without
any guidelines. Then we asked users to add specific features to their custom
homepages. The task success rate dropped from 88% for the unguided task to 65%
when we asked users to add a specific item to their page. Users became frustrated
and usability flaws came to light:

e “l don’t know why I didn’t see that... maybe they’re the most popular
ones, so they are right there and button to scroll through them, so |
thought that was all that was available.”

e “The way the content was named — didn’t know if a to-do list was a tab or
some content.”

o “| felt like Yahoo was more directing me to what they wanted as opposed
to what | wanted.”

BIGGEST ISSUES WITH INTERFACE CUSTOMIZATION

Users experienced the most difficulty with a task that involved finding a tool to meet
a specific need:

Task: Add a to-do list feature to your page.

Users were successful with this task only 65% of the time and users who were
successful experienced at least some difficulty completing the task. The leading
causes of task failure and frustration included:

e Poorly placed search: “Suggested content” was prioritized over search
thereby discouraging users to search instead of browse through the
displayed options.

¢ Misunderstanding regarding highlighted features: Users mistook
highlighted features as either all that was available or categories of
features.

e Clutter: Users were overwhelmed by the amount of links on pages and
could not navigate through to find useful features.

In their defense, most custom homepage sites were designed for more leisurely use.
However, seeing how these designs do not adequately serve users seeking specific
tools and features can help you design a better goal-oriented customization offering.

DESIGN GUIDELINES

On the following pages, we have described and illustrated 22 guidelines to help
organizations design more useful and usable customized websites.
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1. Explicitly invite users to customize their experience and avoid using
brand names for links.

Customization will be under-utilized if users do not know it exists. Therefore, it is
important to directly invite users to customize the environment and not expect
them to seek out customization functionality. It is especially important not to use
brand names only to list or promote the customized offering.

On the Google search page, a link to iGoogle is present in the upper right hand
corner of the page. However, users who do not know what iGoogle is would not
know to click on that link to create a custom homepage. On the Yahoo!
Homepage, there is a link to My Yahoo!, but no explanation of what it is. It's
acceptable to assign a brand name for the offering, but using only that name on
the standard offering homepage without any explanation or invitation to
customize will result in lower usage of the feature.

When asked to create a custom homepage, users mistakenly clicked on the Make
Yahoo! Your Homepage link in the upper left-hand corner which has nothing to do
with the custom homepage offering; instead, it resets your browser homepage

setting.
opping Gmail more ¥ iGoogle | Bign in

Google

Advenced Search

Preferences

Google Search ][ I'm Feeling Lucky ] Languane Tools

The term iGoogle means nothing to users who have not yet customized.
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Make Y! your home page

‘Yahoo! Home

@ Answers
& Autos

@ Finance

g Games

% Groups

37 Hotlobs'romee!
ﬁ Maps

@ Mobile

ﬂl, Movies | TV
@ Music

WP oMG

4» Personals
Tﬁ Real Estate
Q Shine

@ Shopping
D Sports

ﬁ Travel

@ Yellow Pages

More Yahoo! Services

Small Business

* Get a Web Site
= Domain Names
* Sell Online
= Search Ads

Featured Services
* Downloads

= Health

* Kids

= Mail Plus

= ¥! International

News

YaHoO!

Web | Images | Video  Local

Shopping | more

Get the new ¥zhoo! Toolbar

Search: [

My Yahoo!

Entertainment | Sports |

Featured

Life

'Grim' news for NBA star

Yao Ming will likely miss the entire next
season and possibly beyond.
» Rockets 'frightened’ over future

* Did Nash force Shaq out of Phoenix?
+ Knicks rumored to be looking at star

(]
(e

es: "Grim' news for
A star's future

Jackson's mom files for
control of kids, estate

Bernard Madoff receives
maximum jail sentence

Shopping malls that could
close for business

=

» More: Featured | Buzz

World | Local | Finance

= Iran declares presidential vote valid after partial recount

= Iragis rejoice as U.S. combat troops pull out of Baghdad

= Waorld leaders call for Honduras to reinstate ousted president
- FDA considers options to reduce painkiller overdoses

= Report: June photo of North Kaorean leader may be recycled

» Medical examiner: TV pitchman Billy Mays had heart disease

= 2 Mo apparent signs of recession at Moscow's Millionaire Fair

» More: News | Popular | Odd News

Marksts: Dow: +1.1%% Nasdaq: +0.5%  Gpensored by: Scotfrade O

Real-Time Quates: Go

Marketplace

b A How | look 40 at 537
W True Hollywood Story- Nancy Lee Grahn of General
i Hospital shares skin care secret. Amino Genesis®

Mortgage rates - Historic Lows. As low as 4.73% APR. $250,000 for
$1.285/mo Fixed. Worry-free. LendingTree®

Netflix - Only $4.99/mo_ - Movies delivered to your home. You've heard
of Netflix, now try us for free.

Do you know your credit score? 595 is bad, 700 is good. Click to see
yours in 2 easy steps - 0. By Expenan®

oy How low can your debt go? Cut debts up to 53% with a low
53% payment at Freedom Debt Relief. Free Quote.

Web Search

Jun 29, 2009

Page Options [

Check your mail status: Sign In

E Mail @ Messenger

Free mail: Sign Up

w Puzzles

s Weather Events Q

T35 Horoscopes

o 74t | Medford P
A o A 2 s |

» Safaty Information
and Boxed Warning

» Prescribing Information

» Medication Guide

-((.// Cymbalta’ =

“duloxeting HCI caestees

sy e sen v ¥
obsarvant within the hs of antidapregsant
reatment or whenever thara is a changs in dose.

‘You should also know that:
+Suicide is a known risk of depression and some other

Ad Feedback

Gear up for the summer
Find all you need with Yahoo! Search

Cheap Flights

Summer Fashion = Summer Recipes

Beach Getaways
Pulse - What Yahoos Are Into

MNow Playing: Popular Videos

- Dancing traffic cop

+ Flushed puppy's rescue

« Water balloon launcher

- China's fountain of youth
- Skateboarding bulldog

+ Wrecked the wrong house

» More Yahoo! Video

Today's Top Searches

Yahoo includes a link to My Yahoo! on its homepage, but does not explicitly
invite users to create their own custom homepage.

2. Direct users to the customization path.

Users must first know customization is available and then it must be clear how to
start the process. To make the customization path apparent it must be well-
designed, intuitively named and placed where it cannot be missed.

In our study, several users spent a good amount of time trying to figure out how
to create a My Yahoo! page. The brightly colored and smartly worded invitation
was overlooked repeatedly. After several minutes looking for the customization
path, one user commented, “There was so much that | didn’t even see the
setting at the top of the page.”

We call this “banner blindness”; the condition where users actively ignore page
elements they perceive as advertisements. A better approach is that taken by
iGoogle where the default page includes the customization settings; the user
does not have to seek out the customization process, it finds her.
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Welcome to your very own page. WISl [ Mo, thanks.] [ Lesn More ] ’
Want to personalize it to reflect your interests? Already use My Yahoo!? [Sign in]

Tevelop for Wy Yahoo!

Web Images Video ocal opping | more

ain Tab New Tab

Hi, Please signin | Tips | Heip

4 AddContent & ChangeAppearance {7 More Options

Quicklinks E)l = Yahoo! Mail Preview 2 4 x Wl ~ Local News from Boston Herald via o % x
B Answers l  Yahoo!News

& Autos
[ Finance
@ Games
@ Groups
37 Hotlobs
2 mail
B maps

Please sign in to access your inbox

+ Couple’s death an apparent murder-suicide

~ Weather Forecast “ % % B an convicted of striking, kiling woman - = o< -

Compact | Classic | Full * Late Cambodian monk's poems detail homeland terror

+ Boston Tall Ships eventin jeopardy - = ©
* Missing 13-year-old girl found in Boston

' mobile web ~ whip up o % X
. Location Current Conditions Today Tomorrow Sunday

(L. movies
» ~ = March roundup (wk2) - = rours oo

B music C C 1am in a really happy place at the

ML#,DU/( moment - like a pig in mud - with my
X new extra spacious house. Still a few
Lfrom +he ed| things to finish - uhmm like skirting
boards and cornices. But have been
thinking ahead...

P ome
& Personals
T realEstate
3 shine

(Y shopping

Woburn, MA Fair 3871 27° 537432

or ZP

& Weather for Mobile

* MOOLEER: money management tool
~ Local News from Boston Globe via Yahoo! News o 3 X « book: free-style handmade bags & skirts

« Ater 21 years, drug suspectfaces amaignment - = four= acc * tutorial. baby food jar pincushiont - =
*+ Defense lays groundwork for Rockefeller insanity claim - spring carrat? =

* Boston trans fat ban goes into effect for baked goods - =
+ Man receives life sentences in rape, murder of cousin, § - 21 F
+ BC raises tuition 3 percent, freezes some salaries -

&) Yetiow Pages

~ Inside My Yahoo! - March 13. P+ 3

More Yahoo! Services

Welcome!
Here you'l find daily content suggestions to keep your My

- ! News: i
Yahoo! News: News *ahoo! page fresh. Click here for more tips.

* A Twitterview' between Stephanopoulos and McCain (AP) - <= miniies oo I

The customization invitation at the top of the page was mistaken for a banner
ad and subsequently ignored by some users.
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Web Images Maps MNews Video Gmail more v Classic Home | Sign in

[
™ Advanced Search
1O 08 C oo Pt
Lengusge Tools
[ Google Search ][ I'm Feeling Lucky ] Lengusgs ook
Create your own homepage in under 30 seconds [x]
SelectInterests: (Choose all that apply)
[“Boston Cmusic D Business [Crolitics
[Clnews Cgames [Tlart [ZI Entertainment
[Z1Humor DCnuking DTechnnlugy |:|Spnr15
Selecta theme:
Choose Location:
Country/Region: United States ~  Zipcode
(Already have a page? Signin to see your stuff) See your page
Weather Date & Time YouTube
| reather forecasts for your 12 Search
- 5 vn and favorite places around 1" 1 Mon
. - 10 2 Today's Featured Videos -
= ) ~ MAR !
Enter your ZIP code: 9 -
ox : + 16
T ¢ 5
CHN.com
Obama call 1ses an 'outrage
[ 2 out of 3 ap Obama's dain:
Humbled banker parts with yuppie past

Science of Watchmen

6:50 >

More Videos »

When the iGoogle page loads for the first time, it defaults to display the basic
customization options so that users don’t overlook the functionality.

3. Provide a first-time “quick set-up” to familiarize users with the concept
and illustrate possibilities.

Users will be more likely to take advantage and optimize their use of
customization features if the initial time commitment is low and they realize they
can make additional adjustments afterwards at their discretion. iGoogle presents
users with the basic customization offering — interests, theme and location —
and delivers an initial custom homepage that the user can amend and adjust.
Additionally, Google quantifies the commitment: “Create your own homepage in
under 30 seconds.” Delivering a taste of customization quickly excites users and
encourages them to explore other ways they can customize their experience.

Also note that iGoogle employs a small amount of personalization (that is, computer-
driven adaptation, as opposed to user-driven adaptation): “Boston” was included in
the list of interests because this screenshot was snapped on a computer located in
the Boston area (something the computer probably guessed by an IP lookup). This
allows users to complete the initial set-up even faster than if they had to chose their
city from a long menu.
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Web |mages Maps MNews Video Gmail more v Classic Home | Sign in

iGoogle s

[ Google Search || 'mFeeling Lucky | Lenausas Tools

Create your own homepagde in under 30 seconds [x]

Select Interests: (Choose all that apply)

[¥IBoston Chusic [Tl Business [CIPolitics

Mews Games Art Entertainment
[T Humor [Ccooking [T Technology [Csports
Selecta theme:

Choose Location:

Country/Region: United States ~ Zipcode

(Already have a page? Sign in to see your stuff.) See your page
= Home

Weather Date & Time YouTube
YouTube
CNN.ce Getweather forecasts for your

o hometown and favorite I;ces around " & 1 IM]
Date & Time Lo . 10 2 e Today's Featured Vid
e globe. oday's Featured Videos -
Weather MAR Y
Enter your ZIP code: 9 3
o ; + 16
T ¢ 5
CHNHN.com

Obama calls AIG bonuses an ‘outrage’
2 out of 3 approve of job Obama’s doing

Humbled banker parts with yuppie past

Science of Watchmen »
6:50 Fdkd

More Videos »

Mobile - Advertising Programs - Business Solutions - Privacy Policy - Help - About Google

2009 Google

iGoogle’s default homepage invites users to customize their homepage in less
than 30 seconds.

oy o N et @ Interests @ Suggested widgets
elcome to

(re}mix the web What do you like on your own? At any time you can add cool new widgets, remove

ones you don't want, and update the layout exactly
the way you want it.

Suggested partner widgets to add to your page:

Financial Monitis StubHuh
Times Uptime

[e———
Tools &
technology

' J = Show me my page

Lifestyle Shopping Travel
Ho thanks. let me try first

We recommend the most popular widget for each category

The netvibes homepage requires just two steps to customize your homepage
with more details that can be added later.
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4. As part of quick set-up, show users how to further customize.

Once users have completed a quick set-up process, it is useful to show them how
to make additional customizations. This encourages them to further invest in the
page to make it their own.

At the end of the quick set-up process on My Yahoo! a graphic points out the link
users should access to further customize their homepage.

2

Tell us your Choose your That'sit! Goto

| ' Location... “ Interests... My Yahoo!

How easy was that?

You've built your new page.

g tanenl You can personalize it even more! After you

click "Done," just go to "Add Content" to
discover more content for your page.

My Yahoo! points out the link users should follow to further customize their
experience.

5. Intuitively name customization links/buttons.

Naming is a significant usability issue we noticed in our testing. Half of the users
who tested the Pageflakes site did not realize that they needed to click on the
“Menu” button to see the “Flakes” that could be added to their custom page. One
user scoured the site looking for a way to add a to-do list to his page; it wasn’t
until three minutes into his search that he found the “Menu” button.

Some users clicked on the “Add Page” link which created a new tab for the
homepage, but did not provide a path to add features; this caused a great deal of
confusion.
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*K flakes (o e s e e e e

Click & Type Page Name " JEGGIEERE m
Wb Ciick here to create a page ‘with your i or to change your location. Hide this
%2 weather %2 Woburn, MA (5] Facebook
Woburn, MA Twice as nice: Marblehead eighth grader Marisa Maccario seals...
Boston GiobeTwice as rice: Marblehead sighth grader Maris
Friday Saturday sunday Monday A PR Vaccario seals the ... Marblehead Reporter, MABWHTE first time facebook
)L, g ‘ L b “' ever, the TD Banknorth Garden played-+eeTt to the girls title
@ % s " ) g vl thel Sperten e hed e, 3 Please cick here and follow the instructions on the popup window in order to login
= 3>11‘F - = Popular... and principled St Advocats +0 Facebook from this Flake.

The Menu button was not recognized by users as a logical path to add features
to their custom page.

Users had far less trouble finding links to add features on the iGoogle and My
Yahoo! sites which intuitively name the links “Add Content” and “Add Stuff”.
However, they did get confused by some link names such as Add A Tab. One user
commented, “Add a new tab? | don’t know what a tab is.”

My Main Tab New Tab
—

== Add Content & Change Appearance £ More DOptions

Quicklinks = Yahoo! Mail Preview

EB Answers . . .

& Autos Please sign in to access your inbox
@ Finance

== Weather Forecast

“Add Content” was a link most users noticed and recognized as the path to add
features to their custom homepage.

In general, the users on the Pageflakes site experienced the most name-related
confusion and self-doubt because of brand-driven and vague link naming. The
most significant issues:

e Calling content and tools Flakes

o Referring to public pages as Pagecasts

e A section called Pageflakes Central (an ambiguous term with no
information scent)
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] Langusge Tools

arn morg =

Get artist themes | Change theme from Classic(] Add stuff »

YouTube

“Add Stuff” was a link most users saw and understood as a path to add features
to their custom homepage.

6. Describe the scope of customization functionality.

Users unfamiliar with customization will need to be convinced that this is
something useful. In our testing, users were split in their attitudes toward the
offerings. Some were pleased with the discovery that such services existed, one
exclaimed “This is good!” while another lamented “I don’t see the point. | would
go to Boston.com to get news. Would use MoviePhone if | want to look at movies
and MSN for all else.”

First, it's important to assume that users need to be told all they can do with
customization — the types of things they can monitor, read, see — as well as the
flexibility of the environment to serve their needs. The customization websites we
examined did not do enough to convince users of their usefulness. However, each
did some things that, combined, would better encourage adoption.

My Yahoo! includes a sample page with call outs to simplify the value proposition
while illustrating it in context.
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MY YAHOO!

Pur o ﬂ;‘ Introducing My Yahoo!

Your favorite Web content, Go to your page

the way you want it.

¥ Chango Theme (3} Mare Options. st update: Mar 12, 10:46 am

ny -hl-m}.l.i‘-t-lﬁ-l' -:' & x I~ Lﬁ&‘lplﬂ. .W.M.Il‘l- lhl o & .‘G. |

Personalize

Dwarfed by the sun ) mait (&) Messenger Radio.
your page,'" More than hall the weedd gets lo see a rane AE 2
event foday. Mercury cressing by the sun | [ Edit Module Prefrences |
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ER) Pusk photos of the event (3 Wb sites

& Grous Fiom Subyest Receved

SwaMason  Re:Party Tonight Sat, March 12, 08

37 Hotdotw * Viewer's guide
m Maps Jason Peard Heating Tomomow Sat, March 12, 08
& Finance s Don't pewk as Marcury passes = D 'y really wast to e ikl oo i bl
@  in front of the sun 5 SR forwer? Rikah
Games 5 |
@m u ¥1 Tach: ‘Make ma the next ‘L, Cvrnan: Pep quiz to test Pre\flew Q
o Ceppolal’ ¢ aney smarts N | Horoscops
—— what'’s new... |
- * More Feat " ET AT T T BT LR .
Move things 8 x
around Newe ¥ork Times - Latest News and Video S8 x| AT N - [refiesh]
S ﬂ]ti\ﬂnﬂulﬁ@iml‘ﬁ * Domestic and nternstions) Markets [edi)
Hotlabe .
® Symbol Price  Change
Wednesday, May 23, 2007 MORE NEWS »
3 wapa Last Lipdate: 1'.51 PMEST Setthemaent on Ground Ter =odl 1227652 4 0B 1L06%
e ey Ex-Dfficial Testifies on Firings v *asee 140285 4 082 18
Dy BAVED STOUT m“‘u e of [nviantng “oic 23755 4 055 1.96%
Semia M. Goodliag tstified that she improperty T e I “0EX B5432 4 038 oAe%
‘Taking Two Flights
for carver positions i the Justics Department, R T Go
Deemoerat Pasty Quatas Clurynd

LATEST VIDEQ REPORTS & S R R

View information
on one page...

* Amazon.com: Hot New Releases o
Music

#1: Viva La Vida
L}
A ..H ay

The Feugal
Amerscan Road  Traveler Hils|

Releases in Music list for a

- My Natflix

New | Top Rentals | AlHome  Cugue = B2 All | Intended 1o Be

= #3; Where The Light ls-John Mayer
= #4: Med Sud | Eyrum Vid Spium Endataust
Tima Bamb Bab the Car Bears Mighty - @52 The Slip
Builder: Let's King of the Machines: =
. i

= Yalvoa! Travel Destination Spotight

B Hide Info

| Despile
against p ¢
metals - ho faa
Rush™ — the irst_. more

Fiternan Sam: To  Legend of  Mighty Machines:  Only the
the Rescue BraveStarr Valiant

= = B

= Flickr - New pictures from my friends and family

Your window to the Web just got better.

This page in the My Yahoo! tour shows a fully loaded custom page and uses
call-outs to highlight functionality. Unfortunately, users only see this if they
click on the Page Tour link located in the page footer.
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Netvibes describes the types of content you can add to your custom page.

€ Interests

Welcome to : net

(re)jmix the web

Your personzalized startpage!

Everything that matters to you — blogs, news, weather,
i . photos, socal n email and much more —
is automatically updated every time you visit your page.

Learn more? Take a tour

Are you already registered? Sign In
Mot a2 member yet? Sign up, it's fres

Netvibes defines customization functionality and benefits on the version of the
homepage seen by new users.

7. Offer examples of intention-based customization to illustrate usefulness
and serve as templates for shortcut customization.

To get users to customize, it is useful to show them how a custom page could
serve their specific needs. Unfortunately, none of the sites offered example
custom homepages to illustrate how the pages could serve different user
intentions (e.g., a page for someone who follows the stock market, a page for
someone who manages all of his communications in the interface, a page for
someone who likes to manage the blogs she reads daily, etc). However, iGoogle
recently added a “Showcase” featuring the iGoogle pages of celebrities and
thought-leaders. Including these examples not only places the service in context,
but also provides exposure for content and tools that can get lost in the catalog
of possible customizations.

Additionally, these sample customizations serve as templates for users to select
from and kick start the customizing process. Users can save the person’s page as
a tab of their iGoogle homepage or select individual gadgets from the person’s

page.
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iGoogle

Introducing the iGoogle Showcase

Discover new and interesting gadgets and themes as you browse iGoogle homepages created by world-renowned celebrities and
thought leaders. Like what you see? Add stuff to your own homepage with just a click.

Al Gore Anna Sui Demi Moore Dave Matthews Ashton Kutcher
Founder, Alliance for Fashion Designer Actress Musician Actor & Founder,
Climate Protection Katalyst Films

L
]

Martha Stewart Keith Urban Betsey Johnson Donald Trump Katie Couric
Founder, Martha Musician Fashion designer Chairman/President, Anchor, CBS Evening
Stewart Omnimedia Trump Organization News
The iGoogle showcase provides users with example iGoogle pages from various
celebrities and thought leaders.
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iGoogle

Anderson Cooper's iGoogle homepage Back to all

Get Anderson Cooper's page
‘h as a tab

Anderson Cooper
Host of CHNMN's AC360

CNMN's Anderson
Cooper 360° is a
fast-maoving and
provocative alternative
to the typical network
evening newscast,
going beyond
headlines to tell
stories in-depth and from multiple points of
view.

T TR S Y
o) 7vF Sme,

ey b

- fress
> e » Sentt Roeder, Fer Mgt rom MY
- fa—

o e www.ac360.com
Or, add Anderson Cooper's gadgets a la carte
(ac360 | [ Add it now
mesa: v semme | 10P pick! Being plugged into the show is a must.
[chn | [ Add it now
5 Losem e v 0 e consemnnancese | 1S the most trusted name in news.
D ——

B Etain surs aacien whas nisl adioi Giog audier,

..Google Map Search ] Add it now

m_;f.f;«:« L Fun for pinpointing local spots.

(oo g+ ) Sunnyvake

..GoogIeTranslator ] Add it now

— It's a cool gadget to have.

Ergiah ] » Spansn ] (T )

|'.TwitterGaduet .'| Add it now

Users can select gadgets from a celebrity showcase to include on their own
custom homepage or select the entire page to be replicated as one of the tabs.

8. Make it easy for users to browse and search for content/tools.

On some sites in our study, users struggled to find a specific feature to add to
their custom page. The reason for this was that some sites prioritized “featured”
content over the paths to find desired content. One user noted “I felt like Yahoo
was more directing me to what they wanted as opposed to what | wanted.”
Another user on the Pageflakes site spent almost 20 minutes on the site looking
for a specific feature and never noticed the Browse All Flakes button that would
have taken her to a page from which she could find what she needed. Users were
frustrated that they could not click on the category headers such as News and
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Tools to see more options and were confused by the items represented across the
screen with large icons — wondering if these were categories?

Wikipedia Search

ir:

Pagecasting

The Pageflakes default screen for adding content is a list of “featured” Flakes
organized under unclickable category headers. Across the top, Flakes with large
icons confused users who thought they might be navigation categories.

While My Yahoo! included a search field on its default “add content” interface,
users did not immediately notice it. Instead they spent considerable time
scanning the limited options listed in the body of the screen thinking those were
the only choices. One user commented when he finally noticed the search field, “I
don’t know why | didn’t see that. There was a bunch of — maybe they’re the
most popular ones, so they are right there and button to scroll through them, so

I thought that was all that was available.”

“ahoo! Mail Make My Yahoo! your home page

Web Images Video Local | Shopping | more

mYAHOO!

My Main Tab =

The Best of My Yahoo! HEW Hew Tab

4 Add Content & Change Appearance £1 More Options

Add Content

Yahoo! Address
Book

Yahoo! _Hews:
Entertainment News
{f L.

Addicted to Lost

Boston (WCVB)

B Preloaded Tabs | @ Add

| Web Search

Facebook

Addicted to Heroes

Browse Content

tial

Users did not immediately see the search field on the right-hand side of the
page and mistook the options in the middle of the page as all that was

available.

Users experienced fewer issues adding content on the iGoogle site with search in
the upper right-hand corner and categories listed along the left-hand side of the

page.
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« Back to iGoogle home

iGoogle | ces | menes

Sort by Get new gadgets from The Wall Street Journal, GoComics, NYTimes, and more. /Qﬂih for gadgets
» Hottest
g Some 2006 =
The Official Google Calendar Gadget
Hewest AN . e
oo as e Pl -google.comy Editor's pi See all
Narrow by catego
Y eategery Google Hot Trends
» All categories
! By Google

Hangman (word game)
Hangman - word game provided by TheFreeDictionary.com
thefreedictionary.com/

[

Editor's picks

dlors picks i Show real time rankings of search
Hews keywords

Toals —

Communication 1. slingbox solo

Fun & Games additnow 2. gastropub wem

Finance 3. true qrit Hew:

"B

Sports Daily Horoscopes ay Google
Lifestyle Daily horoscopes courtesy of tarot.com 7 users
http:diwrwwe.google.com/
Technolo p g00g T2t raings Create your own gadget
Poltics Want to put a little piece of yourself on your
friends’ homepages?
(0 Add feed or gadget ToDo P LabPiiss Creating and sharing these gadgets is as
Easily manage and track your daily to-do list. ToDo gadget easy as filling out a simple form.
lets you add your tasks, highlight them in different colors, -
change their order on the list and strikethrough or delste 560 ratings Try now »
tasks that done - h d to get th done!
asks that are done - everything you need to get things done Learn more about iGoogle
hitp: labpixies.com/

For developers »

Bible Verse of the Day ?}'M Ear feed owners »
Bible Verse of the Day with teachings to inspire and guide. “ pserE
http:ifwww believer.com/

Quotes of the Day From guotations...
Four humarous quotations each day from The Quotations 1,821,308 users
Page i i

hitp: quotationspage. com/ 112 ratings
Joke of the Day From comedvce...
Clinically proven to elicit at least one smirk daily. 1,551,503 users
hitp: .comedycentral.com/ 255 ratings

« Back to iGoogle home

Most of the content in this directory was developed by Google users. Google makes no representations about its performance, quality, or content. Google doesn't charge for inclusion in
this directory or accept payment for better placement.

Community Guidelines - Privacy Policy - Help - About Google

82009 Google

Users noticed the search box on the right-hand side and used it when looking
for items that did not appear in the body of the page.

9. Define and present an intuitive and extensible organization schema for
content/tools.

It is important for customization components to be organized so that users can:

e Locate desired components
e Discover content and tools that will encourage use

The iGoogle Gadgets section categorizes gadgets into 10 categories and allows
users to sort by three facets: Hottest, Most Users, and Newest. The default
display is the “Hottest” gadgets across all categories. This is a useful user-
centered structure versus other sites that are promoting gadgets based upon
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distribution deals they have with the content providers. In those cases, users are
presented not with what may be useful to them based on what is useful to
others, rather what the offering wants them to add to their page based upon
business arrangements.

(Besides a “most users” listing, it should be possible to employ a bit of
personalization to help the customization process, in the form of a “other users
like you use these” feature. This could be implemented with some form of
collaborative filtering along the lines of Amazon.com’s “people who bought this
book also bought these books” recommendations. A somewhat related feature is
discussed under guideline #14.)

iGO(:}g[e ul

Sort by Get ney
» Hottest

- Jume 2006
Most users Su M Tu W Th F
Mewest

2 g & 7

7 B 9
Narrow by category

» All categories

New!

Editors picks ]
o X
Tools Ha n
Communication :

Fun & Games
Finance

Sports
Lifestyle
Technology

EJ Add feed or gadget

1. Call mom 212-535-3201

2. Party ot "B-8ar". Sahurdaw §

3 Paabub el 0% Sat etk

The iGoogle categorization is intuitive and helpful to users looking for gadgets
that meet their needs.

Users experienced trouble adding specific content/tools on the Pageflakes site.
The first issue is that when a user clicks on the Menu button, it defaults to
highlighted “Flakes” instead of presenting categories from which to browse.
Second, once the user does find the page to browse through all Flakes, there is
no category-based navigation. Instead, the site offers only filters, a list of the
newest “Flakes” and a list of popular tags. Standard category-based navigation
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would be extremely helpful here especially since there are approximately
236,000 Flakes to choose from.

(+) +f +0 + +) ) +) )+ +

Sort by:
y L Search
pmmunity Flakes (235) Pagecasts (1501 People Popularity -
- :_Searchi
g E-mail L ADD TO MY FAGE ] —
. De i by Pageflakes
et Filter By Flake T:
i Read and write E-mail using POP3, Gmail, Yahoo! mail and many liter by rlake lype
ashae mare
: = [¥] Applications & Tools ] Photos
e % communication "% tools "¢ productivity "% e-mail "+ email "% mail "+ Popular Mews & Elogs (RSS) Videos
¥ Audio (Podcasts)
LiveWire '-Ili ADD TO MY FAGE [&pp-ly-'
Developed by Pageflakes - Flak
(=] es
vioed LiveVideo.com LiveWire
% LiveVideo "« LiveWire Adventures in Bentom. ..
The Australian
Bank perks - sign-up...
Most Viewed Videos from LiveVideo.com ,'-] ADD TO MY FAGE Extrabime - Orline 5. .
The most popular, most-viewed videos on LiveVideo,com
viDES : s e ; : Sacramento Bee-Oakla...
% most "% viewed "% video "% livevideo,com "% liveuniverse.com
Dakland RaidersNews
Box.net - Online Fil...
I'.I R R R StockWidgets - Stock. ..
i by Pageflakes Halloween Costume Id...
Keep track of your entire Facebook account from this handy Rendezvények | CSERP
Flake. Watch for new messages, requests, invites, and mare, endezyenyek |
See your friends status updates and even update your own
Facebook status. Quick links to your Profile, Networks, and
entire Friends list. Popular Tags
« Facebook "s profile “s notifier "« notification "« alert "« friends "« sodal "« Networking Mews
+ social netwarking
business
technology
‘EﬂSﬂ-“‘wE Universal News Search ..II ADD TO MY FAGE articles
T Great way to search mutliple online news sources across the blog
e weh, induding magazines, newspapers, news agendes and
o more. Justtypeina subject, and the latest news will be
s PO delivered right to your homepage.
% News T search °*"  Submit a Fake!
Submit & feed or podcast to our
w gallery!

The Pageflakes interface to add “Flakes” does not include any type of structured
categorization making it difficult for users to find content and tools.

10.Separate form and content customization.

On some sites, users could change the look and feel of their custom pages. It's
important that this functionality is distinguished from content customization so
that users understand one option controls the appearance versus the other which
allows them to customize content and tools. Both iGoogle and My Yahoo! do a
good job of distinguishing these different types of customization.
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We]cnme to yo very own page.

\Want to personalize it to reflect your interests?

Yahoo! Mail Make My Yahoo! your home page

wYAHOO!

Web @ Images Vidg

My Main Tab

&= Add Content o+ Change Appearance £+ More Options

Quicklinks
@ Answers

B Autos

Yahoo! Mail Preview

Please sign in to access your inbox

Classic Home | Sign_in

Advanced Search
Search Preferences
] Language Tools

parn more [=

@ | Change theme from Classic | Add stuff » >

YouTube DB
Search
n
R Today's Featured Videos -
b

My Yahoo! and iGoogle provide separate links to add content and adjust the
look and feel of custom homepages.

11.Utilize icons to aid scanning and eliminate icons that cause interface
clutter.

Users complained about icons that did not help them differentiate items from one
another and cluttered the page: “It was hard to find what | was looking for.
Quicklinks all blend together; Same font, little icons on the side (points to
sidebar) — I took a glance at it and then had to stare at each item.”
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My Main Tab

&= Add Content & Change Appearar

Yahoo! Mail Pr

=

Quicklinks
EB Answers

& Autos
@ Finance
ﬂ Games

ﬁ Groups

37 Hotlobs
B2 mail
Eﬂ Maps

&' Mobile Web

Please sign in i

Weather Foreg

ﬁib Movies Location
c@ Music

¥ omeG Woburn, MA
@? Personals

h Real Estate City or ZIP
3F shine

[ﬂ Shopping
Local Hews frog

+ After 21 years, d
* Defense lays gn
« Boston trans fat
« Man receives lif
* BC raises tuitio

& vellow Pages

More Yahoo! Services

The Quicklinks icons on the sidebar did not help users scan the list and some
complained that it actually made scanning harder.

Pagecasting

Users expressed frustration with the little icons commenting that they didn’t
help them find what they were looking for.
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12.Provide thorough content/tool previews to help users decide which to
include on their pages.

Selecting components to add to the custom homepage can be a daunting task
given the amount of features users can select from. On Pageflakes, there are
over 230,000 “Flakes” for users to choose from.

In the default presentation of featured Flakes on the Pageflakes site, the only
detail users are provided is in small roll-overs such as the one below.

Entertainment
& Liveshow
." wTube Videos
BB Local Events
|E| Universal Video Search

El photos

* g Froa ;
s View your favorite Flickr pictures,
PO i

EI TV Listings

2 Movie Showtimes

Pageflakes default content listing shows only a vague roll-over to describe the
content/tool.

On the My Yahoo! site it is not apparent that there are previews, unless the user
runs his cursor across the feature icon at which point a link appears.

Add Content

Yellow Pages + Aga | Whaddyathink? Yahoo! News:
Entertainment News
&! wo?

Add Boston (WCVB) Nozbe - Simply Get Good Morning
=~ Things Done! D Yahoo! Video

B = eecioaded Tabs | @ Add RSS Feed

My Yahoo! content icons with no preview links.
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Add Content

Yellow Pages ? Yahoo! News:
@ : ; ] Entertainment News
]

Boston (WCVEB) _ Nozbe - Simply Get Good Morning
E Things Done! Yahoo! Video

BT = Proiosded Tabs | @ Add RSS Feed

Upon rollover, the preview link finally appears.

Any of the content/tools that draw data from a user’s account do not include
previews at all, making it impossible for users to adequately evaluate one feature
over another. In this case, a mockup with dummy data would provide the necessary
context.

oo! your home page

Web Images | Video | Local | Shopping | more

) O.’ [ we

b = The Best of My Yahoo! NEW New Tab

Add Content > Search Resu| Rl

My To Do List Of
Things And Places

[ rmoore [N

My Yahoo! content/tools that utilize a user’s account data are blank.

However, My Yahoo! does provide helpful illustrations of content/tools that don’t rely
on user account data, such as the various financial data components.
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wYAHOO!

My Main Tab New Tab

Web @ Images | Video | Local | Shopping

&= Add Content & Change Appearance ﬁ More Options

ssentials

Market Summary
e Preview

8300

8430

8400

mDow 852938 +90.99 +1.08% POP Mail Preview

B Nasdag 1,844.06 +5.84 +0.32%
E S&P 500 927.23 +8.33 +0.91%

Monday, June 28, 2009, 4:51PM ET
U.5. Markets Closed.

Market Update

Useful preview illustrations show users what the content will look like on their
custom page.

The most detailed content/tool previews were on the iGoogle site which included a
full page preview for each “Gadget” with a description, illustration, user
reviews/ratings and links to related gadgets.
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Web Images Maps MNews Video Gmail mare v Classic Home | Sign in

« Back to iGoogle home

iGoogle | s | memes

Search for gadgets
Search
1. Call 2125553281
2l mom Easily manage and track your daily to-do list. ToDo gadget lets you add your ¥ ight also lik
2. Party at “B-Bar”, Saturday 9pm tasks, highlight them in different colors. change their order on the list and e
3. Finish Urgent Project strikethrough or delete tasks that are done - everything you need to get things )
done! Sticky Note
% | 4. Take a vacation o - | 60 rat STICKY bé 545 ratings
6 users % 560 ratings s #
Fp—— ¢ NOTE S
Add it now
[ Share this gadget R} Birthday Reminder
( 4 55 ratings
- New e Myl isty
[ Groceries x| memin| + & 115 ratings
L
Comments (30) 1224 |G anm

Sign in to write a comment for this gadget. Weather Forecasts

to do Gregory Totman - Mar 16, 2009 #rir 228 ratings
| might be stupid yet is the to -do list only limited to 7 items | Is there a secret way of flipping the page or is that it ? is there

preferences that need to be altered?

ToDo List

4 185 ratings

courtneys to do list courtney petrilak - Mar 15, 2009 To-Do List
DWash the dishes
say hi to everybody you can have braekfest clean room feed fish 160 something swesome

Frtrrirey - steve ford - Mar 15, 2009
Mow adds a crappy pop under

restore notes from iGoogle backup? Giovanni Corazzol - Mar 14, 2009 A ETEETEE

| have tried My Account=My products=iGoogle=>Settings then. in "troubleshooting”, Restore now. In this section one can choose to Place an "Add to Google” button »
make a page backup at any time_
Embed this gadget »

Working now Richard Hua - Mar 13, 2009
View source »

Actually for some reason it's working again.

Same Richard Hua - Mar 13, 2009
My to-do list has disappeared too. I'm on XP and firefox.

Had 3 very important notes to do for myself and now they are gone. Not in maximised. not in igoogle. Where are they stored? Where
are they? can you get them back

Lost mine too Anonymous - Mar 11. 2009
Both my Sticky Notes and To Do entries have disappeared. No more LabPixies gadgets for me.

Report a policy violation in a comment

« Back to iGoogle home

Most of the content in this directory was developed by Google users. Google makes no representations about its performance, quality, or content. Google doesn't charge for inclusion in
this directory or accept payment for better placement.

Community Guidelines - Privacy Policy - Help - About Google

©2009 Google

The iGoogle gadget detail pages provide the user with ample information to
decide whether or not to add a particular gadget to his page.

13.Provide reviews and ratings with feature preview information.

Whether for site customization or for purchases, users like reviews — good and
bad — and rely on them increasingly to aid in decision-making. When we asked
users to find a to-do list, those that clicked through to this page read the reviews
to gain a sense of the quality of the tool. If you are offering a significant number
of overlapping tools, reviews can be useful to help users differentiate and decide
upon the best fit.
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Comments (30) 1

Sign in to write a comment for this gadget.

todo Gregory Totman - Mar 16, 2009
| might be stupid yet is the to -do list only limited to 7 items . |s there a secret way of flipping the page or is that it 7 is there
preferences that need to be altered?

courtneys to do list courtney petrilak - Mar 15, 2009
say hi to everybody you can have braekfest clean room feed fish

Mow adds a crappy pop under

restore notes from iGoogle backup? Giovanni Corazzol - Mar 14, 2009

| have tried My Account=My products>iGoogle=Settings then, in "troubleshooting”, Restore now. In this section one can choose to
make a page backup at any time.

Working now Richard Hua - Mar 13, 2009
Actually for some reason it's working again.

Same Richard Hua - Mar 13, 2009
My to-do list has disappeared too. 'm on XP and firefox.

Had 3 very important notes to do for myself and now they are gone. Mot in maximised. not in igoogle. Where are they stored? Where
are they? can you get them back

Lost mine too Anonymous - Mar 11, 2009
Both my Sticky Motes and To Do entries have disappeared. Mo more LabPixies gadgets for me.

Report a policy violation in a comment

« Back to iGoogle home

On the iGoogle site, users are invited to post comments/reviews and ratings of
their experience with individual gadgets. This information is displayed on the
gadget detail page.

14.Utilize “related items” navigation to make users aware of other
content/tools.

Presenting related options on detail pages is an efficient and effective way to
make users aware of other content and tools. For example, in our tests, we asked
users to find a to-do list tool. On the iGoogle site, users drilled down to a
particular to-do list tool to get details and on that page Google also listed related
and alternative options that may have better met the user’s needs. If users, after
reading the description, seeing the image and reading user comments decided
this tool was not the best option, they could quickly scan through the related
gadgets listed to the right instead of having to start the process from the
beginning. Related links allow users to easily explore options.
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You might also like...

Sticky Note
STICKY drdrdrdrdy 545 ratings
N O TE S Add
@ Birthday Reminder
_. "_f ale :ll:f":‘i'ri".t: frirdrdryr 55 ratings

| @ddea| | Add

Mesw Herm: MyLis

1. Groceries x| 2. Remin| “rérdrdrdr 115 ratings
& il

® Hraad Add

Weather Forecasts

frirfrirsr 228 ratings

Add
To-Do List To.Do List
[IWash the dishes drdrirdedr 185 ratings
[0 somithing awesomie S
- Add

iGoogle includes “You might also like...” related content/tools to help users
explore potential gadgets for their custom homepage.

15.Indicate when an item has been added to the user’s custom interface or
any other change occurs.

Another issue that almost every user in our study encountered was confusion
over whether or not content/tools had been added to their page. In many
instances, users added the same tool multiple times because they did not know if
the site had responded to their request. One user commented, “l can’t tell if it’s
doing anything. Going to click on this ‘To Do.’” I'm a little confused; It's telling me
to add it now. So, | feel like | haven’'t added it.” The user then clicked it again.
“So, | guess it’s added now. I'll go back to iGoogle home to see if it went
through.” Upon returning to her custom iGoogle page, she discovered the
following: “Looks like | have two to-do lists...lI guess | would see if | can delete
this gadget.”

The confusion on the iGoogle site is that the “Added” status from the listing
screen does not carry through to the detail screen. So, while this user had
actually added the gadget, the Add it Now button still appeared when she clicked
through to the details page. Designers may have assumed that users would not
add an item and then go to the details page — that defies logic, right? Actually,
no; users behave this way all the time. The logical path is not always the one
that users follow and designer should plan for this and other seemingly illogical
navigation habits.
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Doppler Radar and Severe Weather Alerts By Terence Floen

Doppler radar of your $urrounding area, severe weather alerts in 385,307 users
your county, and local weather information. ‘:'-'ﬂ-'— el
hitp:/fwww floen.com/ 47 ratings
v Added
You might also like
v
L "
lGO(}gle Gadgets Themes
NY 300 Mile Doplar edit Doppler Radar and Severe Weather Alerts 4 Back to gallery

By Terence Floen

Doppler radar of your surrounding area, severe weather alerts in your county, and local
weather information.

395,307 users | wrrdriry 47 ratings

Additnow |

(=] Share this gadget

I~
(%]
|4=

Comments (30) 1

Write a comment

frirfrdrdr - Anonymous - Jun 27, 2009
it is awesome

The status on the listing screen indicates the gadget has been added, but when
the user clicks through to the details screen, there is an Add it Now button
making the user think she did not actually add the gadget on the previous
screen.

On the Pageflakes site, the default screen indicates a Flake has been added with
a tiny plus sign, but it also immediately places the new element at the top of the
user’s custom interface which is visible while the Top Flakes window is expanded.
However, some users did not notice this change and were unaware that the Flake
had been added: “Oh wait! | just clicked this thing and didn’t know it was already
appearing on the page. | now have three of them...It would kind of be nice if
rather than just putting it below they actually gave a confirmation somewhere
right in the box. | was looking for something that said ‘you’ve just done this’.”
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Click & Type Page Name

Tap Flakes

C—
B

YouTube -

W Tip: Make Pa kes your home !

Hide this

%1 Weather L] TV Listings for Somerville Cj CNN LatestNews (5]

somerville, MA Mihael Jackson and the ‘extreme’ price of fame
Thefcelebrity flameout is a Hollywood dich € —a mantel worn

Aaically by the likes of Lenny Bruce and John.., =

Monday Tuesday Wednesday ~ Thursday Loading programis’.. 5¥

3 A@. q‘.’ C ﬁ * Five die in Ttalian Riviera train-gas blast
@ ) = Yemeni plane crashes with 150 aboard
iy gt y ¥ m_Ph"h’s for somenville = Police dlash with demonstrators in Honduran capital
60°F 73%62°F 73%(61°F 72°f61°F = Michael Jackson's mom gets kids, estate control for now

Hourly Forecast | 10-Day Forecast

[ UsAToday.com Top Stories (5)
i st vmeat inroa) 'Scent lineups' stink to critics

Two federal lawsits are casting a harsh spotlight on an investigative
tool long beloved by American law enfo... »

% EspN
« Freight train derails, kils & in Ttaly

= Economy takes its toll on Amish

= Iragis celebrate U.S, troop pulback

= Overflow crowd mourns slain high school coach in Towa

MOBILE WES [l

BASEBALL TONIGH

WEEKNIGHTS 10PM M
| & MIDNIGHT ET ot

San Francisco Heat

I T

When users select a Flake form the Top Flakes window, the item is added to the
top of the custom homepage interface which is still visible.

[l Y o ChN News Update - Audio (5

Techcrunch Flske 2dded, Continue or
TechCrunch is @ weblog dedicated to obsessively profiling and Go to your page

reviewing every newly launched web 2.0 business, product and
| — service. We are part of the Archimedes Ventures Network of
Companies.

£

When the user is in the All Flakes section of the site and adds a Flake, text on
the right-hand side indicates that the element has been added to the user’s
custom homepage.
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16.Distinguish shared from private pages.

If your environment allows users to share custom pages it is important to
distinguish between the two. Users who misunderstand and think their custom
homepage will be seen by unauthorized parties may balk at using customization
features. Pageflakes offers something called Pagecasts which are really a
simplified publishing environment. It allows users to create Pagecasts and add
Pagecasts to their custom homepage, but users did not understand this concept.

a Q, Google

Click & Type Page Name

oM 3 page to vie 3 ne i Browse All Pagecasts

=&

Users did not understand the difference between Pagecasts and Flakes. The
concept of self-publishing or adding content from self-publishers was not
adequately explained or presented.

17.1dentify and explain drag-and-drop functionality.

Seven of the 12 users moving items on their custom homepage experienced
minor to moderate difficulty with the task. To some, the ability to move Web
page elements via “drag and drop” simply is not evident. They don’t expect the
Web to behave this way, so they don’t think it is an option. If your site has this
functionality, remind users that they can grab page elements and move them.
lllustrate where they need to point the cursor and what the cursor should look
like when it is properly engaged.

18.Explain “new page” concept and usefulness.

Page tabs was another element that confused study participants. The issue lay
primarily with the concept of “adding” elements. For some, the mental model of
this activity was that they would first look for a place to add something instead of
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browsing through page elements and select them to be added to their custom
homepage. As one user started the task, she said “l need to find where | can put
a to-do list.” Another user clicked on the add a page link because she didn’t
understand that the page she was looking at had actually been customized for
her — she thought she had to go elsewhere to see her page.

This feature is really only appropriate or necessary for power users. There may
not be a better name than “add tab” or “add page”, but it would be helpful to
include a link to add content in the center of the new page/tab to help confused
users recover quicker.

Click & Type Page I"-.Iam' Add Page

e Click here to create a page personalized wit

¥l Weather

Woburn, MA

The Add Page link in the Pageflakes interface and Add a Tab on other websites
sometimes confused users because they thought they would need to add a
page in order to add content/tools.

19.Provide customization-specific help.

In some instances, users looked for links to help or FAQs to locate site
functionality. It is important that users can easily find customization-specific help
that is either in a stand-alone area or clearly organized within the general help
area. Topics should include basic set-up, interface manipulation and how to find
and add content/tools.
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GO Ogle Web Search Help

Web Search Home Google Help » Web Search Help

Help topics

Search Help ” Search the Web

Help forum Search Web Search Help articles, user discussions, and more

Search guides

. visit the Google Help page.
Basic search help

Mare search help
Explore search

Google search basics
s Basic search hel
s |dentifying your Web Search issue

» Search history and settings
s Features

Search results issues
* Removing information from Google

+ Suspicious results and strange behavior

iGoogle

* Getting started
* Personalizing

* Adding and removing content
* Problem solving

Help with other Google products

-—I:I—| Webmasters/Site owners

o B Blogger ™M cmai
P
e‘i’g Maps orkut  orkut

Google Docs

More »

If you need help using Google Web Search, you've come to the right place. For help with other Google products, like Gmail, orkut, or Blogger,

iGoogle help is not stand-alone, but it is clearly labeled as its own section within
general Google help.

20.Confirm content deletion requests.

As users familiarize themselves with custom interfaces, it’'s not unusual for them
to inadvertently delete content/tools. To avoid this and the accompanying
frustration, include content deletion modal window pop-ups for confirmation.

* Five die in Italian Rivig

b B

¥ Photos for somerville

oF

72°fa1°F

= Yemeni plane crashes

= Police clash with demg
e ——

9' Are you sure you want to remove Photos for somerville? (There's no undo)
_

precast | 10-Diay Forep

day.com Top

pwered by weat

eups’ stink
&l lawsuits arg
eloved by Am

QK | [ Cancel

rain derails,
takes its toll

MOBILE WEE

= Overflow crowd mour

Pageflakes avoids unintended deletions by verifying with the user first. In this

example, also note that it is much preferable to support undo for as many user
actions as possible, including gadget deletion.
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Product Customization

The web is a perfect channel for product customization:
¢ Infinite configuration options
¢ Real-time feedback
¢ Cost savings over catalogs, brick and mortar, and/or mobile sales force

The attractiveness of Web-based product customization has drawn traditional
businesses to the Web (e.g., stationery) as well as upstarts offering product
customization that was either not feasible using traditional means or was too
expensive to be offered mainstream (e.g., custom cereal). The Web makes
customization possible for all, but making these sites usable is a challenge unto
itself. Usability is key to the success of these businesses because if users cannot
configure their products, there is no sale.

KONFIGURIEREN SIE IHREN LEXUS

SC 430 4.3 V8 VVT-i 6-Stufen Automatik Summe: €79.500,00

IRALLENGIISITENp(el] 2 » SONDERAUSSTATTUNG 3 » ABSCHLIESSEN
8U0 lombardblau Navigationssystem » SPEICHERN
mica

Semianilinleder
Ecru/hellbraunes
Voglaugenahorn

€75.700,00 €3.800.,00 Summe: KRN

Even if you don’t read German, you probably recognize the classic car
configurator, which is found on most models’ websites. (Here: Lexus.de.)
Unfortunately, automobile vendors currently don’t use these configurators for
true product customization, because they don’t build the car the user has
constructed. All you can do is to get the list price for your preferred options.
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TASK DESIGN MUST BE DRIVEN BY THE USERS’ MENTAL MODEL

To design effective and efficient product customization websites, designers must
understand the users’ mental model; how do users think about product
configuration? How does it work in their mind? Where would they think to start?
What would be the path? It is essential that design teams model and test
customization workflows with users to understand their needs and expectations and
what designs are most intuitive.

TWO PRODUCT CUSTOMIZATION TYPES

In our study, we examined two types of Product Customization websites:
e User selects a product and customizes it
e User assembles a product from various components

In the first model, users must find the desired customizable product and then
customize the product. Examples of these are custom printed envelopes,
announcements and t-shirts.

In the second model, users select from a variety of components to assemble a
custom product. An example of this model would be the custom cereal website
included in this test. The challenges with this model include defining an intuitive
organization of components and providing context and comparison of choices so that
users have enough information to assemble their custom product.

BIGGEST ISSUES WITH PRODUCT CUSTOMIZATION

Users experienced the most difficulty with a task that involved designing a t-shirt
after having already designed one.

Task: Design a second version of the shirt so your co-organizer has two
options to choose from.

Task completion for this task is a lowly 44%. Users who were successful experienced
moderate to major difficulty. The leading causes of task failure and frustration
included:

e Lack of workflow structure: The Custom Ink interface is designed like a
piece of design software. This requires users to spend a lot of time trying
to determine how to configure their shirts and where to find specific
functionality instead of just focusing on their design.

¢ Inability to save and apply data: Users can save a design, but cannot
use it as a basis for another shirt, so they need to re-enter all of their
design configurations with each new version of the shirt.

e Misleading information on product selection page: Users selected a
particular shirt specifically because it came in both adult and youth sizes,
but in the detail screen, there is no longer a youth option.

Overall, users experienced less task success and higher levels of difficulty in
completing Product Customization tasks (versus Interface Customization). The
good news is that there are great opportunities for improvement in the product
customization space.
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DESIGN GUIDELINES

21.Clearly indicate where and how to start the customization process.

The most important step in product customization is the first step. Getting users
into the workflow can be complicated by what steps need to be taken before
customization. For example, on the Action Envelope site, the user needs to find
and select an envelope first before customizing it. This is the same with Tiny
Prints (invitations) and Custom Ink (t-shirts). Whereas, on sites such as [me] &
goji, the user can just hop into the customization process from the homepage
without any previous selection — because the user is not customizing an existing
object, rather he is configuring a cereal from scratch.

On the Action Envelope site, some users missed the point at which customization
would begin. The screenshot below shows the pricing and options located on the
detail page for a specific envelope. One user selected the 500 radio button and
then the Add to Cart button. However, in order to customize the envelope, users
are expected to select the Printed tab and place the order from there. One user
commented “l didn’'t even see the Printed tab. | figured [customization] would
come at the end.” Users may not know you offer customization or mistakenly
assume, like this user did, that they will have an opportunity to customize later
which will inevitably end up involving customer service.
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#10 Regular Envelopes (4 1/8 x 9 1/2) — 24lb. Bright White E-mail | Help Chat
n Choose a Color (34 Available)

By Color By Collection Eco Choices
L 24Ib. Bright White 24lb. ‘;‘
24lb. FSC Certified - White FAREED
L= Airmail 131
£ 24
24lb,
ENLARGE ORDER A SAMPLE
hite w/Security Tin 24b. | v
Specs Gallery Reviews FAQs Templates n Pricing & Options
Item #43687 m
e oo H PLAIN PRINTED o
Style Descriptior W Ho Printing From $37.95 / 50

The mail system workhorse, great for personal or corporate
business. The #10 "Legal” or "Business” size envelope is most
common, but there are 14 regular-postage sizes to suit virtually
any invoice, sales piece, check or correspondence. All are Quantity Price
available with meistenable flaps on the long side, some available

in peel and seal.. Plain or printed. o Enter any quantity or select 3

price below. (Multiples of 50)

Matching Products 50 © $7.95

The item you are looking at is "24lb. Bright White". Select the _ I,

checkbox to add one or more matching products to the cart with 250 © $11.95 Save 69%

your order. )

Add oty Price 500 © $16.95 Save 78%
1,000 ® %$21.95 Save 86%

=] 8 1/2x% 11 Psper Enter Qty.
2,000 ® $36.95 Save 88%
5,000 ® $%$93.95 Save 88%
10,000 ® $175.95 Save 88%
20,000 © $333.95 Save 89%
50,000 @ $746.95 Save 90%

ADD TO CART

To customize a selected product, users need to select the Printed tab. Some
users did not realize this and added the envelope to their cart expecting to
customize later in the process.

An example of an impossible-to-miss customization invitation is the Tiny Prints
detail level page. The user can go no further without customizing the invitation.
The difference here is that Tiny Prints doesn’t sell blank invitations, whereas
Action Envelope does sell a blank product. However, there are better ways to
present customization besides hiding it behind a tab. For instance, instead of the
single Add to Cart button, they could have a two buttons; one to Purchase Plain
Envelopes and another to Customize Envelopes.
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Shop Al of Tiny Frints
“Vour Account | Order Status | View cart Yl
(@ Live Chat | FAQ | & Toll Free: 877-200-52:

Sunday-Friday )
Contemporary Business Holiday Cards & Invitations

Home ons & Announe

home - new birth announcements, baby shower invitations and more - city sketch
. Woving Announcements

) L+ City Sketch
we've moved ! s
L @ ~vailable on regycled
Come visit us in our new location: “hs low as §1.14 aach
Send a charming little note to let all your business contacts know your company has relocated.
This delightful corporate moving announcement from Tallu-lah offers a fun and fashionable
way to announce your company's good news.
Ordering Options
WISHBONE GRANT WORKS
Moving | 25 cards (5149 ea.) 53725 v |
Announcements;
Paper @  Signature Matte - ¥ |
Envelopes: @ White -
Does not include shipping or tax Subtotal: $37.25

Shipping Options: € @Ca\cu\ate Shipping

Al text and ph @, zoomin
Ships outin 4-5 business days. Heed it fas
Panels Rush Processing is avaiable for S ships out in 3 days

weve moved!

You can click on \gy photo or text boxes ta edit when you persénalize the card

Frent Not sure yet?
Colors,
D Request Sample . Save to Favorites Email to a Friend

Product Details

City Sketch Moving Announcements

Designer: Tallu-lah for Tiny Prints Personalization Options
Type: @ Flat Card
Card Colors: D Basil
Dimensions: 550x4.25 inches (wxh)
Printing Process: @ Digital Offset Printing Papers: & 11010 White Matte

100 Ib Recycled White Smooth Matte

Envelopes can be pre-shipped
Order early to address your envelopes
before your information is finalized

Classic Roman
Neutra Book
B Neutra Bold
=Preship my Envelopes Classic Italic
Classic All Caps

Ink Colors: € . Coffee

|:| Basil

. Deep Sea Green

Envelopes: © =1 wnite

Frinted return address available on white envelopes in black ink ($0.50 each)

1-877-300-9256 (Sunday-Friday) | corporate tinyprints.com | info@tinyprints.com @AWSECURE
Copyright @ 2004-2009 Tiny Prints, Inc. | Jobs | Terms of Service | Terms of Use TESTED DALY 17-MAR

The path to customization is very clear on this detail page.

On the [me] & goji website, the homepage features not one, but three links to
the cereal customization process. This is definitely overkill; however users in our
study did not have any issues with finding the cereal customization process on
this site.
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my goji login ¢ view cart [0] items §

custom artisanal cereal Q
[| [ |e] go | org o1 areo

it 1o your home wilhin a week in our cereal capsule

r cereal anline frem our 30

+ all natural ana

5. we hand mix it in new england and ship

designed by you, handmade by us click to get started!

- = - ». ?
our recommendations

OO
SO e %ﬁf

g A Sy .
.l oo \¢ ﬂ
* * )3 _ " P
aoji berry maine wild pistachio quinoa flakes brazil nuts awintry wake-up affts £ .)T‘i.; &
blueberry \] o |-

|__{tanks
dozens of ingredients billions of possibilities

our guarantee | contactus | privacy policy | terms | fag | gifts | login

SHARE o 90 & REOROERAMIX @

The [me] & goji homepage features three links to begin the customization
process.

22.Communicate the scope of possible customizations.

Misunderstandings regarding what, specifically, about the product is customizable
can lead to lost sales. For example, on the Tiny Prints site we asked users to
create a moving announcement for an event planning business. One user,
examining choices on a gallery-style page, discounted any designs that were
colored brown saying, “I’'m going to pick colors | like. | don’t like brown.”
However, colors on many of the announcement designs can be changed in the
customization process — she did not know this.

Another user didn’t realize until later in the process that he could have had
envelopes printed with his return address, but since he didn’t realize that was a
feature, he didn’'t budget for it and spent all his money on the cards and

shipping.

Another user found a design she liked, but she assumed she could not use it
because of language used on the sample illustration that said “We’ve moved to a
new place...and we’d love to help you do the same!” The user looked at this card
carefully and said, “That looks like it’s for a real estate agency...doesn’'t work for
my business. | assume it is customized for real estate agencies.” She returned to
the card again and arrived at the same conclusion.

© NIELSEN NORMAN GROUP WWW.NNGROUP.COM




* Doubie chol LF (% = 7, *
L et kR @, Zoomiin @, Zoom ou
® Alfext and photn haees are sdlsbie
| Maving Announcements
| Happy Neighborhood a. el
{tianpy.belghborhos PERSONALIZE
| @ traitatie 0 merded
“As baw a5 $0.99 wach
L] " 1
WE'VE MOVED TO A NEW PLACE... | &t the good nows abaud your company's rolacasan witl ail you niew neightoes and ald
_ | hiends This i designud by KP offers a uniqus and
AND WE'D LOVE 1 1ELP YOU DO THE SAM chirring wiry 1 bl mtyun: knew youve moasd
Ordering Options
Leman Tree Realty Group
f Maning | 3
12 Main Street ool on cuna 5130 ) s v
Bickham, MA 16688 Pager @ Sigrature Matta |
Tel. $05.555.4667 Ervelopes @ Whito
Fux. 405.555.4668 Dowt oot inciote shipping e tas Sublotak $41.70
wiww, lemontreerealtygroup.com shipping Options: @ [ calcuiste Shipeing
Ships o n 4.5 buminess days Neecd if faxtor?
Rush Processng is avaiabie for 3566 and shivs out m 3 days
|PERSONALIZE|
You ean click on any photo " ¥
Hot sur: yot?
[Z] Rowest Bamel W o o Finsoriles 0] Eemail
Ha Nelghborhood Moving Anicuncements

The user assumed this card was only for real estate agencies because of the
reference to moving in the sample card.

One of the small bullet points above the card image says “All text and photo boxes
are editable.” This detail may have eased her concern, but the bullets are easily
overlooked. It would be better to first enhance this message to make it clear that not
only are the fields editable, but can be deleted. Second, it should be enlarged and
placed where users cannot overlook it.

« [ouble click on image to zoom
¢ Click and drag image to pan
¢ Alltext and photo boxes are editable

This message is important to users’ understanding of what is editable on these
invitations, but it is very small and poorly located.

23.Categorize and organize products in a user-centered manner.

Helping users find appropriate products to customize makes it easier to get them
into the customization process. It is important to consider the criteria users are
considering when selecting products. For instance, on Action Envelope, users can
shop for envelopes by color, collection, size and use. Collection is a very useful
categorization for someone shopping for a variety of envelope types, when they
want them all to match. This categorization is unique to the stationery business
and would not be something you would see when customizing t-shirts.
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Shop by Color
Shop by Collection

Shop by Collection

Shop by Size

Shop by U ! !
Ly L= Select a collection or scroll down to view:

Printed Envelopes
—F& | ExpressShop

F

Business Envelopes

Brights Clear Color
Regular
= Window J 7 —
Open End - I
Booklet
. Exclusive Grocery Bag Ivory Kr
P Clasp
Remittance
] | = ——
Social & Invitation ' \\'/
Square Flap Metallics Natural Parchments Pag
_I Square
Open End o AR
Fointed Flap
Inner Cuter .
White

Lined

Action Envelope enables users to search for customizable products via multiple
facets: color, collection, size and use. As well, it provides additional categories
such as Business Envelopes and Social & Invitation.

Custom Ink presents an extensive and categorized list of products directly on its

homepage. Categories are straightforward and specific enough for users to find
products that serve specific uses.
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Pick a Product

> Unisex » Teamwear & Jerseys > Unisex
» Ladies & Girly » Wicking » Ladies & Girly
» Youth > Warm Ups > Youth
» Infant & Toddler
More Than Just T-Shirts...
Ladies & Girly m Long Sleeves Drinkware
Short Sleeve Unisex Koozies

Long Sleeve Ladies & Girky \Water Bottles
Tanks & Sleeveless Youth Cups
View Al View All View Al
ﬂ Youth m Shorts & Pants i Business Wear
T-shirts -4®. choris Polo Shirts
Long Sleeve Sweatpants Casual Polos
Athletics Wiew All Button Downs
Wiew All Wigw All
Infants & Hats Pens & Supplies
' Toddlers g‘ Baseball Caps / Pens
Infants Winter Hats Paper Products
Toddler Visors Stickers
View Al View Al View Al

Fun Stuff
Stuffed Animals
Team Spirit tems

Frisbees

View All

Cuterwear ™ Bags
m Windbreakers m Tote Bags
Polar Fleece Athletice & Duffels
Wiew All Backpacks
View Al

The Custom Ink homepage features a detailed yet scan-able categorization of

products.
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24.Avoid fancy icons that need to be defined.

The customization process should be intuitive and straightforward. Fancy
programming and unintuitive design for design’s sake should be avoided. An
example of an element that users routinely had trouble with was the clickable
leaves on the [me] & goji website. Despite a pop-up message at the beginning of
the process (Note: requiring such a message is the sure sign of a flawed design
that must be changed), users still tried to click on the image of the ingredient
instead of the leaves. The only reason for the leaves is to allow for the fancy
drag-and-drop-into-the-bowl interaction that also caused trouble for users. The
leaves and the message are a workaround caused by the inclusion of a
technologically possible but highly unusable design element (i.e., the drag and
drop).

click on the leaves for more info!

S i ]

artisanal cereal flaxed and flaked samurai wheat r

example m

Czl;}

Total

click on the leaves above any ingredient for more info. -2
Chaol

I SI}I;I:'I

Pota

gotitl Carb

Fr;;

SEMul

|I¢°hh- |

The leaves on the [me] & goji website were not an intuitive link to more
information and, thus, required messaging to tell users that they must click on
them to get more information.

25.Utilize linear workflows to customize the product; avoid loosely defined
steps.

One of the biggest mistakes Web designers can make is to design a
customization workflow that more closely resembles a piece of power-user
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software than a web-based application. The primary difference is that software,
particularly design software, is less structured than a Web-based application that
walks users through a process.! In our study, every user of the Custom Ink
website experienced difficulty in designing a custom shirt. Because they are not
guided along a linear process, users spent a great deal of time looking for basic
features like how to center text, change fonts, resize text and, the most difficult,
put text on the back of the shirt. For those who feel comfortable learning new
software, this interface is fine, but for a person who needs to simply design a
shirt for a family reunion or a child’s soccer team, this can be far too frustrating.

rotate Qzunm in g print this ?get help

Get Started

What do you want to do first?

@ add text
e add art

change color
(or item)

Need Help?

Contact us for friendly, free help.
Learn on your own by watching the
demo.

Gildan Ultra Cotton T - Tangering :: Printing : 0 Color Front, 0 Color Back
Cuantity: & piece minimum

Custom Ink’s unstructured, wizard-free Design Lab caused much trouble for
users in our study.

Users testing the Action Envelope site experienced little to no difficulty in completing
the customization process. The wizard-like path through the customization ensured
that users completed each step, provided all required information and knew the
scope of possible customization without wondering if they missed something.

! For more on the ephemeral style of applications that are usually the best for
embedding within websites, see our separate report from testing of Flash-based
applications: http://www.nngroup.com/reports/flash/
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The Easiest Way to Order Printed Envelopes

In this step you'll provide the information we need to print your envelopes. You can tell us what you want
Upload Artwork File to print and where to place it in the steps below. If you want to add a logo on the envelope, there is no
PDF additional charge. Just upload the file.

o Where are we printing?

@ Return Address © Reply Address © Back Flap © Two Sided/Other

Reorder Artwork

e Enter your address to print on the envelopes

Enter your text in the font, ink color and size, the way you want it printed. See Examples

Font family  ~ Fontsize * | Ink color -/ B I U |

9 Upload your logo or Word document

Want your logo or graphic printed on your envelopes? Qur art department will add your logo to the wording
you provided above, and create a PDF proof for your review. Please specify the logo position in relation to the
text, such as to the left, or centered in the comments box.

Browse._ |

Comments

Blease provide any helpful instructions, details, or comments below.

The Action Envelope wizard-like customization process reduces task failure and
task difficulty.

26.Include all required decisions to be embodied within the defined steps of
the process to avoid error messaging.

In addition to creating a linear customization path, also make sure all definable
elements are included in that path. Every user who created a custom cereal on
the [me] & goji website got the same error message: “oops, you haven’t named
your cereal. Would you like to go back and name it?” If naming is part of the
process, then it should be included in the workflow. Given the current
disconnected design, expecting users to know that they must name their cereal is
unrealistic. Ideally, this step should come either first or last in the process.
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my goji login % view cart

anal cereal

mel Qo
N

double dick here to
name

clickto see how much real this really is

Nutrition Facts

shipping:

far

Calories 167.0

TD‘EI Fat4. Eg

=
ChDIesterDI Il Omg 0%,

click on the Jeaves for more info!

| Sodium &7, |mg I
oops! you haven't named your cereal. Potassium 104 5mg 3%
Carbohydrates 77 59 %)
would you like to go back to name it? N a

- a5 i, R _ " vatem Og

; * : = (double click on big tube to name cereal) “Bsed on = 2000-caTori Gt
chia pumpkin  sesame  sunflower almond
l no, take me to checkout | | go back and name it '
amaranth
& drop here to add my cereal $14.85
ol S 600g (210z
g S8

mange banana

our guarantee | contactus | privacy policy | terms | faq | gifis | login

SHARE ot 50 o2 pyright [mej&gaji. All Rights Reservad. Homepage by Circus; Site by Amow Business Solutions

Naming the cereal is not included in the primary customization workflow and
users did not notice the naming feature (“double click here to name”), so when
users tried to checkout, they receive this error message above.

27.Group page elements and use layout prioritization to improve workflow
efficiency and effectiveness.

When asked to create a cereal, users experienced significant issues with the [me]
& goji website. There was only a 30% task success rate and users experienced
between minor to moderate difficulty using the site. One of the primary issues
with the interface is the lack of focus — there are too many elements fighting for
the user’s attention. While most users responded with enthusiasm to the concept,
the interface quickly overshadowed any initial joy. The two most significant
issues:

1. Process navigation elements (progress meter and next/previous buttons) are
not working together. The progress meter, which lists the steps of the process
and indicates where the user currently is within the process appears to be
part of the global navigation (start, why, who, blog) and not related to the
next/previous buttons. It is typical for these elements to either be located
together and/or to frame the process content (process meter directly above
process content and next/previous buttons directly below)
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2. The ingredients are located in the middle of the page with descriptions above
and the bowl below. It would be better for ingredients to be listed at the top
with other information below instead of elements above and below that the
user needs to toggle between.

my gojilogin  %¢ view cart

custom artisanal cereal

[l | |e] gOJ| 'e-v'i @omw
samurai wheat bite size shredded wheat -

there is something special about the way these little cubes of shredded wheat trap milk the inside
their spongy walls and explode with each bite like an orgiastic feast for the mouth. rich in fiber and
low in fat, this 100% whole wheat base is made from hundreds of tiny ninjas slashing away at a

double dick here to

block of wheat. but rest assured, we pay them well for their senvices. fame
$4.90 (600q) Nutrition Facts
drag and drop in bow! contains: bite size shredded wheat - wheat germ [Serving Size: /4 cup (40g)
[Servings Per Contsiner: 15
or click to add = =
P ok i 2 plreag é;rﬁ:r:;s :r"SeNlr-] Cal from Fa1 0.
o click on the leaves for ingredient info  directions L % D“”Y“""“‘}:
Saturated Fat 0.0g [
Trans Fat 0g
: [Cholesterol 0.0mg i
: | ; [Sodium 0.0mg 0|
click on the leaves for more info! nexpra @ order! Potassiom 8.0mg £
[Carbohydrates 0.0g o
L'V Dietary Fiber 0.0g )
Sugars 0.0g
" e & i o ais z [Frotein 0.0g
s E&L B o . o "* “based on 2 Z,000<alorie diet
artisanal cereal flaxed and flaked  samurai wheat  raw S-grain muesli  healthy hoops  golden granela  choco grancla Contsins
my cereal drop here to remove
drag & drop here to add
50.00
210z 7
_—
shipping: $4.99*
i need help ® recommendations ® suggest a new ingredient ® start designing my gluten-free mix
our guarantee  contact us privacy terms careers fag
we accept:

please spread the word! - %
© sHARE A2 B % C GLOBE GURBRD

2003 Copyright [melégaji. All Rights Reserved. Site by Arow Business Solutions

o 0 Y s =

The [me] & goji page layout lacks cohesiveness and focus.

28.Utilize standard process navigation.

Process navigation consists of two parts:

e Progress meter indicating degree of completion and/or step in the process
e Controls to move forward and backward (e.g., “next” and “previous™)

It is important that these two elements work together in a cohesive fashion and that
both are visible and not hidden below the virtual fold of the page. The progress
meter serves two purposes: Before the user starts the process, it illustrates process
complexity and, once the user is within the process, it shows how far the user has
come and how many more steps before completion.

Additionally, the progress meter should be present on every page of the task flow, it
should remain in a consistent location and the items within it should not change. A
significant issue on the [me] & goji website is that it uses two progress meters —
one for cereal configuration and another for the checkout process.
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custom artisanal cereal

| | I‘ } cereal hase efﬂm o nuts & seeds euruer! >

to display info,
size: click the leaves
: above an ingredient =———a=

) 600g (21+ 0z)) )
@ choose a delicious base click to see how much cereal this really is to add an ingredient e double dick here to
© add fruits, nuts, seeds and more drag and drop the name
© e hand-mix it and ship it to you shipping: thumbnail into the bowl example Nutrition Facts
USPS rate for 1st Capsule Skiciiabedip
get it? got it? gojil only $1.90 each additional Capsule! the nutritonal counter —- [Emount Per Serving
updates instantly [Calories 1187  Cal from Fat 179

% Daily Valued
3

CANADA: actual USPS shipping charges apply

Saturated Fat 0.0g
Trans Fat g
[Eholesterol 0.

[Sodium 64
1
@order! [Potassium 44 Smg

click on the leaves for more infal (::lck

Distary Fiber 4.53

custom artisanal cereal

you design your cereal online from our 30+ all natural and
organic ingredients. we hand mix it in new england and ship

it to your home within a week in our cereal capsule.

designed by you, handmade by us click to get started!

make a difference with your cereal...

green tag

carbon-negative delivery!

by purchasing a green tag, you are more than offsetting the CO2 emissions from the creation and
shipping of each cereal capsule. 100% of each $1 Green Tag goes to the Bonneville Environmental
Foundation and is invested in high-quality renewable energy projects.

¥, [oreen tag]

mekgo)

learn more about Bonneville Environmental Foundation HERE
learn more about our stance on green tags HERE

$1.00
add o cart main health benefits: Rich source of (clean) energy - High in oxygen (for a healthier Earth) -
Cleaner conscious - May save the planet
each additional mix is only $1.90 extra shipping!
your shopping cart items
remove Kate's Mix $14.85 1 51485 edit

total amount: $14.85

create another mix add apparel checkout

update quantity

[me] & goji uses two very different progress meters in two different locations.
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You can find examples of progress meters all over the web; Users are familiar with
them, so designers should not deviate from the standard design.

1 2 © preview NEXT >

The Tiny Prints process navigation is a good example of a conventional and
understandable design.

29.Support decision making by providing in-line help and definitions.

The customization process, at its core, is a series of decisions that must be made
by the user. When designing the customization process, it is important to put
yourself in the user’s shoes to understand what decisions and terminology may
require additional information. For example, on the Tiny Prints site, decisions
such as paper type, envelopes and shipping options are accompanied by question
mark icons that, when clicked, present more information. It is not sufficient to
present all this information prior to the customization process or bury it in help or
FAQs. Users tend not to read instructions thoroughly when preceding a process
and hunting for information in help and FAQ sections can frustrate users to the
point of abandonment.

Paper. Signature Matte — v
Envelopes: White —
! n Does not include shipping or tax Subtotal: $37.25
-~

Shipping Options: E Calculate Shipping

All text and phote boxes are editable Zoomin

o
=}

Ships out in 4-5 business days. Need it faster?
Rush Processing is available for $5 and ships out in 3 days

Panels
we've moved !
[FERSUNATIZE]]
- You can click on any photo or text boxes to edit when you personalize the card
i_ﬂp:] % |
Frant Not sure yet?
Colors .
D Request Sample . Save to Favorites J Email to a Friend
Product Details
City Sketch Moving Announcements
Designer: Tallu-lah for Tiny Prints Personalization Options
Type: Flat Card i
Card Colors: D Basil
Dimensions: 5.50 x 4.25 inches (wx h)
Printing Process: Digital Offset Printing Papers: 110 Ib White Matte

100 Ib Recycled White Smooth Matte

Envelopes can be pre-shipped ) )
Order early to address your envelopes Type Styles: Classic Roman
before your information is finalized Neutra Book

) Meutra Bold
=Preship my Envelopes Classic ltalic

Classic All Caps

Ink Colors: . Coffee

[ gasi

. Deep Sea Green

Envelopes: |:| White

Printed return address available on white envelopes in black ink (30.50 each)

Tiny Prints uses clickable question mark icons to indicate there is more
information.
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Ordering Options
ThankYou Cards: | Select a Quantity (minimum 10)

Paper: @ Signature Matte — v

Paper

Cur premium 110lb. Matte Card Cardstock features a
smooth and silky surface thatis easily impressionable
and provides a unique and luxurious feel.

Tiny Prints recycled paper consists of 50% recycled
content of which 30% is post-consumer waste. All
cards printed on recycled paper also come with
recycled, white envelopes. !'

' en you personalize th
a1 -E_

R
1001b cardstock 110Ib cardstock
vs office paper vs office paper
{50 sheets of paper) {50 sheets of paper)

Clicking on the question mark icon launches a pop-up with more information so
that users understand the scope of options as well as terminology such as
“Offset Printing.”

On the [me]&goji site, users need the additional information provided to properly
evaluate ingredients. One significant flaw in this design is that the additional
information includes marketing spin and ingredients, but no nutritional
information. Users were frustrated:

e “I'm checking the ingredients to see if any of the flakes have sugar added
to them. I'm having a hard time figuring out how much sugar is in each of
them.”

e “This is very cute, but if I don’t know what | want...It’s going to give me
my nutritional content after I've made a choice and it will tell me how
much protein, etc., but that’s not going to help me make the decision. If |
want to know beforehand...l don’t see that | can actually get that
information.”

o “I feel like I should be able to click on the walnut and get the nutrition
facts over here on the right.”

e “The only way to find out carbs and protein is once you add them to the
bowl, then you see your dietary need. So, | would have to click on every
single one of them (add them to the bowl).”

INFO@NNGROUP.COM Product Customization




$4.90 (0g)
drag and drop in bowl
or click to add
[click twice for 2 portions)

healthy hoops organic, cruncherific quinoa, spelt and kamut!

warning: these whole-grain O's are so crunchy that libraries in 40 states have banned indoor
consumption! watch these life-savers float atop your milk and know that you are throwin' your body
a line_..a line made of healthy fibers. O, how [unsweetened] it is!

contains: multigrain o's, amaranth seeds and wheat germ.

multigrain o's contain: organic whole oat flour, organic kamut flour. organic evaporated unrefined
cane juice, organic wheat flour, organic whole spelt flour, organic barley flour, organic barley malt
extract, organic millet flour, organic quinoa flour, organic honey and a trace of sea salt.

click on the leawes for ingredient info directions
add
click on the leaves for more info! next order!
A\ Y
sﬁut o ] g b =5 &

artisanal cersal flaxed and flaked samurai wheat raw S-grain muesli  healthy hoops  golden grancla

Users can view additional information about individual ingredients, but were
unhappy with the inability to get nutritional data on individual ingredients.

30.Provide context for choices.

In our study, every user that tested the Custom Ink site did the same thing:
They wanted a larger text size than the default 1.00, but not knowing what the
scale was; they would guess and type in anything from 5 to 10 which made the
text too large for the shirt. Users then had to enter smaller and smaller numbers
and decimals to get the text to be a reasonable size. Since the text size is an
open field, instead of a pull-down menu with defined choices, there is no way for
users to know what is too big versus big enough to be seen, but still fit on the
shirt. In this case, defining the extremes within some sort of menu would reduce
the amount of effort users have to invest in something as simple as resizing text.
We recommend avoiding free-form fields for elements that have limits (especially
numerical) because it places the onus on the user to determine the reasonable
range of options.
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m sleeve print annm in gprint this ?get help

Ji T g

rotate

new text | edit text
Text Size 1.00 o~

To position, dick and drag or center across

TEXT SETTINGS
Change Font:

' Impact |
I Text Size: Text Color: -
< 100 w = -] ol Text Size 1.00

Choose Shape: Shape Settings:

| MormalText |= || Mo Shape Chosen
[OutlinejText!

Choose Outline: Outline Color:

No Outline | NInone -

¥ Rotate Text

0 - 3680 degrees {counter-dockwise):
o

add notes  save/send buy now

Gildan Ultra Cotton T - Yellow Haze :: Printing : 1 Color Front, 0 Color Back
QuEntity: & piece minimum

/.\ ‘.+ ﬁﬁ W rotate m slaeve print annm in éprint this 'T’get help

A" v

Sy
swap item | add text add at  add names J i ¥ E
Add Text 1 _

new text | edit text
Text Size 5.00 -

To pasition, dick and drag or center across

TEXT SETTINGS
Change Font:

' Impact -

Text Color: -

< 500 [Resize | | MBlack -

svars TEXT
: Shape Settings:

| Mormal Text |+ | [Me Shape Chosen
QutlinejText!
Choose Qutline: Outline Calor:

No Outline - | NINgne |
¥Rotate Text

0 - 360 degrees (counter-dockwise):
n

add notes  saversend buy now

Gildan Ultra Cotton T - Yellow Haze :: Printing : 1 Color Front, 0 Color Back

Quantity: & piece minimum

Text size is adjustable via an open field which makes users work harder to
determine reasonable sizes because there is no defined scale (e.g., text size 1
being the smallest and 3 being the largest)
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31.Allow users to compare options, attributes and customizations.

The workflow and functionality needs to support the way in which users really
make purchasing decisions. Rarely does a user know exactly what he wants,
selects it, customizes and purchases. Often there are multiple products and
customizations he is considering. A user-centered interface addresses the needs
of true human decision making processes.

For example, with [me] & goji, it would be useful for users to compare
ingredients based on nutritional content to select the ingredients that meet their
nutritional needs. On Tiny Prints it would be useful to select potential card
options and compare them and their attributes side-by-side — same with t-shirts,
envelopes or any other item. One user commented, “l wish it gave me the ‘you
last looked at this item’ like Amazon or the Gap. To let me compare with the
open option.”

Additionally, users should be able to create multiple customizations and compare
those against each other to make a final decision.

32.Indicate consequences of choices.

In many customizations, there may be trade-offs. For example, if a user chooses
offset printing versus digital printing it may increase production time and
therefore push out delivery. It is important to make users aware of
consequences and present alternatives — especially when it concerns price or
delivery time.

33.Avoid multiple interface components that serve the same purpose.

Multiple ways to complete the same task can actually increase the amount of
time required to complete a task. On the [me] & goji site, if the user has clicked
on the goji leaves, the block above the ingredients includes a description of the
ingredient along with an Add button. Additionally, there is a persistent bowl
graphic at the bottom of every page with instructions to “drag and drop to add
here.” Adding ingredients to the cereal is the primary task of this customization,
therefore there should be one standard way to add ingredients and it should be
consistent on every page. The Add button in the ingredient detail block should be
removed. One user, after using the site for over 15 minutes commented “Oh, you
can just add them by clicking the add button there. | didn’t see it.” She didn’t see
it because it only appears when an ingredient detail is displayed.
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e

$1.00 {50q)
drag and drop in bowl

or click to add
[click twice for 2 portions)

add

golden
—  granola

arganic

crispy, crunchy, classic
this classic granola combines some
brown-the perfect way to add some

contains: organic oats, honey, sun
cashews, pumpkin seeds, coconut,

click on the leaves for ingredient info C

click on the leaves for mare infol

*

choco
grancla

ground
cinnamon

choco
goji

e W B, B 4R D o/
barley wheat  shredded corn gelden quinoa  multigrain  gr
flakes germ wheat flakes grancla  flakes o's nu

B o A5 My

chocolate
chips

drag & drop here to add

T

Q.ack

cacao
nibs

a *

artisanal careal  gaoji

Multiple means to add ing

redients confuse users.

34.Include a persistent on-page summary to track product customizations

and price.

A persistent summary that tracks cost and other data in real-time helps users
understand the impact of choices and make informed adjustments. This also
helps the company because users are less likely to abandon the shopping cart if
they are aware of the cost (and other aspects) through the entire process instead
of being surprised on the checkout screen.

On the [me] & goji website, as users add ingredients they are added next to the

bowl, the Nutrition Facts matrix is updated and the weight and price are updated.
As well, the shipping price is persistently located below the cereal price and
weight so there are no surprises.

Product Customization



sizes: to display into,
click the leaves
above an ingredient  s—

@ choose a delicious base to add an ingredient - ‘

@ add fruits, nuts, seeds & more shipping: SUMmey drag and drop the
@ e hand-mix it & ship it to you Spep;aﬁ‘ thumbnail into the bowl example

cereal bases: 600g (21+ oz)
granola & muesli bases: 850g (30 oz )

| Nutrition Facts
1st Cereal Capsule: only $499 [Berving Size: 24 cup (40g)

) ; iner: 15
the nutritonal counter ——a-, ikl o
[mount Per Serving

updates instantly [Calories 1482 Cal from Far 18,
% Daily Value®|

get it? got it? goji! each acditional
get it? got it? goj cereal capsule: Only $-99

CANADA: actual USPS shipping charges apply
[Total Fat 2.
Saturated Fat 0.0g
Trans Fat Og

) [Eholesterol 0.0m
click on the leaves for mare info! ( | Sodium 120.5mg
g back order Fotassium 27.6mg 15
[Carbohydrates 305g 15|
Dietary Fiber 6.3 25|
Sugar= 553
P r - ¥ ey o iy i P X Protein 4.4
5y S = % e P s D - i, ‘% S ‘gﬁ* ‘ o *based on 2 2,000-calorie diet
barley  wheat shredded  com golden  quinoa  multigrzin  ground et multigrsin  rye spelt  checo . Contains ARTISANAL CEREAL,
flakes  germ  wheat flakes  granola  flakes o's nutmeg  bran flakes  flakes  flakes  peanut  crarperry CHOCO GOJI,
choce  choce  ground  chocolate cacao
granala  geji  cinnamon  chips nibs
$6.90
my cereal drop here to remyve| |
drag & drop here to add Y - 210z _/

Q chace

artisanal cereal  goj

shipping: §4.99*

Every page in the [me] & goji cereal configuration process includes a list of the
currently selected ingredients as well as a nutrition facts tally.

In the Custom Ink Design Lab, there is no persistent quote, so users do not
know, in real-time, how their decisions are impacting price. Instead, they must
go to the quote section (and the three-step quote process) each time they want
to see how a design change impacts price.
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B rotete QEDDm in print this ?get help

Add Text
new text | edit text
Chelsea Class

of 1988
Update | [Delete

To position, dick and drag or center across

TEXT SETTINGS
Change Font:

Asimov [+]

Text Size: Text Color:

sHAPe TEXT
Choose Shape: Shape Settings:

Bulge Text n Medium -
OutlinejText

Choose Qutline: Qutline Color:

woune ~  [Nhane 8]

FDRotate Text
0 - 350 degrees (counter-dockwise):
o

Gildan Ultra Cotton T - Tangerine :: Printing : 1 Color Front, 0 Color Back

QuantlEr: [ piece minimum

Get Quote Get Quote
Enter quantity for your exact, all-indusive price.
All-Inclusive Price:
~ YOUTHSIZES - $9.36 each | $449.28 total
S ¥5: YM: YLt YHL: FREE 2-week delivery
T IS Delivered by Mon 03302009
s M L x: Rush 1-week delivery (add 25%)
Delivered by Mon 03/23/2009
PLUS SIZES
¥(L: Gildan Ultra Cotton T - Tangering
Screen Printing: 1 Color Front, 1 Color Back
T tity: 48 (125 12M 121 12
(4441 view sizing Line-up™ |

‘ Change Quantities |

Additional options:

D

* Save your quote
« Read our money saving tips.
+ Continue designing

=z geLuote v add notes  saveisend | get quote oW
Giidan Ultrs Cotton T ’gz;ﬁz' Gidan Ultra Cotton T - Tangerine :: 5ered
- Quantity: 48 (125 12M 12L 12X

The Custom Ink Design Lab does not include a persistent on-page summary,
instead requiring users to get a new quote each time they want to see how
design changes impact price.

35.Avoid fancy interaction design if unnecessary.

In this study, drag and drop functionality was the source of great confusion and
frustration. Normally, we recommend staying clear of this functionality for the
sake of users with compromised motor skills. However, everyone we tested had
trouble with this implementation, which can lead to lost sales and negative word
of mouth.
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One user figured out how it worked, but after several attempts to use it,
expressed frustration and doubt, “l can’t get the hang of the putting the stuff in
the bowl thing. | keep clicking it wrong | think.” There has to be on
overwhelmingly convincing user-centered or business-centered reason for
including drag and drop functionality instead of a standard Add this item button.

choco choco ground chocolate  cacas
grancla goji cinnamen chips nibs

: . mv cereal | |drop here to remove
drag & drop here to add yeRren :

PRt

choco

S ————— " o= 5]

Users encountered considerable usability issues when utilizing the drag and
drop function on the [me] & goji website.

36.Remove inapplicable data fields

If a user has not selected a particular option, it is important to remove detail
fields that pertain to that option. Otherwise, they will waste time filling out
information that is not applicable to their product.

On the Tiny Prints site, the fields to enter a return address are presented by
default — whether or not the user checks the “Add a printed return address
envelope” checkbox. Users entered their return address information without
realizing that this was an additional charge. One user commented “I've
completely blown my budget with the return address — now | understand the
pricing.”

Instead, users should be asked “Do you want pre-printed return address
envelopes. Cost: $.50 each.” If the users selects yes, then they should be asked
for return address data.
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Envelope Options

Envelope options are listed in the drop down menu below. Any additional cost, if
applicable, is denoted on a per envelope basis.

What type of envelopes would you like with your order?

White

Free W

“ou can order additional envelopes in case you make mistakes while addressing your
cards.

Price: %0.20 per envelope

How many additional envelopes would you like to order? 0 =

Envelopes (25 envelopes @ S0.00) 20.00
Additional Envelopes (0 envelopes @ 30.20) =0.00
ENVELOPES SUB TOTAL: £0.00

L A

Return Address Options

Printed Retur
awe your return address printed on your envelopes:
Add a Printed Return Address ($0.50 per envelope)
Line 1: | |
Line 2: | |
Line 3: | |
Line 4: | |
Msic all Caps |
Printed Return Address (0 @ 30.50) 20.00
RETURN ADDRESS SUB TOTAL: 20.00
. s

Return address fields are present on the page even if the user does not check
off the return envelope option.

37.Do not disable the browser back button.

Users turn to the browser back button far more than any designer would like to
admit. Therefore, it's imperative that the design can support the use of the back
button and not clear user data in the process. One very angry user exclaimed,
“Why can’t | go back to shopping? Son of a gun — | lost it all!”

38.Highlight editable fields.

Editing of options, text or designs is a key component of the customization
process. However, often times, users missed these options unless they stumbled
upon them by accident. One user who found the editing capability commented,
“Nice touch. It keeps you in main screen, but you can still have full access over
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the text and apply it right there instead of having to go through a whole new

screen to do it.”

One user who did not find the editing capability commented, “I’ve been to other
websites where you can change any of the wording and you can see it right
then.” So, she expected it, but still did not find it.

On the Tiny Prints site, the user must either notice the fine print stating “You can
click on any photo or text areas to edit on the next page” or she must roll over
the preview to see the editable fields highlighted. This is unfortunate, because
the users who did not find the editing capability ended up adding special requests
in the notes section asking the Tiny Prints staff to make design and text changes
to the cards — effectively negating much of the value of the web-based self-

service customization.

rinfo

R

ation to create an onli ' : : ify the personalized text as you
wn wordid@. You can click on any photo or text areas to edit on the next page. Fregently Asked

ear on the card.

-
we ve moved!

Text Editor

Come to our new showromd

Font: Classic ltalic - Size: 15 ~

Color: I:l [ |

suggested verses +

| cangEL | | APPLY i

PRIORITY PARTIES

T

al o

Come visit us in our new location: - II M n
Personalize 1] @ personalize i
City Sketch: Basil PERSONALIZE IT! Click on any ﬁ - .
change design text or photo hoxes below to edit. save project
4L | Eront @
Pl help

==

)
il

\
\

Some users of the Tiny Prints website did not realize that announcement text

categories and images could be edited.
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39.Provide an online proof.

Without an online proof (preview of the final item), users do not feel comfortable
placing an order and it could negatively impact sales. At the checkout screen of
Action Envelope, one user commented, “It didn’t let me preview the envelope. I'd
want to see what it looks like before | spend $98 on it.” Another user
commented, “The other thing that | like to see is a little proof. You never know
when you’ll make a typo.”

Including a proof of the finished product assures customers that they have
customized correctly and can feel better about placing the order.

Shopping Cart

City Sketch : Basil

item details
« Moving Anno
nalized Item
edit Printing: Digital Offset Printing
remove
Envelopes :
«White Envelopes
« Additional Envelopes
edit
Options: — . .
o Qigital proofvia email. (removep

There is a link to see your item with the selected customizations as well as an
option to receive a digital proof via e-mail.

40.Place pertinent information at the top of the page.

A basic rule of web usability is to place the most important information above
lower priority information. When users click through to their shopping cart, they
expect to see a summary of their order, but on the [me] & goji website, all they
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saw was a message about green tag carbon-negative delivery which confused
users. One said, “It’s hard when this tag thing is up at the top because it’s not
obvious that check out is there [below].” Another commented, “Green tag to
offset the carbon. OK. | didn’t see that this was the actual shopping cart.”

The purpose of this page is to summarize the user’s order, but the delivery up-
sell takes priority and pushes the shopping cart down the page. A better way to
present this offer is to make it a selectable line item in the shopping cart. The
other design option would be to include this delivery option on a separate page
preceding the shopping cart, but make sure that the button users click to get
there does not indicate that it is the shopping cart because that will cause more
confusion.

my gaoji login N view cart [1] items 515

custom artisanal cereal

you design your careal anline from our 30+ all natural and
orga ngredients. we hand mix it In new england and ship

it to your home wilhin a week in our cereal capsule.

designed by you, handmade by us click to get started!

make a difference with your cereal...

green tag
., carbon-negative delivery!
by purchasing a green tag, you are more than offsetting the CO2 emissions from the creation and
ree ag| shipping of each cereal capsule. 100% of each $1 Green Tag goes to the Bonneville Environmental
Foundation and is invested in high-quality renewable energy projects.

learn more about Bonneville Environmental Foundation HERE
learn more about our stance on green tags HERE

$1.00
main health benefits: Rich source of (clean) energy - High in oxygen (for a healthier Earth) -
add to cart .
Cleaner conscious - May save the planet
each additional mix is only $1.90 extra shipping!
your shopping cart items
remove Kate's Mix $14.85 1 514.85 edit

total amount: $14.85
estimate shipping

update quantity create another mix add apparel checkout

if you have a gift or coupon code you will enter it later

we ship to military APO/FPOs and support our troops!

Users were confused by the Green Tag delivery message, instead, expecting
their shopping cart which they then noticed at the bottom of the page.

41.Make it easy for users to apply their customizations to multiple products
and compare the results.

It’s typical for users to want to evaluate products in the context of their
customization. For example, a user may wonder if their design looks better on a
green, blue or black t-shirt. Or a person may want to see which party invitation
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looks best with their information. None of our testing sites provided this
capability, but users expressed their desire for such functionality:

e “Now, this would be nice if it would automatically take the info I had
already entered and brought it over.”

e “] can’t get it to recreate the text | had...which is aggravating.”

Ideally, there should be a way to save content or design specifications so that
they can be applied to other applicable products. Streamlining this process better
matches how users want to customize online.

42.Allow users to invite others to review/approve their customization.

The reality of consumer and business purchases is that it often involves more
than one party. For example, if a manager asks an employee to design and order
envelopes, she would probably like to see a proof before the order is placed. If
someone is designing a t-shirt for a reunion, he may want to share his design
with co-planners before placing the order.

To meet this need, Custom Ink provides the “Send to Friends” feature that
doesn’t even require registering for an account or signing in. Not having to
register for this functionality is a considerable user experience plus since users so
dislike the requirement on other sites. As one user reacted to another site’s
registration request, “See, now this | hate. | would just leave now. | hate it when
you're forced to create a password for a one-time order. It really frustrates me.”
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Save Design [ Send it to Friends

Design "tangclass” saved. Chedk your email for
a link to this design.

Send this Design to Friends
Toe

Enter email addresses separated by commas

Your Name:

Enter your name...

Message:
I just created this design. Take a look!

&ll email addresses are freated confidentially.

Post this Design Online:

Share this design on Facebook, your website
or email it to friends,

Custom Ink makes it easy to send your design to others for feedback.

43.Provide functionality for user to complete more than one customized
product per order.

In some instances, users will normally place orders for multiple customized products.
For example, an office manager ordering multiple sizes of envelopes and a mother
ordering customized thank you cards for all of her children. If this is a likely scenario
for your users, be sure to design the site in a way that allows users to complete a
product, place it in their shopping cart and continue shopping/customizing. In the
case of Action Envelope, they took it one step further and provide an express
interface to streamline the process of placing multiple orders.
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Home :: Printed Envelopes Express

Shop by Coler
Shop by Collection
Shop by Size
Shop by Use

Printed Envelopes
& | ExpressShop

Inner Outer

Lined

Shipping & Packaging
| Paperboard Mailers
I Bubble Lined

I | rlastic Mailers

| Recycled
B Holiday Shop

Custom Envelopes

%} Made-to-Order

Printed Envelopes Express

The most popular envelopes for everyday use

Business Envelopes select from these most popular sizes, or browse all 105 sizes.

Social & Invitation select from these most popular sizes, or browse all 27 sizes.

AL
25/3x51/8

n Size & Color

View all 42 colors
View all sizes in Square
Flap Envelopes

A2
43/8x53/4

A A7 A3
4 3/4x61/2 S51/4x7 1/4 53/4 x 8 3/4

E Printing Options (changes will update prices)

Square Envelopes select from these most popular sizes, or browse all 10 sizes.

Production Time: @) Rush-2 Days

tandard-5 Days

#10 Regular #10 Window #6 3/4 Regular #9 Regular 6 x 9 Booklet 9 x 12 Booklet 9 x 12 Window
Business Envelopes n Size & Color a Printing Options (changes will update prices) a Quantity
= Ink Colors on Front: ® 2 50 $37.95
Wwindow 100 $45.95
Open End Ink Colors on Back: 1 ©2 ©3or4 250 $50.95
Gzfaze Production Time: @ Standard-5 Days (&) Rush-2 Days 500 $55.95
| clasp 1,000 $77.95
Remittance #10 Regular Design Options: 2,000 $126.95
Envelopes @ Upload/Use File(s) () (© Design Online Now (2) 5,000 $249.95
Social & Invitation Color: | 24b. Bright White v 10,000 $389.95
. 20,000 © $479.95
Square Flap Want more choices of
color? 50,000 © $1,074.95
Square View all 34 colors
Open End View 3l sizes in Reqular
Envelopes ADD TO CART
Pointed Flap

a Quantity

Ink Colors on Front: 50 $39.95
Paper & More 100 $59.95
Paper ’—J Ink Colors on Back: 250 $69.95
§ - 500 74.95
&9 Cardstock Froduction Time: tandsrd-5 Days (7] Rush-2 Days $
1,000 $109.95
Notecards
Design Options: 2,000 $173.95
Presentation Folders A1 Envelopes esign Options: ) ) .
@ Upload/Use File(s) (2 @ Design Online Now (Z 5,000 363.95
Color: 24, Brght Wnte | | @ UPIoad/! =) @ O Desis @
) 10,000 © $579.95
Specialty Shops
Want more choices of 20,000 © $1,016.95
. color?
R ==t 50,000 © $2,194.95

ADDTO T

Direct Mail
5x5 51/2x51/2 6x6 61/2x 6 1/2 81/2x8 1/2
n Size & Color a Printing Options (changes will update prices) B Quantity
Ink Colors on Front: 50 $39.95
100 $59.95
Ink Colors on Back: 250 $87.95
500 $92.95

The Express option on Action Envelope allows users to place multiple orders at

a time.

44 Prior to starting the process, disclose delivery dates.

There is no point in customizing a product if it can’t be delivered by the time you
need it. Therefore, we recommend that the next available delivery dates be
displayed at the beginning of the customization process so there are no surprises
on the checkout screen. Custom Ink actually lists the next free and rush delivery
dates on their homepage.
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rder T-Shirts Toda Pick a Product

Rush JUL
Delivery by: EE
& days

Free
Delivery by:

¥ Sweats

Custom Ink clearly states the expected delivery dates before the user picks a
product. This works because all products have the same delivery time frame.
On sites where different products require different manufacturing lead times,
dates may be listed on the initial product pages (i.e., before customization has
been initiated) instead.

45.Help users choose products and design within a budget.

When we asked users to design a moving announcement with a budget of $600
for 500 pieces, several of the users started doing the math in their head and
determined they could spend no more than $1.20 per card. They then looked
through the possible matches to find one within their price range. As well, they
were able to confirm that cards were within their budget on the page prior to
customizing via a pull-down menu detailing the "per piece" and total price at
different quantities. These are both useful features, but it would be even more
useful if users could specify a total budget, quantity and type of event and
receive possible matches based upon that information.

We recommend considering various starting points to help users find the products
that best meet their criteria — especially budget limits.
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Select below to
101 tems Found narrow search
expand all filters | collapse all fiters

reset all filter selections

B Paper Type

D Signature Matte White (99)
D Signature Textured Ecru (2)

[T] Recycled Cardstock (28)
clear selections

B Card Type

O rat (97}

7] Foled ()
clear selections

E Card Size

O s00x025 (4
O s10x525 (7
[ soox7.00 (43
[ s2s5x525 3)
[ s2sx410 (15)
[ 7.00x500 (16)

[[] 925400 (3)
clear selections

E Price

Os un
O ss (se)

clear selections

E Number of Cover Photos

O aenotos (25)
O 1 photos (8)

clear selections

Bl Designers

Sort By: BestSellers ~ Item Per Page: 24 -

Ticket Stub MORE COLORS
A ‘ Swirling Circles
5.00 % 7.00 Flat

As low as §1.14

@: asie an
RECYCLED

7.00 Flat
as 8114

bebe o e it

Ches Oagenaaion Crist

Three Aces MORE COLORS
’.cc.ﬁf DE‘;FIat_ Dinner Setting
A v as 51.14 7.00x 5.00 Flat

Aslow as 51.14

OPEN HOUSE

Vibrant Starburst

MORE COLORS

Masquerade Ball

view Al @12345

Mark Your Calendar
5.00 x7.00 Flat
A as §1.14

@ able an
RECYCLED

Clasasl Coirse

Seashell Collection
5.00 x7.00 Flat
w as 51.14
ble an
RECYCLED

MORE COLORS

5.00 x 7.00 Flat 5.00% 7.00 Flat

5 N . N B Clean Lines Bold Brackets

O annkete (@) Aslow as §1.14 As low as §1.14 00700 Pt D0 E 00 Har
Oo o _(2) fe louas e 1 18 Mol an et 14

Users can filter by

relative price level and scan

the page for “As Low As” pricing

information, but they are not yet able to specify a budget, quantity and event

type to narrow down options.

INFO@NNGROUP.COM

Product Customization



Moving Announcements

e d ! Dceistr'g(r. Eikbft_cs.rl.s' for Tiny Prints W

@® svsilzble on recycled
[
i

lation: "4z low 83 51.14 2ach

Zend a charming little note to let all your business contacts know your company has relocated.
This delightful corporate moving announcement from Tallu-lah offers a fun and fashionable
way to announce your company’s good news.

ee——

ﬂun Ordering Options
KS
u Moving = 25 cards (51.49 ea) $37.25 v
_‘ Announcements: 55 cards (§1.40 ea ) $37.05
j Paper € | 50 cards (51.29 ea.) $64.50 [
75 cards (51.24 ea)) $93.00
— Envelopes: & | 100 cards ($1.19ea) $119.00
Doss not in 129 cards (31.14 ea) $142.50 5
o | 150cards (31.14 ea) $171.00
@ zoomin Shipping Options: &9 | 475 cards (51.14 ea.) $199.50
Ships out in 4-5 business { 200 cards (51.14 ea)) 522800 —
Rush Processing is availal 225 cards (31.14 ea)) $256.50
250 cards ($1.14 ea.) $285.00
275 cards ($1.14 ea) $313.50
300 cards ($1.14 ea.) $342.00
You can click on an 325 cards (51.14 ea.) $370.50 the card
350 cards (51.14 ea.) $399.00
375 cards (51.14 ea.) $427 50
400 cards ($1.14 ea.) $456.00
Not sure yet? 425 cards (§1.14 ea.) $484.50
: 4R cards (5114 e3 ) 551200 o
Request Sample W Save to Favorites 1] Email to a Friend

The pull-down menu on the details screen tells users how much items cost at
different quantities. It is useful to state both the total charge and the per-item
price to save users from having to do the math.

46.0ffer varying levels of customization.

Users vary in their desire to create custom products — some like the idea of
creating something new and unique from scratch, while others are satisfied with
minor customizations like changing one ingredient of a pre-mixed cereal. To gain
a larger market share, consider adding various levels of customization to satisfy
different types of users. It is always easier to modify an existing template instead
of having to make up everything.
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my goji login N view cart

custom artisanal cereal
sign your cereal onling from our 30+ all natural and

you desi
organic ingredients, we hand mix it in new england and ship
it to your home within a week in our cereal capsule.

click to get started!

designed by you, handmade by us

sports mixes health mixes [pink] IAS
a wake-up w love »
alexander
> N . : san
oAt et B e e s T @ _ maring,
e Dohem  bamena  apple  staweemy  pecan  pumpkin sunrise
add to cart edit
adam | shimmy
Pt @t % - shimmy

R, R
flaed & spelt goldenralsin coconut coconut manga macadamia | coconut

flaked

add to cart edit |

carl : the
o B A swedish

artisanal chaco goil Mmulberry brazil  macadamia ) brontosaurus

careal cranberry

add to cart edit

fornews u
ight [me]&goji. All Rights Reserved. Homepage by Circus; Site by Amow Business Solutions

our guarantee | contactus | privacy policy | terms | fag | gifts | login

[) SHARE o %0 &% RECRDERAMX @

[me] & goji features favorite mixes created by the company founders. Users
can select these “as is” or customize the ingredients.
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Methodology

This report features the results of one usability study. For this study, we used the
Thinking Aloud methodology: We gave participants tasks to perform on websites and
asked them to think aloud as they attempted each task. A facilitator sat next to the
participant and observed, listened, and took notes. Users commented on:

e What they were looking for or reading
e What they liked or didn’t like about the site

¢ What made it easy or difficult for them to accomplish their tasks

At the end of each session, users answered a questionnaire and discussed their
experience with the facilitator. Each session was scheduled for 75 minutes.
Participants used a PC (with the screen set at 1024x768) and a high-speed Internet
connection.

PARTICIPANTS

A total of 24 people (12 women and 12 men) participated in this study. We
conducted the tests in Boston. All but one participant had been using the Internet on
a regular basis for at least five years. We selected users who partook in at least one
of the following web-based activities:

e E-mail

¢ Photo-sharing

e Video viewing/sharing

e Social networking

e Wish list creation/management
¢ Reading the news

We screened out “technical experts” such as IT personnel, programmers, or Web or
software designers because they are expert Web users and generally aren’t the
target users for the sites we tested.

Following is a partial list of participants’ occupations:
e Alumni programs director
e Attorney
e Call center supervisor
e College professor
e Dangerous goods specialist
¢ Fundraising director
e Grant manager
¢ Production assistant
e Psychotherapist

e Real estate agent

© NIELSEN NORMAN GROUP WWW.NNGROUP.COM




e Sign language interpreter

¢ Vent manager

WEBSITE SELECTION

We studied 26 different websites, 7 of which included some sort of customization.
This allowed us to compare users’ success and experience on sites with and without
customization.

The 19 non-customization sites were: Amazon.com, Apple, Citizens Bank, Costco,
Debate Graph, Epicurious Magazine, Etsy, Flickr, Food Network, Got Milk? (California
Milk Processor Board campaign site), The Health Connector, Lighting Universe,
L.L.Bean, Massachusetts State Government, Mayo Clinic, San Diego Zoo, Sears, U.S.
Food and Drug Administration, and the Wall St. Journal. These sites were tested with
representative tasks for their respective target audiences. For example, one of the
tasks was: “You want to buy a piece of jewelry for your friend for her birthday. She
likes pendants and is fond of floral patterns. Find an enamel pendant on etsy.com
that she would like.”

WEBSITE ORDER

We tested each customization site between four and six times. Each study participant
was expected to interact with two customization websites (although some were not
capable of testing both due to time constraints). We rotated the order of the site
usage to ensure that all the customization sites were tested at least four times and
that users were exposed to them at the beginning, middle or end of their sessions.

WEBSITES AND TASKS

The following tasks were utilized to test customization-related websites:

Interface Customization

iGoogle www.google.com/ig

e Set up an iGoogle page to match your preferences.

e Add a to-do list feature to your iGoogle page.

e Put one of your personal page gadgets at the top of your page.
e Remove one of your gadgets from your iGoogle page.

e Make your own photos available on your iGoogle page.

My Yahoo! my.vahoo.com

e Set up a My Yahoo! page to match your preferences.

e Add a to-do list feature to your My Yahoo! page.

e Put one of your personal page gadgets at the top of your page.
e Take one of your gadgets off your page.

e Add a feature that posts daily pictures of cats.

Pageflakes www.Pageflakes.com

e Set up a Pageflakes page to match your preferences.
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e Add a to-do list feature to your Pageflakes page.
e Put one of your personal page gadgets at the top of your page.
e Take one of your gadgets off your page.

¢ Include Twitter updates on your Pageflakes page.

Product Customization

Action Envelope www.actionenvelope.com

Your company needs professionally printed envelopes for your proposals and
invoices. Design and price out two options.

Custom Ink www.customink.com

You are planning a family reunion this year and want to design custom
commemorative t-shirts for the event. You expect 60 attendees (20 children, 40
adults). Your budget is $500. Design a shirt appropriate for both adults and children
that will meet the budget requirements.

Me and Goji www.menadgoji.com

You have decided that you need to eat healthier this year. Design a cereal that is low
in carbohydrates and high in protein.

Tiny Prints www.tinyprints.com

Your business is moving and you need to have announcements printed. You need
500 pieces and your budget is $600. Design an announcement at
www.tinyprints.com.

SURVEY QUESTIONNAIRE

We gave users a written questionnaire about each site after they’d tested it.

Users were asked to answer and discuss the following questions on a scale from one
(poor) to seven (good):

e Do you feel satisfied with this website?
e While using the website, did you feel lost or confused?

e While using the website, did you feel like you were in control and in
command of it?

© NIELSEN NORMAN GROUP WWW.NNGROUP.COM -




List of Guidelines

1.

10.

11.

12.

13.

14.

15.

16.

17.

18.

Explicitly invite users to customize their experience and
avoid using brand names for links. ... 23

Direct users to the customization path.....................oooll. 24

Provide a first-time “quick set-up” to familiarize users with
the concept and illustrate possibilities. ...t 26

As part of quick set-up, show users how to further

o1 15 10 T 0 0] 74 = 28
Intuitively name customization links/buttons. .................... 28
Describe the scope of customization functionality. .............. 30

Offer examples of intention-based customization to
illustrate usefulness and serve as templates for shortcut
CUSTOMIZAtION. .t 32

Make it easy for users to browse and search for
CONTENT/TOOIS. .. e 34

Define and present an intuitive and extensible organization
schema for content/tools. ... 36

Separate form and content customization............................ 38

Utilize icons to aid scanning and eliminate icons that cause
iINterface Clutter. ... i 39

Provide thorough content/tool previews to help users
decide which to include on their pages. .......ccooooiiiiiiiinnn... 41

Provide reviews and ratings with feature preview
INTOrMaATION. L 44

Utilize “related items” navigation to make users aware of
other content/tools. ... .o 45

Indicate when an item has been added to the user’s

custom interface or any other change occurs....................... 46
Distinguish shared from private pages........ccocoeeviiiiiiininnnn. 49
Identify and explain drag-and-drop functionality................. 49
Explain “new page” concept and usefulness. ....................... 49
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19. Provide customization-specific help. ..o, 50

20. Confirm content deletion requests. ..o 51
21. Clearly indicate where and how to start the customization

@0 T o S 54
22. Communicate the scope of possible customizations............. 57
23. Categorize and organize products in a user-centered

[0 0 T= T 1 1] o 58
24. Avoid fancy icons that need to be defined............................ 61
25. Utilize linear workflows to customize the product; avoid

loosely defined StePS. ..o 61
26. Include all required decisions to be embodied within the

defined steps of the process to avoid error messaging. ....... 63
27. Group page elements and use layout prioritization to

improve workflow efficiency and effectiveness.................... 64
28. Utilize standard process navigation. .............ccoiiiiiiiiiiinnen... 65

29. Support decision making by providing in-line help and

AefiNitiONS. o e e 67
30. Provide context for choices. ... ... 69
31. Allow users to compare options, attributes and
CUSTOMIZATIONS. ... et nes 71
32. Indicate consequences of ChOoICeS. ........cciiiiiiiiiiiiiiiiiiiiieenns 71
33. Avoid multiple interface components that serve the same
@18 g 1@ 1= 71
34. Include a persistent on-page summary to track product
customizations and PriCe. .....oiiiiiiiiiii e eetiaeeen 72
35. Avoid fancy interaction design if unnecessary. .................... 74
36. Remove inapplicable data fields...........cccoiiiiiiiiiiiiie 75
37. Do not disable the browser back button............................... 76
38. Highlight editable fields. ... e 76
39. Provide an online proof. ... e 78
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40. Place pertinent information at the top of the page............... 78

41. Make it easy for users to apply their customizations to
multiple products and compare the results. ......................... 79
42. Allow users to invite others to review/approve their
CUSTOMIZATION. . et aaeeee e 80
43. Provide functionality for user to complete more than one
customized Product pPer OFrder. ......cooiiiiiiiiiii i 81
44. Prior to starting the process, disclose delivery dates........... 82
45, Help users choose products and design within a budget...... 83
46. Offer varying levels of customization. .............cccoiiiviiinn... 85

INFO@NNGROUP.COM List of Guidelines



About the Authors

Jen Cardello is a User Experience Specialist with Nielsen Norman Group. Since
1996, Cardello has specialized in user-centered and business-focused website
strategy, expert reviews, competitive analysis and information architecture. She
previously led customer experience consulting practices at Gomez Advisors,
Watchfire and Keynote Systems where she advised clients in sectors including
financial services, telecommunications and lodging. During this time she also
developed hundreds of user experience criteria for the Keynote Scorecards that
benchmark dozens of financial services websites including banks, brokerages,
lenders, and insurance carriers. As principal of her private practice, Cardello worked
with clients in transportation, financial services, publishing, and education to define
user and usage-centered web strategies and architectures. Cardello holds a BFA in
Architecture from the Massachusetts College of Art and Design.

Jakob Nielsen, Ph.D. is principal of Nielsen Norman Group. He is the founder of the
“discount usability engineering” movement, which emphasizes fast and efficient
methods for improving the quality of user interfaces. Nielsen, noted as “the world’s
leading expert on Web usability” by U.S. News and World Report and “the next best
thing to a true time machine” by USA Today, is the author of the best-selling book
Designing Web Usability: The Practice of Simplicity (2000), which has sold more than
a quarter of a million copies in 22 languages. His other books include: Hypertext and
Hypermedia (1990), Usability Engineering (1993), Usability Inspection Methods
(1994), International User Interfaces (1996), Homepage Usability: 50 Websites
Deconstructed (2001), Prioritizing Web Usability (2006), and Eyetracking Web
Usability (2010). Nielsen’s Alertbox column on Web usability has been published on
the Internet since 1995 and currently has about 200,000 readers. From 1994 to
1998, Nielsen was a Sun Microsystems Distinguished Engineer. His previous
affiliations include Bell Communications Research, the Technical University of
Denmark, and the IBM User Interface Institute.

© NIELSEN NORMAN GROUP WWW.NNGROUP.COM




About NN/g



A Leading Voice In The Field of User Experience Since 1998

A Leading Voice In The Field of User Experience
Since 1998

Conducting groundbreaking research. Every week, somewhere around the globe, NN/g
team members are conducting user experience research. Our experts are experienced at
executing dozens of research methodologies. We know when and how to apply each one,
resulting in trusted insights that inform everything we do.

Evaluating interfaces of all shapes and sizes. We've tested thousands of different user
interface designs over the years. Every year we evaluate hundreds of interfaces, adding

to our collective understanding of design and user behavior. Our experts work with users,
interfaces and organizations from all over the world, widening our collective understanding.

Insights with more depth. We don’t have a narrow focus. Our observations are the
result of the cumulative findings across a large volume and variety of circumstances,
making them highly valid and comprehensive. For everything we publish, we combine our
collective knowledge of longstanding patterns with any new findings we uncover from our
targeted research studies. This allows us to interpret observations through the lens of the
dozens of similar things we've seen before to conclude theirimportance and validity. So
this report is based not only on our most recent research on the topic, but more than 20
years of UX knowledge.

OUR EXPERTS DO IT ALL

Our experts are researchers, educators, and UX Design practitioners all in one. Everything we do
informs the 3 pillars of our business, research, training, and consulting.

Research — Every person on our team conducts research. We tackle every topic in UX
from the most evergreen challenges like information architecture to the most recent and
emerging trends.

Training — Our UX Conference training events take place in cities around the world.

Attendees learn from NN/g experts and invited industry peers, leaving with practical skills
that can be applied immediately.

With more than 40 courses available, there’s something for everyone. Courses are
taught in areas such as: research practices, design processes, working with stakeholder
and product teams, among other things.
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e Certification — Our certification program helps UX professionals quickly gain skills
and credibility. By taking 5 courses and passing related exams, practitioners earn
NN/g UX certification and badge, a recognized credential in the industry.

* In-house Training — Many of our courses can be taught at your location and
customized to fit your unique needs. In-house training is ideal for teams that
want to spread user experience perspective throughout a large group and those
working on large projects that need to kick start the creative process and head in
the right direction.

e Consulting — Our experts are available for custom consulting. Our services include but
are not limited to:

» Design Reviews and Competitive Analysis (starting at $38,000 USD)
* Usability testing (starting at $20,000)
e Benchmarking (starting at $45,000)

PUBLICATIONS AND CONTENT

Over the years, our experts have developed a comprehensive body of knowledge and UX
resources. We've taken the results of our decades of research and distilled it down into actionable
guidelines, best practices and proven methodologies.

Articles and Videos
Over the years, we have created one of largest and most comprehensive sources of free user
experience content and research insights.

* Articles — Each week we publish new articles on current UX topics available to
practitioners around the world at no cost.

* Videos — In addition to our free articles, we produce a variety of short topical UX videos
posted to our YouTube channel weekly.

Reports
Our research library contains more than 60 published reports and books addressing a variety of
topics including but not limited to the following:

e Doing UXin Agile Environments

e UXDesign for specific audiences (e.g., children, college students, seniors, people with
disabilities)

e Information Architecture
e B2B Websites
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Shop for reports at https://www.nngroup.com/reports.

Corporate Websites

Ecommerce UX Design
Marketing Email and Newsletters
Intranets

Non-Profit Websites

University Website

Our Free Newsletter

A Leading Voice In The Field of User Experience Since 1998

Nielsen Norman Group’s Weekly Newsletter includes summaries of our latest research and
insights published each week. Subscribe at https://www.nngroup.com/articles/subscribe.
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