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Introduction

THE ROLE OF a user experience consultant, and specifically the user-centered design pro-
cess, is to help guide and shape the development of products and services based on what the
user understands and requires. To do this, the consultant needs to be a facilitator and com-
municator, ensuring that the right user information is uncovered and conveyed to the proj-
ect stakeholders.

The purpose of the book is to help you communicate the user experience more effectively by
producing insightful documents that successfully communicate the needs of the user to the
business. It shows you what needs to go into the documents; what research needs to be done;
ideas for facilitating practical workshops. These workshops are designed for the project team
and stakeholders to help them understand user goals and behavior, enabling the team to col-
laborate on process, content and design solutions. This book also shows you how to work with
PowerPoint, OmniGraffle, Axure, Word, or Excel to produce these documents (though the
theory can be applied to many more applications beyond these, such as HTML prototyping).

The ultimate goal is for you to create better products and services that have a transforma-

tional, measurable, and lasting impact to their users.

We're mindful of the real-world constraints of time, budget, and resource availability, so
throughout the book we've included straightforward ways to conduct research and produce
documents (call center listening and rapid sketching can transform decision-making in min-
utes and hours rather than days and weeks). The fidelity of the output is less important than
the message—although conversely, well-presented documents are often better received

because they show care and rigor.
Each chapter is focused on key user experience documents and breaks down into:

> The purpose of the documentation.
> The information and emotional needs you are communicating.

> The project team you are communicating to.
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> Ideas for research and workshops.
> The simplest and most effective ways to rapidly share outputs and ideas.

> Step-by-step instruction for how to develop documentation using common software

programs (such as PowerPoint, OmniGraffle, Axure, and Excel).

We've spent thousands of hours running workshops, sketching ideas, and creating docu-
ments across hundreds of projects. We want to share the knowledge that we've found to be
important so that you can improve what you are doing now (or get a head start in your

career), and hope that in turn you help influence what we do in the future.

A summary of the documents

Figures 1 through 8 show each document and the specific user experience insights they pro-
vide for the project team.

James

I just want to buy |

what | want and get "

out'

O=—= Key goals / We must
*+ Knows what he wants to buy « Clearly show key features
« Avoid spending time browsing + Provide easy comparison
- Get something balanced between products

between price and quality (look + Show him relevant offers

is not important)

[ ]
' Behaviours x We must never
+ Gets bored shopping quickly + Don't focus on fluffy product
« Wants tried and tested products descriptions
« Happy to let others do the + Don't overwhelm him with choice
thinking for him

+ Easily influenced by discounts

FIGURE 1: Personas. Focusing the team on the users and their needs.
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Goal: To find the perfect romantic city break
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Aandy

F1GURE 2: Task Models. Understanding user behavior.

Goal: To buy the items in my basket
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FIGURE 3: User Journeys. Showing how the system needs to match the user behavior.
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Content requirements for choosing a boutique dress

How do users want content presented:
Photos — Large high quality photographs showing the front, back, detailing and a model shot. Copy — Clear and non-patronising. Users want to be reassured by the detailing, heritage and ethics.

Summary of core needs:

Pictures — What do the products look like? Price ~Price, any applicable offers and easily accessibly delivery charges. Sizing and availability - What sizes are available and what are the
dimensions of our sizing? Do they have my size? Delivery time — When will | get it?

1 Homepage Easily be able to locate and select the dresses

category.

2 Category listing Easily select a product they like the look of.

3 Product page Add the dress to their basket.

Richard Caddick

If users have been to the site before they want
to get straight into the category listing,
however in testing it was noted that users
“may get side-tracked by other products on the
homepage”.

New users will want to get a sense that the
brand offers the types of clothes they would
buy.

Colour, price and style are all necessary.

An indication of available sizes is useful at this
stage, but can be omitted as long as it's clear
on the product page.

“I just like looking through everything available
and clicking through to the dresses | like.”

Further images including details and model
shots. Sizing and availability. Delivery and
returns information.

“I often buy two different sizes to try both, so |
need to make sure it’s easy to send the one |
don’t want back”.

Page 1

Images of the latest seasons clothing.
Sale and offer information.
Clear navigation into the product categories.

Photos that show the front and back of garments:
AL
7 /7

[t/

|
[ 1 |}
L

ol 4 = =

Price and discount information.

Alternate color, if applicable

Large (fullscreen) photos both on and off models.

Detailed sizing guide with stock levels for each size and color.

Delivery and returns information.
Quantity and add to basket.

Product description including material, detailing information

and the designer.

FIGURE 4: Content requirements. Ensuring your content aligns with the user requirements.
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AcmeApparel.com Sitemap

Header links
Home 01 Search 04 Basket 05 Help 06
Shirts 02 Jackets 02 Trousers 02 Shoes 02 s‘\:v";:e' 02

Cross link

I I I I _L_

Sizing o7 What's Requesta Email | Signed in user ]
guides catalogue newsletter |
Logged in 14

| |
| homepage

I
= |
PDF Send | - 15 |

download email | I

FIGURE 5: Sitemaps. Sorting out the structure, navigation, and labeling.
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3 Product page
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Credit cards
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“These shoukd inchade images of The 1oom, e
BAIVTOM B cther tacikves wihn T hotel
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FIGURE 6: Wireframes. Prototyping, visualizing, and validating.

1. ANl users skipped over the laft hand
navigation - and it duplicates the links in
the content arsa.

Recommendation

The left hand navigation can be remaved
from this page.

Bive

Severity ® ®

2. Usars strugghing to choosa which cand
was right for them couldn’t sa2 the card
matching service.

Racommendation
Engura that the matching service is visible

Cash

15 9% AR

25 users at the cards.
Severlty ® ® #

[2)
Need help choosing®

W sl e e M it eoed for yout ressds

Overall | think that the

layout and design is
lovely and clear!
Nik

FIGURE 7: User testing reports. Seeing the world through your users’ eyes and deciding what to focus on.
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Why do 90% of people drop out of the checkout process?

Basket

Sign in / Register

Delivery
Payment
Confirmation
‘
'
‘
N 0
N 0
‘
N 0
)
) . ' .
* Why do 22% leave from basket | Why do 26% leave from Signin + Why do 21% leave from delivery  Why do 1% leave from payment
. ) !
\ Call to action is not clear ' Users are unsure which ! Postcode lookup was  It's not clear how much they
option to choose * missed will be spending
People look for a .
'Checkout' button not a People react badly to Error messaging was Credit card charges put
'Pay now' button having to create an confusing people off
account
Details are removed if German users preferred
mistakes are made payment method is not

supported

FIGURE 8: Funnel diagrams. Analyzing and optimizing the user journey.

Putting the documents into context

The documents in this book can be used on their own or in tandem to inform a specific area
of the user experience.

For example, let’s say that you're working on maintaining an existing site but the team has
lost focus of who the users are and what they need. Decisions are being made based on what
the project team thinks the users want (this is not and never will be a user centered design
process). Developing personas and task models would take the focus away from the project
team and put it back on the user, helping to inform the short-term tactical projects and long-

term strategic aims.

Alternatively you may be creating a product from scratch and able to put together a plan that
incorporates several or all of the elements described in this book. To provide context, Figure
9 shows a typical project process, user experience activities, and documents produced. You'll
notice the repetition of validation and benchmark testing throughout.
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What are the business goals for the project? “\

Intervigws and m with the [ Business |
ider teams 1o understand \  insght )

and how it will be \ /

Output: Summary of business
requirements and key performance

Indicators (KPis) A
r ‘-\ ‘What are the user needs rom the project?
{
\ Observations and research with u
| userinsight |
L S understs ing pa 1
[l Output: Personas, task modeis,
competitor benchmarking report
How 1o align the business and user needs?
Workshaps wit ' vision |
tearm | definition |
ab e J
Thvoug g and . S
Output: Prioritised objectives, roll-ou
pian and visuslizations
N\ How doos the site feel and look to use?
f \ Initiasty the $ocus i on the information
|
Design |

y ing and wireframes. Than on the
. > application of the brand onio the design and
| | validation of the chosen routes.

Quiput: User journay, content audit and

o~ " sirategy. sitemap, wireframes, validation

How doos the site work? / N\ testing reports
W with the deveiopers )
te I realisg the user exp | Deveiop |
Output: User experience consultancy, 7
validation testing reports -

[ Moasure & |

optimize

experience and site perios
Output: Funnel diagrams and analytics
analysis, A8 and Multi Variant Testing
testing, regular user testing

FIGURE 9: A typical project process.

A All of the templates, stencils, and icons used in this book are available to download
and use freely at http://cxpartners.com/resources.

Enjoy yourselves!

Facilitating and engaging in user-centered design projects is rewarding for you and the proj-
ect team. You'll help people love the products and services you produce, and, in turn, those

products and services will become more successful.
So, have fun with the techniques and Tweet us to let us know how you get on.

—Richard (@richardcaddick) and Steve (@steve_cable).
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A PERSONA IS a document that describes the ways in which certain types of people will use
your website. Usually one persona is created for each type of user. Personas are used to show

you the goals that users will be trying to achieve on your website. See Figure 1-1.

In this chapter, you will learn exactly what information is needed to create a truly useful
persona. You will learn the best time in which to produce your personas, what information
needs to be communicated, and how to lay it out in a clear and concise way. You will also get
some ideas on how to generate the information that is needed to create a solid persona that

is based on real people.

l _AaA(S

FIGURE 1-1: A persona helps you understand users’ goals when using your website.
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What makes a good persona?

A good persona is based on real people and solid research. It focuses on the key goals that

user groups have to achieve, user behaviors, and user attitudes while completing their goals.

Ultimately, personas need to help you understand if any decisions you make will help or

hinder your users.

To put it plainly, you should create one now. Unlike wireframes or prototypes, personas
don’t fit into a specific part of a single project process. Instead they help guide every part of
every project. They provide a quick reference for design decisions, idea generation, and stra-

tegic changes.

Personas and task models sit closely alongside each other and are built on the same types of
research, so for efficiency the two can be developed side-by-side—this also allows you to

consider different personas based on the task models.

Personas should be living documents. They capture a snapshot of an audience at a specific
time. As further research uncovers new insights, your personas need to be updated to reflect
them. Doing so turns the personas into an ongoing strategic tool that constantly represents

the user behavior and uncovers new opportunities.

A persona has two goals:

> To help you make design decisions.

> To remind you that real people will be using your system.

A good persona is not based on demographics or stories; it’s based on the tasks, behaviors,
and attitudes of your users. For example, if you're developing a vacation reservation site,
your personas shouldn’t focus on what newspapers users read, what cars they drive, and
what the measurements of the inside of their legs are. This information doesn’t help you
develop your product. Avoid irrelevant information; focus on key goals. This helps you imag-

ine how people will use your product—and that helps you make it more useful to them.

11
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Use short descriptive bulleted points

Avoid stories. Don't get me wrong, I love stories, but not in personas. The problem with sto-
ries is it’s difficult to write them well and people won't take the time to read them unless they
are incredibly engaging. Keeping your persona content down to short sentences and bullets

creates less effort for the reader.

Base personas on real people

Personas should be based on real people from real research. A good way to ensure this is to
use somebody you met during your research as a base for your persona. Choose somebody
who is a fair representation of the persona and then add in any other relevant pieces of infor-
mation you found in your research. This means your persona shows a fair representation of

the group it’s representing but uses real examples that you have really experienced.

Use descriptive photography
Photos can be a really valuable part of a persona, but more often then not they are used really
badly. Mostly photos are used to put a human face against the persona, so a cheesy smiling

portrait is stuck at the top of it. Photos on personas can do much more than that.

The right photo can tell the reader something about this user group just from looking at it.
For example if one of your personas has a hard time using technology, then the photo should
be of someone struggling to use technology. Photos in your personas should reflect user

behavior, not just age and gender.

Avoid using stock images. They are tacky and make your personas feel less real (real people
don’t stand in studios with cheesy grins). Ideally you want to use photos of real users who
you encountered during ethnographical research (explained later in this chapter). Photos of
real users performing relevant tasks will help ground your personas in reality. Of course this
is not always possible. An alternative is to use an online photo sharing site like Flickr. These
have a wealth of candid photos of real people in real situations. However, you need to be
aware of the licensing that is associated with the images and may need to seek permission

from the photographer before you use them.
Figure 1-2 shows an image from a persona for a shopping site.

A nice addition is to include a photo of the personas’ environment. If you show the space
that they inhabit while trying to use your system, you might come up with some interesting
ideas of their behaviors and constraints. It could tell you if they work in a messy environ-
ment that is full of distractions. It could show you the kinds of devices they use: laptops or
mobiles. It could show you any other resources they use to complete their goals: books, bro-

chures, or notepads. Figure 1-3 shows an example environment image for a persona.
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FIGURE 1-3: This is the actual desk of co-author Steve Cable. What's it tell you about his environment?

13
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Here’s a breakdown of what you need to include in your persona. Figure 1-4 shows examples

of the concepts that follow.

Photos
Use representative photos that put a human face against the persona and also tell the reader

something about the person behind the persona.

Persona names
A name humanizes the persona, but also makes it easy to know which you are referring to in

design meetings: “This idea would work for Ken, but not so much for Deirdre.”

User quotes
A quote from somebody you met during research can bring the persona to life and give a

quick overview of that persona’s state of mind when trying to complete her goals.

Key goals
If you know what people want do on your website or with your software, you can ensure you
have everything in place to make sure they can do it. Different personas will have a different

number of goals, but generally you want to know the answer to these questions:

\Y%

Do they have a specific task to complete quickly?

\Y

Do they want to take their time and enjoy the experience?
> What do they need to know?

> What is their ultimate goal?

Behaviors
Knowing what motivates people and how they are likely to be feeling helps you create per-
suasive designs that will influence choices and help reduce any worries they may have. Look

for answers to the following questions:

> What are their motivations for using the system?

> What are they likely to be feeling when they use your system? (Do they assume it’s

going to be a frustrating experience?)

> Do they have a lot of spare time to perform their tasks?



CHAPTER ONE PERSONAS

> What influences their choices?

> What puts them off or makes them lose trust?

Must dos

A must do is a simple description of what you need to do to support your users’ key tasks and

behaviors. These must be about your system or service as a whole because they can be used

to validate any design decisions or new functionality.

Must nevers

A must never is the same as a must do, except it focuses on what you must avoid at all costs.

Avoiding any of the points in your must never section will help prevent designing a system

that will make your users feel lost or confused.

James

' just want to buy
what | want and get "
out’

O=x Key goals

= Knows what he wants to buy
- Avoid spending time browsing

= Get something balanced
between price and quality (look
is not important)

. o~
' Behaviours

- QGets bored shopping quickly
« Wants tried and tested products

- Happy to let others do the
thinking for him

« Easily influenced by discounts

J We must

+ Clearly show key features

+ Provide easy comparison
between products

+ Show him relevant offers

x We must never

+ Don't focus on fluffy product
descriptions

+ Don't overwhelm him with choice

FIGURE 1-4: A completed persona that focuses on user goals and behaviors.

15
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Personas are for anybody who needs to make a decision about the design of your system, or
a decision about your strategy as a whole. A well-researched persona can help inform these

decisions.

They are especially useful for companies that don’t know anything about their customers. It

gives you a chance to think about why you are doing what you are doing.

Experience shows that it's important to get buy-in from senior stakeholders when creating
personas. This ensures they aren’t forgotten and left to gather dust on the shelf. Getting buy-

in does not mean showing the personas off once they are completed.

It's important to get senior stakeholders involved in the process early on. Invite them to
research and testing sessions so they can see for themselves some of the behaviors and goals
that will be presented in your personas. That way they will see where the content of the per-
sonas is coming from and believe in them more than if they were just slapped on their desk

after six months of research behind closed doors.

Personas are also very useful for internal or external research teams. If any user research is
being carried out, the persona is a very useful tool for recruiting test participants. Goal-based
personas allow you to recruit users based on those goals. For example, when testing a travel
website you will recruit users whose goal is to book a long holiday for a family, and some

users whose goal it is to book a short break for a couple.

As shown in Figure 1-5, it's useful to keep personas readily available, or on constant display,

to allow project teams to reference them when making design decisions.
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FIGURE 1-5: A handy display of user personas.

Personas are based on lots of research so initially they will not need validation. But as time

goes on, you need to be sure your personas are still relevant.

For quick validation you can always run your personas past the customer service team or call
center staff. These are the people who have the most contact with your users; they will be

able to see if your personas ring true with what they experience, or just never happen.

Personas can also be validated against any other research that gets carried out for any other
projects within your company. If you're performing some usability testing to find some quick
wins or online surveys to gather customer experience information, you can evaluate the
results with your personas. Comparing your results will show if new findings are consistent
with your personas, making the personas still relevant. If the findings are inconsistent with
your personas, then they may need updating. However at that point it would be safest to

perform more specific validation research to be sure.

17



18 COMMUNICATING THE USER EXPERIENCE

RESEARCH AND WORKSHOP IDEAS

The key to a good persona is research. Without that, personas are guaranteed to fail. Personas

that are simply made up are easy to spot and are easily forgotten about.

Start with a theory
So you need to talk to lots of people, but who do you talk to? You don’t have your personas
yet to know what types of people use your system, right?

You need to start with a hypothesis. Theorize what the core goals are and recruit research

participants based on those goals.

Base your theories on what your company already knows—no matter how little the informa-
tion might be—about its customers or users. Think of what kinds of goals you assume they
need to complete and what kinds of scenarios these people may be in. For example, if you're
running research for a mother and baby retailer, don’t just recruit based on goals like, “Needs
to buy a crib,” or “Needs to buy a stroller.” Instead, recruit based on wider scenarios and

goals, such as:

> First-time mother trying to buy everything she needs.
> Mother of two or more who needs to make a large necessary purchase.
> Arelative looking for a gift for a mother.
Your goals must also cover all relevant aspects of the project.
Once you have a theory, carry out your research. Your research will either prove or disprove

those theories.

Y The more research you do, the more accurate and robust your personas become. This
creates a trade-off between budget and quality. To have personas, you must do research, but
a six-person usability test will not be enough.

The following sections provide a brief overview of some ways that you can gather informa-

tion to create your personas.
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IS N e IN[[el0H | sten in on call centers

If you have a call center available, it is a great resource for listening to the questions and
needs of lots of users in a short space of time. However, you don’t get the same level of infor-
mation as depth interviews. The idea is to listen in and not interact. Note what people are
calling for, the questions they have, and the information they need. By the end of the day
you should see patterns and themes emerging. If we use the mother and baby retailer exam-

ple, then you will want to listen for:
> The types of products they're trying to buy.

> The information they want to know about the products.

> The problems they face when trying to buy those products.

You can do call center listening remotely by dialing in, but it's much more beneficial to go to
the call center in person (see Figure 1-6). This allows you to talk to the call center staff. That’s
important because they are going to know the most common problems that callers have and
the most common questions asked. Hopefully this will ring true with what you have been
hearing and seeing in other research. You can also learn the solutions that call center staff

provide to people.
Specifically, you want to find out the following information from the call center staff:

> What are the most common problems or complaints?

> What are the solutions you give to people?

ale

Tt

FIGURE 1-6: Listening in on calls between customers and call center staff can quickly uncover common issues and
user goals.
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IS R NIV Conduct depth interviews

Depth interviews allow you to speak to only a small number of people, but as the name sug-

gests, you can gather some in-depth information.

The idea is to get users to talk to you about their previous experiences when trying to com-

plete goals relevant to your system. You need to talk to the theorized groups of users you

initially defined (for example, first-time mother, mother of two or more, and somebody buy-

ing a gift for a mother). Discuss what they remember from the last time they completed their

goal. In particular you want to know:

>

>

What information did they need to know?

What problems did they encounter?

What were they able/unable to do?

What tasks were involved in achieving their goal?

What did they use to achieve their goal (websites, books, other people, for instance)?

If they were going to attempt to achieve that goal again, how would they do it?

The rich, qualitative information you gather will give you an idea of the kinds of themes that

may go into your persona, but because the numbers are small you may need to use other

techniques to get more results to validate those themes.

STV R N[N Conduct ethnographic research

What we mean by ethnographic research is simply watching (and talking to) people trying to

achieve their goals in their natural environment (for example, an in-depth interview in their

natural environment).

We once did some research for eBay, trying to understand the goals and needs of users who

sold the most stuff on the site. Rather than getting them into the lab, we went to their

homes. This meant we could see the type of environment they worked in, which helped build

an idea of any constraints they might have. We also could be shown things, rather than just

talk about things—Iike what they were currently trying to sell and how they went about try-

ing to describe it on eBay.

For the mother and baby retailer, a good place to do an ethnographic study is in their stores

(with permission from the company, of course). Subtly follow customers in order to see what
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they are buying (if anything). Listen to conversations they have with shop staff. This can help
you understand customers’ decision processes. It's also a good idea to talk to the store staff
at the end of the day about what you have discovered. This will help validate your findings

and draw out more stories about customer behavior.

Ethnographic research is great for getting a good depth of information from a small number
of people. You also learn many things from people in their natural spaces that you wouldn't

in a lab environment.

WORKSHOP IDEA:

By this point you will have recruited participants based on the goals you identified for using
your system. You will have spoken to them about how they perform those goals and discovered

the behaviors they use. Now you need to take this information and group it into personas.

Take the notes from the individuals you have interviewed and cluster them by the goals set
during recruitment. For example, group all the people who were recruited because they were
first time mothers trying to buy everything they need and group all the people who were

purchasing gifts for mothers.

Focusing on one group at a time, look at the different approaches people took to completing
the goals you set. You may see that everybody went about completing the goal in the same
way. However, you may often find that different people approach the same goal in different
ways and may even have different goals. For example, buying clothes may split into those
people who relish the opportunity and enjoy the process, and those people who buy clothes

for necessity only—two very different approaches to the same goal.

Once you have your final list of personas, you need to determine their behaviors. Go through
the notes for each persona at a time, pick out the interesting behaviors, write them onto
Post-Its, stick the Post-Its up on a wall (see Figure 1-7), and group the interesting behaviors
that appear frequently. It is a good idea to base your personas on one specific participant and

enrich it with the findings from others.

Determining must dos and must-nevers is left until last because they are based on the key
goals and behaviors. You need to think about how you can help this user and how you can
avoid frustrating and confusing him. Remember to not be too specific. If you include a must
do such as, “Must use red on the call to action on the product page,” that will help only with a
specific decision. These rules must be broad enough to help with decisions across the whole

site, system, or even the business. For example, “Must never overwhelm the user with choice.”

21
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Using Post-Its to group interesting behaviors helps to show common themes from your research.

What’s the simplest way to create a persona?

Persona images

Document titles
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[ ]
® Jason

Just want to buy what | need and get out’

Key Goals
* Knows what he wants to buy

« Avoid spending time browsing
* Get something balanced between price and quality (look is not
so important)

Behaviors
* Gets bored shopping quickly, whatever is good enou

* Wants tried and trusted products
« Happy to let others do the thinking for him
* Easily influenced by discounts

We Must

o Clearly show the key features of each products
* Provide easy comparison between products
o Show him relevant offers

We must never
« Don't focus on fluffy descriptions of products

¢ Don't overwhelm him with choice

FIGURE 1-8:
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[0)\'/Are] Create personas in PowerPoint

This section shows you how to create a persona layout that you can reuse for each of the

personas you create. The instructions describe how to create the personas in PowerPoint
2010.

P Mac users can either use the Mac version of PowerPoint or skip to the OmniGraffle
tutorial, which shows how to create the same document.

Creating and setting up the slide presentation
To create a new slide presentation and set it up correctly, follow these steps:

@ Go to the File tab and click New. A menu of document templates and themes is displayed.

@ The Blank presentation should be highlighted by default. (If not, click it.) Click the Create
button on the right (see Figure 1-9).

®Bld9-0i- persona v 2.pptx - Microsoft PowerPoint = & R
“—Hnme Insert  Design  Transitions  Animations  Slide Show  Review  iew  Adddns 2 @
|l save i
Available Templates and Themes Blank presentation
Save A3
15 open & Home
= Close & ) =N
O m A L8 L
Recent Blank Recent Sample Themes  Mytemplates  New fram
presentation | templates templates existing

Office.com Templates |Search Office.com for templates | -+

Print

o
Save & Send _’ _

e
Bgendas Bsard Calendars Content  Designslides  Diagrams

ACTaN ) 3 [}

Help certificates slides i
|1 Options ‘ = D LY =N
B Ext £ [ — |
= , L L= .4 L,
Envelopes Flyers Forms Greeting  Imitations  Invaices
cards
S =N S b g
] = = =EE!
L= =Z| =
— = L — L 2 1=
Labels Plans  Presentstions  Repnrts  Resuresand  Schedulss
oits
= o
_)
Statinnery More
categaries

FIGURE 1-9: Creating a new Blank presentation.



The default presentation uses a landscape layout. The persona design uses a portrait layout,

so you need to change this setting.

© Go to the Design tab and in the Page Setup group, click Slide Orientation and then choose
Portrait.

O Go to the View tab and in the Show group, select the Guides option.

When Guides is enabled, the page is divided both horizontally and vertically. This will help
divide the page vertically to give equal space to both the persona image and the persona
information.

© On the Power Point slide, select the Click to add title box and delete it.

@ Click to add subtitle box and delete it as well.

T Make sure you delete the text boxes, not just the text that sits within them.

Adding persona images and titles
This section describes how to add images into your persona, how to resize images, and how

to create the page titles.

Inserting an image

To insert the persona image:
@ Go to the Insert tab and click the Picture button.

@ Select the image you want and then click Open.

© Click the blue corner points of the image to resize it, making sure you hold down the Shift
key as you resize the image. This retains the same aspect ratio and ensures the sizing isn’t

warped.

@ Drag the corners of your image to resize and position your image so it takes up the top
half of the page and the person in the photo is over to the left or right of the slide. This

means you will have you will have space on the opposite side to overlay a title.

B8 Don't worry if your image spills over into the bottom of the page. You can crop it to
stop this from happening.
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© To crop the image, select the image and then in the Picture Tools Format tab, select Crop

(see Figure 1-10). The controls around the edge of the image will change.

@ Drag the black lines on the edge of the image to crop it. They should snap to the edges of

the page and the guidelines.

@ Once you're happy with your crop, just deselect the image.

Pl 9-di|= Presentationd - Microsoft PowerPoint ‘ Picture Tools
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FIGURE 1-10: Use resizing and cropping to make the persona image take up the top half of the page.

Adding an overlay color

Before you add the document title, add a transparent block of color over part of the image to

make the text more readable.

@ In the Home tab, select a rectangle from the shapes menu and draw a rectangle over the

top of your image.




@ With the shape selected, go to the Shape Fill drop-down, select Gradient, and then choose
More Gradients.

© From the Fill menu, select Gradient fill. Set the following (see Figure 1-11):

Type drop-down: Linear

Gradient stops: white (select each and choose white from the Color menu
below)

Transparency of right stop: 100%
Transparency of left stop: 20%

Transparency of middle stop: 20%

@ Click Close when you're finished.

Format Shape

| Fil
Line Calar
Line Style
Shadow
Reflection
Glow and Soft Edges
3-D Format
3-D Ratation
Pickure Caorrections
Picture Calor
Artistic Effects
Crop
Size
Position
Text Box

Alk Text

Fill
0 MoFil

Solid Fill

Gradient fill

“1 Picture o bexture Fil
0 Patternfill

1 Slide background fill

Preset colors:

®C

Tupe: Linear B
Direction: -
Angle: 0° o

Gradisnt stops

0 ) N
Color @ Pasition: (0%

Brightrisss: i 0%

i

v 4

Trsnsparency: | | 20%

[¥] Rotate with shape

Closs

FIGURE 1-11: Adding a transparent overlay to the image.

Inserting a title

To insert a title, follow these steps:

@ Click the Insert tab and in the Illustrations group, click the Shapes down arrow.

O [n the Recently Used Shapes category, click the text box.

© Click wherever you want to type.

@ Use your personas name as the document title.

© Make the title large (60 points). Use a font that is easy to read, such as Arial.
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S Your personas are likely to be viewed as PDFs. If you use a font that is specific to a Mac
or specific to a PC, a user who isn't using the right operating system might have difficulty
reading the font.

@ Change the font color to a dark gray and position the text box in the top corner of the
page over your gradient.
@ Repeat Steps 5 and 6 to add your user quote except this time use a smaller font (28 points)

and use italics and quote marks to make it clear that it’s a quote.

See Figure 1-12. Play around with the size and position of your titles to see what looks good

against the background image.

BlE9g-uls Presentationd - Microsoft PowerPoint = @ =
Home | Insert  Design  Transitions  Animations  SlideShow  Review  Wiew  Addns - @
= 4 = ey e bl T By ape F 4 Find
=) J . e Ak = P uy
85 Reset = [ shape Outl 2. Replace -
Paste Mew I 1 b Aa Shapes Arange
2 Slige » o Section ~ e & 2 ; I select ~
Clipbaard Sligtes Font Paragraph Drawing Editing

Slides Outline x [0 B B 2 D 2 e B B

f just want
what | need
- out’

W4

| T - S e R e WG IR R e

3

Click to add nate:

FIGURE 1-12: Place your title and subtitle over the transparent overlay.

Adding icons, subheadings, and bulleted lists

Each group of information in the persona (for example, Key Goals) will need an icon to illus-
trate each group of information, a clear subheading, and a bulleted list to display the infor-
mation. Use the same positions for subheadings and icons across all your personas; this will

simplify the comparison of each persona.



Inserting icons

The icons should be the same size, fairly small, and a light gray. They should illustrate the

heading but should not take attention away from more relevant information.

IS The icons used in this example are available to download along with many others

from the book’s supporting website.

@ Go to the Insert tab and click the Picture button.

@ Select the icons you want and click open. When all the icons have been added to the slide,

select them all.

© Resize them by going to the Picture Tools format tab and using the size controls on the

right of the menu. Set all the icons to 1.5 cm by 1.5 cm (see Figure 1-13).

O To change the icons to a lighter gray, select one and in the Adjust group, click the

Corrections menu.

© Select the Picture correction options and reduce the contrast by 100%.

H9-0i=

==

g Color =

Home Insert

Adjust

Presentationd - Microsoft PowerPoint ‘ Picture Ta

Design  Transitions

x i

‘Tﬂ'

Animations

Slide Show Review Wiew Add-Ins | Format

[ Picture Border ~ Ly Bring Forward ~ |3~

— = e — -
| |l ]| ol ol el - FicureEfect s ChSend Backward - [B-

7 & picture Layout - | By Selection Pane S+
Pirture Styles } Arrange

o B

= il 15em
Crop =3 15

size

> @

o

Slices

Outline

T TS R R X O ST N SRR By ISl

Click to add notes

D T R R B E R TR Ry R e R T SRR R - R - FU )

TR

FIGURE 1-13: All icons should be the same size and color.
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Adding subheadings

Now add the titles for each section of information:

@© Make the font size 24 points and change the color to a light gray to match the icons (see

Figure 1-14).

Bld9-0-
Home Insert Design Transitions Animations

1 : = Layout -
j _] - E it
N

5 Reset

Paste e I O 8 abe MNr s
2 Slide~ “Ssaction~ | B = o et

Clipboard s Slicles Font

Presentationd - Microsoft PowerPoint

Slides | Outline | x

| 20 T 10 i T Bt e e D e B e g e AT 2]

Click to add nate:

[ g B e O Z e e e G

“ o4

b

FIGURE 1-14: Subheadings are set to 24 point and the color is changed to light gray.

©® To make sure the icons and titles are all aligned nicely, click the Home tab and in the

Drawing group, click Arrange and choose Align.

Adding bulleted lists

Use bulleted lists for the main pieces of information. That makes the information much

quicker and easier to read. To create a bulleted list, follow these steps:

@ Create a text box.

@ Type your information into the text box.

© Select all of the text in the box.



O Click the Home tab and in the Paragraph group, click the Bullets button and choose round
bullet points (see Figure 1-15).

PlAd9-0|- Presentationd - Microsoft PowerPoint f | = @O
Home | Insert  Design  Transitions  Animations  SlideShow  Review  View  Addlns Farmat o @
&j % _] ﬁtaynut' = o e WO - L?W D_’L‘ ‘; ¥ shape Fill - 34 Find
Gy - B Reset . [ shape Outline = 25, Replace ~
FREs ;ws\:’. = section ~ B 7 U S s Aa o Ey“.L‘f. b Shape Efects = | [§ Select~
Clipboard Slides Fant Fawing 2| Editing
f | outline | a||[] = e g
| -
5 o ., K
c = o &
. o KS
> v
| * v
>

o s | T Bullets and bumbering...
T jui

what ! need a
out’

i e ®
“ - Knowswhat he wantsto buy ]
|+ Avoidspendingtime brawsing H
+ Getsomethingbalancedbetuean 4
} price and qualite (lodkis net H
. impartant
Fo oS | N &
s =1 ER
g GSehaviours {4 vve must not

“woa

| T A Y- E e - - S I A e T X

Click to add note:

FIGURE 1-15: The round bullet points are simple yet also effective at helping each point stand out visually.

You can adjust the distance between the bullets and the text by clicking into the text box and
dragging the markers on the rulers at the top of the page. It’s also a good idea to increase the
line spacing to make each point more readable:

@ Select the text box and click the Home tab.

@ In the Paragraph group, click the Line Spacing button and then click Line Spacing Options
(see Figure 1-16).

© [n the Spacing group, change the After setting to 6 pt.
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FIGURE 1-16: The line spacing options give you more control over the space between bullet points.

Make the font around 14 points depending on how much text you need to fit in. Change the
color to a darker gray than all the other text because these are the most important pieces of

information.

For each of your subsequent personas, just duplicate this page by right-clicking the slide in
the preview panel on the left and clicking Duplicate Slide (see Figure 1-17). You just need to
change the photo and all the necessary text. It's best to leave as many elements as possible in

the same place to make all the personas consistent.



=

FIGURE 1-17: The finished layout can be duplicated and reused for each of your personas.
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34 COMMUNICATING THE USER EXPERIENGCE

[0/ ge) Create personas in OmniGraffle Pro

This section explains how to create a persona using OmniGraffle Pro. You will learn how to
set up the document and add all the necessary images and text elements to create a persona

template that can be reused for all the personas you create.

Creating and setting up the presentation

To create a new presentation and set it up correctly, follow these steps:

@ Go to the File menu, click New, and then select the blank document from the template
chooser.

@ Go to File and choose Page Setup.

© For the Paper Size setting, select A4 (see Figure 1-18).

@ For the Orientation setting, choose Portrait.

® OmniGraffle Pro File Edit View Format Arrange Inspectors Window Help ‘D M 4 0 (= (Charged) Tue 18:16 Q

®06 Untitled 1| O ¥ Style: Text 1
a e T e D 2
TR T e S l
Canvases )_ D
¥ Canvas 1 b | Settings: | Page Attributes »«]
B Kerning: [
Format For: | Brother MFC-295CN [ Tracking
Brother MFC-295CN CUPS Leading:
L Paper Size: | A4 =) $deMargin
: Top/Bottom Margin
& Layer 1 - 20.99 by 29.70 cm
Text Offset: Text Rotation:
£ i q 9 X X e .
= Orientation: @ 2) Relative
r O Absolute
[ Width:  Helght “
i Scale: %
e [ Use default offsets
» Properties %2
@ o) et -
b Document 4
;_m‘

<0

Celme el N2

FIGURE 1-18: Set up the document as a printable size because most personas exist as print outs stuck on walls.




Finally, you want to set some guides up that run down the center of the Canvas horizontally

and vertically. This helps you line all your information up and provides you with equal space

to the persona image and the persona details.

© Go to the View menu and make sure Rulers and Guides are turned on. They should be

enabled by default.

@ Set your guidelines to 280 px horizontally and 390 px vertically (see Figure 1-19).

® OmniGraffle Pro File Edit View Format Arrange Inspectors Window Help L [ 4 v (=] (Charged) Tue 18:20 Q
en0e Untitled | O ¥ Style: Text H1
W E ORI R e ER=p= =]
Canvases = T - T S | B

w Canvas 1 J‘”I‘—Iiéd‘”H“[IH‘”””Il‘l)b‘l‘HH‘Z‘D’]”I _I‘llﬂﬁl‘”Hluﬂhlllllllls‘ﬂhuH‘Hldﬂf]‘l””‘l
Sl Kerning
E Wrap 10 Shape
B T Tracking
£ T == s Leading
s Side Margin
el Top/Bottom Margin

& Layer1 - .
- Create new guides Text Offset Text Rotation
£ xi ¥ :
Z Sl *) Relative
E by clicking and I o
e . idth:  Heigl
£ dragging the rulers "
E Use default offsets
g F Properties: Geometry %2
E ¥ Canvas: Size #3
: i E B E &
;3 CanvasSize || 1page | Lpage
c # Size is multiple of printer sheets
£ ¥ Auto-adjust the canvas size
= [ Print canvas on one printer sheet
; Orientation: | Use Page Setup
£ Ruler Units: | pixels (px)
:_?j Unit scale: | No scale v
: origin: | apx | | 0px |
£ » Document x4

(Ol J[1412  Canvas selected. 75.7% 3|

FIGURE 1-19: Setting your guides to these locations helps align all the information as it’s added into the persona.

Adding persona images and titles

This section explains how to add and resize images as well as how to add the titles and subtitles.

Inserting an image

To add images into OmniGraffle, simply drag them from the finder window onto the canvas.
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Once you have placed your persona photo onto the canvas you will need to resize and crop it

to so it takes up the top half of the page. Here’s the best way to do that:

Select the image and, in the image section of the inspector, click the Natural size button
8 g p
(see Figure 1-20). This masks the image allowing you to determine the area you want your

image to take up and easily crop it to fit.

@ With Natural size selected, resize the border around the image so it covers the top half of

the page, and then use the Size slider in the inspector to resize the image to fill the space.

® OmniGraMe Pro_File Edit_View Format_Arrange Inspeciors Window Help ™ < 1 (&FCharged Tue 1830 Q
anm Unsitled H’.".sm:m o |k h N |
UG sl im = s e 11 S =W C.IC the Natura
Gamaies List Teals Back Feoen Lok Ungrous Grao - g . -r-,-'— Size button to
Careases ko7 T iex  |Hssa0es T assex | (2] 1 =3
v Camvas 1 nEm M TR e e L e S P e T create a crop area
E ~ - 4 o o
Drag the thumbnail
= to position the
Pisk wns image within the
5 ' o crop area
E | a7 Drag the Size slider
= 9 mto-adpust the camas siae to resize the image
[ Prirt caswas oa one princer shest
% 1 i 1 | Oriemasion: | Use Fage Sewe
Ruber Units: | phxels ipx)
Wnit scale: | No scale
2 ongin: [~ 0ex | Bem
E I Document X4
[ Lol @ =7 ML |k chine sshed el

FIGURE 1-20: Use the Natural size options to make sure your persona image takes up the top half of the page.

A It's a good idea to make sure the person in the photo is over to the left or right of the
image. This means you will have space on the opposite side to overlay a title.

Adding an overlay color
Before you add the title to the image, add an overlay color to make any text that sits on the

image more readable:

@ Draw a rectangle over the half of the image that doesn’t have the person in it

@ Open the stroke options in the style section of the inspector and uncheck the Stroke
checkbox (the line around the shape).



© Open the shadow options in the style section of the inspector and uncheck the Shadow
checkbox.

O Open the fill options in the style section of the inspector. Click the Fill type drop-down
and change the Fill type to Double Linear Blend. Use the Angle text box to change the
angle of the gradient to O degrees.

© Click the color boxes on the right of the inspector to change all three colors in the gradient
to white; change the Opacity of the top two to 80% and the bottom one to 0%.

@ Drag the slider next to the gradient colors in the inspector down a fraction to make the
lighter part of the rectangle stand out a little more. See Figure 1-21.

¥ Canvas 1 B LRAd AT AT e e
1 o

o omuigrfePro Pl He tea Foury Atane Vepon Srdie dee W+ LG e Tue 1840 ' [Select the Double
o YOI R T ARy Y Y J=_.I PREW Linear Blend option
S g L L L CCB | (N B SE T R ) L o | |Dragthe slider to

change the position
. |of the gradient

10g' o

1A uper - Type the angle for

the gradient here

T

Ooaclny

e

o 0%
E EEEEEEE W WEE W
e Uniz seale: | Mo seale
Origin: |-+ 0 g Plogs
2 b Document x4

[+ #l[@:] | om0t | dora oeieas ssleaed [ ':i,;-

FIGURE 1-21: Adding a transparent overlay on your image means any text you put on top of it will be more
readable.

Inserting a title

Next, add the persona name and quote. It's best to use the name as the title of the page and
the quote as a subtitle. Add a text box over the gradient and use a large font (around 64
points) for the title. For the quote, use a smaller font in italics and quote marks. Play around
with the size and position of your titles to see what looks good against the background image.
See Figure 1-22.
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FIGURE 1-22: Place your title and subtitle over the transparent overlay.

Adding subheadings and bulleted lists

Each group of information in the persona (for example, Key Goals) will need an icon to illus-
trate each group of information, a clear subheading, and a bulleted list to display the infor-
mation. Use the same positions for subheadings and icons across all your personas; this will

simplify the comparison of each persona.

Inserting icons
The icons should be the same size, fairly small, and a light gray. They should illustrate the
heading but should not take attention away from more relevant information.

P The icons used in this example are available to download along with many others
from the book's supporting website at http: //cxpartners.co.uk/resources.



@ When all the icons have been added to the document, select them all.

@ Resize them by going to the Properties: Geometry section of the inspector and changing
the height and width to 50 px (see Figure 1-23).

© To gray the icons, open the Style: Image section of the inspector and reduce opacity to 50%.

® OmniGraffle Pro File Edit View Format Arrange Inspectors Window Help O M &4 [ (=T (Charged) Tue 18:50 Q
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2 I 200 |
fiarmo: AP T |
¥ . A | |
T
:§ = o = @ .0 : =
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a a a
Label Location Label Offset
O %
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i ¥ Canvas: Size %3
N e B E R
Canvassize || Lpage | | Lpage
¥ size is multiple of printer sheets
# Auto-adjust the canvas size
[ Print canvas on one printer sheet
b

T

i
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Ruler Units:

: (Use Page Setup

+ ( pixels (px)

v
= R

Unit seale: [ No scale v)

|1 [#e] [ [ WO | aofs objecs selcted

FIGURE 1-23: All icons should be the same size and color.

Adding subheadings

Now add the titles for each section of information:

@ Make the font size 24 points and change the color to a light gray to match the icons.

©® Make sure the icons and titles are all aligned nicely by opening the Canvas: Alignment
section (see Figure 1-24) and aligning the icons horizontally with the titles.
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® OmniGraMe Pro_File Edit_View Format_Arrange Inspeciors Window Help
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e
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FIGURE 1-24: Align the icons horizontally with the titles.

Adding bulleted lists

Use bulleted lists for the main pieces of information. This makes the information much
quicker and easier to read. To create a bulleted list:

@ Create a text box.

@ Type your information into the text box.

© Select all the text.

@ Click the Lists drop-down menu at the top of the canvas and select the round bullet style

(see Figure 1-25).

You can adjust the distance between the bullet and the text by selecting all the text and drag-
ging the arrows in the rulers at the top of the canvas (also refer to Figure 1-25).
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FIGURE 1-25: Selecting the round bullet style and adjusting indents.

It's a good idea to adjust the line spacing between the bullets to make everything easier to
read:

@ Select all the text and click the Spacing drop-down menu.

@ Click Other.

© Adjust the Paragraph spacing after setting to 6.0 points (see Figure 1-26).

For each of your subsequent personas, just duplicate this page by right-clicking the slide in
the canvas list panel on the left and clicking Duplicate Canvas (see Figure 1-27). You just

need to change the photo and all the necessary text. It’s best to leave as many elements as

possible in the same place to make all the personas consistent.
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FIGURE 1-26: Use the Paragraph spacing after settings to keep the text aligned to the top of the text box.
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FIGURE 1-27: The finished layout can be duplicated and reused for each of your personas.



2

Task Models

o2



11

COMMUNICATING THE USER EXPERIENCE

A WELL-RESEARCHED TASK model will transform your project. It's the most important
design deliverable, and for good reason — it shows what users do, the behavior they adopt,
and specific requirements at each stage. Building a product or service around these findings
is more successful because things happen when a user wants them to and the information

they are after can be found.

It’s also a vision document that identifies and communicates how a system needs to behave
to match user expectations. It gives focus and direction to the experience you need to cre-

ate—either in one go or upgrading piece by piece. See Figure 2-1.

FIGURE 2-1: A typical task model shows the steps users need to go through and the behavior they adopt in order
to complete goals.
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What makes a good task model?

At its most basic, a task model shows what tasks a user needs and expects to do to complete
a goal. This can be enhanced with rich information such as behavior patterns, content
requirements, the people involved, the media types that are being referenced, and the users’

emotions.

Many well-financed projects have failed because they were designed without knowledge of
the expected or desired user behavior. A task model ensures this doesn’t happen by focusing

the team on how the user behaves and what information he needs to complete his goal.

If a task model hasn’t been created, then there’s no guarantee that the project you are work-

ing on will be a success. For that reason a task model should be created for every project.

Personas and task models sit alongside each other and feed off the same types of research, so
for efficiency the two can be developed side by side, which also allows you to consider differ-
ent task models based on the personas. Competitor benchmarking, personas, and task mod-

els are often covered in the same workshop because they usefully feed off each other.

Task models should be living documents. They capture a snapshot of an audience at a specific
time, so they need to be refined and improved as future research uncovers new insights.
Doing so turns them into an ongoing strategic tool that constantly represents the user

behavior and uncovers opportunity. See Figure 2-2.

A task model (see Figure 2-3) tells a story about your audience that becomes a reference
point throughout the projects design and development. The elements included are there to

help you design solutions based on what people actually do.
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FIGURE 2-2: Task models are rich documents that you can use to share stories about your users and open
discussions on how best to design to meet their needs.

Goal: To find the perfect romantic city break
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FIGURE 2-3: A completed task model showing the goal, the stages users go through, the behavior they adopt at
each stage, and comments that identify the problems that need to be fixed.
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The goal
What is it that the user is ultimately trying to do? For example, the user is looking to book a

vacation.

The order of tasks

The flow of tasks to complete a goal gives the task model its overall shape. For larger tasks,
these can be grouped into phases. For example, this could be from the initial investigations
of where to go on vacation, the comparing of specific locations, and on to the actual booking

of the vacation.

User behavior
User behavior shows how a user will want to move between each task. There are commonly

three behavior states:

> Direct connection. One task leads on to the next. For example, a user has completed
their holiday booking, clicked the submit button, and a confirmation page appears. See
Figure 2-4.

Payment Confirmation

FIGURE 2-4: An example of a direct connection: one step leads to the next without deviation.

T Using direct connections where users don't want them will lead to a frustrating
experience—they will feel that they are being forced down blind alleys without wanting to be.
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> Controlled evaluation. A user wants to explore aspects of a well-defined product or
service. For example, let’s say you are buying a car and want to evaluate combinations
of different wheels, engines, trims, and options (see Figure 2-5). The interface and
navigation can focus just on allowing you to do these things in a controlled environ-

ment until you reach an outcome.

Wheels

Color Trims

Options

FIGURE 2-5: In a controlled evaluation, users move between known variables in order to make decisions. The
designed interface should be focused on clearly presenting these elements.

> Complex evaluation. Complex evaluations can be found in almost every project. This
is where a user requires several different, and often unrelated, needs to be fulfilled to
complete a goal. When booking a vacation, for example, users evaluate dates, loca-
tions, activities, and cost. It is likely that they will have some specific requirements
(such as it must have a swimming pool or it must not be too close to a main road). Their
ultimate emotional goals might be to have a relaxing break. Uncovering and under-
standing this information gives guidance to how information is displayed, the feel you

want to convey, and the deeper content that needs to be available. See Figure 2-6.

Emotional needs
What's driving the user behavior? Is it a need to understand, or a need to be reassured about
the suitability of what he’s looking at? For example, if he is buying a car, the exact specification

might be less important than what the car will say about him to his friends and neighbors.
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away?
Idea of
Which price?
city?
Dates?
Specific

needs

FIGURE 2-6: A complex evaluation recognizes the need to allow users to freely explore often unrelated variables in
order to help them make decisions.

Who or what are they interacting with?

Are there other users involved and what other channels do they want to get the information
from? In the example of choosing a vacation, we envision users reaching decisions collec-
tively with friends or family members. They will use brochures and they will contact travel

agents in order to explore their options.

Content requirements

Through research you will uncover what content needs users have at different times in their
journey. This will range from the general information that every user has to the very specific
content that a subset of the audience has. It's worth appreciating that if the specific needs
aren’t fulfilled, the task will fail for those users—or they will switch channels (for example,

they’ll leave a website in favor of picking up the phone to call a call center).

T Refer to Chapter 4, “Content Requirements,” for a simple way to collate these.

Existing barriers
If you have carried out some benchmark research it might be possible to identify the existing
barriers and gaps (through lack of content or functionality) on the task model. Alternatively
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if the current model is drastically different from the proposed one, you can illustrate the two

alongside each other.

Suggesting solutions
Where barriers have been identified and clear solutions exist, these can be overlaid as sugges-

tions onto the task model and discussed in workshops with the project team.

The anatomy of a task model

Task models contain content and design information. This makes them more useful docu-
ments for the project team — ensuring that they are actionable. Visually the task model needs
to be clear and the information expressed simply. So focus on conveying the most important

elements. Figure 2-7 shows a task model that rather simply conveys detailed user behavior.

oal: Book a cheap flight to New York in July

| A clear, goal-based title |

Departure
airport
An individual task
Destination Date / time Price Book tickets Confirmation
Spacifics
A controlled
evaluation

‘ Katharine, 29

| 1 want a hassie free trip

" 19 New York to spena
time with my sister and
90 shopping.

Must have an aisis seat,
MiUst not et up foo sarly,

Content needs |_ Suggestions to A reminder of your

improve design persona

FIGURE 2-7: A simple task model showing the behavior a user adopts for booking a flight. Quotes relating to the
persona reinforce what the user is doing at each stage.
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Goal
What is the ultimate thing that the user is trying to do? Make this the title of the model.

Tasks
What are the individual things a user has to do to complete the goal? These become the indi-

vidual elements.

Task phases

Show how the tasks group into natural phases of research, configuration or purchase.

User behavior
What are the behavior patterns a user goes through to complete a task? This is shown in the

layout of the individual tasks and how they are connected.

Content needs
What information do users need to support the task? This is added as a note associated to a
task.

Barriers
Where are the existing barriers and failure points of which you need to be aware of? Highlight

these using an exclamation mark icon, as shown in Figure 2-3.

Design suggestions
What should the site do to help support the task? Include suggestions to discuss with the

project team.

Personas
A reminder of the personas could be added to the task model, especially where different task

models are developed to create different user scenarios.

Who is the audience?
Task models help to cut through potential complexity on projects. Involve the following

teams in the data analysis workshop so they understand first hand how users think and what
they do.
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A broad audience should review and have input to the development of the task model:

> Stakeholder team. The task model is a great vision document. As you describe the
user behavior you begin to unpack the user experience you want people to have on the
site. It can help to cut through individual thoughts on what the right solution might be
and encourage dialog around finding the best user experience.

> Design team (including user experience teams). Understanding the user behaviors
uncovered in the task models provides insight into how the interface and flow should

be designed.

> Development team (front- and back-end developers, business analysts). These are the
people who can make the required functionality of the task model a reality. Work with
them to ensure that the right data is available at the right time for users.

How to validate

A task model comes out of research, so in the short term it will not need validating per se.
Any sitemaps, wireframes, designs, and, of course, the finished product will require valida-

tion through user testing. This testing is a good opportunity to refine your task model. See

Figure 2-8.

FIGURE 2-8: Amending a task model during validation testing.
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When testing, remember to ask what users will expect to happen next and what they want to
be able to do. If what they are expecting or what they want is different from what you've
designed, there’s a strong likelihood that your task model needs refining.

When you have a good task model you will be validating labeling and clarity of layout rather

than the underlying flow and functionality.

RESEARCH AND WORKSHOP IDEAS

There are brilliant research techniques (such as structured depth interviews) where you can
focus on the details of a user recalling a story. And there are methods (such as ethnography
and diary studies) where you see the completion of tasks over a period of time. In this sec-
tion, we've focused on some simple research techniques that you can easily slot into even the

smallest of projects.

ST {e MoV Conduct research

You can (and should) do lightweight research on every project. Here are some ideas. In all
approaches, jot down stories showing the people that users spoke to, the order in which

users did things, the information users were after, and how they got it.

Visit call centers
If the organization you are working for has a call center, that’s a perfect place to carry out
research. Sit alongside an operator (it's good to partner with a few over the course of a day),

listen in on as many calls as you can, and capture the user stories, noting:

> What do they ask for?

> In what order?

> How does the operator respond?

> Does the operator have additional reference content to hand?
> Is the call successful?

> What are the parting shots?

Make contextual observations
Customer service points, sales desks, and employee shadowing (following someone around

for a period of time) are all perfect for seeing interactions between customers and businesses.
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You are listening for the same information that you are in the call center but you also will

observe the physical gestures and expressions that people make.

You'll need to think through how you take notes so as not to look too much like a researcher
with a clipboard. Sneaking away to write notes after each customer interaction can work, but
you might miss another good story. Audio recordings are good, but you'll most likely need

permission.

Taking photos (see Figure 2-9) will remind you of the environment and act as prompts to
help you recall stories. For example, in a clothing store, take photos that show the way in

which people move around. Note how they initially scan all the items before selecting a few

items to try on and eventually purchasing an item.

- w it L2 o ‘ e L

FIGURE 2-9: Photos help to remind you of environments and enable you to recall stories about user behavior.

Visit online forums
Forums are an ideal place to uncover user stories. You can sift through hundreds of posts in
arelatively short amount of time and get a very clear sense of questions and expectations for

any given task.
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WG [ RDIFNY Analyze data

Once you've collected the research, you need to make sense of the stories and uncover user
needs and behavior. Use Post-it Notes and a large whiteboard to position the individual ele-

ments and connect them with arrows.

You might discover that your personas have different task models—they might be trying to
complete different goals or they might have significantly different ways of completing the
same goal. In this instance, create a unique task model for each persona. Being able to com-

pare the differences will show you how the product or service must support the needs of each

user type.

Identify the goal
What is it that users ultimately want to do? Identifying the goal is key.

Analyze the information

Analyze each of the stories that you've collected and pull out the unique needs, associated
content, and how people were looking to access the information. Put each unique need onto
a Post-it Note.

Group the information
Group the Post-it Notes into the phases that users go through. Order the groups and give

each a name (for example, for a commerce scenario, it might be research, purchase, and post-

purchase). See Figure 2-10.

FIGURE 2-10: Signs of a good data analysis workshop. Unique needs have been identified and grouped into stages.
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Identify the user behavior
Which behavior pattern are users using? Are they going straight from one task to the next or
are they using controlled or complex evaluations to weigh the different elements?

Highlight the emotions

Finally run back through your stories and identify the users’ emotional needs. What do they
enjoy, what do they find frustrating? By understanding these, you can start to add a color
and richness to your task model—and this helps you to prioritize the existing barriers that
need to be resolved. Stick a red dot on Post-it Notes that identify pain points and a green dot

on the positives.

FIGURE 2-11:
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Checking the details for a family holiday

FIGURE 2-12:
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(o) /A ge) Create task models in OmniGraffle

OmniGraffle is the perfect tool for creating task models. It’s flexible enough to allow you to
do some attractive information design but provides you with all the basic pre-defined shapes

you'll need to pull it together simply.

Setting up the template

To set up the template, follow these steps:

@ Launch OmniGraffle. The default templates are displayed.

@ Select the blank template and click the New Diagram button.

The size of the canvas you use depends on the size and complexity of the task model you
need to represent. Working on a large canvas is generally easier, as it gives you more room by

default to position shapes—using A3 dimensions (297 mm by 420 mm) is a good starting

point.
To change the canvas size:

® Go to the File menu and choose Page Setup.

@ Click the Paper Size drop down and select Manage Custom Sizes to enter your own dimen-

sions.

© Click the + button, give the custom size a name (in this case, A3), and then type the

required dimensions.

O Click OK in this dialog box and then click OK in the Page Setup dialog box to set the new

canvas size (see Figure 2-13).

Y Additional canvas controls can be accessed by clicking the Inspect button shown in
Figure 2-13.
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FIGURE 2-13: Using the Page Setup dialog box to choose your canvas size.
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Creating the model

With your template now ready, you can begin to add the elements that make up the final task

model.

Creating a title for your document
To create a title for your document, simply select the Text Tool button (see Figure 2-14) and

then type a title that describes the goal you are representing.

Indicating direction
At its simplest, direction is indicated with a single block arrow through the center of the
model (see Figure 2-14). To do this:

@ Open the Stencils window.

@ Select the block arrow and drag it onto your canvas. Move and resize it into the desired

position.

© Select the shape and open the Inspector.
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@ Select the Style section to select the Fill color, deselect the Shadow option, and then
remove the outline (by un-checking the Stroke box in the Lines and Shapes tab).
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FIGURE 2-14: The title and block arrow are styled and in place. Both the Stencils window and Inspector are open.



Adding individual tasks

To create an individual task, follow these steps:

@ From the Stencil window, select the ellipse and drag it onto the canvas.
@ Resize it making sure it’s a perfect circle.

© Ensure that the fill color is white, remove the shadow and make the outline color the

same as the block arrow.

@ Position tasks along the arrow (see Figure 2-15).

T4 ERO% 5 Wed15:50 ¢ Q

FIGURE 2-15: Individual tasks aligned along the block arrow.
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Creating a controlled evaluation
In a controlled evaluation a user should be able to move among all elements in order to make

sense of or select a number of different linked components.

The final shape is created by layering a number of individual components on top of each

other and styling them appropriately.

@ Add a circle to the diagram and style it with the same fill color as the block arrow (again

removing shadows and outlines). See Figure 2-16.
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FIGURE 2-16: Adding a circle to the diagram.

@ Add a second circle on top but this time use the Inspector to give it a white outline. See
Figure 2-17.
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FIGURE 2-17: Adding a second circle with a white outline.

© Copy and paste individual tasks (created previously).

O Rename the tasks and position the most important task in the center with the remainder

around the outside. See Figure 2-18.

FIGURE 2-18: Renaming the tasks and placing the most important task in the middle.
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© Select the line tool from the Toolbar and use connecting lines to join the items together
through the center.

@ Style the lines to be white. See Figure 2-19.
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FIGURE 2-19: Using white connecting lines.

T Make all lines and outlines the same width to help give the diagram a consistent look.

Creating a complex evaluation
Conceptually a complex evaluation is a harder behavior process to understand. [llustrating it

is straightforward, however:

@ Add a circle to the diagram.
@ Copy and paste individual tasks in a random pattern on top of a filled circle.

© Rename them.

The illusion you want to create is that a user is holding a number of different task consider-
ations in the same state at the same time. See Figure 2-20.
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FIGURE 2-20: The complex evaluation. In this example, all the tasks are relating to the core activity of browsing for
a holiday.
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Creating loop backs
Loop backs are possibly the hardest elements to create. There is no simple way to create
smooth arcs with arrowheads in OmniGraffle.

@ On the Toolbar, click and hold on the Line Tool.
@ When the options display, select the Bézier curve with the arrowhead.
© Add three points on the canvas.

O Double-click the last point (this moves you into edit mode rather than continuing to add

more points). See Figure 2-21.



FIGURE 2-21: Adding three points.

© Draw and align two white squares (they will be invisible in the final diagram, but they act
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as anchor points for the final curve).

@ Connect the ends of the arrow to the white squares. See Figure 2-22.

FIGURE 2-22: Connecting the arrows to the squares.



@ Make sure the center point of the line is aligned halfway between the two ends.

© Holding down the Cmd key, click the center point and pull it out sideways. This reveals

the handles, which can then be adjusted to create the curve. See Figure 2-23.
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FIGURE 2-23: Curving the line.

© Finally, style the line by adjusting the stroke width and color. See Figure 2-24.

FIGURE 2-24: Styling the line.



Creating notes
To create a note, follow these steps:

@ Select the Line Tool and draw a vertical line between the task model and where you want

the note to appear.
@ Select the Text Tool and click and drag on the canvas to create a text box.
© Add the note.
O [n the Inspector style the text with the desired font and color.
© Align the text box with the vertical keyline (see Figure 2-25).

If required, barriers and positive elements discussed in notes can be indicated using simple

icons (such as the exclamation point shown in Figure 2-25).
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The current payment options are not
clear and the pricing not transparent.
Users abandon the process even after
making the decision to book. Ensure a
full and clear payment breakdown.

FIGURE 2-25: The final note with callouts showing alignment with the keyline and the addition of an exclamation
point.
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[0\ '/ ge) Create task models in PowerPoint

PowerPoint has a solid set of drawing tools that can be used to create sharp-looking task
models. PowerPoint is particularly useful when the task model is presented at the same time

as findings from a usability test and everything can be created in the same document.

To set up a template, follow these steps:

@ Launch PowerPoint, go to the File tab, and select New. A menu of document types dis-
plays.

@ Highlight the Blank presentation then click the Create button on the right.

© In the Home tab, in the Slides group, click the Layout button and select the Title Only
layout.

You'll find sizing the shapes and aligning the elements much easier if you enable snapping to
grid. To do this:

@ Right-click the slide and choose Grid and Guides.

@ Select Snap objects to grid (see Figure 2-26).

T If you want to customize your slide layout we cover this in detail in Chapter 7.

Grid and Guides 7|3

Snap ko
| Snap objects ko grid
Snap objects to other objects
Grid settings
Spacing: | 0.2 EI cm
Display grid on screen
Guide settings

Display drawing guides on screen

Display smarkt guides when shapes are aligned

Sef as Defau|t| [ ok { | Cancel

FIGURE 2-26: Selecting the Snap objects to grid option.



Creating the model

Task models are created in PowerPoint by simply styling and aligning shapes. But there are a

few tricks that will make getting started easier.

Adding a title
To add a title, follow these steps:
@ Click in the title box and type the goal the task model is illustrating.

© Resize the title box and reduce the font size to give the task model diagram more room.

Adding the tasks
To add tasks, follow these steps:

@ On the Home tab, in the Drawing group, click the Shapes menu and select the Rounded
Rectangle from the shape box. Draw a rectangle on the slide.

@ With the shape selected, in the Drawing group, use the Shape Fill menu to select a pale
gray.
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© In the Drawing group, use the Shape Outline menu to select a blue theme color and then
change the width.

O Type the task name and then style the text using the font controls in the Home tab.

T Right-clicking any shape allows you to select the Format Shape dialog, which allows
you to control the style of the shape from a single location.

© Copy and paste the original task for each of the remaining tasks and rename them.

A Depending on the number of tasks, it might be necessary to resize the rectangles and
type size to allow the tasks to fit into the same slide.

Occasionally, you might need to enlarge slide area in the page set-up (this helps the layout,
and you can scale it back down to a side of A4 you print).

@ Align the shapes—this is where snapping to grid comes into its own.



@ [n the Drawing group, click the Shapes menu and choose connecting lines. Draw lines
between the individual tasks. These are magnetized to allow them to snap to the edge of

other shapes.

T Use arrows only where necessary to indicate the direction of the task. Using arrows
everywhere can clutter the diagram.

© In the Drawing group, use the Shape Outline menu to style the connecting lines and
arrows using the same color and thickness as the outline of the rounded rectangle. This

helps join the elements together visually. See Figure 2-27.
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FIGURE 2-27: The tasks and connecting lines have been added and styled.
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Creating a controlled evaluation
The simplest way to create a controlled evaluation is to build it from a series of shapes lay-

ered on top of each other. As with creating tasks, use the shape menu to select the shape and

then style them using the fill and outline controls.

@ Draw a filled circle for the background (see Figure 2-28).
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FIGURE 2-28: Drawing the circle.

@ Layer a circle with a pale outline (and no fill) over the top to form the connection lines
between the task boxes (see Figure 2-29).
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FIGURE 2-29: Layering the circle.

© DPosition the task blocks around the edge of the circle (see Figure 2-30).
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FIGURE 2-30: Positioning the task blocks.
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@ Use connecting lines to join the opposite shapes (see Figure 2-31).

BEo-ol sk modelppts - Mecrosof Poweoint . =82
[ e | mun Deign  nnimons  Anmatons  Sdeshow  Reiew  View  Adodns =g
4 T Bueas Vi v KN B EEs mee el Srsmapetiic | i fina
oy da- ‘":I By st = g £ b =] @ % O shape Outiine = ¥, Rupise ©
B | Mot cicune [P L S e Mo m A EE WM M- g WA G

Snes - = Shapeitects = | L Semate

FIGURE 2-31: Using connecting lines to join the shapes.

Creating simple icons

You can easily create icons that help illustrate your task model by combining a few shapes.
Again, shapes are selected from the Shapes menu and styled accordingly. Figure 2-32 shows
how two circles and a rectangle have been grouped together and resized to create a simple

person icon.

Standard shapes within PowerPoint can also be adapted to illustrate a point. Figure 2-33
shows a rounded block arrow that has been styled to indicate an iterative process.
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FIGURE 2-33: Standard shapes can be selected and styled to create simple icons.



Adding the finishing touches

From the Shapes menu, select text boxes and lines to add the notes relating to the task
model.

Information from one of the project’s personas and user quotes are added to give color to the
persona and make it real for the project team. The persona photo is added by clicking the
Insert tab and then clicking the Picture button.

BT Black and white photos often work better because they are less distracting than color
photos.

Figure 2-34 shows the completed task model.
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FIGURE 2-34: The finished task model showing notes and the persona summary.
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USER JOURNEYS DETAIL the exact steps a user goes through to complete a task or goal.
They differ from task models in that they show the required interactions and paths through
a system rather than being a representation of desired user behavior. They also differ from
sitemaps as they show specific routes through a site rather than the logical structure of the
entire site. However, the three documents need to align with each other and you will find
yourself working back and forth between them ensuring that the desired user experience

matches.

This chapter focuses on detailed, system-based user journeys (see Figure 3-1) rather than the

broad journeys a user might take as he moves between online and offline activities.

V4

o

FIGURE 3-1: A user journey showing the individual steps through a system to complete a task.
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What makes a good user journey?

A good user journey reflects the behavior uncovered in the task model, which is developed
through research and observation. Ensuring that the task model and user journey match is

an important way of checking that the system you are creating meets the needs of the user.

A user journey is a great document to help you figure out how elements of a site will flow
together and is helpful when discussing the options with the team. User journeys are easy to
sketch out on a whiteboard or by using Post-it Notes. You can map out the wireframes

against them, ensuring that the right content elements are on each page.

There are two scenarios where user journeys should always be created:

> Product development. Create a user journey when developing a system from scratch.
For example, you're working with a client to develop a new check-out process and you

need to understand the best way to implement it.

> Analysis. Create a user journey when testing has shown that the current user journey
is broken and needs to be fixed. For example, when an confusing check-out process

journey can be redesigned to increase conversion.

Product development

User journeys should be created when you are developing a new product or service. They help
you understand the system that the user requires to be built and help make sure that you can
match it in the interface (for example, do you have the right links to the right places on each
page?) and with the technical implementation (for example, can the right data calls be made

at the required points?).

Develop the user journey once you have a solid set of personas and task models to base it on;
these will both inform it and help you check that you have the right user journey. Conducting
benchmark testing of an existing service (for example, testing on a previous version of the
product or on a competitor’s products) will help to identify problems with the user journey

that need fixing and help you avoid the same mistakes.

To help ensure that the user journey is optimized—and only if time allows for this—explore
more than one user journey and test each both during development and once the product is
launched. This can be helpful for processes such as an e-commerce checkout where you can
test the performance of asking for all customer details on one page versus splitting them
over a number of pages. Both solutions are usable, but the real-world performance and con-

version might vary.
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Analysis
User journeys are excellent documents to produce after user testing or after expert reviews
have been carried out on an existing product or service. They enable you to step back from

the page-by-page analysis to view the journey as a whole. This can be done a number of ways:

> You can show the existing user journey and describe the positives and pain points (see
Figure 3-2).

> You can show how the existing user journey needs to be adapted to better serve the
needs of the user.

> You can revise the user journey completely based on the needs of the user.

> Or you can show how the existing journey can be expanded with newly uncovered

journeys.
5 0 :
-
«
&,

FIGURE 3-2: Analyzing a user journey can show you pain points and where the journey can be refined.

What are you communicating?

The following elements can typically be illustrated in a user journey.
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The goal or task
Use the goal or task as the page title. This is the user desired outcome from the journey. For
example, this might be the user’s desire to buy the items in the shopping cart.

Steps

In a user journey diagram a single block represents a specific step users must do to complete
their journey. This could be a piece of information for them to review or an item of data that
they need to submit. For example, it might be their need to enter their mailing address or

their credit card information.

Decision points

Decision points are used when a user has to make a choice in order to carry on through the
journey—picking a car color out of a range of available colors, for example. The result could
be to go on to a single next step with that selection made, or for two or more resultant

branches in the user journey diagram showing alternate routes.

Start and end steps

Start and end steps illustrate the beginning and the end of the user journey. Using different
shaped blocks helps these to stand out. For example, the start of the journey might illustrate
the addition of items to the basket and the end of the journey might confirm that the prod-

ucts have been purchased.

Grouping
A single step can be on a page of its own. If there are several steps on a single page, grouping
needs to be shown. This could be where the name, address and contact information is

grouped together on a personal details page.

Flow

Single and double-headed arrows can be used to show the direction in which the user can
move between tasks or steps. Using curved arrows back to a previous step can be a more
effective way of illustrating where users are repeating the same task (or tasks) one or more

times. Editing a cart on an online store is a good example of an iterative process.

Content
It can be useful to add any content requirements onto the user journey without which the

journey could not be completed. For example, you might find that users require a summary
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of the products they are buying to be carried through each step of the checkout to reassure
them that everything they want is indeed being purchased. These should also be added to the

content requirements document.

Pain points
In conducting analysis on an existing user journey, a clear illustration of pain points helps

the project team to focus on the elements that need to be fixed.

External factors
Are there elements a user needs to complete the task that are outside of the system on which
you are focusing? This could be external sites, conversations, and so on. It's important to

show the interrelationships to build as accurate a user journey as possible.

Measurement

If your user journey is of an existing system, analytics can be overlaid onto the diagram to
show the actual usage of specific elements. If you are creating a user journey for a new sys-
tem, then it is a good idea to include the measurement points so you can track how users

interact with the system to help with the ongoing analysis and improvement.

The anatomy of a user journey

User journeys are functional documents. Styling is kept to a minimum in order to let the

design and development team focus on the flow and detail of the content. See Figure 3-3.

Title

The title is a simple summary of the goal the user needs to achieve.

Groupings
Groupings are the pages or phases that the steps group into. In this example, they're nested
to show a split in the journey for different user groups. Shading shows how elements are

nested together.

Start steps and end steps
Start steps and end steps are the elements that trigger the step and the last things that hap-
pen. Depending on your project it might be necessary to show how several user journeys join

together. These are indicated through simply rounding the corners.
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Steps
A step is the action that needs to be performed by the user or the content that he needs to

review.

Pain points
Pain points from existing research can be added to individual steps to show where some-

thing needs refining.

Decision points
Decision points illustrate the steps that cause a split in the user journey. A diamond is used.

Flow
The flow is simply the direction a user can move in between steps. It's shown by one- or two-

way arrows and iterative loops.

Notes

Notes are spaces to record key learning and communication points.

Title |-—Goal: To buy the items in myhasket| Step | | Groupings

B ] saser et T W Pepemeer ot e Comtemaan
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Decision
points

T~

FIGURE 3-3: An example user journey showing the key elements to include.

Who is the audience?

Like most user experience documentation, the user journey’s audience spans the different

roles on the project team. At a high level, the whole team will need to understand the flow
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and associated freedom (or restriction) of movement you've uncovered through user research
and documented in the task model. At a detailed level, the user journey uncovers exactly
what needs to happen at each stage as a user moves through a site—and therefore where the

content and data need to sit to support it.
I've divided the audience according to their different practical needs:

> Business analysts and project managers. They care about the detail of the user jour-
ney. They will want to make sure that all required elements have been accounted for

and that the process can be developed as specified on time and budget.

> The development team. They want to make sure that the development and framework
they are using can support the journey specified. For example, if an off-the-shelf
e-commerce package is being used, how can it be adapted to match the required

user journey?

> Copywriters, designers, and the wireframe team. They need to understand the
overall flow of the user journey. It will help to identify the number of pages and tem-
plates needed and beyond that help them consider how to create consistency in style

and interaction as a user moves between the pages.

> Business stakeholders. Does the user journey meet the practical, functional and
monetary business needs? Will users be able to easily complete the tasks and have a

positive experience?

When you've completed research to set up the user journey (see the research and workshop
ideas later in this chapter), you'll have a lot of confidence that the journey you're creating is
the right one. You can validate and optimize the user journey at several times during the

development process, first on prototypes and later on the live site.

User testing of wireframes, designs, and live sites
Testing sites, applications, and their prototypes frequently expose problems that relate to

the user journey (and often task model).

If you see that the process isn’t meeting user expectations (if users don’t know what’s com-
ing next, or that they can’t do things or find information at the right time), then you'll need
to step back and revise the user journey.

If you've completed a full user-centered design process, you're less likely to find that this is

the case than if you've jumped straight into user testing toward the end of a project.
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A/B testing and multivariate testing (MVT)

A/B and multivariate testing allow you to test the real-world performance of two or more
design variables against each other to uncover which combination of variables is most effec-
tive for the completion of tasks (see Figure 3-4). A/B testing typically looks at two variables;
MVT allows for many more variations.

Before completing A/B or MVT testing, ensure that all candidate solutions are usable (by
developing them as part of a user-centered design process) so you have the confidence that

none of the solutions will break the site.
You can test the user journey at three levels:

> Element level to test that specific form fields and pieces of content are in the right
place and executed in the best way.

> Group level to test the order of chunks of content on a page.

> Page level to test the optimal flow through the site.

Goal: To buy the itemns in my basket
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FIGURE 3-4: A/B testing and MVT testing can help you decide which variables of a user journey (all proven to be
usable) will perform better for the business.
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RESEARCH AND WORKSHOP IDEAS

Researching and defining user journeys is always fun and enlightening. You begin to take the
learning’s from the persona and task model development and use them to create the actual

experience users will have on the site.

In research, participants feel like they are helping to shape the site around their needs and
engage well. In workshops, the project team can work together to discuss and debate the

ideal user journeys.

A FVCILRIISININIA Process sorting

In process sorting, you use the same materials as when using card sorting, using labels on
cards, or when using Post-it Notes (see Figure 3-5), but you get participants to put the cards
in the order they expect or want things to happen. If relevant, have the participants group
the cards into items they think will appear on the same page.

FIGURE 3-5: A participant uses Post-it Notes to show how she expects a journey to work.

Note any problems the users have with terminology and create new cards where participants

require additional steps (they might also not want all the steps that the organization wants).

Remember that users might have different user journeys depending on what they are trying
to complete, so try a number of different tasks with the same participant to see how the user

journey might need to be adapted in each instance. For example, on a travel site, you want to
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understand the user journey for booking a flight and a user journey for booking both a flight
with a hotel. You'll see where each journey overlaps and where the differences that need to be
accommodated are. This is helpful because you're ultimately trying to understand how to fit

all the required elements together in order to create the best experience for the user.

Once you've established the basic journey that the participant is after, use the cards to
explore the next more granular level of information and understand the content and data
requirements at each stage. Ask open and non-leading questions such as “What information
would you expect to complete here?” and “What information do you need to be able to do
that?” Matching a system to the user expectations of how it should work makes the com-
pleted product immensely more satisfying for the user. For example, knowing that you'll
make your customers happy by just asking for their names and email addresses on a sign-up
page is far better than asking them to also provide their dates of birth and mobile num-
bers—which they are not happy to submit. Another example is to provide a clothing size
guide next to where customers select the sizes of garments—it gives them the information

they need, when they want it.

You'll end up with a number of processes (one for each participant) that you can analyze and
uncover common patterns. Behind each step you'll also have a note of user content require-

ments, which you can feed into the content audit documentation.

This analysis and research forms the basis of your user journey document.

WORKSHOP IDEA:

A user journey workshop with the project team is a good way to map out and discuss all ele-
ments of a user journey. Before you begin, you should have completed your research using
the process-sorting technique described at the beginning of this section. This ensures you
can play the role of the users (championing what they want—not what you or the project
team thinks).

Inviting attendees
Invite a wide range of project stakeholders including designers, developers, business ana-

lysts, project managers, product managers, and marketers.

Ask the participants to prepare and bring information on their area of expertise—whether
it's the content requirements, data requirements, or information on the technical plat-

form—and any existing analytics. Aside from the user insights, this information helps
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ensure that you have the right level of detail to make informed decisions about how the jour-

ney should look.

Gathering materials

Try to use a room with a whiteboard so that Post-it Notes can easily be stuck up and moved
and that lines connecting the elements can be drawn or rubbed out. Have a camera on hand
so that you can document the user journey in different states as it evolves (you might need

to roll back to a previous version either during the meeting or later in the project process).

Also have on hand the personas and task model so that user goals and behavior are reflected

in the journey.

Conducting the Workshop
To conduct the workshop, follow these steps:

@ Start at a high level and get the attendees to share the phases and groupings (such as
delivery details or billing information) that need to be in the user journey. Don’t worry

about the detail just yet.

©® Match the groups against the user requirements and functional requirements, discussing
where the two clash (for example, cite differences between the information a user wants

to input against the information a company wants to collect).

© Put the groups in order and think about the flow between them. Are users able to move in
one or two directions between elements or can they apply filters that allow them to itera-

tively refine a list?

This gives you your basic user journey and while it seems straightforward, experience has
shown that it will generate a lot of detailed discussions around how the system (or an ele-

ment of a system) is put together.

@ Work through the individual data and content requirements that are needed to support
each step of the journey. Again, you can use the functional and user requirements to

ensure that the detail is covered.

T Use different colored Post-it Notes to differentiate the content requirements from the
steps they belong to.
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If you're creating a user journey from scratch, use the user journey workshop (see Figure 3-6)

as an opportunity to identify the different measurement points necessary to understanding

user behavior and assessing the success of the project.

FIGURE 3-6: In a user journey workshop, collaborate with the project team to create the user journey.

What’s the simplest way to illustrate the user
journey?

Create a user journey

I in OmniGraffle

There are lots of similarities between creating sitemaps, task
models, and user journeys in OmniGraffle. Depending on the
result you are trying to achieve, you might want to cross-refer-

ence those chapters.
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The following steps show you how to resize the canvas and set up a grid structure. This sim-

plifies the process of creating the user journey.
@ Launch OmniGraffle. The default templates are displayed. Select the blank template and
click the New Diagram button.

@ Change the canvas size to A3 (420mm by 297mm). This setting provides a large canvas
area to work on and scales down nicely to US Letter or A4.

© Click File and choose Page Set-up.
@ In the Paper Size drop-down, choose the Manage Custom Sizes option.
© Click the + icon, give your paper size a name (in this case, A3), and type the dimensions

420 mm by 297 mm.

Next, you need to set up a grid structure for the document. The following steps create graph
paper-style markings on the canvas area and allow you to control the sizing, spacing, and
alignment of shapes with precision. Figure 3-7 illustrates how the finished selections will
look.

@ In the toolbar, click the Inspect button to open the Inspect window.

@ In the Canvas: Grid tab, click the Ruler Units button and change the unit of measurement

to centimeters.
© Click the Grid button and in the Major Grid Spacing text field, type 1cm (see Figure 3-7).
@ Change the Minor Grid Steps to 4 (equivalent to 2.5mm).
© In the same panel, select the Snap to grid option.

@ Select the Show grid lines checkbox and the Show major checkbox.



© The Edges on grid radio button should be selected by default. If not, select it. This ensures
the edges (rather than centers of objects) align to the grid.
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FIGURE 3-7: Setting up the grid structure in the OmniGraffle Inspector.

Creating the journey

The following guide gives you all the information you need to create the journey. While the

result looks simple, there is an art to laying out the elements into an easy to read document.
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Providing a title
To provide a title, follow these steps:

@ From the toolbar, select the Text Tool.

@ Place the cursor where you want to the title to appear on the canvas and title your user
journey with the goal or task you are representing.

T Refer to Figure 2-14 in Chapter 2 for an overview of OmniGraffle's text controls.

Styling shapes
The Stencil Library has useful default shapes that can be used to create attractive user jour-

neys. Figure 3-8 shows the Stencil window and style controls.

@ On the Toolbar, click the Stencils button to open the Stencils window.
@ In the Stencils library, open the Software folder and click the Flow Chart stencil.

© Select the Flow Chart shapes you need and drag them onto the canvas. The most com-
monly used shapes are the Start/Stop, Process, and Decision shapes.

O The default shapes can be styled in the Style window to create the master elements:
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« Turn off Shadow and Stroke as they add unnecessary visual clutter to the

document.

+ Select a Fill color and Font color with good contrast to ensure legibility both on

screen and when printed.

© Copy and paste the styled shapes as many times as needed and position them to create

the outline user journey.
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FIGURE 3-8: An overview of OmniGraffle’s Stencil window and Style window.

Using magnetic shapes and arrows
Using magnets means that when you move shapes, the arrows move with them and that
saves time when you're rearranging the layout. OmniGraffle gives you good control over the

magnetic properties of objects.

@ Select a shape.

® Open the Inspect palette, open the Properties section, and then click the Connections
button (see Figure 3-9).

© In the Shapes, Groups and Tables section, check Allow connections from lines (if it isn’t

already selected). This makes your shape magnetic.

O [n the 4 magnets drop down, you can select where you want the magnets to be on your
shape. Typically you'll just need N, S, E, W selected, but you can also choose the corners

and number of magnets per side.

Now when you add connecting lines, they will snap to the magnets added to your shapes.
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FIGURE 3-9: Magnets are added using the Connections tab in the Properties panel of the Inspector.

Adding lines and arrows

To add lines and arrows, follow these steps:

@ [n the Toolbar, click the Line Tool (see Figure 3-10) and then select the line type you want
to use to connect your shapes. We use Straight and Orthogonal.

@ Draw lines between your shapes connecting the line ends to the magnets.

© Style your lines using the Style: Lines and Shapes, Shadow inspector.
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FIGURE 3-10: Adding and styling lines in OmniGraffle.

Styling the curved arrows

To style curved arrows, follow these steps:

@ In the Toolbar, click the Line Tool and then select the Bézier line.
@ Add three points to the canvas equally around an imaginary center point.
© Connect the two end points to the magnetized shapes.

O Click the center point and move the position of the handles until you have created a semi-

circle. Figure 3-11 shows how the handles are positioned.

A To create a quarter circle, use the same technique only add just two points and move
the handles of each.
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FIGURE 3-11: A semi-circle created using a Bézier curve showing the handle positions.

Finishing off
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Where steps are grouped into pages in the example, zebra stripes are used in the background
to mark out the individual pages. These are simply lightly shaded rectangles sent to the back
of the other items. On occasion you'll have to show two options within the same page (for
example, how new customers and existing customers are handled at the same point in a jour-
ney); a shade between the zebra stripes and the individual steps is used to nest these items

together. See Figure 3-12.

T As you're working on documents such as user journeys and sitemaps, the alignment
can go slightly off. In the Inspect palette (where you set up the grids), there is a button titled
Align to grid. Clicking this button resizes shapes and aligns objects back to the grid, saving
you a lot of hassle doing it all manually.



FIGURE 3-12: Shaded rectangles illustrate the pages in the journey and the grouping of steps.
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[e) /A e] Create a user journey in PowerPoint

Creating user journeys in PowerPoint is really straightforward but there are a few tricks to

creating a good-looking diagram.

The user journey template is set up in the same way you set up template for task models in
Chapter 2:

@ Launch PowerPoint, go to the File tab, and select New. A menu of document types is

shown.
@ Click the Blank presentation then click the Create button on the right.
© On the Home tab, click on the Layout button and choose the Title Slide layout.
You'll find sizing the shapes and aligning the elements much easier if you enable snapping to
grid:
@ Right-click the slide area and choose Grid and Guides.
@ Select Snap objects to grid (see Figure 3-13).

© You should also enable the Display grid on screen option. This provides you with a series
of guide dots that helps alignment, but does increase the visual clutter as you're working

on the document.
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FIGURE 3-13: The Grid and Guides dialog with the Snap objects to grid option enabled and the Display grid on
screen option enabled.

Depending on the size of your user journey, you might need to give yourself a larger slide
area to work on. To do this, click on the Design tab and select Page Setup in the top left. Here
you can choose a number of ratios and dimensions. There’s usually a little trial and error to
get everything scaled and fitting neatly on a single slide — of course you can always divide
the document over multiple slides to be printed out and stuck together on walls.
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Creating the journey

The journey is simply a series of aligned shapes.

Adding shapes
To add shapes, follow these steps:

@ Click the Home tab and in the Drawing group, click the Shapes menu and choose your
shape.
@ Style your shapes using the Shape Fill and Shape Outline buttons.

Changing shapes

Once you've created and styled a shape, you can copy and paste the shape by using the Edit
menu. You can then use the Change Shape option (see Figure 3-14) and retain the styling of
the original shape:

@ Select the shape.

@ Click the Format tab.

© Click the Edit Shape button.

@ Choose Change Shape.

© Select the shape that you want to use.

User journeys primarily use rectangles, rounded rectangles, or diamonds to illustrate the

steps, start points, end points, and decisions.
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FIGURE 3-14: Use the Change Shape menu to copy and paste a shape and change it into another shape while
keeping the original styling.

Wrapping text
Diamond shapes allow for only a limited amount of text inside them. To control where the
line breaks appear and to get the text fitting nicely, you'll need to complete the following

steps:

@ Right-click the shape and click Format shape.

O In the window that displays, select Text Box from the left menu.

© Deselect the Wrap text option.

O To control where you want the line breaks to appear, place the cursor in the desired posi-

tion and enter a soft line break (press Shift+Enter).
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Adding arrows and lines
Use Arrows and Elbow Arrow Connectors to join the shapes together. Use Circular Arrows to

indicate the steps users can repeat several times. Follow these steps:

@ [n the Drawing group, click the Shapes menu and choose the desired connector lines and
arrows.

@ Draw them between the shapes and connect them to the anchor points.

© Adjust the outline and fill colors so that the shapes and lines look good on screen and
have enough contrast to print out well.

Finishing up
Grouped steps are indicated by placing shaded rectangles in the background. These can be

nested where more than one grouping needs to be shown.

Figure 3-15 shows the completed user journey.
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FIGURE 3-15: The finished user journey in PowerPoint showing the edited colors.
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EVERY PROJECT WE’VE worked on and every piece of research we’ve conducted touches
on the text and images that need to be presented to the user. It's probably surprising then

that most content documents don’t focus on or even mention the user needs.

This chapter shows how to put together a simple document to collect content requirements

(see Figure 4-1) from users in a consistent way throughout the project.

FIGURE 4-1: A contents requirement document.



CHAPTER FOUR CONTENT REQUIREMENTS

What makes a good content requirements
document?

A great content requirements document focuses on the user needs—specifically what con-

tent (text, image, sound, and video) needs to be provided to enable a user to fulfill a goal.

Content requirements start to be uncovered very early, long before you know how the final
product will work or look. So it’s worth discussing and setting up a template to capture the

requirements at the beginning of the project.

The result is a consistent template to capture content needs as they emerge from workshops
with stakeholders and research with users. Rather than having to work from several documents
(for example, task models, personas, and user test reports—although these should contain
requirements uncovered in those phases of work), you have one consistent checklist that

ensures all the required information is communicated in the final product and in the right way.

By understanding the different types of content, you develop a framework for talking
through the requirements with the project team (it’s often the case that different people are
responsible for different types of content, such as copy or photography). And when it comes
to wireframing and designing, understanding the content requirements can help establish

the design patterns and styles that are needed throughout the interface.

Marketing and brand copy
Marketing and brand copy sets the purpose of the page through the title and description. The
tone and style will be set by the business and can be tested with users to ensure clarity and

appropriateness.

Within the main content of the page, the brand provides an emotional reason to engage with
a product or service. This can come through expectations of the brand through prior knowl-
edge or by allowing users to decide that the brand is one that they can have an affinity with
and reinforces their beliefs. Some examples of marketing and brand content could be:

> How products are made

> How a bank invests its money

> An organization’s charitable activities
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Users care about this information. If it's not there, they will notice. And they might use

another product or service instead.

Instructions and functionality

The functional content defines exactly what users must do in order to get to the next step of
their goals. For example, on a product site, a customer might need to select the quantity and
size of items before adding them to her shopping cart. The wording needs to be clear and the

action must be obvious.

Data and specification information

What data do users need in order to make a decision? This could be straightforward, such as
the price of the product, or it might be an element that’s very specific such as needing the
trunk capacity of an automobile (everybody has niggling requirements that need to be satis-

fied). These specific requirements are always uncovered through user research.

Image requirements

Photography is the unsung hero of user experience. Users want to see large, good quality
photos that satisfy their specific needs or curiosity. This is particularly true when decisions
have to be made, whether it’s a product purchase, the choice of where to go on vacation, or

which company to work for.

You frequently see photos in user testing where brands have applied a house style or cropped
images to make them artistic or in keeping with the design when in fact users just want to

see the product in as much detail and in as large a size as possible.

Sometimes the right photos aren’t provided, so they can’t help the user make a decision.
Product choices are the obvious example. If you are choosing a dress, you want to know
exactly what both the front and back look like before you buy it—if you can’t see the back of
the dress, you won'’t buy it. But it is also true for more information rich sites. Universities
and college sites need to let prospective students know what the campus is like, information
about the town and city where it’s situated, and what the other students will be like. Dated or

low-quality photography will present a poor impression.

Supporting information
Research uncovers the supplementary information a user requires to support and reassure
her that she’s making the right decision. Taking an e-commerce example again, this could be

the delivery and returns information, information about the cut of a garment, or information
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about the material it's made from. Offering the product without this supporting information

will leave the user with doubts as to whether this is the right purchase for her.

What makes the perfect content requirements
document?

Perfect content requirements ensure that you communicate user information requirements

to the project team effectively.

The sample document shown in Figure 4-2 is goal based—what users need in order to buy a
boutique dress. It helps communicate the requirements more effectively and maps more eas-
ily onto the task models and user journeys. When you develop your sitemap and wireframes,

it is used as a checklist to make sure everything is accounted for on each section and page.

Document| Content requirements for choosing a boutique dress

title How do users want content presented:
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FIGURE 4-2: The perfect content requirements document showing the required information.

Document title

The document title gives the goal of the user covered in the requirements document.
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Summary information
Content requirements documents can get very large. Summary information—pulling out
the key themes and presentation information—is a useful way of summarizing the require-

ments to the project team.

Reference ID
A unique reference ID helps you to pinpoint rows as you're discussing them with the project

team and allows you to cross-reference the document easily.

Page name

The page name references the page or section of the site is being referred to. Under most
circumstances, there will be multiple content requirements for one page. For a new site, this
might not be known exactly until after the sitemap is developed, but a reference to the step

in the task will work well.

Core purpose
What must users do? This is the core purpose of the page—the one or two things users must

do in order to continue their journeys.

User support

What content do users need in order to make the decision to continue their journeys? This
type of user support could be a combination of functional, data, imagery, information, or
brand. Figure 4-2 shows how you can include quotes from users to add grounded reality into

content discussions.

Required elements and suggestions

Very often in the user-centered design process, you'll identify pieces of content and images
that do exactly what a user requires. Required elements and suggestions could be from an
existing site, competitor sites, or other relevant information. You might also sketch out sug-
gestions and write example content to better illustrate the requirements to the project team,
not to be used as final assets, but to help facilitate meaningful discussion. Figure 4-2 shows

how imagery has been included to reinforce the requirement.

Additional columns can be added depending on the specific needs of the project and this
document could be expanded into a more complete content matrix, which might also include

the URL of the page, who is responsible for the content, and what the process is for getting it
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produced. These tasks can fall outside of the user experience role so an expanded document

would need to be worked on with the relevant parts of the project team.

The content requirements touch every part of a business because they range from how a
product or service is presented to users down to what data needs to be stored and presented

to the user.

In particular, the content and copy team will be able to take the user requirements and
develop the words that clearly communicate the messages and brand voice. The project man-
agers and business analysts will want to ensure that the content can be sourced and accom-
modated for as part of the development. And the user experience team will be responsible

for making sure all the requirements are fed into the sitemaps and wireframes.

Of course, the reality is that not all the content needs can be fulfilled in the short term, so the

requirements document will help to shape future content strategy.

If the right content isn't presented to users at the right time and in the right way they will
struggle to reach their goals. Validating that the right content is in place will make a huge
difference to the success of the project.

Content testing in context

As you're testing wireframes and designs, you are implicitly testing the content that is pre-
sented. Using the think-aloud protocol (encouraging users to think out loud as they are com-
pleting a task on a website) will help you assess whether users’ questions and expectations
are being met, allowing them to do what they need to. Be sure to explore how people feel
about the images and information and assess whether the right data and functions are avail-
able to them. Finally, see if there is anything about the tone that they are particularly
attracted to or find off-putting.
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T Testing little and often over the course of a project is recommended. Testing with five
users at five times during the project will ensure that the project is more successful than
testing with 25 users at the end.

Frequently the first user testing completed uncovers the big problems and omissions. Then
as you address those problems over the course of the project, the testing starts to validate
the decisions you've made giving confidence in a successful product when it goes live. It's
important to get a new set of participants each time you test to ensure that you've properly

solved the problems and that the users aren’t just learning how to use a faulty process.

Content variation testing
Sometimes it can be helpful to take the content out of context, focusing in on a participant’s

response to different executions of the same copy or alternate photographic treatments.

Here’s an outline of a frequently used approach. Take a key wireframe from the user journey
(a product page on an e-commerce site in this example) and try two or three versions using
different executions of the same content—for example, different treatments of the imagery

(see Figure 4-3) or different wording for the headlines.

'A\AcmeHotels.com ‘N’A‘f"“eHotels.com
& ) Sirens Hotej Masix
irens Hotel Mexico +ir tir v vr fr | ICO wir vir vy iy gy
Overview Facilitios Reviews (98%) |I - o

.,f(.]“ r”':i'l" Jlll‘.f..

/ Other hotels
. a4 e

FIGURE 4-3: The same wireframe is tested with two different leading images to see which performs better in
research and why.
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Conduct research with users to understand which variations of content best support their
needs the best and, perhaps more importantly, don’t create barriers for them when they're
completing tasks. Participants are very good at pointing out changes that the project team

misses.

This testing not only improves the quality of the content, it uncovers the stories and reasons
behind the likes and dislikes that help enrich the understanding of user behavior and there-

fore the personas and task models you produce.

RESEARCH AND WORKSHOP IDEAS

Coming to grips with content is immensely satisfying. It's the raw material that a product or
service is built on and yet it is often deprioritized in processes behind wireframes, design,

and build.

AL RO INIVH | merse yourself in the topic

Every time you start working on a new project, immerse yourself in the subject matter.

Buy the relevant journals and magazines, look at the sites and user forums, and start to
understand the trends, passions, frustrations, questions, and solutions that people are talk-

ing about and that are being presented to them.

If possible, find places where you can observe people in the real world, whether it’s at the

shopping mall, in an office, at a store (see Figure 4-4), or elsewhere.

All these activities help you to get closer to people and allow you to have better empathy for
the lives they lead.
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FIGURE 4-4: Take photos to remind you what people did so you can recall better stories. In this case, the picture
might remind you how the customer chose between the various products in front of her.

WORKSHOP IDEA: JA\Sls|ilele]a}{=10]1

At the beginning of the project take time to audit any existing content with the project team.

Assess what people like and don’t like and the areas for improvement.

Before the workshop, ask the attendees to collate examples of content they like. This could
be from competitor sites, sites they like, magazines, or newspapers. Get them to share their

ideas in turn and listen to their reasoning.

Then work at a broad level through the project you are involved with, discussing the effec-
tiveness of headings, imagery, and informational and data-driven content. Understand
whether it meets the needs of the organization and what is missing that needs communicat-

ing. Match it against examples the team collated to see how it could be enriched or changed.

Print out, draw, or write example assets onto pieces of paper and tear examples out of maga-
zines. Create collages that represent ideas for how the content should be developed. As
you're making the collages, discuss each asset as you add it and try to decide which work
well—or at least try to understand why some team members don’t agree on which assets

work well and try to resolve those issues right then and there.
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The collages provide useful prompt material that you can take into research and see which

ideas work, which need to be adapted, and which need to be scrapped.

BT Creating collages on rolls of brown paper (see Figure 4-5) makes them easier to travel
with and store.

FIGURE 4-5: A content audit workshop in progress, showing a collage that has been created to represent the
project team’s content ideas.

I\ {ol Mo IN[elV]H | isten to and observe users

For simplicity this research can be done at the same time as the task modeling research.
Spend time simply listening to what users say. What questions are they asking? What infor-

mation is communicated to them that gives satisfactory answers?

Listen to how the responses are being expressed—are there certain words that are being
used that seem to be particularly effective? Look for any documentation that’s being referred
to. Staff in call centers and at help desks frequently have access to, or have created their own,

resources for responding to customer needs.

Start to fill in your content requirements document with this information.
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We once listened to calls while working on a travel website. A lady called wanting to book a
family cruise worth several thousand dollars. She’d been through the process online, but
didn’t have the confidence to complete the purchase because she couldn’t see that her chil-
dren would be fed nutritional meals each day. We heard several similar requirements and
created additional information for the site. Listening to these requirements and making

these changes transformed the online success of the business.

ISR Il ] [ se benchmark testing

Testing an existing service against its competition allows the project team to audit content
with users at an early stage in the project. This provides information on what users do and
don’t understand, the questions they have at the beginning of the task and the questions
they still have afterward. Capture the content needs from both the existing service and com-

petitor services and use them to populate the requirements document.

For example, with an e-commerce site, you might uncover that users consistently aren’t buy-
ing a product on a competitor’s site because a key piece of information is missing. You can

use this knowledge to ensure that the information is presented on your site.

What’s the simplest way to put together a content
requirements document?

A content requirements document is the first thing | do at the beginning of every project. It
helps me to come to grips with the content, the functionality, and specific words and labels
that will be required. Importantly it helps me to understand what | don’t know in terms of
the industry and the way specific functionality works. Understanding what you don’t know
helps to give focus to questions for the stakeholder team.

There are a few ways to put together a simple content requirements document and the
temptation is to use Excel or Apple’s Numbers. However, using an outliner tool—such as
Apple’s OmniOutliner (see Figure 4-6) or Microsoft Word's outline view—can help you get
structure and ideas down quickly without worrying about formatting.
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Iogic
e Oa Home
* [0 Must be able to:
e [ Easily be able to locate and select the dresses category
© [0 What support do they need?
© O If users have been to the site before they want to get straight into the category
listing, however in testing it was noted that users “may get side-tracked by other
products on the homepage”.
© O New users will want to get a sense that the brand offers the types of clothes they
would buy.
« O Required elements and suggestions:
« O Required elements and suggestions:
Images of the latest seasons clothing.
Sale and offer information.
Clear navigation into the product categories.
e Oa Category listing
* O Must:
e [0 Easily select a product they like the look of
© [0 What support do they need?
« O Colour, price and style are all necessary.
© O An indication of available sizes is useful at this stage, but can be omitted as
long as it’s clear on the product page.
© O “ljust like looking through everything available and clicking through to the
dresses | like.”
« O Required elements and suggestions
* O Photos that show the front and back of garments:
* O front-back
® O Price and discount information.
e [ Alternate color, if applicable
« Oa Product page
* O Must:
* [ Add to basket
o O What support do they need?
* O Further images including details and model shots. Sizing and availability.
Delivery and returns information.
* [ “l often buy two different sizes to try both, so | need to make sure it's easy to
send the one | don't want back”.
* O Required elements and suggestions
e [ Large (fullscreen) photos both on and off models.
* O Detailed sizing guide with stock levels for each size and color.
« O Delivery and returns information.
* O Quantity and add to basket.
* O Product description including material, detailing information and the designer.

FIGURE 4-6:
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[0} "Aye] Create a content requirements
document in Word

Word is an ideal tool to use to create content documents because it handles large tables well
(unlike PowerPoint) and images can easily be inserted into individual table cells (unlike
Excel).

Use the following settings to create the maximum document area to work on:

@ Create a new blank document in Word.
@ Click the Page Layout tab and set the Orientation to Landscape.

© Click Margins and choose Narrow.

Creating the audit is incredibly simple, but there are a few tricks included in the following

descriptions to help create a clean, well-styled document.

Titling the presentation
Add your heading in 24-point type and add your subheadings at 12 points. As shown in
Figure 4-7, use 8-point type for the body copy. You can use a larger font if you want to, but

8-point allows you to fit more words into each table cell.
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FIGURE 4-7: The title and summary information have been added to the document.

Inserting the table

To insert a table, follow these steps:

@ Click the Insert tab.
@ Click the Table button.

© Mouse over the grid that's shown in Figure 4-8 to select the number of rows and columns

you require.

In this example, the grid is five columns wide and five deep.

-
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o Formatting the table

To format the table, follow these steps:

@ Select the table by clicking anywhere on it and then click the Design tab to style the table.

@ In the Table Style Options group, make sure only Header Row and Banded Rows are

selected.

© [n the Table Styles group, click the Light Shading style (see Figure 4-9).
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You can shade each row individually, but using the preset styles retains the alternating row m
e z
colors and makes life simpler as more rows are added. 3
»

O Select all the header row cells (the first row) by clicking in the first cell and dragging to the
right.

© In the Table Styles group, click the Shading drop-down arrow and then choose a darker
shade of gray. A 35% darker gray is used in the example.

@ Select the entire table again and, in the Table Styles group, click the Borders drop-down

arrow.
@ Choose the No Border option.

© Click into the header row, click the Layout tab, and then in the Data group, click Repeat
Header Rows (see Figure 4-10).

B I your document spans multiple pages the header will be displayed on each.
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FIGURE 4-10: The borders have been removed and the header row has been given a darker shade of gray.

© Type the header text using 8-point type. The example uses a 15% lighter than black shade
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for all the content.

@ Mouse over the column borders and drag them to the right or left to set the width of each

column.

Figure 4-11 shows a clean-looking table that can now be populated with content.
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FIGURE 4-11: The column headings have been added and the table is ready to be used.




Adding content
Creating the audit is simply a matter of populating the cells in the template with the content

requirements as you uncover them.

Inserting images helps to visualize the requirements, so it’s worth including them where you

can (see Figure 4-12). To insert an image, click the Insert tab then click the Picture button.

If you need to add additional rows or columns, you can right-click in any cell and use the

menu to add rows above or below or add columns to the right or left of the one you are in.
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FIGURE 4-12: The finished document with content requirements added.
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A SITEMAP IS an important document for tying all project documents together. It shows
the structure of the site and how each page will be linked together during development. It
acts as a To Do list to show what wireframes need to be produced. It can be used to map out

user journeys and to form the basis of content audits.

In this chapter, you'll learn the information a sitemap (see Figure 5-1) should contain and
how to present it in a clear concise way. You'll also learn how to do this based on the type of
site you are developing, and the different team members it will be presented to. There are
techniques for designing the document as well as techniques for researching and organizing
data.

There are also guides on how to create sitemaps in Excel, Word, and OmniGraffle.

FIGURE 5-1: A sitemap ties together all the project documents.



CHAPTER FIVE SITEMAPS

What makes a good sitemap?

A good sitemap shows the navigation structure and key pages of a website. It should never be
a complete map of your website. If you map out every page exactly, the document will become
out of date very quickly. Think about when you look at where you live in the Google satellite
view; the image is always old, the car you owned two years ago is on the street, or a house two

doors down has not yet been built yet. Full-scale maps are very hard to keep up to date.

A full map of every page of a site could also become vast and unmanageable. Imagine trying
to map out Amazon.com. A sitemap should focus on the top navigation, the subnavigation
categories, and tertiary navigation levels. For a clothing website, you would map out your
main product types (shirts, trousers, shoes, and so on). You would then categorize each prod-
uct type according to style (casual shirts, dress shirts, and so on). But you wouldn’t delve into

specific product pages.

What the sitemap needs to do is show the main structure of the site and also provide the
project team with a checklist of all the key templates that need to be produced. It shows you

what templates need to be produced, and where everything sits in relation to each other.

There are three key scenarios that require a sitemap to be created.

When you need to audit your current content
If you need to get an idea of the current state of your site, then mapping it out gives you a
great overview. It will show you what pages you currently have and if it is structured in the

right order. A sitemap can also form the basis of a more detailed content audit.

When you need to enhance or improve your current site structure

This scenario could be a project that just focuses on reorganizing the site structure, or part of
an overall design overhaul. The best way to start a project like this is to map out the pages
and structure that currently exist. Use that to determine what pages exist, what's missing,

and what can be removed before restructuring content.
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When you are creating a new website

If you are creating a new website, a sitemap can provide you with a clear plan of action for
what needs to be produced. The site structure needs to be thought out before wireframe pro-
duction begins because it can help determine what templates and content need to be pro-
duced. See Figure 5-2.

FIGURE 5-2: Use Post-Its to sketch out the sitemap so you can quickly try out different site structures.

What are you communicating?

A sitemap needs to show the pages that support the user goals and the pages that are neces-
sary to meet the business goals. It needs to show the structure of these key pages and the
labels for the navigation. The labels you use should reflect the users’ needs and use language
with which your users are familiar. Avoid industry or internal jargon. For example, a clothing
retailer might have cheaper products that are known to everyone within the business as White

label shoes. Everyone in the business will understand what this means, but customers won't.

A sitemap is used as a To Do list for many members of the project team. It shows them how
many unique page templates need to be produced. You might have several pages in your
sitemap that share the same template. For example, the shirts, trousers and shoes pages
might all share the same template for listing products. To make it clear which pages share a
template, every template should be assigned a unique number. Each page in the sitemap

should show the number of the template it uses.
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Showing key cross-links can be useful on a sitemap. A cross link is when one page links to
another, but the pages don’t sit within the same navigation category. You should only focus
on one or two important examples. Showing every possible cross-link in the site will turn the
sitemap into an impenetrable web of lines and arrows. The majority of cross-links can be

documented within the wireframes instead.

Show if there are any changes to pages if the user is logged in. Do the users see a different
version of the home page? Do they go to an entirely different section of the site all together?
It's important to visually separate any logged in areas of the sitemap so the developers can

understand which users get access to which pages.

You might need to produce a few different versions of a sitemap to represent the different
phases of development. The initial release of a website might have limited pages and func-
tionality, but will have more added in future releases. It’s useful to show how new pages will

be tied in as the site develops over time.

Sitemaps are not used to show how users will move through your website. They might have
been used for this purpose 10 years ago when it was common to think that users came to
your site through the homepage and worked their way down though the site in a linear fash-
ion. Nowadays users can enter your site at any point and jump around it sporadically.

Sitemaps show how a site is structured and built, not necessarily how users move through it.

A sitemap is a very political document. It is the document that gets the most exposure across
the business and everybody has a stake in it. Different departments of a business will want to
make sure they are getting the exposure they want, and that the labels that are given are cor-
rect. SEO teams want to make sure there are enough spaces in the site for Google-friendly
content. UX teams want to make sure it reflects the needs of the users. The key is to make
sure you get all the stakeholders’ input early on to make sure you can reflect their needs

where possible, or give a good reason when you can't.

The sitemap needs to reflect the information needs of each of its key audience members.

Wireframers and designers

A sitemaps does two things for wireframers and designers:
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> It shows what unique templates need to be produced. Your sitemap needs to show
which pages share the same template. The home page might be one template; there
might be several second-level category pages that all share the same template. Show
this by placing a template number on each page in the sitemap. Pages that share the

same template should have the same template number.

> It shows what navigation areas need to be designed into each page. It will also be used
as a guide for page titles and navigation labels within the designs. This means it’s
important to carefully consider what you label each page in the sitemap. Do not use
generic names like Category page 01 or internal jargon labels like White label products.
Make sure your labels reflect the goals of your users and use language they are familiar
with.

Content teams
Content teams want to know what needs to be produced to support your proposed sitemap.
If your sitemap contains lots of new pages, it needs to show which pages have existing con-

tent and which need to have new content produced.

Development teams

Development teams need to know what templates are to be developed. They also need to
know how the whole site links together as well as the structure for implementing the content
management system (CMS) platform.

SEO teams
Search engine optimization (SEO) teams want to make sure there is enough space for SEO
content within the site and ensure labels are SEO friendly. So the labels you use in the

sitemap should reflect the labels that will be used in the final design.

Project managers

More than anyone, project managers want to know what needs to be done (see Figure 5-3).
Project managers often have a very high attention to detail and will want to see every page in
the sitemap. It's important (for larger, CMS-based sites) to explain that by including every
page, the document would look bloated and unmanageable. It's more important to focus on

the main structure and key templates.
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FIGURE 5-3: Sitemaps are used by project teams as a To Do list, showing how many unique page templates need to
be produced.

Different styles of sitemaps

The style of sitemap you produce will depend on the type of site you're planning, the size of
the site you're planning, and the people who will be using it.

> A spreadsheet sitemap is a list of the key pages in your site that have been organized
and grouped in a tree structure. If you are planning a larger, CMS-driven site, use the
spreadsheet style. This is simply because mapping out a larger site visually becomes
complex and difficult to read. I've also worked with project managers and developers

who prefer a spreadsheet style simply because it matches the way they work.

> A visual sitemap is composed of lines and boxes. This type of sitemap is better suited

for smaller sites and for people who think in a visual way.

It's always worth asking those who will be using this document what style is most useful to
them.
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The anatomy of a spreadsheet sitemap

This section explains the information you need to include in a spreadsheet sitemap and how

to present the information clearly. See Figure 5-4.

Template Level 1 Level 2 Level 3 Level 4 Notes
number

Home
Search Header link
Help Header link
Shirts Header link
T-shirts

Polo shirts
Formal shirts

Jackets

Shoes.

Summer wear

RO BWP BB W RGE R RO O~
5
&

Shorts.
Sunglasses
Hats

Sizing guides
Shirts.
Jackets
Trousers
Shoes

oo on LW

FIGURE 5-4: Spreadsheet sitemaps use a tree structure and shading to clearly show where each page sits
within the site.

Use a tree structure
Using a tree structure makes it easy to see which pages sit within which pages. Put your top

navigation in the first column, the secondary level navigation in the next column, and so on.

Add a column to specify template numbers
The project team needs to know how many unique templates to produce. Assign a number to
each page that represents the template that the page uses. If multiple pages use the same

template, they will have the same number.

Include a notes column
A notes column will allow you to add helpful information for the designers and developers.
It's useful to add notes about areas that are reserved for logged in users, pages that cross link

to other areas of the site, and pages that are intended for main navigation or footer links.
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Use flags for non-existent content
Highlight pages that do not yet have the content available. This helps the project manager

and content team understand how much content they need to produce.

Use actual labels

When you hand your sitemap to designers, chances are they will take the labels used in your
sitemap and use them in their designs. It's important to finalize the page labels at the sitemap
stage; it’s much easier to amend a page name on a sitemap than it is to amend it on the final

designs.

Use shading for visual grouping of navigation categories

By using shading, you can better show the groups of navigation categories making it easier for
users to see the different sections. Figure 5-4 shows that light gray is used to distinguish one
Level 2 category (for example, Shirts) from another Level 2 category (Jackets), and so on. It's

best to use alight gray to separate sections; darker colors or outlines tend to create visual clutter.

The anatomy of a visual sitemap
This section explains the information needed for a visual style sitemap and how to present

the information clearly. See Figure 5-5.

Don’t make your connecting lines too dark
Your connecting lines are important, but the visual priority should be on the page labels. If
you use thick, black lines, your sitemap can look cluttered. Use a mid-gray line that is easy to

see but isn’t so strong that it detracts from the page labels.

Use shading to show levels

When a lot of pages are displayed on a sitemap it can be difficult to see how deep within the
navigation structure some pages are. Shading can combat this. Use a light color for your top
page (for example, your Home page). Every time you create another level of navigation, use a
darker color. The deeper you delve into the structure, the darker the pages get.

Show key cross-links
If you need to show how users can jump from one section of the site to another, it's impor-
tant to use a different line style and color from the usual navigational routes. This will tell the

reader that it’s not part of the main site structure and that it’s an alternative route between

pages.
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Use template numbers

It's important to show how many pages will need a unique template to be designed and
developed. The example sitemap has 43 pages, but most of these share a template, so only 15
templates need to be produced. The numbers you assign to these pages should be included in

the wire frame document, so the developer knows what templates are to be used for each

page.

Separate logged in areas
If certain areas of the site are available only to some users (for example, those with accounts),
these areas should be flagged. A dotted line around these pages is usually used to show

logged-in areas.

Flag non-existent content
Highlight pages that do not yet have the content available. This helps the project manager

and content team understand how much content they need to produce.

Use actual labels
Designers are likely to use the labels in your sitemap in their designs. It's important to final-
ize page labels at the sitemap stage. It's much easier to change a page name on a sitemap than

it is on the finished page templates.

Visually differentiate other content types
Some pages in your sitemap might link to downloadable content or trigger an email. You
need to represent these differently from the standard pages using icons. This is so the project

team knows if other content (such as emails and downloadable PDFs) need to be produced.
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AcmeApparel.com Sitemap

Home 01

Connecting lines

Shits 02 Jackets 02

' .
Leather
r T-Shits 03 e
' '
Rain
jackets
'

I Shits 03

Ski
Jackets
'
Light
Jackets

Levels are indicated through

shading
’
Vests 03
Si What's
o G ]
.
Headline
article
.
Article
Areas where content needs listing

to be developed

-w

Visually differentiate other
content types

Header links
Search 04 Basket 05 Help 06
Use real labels
Trousers 02 Shoes 02 Summer. G
wear
. . r_ —
03 Jeans 03 Trainers 03 T-shirts 03|
. . =
03 Chinos 03 Shoes 03 | Shorts 03
' i '
03 Shorts 03 Boots 03 | Sunglasses 03 Template numbers
' '
e |
03 lengths 03 Hats 03

Requesta
catalogue

12

Email .

newsletter

[ Signed in user |

Loggedin |,

homepage
|
My
account

Area for logged in users
only

FIGURE 5-5: Visual sitemaps use boxes and lines to show connections between pages. The placement of boxes and

the use of shading shows the structure.
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RESEARCH AND WORKSHOP IDEAS

This section explains techniques for work-shopping and researching ways to organize your

pages and to determine what pages need to be included in your site.

IS\ R N[V (Jse site analytics and search logs

If you have to create a new sitemap for an existing site, the chances are people can’t find what
they want on the current site. Site analytics are a great way to show what areas of your site
are working well and what is performing not so well. In terms of informing a sitemap, use
site analytics to determine where people are currently going in your site, and where they are
not going. This should broadly show you what navigation labels and structures are encourag-

ing people to dig deeper into your site.

However, analytics can’t tell you why people are visiting certain areas of the site and not oth-
ers. Analytics might show a certain page to be very popular, but is this because it's what
people wanted to see? Or are your navigation labels sending a lot of users to the wrong place?
Analytics can’t get you the reasoning behind user behavior. It's important to run user testing
to understand why people take certain routes through your site and what your navigation
labels mean to them. Analytics help you understand what's going on; user testing helps you

understand why it's happening.

Search logs are really useful for choosing navigation labels. People use search bars on most
websites when they can’t find what they want by browsing. So if a user is looking for a certain
product on your site, and none of the navigation labels you've come up with help him find it,
he will type a term in the search bar that he thinks best represents what he’s looking for. The
great thing about this is that you should have a ton of terms that real people use to describe
your products or areas of your site. So you don’t have to guess what words your users are
thinking—you have it all written down. If you have a high volume of search terms for a spe-

cific area or product, then you can use the most common term as your label.
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SIS ML NIV (Jse open-card sorting

Card sorting (see Figure 5-6) is a great way to create a site structure that reflects the way
users think about your website. It also ensures you create navigation labels in language users
are familiar with. This is because card sorting is essentially an exercise that gets users to cre-

ate a sitemap for you.

To run a card-sorting session, write the name of every page from your site or every product
in your stock onto a separate piece of card stock. Lay all of these out onto a table and then
bring a test participant in to organize them for you. A card-sorting session is around one
hour long—any longer and the participant starts to lose interest. The goal of this session is
for the participant to group cards together in a way that he feels is logical. For example: does
he put shoes and boots in one group, and trousers and shorts in another group? Once all the
cards have been organized into groups, the participant must name each group he created.
This is the bit that participants usually find most difficult and you will usually find that the
act of trying to put a name to a group causes them to do a final bit of re-organizing (which is
fine). Also it’s quite common for participants to create a group called “other stuff.” It's impor-
tant to note the pages or products that the user had difficulty grouping, but you should
encourage him to try to group them into other sections.

E{:ﬂ

FIGURE 5-6: Open-card sorting invites users to organize your website in a way that makes sense to them.
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Six to 12 card-sorting sessions is usually enough for a project. The goal at the end of all these
sessions is to see common groupings across participants. Did everybody group the same sets
of products together? Did participants use the same labels to describe groups?

There is some really useful software that allows you to input all your data from card-sorting
sessions and then group the data in a number of ways for you to analyze. For example, xSort
for Mac not only allows you to analyze data but also run card-sorting sessions using digital

cards that participants drag around the screen with their mouse.

One of the most common ways to use software to show themes from card sorts is through
dendrograms (cluster trees). A dendrogram is a tree diagram that shows how closely related
items in your card sorts are, based on an average of each session. The more times two items
are grouped together, the closer they will appear in the dendrogram. The farther apart two
items appear in the dendrogram, the less your participants thought they were related.

It’s possible to do card sorting remotely using online tools like WebSort.net. This is great for
getting a high volume of results. However, it’s always worth running some of the sessions as
face-to-face interviews. Interviews allow you to find out why things are grouped together and
why some things are difficult to categorize. If participants do not understand what some of
the pages are, you can explain it to them and ask how they would describe it more clearly.
This means you can make sure your products and pages are described correctly and that your

navigation and groupings will work.

The dendrogram shown in Figure 5-7 shows that participants thought T-shirts were closely
related to polo shirts, not so related to vests, and completely unrelated to boots, shoes, and

trainers.
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FIGURE 5-7: Analyzing a dendrogram.

RESEARCH TECHNIQUE:

If you are creating a sitemap for a website that does not exist yet, then the sitemap does not
just show how the pages are structured, but what pages need to be included. The business

will always have a strong idea of what they want to include in their website.

To a get clear idea of what the business wants in the site you'll need to interview all the key
stakeholders. Every department in the business will want to make sure its needs from the
website will be supported. It’s easy to assume that an e-commerce site will simply be made up
from all the products it sells, but it's very common for business to want editorial sections

with articles and blogs to help boost its brand and SEO rankings.

You also need to determine what content your users will need from your new website. The
structure and labeling users expect will come out of the card-sorting sessions. First it’s help-
ful to find out what content they will expect and find helpful. The best way to do that is
through benchmark testing (see Figure 5-8), which involves recruiting participants who use
services similar to the one your website will be providing. Get them to perform tasks on com-

petitors’ websites. The aim is to find out what tasks they go to these sites for and how well



138 COMMUNICATING THE USER EXPERIENCE

your competitors support these tasks. You can then either be influenced by the structure and

content they provide, or learn from their failings.

\

FIGURE 5-8: Benchmark testing helps you see if other websites are structured in ways that users understand.

RESEARCH TECHNIQUE:

Once have created a sitemap and navigation based on business requirements and user goals,

you need to make sure the site structure works before you start coding,.

Closed-card sorts
Closed-card sorts are the same as open-card sorts, but use a specified number of groups that
have pre-determined names (usually tied to top-level navigation). This is why they are more

suited to validating your navigation structure.

Closed-card sorts are run much in the same way as open-card sorts, with every page written
on a card. However, also write a card for each label of your top navigation, place those on the

table, and tell participants that they are to use those as their groups.
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By using closed-card sorting, you're trying to determine if participants understand the labels
you have used in your top navigation. If they have, then great—they can stay the same. If
not, then ask yourself, “What did they think they meant? What language would they use to
describe each group instead?” You also want to see if they put all the pages in the same
groups as you did on your sitemap. If the results match your navigation structure, it's work-
ing in a way that makes sense to users. If the results don’t match, you need to restructure

your sitemap.

Remote navigation testing
Remote navigation testing is a cheaper and faster way to validate your sitemap and naviga-

tion. This is because they are un-moderated and multiple tests can take place at once.

Online tools like PlainFrame (see Figure 5-9) and Treejack are used for these tests. They work
by entering your site structure into the tool and then setting tasks based around finding
specific pages—for example, “find short trousers.” It's always a good idea to set a number of
tasks that require the users to look in all areas of your structure. It's important not to focus
the tasks on the easy-to-find pages. If there was a particular page that was difficult for you to
categorize, then that should form part of your test.

Once your tasks are set, email a link to the test to your participants. They will be asked to
complete each task on your navigation one by one. The outcome is a list of results based on
whether or not participants were able to complete the tasks. If participants were able to find
what they were looking for, the navigation is working. If participants were not able to find a
page, these tools tell you where they tried to look. This tells you where people expect to find

certain pages, so you should restructure your sitemap to match these expectations.

Remote navigation testing is great for seeing if the navigation is working with a high number
of participants. It’s still worth conducting face-to-face card sorts so you can talk to partici-

pants about why they might be having difficulty completing some tasks.

139
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FIGURE 5-9: Remote testing tools tell you if participants successfully used you navigation.
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(o)A ge) Create a sitemap in PowerPoint

In this section, you'll learn how to create a sitemap using PowerPoint, including shaded

shapes and connecting lines.

Setting page orientation
When creating sitemaps in PowerPoint, the slide orientation you use depends on the struc-
ture of your sitemap. If it's a deep structure (long and thin), a portrait layout is needed. If it a

wide structure, landscape is more appropriate.

To change the orientation, go to the Design tab, click Slide Orientation option. This tutorial

will use the Landscape orientation (see Figure 5-11).
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Slide 1041 | “Office Theme” | |Eime s w0 wE

FIGURE 5-11: The orientation of the slide will depend on how many pages you need to include in your sitemap.

Creating and shading boxes
A box will represent each page in the sitemap. To create one, go the Home tab, click the
Shapes drop-down, and then select the Rounded Rectangle. Whether you use rounded



corners or not is really personal preference; they do tend to soften the look of the document,

so you should consider using them.

To reduce the visual clutter on the page, don’t use outlines on any of the boxes; just use a

light Shape Fill for your first box (see Figure 5-12). You can access additional colors by click-

ing More Fill Colors.
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H & Tome » additional
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:‘.”Z %
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Click to ackd notes 3
Slide 181 | “Orfice Theme™ | o5 MENT hs (- |

FIGURE 5-12: To minimize visual clutter, use soft colors and avoid outlines on shapes.

Use shading to show how deep in the navigation each page is. Start to create more boxes for
your first and second level of navigation. Give the boxes in each new level of navigation a
darker shade. It's a good idea to introduce some color at this point (see Figure 5-13) because

you might soon run out of varying shades of gray.
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FIGURE 5-13: The top navigation is a light blue, the second level is a darker blue, and the third level is an even
darker shade of blue.

Adding connecting lines
To connect two of the boxes together:
@ Click the Home tab and in the Drawing group, click the Shapes drop-down and select the

Elbow Connector.

T This style of line is best to use because it creates corners in the line to move around
objects.

@ Drag the line from the Home box to one of your second-level boxes.
As shown in Figure 5-14, the line snaps to one of four center points on each box.

© Once you've drawn all your lines, use the Shape Outline drop-down in the Drawing group
on the Home tab to make your lines a thin mid gray. The lines need to be clearly visible,

but must not take attention away from the page boxes.
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FIGURE 5-14: Snapping elbow connectors into place.

Signifying page groups

Sometimes you will need to show that groups of pages are part of a specific set (for example,

when showing logged in pages or footer links). The usual way of showing this is by drawing a

box around the group of pages using a dashed outline box

@ Select a Rectangle from the Shapes drop-down in the Drawing group on the Home tab.

@ Use the Shape Fill drop-down to remove the fill.

© Use the Shape Outline drop-down to set the outline to a thin gray dashed line, as shown

in Figure 5-15.
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FIGURE 5-15: Dashed outlines are used to signify logged in areas of the site.

Showing cross-links

To show when two pages in the site are linked together, but not as part of the main structure
of the site, use a visibly different style of line—known as a cross-link—to connect them. For
example, use an elbow connector with an arrow on one end to link the two pages (see Figure
5-16). This shows the direction of the cross-link. Click the Shape Outline drop-down to
change the line to a bright color and a dash; this visually differentiates it from the other con-

necting lines.
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[0)/Age] Create a sitemap in OmniGraffle

To produce sitemaps in OmniGraffle, you must create a couple of key elements you need to
create and you must follow the same structure that you learned in the section entitled

“Anatomy of a Visual Sitemap.”

The way your page is laid out depends entirely on the structure of the sitemap. If it has a nar-
row top navigation with deep sets of pages, use a portrait setup. If it has a wide top naviga-

tion with shallow sets of pages, use a landscape setup.

It’s best to design for a large format print out where possible. This gives you more room to

maneuver and creates a much easier document to digest.

To create boxes with magnetic points, follow these steps:

@ On the Toolbar above the canvas, click the Shape button and then select a rectangle.
@ Draw a rectangle on your canvas.

© Using the style section of the inspector, apply a shaded fill and remove the outline and
shadow (see Figure 5-17). This eliminates unnecessary lines and clutter from the sitemap.

O Duplicate this shape for every page in your sitemap and organize them into the site struc-

ture. User a darker shade for each level of navigation you create. (See Figure 5-18.)
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FIGURE 5-17: Remove lines and shadows from your shapes to remove visual clutter.
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© Select all your rectangles, go to the Properties section of the inspector, and then select the

Connections option.
@ Make sure the Allow connections from lines checkbox is selected.

@ Set the magnets drop-down to 4 magnets N, S, E, W (as shown in Figure 5-19). This makes

it easier to connect lines between two rectangles.
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FIGURE 5-19: Setting magnetic points on your shapes makes it easier to connect them with lines.

Using connecting lines

To use connecting lines, follow these steps:

@ On the Toolbar above the canvas, click and hold the Line Tool button (see Figure 5-20).

@ Select the Orthogonal Stroke: Obsidian line tool. This line creates corners that move
around objects.

© Draw a line from one of the rectangles to the other.
As shown in Figure 5-20, small circles appear on the rectangle. These are the magnet points,
and lines will snap to one of these points every time you draw one either to or from the rect-

angle. This is really useful for making sure the lines all start from the same position on every

box in your sitemap.

@ Repeat these steps to connect all the pages.
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FIGURE 5-20: Orthogonal lines allow you to create lines that move around shapes.

De-magnetizing lines

Sometimes you need you lines to not snap to the magnetic points on your shapes because

you want more control over their positions. To de-magnetize lines, follow these steps:
@ Select the line you want to de-magnetize.
@ Click the Magnetize button (see Figure 5-21). When the line is de-magnetized, its end

points turn blue.

To finish off your sitemap, add a gray box to the right of each page rectangle (see Figure 5-22)
and add the template number. If you need to show cross-links, remember to use a line style

and color that is different from your other connecting points.
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FIGURE 5-22: The finished site map uses repeated elements that you have already created.
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zlo)"Aye]) Create a sitemap in Excel

Here are some simple instructions on how to create the key elements of an Excel sitemap.

There are no advanced techniques here—just simple formatting instructions.

Writing labels and wrapping text
To add labels, simply select a cell and type the label. You will find that some labels are longer
than their cell width, so the text covers the cells to their right (see Figure 5-23).

BT t's better to get all your page names written at once, before formatting, so you can then
format multiple cells at once.
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FIGURE 5-23: Labels that extend beyond their column widths.

To fix this problem, you can get the text to wrap within the cell space by following these

steps:

@ Select all the cells using the keyboard shortcut Ctrl+A.

@ Right-click anywhere in the cells and select Format Cells.
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© Select the Alignment tab within the Format cells window.

O Select the Wrap text check box (see Figure 5-24).

Now if your text is too long for the cell, it wraps onto a new line.
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FIGURE 5-24: Enabling the text-wrapping option.

Shading cells

You will need to apply different colors to your sitemap to signify pages that need content to
be produced for the final website or to visually organize the information in order to make it

easier to read:

@ Click the cell you want to shade.

©® On the Home tab, in the Font group, click the Fill Color button and then choose a color
(see Figure 5-25).

As shown in Figure 5-25, red shows content that is currently missing from the site.

To shade a group of cells, click and drag across the group of cells you want to shade. Pick a
color in the same way. In Figure 5-26, various shades of gray are used to visually group the

information without introducing clutter.

You can shade an entire column or row, too. In fact, it's a good idea to use shading for the
Notes column and the Template column so they are visually differentiated from the pages in
the sitemap. To apply shading to an entire column, click the column letter (see Figure 5-27)
and then choose your shading. To apply shading to an entire row, click the row number and

then choose your shading.
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FIGURE 5-25: Select a cell and click the Fill Color button to choose a color.
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FIGURE 5-27: Selecting an entire column.

Adding new rows and columns

To add new rows or columns in the middle of you sitemap:

@ Click the cell directly below where you want to add a row or directly left of where you want
to add a column.

@ Right-click and then choose Insert.

© In the Insert dialog box, select Entire row or Entire column.
To add multiple rows or columns:

@ Select number of cells that match the number of rows or columns you want to add. For
example, to add three new rows, select the three row numbers below where you want to

add these new rows.
@ Right-click the selected rows and choose Insert.

© In the Insert dialog box, select Entire Row.

In the example shown in Figure 5-28, a new row is being inserted below Row 6.
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GOOD WIREFRAMES CAN transform a project. Like an engineer’s blueprint or an archi-
tect’'s drawings, wireframes become the glue that holds the product, technical, design, and
management teams together. And they are perfect to get in front of your audience to vali-
date that the ideas work.

At the end of this chapter you'll look at developing wireframes using specific tools, but the

principles discussed can be used in any software. See Figure 6-1.

What makes a good wireframe?

Wireframes allow the entire project team to focus on the interface that is being created. You
can consider if the product or service is being presented in the right way, how the content
will be structured, where the data will come from, how the functionality will be developed,

and visually how the page will be laid out and where the emphasis is required.

To help focus on user experience qualities such of ease of use, simplicity, and friendliness,

our colleague Giles Colborne has developed a three-level order of importance:

> How does it feel? Does the user interface respond and act as the user wants it to?

Reinforcing users’ tasks and enhancing their expectations of the product.
> How does it look? Is the interface design clear and well structured?

> How does it work? This is the technical implementation that is needed to support the
look and feel.

For the user, feel is more important than look (as the system first needs to match how a user
wants and needs it to behave), which is more important than how it works (users are happy

when things just work, not necessarily how they work).

It's a useful framework for assessing your work and prioritizing elements. And it’s also a
good reminder that while the wireframe is a very functional document (majoring on the look

and workings), the prize is on getting the feel right for the users.

This chapter focuses primarily on static wireframes and what needs to be communicated in
them to help improve the documents you produce. Of course, these can then be made inter-

active as required.
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FIGURE 6-1: A wireframe document showing the page with callouts referring to notes.
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When to create a wireframe?

Some form of prototyping should be used on every project—whether it’s a sketch on a piece
of paper or a fully blown OmniGraffle, Axure, Visio, or HTML prototype. They make ideas
real and give focus and direction to the problems you are trying to resolve.

A good wireframe is born out of a collaborative process. The whole project team should be
involved from the first sketches through to the final document delivery. Review meetings
should be frequent — one of the benefits of prototyping is that alternative ideas and changes

are quick to try and discuss.

Get the wireframes in front of the users often and validate that they are working as planned.

Again changes are quick to implement and you can validate again if necessary.

What are you communicating?

A well-presented wireframe helps the project team understand the ideal design and func-
tional solution. It's a key piece of UX documentation that is relatively quick and cost effective
to produce and yet helps crystallize the product. The following sections describe the elements
you want to be discussing.

Vision
Wireframes provide the vision for the site that you are creating. Include the vision objectives
at the beginning of the wireframes (and reinforce at the beginning of meetings) to focus and

align the team.

Layout
You can organize the structure of the page and where the different elements fit. You can eas-

ily try and test alternative layouts to see which works best for the users.

Content and images
What are the content and image requirements for each page? Where will you source the

assets from?
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Priority
Wireframes help identify what the priority or key element of each page should be. Where do

you want users to look? What do you want them to do?

Navigation
How is a user going to move around the site? The wireframes let you try and test different

approaches for navigation.

Functionality
Wireframes help identify the functionality of a page. How should users interact with the
page and what happens when they do? This will be implied through the affordance—does it

look the way it works?—of the elements used, notes, and storyboards.

Involving a wide range of stakeholders in the wireframes development enables you to discuss
content and functionality without the additional comments on colors, styling, and imagery

that you'd have when presenting creative content.

Wireframes get more attention than any other deliverable you develop. This section covers a

full list of the roles you will likely work with.

This can seem overwhelming, so it's good practice to agree on the stakeholder sign-off pro-

cess and ensure that the right people are involved at the right time.

The following sections break such a list into common groups. Remember, every company is

different, and that will be reflected in the team you work with. See Figure 6-2.
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& Bookure) o wyticary

FIGURE 6-2: Take time to work through the detail of the wireframes with the project team, ensuring it meets the
business requirements and can be developed.

Development team
The development team group is directly involved with the development and release of the

product.

> Designers want to understand the content needs, visual hierarchy, and how you
intend the user to interact. Designers can work on concepts as you're working on wire-
frames in order to collaborate on the final visual approach. You'll want to avoid them
feeling like they are coloring in your work and instead get them to trust that you can

architect their creative ideas.

> Developers need to understand how the functionality works, both in the front and
back ends:

*  With front-end developers you can explore approaches to layout, content orga-
nization, and responsive interactions (how something behaves or feels when

you interact with it).

* With back-end developers you can discuss how you can manipulate the data
between the user and the database—the wireframes help give focus to these

discussions.
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¢ If a content management system (CMS) or e-commerce platform is being used,
then having a walkthrough of how it works and seeing examples of implemen-

tations will be necessary before you start working on the wireframes.

> Project managers want to make sure that agreed-on functionality is in place and that
the site can be built by the team on time and on budget. They will know and under-
stand the aims and business reasons for the project and so can give good feedback

throughout the wireframe development.

> Business analysts will be looking at the detail. They will document what you are creat-
ing to the front- and back-end development teams (usually in the form of a functional

specification). You'll spend a lot of time with them going through the details.

> User experience peers can help you share ideas and liaise with the other team mem-
bers. You can collaborate with them on techniques and best practices. If you are an
agency or individual working with them for the first time, it's worth spending time to

understand the standards and approaches they use internally.

Specialists
If available, members of the specialists group will add to the quality of the thinking in your
wireframes. Carrying their input into the wireframes is of huge value to the subsequent

development and roll-out of the product and ensures less amends later.

> Search engine optimization (SEO) teams are interested in seeing the navigation
and content layout and offering input on them. Getting these specialists involved early
in the wireframe development ensures that the SEO needs of the site will be in place

from launch.

> Content and copy teams want to understand how elements will appear on the site
and link together. They will be responsible for writing or commissioning new content

for the site and ensuring that all elements have a consistent tone of voice.

> Analytics specialists are looking at conversion paths and areas where the site needs
to be optimized. They may have good insights from existing analytics, which help
shape the flow of the site. They may also be responsible for multi-variant testing

(MVT), looking at layout scenarios to test after launch.

> Accessibility teams want to know that the site can be developed using clear semantic
markup and that complex interactive elements can degrade gracefully. They are inter-

ested in the clarity of the copy and that the designs work for users with colorblindness.
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Related business functions

Related business function teams often have responsibilities outside of the project, but their

views and opinions are of critical importance to the direction of the wireframes.

>

Product managers want to see their ideas realized and make sure that you've encap-
sulated the benefits of the product accurately. For an e-commerce site, the product
managers may understand the monetary value of page elements. It's worth picking

their brains on this before you move or remove page elements.

Brand and marketing teams want to ensure that the site is in line with the product
and brand vision. Depending on the project they may be liaising with teams across dif-
ferent media to ensure consistency and commissioning market research to ensure con-

sumers respond favorably to the messaging.

Legal and compliance teams can often be seen as a stick applied to your wireframes
near the end of the project. However, involving them as stakeholders from an early
stage helps you understand their requirements and includes them as part of the deliv-

erable project, ensuring legal sign-off will be a breeze.

Finance and operations can have needs similar to the managing directors, but these
folks also will be able to inform the current and future monetization needs of the proj-

ect and specific products featured.

Market researchers can give information on the audience demographics and have

good information on the broad user need of the project.

Customer service managers can provide a wealth of information on users’ content
needs and specific problems or difficulties that they frequently hear from customers.
They will be able to provide a good objective view to the wireframes and point out areas

that require clarification.

Sign-off groups

The success of the project is of critical importance to your sign-off groups, but they may not

have the availability to be involved on a day-to-day basis.

>

Head of online and online managers will have ultimate responsibility for what goes
on the site. They'll be liaising with all the parties involved to ensure that the site can go
live and meet the business objectives. They will be reporting progress to the board and
will want to ensure that the wireframes are giving the best solution and can be devel-

oped as planned.
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> E-commerce teams are responsible for the merchandising elements of the site. From
the wireframes they will want to make sure that people can find and purchase products
easily, that the right content is available for each product, and that offers and promo-

tions (including cross-selling and up-selling) are clearly messaged.

> Managing director and board member requirements will vary depending on how
hands-on they are, but generally they want to ensure that their money is being invested

wisely and that the project is meeting the strategic and revenue needs of the company.

Agency teams
Finally, agency teams will often sit alongside the project team to manage the quality and

direction of the delivery.

> Account directors and managers are responsible for the relationship with the client
and are going to want to ensure that the agency is delivering the best possible solution.
You'll need to work with them to ensure they understand why your solution is the best

one.

> Strategists and planners are interested in the broader context of the project. How
does it fit into other projects being worked on? How will it link to marketing activities?

They want to understand the context of the wireframes against their activity plans.

Anatomy of a wireframe

This section explains everything you need to include in a wireframe to ensure it communi-
cates your ideas effectively. In Figure 6-3, letters A-E refer to notes located to the right of the
figure.

Write clear page titles and numbers
Writing understandable page titles and numbers makes it obvious what page to look at when

you talk through wireframes with team members over the phone.

Work in actual pixels when possible
Working in actual pixels stops the guess work and makes sure everything will fit in the final

design.
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FIGURE 6-3: An example page from a finished deck of wireframes.

Use shading to show visual weighting

A. In page navigation

Splits the relevant information down
into manageable chunks.

B. Allernative images

These should include images of the
room, the bathroom and other
facilities within the hotel

Clicking on a thumbnail moves it into
the main image area.

C. Booking form

Gots users o make initial decisions
about the hotel stay before moving
into the booking process.

Should reflect information inputed
during search process e.9. if they
searched hotel mexico 2 nights 2
peopla’

D. Relevant promotions In close
proximity to CTA

These are given less visual weight
but are close to the proceed button to
help persuade users to move forward
in the process.

E. Alternative hotels

These should be based on the users
browsing behaviour. Hotels in a
similar region, hotels of a similar
standard but in a differant region.

Visual prioritization is important to any design. If your wireframes are just made up of white

boxes with black outlines, your visual priority will not be communicated to the design team.

Use various shades of white and gray to create a visual prioritization.

Avoid black text lines or shapes

Black is harsh on the eyes and makes the page look busy. Use 75% gray text to soften the

whole design, and don’t use black in shapes.
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Use real data
Use product names, prices, navigation labels, filter sets, and phone numbers to ensure all the
necessary copy fits in the design. Real data is vital for testing wireframes. Without it testing

is unrealistic and you will miss out on users’ responses to certain pieces of information.

Use real images where necessary
Use real images to test the wireframes and also to show what style of image needs to be used

in the final design.

Write descriptive image placeholders
Images are often the most important part of a website. Simply saying where images must go
is not enough. Image placeholders are a great opportunity to describe the type of image to

use to enhance the user experience.

Use clear annotation
Describe the functionality and back up your design decisions. Readers of wireframes will be

more focused on the designs than the annotation, so keep the annotations short and clear.

Clearly link the notes and wireframes
Use callouts to clearly link notes and wireframes. Deliberately make them a loud color so it’s

clear they are not part of the design.

Show the fold
Mark what area of your wireframe will be on view when the page first loads and what users
will need to scroll to see. This helps to make sure your design gives a cue to users that there

is more content for them to view when they scroll down the page.

Other pages to include

This section covers other pages that are included as part of the wireframe document.

Vision
The vision page (see Figure 6-4) is simply a set of design guidelines that you want your wire-
frames to follow. Having them within your deck of wireframes allows you to constantly

check on them and ensure your designs are keeping to the original vision.
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1 Vision

Create a simple and helpful site
Straightforward navigation
All holiday details in one place

Be a helpful guide, not a hardcore salesman

Create an easy to use booking process
Supports user information needs while booking

Only ask necessary questions

FIGURE 6-4: A vision page reinforces guidelines and project aims.

Change log
To keep the project team up to date with any changes made to the wireframes, you need to
log any changes at the start of the document. Otherwise they may be overlooked.

Each entry in the change log (see Figure 6-5) should include the version number of the docu-
ment, who made the changes (and their contact details), and all the changes made with page
references.

This will make it easier for the project team to see the updates without having to scan the

entire document.

2 Change log 2

Date WVorsicn Name Motes

November 20 2010 o8
P4 Acked page Kor oggec n ek inclcing home ¥ion and Svauries.
[ naa Gane i o-nch.o8 parionaines huncaoralay
A5 sckdac a0 taveurte

Decesmbar 1 2010 08 Stevo Cable Pl Added etals of lavourte SrOSUCTS and home page
B18: Added detals popus

December § 2010 o8 Steva Caie 10 Biost price pavsel maved wad copry chamged
P Tar ma datads poted Iormare,. calendar pushed back

Dacesmbar 7 2010 s Gieve Catie PO Uit uaer fow
Decembar 7 2010 10 S
B Ut Gasknt ovariay
matria; UpSane view pach
cemiar 14 2010 11 Sty Cabie ot
g Ww'
January § 2011 14 Steve Cable Pid: Updated notes

FIGURE 6-5: A change log helps the team keep track of revisions and who made them.
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Storyboards
Certain parts of your wireframe will have functionality that works in a number of steps.

Storyboards (see Figure 6-6) allow you to lay those steps out.

Make sure it’s clear to the reader what order the storyboard should be read in. People will
always read from left to right, but functionality storyboards can sometimes look disjointed and
it gets difficult to tell where to look next. Adding guide arrows or numbering can counter this.

Clearly show what users have to do to get to the next step. Do they click a button? Use a
drop-down? Highlighting these areas on each step of your storyboard helps clarify the user’s

path through it.

4 Booking form storyboard

L e [ o
B e Lo Book how
- B - - = W
e e | S -
il = FEEREER HEREESe - =i
e 5 - - b b >
T T [ e ]
T e T R S
=] ¢ ] =] (7]
B Boom furw
- o |
= e
T
S - pe—_rt . e o
——
=" e
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FIGURE 6-6: Storyboards show the team how specific pieces of functionality need to work.

Design principles for wireframes
It is useful to have some base design principles for wireframing. Once mastered, these clarify

your documentation and communicate the desired user experience.
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Wireframes often have all the information on them but the user experience is not communi-
cated. How should users engage with the content, find what they need, and decide on what
they want to do? If these things aren’t demonstrated on the wireframe, then it’s likely that

they won't be communicated to the user when the product is designed and developed.

Structure and style
Creating a clear set of structured elements is the starting point for developing well-presented

wireframes.

> Decide on a page grid (see Figure 6-7) that all objects can be aligned to. A 960-px grid
is often used because it is divisible by so many numbers—3, 4, 5, 6, 8, or 10 column
grids are all possible, for example. We'll show you how to set them up in the “How to...”

section of this chapter.

FIGURE 6-7: A page grid helps keep wireframes well structured and aligned.

> Create styles for headings, subheadings, body copy, and links (see Figure 6-8).

H1 heading
H2 heading

H3 heading
Body copy
Link

FIGURE 6-8: Use a consistent selection of type styles throughout your document.

> Ensure that interactive elements have the appropriate affordance (making them look

how they work). For example, make buttons look clickable, as shown in Figure 6-9.
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FIGURE 6-9: Use affordance where necessary to make elements look how they work.

> Use nesting to show how groups of items belong together. This helps a user to under-
stand the structure of your content. Figure 6-10 uses nesting to show the relationship
between the different sections of the page. For example, Section 1.3 can clearly be seen
to be a child of Section 1.

Heading

Secton 1

Seconz 1 Secion 22

FIGURE 6-10: Nesting gives clarity to which elements belong to each other.

> Finally, be consistent in your use of structure and style between pages.

Visual heat
By using shades of gray you are able to control the emphasis of elements on the page. It helps

you to pull out important information and focus users on key messages or calls to action.
This is called visual heat. Here’s a simple walkthrough, as shown in Figure 6-11:

@ Use pale shades of gray to denote the background regions.
@ Use white blocks on top to focus attention onto the content areas.

© Use the darker shades of gray to pull out the text and key calls to action. Black is normally
too harsh and will distract the user.

@ Finally, mid-grays can be used for the remaining elements and lesser calls to action.
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Secton 1

FIGURE 6-11: These images show the buildup of visual heat is created by using different shades of gray.

When to use color
On the whole, color is reserved for indicating the elements to which notes refer (see Figure
6-12).

FIGURE 6-12: A colored marker is used to indicate where notes refer to on the wireframe.

Sometimes color can help to pull out key interaction states such as error messaging, alerts, or
other dynamic changes to the interface (see Figure 6-13). However, this can also be done
with a darker shade of gray or black.

| Thanks! We've updated your details.

| Thanks! We've updated your details.

FIGURE 6-13: Color can help to reinforce the display and feel of key messages to the user.

Feel
When creating wireframes you are focused on the experience you want the users to have (see
Figure 6-14). Often this goes beyond what the page looks like to how you want it to respond

as they mouse over and click on elements.
In a static wireframe, there are a few different tricks you can use to document this:
> Storyboard the interaction using clear descriptions with words like fade out, fade in,

delay and pause.

> Create a physical mock-up to allow you and others to play with and improve the inter-
action. Use paper or stick objects to a whiteboard to allow you to move elements

around and switch states (see Figure 6-15).
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FIGURE 6-14: The captions in this storyboard describe the behavior you want users to experience.

FIGURE 6-15: A physical mock-up shows how an interface will feel to the user.

> Reference existing examples of sites or applications where people have used the same

or similar techniques.

> Create simple animations of just the effects—mocking it up in Flash or using HTML

and jQuery. The latter can also be useful in assessing how the element will go on to be

developed.
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Stepping back to help give focus
This is a slightly unusual design principal, but it is a fact that it's easy to get bogged in the

process of wireframing (or any creative process for that matter).

Print your images and then spread them out. Imagine yourself clicking through them as a

user would; see how the interactions feel (instead of focusing on what they look like).

Also, practice and use the techniques outlined later in the perspective workshops to help

regain focus.

Here’s a parallel example: while we've been writing this chapter, we've been going back to our
initial vision, proposal, and content structure to keep us focused on what it is that we're

communicating.

Get your wireframes in front of people informally as soon as possible. Friends, family, and
colleagues will all help to refine and improve your work. It's never too early to test. Testing a

simple sketch on a piece of paper can transform the success of your product.

Carry out formal user testing using the think-aloud protocol on your wireframes at least
once during their development. Recruit users that want to perform or are performing tasks
the same as the one you are developing. For instance, if you are designing a travel website,
recruit people who are currently looking for a holiday. You will be able to test that your ideas

are working and refine the language and labeling used.

In most cases, testing on flat non-interactive wireframes (on paper or on screen) is as effec-

tive as testing clickable prototypes.

If time or budget is tight, then take the testing to where the users are. We've tested anywhere

from cafes to railway stations.
Some tips for wireframe validation:
> If you have used color in your wireframes then ensure that they are gray scaled before

testing. It helps you to get a clearer view of whether the emphasis of elements it right.

> Consider removing the logo. Users can be swayed if they know which brand the site is
for. If they have a strong affinity with the brand, then they may forgive mistakes; if
they don't like the brand, then it can cloud their judgment.
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> Use realistic data in your wireframes. Including real product names, prices, and infor-
mation makes the test more believable for the user. It will ensure the test will prove
whether or not users can find the information they need. If the information isn’t there

(or just represented by placeholder text), then they won't find it.

> Create a flow. Decide what the main journey through your designs is and create the
wireframes to support it. Make the journey consistent; for example, if you use a spe-
cific product page on an ecommerce site, make sure that product appears in the basket.
This will help the test flow better and help spot issues with the journey as a whole, as

well as specific pages.

P8 If the flow of the pages consistently fails to meet the users’ expectations, your task
model is probably wrong or needs refining (or you haven't developed one). If you don't
have a task model, or if you have one but don't stick to it, you'll encounter issues with the
wireframes that you are designing.
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RESEARCH AND WORKSHOP IDEAS

Each of the following ideas can be used on its own or together as a single workshop.

You'll start with the wireframing process running through all elements, in a single workshop.
Then as the wireframes are in development, you'll use one or more of the techniques to help

you to step back and make sure that you're on the right track.

Get as many people involved from different aspects of the business as possible. This ensures
you capture the requirements and needs up front—my company has run workshops like this
with as many as 100 people tweaking the content and facilitation methods where necessary.

However, you can se these as exercises by yourself or with a couple of people.

How to run a successful workshop

When you're focusing on wireframes, following these rules will make any workshop you
run a better experience for the participants with better outcomes for you.

> The key to a good workshop is planning (see Figure 6-16). Think about the out-
come you want to arrive at and then list the activities you need complete in
order to get there.

> Develop a list of prompt questions for each activity. You may or may not have
your own answers to these already. Either way, the questions will help
stimulate discussion and help you to explore a variety of ideas that you're
considering.

> Estimate the time each activity will take (you'll get better at this with experi-
ence) and stick to your timings. Running through one or all of the activities
beforehand will help you to get a sense of this.

> Take time to describe the rules for engagement and set expectations for the
workshop. Tell the participants even the simple things like turning off mobile
phones, any health and safety notices, how regularly the breaks are going to be,
how each activity works, and the outcome you are aiming for.

> |t may be your workshop and you'll have ideas about the outcomes, but assume
the role of a facilitator. Help people to interact with each other to draw out
ideas. Listen for concerns and constraints. Understand previous successes and
failures. (See Figure 6-16.)



CHAPTER SIX WIREFRAMES 179

[

R

Good workshops take planning and preparation.

WORKSHOP IDEA:

This exercise helps you to understand, structure, and prioritize the content required on each

page of the site.
@ List all the elements you can think of for each page of the site. Putting each one on a
Post-It Note (see Figure 6-17) helps you move them around easily.

@ Cluster the notes into groups of items that will belong together on the page. For example,

on an ecommerce site a quantity button may be linked to the Add to Basket button.
© Remove duplication.

@ Prioritize these groups. And keep a forced ranking—make sure one group is always above

or below another.

© Then, prioritize the items within the groups. Again, make sure that elements don't tie.



180

COMMUNICATING THE USER EXPERIENCE

@ Finally consider the size, weight, and type of each piece of content.

¢ Isitaphoto, a piece of copy, or a call to action?
* How much space does it need on the page?

* Doesitneed to appear on the page by default or can it be disclosed or linked to?

FIGURE 6-17: Elements of a single wireframe have been put onto sticky notes, then grouped and prioritized.

Having gone through this exercise you are left with prioritized groups within which you have
prioritized items.

It's useful to put this into a structured list—using Outline View in Word or the excellent
Omni Outliner for Mac, for example (although a simple text tool is just as good). This helps
to get the semantics right—thinking through what’s a heading, a subheading, a copy block,

an image, or a link. And you can refer back to it in the future.
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Once you have a good shared understanding of the page content you can start to sketch out
ideas. There are a number of ways to do this, but my preferred method is to get each person
sketching out as many different ideas for solutions as possible in 10 minutes (see Figure

6-18). Then everyone in the group take turns in sharing the ideas and discussing the options.

FIGURE 6-18: Ideas have been sketched out, stuck to the wall, and options have been discussed.

As patterns and solutions start to emerge, draw them up on a whiteboard as a group to help

reach a consensus of how the final page needs to work.

The sketching workshop is not about getting the design right the first time; rather it’s about
generating ideas and understanding potential design solutions. The person responsible for

wireframes can take the ideas to work up a detailed and considered solution.
It's worth having some tricks up your sleeve to further stimulate ideas:

> Have prompt and stimulus material on hand. Magazines and industry brochures are
good to cut up and stick to walls. They'll stimulate discussion on content, layout, and
photography.

181
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> Have related business information that may be of use. Analytics data, product infor-

mation, and business vision documents can all be useful.

> Keep your task models on hand. Going over them again may help develop new ways to

consider the structure of navigation and content.

> Walking around towns, workplaces, and stores can help to generate new ideas. For
example, use the lunch break to walk around a supermarket to see how the managers
have dealt with organization, navigation, promotion, and cross sell. It doesn’t need to
be directly related — in fact, often it’s better if it's not at all related because you want

to uncover the unexpected.

> Encourage attendees to take photos of anything they think may be relevant in the

week or so leading up to the workshop.

RESEARCH TECHNIQUE:

As you are working on a wireframe deck it's easy to get bogged down with the detail of an
individual page. You can forget the context in which it sits and forget the focus of the page
itself.

Here are a few workshop ideas to help get over that.

> Sketch out boxes for each of the pages in the user journey (see Figure 6-19). Consider
where the page you're currently designing sits. What has the user done before? What is
he going to do next? Could a user be deep linking into your page through a search
engine? Taking a step back helps to remind you of the purpose of the page.

> Write down a structured list of the elements on the page. What are the headings and
subheadings, the key calls to action that you want a user to perform, the content ele-
ments? Consider how the elements are grouped together and ordered. This simple task

takes you away from the page and refocuses you on priorities.

> If you are familiar with creating, or have an understanding of developing, semantically
correct HTML (it’s well worth learning if you are not familiar), then apply that knowl-
edge to your wireframes (see Figure 6-20). It will help to focus your mind on the order
in which elements appear so that they are as clear and as accessible to your users as

possible.
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FIGURE 6-19: Sketch out each of the pages to help consider and optimize the flow through the pages.

Heading

FIGURE 6-20: Basic HTML tags have been added to the wireframe to help you think through the structure of the
page.

> Run a critique session with your colleagues. Project the wireframes onto a whiteboard
(see Figure 6-21) and look for ways to refine and optimize the page. Scribble these
directly on top of the projection then take a photo of the outcome to have beside you

as you work through the changes.
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FIGURE 6-21: A wireframe has been projected onto a whiteboard and notes for amends have been sketched over
the top.
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FIGURE 6-22:
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z[0) /A ge] Create wireframes in OmniGraffle

This section of the chapter guides you through creating a wireframe in OmniGraffle. It starts

by explaining how to set up a template then describes how to create the basic elements that

go into creating a wireframe.

First, become familiar with OmniGraffle (see Figure 6-23):

>

>

The canvas. This is where the wireframing happens.

The canvas list. This allows you to add canvases and move between them. You can

also add layers and move between them.
The Toolbar. This provides quick access to commonly used features and tools.

The Inspector. This allows you to edit various aspects of objects and canvases. Open it

by selecting the Inspector button on the toolbar.

Stencils. This allows you to use pre-made shapes and elements. Open it by selecting

the Inspector button in the toolbar.
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FIGURE 6-23: These are the main OmniGraffle features you will use while wireframing,.
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Setting up the template

This section is a step-by-step guide for creating a wireframing template in OmniGraffle. It
includes dynamic page labeling, wireframe outline sizing, grid setup, and creating master
objects. Although you may want your templates to look different from the one created here,
going through the process will help you familiarize yourself with some of OmniGraffle’s

capabilities.

Creating a new document
@ Open OmniGraffle and select File, New Resource, and then New Template. A choice of

templates appears.

@ Highlight the Blank template and click New Template.

Changing canvas sizing
You want to create wireframes that will scale and print well, so you need to change the page
size.

@ Go to File and choose Page Setup.

@ In the page set up screen select Paper size and select Manage Custom Sizes from the list.

The custom paper sizes window will appear.

© Create a new custom size by clicking the + on the bottom left of the window. This will put
a custom size called Untitled in the list.

O Double-click the name Untitled and rename it A1. Name the custom size A1. An Al-sized

page is the right scale for printing and big enough to wireframe in exact pixels.
© Change the width to 84.1 cm and the height to 59.4 cm (see Figure 6-24).

@ Click OK and your page size should change.
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FIGURE 6-24: The sizes in this image are what you need to create an Al-sized canvas.

Changing ruler units
To change the ruler units to work in, follow these steps:
@ Open the inspector by selecting Inspectors and then choosing Show Inspectors.

@ Open the Canvas section of the inspector by clicking the arrow (see Figure 6-25). Click the
Size button.

© Change Orientation to Portrait and change Ruler units to pixels (px). As shown in Figure

6-25, the ruler scale displays across the top and down the left of your canvas changes.
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| Click arrow to open Canvas

Click the Size button |
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FIGURE 6-25: Working in actual pixels enables you to accurately measure to the site’s final dimensions.

Setting up a grid

To set up a grid, follow these steps:

@ Select the Grid option from the Canvas section of the inspector.

@ Set the major grid spacing to 100 and the minor grid spacing to 10.

© Make sure Snap to grid, Grid in front, Show grid lines, and Show major check boxes are all
selected (see Figure 6-26). This will help make everything in your wireframe line up and

look great.
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FIGURE 6-26: Working with snap to grid on makes lining up shapes and text much easier.

Creating layers

OmniGraffle allows you to work in layers, which is great. In my experience, however, it's
good to keep your layers to a minimum. If you're working on a deck of wires with someone
else, having too many layers can become unmanageable and selecting specific elements

becomes surprisingly difficult. Here's how to create a basic layer structure.
@ To view the layers on your canvas, click the triangle next to the canvas name. OmniGraffle
starts you off with one layer, called Layer 1 by default.

@ Edit the layer name by double-clicking it and renaming it Body. This is the layer where

most of the wireframing will happen.

© To create a new layer either click the new layer button at the bottom of the canvas list or
right-click a layer and select New Layer (see Figure 6-27).
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FIGURE 6-27: Right-click a layer in the canvas list to get this menu.

R e e o B e S B B s

@ Name your new layer Page outline. It will be the frame for your wireframe.

© Create one more layer and name it Notes. You'll use it for annotation.

Next you'll create shared layers.

Creating shared layers
Shared layers are really useful for areas of your wireframes that will be the same across all
pages and be in the same position on all pages. It's great for things like page headers, as they

remain consistent.
To create a shared layer, follow these steps:

@ Right-click a layer and select New shared layer. A layer will appear but will be a color dif-
ferent than white—for example, it's turquoise (not orange) in Omnigraffle Pro 5.2.3).

Name this layer Header.

@ Repeat the process to create two more shared layers and call them Canvas title and Grid
(see Figure 6-28).
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FIGURE 6-28: It’s best to use as few layers as possible. Too many layers can make it difficult to tell what layer
certain elements are sitting on—and that causes trouble when editing.

That should be all the layers you need for 90% of the time. However, they need to be
reordered.

Reordering layers
To reorder layers, simply click and drag them. Re-order the layers like this (see Figure 6-29):

Canvas title
Notes

Page outline
Header
Body

Grid
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Now it’s time to set up the wireframe template using these layers.

A When switching between layers in OmniGraffle, simply selecting the layer you want
won't work. To edit the contents of a layer you need to click to the left of the layer preview. You
will know it has worked when a pencil icon appears on the layer (see Figure 6-30).
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FIGURE 6-30: The Notes layer can be edited because the pencil icon appears in next to it in the canvas list.

Creating page titles with variables
OmniGraffle allows you to create dynamic page titles and numbers using variables. Variables
are small bits of code that Omingaffle generates to create dynamic text boxes that automati-

cally update to display information like page numbers or even the name of the document’s
author.

@ Click the Canvas title layer.

@ Click the Text tool (see Figure 6-31) and create a text box by clicking anywhere on the
canvas.



O
(=
|

COMMUNICATING THE USER EXPERIENCE

Text tool
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FIGURE 6-31: Creating a text box in which to insert the variable.

© Go to Edit, choose Variable, and then choose Page Number. The text box will be filled with
some odd-looking symbols (see Figure 6-32).
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FIGURE 6-32: The odd-looking symbols are the code that the variable uses to pull in the page number to the text
box.

O Click outside of the text box and it should change to a number 1. This means it’s figuring
out the page number and displaying it, so you don’t have to.

© To add a page title, click in the text box and add a space after the page number variable.
0 Go to Edit, choose Insert Variable, and then choose Canvas Name.

@ Click out of the text box. It should now read 1 Canvas 1 (see Figure 6-33). It’s getting the
name from the canvas list on the left.
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© To change the page name, double-click the name of the canvas in the list on the left,
change the name to Homepage, and then press Enter. The text box on the canvas should

now read 1 Homepage (see Figure 6-34).
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FIGURE 6-34: The variables in the text box are now displaying the canvas number and the canvas name specified
in the canvas list.

© To change the style of the page title, open the Style panel of the inspector and click the
Text button (see Figure 6-35). From here you can edit the color size and font type.
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FIGURE 6-35: Make the page title and number large.

Working with the page outline

In this section, you'll learn how to work with the page outline, including how to:

\Y%

Create shapes

> Set sizes

\Y

Set positions

\Y%

Set styles
Begin by creating a shape:

@ Select the Page outline layer, being sure that the pencil icon appears on the layer in the
canvas list.

@ Select the shape tool from the tool palette and draw a rectangle of any size (see Figure
6-36). In this example, the size is 230 px wide by 140 px high.
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FIGURE 6-36: It doesn’t matter what size rectangle you draw; you'll change its size in the next step.

© Open the Properties panel in the inspector and click the Geometry button. From here,

you can accurately set the size and position of the rectangle:
1. Set the x position to 100 px and the y to 200 px to give the rectangle enough
border and space for the page title.
2. Set the rectangle width to 960 px.

3. Set the height to 2000 (see Figure 6-37). This will fit the canvas but the length
of the page outline is likely to be different on every page (that is why you don’t

use a shared layer).
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Finally, you need to remove some of the styles from the outline:

@ Remove the shadow by selecting the outline, opening the Style panel of the inspector, and
selecting the Shadow option. Deselect the shadow check box.

@ Remove the fill by selecting the Fill option and deselecting the Fill checkbox.

© Change the line style by selecting the Lines and Shapes option and changing the line color
to a medium gray (see Figure 6-38). (You want the outline to frame the wireframe, not

take attention away from it.)
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FIGURE 6-38: A light outline for your wireframe will show where the wireframe starts and stops but not take
attention away from it.

Creating a custom page grid
In this section, you'll learn how to use shapes and layers to create a custom grid to design
with, including:

> Duplicating an object

> Spacing an object

> Changing a line style
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COMMUNICATING THE USER EXPERIENCE

You'll begin by duplicating an object:

@ Draw another rectangle using the shape tool, only this time use the Style panel in the
inspector.

@ Remove the shadow and the stroke.

© Set the color to red and set the opacity to 10% (see Figure 6-39).
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FIGURE 6-39: You can set the opacity of a shape within the Colors menu.

@ Click the Properties: Geometry down-arrow (see Figure 6-40) and change the Width of
the rectangle to 60 px and the Height to 2000 px.
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FIGURE 6-40: Make sure the rectangle runs from the top of the page outline to the bottom.

© DPlace the rectangle at the top of the wireframe so it runs from the top of the wireframe’s
outline to the bottom. Move it so it’s 10 pixels from the left edge of the wireframe outline.
Make sure Snap to grid is turned on so it can be easily dragged into position.

Now you need to duplicate the rectangle:

@ Select the rectangle and press Cmd+D to duplicate.

@ Place the new rectangle 20 pixels to the right of the original, making sure it’s aligned to
the top of the wireframe outline (see Figure 6-41).
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FIGURE 6-41: The first rectangle should be 10 pixels from the side of the page outline. Then leave a 20-pixel space
between each rectangle.

COMMUNICATING THE USER EXPERIENCE

© With the duplicate rectangle still selected, press Cmd+D again to repeat the process.

Y When you duplicate objects, OmniGraffle remembers the relative positions of the
original object and its duplicate. So if you duplicate again, all objects will be equally spaced
apart.

O Keep duplicating the rectangle, spacing them 20 pixels apart, until you have 12 rectangles
with 20-pixel gutters between each and 10-pixel buffers on the left and right edges of the

wireframe (see Figure 6-42).

The final part of creating the grid is to label its dimensions. This provides the design and
development team a clear idea of page widths and grid sizes. Follow these steps:

@ Select the line tool and draw a line 10 pixels above the wireframe outline that runs from
the left edge of the first rectangle to the right edge of the last rectangle (see Figure 6-43).
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FIGURE 6-43: Draw a line just above the page outline.
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@ Click the Style drop-down in the inspector to open the Style panel.
© Click the Line arrow style drop-down to change the stroke end and start points to arrows.

@ Change the stroke color to a medium gray (see Figure 6-44).

|Use these drop-downs to add arrows to each endl
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FIGURE 6-44: Change the line color to light grey and add arrows to each end.

© Create a text box and type 960.

@ Set the background color of the text box to white and the font color to the same medium
gray (see Figure 6-45).

@ Use the text options in the Style part of the inspector to center the text box on the line
(see Figure 6-48).
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FIGURE 6-45: Adding the dimensions helps the designers and developers know what size templates they need to
work to.
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Creating LinkBack objects

LinkBack is a technique that allows you to create master objects that work in a way that is
similar to shared layers. If you create duplicates of a LinkBack object and edit one of them, all
the duplicated objects will update and match each other. This is really useful for areas like
footers because they need to look the same on all pages but need to be on different positions

on the page.
To create a LinkBack object, follow these steps:

@ Select the Body layer.

@ Create a rectangle for the footer. Color, style it, and add some text (see Figure 6-47).
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FIGURE 6-47: Create a simple footer element to turn into a master object.

© Right-click the rectangle, click Copy As, and then choose PDF (see Figure 6-48).

@ Delete the rectangle and then paste it back onto the canvas. You have now created the
LinkBack object.

© To demonstrate how it works, duplicate the object by pressing Cmd+D, so you now have
two rectangles (see Figure 6-49).



A U

Copy As PDF

1 TIFF
Vector PICT
AppleScript

Select

Lock

Crid

Diagram Layout

Size

Add to Favorite Shape Styles

N '
el [ s won

FIGURE 6-49: When you paste the object back onto the canvas, it will be a LinkBack master object.
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@ Double-click the rectangle to edit it. A new window displays with your rectangle in it.
Notice the file name starts with LinkBack.

@ Now edit your LinkBack file. The file shown in Figure 6-50 looks more like a footer.

FIGURE 6-50: When you double-click your master object, a new canvas opens it for editing.

© Go to File and choose Save (or use the keyboard shortcut Cmd+S).
© Close the Linkback window.

Both rectangles on your template are updated and they should be identical (see Figure 6-51).
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FIGURE 6-51: When you edit one of the master objects, they are all updated.

Creating the wireframes

This section explains how to use OmniGraffle to create common elements found in wire-
frames, including text, lists, image masks, and button styles. You'll put it all together to cre-
ate a wireframe for a hotel details page for a travel website.

Using basic boxes to mark out content areas

Begin the wireframe by marking out all the content areas with simple boxes. To create visual
heat and make the content areas and the header stand out, you will use a gray background
and white content panels.

@ To create the background, make sure you are working in the Body layer of your document.

@ Select the rectangle from the shape tool and draw a box.
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© In the Style section of the inspector panel, change the Fill color to 85% gray and remove
the Stroke and Shadow.

O Resize the box to cover the entire wire frame, but leaving space at the top for the header
(see Figure 6-52).

© Once your background is in place, select it and click the lock option in the tool bar. This

prevents you from moving your background by accident.
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FIGURE 6-52: Make sure the background rectangle is locked so it doesn’t get moved accidentally.

Now create more boxes, but this time, make them white and remove shadows and lines. Use
the grid you created to lay out your content areas. This page will hold the main hotel details
area., a booking form area, a promo area, and a cross-sell area across the bottom of the page
(see Figure 6-53).
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FIGURE 6-53: The custom grid helps to lay out the content areas.

If you created a footer object during the template setup, put it in as well.

Using image placeholders
Using images in wireframes is not always practical or possible. Instead, use a placeholder

whereby images are represented by a box filled with an X.
To create image placeholders, follow these steps:

@ Select the rectangle from the shape tool and draw a box.

@ In the Style section of the inspector panel, change the Fill color to 75% gray and remove
the Stroke and Shadow (see Figure 6-54).
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FIGURE 6-54: Make sure the stroke and shadow are removed from the rectangle.
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© Select the line tool (making sure you have the straight line selected) and draw a line from
one corner of the box to the opposite corner. You'll notice this doesn’t work. That’s

because the line is magnetic.

OmniGraffle makes magnetic lines stick to objects at predefined points, which is really

useful for creating sitemaps, but not so useful for wireframing.
@ To stop this from happening, draw a line wherever you can.

© With the line selected, click the Magnet button (see Figure 6-55) in the top menu. The mag-

net button should show a red line through it and the ends of your line should turn blue.

A If you cannot see the magnet option it's probably because you have rulers turned off.
To turn them on from the top menu, click View and then choose Rulers.

@ Position your non-magnetic line so it runs from one corner of your box diagonally to the
opposite corner,

@ [n the Style section of the inspector, change the line color to 40% gray, the thickness to
0.5 and change the stroke to a dashed line (see Figure 6-56).
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FIGURE 6-55: Using the Magnet button.
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© Duplicate the line (Cmd+D) and position it so it runs diagonally across the box in the
opposite direction (see Figure 6-57).
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FIGURE 6-57: The lines should be crossed over the rectangle.

© Group the box and lines using the Group button in the toolbar (or use the keyboard short-
cut Shift+Cmd+G).

Lastly you need to add a label to your image. It will describe the type of image that’s intended
to be placed on the page.
@ Use the text tool to create a text box and type your label. Call it Hotel image.

@ Center your text box on your image placeholder using the alignment part of the canvas

panel in the inspector.

@ In the Style panel of the inspector, include a fill in your text box and make the fill color match

the image placeholders. This stops the lines and the text from interfering with each other.

@ Change the text color to a 40% gray (see Figure 6-58). The label needs to be subtle and not
have the same weight as body copy or headers.

@ Finally, use the Group button to group all the elements together. You have your image
placeholder!

Now you'll add these placeholders to the cross promotions panel. Use the grid you created to

make sure they are spaced evenly (see Figure 6-59).
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FIGURE 6-58: The image placeholder text should be centered on the placeholder and it should be a subtle color.
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Creating tabs
In this section, you'll learn how to create tabs and how to create custom tab shapes.

To create a tab, follow these steps:

@ Select the rectangle from the shape tool and draw a box for your tab. Make it 20 pixels
taller than you want it to end up being. We are going to remove some of it later.

@ Use the Style panel of the inspector to change the color of your tab.

© In the Lines and Shapes section of the Style panel, remove the stroke and set the Corner
Radius to 10 (see Figure 6-60). This gives you the nice rounded tab look, but you don’t

want rounded corners on the bottom.
@ Draw another box over your tab so it covers the rounded corners at the bottom (see

Figure 6-61).

© Select the tab and the box on top of it. Go go Edit, choose Shapes, and then choose
Subtract Shapes (see Figure 6-62).
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FIGURE 6-60: Draw and style a rectangle that you want to turn into a tab.
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FIGURE 6-61: Place another rectangle over the part of the rectangle underneath that you want to remove.
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This will use the top rectangle as a guide to delete a portion of whatever is selected below it.
You now have a tab with rounded top corners and a straight bottom edge (see Figure 6-63).
@ Duplicate this shape to make as many tabs as you need.

@ Color the selected tab the same as the main background color.

© Make all of the unselected tabs darker (see Figure 6-64).
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FIGURE 6-63: Removing the bottom of the rounded rectangle creates the tab shape.

Alternatively you can create custom shapes by combining objects. Here’s how to create a dif-

ferent tab style that you'll use for the in-page navigation:
@ Create boxes for your tabs (see Figure 6-65). Style them how you want.

@ To create the selected tab, pick the one you want to be selected and duplicate it.

© With the duplicate selected, open the Lines and Shapes section of the Style panel in the
inspector. Several shapes are displayed in this panel; simply click the shape you want. This

example uses the downward facing triangle (see Figure 6-66).

@ Position the triangle over the tab you want to use, go to Edit, click Shapes, and then
choose Union Shapes (see Figure 6-67).
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These two shapes will become one, but the text will look out of alignment. To fix that:
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© Open the Text part of the Style panel in the inspector.

@ Set the vertical alignment to Top and change the Top/Bottom Margin to 10 (see Figure
6-68).
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FIGURE 6-68: When the shapes are combined, you might need to adjust the vertical alignment of the text.

Adding images
Sometimes you will need to use images in your wireframes. There are a couple of things
worth remembering about OmniGraffle and images.

OmniGraffle won'’t let you drag images straight from a web browser. Instead you need to
drag images from the browser to your desktop, then you must drag the images from your
desktop into OmniGraffle.

OmniGraffle doesn’t grayscale images. When using images in wireframes, it's good practice
to remove all color from them. Having colored images gives them an unfair advantage in
testing because everything else is grayscale. You will need to grayscale your images outside of
OmniGraffle. The image viewing application Preview can achieve this easily. You should find

it in the applications folder on your Magc; it comes as part of the operating system.



There are two useful ways that OmniGraffle allows you to edit images:

O
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> The Stretch to fit button, which is located in the Image section of the Style part of the
inspector. It allows you to resize the image in the same way you would any object or
shape.

> The Natural size button allows you to specify an area of the image to mask and allows
you to resize the image within this area.

OmniGraffle uses Stretch to fit by default, so use that for the main hotel image.

@ Drag an image onto the canvas and resize it to be your main image (see Figure 6-69).

Make sure Stretch to fit button is clicked |
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FIGURE 6-69: Resize the image by selecting it and dragging any of the points.



For the thumbnails image, use the Natural size button. This is the way OmniGraffle masks
images.

© To use natural size, drag an image onto your canvas.

© Select the image and open the Style panel of the inspector.

O Select the images section. You will see three different icons of mountains. These allow you
to switch between Stretch to fit, Natural size, and Tile.

© Select the left icon for Natural size.

If you try to resize your image on the canvas, you will see that the image doesn’t change size;

instead it becomes masked. This is really useful if you only want a portion of the image visible.

@ Set the mask area so the image is a small thumbnail under the main hotel image (see
Figure 6-70).

| Make sure Natural Size button is clicked |

| Use the slider to change the size of the image within the mask |

| Drag the preview image to change the position within the mask |
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FIGURE 6-70: Using Natural size allows you to mask images.
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© To resize the image, use the size slider on the image section of the style panel in the
inspector (see Figure 6-71). You can also adjust the position of the image within the mask

by dragging the image in the position box on the inspector.
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FIGURE 6-71: Natural size allows you to use masks that allow you to make the image fill any size or shape you set.

Getting your mask right can be tricky, but this method is really useful if you want multiple

images to be the same size.

© Duplicate the masked image and drag a new image into OmniGraffle directly onto your

duplicated image. (You should see a blue outline appear.)

© Drop the new image over the duplicated one; it will replace it with the same mask applied
(see Figure 6-72).
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FIGURE 6-72: Dragging a new image over a Natural size image will create a blue highlight.

Adding text
In this section, you'll learn how to create and manipulate text, including how to add bulleted

lists and how to set line spacing.
To add text, follow these steps:

@ Select the text tool and create a new text box for the page header.
@ Type the page title (for example, Sirens Hotel Mexico).
© Using the Text part of the Style panel in the inspector, set the text alignment to left.

@ Change the font size by clicking the A button, which opens the Fonts dialog (see Figure
6-73).

© Change the color of the text to 10% black. Avoid using a pure black font, which makes the
text look “harsh.” Your page will look cluttered.

@ Create another text box next to the hotel image. Give it a heading (about 18 pt), some
body copy (12 pt), and a list (see Figure 6-74).
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FIGURE 6-73: Clicking the A button in the Style: Text section of the inspector opens this font popup.
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FIGURE 6-74:

Add a list of 3 or more items.




@ Double-click into the text box.

Notice the options above the ruler units at the top of the page have changed. The two you are

going to use are Spacing and Lists. You'll use these to turn the short list into a bulleted list.

© Highlight the text you want to add bullet points to, click the Lists down-arrow, and then
choose the round text bullet option.

Each line should have a bullet next to it. If the indent of the bullet points and the text is not
quite right, you can adjust it using the arrows on the ruler units at the top of the canvas.

Make sure all the text you want to adjust is selected (see Figure 6-75).
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FIGURE 6-75: Once the bullet points are added, you can drag the arrows in the rulers above the canvas to adjust
the text and bullet indents.

© To create more space between each item in the list, making it easier to read, highlight all
the text.
@ Click the Spacing drop-down and choose Other.

@ Change Paragraph spacing after to 10.0 points (see Figure 6-76).
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Creating buttons
Buttons and calls to action are key elements of a web page, especially in product pages. It's
important that buttons look like actual buttons in wireframes so they're clearly understood

by stakeholders and users during testing. Here’s how to make them in OmniGraffle:
@ Select the rectangle from the shape tool and draw a box for your button.

@ [n the Style panel in the inspector, select the Fill check box.

© Change the Fill type to Double Linear Blend (see Figure 6-77). Three color boxes and a
vertical slider appear (see Figure 6-78).



® OmniGraffle Pro  File Edit View Format Arrange Inspectors Window Help 9 M 4 1 (=T (Charged) Tue 13:30 Q
006 _ wireframetemplate.graffle = R %1

N
w
w

3 Pa—— x
a @ T EIRNE e )
anvases L Tools Back Fromt Lock Lngr ™ Fill
Canvases. f=ga0px | Tle7opx ||~|/200px | T 30 px —
Ldetails || g T T g g T v [ solid
Flights Hoidays City breaks |:| Linear Blend

|| Radial Blend

ouble Linear Blend

Photos | Double Radial Blend

- A beautiful resort in the
neart of the Rivera Maya

Luxurious 5 star rooms each have queen
ized beds, a whirlpoc| bath and a balcony
averlooking the mangrove forests.

e hotel has its own private beach with

L white sand and crystal clear waters,
nerfect for swimming. snorkelling or

simply relaxing.

sgol

[2|* Great for families

* Allinclusive

* High customer rating

SINVH43IHIM XIS H3ILdVHO

o P I B

i L [
TN T

FIGURE 6-77: Change the Fill type to Double Linear Blend.

Adjust all the colors in the blend to create a bevelled effect. |
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@ Change the top color to a light 75% gray.
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© Change the middle color to a darker 50% gray.

@ Change the bottom color to a lighter 80% gray.
The button is starting to look beveled but needs some tweaking.

@ Use the vertical slider to change the position of your gradient and bring it down so the
lightest gray shows only at the bottom of the button (see Figure 6-79).

Drag the slider to adjust the postion of the gradient
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The default line style and shadow styles look pretty awful, so you'll want to change those,
too.

© In the Lines and Shapes section of the Style panel, change the stroke color to a 50% gray.
This makes the button stand out against the background without being too harsh.

© Set the Corner Radius to five to give the button rounded edges (see Figure 6-80).

@ Switch to the Shadow section to edit the various aspects of the shadows.

@ Use the slider to change the amount the shadow is blurred.
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FIGURE 6-80: Make the outline of the button lighter and round off the corners.

You can toggle between showing the shadow immediately below the button or below every
other object.
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To change the position of the shadow, click within the shadow position box. You can be more
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accurate by adding vertical and horizontal values below. To move the shadow up or right, you

need to use negative numbers.

You can adjust the color and opacity of your shadow (see Figure 6-81). It’s a good idea not to
make the shadow too dark because it can make the button look messy.

@ Add some text to your button.

That finishes the button. You can use the gradient technique used to create this button to

create affordance on other interface elements, like drop-downs and check boxes (see Figure
6-82).

Drag the + to change the position of the shadow |

Drag the slider to set the level of blur for the shadow |
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Using stencils
Stencils are a great way to speed up your workflow. They allow you to save specific elements
that you have created to easily use in later projects. There are also a ton of great stencils

already out there for you to download and use (including one created for this book).
To use a stencil, follow these steps:

@ Click the Stencils button on the toolbar.

A panel displays with a list of default stencil sets for you to use.

@ Select a stencil set and the contents of the stencil will appear (see Figure 6-83).
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|Contents of stencil sets |

Stencils button Stencils sets
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FIGURE 6-83: Using stencils.
© Drag the element you want to use onto the page.
To create a new stencil, follow these steps:

@ Go to File, click New Resource, and then choose New Stencil.

@ Put all the elements you want for your stencil onto the canvas and save it. It now appears

in your stencils panel (see Figure 6-84).

T Remember to group all the shapes that make up your element. You can only drag
individual objects from stencils onto your canvas.

To edit your stencil, right-click the stencil in the stencils palette and select Edit stencil.

To use downloaded stencils, put the stencil in the right folder in your library by going to
Library, clicking Application Support, choosing OmniGraffle, and then choosing Stencils.

So that’s all you need to get you started making wireframes. You can use all you have learned
here to finish off your hotel details page by adding the remaining headings labels and icons
shown in Figure 6-85.
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s[0) /A Ke) Create wireframes in Axure

Axure is a fantastic tool for creating interactive prototypes. But before you make anything

interactive you need to create a well thought out set of wireframes. This section shows you

some basic techniques for creating wireframe elements in Axure. First, however, you need to

become more familiar with Axure.

An overview of Axure

Figure 6-86 shows the basic layout of the Axure window, including:

>

>

Toolbar. This allows you to format the color and style of objects and text.
Sitemap pane. This is where you navigate between the pages you are editing.

Widgets pane. This stores all the useful that you can use to start building your wire-

frame.
Masters pane. This stores all the custom widgets that you create.
Canvas. This is where the wireframing happens.

Widget Properties pane. This is where you can add notes and interactions and for-

mat the size and position of objects.
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Creating wireframes
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In this section, you'll learn how to create and style basic shapes, edit text and bullets, add

images, create custom buttons, and create master objects.

Creating and styling basic shapes
To create a shape, follow these steps:

@ Drag a Rectangle from the widgets pane onto the canvas. There are several other basic

shapes in the library if you need them.

@ Select the Rectangle on the canvas. You can position and resize your object by dragging,
but for more accuracy, you can use the Location and Size pane on the bottom right (see
Figure 6-87).
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FIGURE 6-87: To create a rectangle, drag one from the widgets pane onto the canvas.



You can use the toolbar to change font styles and alignment and the shape color and line
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style.

To change the fill color, select the shape and click the Fill Color drop-down (see Figure 6-88).

From here you can select from a pre-defined set of colors.
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FIGURE 6-88: You can adjust the color of any shape from the toolbar.

The Fill icon changes to match the color you picked. This is because the color drop-down
remembers the last color you selected, which makes it easy to make multiple objects the
same color. To do this, select the shape you want to color and click the Fill icon (not the Fill

drop-down arrow).

Change the line color the same way. The drop-down to the right allows you to change line
weight or remove it completely. The drop-down to the right of that allows you to change the
line style (see Figure 6-89).
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Line Weight

| Fill Color |

[Line Style
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FIGURE 6-89: Adjusting line styles.

Editing text and bullets

Editing text in Axure is fairly limited. You can do the basics like changing font style size and
color, but indenting and line spacing are not available. In this section, you'll learn how to cre-
ate a basic header, how to create body copy, and how to create a bulleted list, and you'll learn

a workaround for line spacing.
To create a basic header, follow these steps:

@ Drag a Text Panel from the widgets library pane onto your canvas.
@ Double-click it to edit the text and add your heading.

© With the text panel selected, go to toolbar and change the font size to 18 and change the
color to a dark gray (see Figure 6-90). It’s a good idea not to use 100% black in your wire-

frames because it makes the page look cluttered.

To create body copy, follow Steps 1-3 but use a smaller font (see Figure 6-91).
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FIGURE 6-90: To create a text box, drag one from the Widgets pane onto the canvas.
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FIGURE 6-91: Double click a text box to edit the copy within it.
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When creating bulleted lists, it’s a good idea to create a separate text panel from your body

copy (see Figure 6-92). This allows you to indent the text by moving the text panel.
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FIGURE 6-92: Putting your bulleted lists in a separate text box allows you to indent the bullets more easily against
the rest of the text.

@ Create the list you want.

@ Select all the text you want to include in the bulleted list and select the bullets button in
the toolbar.

© To change the line spacing, select all the text in the bulleted list and open the Formatting
section of the Widgets Properties pane (see Figure 6-93). Use the Line Spacing drop-down
to set the line spacing to 24.



Click to open the Formatting section
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FIGURE 6-93: Setting line spacing from the Widgets properties pane.

Adding images
Axure has very little control over images, so it’s a good idea to prep them before adding them

to your wireframe. Get the right crop and grayscale them if necessary.
To add an image:

@ Drag an Image object from the widgets pane onto your wireframe (see Figure 6-94).
@ Position it and resize it to where you want your image to be.
© Right-click the Image object and select Edit Image > Import Image.

O Select the image you want and click Open.
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FIGURE 6-94: To add an image, first drag an image placeholder from the Widgets pane onto the canvas.

Axure will ask you if you want to auto size the image. Auto size means it will import the

image in its original size. You have already sized and positioned your image object; you want

the imported image to match it.

@ Click No.

If you are importing a large image, Axure will ask if you want to optimize it. This is a good

idea because it reduces the file size and image quality isn’t that important for your wire-

frame.

@ Click Yes.

Your image will replace the image placeholder (see Figure 6-95). You can now reposition or

resize it.
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FIGURE 6-95: Once you choose your image, it will replace the image placeholder.

Creating custom buttons

It's tempting to use the default buttons from the Axure widget library, but they can make
your wireframe look a bit ugly. The problem is that when you export the prototype, the
default buttons display as default operating system buttons. Here’s how to create custom

buttons:

@ Drag a Rectangle onto your canvas from the widgets pane.
@ Right-click the Rectangle, choose Edit Button Shape, and then choose Rounded Rectangle.

© Adjust the corner radius by clicking and dragging the small yellow triangle on the top-left
corner of the shape (see Figure 6-96).
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Y Editing the button shape is really useful for creating various interface elements. For
example, the Rounded rectangle top option gives you the perfect tab shape.

To shade the button, follow these steps:

@ Open the Fill Color drop-down.

@ Change the fill type from Solid to Linear Gradient. A strip of color will appear that defaults
to a white to black gradient.

© To change the color of the gradient, select a color slider and then choose a new color from
the palette. For this exercise, change the white to a light-ish gray.

O Do the same with the black color slider and change it to a darker gray.

© You can change the position of the colors in your gradient simply by dragging them left or
right. Move your darker gray slider about a quarter of the way in from the right.



@ Add another color to your gradient by clicking just below the gradient strip at the point

you want to add your color.

@ Change this third color slider to a lighter gray and move it to the far right (see Figure
6-97).
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FIGURE 6-97: Working with gradient colors.
© To make the gradient run from the top of your button to bottom, you need to change the
angle. Use the angle adjuster and set it to 90 degrees.

© To finish the button, add a thin dark gray outline and white text to make it stand out

against everything else on your wireframe (see Figure 6-98).
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FIGURE 6-98: Adding gradients to shapes gives them affordance.

Creating master objects

Axure has a really useful feature called a master object. It allows you to save elements you
have created as masters that can be used elsewhere on your wireframe. Anything you turn
into a master object will appear in the master objects pane. That makes it easy to re-use them

as you can drag them onto any page.

The best thing about a master object is that if you edit it, every instance of that object within
your wireframes is updated. This means it’s perfect for headers, footers, or widgets that need

to be the same on all pages.
To create a master object:

@ Select all the objects you want to include in your master.

TSI Make sure every element that you want to include in the master object is selected
before right-clicking them.



@ Right-click your selected items, choose Convert, and then choose Convert To Master (see
Figure 6-99).
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FIGURE 6-99: Converting to a master.
© A popup displays, asking that you name your new master object.

All your objects should be grouped and highlighted in red. Your object will also appear in
your Masters panel and will have the name you gave it in Step 3 (see Figure 6-100).

@ You can now add multiples of your master object by dragging your new object from the

Masters pane onto your canvas (see Figure 6-101).

© To edit a master object, simply double-click it either in the Masters pane or on any
instance of it on your wireframe. Save your changes and then all instances of your master

object will update (see Figure 6-102).
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FIGURE 6-100: Your new master will appear in the Masters pane.
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FIGURE 6-101: You can drag as many copies of your master object onto the canvas as you want.

" Untitled - Axure RP Pro 6

JeH &
£

Sitemap A x

] Page
9 Page2
] Page3

Widgets A x

Wireframe~ (|
B

Table Text Field

TH

Text Area

v

(i
o

Masters A X

Ty e®DY
[

LR RS =Y

ensed to cxpartners Ltd

File Edit Wiew ‘Vireframe Object Generate Share Help

SO ATV | T R ) R

B I T - =
Wome  x | Bioking form % \iclget Praperties 2 x
b L |10 L |00 [puo L |40 500 || Label
3 | J
. H ENE2ET
ook riow SR
Deseription .
2 2110612 21/106/12 ‘
Status
: Benefit
& - Proceed > Proceed > f—
1 Risk =
= Stability
1 Target Release
Assigned To

00|

= m]

) E——
Dynamic Panel Manager 2 x

£

1 Home

FIGURE 6-102: When you edit a master object, all instances of that object will be updated.
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z[0) /A ge] Create wireframes in PowerPoint

PowerPoint is often overlooked as a wireframing tool. However most (if not all) of you will
know how to use it on at least a basic level and will have it or Keynote installed on your com-

puter making it very easy for teams to share the files.

If you are a Keynote user, there are differences in the drawing tools, but the same basic

guidelines can be used.

PowerPoint’s drawing and layout controls are a bit more crude than Axure’s or OmniGraffle’s
controls. Still, it’s fairly simple to get up to speed with PowerPoint and you can communicate

exactly the same level of information that you can in either of the other packages.

Setting up the template

This section shows you how to set up the template so it's easier to create wireframes in

PowerPoint.

Enabling Snap to grid
Make sure that snap to grid is turned on before you do anything. It will help with the posi-
tioning of elements and allow you to align everything more easily.

To turn on snap to grid:

@ Right-click the slide background and select Grid and Guides. You can also change the
spacing of the Grid in this display.

BT Once a shape is selected, by default the cursor controls will move the shape one grid
space. To move it one pixel at a time, hold down the Ctrl key (hold down the Alt key on a Mac)
and then use the cursors.

@ Snapping objects to other objects or snapping to shape can get annoying for wireframing;
we recommend that you turn it off and that you also turn off smart guides. See Figure
103.



Grid and Guides EA )
Snap to
Snap objects ko grid
|| 5nap objects ko other objects
Grid settings
Spacing: | 0.2 [+]em
|| pisplay grid on screen
Guide settings
[ | Display drawing quides on screen
"] Display smart guides when shapes are aligned

[setasDe[ault]L oK | [ Cancel ]

FIGURE 6-103: The Grid and Guides dialog with the Snap objects to grid selected for wireframing.

Adjusting sizing
Sizing for screen resolution presentations (1024 px by 768 px, for instance) isn’t as accurate

as in OmniGraffle or Axure where you can work in actual size.

A neat trick is to paste a screenshot of a site with the page width and type the size that you're
after. Scale it down to fit on the page and then use the font size tool in PowerPoint to match

this size.
Body copy can look small (6 pt or 7 pt) but still be readable.

One option is to set the page layout size to A2 landscape (59.4 cm by 42 cm). This allows you

to create your wireframes in actual size.
Either way, you'll find yourself frequently magnifying in and out of slides.
To set the slide size:

@ Go to the Design tab and click Page Setup. The Page Setup dialog box displays.

@ Enter custom sizes in the Width box and Height box (see Figure 6-104).

Page Setup =
Sldes sized for: Orentation [
Onscreen Show (4:3) =] sides

ity g
54 lam © Landscape

Height:

Notes, handauts & outine
19.05 = em

Diumber siides from:
1

FIGURE 6-104: Customizing sizes in the Page Setup dialog.
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Creating wireframes

With your template set up, you can begin to add the elements needed to create wireframes.

Creating the page outline

The page outline for the example wireframe is simply a rectangle with a mid-gray outline (see

Figure 6-105). Depending on what you are wireframing, you'll probably need to keep bring-

ing it forward so it sits in front of the other elements.
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FIGURE 6-105: A rectangle has been added for the page outline.

Creating the tabbed navigation

The ordering of objects on top of each other is how you create several of the visual effects (for

example, tabs).

@ DPlace three rectangles within the rectangle to form the header, body, and footer areas of

the page. Shade the header and footer in a slightly darker gray to the body.

@ Add the text for the navigation.



© Select a rounded rectangle from the Shapes menu and make it the same color as the page
body. This ensures the two areas visually link together—and then place it so that it strides

the content and navigation areas.

O Any text that you have already placed on the slide will need to be brought to the front. The
tab can then be placed beneath the relevant navigation link (see Figure 6-106).
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“ »f(
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slide 3oF 4 | 'Blank Presentation” | <$ | [EEEEET T e — o |
FIGURE 6-106: A simple tab created by placing a rounded rectangle to span the header and body area.

Styling shapes
There are only five elements you control when styling shapes. In PowerPoint, you are con-
stantly playing with these five things:

> The type of shape used. Rectangles are most common, but you will also use rounded
rectangles and triangles.
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LU L T

T} PowerPoint has a Change Shape command (see Figure 6-107) in case another shape
works better (it retains any styling you might have already applied).

o B 5%
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B9~ ™= ch7 wireframe tuterial. pptx - Microsoft PowerPoint.
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FIGURE 6-107: The Change Shape command provides a useful way of switching the selected shape while retaining
its styling.

> The color of the fill. Typically, this is just a matter of playing with shades of gray to
see how it affects the visual heat of the elements on the page and how they work
together. For some shapes, such as buttons, you might apply a gradient to suggest
affordance. If you click the Shape Fill button, select Gradient, and then select More
Gradients, it displays a detailed control panel where you can control the colors and
position of the gradient within the shape.

The Fill option within the Format Shape window (see Figure 6-108) gives good control
over the appearance of the fill and allows you to add gradients
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FIGURE 6-108: Changing the appearance of the fill and adding gradients.

> The color of the outline (if used). Outlines are generally reserved for form elements.

> The size of the type. The type size depends on the hierarchy of the element on the
page. For example, is it a heading or is it body copy?

> The color of the type. Depending on the shade of gray used, you can control the
visual emphasis given to any piece of text.

Combining shapes
Elements such as drop-downs are created by combining different shapes.

To create a drop-down:

@ Place a rectangle, a square, and a triangle on the canvas.
©® Remove the outline from the triangle and rotate it 180 degrees. Shade it dark gray.

© Shade the square to a mid-gray and place the triangle in the center of it, resizing where

necessary.
@ Shade the rectangle with a pale gray and type the text you want to display.

© Group the shapes, so that they act as a single element that can be moved around the
page—the text in the drop-down field will still be editable. See Figure 6-109.
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FIGURE 6-109: A rectangle, square and triangle have been joined together to create a simple drop-down menu.
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USABILITY TEST REPORTS ENABLE YOU TO communicate the findings of a usability
test to the project team. You might be doing this as part of the project team (involved directly
in its development and release) or as an external contributor. Either way, it’s a critical time in
the project lifecycle. The outcome of the testing will affect the future development and

release of the product or service.

In this chapter you will learn what makes a good usability test report (see Figure 7-1), what

you need to communicate, the types of audiences, note-taking tips, and research ideas.

FIGURE 7-1: A usability test report showing an interface, the problems uncovered, and suggestions for
improvements.



CHAPTER SEVEN USABILITY TEST REPORTS

What makes a good test report?

A usability test report clearly communicates what was uncovered in the user research. A
great report enables the project team to discuss actionable solutions that improve the prod-

uct or service for the users.

Developing a clear report on how the service is used will help to gain the trust that every-
thing is working as it should or create the necessary buy-in for changes that need to be made.

The level of detail and style of report required can vary depending on:

> The test objectives. This is what you've been asked to uncover.

> The audience. Understand that different roles in an organization want to hear differ-

ent things.
> The project stage. For example:

* Use benchmark testing at the beginning of a project to understand the current
situation and what the competition is doing. You uncover the paths to follow

and the pitfalls to avoid.

¢ Use validation testing on wireframes or pre-launch designs to generate amends

to feed back into the projects development.

* Use standalone testing to understand and improve an existing product or

service.

> The desired outputs from the testing. What's going to happen with the findings?
Will they be prioritized as part of a phased rollout? Or will they be implemented imme-

diately as part of an agile or iterative process?

> The time you have to turn it around. This will affect the depth of your report.

Test reports can often be verbose Word documents on all the issues uncovered, occasionally
with a screenshot to illustrate the problem. These reports usually gather dust on desks and

are difficult to make sense out of.
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Instead a report should be actionable by the project team and show at minimum:

> What is working well and what users like (usability testing isn’t just about the problems).

> What isn't working and needs to be fixed.

> How to fix the problems.

This last point is crucial and often omitted, but the purpose of a usability test or expert

review is to make a meaningful difference in the design of the product or service. Actionable

recommendations will make that difference.

Anatomy of the perfect test report

A user test report (see Figure 7-2) should give clear context to the research findings. It should

show the team what was uncovered and spark discussion around the improvements that

need to be made.

| Use a clear page title |

|Use severity indicators” Provide recommendations

LCredit cards - layout

1. ANl users slopped gver the left nand
acmebank  pessa et : navigaten - and it dfiplicates the links in
the content area.

Eredit cords
commendation

G

Write
— concise
comments

& hand navigation can be removed
Credit cards i
/o - 2 5 .
Blue m Gold Platinum
2 \Users struggling to choose which card
wasd\right for them couldn't see the card
[ resaror ] [rwoonmon meleng service.
4 Recomymendation
Ensure Yoat the matching service is visible
&3 users §t the cards.
- . " L] Severity # @ ®
Include a == o]
screenshot — —

Include

hahwann i sars and missing
Qa0 Zeln Shansiag By
O1-nik-creditcard-heip. avi

Use numbered
callouts for
comments

Need help choosing?

user video

Provide
rl user
quotes

FIGURE 7-2: A user test report template showing the web page being discussed and the findings from the research.

Use a clear page title

Base each page on a single topic (for example, navigation) or a theme (for example, a user-

experience theme such as trust). Make the title as straightforward and succinct as possible.
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Include a screenshot
Show the project team the exact screen being referred to and where the problems occurred.
The numbered callouts shown on Figure 7-2 refer to numbered comments listed on the right

of the document.

Write concise comments
Comments should neatly summarize the problem found or observation made. Make sure

you stick to one comment per item number.

Provide recommendations
Include suggestions to overcome problems. Unless you know the site well, frame these as

discussion starters and involve the project team in developing the final recommendations.

Use severity indicators

Severity indicators are placed below each comment and are a good way to help the project
team understand the extent of the problems. These can be used in conjunction with com-
mercial factors (such as the cost to implement the change and the expected uplift in sales
from it) to help prioritize changes. In Figure 7-2, severity is simplified to a four-point score
and indicated by the colored dots:

* Three red dots: All users had problems
* Two amber dots: Some users had problems

¢ One yellow dot: A minor problem

* Green: A comment or observation

Provide user quotes
User quotes help provide reality to the presentation. Use a quote or two to summarize how

users found the page—good or bad.

Include user video
Including videos that illustrate the experiences and frustrations users have is a brilliant way

to persuade teams that change is needed.

Additional slides to include in your test report
These are examples of other templates that are frequently used to help build the final presen-
tation. Figures 7-3 through 7-9 walk you through these templates, providing you with a

visual representation of the content.
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Key themes uncovered

« The flow of the pages should be optimized to emphasize
the products and show that assistance is available

« Users need to be reassured about the safety and security
of your products

« Some content is missing from the pages, notably the
product charges

FIGURE 7-3: Key themes uncovered is a simple template pulling out the key themes that you found and are
presenting,. It gives focus to the rest of your presentation.

Who we interviewed

Mik, 32 Name, Age Name, Age
¥oung professional Sagment Sagment

Loved tha clarity of Key thought Key thought

i Previous experience Frevious experience
Name, Age Name, Age Name, Age
Sagment Sagment Sagment

ey thought Key thought ey thought
Previous experience Previous experience Previous experience
Name, Age Name, Age Name, Age
Segment Segment Segment

ey thought Key thought ey thought
Previous experience Previous experience Previous experience

FIGURE 7-4: Who was interviewed focuses on the users with whom you tested. You can enhance the profiles by
including logos of the brands with which they had previous experience.
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Credit cards - layout

g ondinvestmants  Creditcords bouronce  Loons

.. O
'

o

azad el chooung bor

01-nik-craditcard-heip. av
Overall | think that the
layout and design is
lovely and clear! 4
ik

FIGURE 7-5: A simplified layout that is good for presentations with project overseers.

choosing?

Nead
e S m‘

Credit cards - suggested layout changes

Deslgn notes

acmebank Fol bahes Gopees e 1. The left hand navigation is removed s0
Cunen. accaums. Sadags and csimans. Creditcards  Magages  Imuance  Loams wsers can focus immediately on the detail
of the cards.
Credit cards /o
. 2. Need help choosing has been moved 1o
Blue Gold Platinum Need help the top of the page. Visually it should ba
2.9% APR ::s% APR :‘:% APR choosing? /° made to look 2 little diferent from the card
Lt araiaind eren . boses (indicated by the ighter cell
o= o= = ,,"ﬁ;ﬁ!‘?;(’,"g}"“ background and button).
(o Pndoucrers | [0 —
e
Plus Cash Reward
12.9% APR 15.9% APR 15.9% APR
Fosris Pyl i
[Artrors | [Prdeusrers | [Prterers |
Paverty Pandas MNepal
16.8% APR 16.8% APR 16.8% APR T R
iy Dt iy Design notes should explain how
T L your changes have improved the

design and how your changes
should be implemented

FIGURE 7-6: A suggested layout changes slide is helpful for the frequent occasions when you reach the end of a
test and have ideas for how the changes should be implemented. You can draw these up as sketches or wireframes

and give examples of where others have successfully solved the problem.
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A Design notes should explain how your changes have improved the design and how
your changes should be implemented

Revised process based on user expectations

/o 1. Inchude a clear propesition.

Home 2. Encourage iteration and play sround a
single product selection page.

/ﬂ 3. Include basic product information,
expandad procuct information and Enks to

/o /o terma and conditions.

4. Cnly show the options - use radio button
infermation rETET el procc Ests with associated costs newt fo each
item,

S. Provide & simple summary of all

selactions with no naw information
/o included.
FEmEE 6. Inchude terms and canditions, cheakbox
canfirmatior 40 acospt and allow entry of any other
persanal information required.
Additional 7. Inchuge confirmation of 28l decisions and
Information & final price. Ensure page can be printed (or
terms and PDF emaied)
conditions
Final
confirmation

FIGURE 7-7:A Revised process based on user expectations slide is helpful when user tests and expert reviews
uncover fundamental problems with the user journey through a product.

T Understanding user expectations for how the process should work and remapping the
user journey creates significant differences in the site's success—things will then work the
way a user expects them to.

A You might also include simple text outputs or examples using colorblindness checks
to help illustrate accessibility issues.
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Recommended code changes

<forms
<fieldae gend>Personsl information</legends
<label” for="name"sKame</labels<inpat types"text” id=Tname" />
<label for=-email~>Emeil</label><¢input type='text” id=email® />
<label for=-dab->Date of birth</lshel»<input types"text® id=-dab= />
</ tieldsets

</form>

FIGURE 7-8: Recommended code changes—yep, really. Snippets of HTML are often included to illustrate how an

1. Ensure that Iabel tage are included.

2. Use £ar and id tags 1o link the Iabel 10
the asscciated input.

Note: A new feature of HTMLS is the abillty
10 acd defaut placeholder text. Within the
ingut tag include:

placeholder=-default value"

element of the page should be recoded to make it more usable or accessible.

Key findings table

Description of problem Issue type

AlL users ckipped over the Left hawd navigation - and it Navigation
ducplicates the Links ln the contenk area.

Users strugaling to shnose which card was vight for thewe  Page flow
couldnt see the card matching service.

Users weed the fee to be qualified. Contgni
users had questions about the safety and sa:uxita ofthe  Comtemt
credit cards that arent answered ow this page. This would

stop several wsers from applijing.

Severlty Design Dev Cost Page #
effort affort

i {ind

2 Il

= 1=

= i

FIGURE 7-9: A Key findings table provides you with a prioritization of recommendations.
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A Prioritization is best achieved through collaboration with the project team, and can
help assess effort and cost required against the potential gains from making a change. Later
in this chapter, you'll learn some workshop ideas to assist with this.

Who is the audience?

Understanding the audience will help to shape your approach to reporting the findings. Here
are some of the character types we meet and work with on a regular basis:

Those who roll their sleeves up

The people who roll up their sleeves are often the project managers, designers, and develop-
ers. They want to get involved with the testing and the findings. Most importantly, they
want to help shape the recommendations and be keen to make them a reality.

Those who just want the findings

Design teams and internal UX teams often just want to understand the findings. It may be
that they didn’t have the internal resources to run the testing themselves—which they
might be perfectly capable of doing. They have strong ideas on all aspects of the testing, so
it's worth involving the early sharing proposed plans, document formats and drafts. They
understand their products better than you do and are capable of developing their own design

solutions.

Those who trust your expertise

The project team trusts your expertise and wants the best product possible. They want to
understand your recommendations in order to implement them and care about the impact
of the changes in terms of time and cost. They will help you liaise with the right teams to get
the changes implemented.

Those who want the big picture

These are often the marketing directors, business owners, and senior managers. They want to
be able to take a step back and see how users are interacting with their products and services to
see where improvements must be made. They're also interested in the broader user experi-

ence—what the users are up to offline, where else they are looking and who they are talking to.

Note-taking and research tips

In order to put together a good report, it’s important that you have clear notes that you can

use as a starting point.
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After the testing, these notes can be analyzed and sorted to help uncover the emerging

themes.

Because user tests are conducted at different points in the design process they have different

objectives. This can affect the type of report you produce and therefore the notes that you

take. The following sections discuss a number of methods to account for the different report

needs.

In-depth exploratory tests are carried out at the start of the design process or for a compre-

hensive website review (benchmark testing or standalone testing, for instance). They require

a comprehensive report and you need to record a broad range of findings, including:

>

>

What's working well.

Usability issues that need fixing.

Missing information or functionality that users need to complete their task.
Where the site fails to match the users’ mental model.

Interesting user behaviors.

User quotes to back up usability issues or recommendations that you make.

So you need to capture a lot of information, which leaves you with a large amount of text.

Picking out the really useful bits can be difficult. Here are some useful techniques for creat-

ing more manageable notes.

>

>

>

Start a new set of notes for each participant (it doesn't matter if it's on paper, in Excel,
or in Notepad).

Divide notes up into web pages visited. Whenever a user visits a new page write that

page as a title then note what happens below it.

Time stamp your notes. Marking a time next to your notes will make it easier to find a
specific point when you go back over them. If you take the time from the computer
being used for testing it will help you easily find video clips to back up specific points in

your report.
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Coding your notes
Use a code system (see Figure 7-10) to help you find specific pieces of information. This sim-
ply means assigning a symbol to each type of information you note down, for example:

> “(Quote mark)—Something interesting a participant said.

> 1 (BExclamation mark)—An error occurred.

> *(Star)—A note that relates to a key testing objective.

> ? (Question mark)—Participant was confused.

> + (Plus)—A positive point.

FIGURE 7-10: Notes taken during a user test have been coded to help the analysis.

Taking notes for design validation tests

Design validation tests are used later in the design process to check whether specific issues
(raised in previous tests) have been resolved. The notes required for this style of testing are
usually more focused on what needs to be fixed and the output is often amendments to wire-

frames or designs.
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A simple technique for taking notes is to print out the designs you are testing (see Figure
7-11). Make notes on the appropriate pages as the participants work their way through
them. A good idea is to use a different color pen for each participant. This makes it really clear
which issue was found by whom and how many different participants found the same issue.

Focus your notes on what needs to be changed or tweaked, and you end up with an easy-to-

work-through list of amendments.

ey

FIGURE 7-11: Notes from user testing have been made directly onto print-outs of the screens.
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RESEARCH AND WORKSHOP IDEAS

Once your user testing is complete, you will have a ton of issues to report. Simply listing
every issue one by one, in the order you found them, can make the report seem disjointed

and hard to read. The report needs structure.

Facilitating workshops helps structure the final report and, more importantly, encourages

discussion (and ownership) of the findings with the project team.

T iy homes

The best way to get a structure for a report is to base it on themes that are common across
the various issues you found (we've included a few examples in the list that follows). A sim-
ple and effective way to spot themes in your findings is to write all the issues down on Post-It
Notes and stick them up on a wall. Group Post-Its with similar issues together and your

themes will start to emerge.
Here are some ways you could group your issues:

> User-experience themes (such as trust issues, learnability, and user expectations)

> Task/goal-based themes (tasks such as finding products, making payments, and

finding information)
> Severity-based (group issues according to how severe a problem they are for users)
> Page functionality (specific areas like search, navigation, or calls to action)
We frequently run this workshop with the client soon after the testing (sleeping on the find-
ings can help balance the discussions). We encourage clients to make their own notes and

sticking them on a wall. At the end of the sessions, we start to cluster the notes into the

themes.

T Refer to Figure 1-7 in Chapter 1 for a visual example of clustering.

This process gives clients ownership of the findings and helps to make them meaningful for

their organization or the project that they are working on.
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WG [ BDITN Prioritize findings

Prioritizing your findings and recommendations is a useful way of giving the product manag-
ers, designers, and developers a clear set of guidelines for taking their website forward. The
order in which you prioritize your findings should take into account all aspects of designing
and developing a website, not just the user requirements. It’s best to involve all the relevant

stakeholders in a prioritization workshop to determine the final order.
Your prioritization of issues should take into account:

> Severity of usability issues.

> Impact that any changes will have on the business. Will solving the issue be worth it?
Will it generate more money? Could it potentially lose money? Just because resolving
a usability issue may have a positive impact on the user experience, it may have a nega-

tive impact on the business.

P8 We worked on a project for a ticketing website in 2010 where one of the
recommendations we considered was to skip a step in the booking process. This, however,
would have meant a big loss in ad impressions from the page we wanted to skip and ultimately
a loss in revenue for the business.

> Feasibility of the project. How much development and design effort will it take to fix
the problem? Can the proposed recommendations be achieved with the business’s cur-

rent capabilities?

Conducting a prioritization workshop

To workshop the final prioritization, create a table that has a column for all the issues in the
report and a column for severity ratings. Include a column for page reference numbers so
people in the workshop know where to look to find more detail on the issue. Include extra

columns for impact and feasibility ratings. These will be filled out during the workshop.

Go through the list of findings and, as a group, assign a rating to both feasibility and impact
for each issue. It helps to transfer the issues onto Post-It Notes and use color-coded stickers
(see Figure 7-12); this makes the workshop more visual and collaborative for the attendees.

The issues with the highest combined score have the highest priority.
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A While these examples use “impact on the business” and “feasibility” as factors in
determining prioritization, it's important to know that the factors you use may be different
for your business or client depending on your goals.

\

B ..

FIGURE 7-12: All the issues have been written onto Post-It Notes and ratings have been assigned using colored
stickers.

I TSR r-ctice preserting the fincings

Once you have completed the report you could simply hand it over to the design and devel-
opment team and wave goodbye to it. But if you really want to get across how important the
issues in the report are, and convince the stakeholders that they really need to make updates,

you need to give a presentation.

Practicing your presentation (see Figure 7-13) is essential to making sure it all goes right on
the big day. When you do a practice run, don’t just sit at your computer and go through it in
your head. Stand up and speak aloud, run it though a projector, and get somebody to sit and
listen.
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Credit cards - layout

¢
FIGURE 7-13: Practicing the presentation with your peers helps you to work through the best way to express the
findings clearly.

Reading through the report aloud will give you an idea of how long it will take. If your report
is going to go on longer than time allows, think about what the most important points you

want to get across are and focus on those.

Getting someone to sit and listen is always worthwhile. He can tell you if what you're trying

to get across is being communicated properly and where to improve.

Running the presentation through a projector will show you if the audience can see the
report clearly. Slides that look good on your screen will not necessarily show up well when

projected across a room.

If you need them, check that you have speakers—and triple check that any video you use

works.

279



COMMUNICATING THE USER EXPERIENCE




CHAPTER SEVEN USABILITY TEST REPORTS 281

2[e) /" e} Create a report in PowerPoint

Sometimes you will need to create a formal presentation of your findings. To be effective, the

information you are communicating needs to be clear and persuasive.

Creating a robust document structure will help you to put together reports more efficiently.
And, if they are well designed, they will ensure that audience or reader can understand the

problems users had and the improvements that need to be made.

A You can download the example files from http://cxpartners.com/resources, but
there are some helpful tips and tricks in this section to help you create and modify your own
documents.

Other chapters focused just on the creation of the specific elements; this chapter also covers

some PowerPoint basics.

Setting up the template

This section provides a quick introduction to setting up master slides, which will help you to
break free from the default templates shipped with PowerPoint. It can take your presenta-

tions from being the same as everyone else’s to being beautifully crafted and memorable.

Editing the slide master

To edit the Slide Master, follow these steps:

@ Create a new presentation.

@ Go to View, choose Master views, and then choose Slide Master (see Figure 7-14).

Any changes you make in this view will affect all the slides in your presentation (except the

title slide). The text boxes can be moved, fonts changed (color, size, type), and elements such

as company logos added to appear on all slides. See Figure 7-15.
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FIGURE 7-14: Before any changes are made to the Slide Master.
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FIGURE 7-15: After some changes have been made to the Slide Master.




Between Figure 7-14 and Figure 7-15, the main elements were aligned to the guides that are
being used throughout the example presentation. The bullets have been made to a uniform
style and the color changed to the magenta that’s used elsewhere in the presentation. To

revise bullets:

@ Select the text box and go to the Home tab.
@ Click the Bullets drop-down arrow and choose Bullets and Numbering.

© [n the Bullets and Numbering dialog box that displays, you can customize the shape and
color of bullets used.

Editing the Title Master
Once you are in the Slide Master View you can easily access the Title Master from the left
panel (see Figure 7-16).

I In PowerPoint versions before 2010, the Title Master may have to be added as an
extra step.

The elements on this page can be moved around and styled in the same way as on the Slide
Master.

Hido-ue Presentabion? + Microsoft PowerPoint = @ B2
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FIGURE 7-16: Before the Title Master slide revision.
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Figure 7-17 shows the following revisions to the Title Master slide:

> Text is styled by changing the font, making it smaller and coloring it gray.
> Title and subtitle are aligned to the guides.

> An image that expresses the content of the presentation is added and arranged it so it

appears behind everything else.

> A plain white box is given 25% transparency so that the text stands out on top while

the image can still be seen behind.

> A text box for names and date is added.

Fld9-0s < test report elements.pptx - Microsoft Powerfoint = & 2
_ Shde Master Hoe Indert Transitians Animations Rt Wiew Add.Ing a 0
¥ R Delere o S s [N . = s
_J. __I 0 i | (2 Yiks) T-:.Hn'.!: fj' lfans iﬂsmmmusm" _] =] E
SIS R | T 001 | P . | B | B o | S5,
Feit Master Master | apout Eci# Thame Banckground 2 Page Tetup loie
- -
i - =
.
Acmebon;. !:I
Creditcargs " " fu, g
‘In 5 e
| oy u [Geta e
Click to edit Master title style
Click to edit Master subtitle style H
H
i
i
Fichard Caadick and Steve Cable :
Fotnusey z
I
TR e on= |

FIGURE 7-17: Revising the Title Master slide.

Once you have finished editing the Slide Master, go to the Slide Master tab and click the
Close Master View button.

Creating a custom color palette

To create a custom color palette:

@ Click the Design tab.

O In the Themes group, click the Colors down arrow, which displays the list of default color

palettes available.



© At the bottom of is list, click Create New Theme Colors, which displays the dialog box
shown in Figure 7-18.

O [n the Create New Theme Colors dialog box, update the default colors used for all

elements.
LI R N < test report elements. ppty - Microsoft PowerPaint = F B
_ Home Indert Design Transmant Animations hde Show a 0
i [ coors - ;
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»m sua. o J I [Clereas - I Wi Brcouna crgnis

n ge ‘ n wp  Themm Background
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Credit cards

o

T §

B chonna which a8

Stige 4 of 12 | Blank Presentation” | B | - ET N e

FIGURE 7-18: The Create New Theme Colors dialog box showing the colors chosen for the different elements.

It takes a little experimentation to get exactly what you're after. There are some surprise

restrictions, such as not being able to remove the outline surrounding objects.

Using guides
Guides help you to keep items in the same place on each page of your report. You can use
them to help position the screen being referred to, the notes, callouts and user quotes. Figure
7-19 shows where we've put the guides in our template and how we've aligned objects to
them.

> To turn guides on and off, go to the View tab and select the Guides checkbox.

> To move a guide, click on the guide and drag it.

> To add a new guide, hold down Ctrl (Alt on a Mac) and drag the guide.

> To remove a guide, drag it off the presentation canvas.
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FIGURE 7-19: The dashed lines show where we’ve positioned the guides in our document.
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The following tips will help you create effective styles for your PowerPoint documents.

Editing text boxes
Learning how to change the default behavior of text boxes will enable you to better control

the styling of your presentations.

Setting margins

The default margins on text boxes can get in the way of the alignment you are trying to
achieve. To get around this, right-click the text box (or other shape with text in it) and select
the Format Shape controls. Click the Text Box tab and set all Internal margin settings to O.
See Figure 7-20.

Paragraph controls

To neatly lay out the text, you need to get into the line spacing and paragraph spacing con-
trols. Generally you'd use a single spacing line height with increased spacing before each
paragraph.
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FIGURE 7-20: The Text Box dialog box showing the Internal margins set to 0.

@ With the text box selected, click the Home tab.
@ [n the Paragraph group, click the spacing icon.
© Choose Line Spacing Options at the bottom of the menu.

O [n the Paragraph dialog box that displays (see Figure 7-21), adjust the spacing before the

paragraph.
! Paragraph ‘;
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alignment: Iz‘
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After: 0pt =
!
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T === ]

FIGURE 7-21: The Paragraph alignment dialog box with the spacing before the paragraph set to 5.4 pt.

Editing images

Here are some useful editing tips to use once you've inserted an image.

Crop

With the image selected, use the Picture Tools formatting palette to select the Crop tool (see
Figure 7-22). Once you've cropped an image by dragging it inward, you can un-crop it by

using the same tool and dragging outward.
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FIGURE 7-22: Using the Crop tools.
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Image transparency (on JPGs, GIFs, PNGs, BMPs, and so on) isn’t available on a PC. To solve
this problem, you can place a white box over the image and give it a transparency of 25%. To

set transparency, follow these steps:

@ Right-click the shape and click Fill.
@ Click the Solid Fill option.

© In the Fill Color box, click and drag the Transparency slider to 25% (see Figure 7-23).

Format Shape
W e Fill

Line Color 0 el

[T s

Line: Styls

Shadaw Picture or texture fill

Reflection Pattern fill

Glow and Soft Edges
3-D Format

3-D Rotation

Pickure Corrections
Picture Color

Artistic Effects

Crop

Size

Position

Text Box

Alk Text

_ slide background fill
Fill Color

Transparency: T 25%

Transparency
slider

Close

FIGURE 7-23: A semi-transparent white rectangle is placed in front of an image to make the image appear to have

transparency.



On a Mac, add a transparency by double-clicking the image and adjusting the transparency in
the Fill tab.

Creating custom elements
Some of the default shapes in PowerPoint are a little crude and both hard to control and
style. You can, however, create some custom elements that are easy to make and simpler to

style.

User quote callouts

A user quote callout is simply a rounded rectangle grouped with a right triangle.

Draw the rounded rectangle first and use the handles to adjust the corner radius—this isn't

possible with the standard callout. Remove the outlines and turn off shadows.

Draw the triangle and rotate it 180 degrees using the formatting palette. Again, remove out-

lines and turn off shadows.

Place a text box on top of the rounded rectangle. For this example, move the right edge of the
text box toward the left to allow space for the user photo to be inserted. See Figure 7-24.
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FIGURE 7-24: Creating a user quote callout.

Note indicators

Note indicators are created by grouping a circle with a 45-degree line. The number is put
directly into the circle (without using an additional text box) and text is centered both hori-
zontally and vertically.
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On the Home tab, use the Shape Fill and Shape Outline tools to choose a color for the note
indicator that contrasts well with the site you are testing. Use the Shape Effects tool to add a
shadow to help lift the note indicator from the page. See Figure 7-25.
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FIGURE 7-25: Creating a simple note indicator.

Inserting video

The simplest way to link to a video is to create a hyperlink to it from a text reference on screen:

@ Right-click the text and choose Hyperlink.

@ Browse your computer to find the file you want to link to, select it, and then click OK.

When the presentation is viewed in Slide Show mode, the hyperlink is active.

T Perhaps a better approach when giving presentations is to embed the video into the
PowerPoint. Simply go to the Insert tab, click on Video, and then browse to your file.

When you give the presentation, make sure that you have speakers for the audio.

BT We've found that linking to and embedding videos from PowerPoint isn't without it's
problems. So here's an easy way to find the right video in the middle of a presentation if
the technology doesn't behave. Create a simple referencing system for each of your video
clips. Number them in a single folder in the order that you want them played. Then use that
number within video reference in the PowerPoint slide. For example, videoQ1, video02, and
S0 on.
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FUNNEL DIAGRAMS ARE used in web design, development, and management to show
how many users pass through a certain route on a website. They show the number of users
who travel through a set of pages (for example, a checkout process) as well as how many
users complete the process, how many users drop out of the process, and where the dropouts
happen. The data for these diagrams are from funnel reports generated by analytics packages

and are used to monitor the performance of certain areas of a website.

This chapter is about taking the data from those reports and presenting it in an easy-to-

understand diagram that helps provide a compelling argument for updates to a website. See

Figure 8-1.

FIGURE 8-1: Funnel diagrams present analytic data in an easy to understand way.
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What makes a good funnel diagram?

The funnel diagrams in this chapter are about taking a complex set of data, usually read by
analytics experts, and presenting it in a way that is easily understandable by a wider audience.
They show how many users visited each page in a process in order to examine which points are
causing users to leave. Presenting this data in the right way to the right people at the right

time can help put into action changes that are needed to improve the performance of a site.

Checking the conversion figures in your analytics package should be a regular exercise. The
funnel diagrams in this chapter are used at key points in website development when a clear
visualization of data is required to convey to the project team where users are dropping out

of a website and why.

When you need to convince stakeholders that there is a problem
Funnel diagrams are a great way to visualize issues with routes through a website. They
clearly show where the issues are on a website and also why the issues are occurring. They

encourage the team to start thinking about possible solutions.

When you must convince stakeholders that a problem needs to be fixed, a funnel diagram

like the one shown in Figure 8-2 can get the message across clearly and concisely.

FIGURE 8-2: Funnel diagrams are a good tool for persuading stakeholders that areas of the website need fixing.
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When you need to conduct user testing
Funnel diagrams and user testing reports sit together closely and help inform each other.

Funnel reports that are generated by analytic packages are a good way to inform and struc-
ture a user test such as a checkout or booking form. A funnel report can show you where
most of the users are leaving the website, which tells you where the problem areas are. This

lets you know what areas of the website need investigation during the user testing sessions.

Once the testing is complete you can use your findings to feed into the final funnel diagram.
If your test was structured around the pages that were causing users to leave the website,
then you should uncover some of the reasons why users are leaving. These reasons should be
included in your funnel diagram to show why users might be leaving the website at each step
in the process. For example, users going through a checkout process might get to the sign-in/

register page and not want to create an account, so they decide to shop elsewhere.

It's good to include a funnel diagram in a testing report whenever it is appropriate. For exam-
ple, if the test was performed on a checkout or a form, a funnel diagram shows an overview
of the whole report. It summarizes every page in the process that was tested and the key

findings for each page.

Testing is often sparked by low conversion rates (for example, when the percentage of users
who complete the checkout is lower than the number of users who added items to their bas-
kets). Showing the results of user testing against a funnel diagram based on conversion rates

will clearly show an answer to the business’ key question: Why is this happening?

A funnel diagram is designed to show two things: what users are doing along a key journey
through a website and why they are doing it. The way you present this data can have a great
effect on the way the reader interprets it. This section explains what you need to include in

your funnel diagram and how to represent the data in a clear and compelling way.

The what and why

The what comes from web analytics tools that measure the number visitors who visit specific
pages on a website. Better known examples are Google analytics, Omniture, and Webtrends.
Analytics tools also generate funnel reports that show conversion rates through a user jour-
ney. These show how many users pass through a set sequence of pages, like a checkout pro-
cess. At each page in the process it shows how many users continued onto the next page and
how many left the website. This is important because it shows you where most users are leav-

ing the process so you know where improvements to the site can be made.
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Funnel reports show the exact number of users who visit each page. It also displays the per-
centage of users who visit each page based on the number of users who started the process.
However, the funnel reports generated by analytics packages are not always the easiest to
read. Understanding the important information can be difficult for those who aren’t familiar

with using analytics tools (see Figure 8-3).

For example, if 100 users start a checkout process by putting items in a shopping cart, then
the number of those who click the Buy button and move onto the next page in the checkout
will be represented as a percentage of the initial 100 users. This percentage usually decreases
at each page in the checkout process. What you end up with is a view of how many users
started the checkout, and what percentage of them actually finished and paid.

Basket
3,641
395 > I > 3,244
(entrance) 133 (exit) 2,452

home. 129 2.835 (78%) home. 268
Product page 108 Proceeded to sign in/register

Product page 128
Help 24 Help 126
Search results 4 Search results %8

Sign in / Register
2,839

4 > I }95

(entrance) 4 (exit)

3

1,839 (66%) home 6
Proceeded to delivery Product page 3
Help 2
Search results 2

Delivery

1,839
0 } —— } 28
(exit) 24
763 (50%) Help

Proceeded to payment Pop up 1

Payment

764
1 } — } 63
(entrance) 1 (exit) 59

364 (10%) Help

Proceeded to confirmation

Confirmation

0 > 10.00% funnel conversion rate

FIGURE 8-3: A typical funnel report looks something like this.

The why comes from user testing, in-depth interviews, call center listening, or any other form
of user research. You need to communicate findings from user research that help explain
why users might be leaving the website at certain points in the process. It might be key find-
ings from user testing or common questions that the call center receives. Adding insights
about why users are leaving pages in a process, next to the relevant points in a funnel dia-

gram, creates a compelling user-centered view of the performance of a website.
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Fundamentally what you are trying to communicate is what pages in a process are causing
problems and why they are causing problems. You need to communicate the information
from these two sources in an easy-to-understand way. Doing so creates a single page that
shows a convincing argument that the current process is not working for your users and
needs to be fixed.

The project team can then collaborate on ideas that help to resolve the issues.

Representing the data

Funnel diagrams are based on funnel reports, but the display of the data should not be
shown as a literal funnel. That’s because the funnel metaphor requires lines similar to those
plotted along a graph causing the drop out to be displayed as a gradient moving from a tall
shape to a shorter shape. In Figure 8-4, it looks as though users were leaving the basket page
gradually as the graph moves toward the sign-in page—one by one over a period of time.

100% bm

Basket Sign in / Register Delivery Payment Confirmation

FIGURE 8-4: The diagonal lines make it look like there is a gradual decrease in visitors between pages.

This is a misrepresentation of the data because you can’t tell from analytics that users left the
page one by one over a period of time. You know only that a certain number of users visited
the basket and a certain number of users visited the sign-in page. All you can accurately show
is how many users landed on each page. A much clearer way of illustrating this is to show
each page in the process as a separate block (see Figure 8-5). The height of each block repre-
sents the volume of users who visited that page, and you can clearly see the reduction in
users between each step.
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Basket Sign in / Register Delivery Payment Confirmation

FIGURE 8-5: By using decreasing the size of each block, you can more accurately represent the number of visitors
on each page.

Using percentages

The data that you get from analytics show how many users pass through a set of pages and
this data can be represented in a number of ways. The three examples shown in Figure 8-6
show the same data represented three ways:

> Example A shows the actual number of users on each page. This gives an accurate rep-
resentation of the data, but requires the reader to work out the percentage differences
between each page. Percentages are also more useful for tracking the performance of a
funnel over time. Seeing that 10% of users completed the checkout process in Month

1 compared to 15% in Month 2 shows a clear improvement in conversion.

> Example B shows relative percentages—the percentage of users who moved onto the
next step based on the number of users on the previous page. The example shows that
66% of users who were on the Sign In page moved on to the Delivery page. It illustrates
the performance of individual pages, but does not give a clear view of overall perfor-
mance and it is not easy to see exactly how many users finished the process. The data
set shows the last figure as 47%, which works out as 10% of the users who began the
process by entering the Basket page. It is common for this data to be misinterpreted so
the drop out does not seem so bad—the drop between the Payment and Confirmation
pages could be misinterpreted as 3%, when in fact its 47%.

> Example C shows overall percentage and is the recommended method. Each percent-
age shown is based on the number of visitors who started the process. It’s easier to see

from this sequence that there is a steady decline in visitors across the pages. You can
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clearly see that only 10% of users who started the process actually finished it. The
information tells the story in an easy-to-understand way.

Basket Sign in Delivery Payment Confirmation
A. 3,641 2,839 1,893 764 364
B. 100% 78% 66% 50% 47%
C. 100% 78% 52% 21% 10%

FIGURE 8-6: The data from funnel reports can be represented in three ways.

Anatomy of a funnel diagram
Figure 8-7 shows a breakdown of what you need to include in your funnel diagram and how

to present it.

Use a title that explains the purpose of the document
Atitle like “Why do 90% of users drop out of the checkout?” describes the goal being studied
and clearly makes it a user-centered rather than a data-centered document.

Use blocks to show the number of users who visited each page
Using blocks to represent the percentage of users who visited a page helps to show at a glance
where the big drops in visitors are. Make sure the difference in size between each block is an

accurate representation of the dropout figures.

Keep all the widths equal to show that each page has equal importance in the process.

Base the percentages on the number of users who started the process
It’s clearer to see drops in visitors when reading overall percentages of visitors on each page.

It also shows how many visitors overall managed to finished the process.
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Use shading to emphasize visitor numbers
For greater visual impact, fade out the key color at each step as the number of visitor decreases.

Be careful not to fade it out so much that the text in the blocks becomes unreadable.

Use text size to emphasize visitor numbers

Decreasing the text size depending on visitor numbers helps to show which pages are doing
well and which are not doing so well. Start with the smallest number (10% in this case) mak-
ing sure that it is at a readable size, then make the text in each block bigger as the numbers

increase.

Include the key issues with each page

Write two or three key issues for each page that you found during user research. Place these
issues under a heading for that page and visually it link it to the appropriate block. This
shows why pages might be performing poorly.

Why do 90% of people drop out of the checkout process?

Basket

Sign in / Register

Delivery

Payment

Confirmation
21%

.
+ Why do 22% leave from basket * Why do 26% leave from Signin + Why do 21% leave from delivery , Why do 11% leave from payment
. .
.
+ Call to action is not clear + Users are unsure which . Postcode lookup was 1 It's not clear how much they
' option to choose " missed will be spending
People look for a )
'Checkout' button not a People react badly to Error messaging was Credit card charges put
'Pay now' button having to create an confusing people off
account
Details are removed if German users PT?fBI'TEd
mistakes are made payment method is not
supported

FIGURE 8-7: A completed funnel diagram that shows how many users completed the process as well as any
usability issues that might be causing users to drop out.
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Who is the audience?

Funnel diagrams are similar to user testing reports in the way that they are used to explain
the performance of a site from a user perspective. They often form part of a user test report

and are aimed at a similar audience. This audience is made up of two groups.

The development team

Members of the development team are the people who will be coming up with the solutions
to the problems shown in the funnel diagram. The reasons for the drop in the number of
visitors on each page are important because it gives them the insight they need to collaborate

on solutions.

The product managers and senior stakeholders

Product managers and senior stakeholders want to know how well their product is doing at
the moment as well as how they can improve it. For these people it’s all about convincing
them that changes need to be made. The numbers are going to be the most important thing
for them to see. The big drops in visitors will be the most convincing argument that they
need to fund a project and fix the problems. Alternatively, it can confirm that a project they
have already initiated is the right thing to do—therefore their funding is well spent.

In previous projects, for example, you've seen how the money spent on user experience has

been paid back through increased revenues within a few weeks of the project going live.
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RESEARCH AND WORKSHOP IDEAS

The data for your funnel diagram comes from two main sources:

> Analytics tools to understand what pages might be performing poorly

> User research to learn why users might be leaving a website before finishing a process.

e MU NIV Get to the what

The what comes from analytics tools. The default funnel reports they create give you all the
data you need to explain what is happening in the process. You need to do is decide which set

of pages or what process you should use for your funnel report.

Focus on the key user journeys of your site. What is it that users come to your site to do most
often? What are the key goals they are trying to achieve? This might be a specific journey like
a checkout process or a set of forms. It might also be slightly more open, such as searching
and browsing for products and adding them to the basket. Previous user journey documents

or task models might well determine the pages you evaluate for the funnel diagram.

Look for the unique journeys that users are taking through a process. Your pages might be
step 1, step 2, step 3, but you'll frequently see that user journeys bounce between the pages.
This is particularly true where a key piece of information isn't displayed clearly. For example,

use your analytics tool to generate funnel reports for unique journeys, such as:

step 1, step 2, step 1, step 2, step 3

or

step 1, step 2, step 3, step 2, step 3

In addition to the key goals of the users, you need to consider the goals of the business.
Check the performance of journeys that relate to specific strategic aims or key performance
indicators. (KPIs). For example, if your goal was to steer more customers toward certain sets

of products, did you succeed?
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RESEARCH TECHNIQUE:

The why comes from user research. Look for insight into why specific pages in the journey are
stopping users from completing their visits. These insights can be found in the forms of user

research covered here.

User testing

Get users to think out loud as they try to complete the tasks and talk to them about anything
they find difficult or confusing. Your goal is to understand any problems they encounter. The
number of users you talk to in user testing is often low, but it enables you to get a better
understanding of why problems might be occurring and what state of mind users might be in

when trying to complete the journey. See Figure 8-8.

T

FIGURE 8-8: User testing the pages within your funnel report can help you understand the problems that cause
users to leave the process.

.

Call-center listening

Listen in on calls through to the customer service department of the business, and interview
the call-center staff. You want to know the the most common complaints they receive about
the pages within your funnel report and the questions that aren’t being answered online
which prompts the call. Call centers often keep a record of the types of calls received, which

can provide some useful insights. See Figure 8-9.
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FIGURE 8-9: Listening in on calls from users can uncover common issues with the website.

Website feedback tools

Tools like Opinion Lab (www.opinionlab.com/) enable users to leave feedback on specific
areas of the website. If the business already has tools like this in place then it is always worth
getting information from them. This has the potential to get you a high volume of feedback.
What it does not always tell you is why the user had an issue, and how badly it affected their

journey.

It's important to remember that the more research you do, the better your data will be. It's a

good idea to mix your research methods in order to get a spread of both:

> Quantitative data (high numbers of comparable data). For example, from analytics,

website feedback tools, and surveys.

> Qualitative data (lower numbers of detailed information). For example, user testing

and call-center listening.

Website feedback and call-center listening are a good start to get an idea of what issues there

might be; user testing allows you to investigate those issues in more detail.
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(01 /Aol Create a funnel diagram in OmniGraffle

In this section, you'll learn how to create a funnel diagram in OmniGraffle, including how to

create all the necessary shapes and text elements.

Setting up the template

To set up the canvas for a funnel diagram, follow these steps:

@ Go to File and click New to create a new document.

@ Go to File, choose Page Setup, and then change the paper size to A4 so the diagram will

scale well when printed.
© Change the orientation to Landscape so the diagram will fit into a presentation slide.
@ Open the inspector and in the Canvas section, click the Size option.
© Set the Ruler Units to pixels (px).
@ In the Canvas section, click the Grid option.
@ Set the Major Grid Spacing option to 100 px and the Minor Grid Steps to 10.

© Make sure Snap to grid is selected. See Figure 8-10.

#® OmniGraffle Pro  File Edit View Format Inspectors  Window  Help D WM 4 0 (=} iCharged: Wed 18:01 Q
ann Unitled =) T *1
5 : i 1 - - e Tt e, =
S ERNYY PN NIENEY J B% 0 @
—— Teow % ¥
- I s | | & : ¥
Fid LF " MR T3k’ Tieh 62 Tek Tieh Tagh| Wedth Height
B A i s
i Labe! Location Label Offsen
& Layer 1 - % W
o
: Hanzonm
£ ¥ Camar Size. Grid %
: OB © 8
3 e a—y
™ Canvassize || Lpage [ 1page
: 1 Size is muliple of printer sheets
£ 1 Auto-adjust the canvas size
51; L} Print casvas on one printer shest
= Orientation: | Use Page Seren
;k Ruabtr Units: | pinels (g 1
= Unit scale: | Ko scale 3
4 Origia: |~ 8px | | Dpsx
f‘ﬁ wajor G spacing: 00 gx | |
: Minoe Grld Steps |10 L4
T’; M sraprogrid [ Show prid limes
5 [ Grid in front Show major
Pried. grid
i& 0 Censer on grid Align To Grid
2 @ gages on g
(Celsalil N ~2 | Comas et 3,

FIGURE 8-10: Setting size and grid options.



Creating the diagram

In this section, you'll learn how to represent the pages in the funnel and how to represent the
amount of users who visited each page. You'll also learn how to present the usability issues

associated with each page.

Representing the pages and percentages
@ Select the Rectangle shape tool in the toolbar and draw a rectangle for each step in the

process.

Figure 8-11 shows five rectangles that represent the five pages in the checkout process.

@ Go to the Style part of the Inspector and deselect the Stroke checkbox in Lines and Shapes;
repeat this for the Shadow checkbox.

© Make sure each rectangle is the same width as the others, so they all have equal emphasis.

T The rectangles need to all fit with space on either side of the page. Five rectangles each
150 pixels wide fit comfortably.
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FIGURE 8-11: Make all your rectangles the same width.
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@ Type the percentages for each page into each corresponding rectangle (see Figure 8-12).

© Make each rectangle the same number of pixels high as its respective percentage. For

example, the 52% block should be 52 pixels high (as shown in Figure 8-12).

P To set a shape at a specific height use the geometry controls in the properties part

of the Inspector.
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FIGURE 8-12: Make each block the same number of pixels high as its respective percentage.
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@ Align all the rectangles along their horizontal centers using the alignment options in the

Canvas section of the Inspector (see Figure 8-13).

@ Group all the rectangles using the Group button at the top of the canvas (or use keyboard

shortcut Shift+Cmd+G).

© Resize the group vertically to around 250 pixels high.

They will now fit on the page, but the ratios between the rectangles will be an accurate repre-

sentation of the percentages written on them. See Figure 8-13.
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© Open the Style part of the inspector and within the text options click the Font button
(it looks like a capital A). This opens the Font panel.

@ Adjust the text size of each of the percentages to emphasize the numbers. (For the lowest
percentage, choose a size that is small yet still readable.)

We've used 12-point text in our example. As you move back through the steps, increase the
font size by two points for each step. The font sizes in the example are 20-point, 18-point,

16-point, 14-point, and 12-point.

@ Use the style part of the Inspector to change the color of the text on each block to white.

@ Add color to the rectangles to emphasize drops in numbers using the style part of the
inspector. (Choose a color for the lowest percentage that is light, but still able to show up
the text.) Make each rectangle darker as you move back through the steps. See Figure 8-14.
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FIGURE 8-14: Use color and text size to emphasize the numbers written in each rectangle.

@® Draw another rectangle, color it white, and set the opacity to 20%. Make it 10 pixels wide.

@ Duplicate the rectangle and put one over the right edge of all the colored rectangles
(except the first rectangle).

@ Make the opaque rectangles the same height as the colored rectangle they're sitting on
(see Figure 8-15). This helps visually separate each block.

@ Select the Text tool from the Toolbar, add a text box above each block, and then type the
relevant page name. This makes it clear which page each rectangle represents.

@ Using the text part of the style panel in the Inspector, change the font size to 12 point and
the font color to a 60% gray. As shown in Figure 8-16, this makes it clear enough to read
but does not put too much emphasis on it.



FIGURE 8-16: Titles make it clear what page each rectangle represents.
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Adding the why
To add the usability issues for each page:

@ Select the Text tool from the Toolbar and create a text box that is the same width as one
of the rectangles (in this case, 150 pixels).

@ Place it under the first box and type Why do 22% leave the basket.

T The page name and the percentage you write in your header should reflect the name
of the page the issues are on and the number of users who left this page without continuing
through the process.

© Use the text options in the style section of the Inspector to change the font size to 9 point
and the font color to a 50% gray (see Figure 8-17).

§ TEEY EEOrOOEn

Fregiatet

iy do 20% lnaty irom baskat

FIGURE 8-17: Make the text box the same width as one of the rectangles that represents a page in the funnel.
O Type the key issues for this page below the header. (Include only one or two key issues per

page; otherwise the document can become cluttered.)

Leave at least a one-line gap between each issue to make it easy to identify individual
points.



© Make the font size of the issues 11 point and the font color 25% gray (see Figure 8-18).
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FIGURE 8-18: The issues should be in a font that is slightly larger and darker because this information is the most
important.

@ Copy and paste the text box so you have one for each of the pages.

@ Align them all along their top edge using the alignment controls in the canvas section of
the Inspector.

© Once you have all your issues written and aligned, place each text box so it sits directly
below the page it corresponds to.

© Select all the text boxes and move them right so they sit between the block they corre-

spond to and the next block in the process (see Figure 8-19).

@ Click the Line tool from the Toolbar and draw a line vertically from about 10 pixels below
the center of the first block down to the text box. Draw the line past the heading in the
text box below and stop at the first issue typed in the box.

@ Repeat this for all the rectangles and text boxes. This visually links each text box with the

page it corresponds to.
@ Once your lines are drawn, select them all.

@ Using the style panel in the Inspector, set the line thickness to 0.5, the line color to a 60%
gray, and the line style to a dotted line (see Figure 8-20).
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GEEE)

Why do 2% leave from baskat | Why do 26% leava from Signin

Call to action is not clear  © Users are unsure which
option to choose

People react badly to
having to create an

FIGURE 8-20: Thin, gray dotted lines visually link each set of issues to the corresponding page without adding too
much clutter.



@ Finally, add a title (see Figure 8-21). Use a 24-point font and use a dark gray color.

w
o
w

T8 Make sure your title explains the purpose of the document. For example, “Why do
90% of people drop out of the checkout?"

Why do 80% of pecple drop out of the chackout process?

SANVHODVIA TINNN4d LHDI3 H31dVHO

FIGURE 8-21: A descriptive title can explain the purpose of the document and also make a strong statement about
how many users dropped out of the process.
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L[0)//A e} Create a funnel diagram in PowerPoint

In this section, you'll learn how to create a funnel diagram in PowerPoint, including how to

set up the page and create all the elements necessary for the diagram.

Setting up the template

This funnel diagram will be designed in a landscape layout, which is usually PowerPoint’s
default layout. If you do need to change the page orientation, you will find it in the Design
tab under the Slide orientation drop-down.

@ Delete the default text panels to clear off the canvas.

@ Change the grid by right-clicking anywhere on the canvas and selecting Grid and Guides.

© Set the grid spacing to 0.5 and make sure both Snap objects to grid and Snap objects to

other objects are checked.

Creating the diagram
In this section, you'll learn how to represent the pages in the funnel and the amount of users
who visited each page. You'll also learn how to present the usability issues associated with

each page.

Representing pages and percentages

@ Draw a rectangle to represent each step in the process.
Figure 8-22 shows five rectangles that represent the five pages in the checkout process.

@ On the Home tab, in the Drawing group, click the Shape outline drop-down and then
remove the outline from the shapes.

© Make all of the rectangles the same width so they have equal emphasis.

T The rectangles need to fit with space either side of the page. To set the widths of all
the rectangles accurately, select them all and use the width controls within the Format tab.
As shown in Figure 8-22, five rectangles at 4.8 cm wide will fit comfortably.
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FIGURE 8-22: Make all the rectangles the same width.

O Type the percentages of visitors on each page into each corresponding rectangle.

© Make the heights of each rectangle represent the percentage in them by using the per-
centage figures as points in centimeters (see Figure 8-23). For example, 100% is 10.0 cm
and 78% is 7.8 cm.

@ Select all the rectangles.

@ Align the rectangles to their middles by clicking the Align drop-down in Arrange group on
the Format tab.

© Adjust the text size of each of the percentages to emphasize the numbers. (For the lowest
percentage, choose a size that is small yet still readable.)
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FIGURE 8-23: Set the height of each block to represent the percentage of users that visited each page.

In our example, we've used 12-point text. As you move back through the steps, increase the
font size by two points for each step. The font sizes in the example are 20-point, 18-point,
16-point, 14-point, and 12-point.

© On the Home tab, in the Font group, change the font color of all the percentages to white.
@ Select the rectangle.

@ On the Home tab, in the Drawing group, click the Shape Fill drop-down and then change
the rectangle color. Choose a color for the smallest block that is light but still has enough
contrast against the white text to be readable.

@ Make each rectangle the same color but slightly darker as you move back through the
steps (see Figure 8-24).

@® Draw another rectangle, remove the outline, change the fill color to white, and set the
transparency to 80%.

@ Using the Size controls on the Format tab, set the width to 0.5 cm.
@ Dut the rectangle over the right edge of all the colored rectangles (except the first rectangle).

@ Make the opaque rectangles the same height as the colored rectangle they're sitting on
(see Figure 8-25). This helps visually separate each block.
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FIGURE 8-24: Use fill colors and font sizes to emphasize the percentages of users who visited each page.
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FIGURE 8-25: Adding the thin, opaque rectangles helps visually separate each step.
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@ Insert a text box above each step and then type the relevant page name into each of them.
This makes it clear which page each rectangle represents.

@ Using the Font controls on the Home tab, set the font size to 14 point and set the font
color to a mid-gray (see Figure 8-26).

A If the flow of the pages consistently fails to meet the users’ expectations then it is
probable your task model is wrong or needs refining (or you haven't developed one). This will
have the biggest impact on the wireframes that you are designing.

B9l Presentation? « Microsoft PowerPoint =l

I oo | men Dl e mmtees  Sethow  Reied Ve Adsin @
4 P Eogosme AN B EE RS {111} B Srshape i 4 fna

inm o H Rt = - @ @& j 12 shape Outiing - | S Reptace =

B IO Ao A EEAR N R "‘.""“"“."",r;‘:.“ S smapeitmeats - | [ semets

FIGURE 8-26: Titles make it clear what each rectangle represents.

Adding the why
To add the usability issues for each page:

@ Create a text box that is the same width as one of the steps in the funnel (in this case,
4.8 cm).

@ Place it under the first step and type the header Why do 22% leave the basket.

The page name and percentage you write should reflect the name of the page the
issues are on and the number of users who left this page without continuing on through the
checkout process.



© Use the Font options in the Home tab to set the font size to 8 point and the font color to
a mid-gray (see Figure 8-27).
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FIGURE 8-27: Make the text box the same width as one of the rectangles that represents a page in the funnel.

O Type the key issues for this page below the header (see Figure 8-28). (Include only one or

two key issues per page; otherwise the document can become overcrowded.)

T Leave at least a one-line gap between each issue to make it easy to pick individual
issues.
© Make the font size of the issues 12 point and the font color a dark gray.
@ Copy and paste the text box so you have one for each page in the process.

@ Select all the text boxes and use the Align drop-down on the Format tab to align all the
text boxes along their top edges.

© Once you have all your titles and issues typed and aligned, place each text box so it sits
directly below the page it corresponds to.

© Select all the text boxes and move them right so they sit between the block they corre-
spond to and the next block in the process (see Figure 8-29).
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emphasized.
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FIGURE 8-29: Each Key issue block should sit between two steps in the funnel.



@ On the Home tab, in the Drawing group, click the Shapes drop-down and draw a line ver-

w
N
o

tically starting about 0.5 cm below the center of the first block. Draw the line past the

heading in the text box below and stop at the first issue typed in the box.

@ Repeat this for all the rectangles and text boxes. This visually links each text box with the
page it corresponds to.

@ Once your lines are drawn, select them all.

@ On the Format tab, in the Drawing group, click the Shape Outline drop-down (see Figure
8-30) to set the line color to a light gray, the weight to 3/4 pt, and the Dashes to Square
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FIGURE 8-30: Thin, gray dotted lines visually link each set of issues to the corresponding page without adding too
much clutter.

@ Finally, add a title (see Figure 8-31). Use a 24-point font and use a dark gray color.

I Make sure your title explains the purpose of the document. For example, “Why do
90% of people drop out of the checkout?”



Why do 90% of people drop out of the checkout process?
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Sign in
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Confirmation

Why do 22% leave from Basket Why do 26% leave from Sign in Why do 21% leave from Delivery Why do 11% leave from Payment
Call to action is not clear Users are unsure which Postcode lookup was It’s not clear how much
People look for a option to choose missed they will be spending
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account

FIGURE 8-31: A descriptive title can explain the purpose of the document and also make a strong statement about
how many users dropped out of the process.
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A
A/B testing, 85
accessibility teams, 165
account directors, 167
agency teams, 167
alignment (OmniGraffle), 96
analysis, as reason for creating user journeys,
79, 80
analytics, as reason for creating funnel diagrams,
294-296
analytics specialists, 165
analyzing data, 55-56
anatomy
of funnel diagrams, 298-299
of personas, 14-15
of spreadsheet sitemaps, 130-131
of usability test reports, 266-272
of user journeys, 82-83
of visual sitemaps, 131-132
of wireframes, 167-171
annotated screenshots, 280
annotation in wireframes, 169
arrows
in user journeys (OmniGraffle), 93-96
in user journeys (PowerPoint), 102
using in PowerPoint, 71
audience
for content requirements documents, 109
for funnel diagrams, 300
for personas, 16
for sitemaps, 127-129
for task models, 51-52
for usability test reports, 272
for user journeys, 83-84
for wireframes, 163-167
auditing content, 112-113
Axure, creating wireframes in
about, 240-241
adding images, 247-249
creating basic shapes, 242-244

creating custom buttons, 249-252
creating master objects, 252-255
editing text and bullets, 244-247
styling basic shapes, 242-244

B

barriers, as components of task models, 49-50, 51
basing personas on real people, 12
behaviors, as components of personas, 14-15
benchmark testing, 114
black and white photos, 76
blocks, as components of funnel diagrams, 298
board members, 167
boxes

in sitemaps (OmniGraffle), 148-150

in sitemaps (PowerPoint), 142-144

in wireframes (OmniGraffle), 213-215
brand copy, communicating with content

requirements documents, 105-106

brand teams, 166
bullets

in personas, 12, 23, 30-33, 40-42

in wireframes (Axure), 244-247
business analysts

as audience for user journeys, 84

as audience for wireframes, 165
business owners, 272
business stakeholders, 16, 84, 293
buttons

in wireframes (Axure), 249-252

in wireframes (OmniGraffle), 232-237

C

call centers, 19, 53, 302-303

Canvas (Axure), 240, 241

canvas sizing, 188-189

card sorting, 135-137

cells, shading on sitemaps in Excel, 154-156
change log, as component of wireframes, 170
closed-card sorts, 138-139
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coding notes, 274
Colborne, Giles (managing director), 160
collages, 113
color
adding in OmniGraffle Pro, 36-37
adding in PowerPoint, 26-27
using in wireframes, 174
color palettes, in usability test reports
(PowerPoint), 284-285
columns, adding to sitemaps, 130, 156-157
combining shapes for wireframes (PowerPoint),
261-262
comments, as components of usability test
reports, 267
communicating findings, 280
complex evaluations, 48, 64-65
compliance teams, 166
connecting lines, for sitemaps, 131, 150-151
content
adding to content requirements documents
(Word), 121
auditing, 112-113
communicating with user journeys, 81-82
communicating with wireframes, 162
prioritizing, 179-180
testing in context, 109-110
variation testing, 110-111
content requirements
about, 4, 104
audience for, 109
as component of task models, 49, 51
creating documents for, 4, 114-121
features of good, 105-109
research and workshop ideas, 111-114
validating, 109-111
content teams
as audience for sitemaps, 128
as audience for wireframes, 165
contextual observations, 53-54
controlled evaluations
about, 48
for task models (OmniGraffle), 62-64
for task models (PowerPoint), 72-74
copy teams, 165
copywriters, 84
core purpose, as component of content
requirements document, 108

cropping images in usability test reports
(PowerPoint), 286-288
cross-links
about, 127
showing in sitemaps (PowerPoint), 131,
146-147
curved arrows, styling in user journeys
(OmniGraffle), 95-96

customer service managers, 166

D

data
analyzing, 55-56
communicating with content requirements
documents, 106
communicating with funnel diagrams,
296-297
real, using in wireframes, 169
decision points, 81, 83
defining your personas, 21-22
de-magnetizing lines for sitemaps (OmniGraffle),
151-152
depth interviews, 20
descriptive image placeholders, 169
descriptive photography, using for personas,
12-13
design notes, as component of usability test
reports, 270
design principles, of wireframes, 171-176
design suggestions, as component of task
models, 51
design team
as audience for task models, 52
as audience for usability test reports, 272
design validation tests, 274-275
designers
as audience for sitemaps, 127-128
as audience for usability test reports, 272
as audience for user journeys, 84
as audience for wireframes, 164
designs, user testing of, 84
developers
as audience for usability test reports, 272
as audience for wireframes, 164-165
development team
as audience for funnel diagrams, 300
as audience for sitemaps, 128
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as audience for task models, 52
as audience for user journeys, 84
as audience for wireframes, 164-165
direct connections, 47
direction, indicating for task models
(OmniGraffle), 60
document titles
for content requirements documents, 107
for personas, 22-23
documents
creating for wireframes (OmniGraffle), 188
putting into context, 7-8
summary, 2—7
drop-downs, creating for wireframes
(PowerPoint), 261-262
duplicating objects, 206

E

e-commerce teams, 167
elements, creating for usability test reports
(PowerPoint), 289-290
email, communicating findings with, 280
embedding video in usability test reports
(PowerPoint), 290
emotional needs, as component of task models,
48-49
emotions, highlighting, 56
enabling
rulers (OmniGraffle), 216
Snap to grid for wireframes (PowerPoint),
256-257
end steps, for user journeys, 81, 82
ethnographic research, conducting, 20-21
evaluations, complex, 64-65
evaluations, controlled
for task models (OmniGraffle), 62-64
for task models (PowerPoint), 72-74
examining user journeys, 87-89
Excel, creating sitemaps in
adding rows and columns, 156-157
shading cells, 154-156
wrapping text, 153-154
writing labels, 153-154
existing barriers, as components of task models,
49-50

exploratory tests, taking notes for, 273-274
external factors, communicating with user
journeys, 82

F

feasibility of projects, 277
feel, using in wireframes, 174-175
finance teams, 166
findings
communicating, 280
prioritizing, 277-278
flagging non-existent content in visual
sitemaps, 132
flags, using in spreadsheet sitemaps, 131
flow, in user journeys, 81, 83
folds, showing in wireframes, 169
fonts, for personas, 28
formatting tables in content requirements
documents (Word), 118-120
functionality
communicating with content requirements
documents, 106
communicating with wireframes, 163
funnel diagrams
about, 292
anatomy of, 298-299
audience for, 300
creating in OmniGraffle, 304-313
creating in PowerPoint, 314-322
document for, 7
features of good, 293
reasons for creating, 293-298
research and workshop ideas, 301-303

G

gathering materials, 88
generating ideas, 181-182
goals
communicating with user journeys, 81
as component of task models, 47, 51
as components of personas, 14
identifying, 55
grids, setting up for wireframes (OmniGraffle),
190-191
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groupings
communicating with user journeys, 81
as components of user journeys, 82
information, 55
guides, using for usability test reports
(PowerPoint), 285-286

H

head of online managers, 166
headers, creating in wireframes (Axure), 244
highlighting emotions, 56

I

icons
adding to personas, 28-29
creating for task models (PowerPoint), 74-75
inserting in personas (OmniGraffle Pro),
38-39
ideas, generating, 181-182
identifying
goals, 55
themes, 276
user behaviors, 56
illustrating
task models, 56-57
user journeys, 89
image placeholders, using in wireframes
(OmniGraffle), 215-219
image requirements, communicating with
content requirements documents, 106
images
in personas, 22, 25-28, 35-38
in usability test reports, 286-289
in wireframes, 162, 169, 225-229, 247-249
impact, 277
indicating direction for task models
(OmniGraffle), 60
individual tasks, adding to task models
(OmniGraffle), 61
information
analyzing, 55
grouping, 55
instructions, communicating with content
requirements documents, 106
interactions, as components of task models, 49

internal UX teams, 272
inviting attendees, 87-88

K

key goals, as components of personas, 14
key issues, as components of funnel
diagrams, 299

L
labels, in sitemaps, 131, 132, 153-154
layers, in wireframes, 191-195
layout, communicating with wireframes, 162
legal teams, 166
lines

in sitemaps, 151-152

in user journeys, 94-95, 102
LinkBack objects, creating in wireframes

(OmniGraffle), 210-213

linking notes and wireframes, 169
live sites, user testing of, 84

loop backs, creating for task models
(OmniGraffle), 65-67

M

Mac, creating personas on. See OmniGraffle Pro,
creating personas on

magnetic shapes, using for user journeys
(OmniGraffle), 93-94

managers, 167

managing director, 167

margins, setting in usability test reports
(PowerPoint), 286

market researchers, 166

marketing copy, communicating with content
requirements documents, 105-106

marketing directors, 272

marketing teams, 166

master objects, creating in wireframes (Axure),
252-255

Masters pane (Axure), 240, 241

measurement, communicating with user
journeys, 82

multivariate testing (MVT), 85

must dos, as components of personas, 15

must nevers, as components of personas, 15

MVT (multivariate testing), 85
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N

names, as components of personas, 14
navigation, communicating with wireframes, 163
note indicators, in usability test reports
(PowerPoint), 289-290
notes
columns in spreadsheet sitemaps, 130
as components of user journeys, 83
creating for task models (OmniGraffle), 68
for design validation tests, 274-275
for exploratory tests, 273-274
linking with wireframes, 169
note-taking and research tips, for usability test
reports, 272-275

o

objects, duplicating, 206
OmniGraffle, creating funnel diagrams in
adding the “why”, 310-313
representing pages and percentages, 305-309
setting up templates, 304
OmniGraffle, creating sitemaps in
creating boxes with magnetic points, 148-150
de-magnetizing lines, 151-152
setting up templates, 148
using connecting lines, 150-151
OmniGraffle, creating task models in
creating models, 60-68
setting up templates, 58-59
OmniGraffle, creating user journeys in
adding lines and arrows, 94-95
creating titles for user journeys, 92
finishing off, 96-97
setting up templates, 90-91
styling curved arrows, 95-96
styling shapes, 92-93
using magnetic shapes and arrows, 93-94
OmniGraffle, creating wireframes in
about, 186-187
adding images, 225-229
adding text, 229-232
changing canvas sizing, 188-189
changing ruler units, 189-190
creating buttons, 232-237
creating custom page grids, 203-209
creating layers, 191-192

creating LinkBack objects, 210-213
creating new documents, 188
creating page titles with variables, 195-199
creating shared layers, 192-193
creating tabs, 220-225
image placeholders, 215-219
reordering layers, 193-195
setting up grids, 190-191
setting up templates, 188-213
using basic boxes to mark out content areas,
213-215
using stencils, 237-239
working with page outlines, 200-203
OmniGraffle Pro, creating personas in
adding persona images and titles, 35-38
adding subheadings and bulleted lists, 38-42
creating and setting up presentations, 34-35
online forums, visiting, 54
online managers, 166
open-card sorting, 135-137
operations teams, 166
order of tasks, as component of task models, 47

P

page functionality themes, 276
page grids, in wireframes (OmniGraffle), 203-209
page groups, in sitemaps (PowerPoint), 145-146
page name, as component of content
requirements document, 108
page numbers, as components of wireframes, 167
page orientation, setting for sitemaps
(PowerPoint), 142
page outlines, in wireframes, 200-203, 258
page titles
as components of usability test reports, 266
as components of wireframes, 167
creating for wireframes (OmniGraffle),
195-200
pages, for funnel diagrams, 305-309, 314-318
pain points, in user journeys, 82, 83
paragraph controls, in usability test reports
(PowerPoint), 286-287
PDFs, personas as, 28
percentages, in funnel diagrams, 297-298,
305-309, 314-318
persona images, 22
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personas
about, 10
anatomy of, 14-15
audience for, 16
as component of task models, 51
creating, 22-42
creating in OmniGraffle Pro, 34-42
creating in PowerPoint, 24-33
defining your, 21-22
document for, 2
goals of, 11
qualities of good, 11-13
research and workshop ideas, 18-22
validating, 17
photos
black and white, 76
as persona component, 14
pixels, as component of wireframes, 167
planners, 167
Post-it Notes, 89
post-testing workshop photos, communicating
findings with, 280
PowerPoint, creating funnel diagrams in
adding the “why”, 318-322
representing pages and percentages, 314-318
setting up templates, 314
PowerPoint, creating personas in
adding icons, subheadings, and bulleted lists,
28-33
adding persona images and titles, 25-28
creating and setting up slide presentation,
24-25
PowerPoint, creating sitemaps in
adding connecting lines, 144-145
creating and shading boxes, 142-144
setting page orientation, 142
showing cross-links, 146-147
signifying page groups, 145-146
PowerPoint, creating task models in
creating models, 70-76
setting up templates, 69
PowerPoint, creating usability test reports in
about, 281
creating custom color palettes, 284-285
creating custom elements, 289-290
editing images, 287-289
editing Slide Master, 281-283

editing text boxes, 286-287
editing Title Master, 283-284
inserting video, 290
setting up templates, 281-286
using guides, 285-286
PowerPoint, creating user journeys in
adding arrows and lines, 102
adding shapes, 99
changing shapes, 99-100
finishing up, 102
setting up templates, 98-99
wrapping text, 101
PowerPoint, creating wireframes in
adjusting sizing, 257
combining shapes, 261-262
creating page outlines, 258
creating tabbed navigation, 258-259
enabling Snap to grid, 256-257
setting up templates, 256-257
styling shapes, 259-261
practicing presentations, 278-279
presentations
creating and setting up (OmniGraffle Pro),
38-35
practicing, 278-279
titling for content requirements documents
(Word), 116-117
prioritization workshops, 277-278
prioritizing
about, 272
content, 179-180
findings, 277-278
priority, communicating with wireframes, 163
process sorting, 86-87
product development, as reason for creating user
journeys, 79
product managers
as audience for funnel diagrams, 300
as audience for wireframes, 166
project managers
as audience for sitemaps, 128
as audience for usability test reports, 272
as audience for user journeys, 84
as audience for wireframes, 165
project team, 272
projector method, communicating findings
with, 280
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Q

qualitative data, 303
quantitative data, 303

R

recommendations, as components of usability
test reports, 267
reference ID, as component of content
requirements document, 108
related business functions, 166
remote navigation texting, 139-140
reordering layers in wireframes (OmniGraffle),
193-195
required elements, as components of content
requirements document, 108-109
research
conducting, 53-54
theories, 18
research and workshop ideas
content requirements documents, 111-114
funnel diagrams, 301-303
personas, 18-22
sitemaps, 134-140
task models, 53-56
user journeys, 86—-89
wireframes, 178-184
research techniques
benchmark testing, 114
call centers, listening in on, 19
conducting depth interviews, 20
conducting ethnographic research, 20-21
conducting research, 53-54
creating healthy perspectives, 182-184
determining pages you need, 137-138
generating ideas, 181-182
identifying themes, 276
immersing yourself in the topic, 111
listening to and observing users, 113-114
open-card sorting, 135-137
practicing presentations, 278-279
prioritizing content, 179-180
prioritizing findings, 277-278
using site analytics and search logs, 134
validating sitemaps, 138-140
“what”, 301
“why”, 302-303
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resizing

canvas in OmniGraffle, 58, 188-189

rectangles in PowerPoint, 70

for wireframes (PowerPoint), 257
right-clicking shapes (PowerPoint), 70
rows, adding to sitemaps (Excel), 156-157
ruler units, changing for wireframes

(OmniGraffle), 189-190

rulers, enabling in OmniGraffle, 216
running successful workshops, 178-179

S

screenshots
communicating findings with, 280
as component of usability test reports, 267
search engine optimization (SEO) teams,
128,165
search logs, using, 134
senior managers, 272
senior stakeholders, 16, 300
SEO (search engine optimization) teams,
128,165
separating logged in areas in visual sitemaps, 132
severity indicators, as components of usability
test reports, 267
severity of usability issues, 277
severity-based themes, 276
shading
boxes on sitemaps (PowerPoint), 142-144
buttons in wireframes (Axure), 249-252
cells in sitemaps (Excel), 154-156
as component of funnel diagrams, 299
as component of wireframes, 168
using in spreadsheet sitemaps, 131
using in visual sitemaps, 131
shapes
in user journeys, 92-94, 100-101
in wireframes, 242-244, 261-262
sign-off groups, 166-167
site analytics, using, 134
Sitemap pane (Axure), 240, 241
sitemaps
about, 124
anatomy of, 130-133
audience for, 127-129
creating, 140-157
creating in Excel, 153-157
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sitemaps (continued)
creating in OmniGraffle, 148-152
creating in PowerPoint, 142-147
document for, 5
features of good, 125-127
reasons for creating, 125-126
research and workshop ideas, 134-140
styles of, 129
validating, 138-140
sizing, adjusting for wireframes (PowerPoint),
257
Slide Master, editing for usability test reports
(PowerPoint), 281-283
slide presentations, creating and setting up,
24-25
Snap to grid, enabling for wireframes
(PowerPoint), 256-257
solution, suggesting, as component of task
models, 50
specialists, 165
specification information, communicating with
content requirements documents, 106
spreadsheet sitemaps, 128, 130-131
stakeholder team, 52
stakeholders, 16, 84, 293
start steps, in user journeys, 81, 82
Stencil Library (OmniGraffle), 92-93
stencils, using in wireframes (OmniGraffle),
237-239
steps, in user journeys, 81, 83
stock images, avoiding for personas, 12
storyboards, as component of wireframes, 171
strategists, 167
structure of wireframes, 172-173
structured email, communicating findings
with, 280
style, of wireframes, 172-173
styling
in Axure, 242-244
in OmniGraffle, 92-93, 95-96
in PowerPoint, 259-261
subheadings, in personas, 23, 30, 39-40
suggestions, 50, 108-109

summary information, as component of content

requirements document, 108
supporting information, communicating with

content requirements documents, 106-107

T
tabbed navigation, creating for wireframes
(PowerPoint), 258-259
tables, in content requirements documents
(Word), 117-120
tabs, creating for wireframes (OmniGraffle),
220-225
task models
about, 44
anatomy of, 50-51
audience for, 51-52
creating in OmniGraffle, 58-68
creating in PowerPoint, 69-76
document for, 3
features of good, 45-50
illustrating, 56-57
research and workshop ideas, 53-56
validating, 52-53
when to create, 45
task phases, as component of task models, 51
task/goal-based themes, 276
tasks
communicating with user journeys, 81
in task models, 51, 61, 70-71
template numbers, using in visual sitemaps, 132
templates
for content requirements documents
(Word), 116
for funnel diagrams (OmniGraffle), 304
for funnel diagrams (PowerPoint), 314
for sitemaps (OmniGraffle), 148
for task models (OmniGraffle), 58-59
for task models (PowerPoint), 69
for usability test reports (PowerPoint),
281-286
for user journeys (OmniGraffle), 90-91
for user journeys (PowerPoint), 98-99
for wireframes (OmniGraffle), 188-213
for wireframes (PowerPoint), 256-257
testing
A/B, 85
benchmark, 114
design validation, 274-275
text
in sitemaps, 153-154
in user journeys, 101
in wireframes, 229-232, 244-247
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text boxes, editing for usability test reports
(PowerPoint), 286-287
text lines/shapes, as components of
wireframes, 168
text outputs, as components of usability test
reports, 270
text size, as component of funnel diagrams, 299
themes, identifying, 276
Title Master, editing for usability test reports
(PowerPoint), 283-284
titles
in funnel diagrams, 298
personas, 25-28, 35-38
in task models, 60, 70
in user journeys, 82, 92
titling presentations for content requirements
documents (Word), 116-117
Toolbar (Axure), 240, 241
transparency, in usability test reports
(PowerPoint), 288-289
tree structure, of spreadsheet sitemaps, 130

U
usability test reports
about, 264
anatomy of, 266-272
audience for, 272
communicating findings, 280
creating in PowerPoint, 281-290
features of good, 265
note-taking and research tips, 272-275
reasons for creating, 265-266
research and workshop ideas, 276-279
user behavior
as component of task models, 47-48, 51
identifying, 56
user experience, 1. See also specific topics
user experience peers, 165
user journeys
about, 78
anatomy of, 82-83
audience for, 83-84
creating in OmniGraffle, 90-97
creating in PowerPoint, 98-102
document for, 3
examining, 87-89
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features of good, 79-82
illustrating, 89
research and workshop ideas, 86-89
validating, 84-85
user quote callouts, in usability test reports
(PowerPoint), 289
user quotes
as components of usability test reports, 267
as components of personas, 14
user support, as component of content
requirements document, 108
user testing
of designs, 84
of live sites, 84
as reason for creating funnel diagrams,
294,302
of wireframes, 84
user testing reports, document for, 6
user video, as component of usability test
reports, 267
user-experience themes, 276
users, listening to and observing, 113-114

v

validating
content requirements documents, 109-111
personas, 17
sitemaps, 138-140
task models, 52-53
user journeys, 84-85
wireframes, 176-177
video, in usability test reports, 290
vision, communicating with wireframes, 162
vision page, as component of wireframes,
169-170
visual heat, of wireframes, 173-174
visual sitemaps, 128, 131-132, 133
visual weighting, as component of
wireframes, 168

A\

website feedback tools, as reason for creating
funnel diagrams, 303

“why”, in funnel diagrams, 310-313, 318-322

Widget Properties pane (Axure), 240, 241

Widgets pane (Axure), 240, 241
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wireframe team, 84

wireframers, 127-128

wireframes
about, 159-160
anatomy of, 167-171
audience for, 163-167
communicating with, 162-163
creating in Axure, 240-255
creating in OmniGraffle, 186-239
creating in PowerPoint, 256-262
design principles for, 171-176
document for, 6
features of good, 160-161
producing, 184-185
reasons for using, 162

research and workshop ideas, 178-185

user testing of, 84
validating, 176-177

Word, creating content requirements documents in

adding content, 121
formatting tables, 118-120
inserting tables, 117-118
setting up templates, 116
titling presentations, 116-117

THE USER EXPERIENCE

workshop ideas. See also research and workshop

ideas

analyzing data, 55-56

auditing content, 112-113

defining your personas, 21-22

examining user journeys, 87-89

usability test reports, 276-279
workshops

conducting, 88-89

running successful, 178-179
wrapping text

on sitemaps in Excel, 153-154

in user journeys, 101
writing

descriptive image placeholders, 169

labels in sitemaps in Excel, 153-154
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