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Introduction

The goals of this project

o Create an educational piece that showed the
application of “best practices” in interface design.

o Show the benefits of user-centered design.

Choosing a Site
o We received 149 nominations!

o Our criteria:
An intranet site.
A site that was informational; not an application.
A site that didn’t require subject matter expertise.

Extreme Makeover: Ul Edition June, 2005 Fidelity Investments




Introduction

The Site We Chose

= The site
provides
information
about
Corporate
Security
services in
the Boston
region of our
company.
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Site was launched in November, 2003. Our project begin in March, 2004.
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Introduction

Site Demo

= Let’s take a look at the site.
What usability issues do YOU see?

CLIP #1: Homepage

Bosion acerny Oies

CLIP #4: Access Page
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CLIP #2: Overview Page
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CLIP #5: Contact Page
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CLIP #3: Travel Page

CLIP #6: What to do if Page




Introduction

Our Approach to the Project

|dentify problems with the “Before” site.
Gather user input to apply to the new design.
Design the new site.

Evaluate the “After” design.
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‘ 1. Identifying Problems with the
Original Design

Usability Testing: Round 1

Expert Reviews
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Identifying Problems

Round 1 of Usability Testing

16 participants
17 tasks

Some sample tasks

o “The security guards at the World Trade Center helped save you
when you choked on a pretzel in the lobby. Find the name of the
security manager so you can send an email to praise the staff.”

o “Your boss recommended getting a device to secure your laptop
to your desk while at work. Obtain such an item.”

o “Your team on the 8% floor of 82 Devonshire is working on a
project that requires you to get into the building late at night for the
next month. See about securing this privilege.”

Extreme Makeover: Ul Edition June, 2005 Fidelity Investments

Identifying Problems
Round 1 of Usability Testing, continued.

Study yielded over 100 usability issues.

Samples of the issues we uncovered:

o No way to get back to the home page.

o Text is not formatted to facilitate scanning.

u Use of blue for non-clickable text is confusing.

u Users wanted more info on the “Contact Us” page.
No phone number available for non-emergencies.

Confusion over “After-hours Access” vs. “Restricted
Access.”

O

O
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Identifying Problems
Round 1 of Usability Testing, continued.

Results
o Average Time on Task: 68 seconds

a Average Task Completion Rate: 67%

a Average User Statisfaction Rating: 49%
Using the System Usability Scale (SUS)
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Identifying Problems

Expert Reviews
Independent of the usability study, 3 Ul
designers reviewed the site, resulting in a list
of 89 issues, such as:

o Global Issues o Navigation Issues
The site was designed as fixed width. Inconsistent navigation methods from
Page transitions were inconsistent. page to page.
Lots of text was implemented with Current selection not highlighted in

menu.

Order of menus not “most important”
to “least important.”

graphics.

o Visual Design Issues
Forms design was inconsistent.
Multiple page layouts.
Two different icon styles.

o Home Page Issues
Takes too long to load.
No important info on the page.

. Rollover menu not effective.
o Page Design Issues

Some pages had frames.
Ineffective font hierarchy.
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‘ 2. Gathering User Input to Apply to
the New Design: Focus Groups

Focus Group Goals
o What did users think of existing home page?

o What types of info would users expect to find on a
regional security web site?

o What info would users like to see on the home
page?
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Gathering User Input
Focus Groups, continued.

Focus Group Structure (1.5 hour sessions)

o 15 minutes: Basic Instructions, background questionnaire
o 30 minutes: Brainstorming

o 25 minutes: Discuss the original (“Before”) home page

o 25 minutes: Discuss Category/Menu names

o 15 minutes: Discuss the original “Overview” page

Focus Group Participants
o 10 employees from Boston region from a variety of business areas
o Length of Fidelity employment:
10%: 1 to 3 years
40%: 4 to 7 years
50%: 8+ years
o 80% had been to this web site
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Gathering User Input
Focus Groups, continued.

= Results

o Feedback on “Before” R R e e
home page: Boston Security Online
= “The rollover is a waste

of space.” o —

= “Looks good, but no %i

content.”
= “There’s no

Emergency info right in - e = [
your face.”

= “Why is there so much
‘blue’ on the site?”

-
T B ey e e o T

Extreme Makeover: Ul Edition June, 2005 Fidelity Investments 13

Gathering User Input
Focus Groups, continued.

[ RGSUltS, continued.

o Info they’d like to see on the site:
= Emergency/What to do if
= Incident Reporting/Contact
= Boston-specific Info
= Information on regional “sites”
= Travel Security information
= Special Event information
= Building Access information

Strongly Disagree - 3 to + 3 Strongly Agree
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Gathering User Input
Focus Groups, continued.

= Results, continued.

o Info they’d like to see on the home page:

= Emergency info!

= Contact info

= Security Alerts

= Travel Security information
= Special Event information

o The home page needed a redesign:
= “| have a good idea what is behind the
main menu categories on the home
page.” Average: 1.9
= “| think there is enough info on the home
page.” Average: .8
Strongly Disagree - 3 to + 3 Strongly Agree
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“Use very specific
wording. ‘In case of
emergency.”

“Don’t get fancy. Stay
clear.”

“Remember who your
audience is.
Someone may be in a
rush or wigging
out....”

“Clearly defined
links.”

Gathering User Input
Focus Groups, continued.

= Results
o Feedback on “Overview” Boston Security Online

page: =
= “Itisn’t an ‘overview’ of ==
the site, it is an ‘About

oo

Us’ page.”

= “‘Meet the Staff’ on the
right is too big.”

= “The center panel has

LR

too much text (‘Monthly
Focus’) — good idea but
not a great layout.”

= “Wasted space above

the text. Did something
not load?”
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‘ 3. Designing the New Site

After reviewing the results of the Usability Testing, the
Expert Reviews, and the Focus Groups, we identified
to focus on in the redesign:

Redesign the Home Page.

Improve Visual Consistency.
Improve Navigational Consistency.
Improve the Usability of Site Forms.

Improve the Performance & Maintainability of the
Site.
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Designing the New Site

Redesign the Home Page

Problems to Address: T T —— _'i_i
o The home page
didn’t contain
information.

o Some terminology
was vague.

o Rollover inefficient
use of space. i e e ey

Emergency Phone # only visible in lower right
when browser was maximized. When you
mouseover a menu item, a description appears.
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Designing the New Site

Redesign the Home Page, continued.

How we redesigned the home page:

= Using PowerPoint,
we created a new
page layout with
these areas:
o A site-identifying
area at the top.

o A navigation area.

o A main content
area for info.

o A “supporting”
content area.

o A page footer.

W Buscing Erwcustian in dnrcanced
T e i

| —
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Designing the New Site

Redesign the Home Page, continued.

= A graphic designer took our mock-up and created three
potential designs...

Extreme Makeover: Ul Edition June, 2005 Fidelity Investments 20




Designing the New Site
Redesign the Home Page, continued.

Design #1
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Designing the New Site
Redesign the Home Page, continued.

Design #2

Boston
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‘ Designing the New Site
Redesign the Home Page, continued.

Design #3
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Designing the New Site
Redesign the Home Page, continued.

= Our client chose Design #3.

Design #1 =

== . Design #2

Design #3
June, 2005 Fidelity Investments
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Designing the New Site
Redesign the Home Page, continued.

B i

Design #3: This is the design our client

ff) = = s e e e

I T PRCLE DA

SCTANAL N S LSS [ BT

e T e e

chose.
This is the final prototype design.
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‘ Designing the New Site
Redesign the Home Page, continued.
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Designing the New Site

5 “Priority” areas to focus on in the redesign:
Redesign the Home Page.

Improve Visual Consistency.

M

O

[l Improve Navigational Consistency.
[l Improve the Usability of Site Forms.
O

Improve the Performance & Maintainability of the Site.
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Designing the New Site
Improve Visual Consistency

= Problems to Address:
o Multiple page layouts.
o Ineffective font hierarchy.
o Three sets of icons; two styles of design.
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Designing the New Site
Improve Visual Consistency, continued.

= Multiple page layouts

. ny L T =

Boston Security Online

—
f ¥
Baoston Security Online =
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Designing the New Site
Improve Visual Consistency, continued.

Page Layouts:

The framed implementation is an issue when the browser window is
NOT maximized.

ZeEr i g B
Boston Security Online = Boston Security Online

— r [ I oo - — ———— [ﬂ
Before a selection is made. The center After a selection is made. The center
frame is chopped off and the right frame frame is still chopped off.

is empty.
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Designing the New Site
Improve Visual Consistency, continued.

How we addressed Multiple Page Layouts:

We stuck to one page layout throughout
the site. The banner, site-level info, and e i . B
navigation are always at the top. Main e
content is on the left; supporting content is =
on the right. The footer is at the bottom.
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Designing the New Site
Improve Visual Consistency, continued.

Page Layout Example:

Before
------ n
= Ik
Boston Security Online
pyr— W me
= ==
i P :
&~ Wi w e
g me |  ESEEE =
e = L ] L ] - reenliS
== —— e ==
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Designing the New Site
Improve Visual Consistency, continued.

= Ineffective font hierarchy.

\Boston Security Online

F m— W 1 —
] et . == % pum NG PVACUATION
i
5 e
i == L] L] L raen
—— .| —
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Designing the New Site
Improve Visual Consistency, continued.
How we addressed the Ineffective Font Hierarchy:
------ i
BUILDING EVACUATION|€¢—
f an evacuation is announced for your location, do the Followin ;| <
Colect wour personal items and logolf wour system ondy & it s safe to do 20, Listen fior
juzs 17 apeeife mplnsleed via e pubbe addrags syibem, telephors, 3 Floar Warden or &
s Sgciity Officer
.smallText {font-size: xx-small; }
"""" #  pageHeader {font-size: large; .. }
m .pageSubHead {font-size: small; ..
e e e .pageText {font-size: x-small; .. }
taur hadge b Beikiing hocwrs b by TR —
Request After-hours Access| <=
What does "alter-hours™ mean?
"hAfbar-Fourd” i dafoed &t T pos & a.m., Manday through Fraday snd 24 Fourd an Salurdey sl
Sunday . Some Fidebty Bodton bukdndgs have a @IN béypad that you must ule with your badge o
s S| g g busidng after normal busness hours
.subPageHead {font-size: medium; }
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Designing the New Site
Improve Visual Consistency, continued.

= Three sets of icons; two styles of design.

A Oardew [ Badge Aeplacement w Somennd nesds midical assistanc
wh Tl Security @ Fingerpint Request &R You suspoct » computer virus
7 You see a suspicous persan

 Rogions Ky Riisquests

) W ~n evacuation is anncunced

Il Laphap Anchor Requests
(%5 Access ! Servere weather theealens

W, Pr Removal Pass -
43 Services \ EEE, @ You recetve o bomb thresl

L BIsL
Yiplpr Vis0Or ACCnss Roquosts I Yo cant find your hadge

* Floor Wardens "
&) There is a fire
7| whnattodo i -
Eﬂ‘ﬁw ricEpaE SPAM amail

W ks [ vour badge does mot work
& Comtact Us
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Designing the New Site
Improve Visual Consistency, continued.
How we addressed the icons:
We redesigned them and reserved them for “Emergency” information.
= - e [FTECY -
r— Pepm— e P
The icons are used on the home page to They also are used on the secondary
both call out the emergency info as wellas  Emergency pages.
to add visual interest.
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Designing the New Site

5 “Priority” areas to focus on in the redesign:
/I Redesign the Home Page.

I Improve Visual Consistency.

[l Improve Navigational Consistency.

[l Improve the Usability of Site Forms.

[l Improve the Performance & Maintainability of the Site.

Boston Security Online
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Designing the New Site

Improve Navigational Consistency

= Problems to Address:
o The navigation was inconsistent throughout the site.

e j’: e S ..T’Z"

Boston Security Online Boston Security Online =l

_Ll.ﬂh'_ll::\ *_ n===::_ "
oys—=== A e h

[y =~ [Py —
- tecr B

1 s |
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Designing the New Site
Improve Navigational Consistency, continued.

How we addressed the navigation:

To determine the best way to the site content, we
conducted an online card-sorting study.

To determine the best way to the content, we conducted
an online usability study of several navigation methods.
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Designing the New Site
Improve Navigational Consistency, continued.

We used the WebCAT tool from NIST.
We recruited participants via email.
303 participants.

Participants drag items
from the left into the
Categories on the right.

A data entry field enables
participants to provide a
Name for each Category.

Participants can also
create their own
Categories.
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Designing the New Site
Improve Navigational Consistency, continued.

MDS Map
Online Card-Sorting Study Results

X ) ) ] Reporting
Hierarchical Cluster Analysis
o o Cmmt -
%0
\_‘_% Levere o
Veatrer %% B
o= wggﬂogg
Quursos Q ° oo Ow £0,_
Phone #
e o
0 “Regional Info
Travel
.
—_— % 3
b .
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% . . .
z ] insight into the
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200
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Designing the New Site

Improve Navigational Consistency, continued.

Online Navigation Study

= We tested 6 different navigation

methods.
= 706 part|C|pants

[ o e

“Yahoo-style”
| e g g o

wlaan

e ]
[ ——

e ikt g Wl

LL L]
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“Expand/Collapse”

=

“Flash/Bounce
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Presented at UPA

tmeryeesien * 2005 as “A Study of
Website Navigation

Tam Medge *  Methods.”

PRy - q

“Vertical Fly-out”
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“Horizontal Drop-down”

“Rollover”
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Designing the New Site
Improve Navigational Consistency, continued.

Results were very consistent across Time on Task and overall
Subjective Ratings.
Error Rate yielded most significant difference (15% vs. 23%).
Two navigation styles had an Error Rate of 15%: “Yahoo-style”
and “Horizontal Drop-down.” A error = Falng
We chose based on: answor or roviing

o Low Error Rate il

o Space Considerations...no scrolling required

o Aesthetic Appeal

o Potential for Easier Growth

[m—— - crentmame | | esany (s mm— [
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Designing the New Site

5 “Priority” areas to focus on in the redesign:
Redesign the Home Page.
Improve Visual Consistency.
Improve Navigational Consistency.
Improve the Usability of Site Forms.

Improve the Performance & Maintainability of the Site.
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Designing the New Site
Improve Usability of Site Forms

= Problems to Address:
u The 5 forms on the original site were implemented
inconsistently.
= Use of background color.
= Use of font styles for labels.
= Placement of supporting instructions.
= Designation of required fields.
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Designing the New Site
Improve Usability of Site Forms, continued.
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Designing the New Site
Improve Usability of Site Forms, continued.

How we addressed the forms design:

= We started with the [
form that caused the i-Buston Security Online g
most problems in [
usability testing: the [
Access Form. =

= None of the 16 [ s
participants completed |7
this task! -

= This form required
subject matter
expertise that most
casual users don’t
have.

= We removed the form.
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Designing the New Site
Improve Usability of Site Forms, continued.

How we addressed the forms design, continued:

= Next, we learned that the other 4 forms sent email messages.
They did not initiate “transactions.”

= Did each of these really need to be a form?

= The Contact form sent e
byt = i -
messages to one s T i B L T T
mailbox. No special V- SN
. Maivpna = 4
processing. — =
el
= We replaced it with a link |pemsmees e - =

to an email form.

[ | P |
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Designing the New Site

Improve Usability of Site Forms, continued.

How we addressed the forms design, continued:

The other three forms collected info that was acted upon by the
recipient of the email, so we left them as forms and redesigned

them.

Forms now have same colors, fonts, and required field treatment.

z
” - - s -
P S -
H__| " e
B s by . —r
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Designing the New Site
5 “Priority” areas to focus on in the redesign:
Redesign the Home Page.
Improve Visual Consistency.
Improve Navigational Consistency.
Improve the Usability of Site Forms.
Improve the Performance & Maintainability of the Site.
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Designing the New Site
Improve Performance & Maintainability

= Problems to Address:
o Page elements were implemented as graphics, which

take longer to load. ( )

e i
T

Boston

Security Online= =

Text in images
cannot be copied
or searched, nor is
it accessible with
adaptive

Commails & Geilinin.

[ e = - technologies such

as screen readers.

!-m_: el
e r gy - o T— s |
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Designing the New Site
Improve Performance and Maintainability, continued.

How we addressed performance and maintenance:

= All page headers and labels are now text instead of images.

= Pages now load more quickly and text is easier to maintain, since
a graphic doesn’t need to be updated each time a change is
required.

- S ———

|
|
|
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|
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Designing the New Site
Improve Performance and Maintainability, continued.

o Unexpected Page Transitions

Some transitions from page to page were “slideshow-like,”
which added to page load time.

L =1
VIDEO CLIP

How we addressed the page transitions:

We removed them!
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Designing the New Site

5 “Priority” areas to focus on in the redesign:
Redesign the Home Page.
Improve Visual Consistency.
Improve Navigational Consistency.
Improve the Usability of Site Forms.

Improve the Performance & Maintainability of the Site.
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‘ 4. Round 2 of Usability Testing:
Evaluating the “After” Design
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Evaluating the “After” Site

Round 2 of Usability Testing

14 participants
We used 17 of the tasks from Round 1.

We added 5 new tasks to avoid the possibility
that we had redesigned the site around tasks.

Some sample tasks
o “Find out what your emergency meeting location is in case of
evacuation, and the directions to it.”
o “You're traveling to India and have already received your travel
briefing via email. However, you have a last minute question. Call

Travel Security.”
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Evaluating the “After” Design
Round 2 of Usability Testing, continued.

Results
o Average Task Completion Rate: 87% vs. 67% in Round 1.

Comparison of Task Completion Rates

@ Original Task Completion
Rates

m Redesign Task Completion
Rates

Task Completion Rate

1 2 3 5 6 8 9 11 12 15 18
Redesign Task #

All completion rates either improved or stayed about the same.
(“Original” is Round 1; “Redesign” is Round 2.)
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Evaluating the “After” Design
Round 2 of Usability Testing, continued.

RGSU'tS, continued.

2 InRound 1’ only 2 Task Completion Rate per Person
of 16 participants
completed more
than 81%. But in
Round 2, 13 of 14
participants
completed at least
81% of their tasks.

o No onein Round 1 [ ‘ ‘

<=50% 51%- 61%- 71%- 81%- 91%-
completed more 60%  70%  80%  90%  100%

@ Original
B Redesign

Frequency
o =2 N W A OO N ®
|

than 90% of tasks,
yet 6 participants in
Round 2 did.

Difference: p<.00001
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Evaluating the “After” Design

Round 2 of Usability Testing, continued.

Results, continued.

o Average Task Time:
100% of participants in
Round 2 completed the
tasks in 80 seconds or
less, as opposed to
75% in Round 1.

o The majority completed
their tasks in 60
seconds or less.

Extreme Makeover: Ul Edition

o

Aver;

age Time on Task per Person

9

8

71
3 6
§ @ Original
3 54
g 4 m Redesign
w

34

2

14

04

<=40 41-60 61-80 81-100 101-120 >120
Time (secs)
Difference: p<.05
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Evaluating the “After” Design

Round 2 of Usability Testing, continued.

RGSUltS, continued.

o SUS Scores went up
dramatically. The
score improved 67%
between rounds, from
49% to 82%.

o The score distribution
shifted decisively to
the higher end of the
scale.

Extreme Makeover: Ul Edition

Frequency
o =2 N W A OO N © ©

SUS Score per Person

<=40 41-50 51-60 61-70 71-80 81-90 91-100

SUS Score

@ Original
m Redesign

Difference: p<.00001
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Evaluating the “After” Design
Round 2 of Usability Testing, continued.
“Overall, users reacted very positively to this website. The

. majority of the following issues did not prevent users from
ReSUH:S, continued. | accomplishing their tasks, and didn’t seem to negatively

impact participant’s opinions of the website.”

o Study yielded 37 usability issues. For example:

About half the users said it would be nice to have contact information
for the floor wardens on the Floor Wardens page.

The majority of users wanted “action items” on the SPAM page.

In the “after-hours” access process, users expressed surprise and
displeasure with the fact that they had to get their manager to send
an email on their behalf in order to get access.

o Issues were addressed prior to delivering final design to the client.
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Evaluating the “After” Design
Round 2 of Usability Testing, continued.

Results
Round #1 Round #2 Improvement

Average Time on 68 seconds 51 seconds N 25%
Task
Average Task 67% 87% M 30%
Completion
Average User 49% 82% N 67%
Satisfaction
Rating

All three measures improved significantly.
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Thank you for your participation today!

A detailed copy of this presentation is
available in the Proceedings.

For more information, contact:

Lori LeDoux, lori.caldwell.ledoux@fmr.com

Ellen Connor Mangan, ellen.mangan@fmr.com
Tom Tullis, tom.tullis@fmr.com

Human Interface Design

Fidelity Investments | Fidelity Center for Applied Technology
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