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LESSON PLAN

« The first law of usability
« The second law of usability
* The third law of usability




WHAT IS USABILITY?

« Usability is when something works well

« Usability is ease of use

« Usability: the effectiveness with which users can achieve
tasks in one software environment

« Studying and improving usability is part of HCI
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WHAT IS THE GOAL OF
USABILITY?

« Eliminate as many of the user’s questions as possible.

* Questions may include:

Where am |?

How did | get here and where can | go from here?
What can | do here?

Where should | begin/How do | start?

Where did they out X?

Why did they put X there?

Why did they call it X?

Can | click on that/ls that a clickable item?

What are the most important things on this page?




WHAT IS THE FIRST
LAW OF USABILITY?

« Users don’t want to think. “Don’t make me think”
(Krug).

 The best designs are self-evident and self-
explanatory.

 Good designs seem better and less time-consuming.




NOT THINKING

OK. This looks
like the product
categories...

...and these
are today’s
special deals.

Laptops,
Memory...
There it is:
Monitors.
Click




THINKING

Hmm. Pretty
busy. Where
should | start?

Hmm. Why did
they call it
that?

Can I click on
that?
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Is that the
navigation? Or
is that it over
there?

Why did they
put that there?

Those two links
seem like they’re
the same thing.
Are they really?




THINGS THAT MAKE US
THINK

Typical culprits:

« cute or clever names
 marketing-induced names
« company-specific names

 unfamiliar technical names.




THINGS THAT MAKE
US THINK

< OBVIOUS REQUIRES THOUGHT >

Hmm.

[Milliseconds of thought] Hmm. Could be Jobs.
Jobs! Jobs! But it sounds like more than that.
Click Click Should I click or keep looking?

. Jobs = AN Employment Opportunities . . Job-0-Rama
?.? \ S ?.Q - ?.C? \ £
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THINGS THAT MAKE
US THINK

< OBVIOUSLY CLICKABLE REQUIRES THOUGHT >
Hmm.
[Milliseconds of thought]
| guess that’s the link. Hmm.
Click Does that do anything?
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FROM TO
@ v
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FROM TO
bos X » Q
| Boston, MA, US (BOS) b
FROM T0
BOS Q » Q
i i
FROM TO
BOS Q » ny Q
12/17/2013 121 12/19/2013 121
Please enter a valid TO' City or Airport code.
FROM T0
BOS Q » | hy p ]
12/17/2013 121 12/19/2013 21

e e e e

THINGS THAT MAKE US THINK

Let’s see. “City or Airport.”
I'll put in the city names.

Types “bos”
Oh, good. It knows Boston.

Picks Boston from the dropdown

But why does it just put BOS
after | pick Boston?

I'm sure it’ll know “ny”...

Types “ny” and fills in dates,
then clicks “Find Flights"

Why doesn’t it recognize
New York?




THINGS THAT MAKE US THINK

From To

b X | | CityorAi :
OS] City or Airport Starts typ/ng “bos”

and gets a list of
choices

BOS - Boston Logan International - Boston, MA

BOS - [Amtrak] South Station, Boston, Massachusetts

BON [Amtrak] North Station, Boston, Massachusctts

From To

BOS - Boston Logan Inter  ny X
NYC - New York City, NY (Area)

Starts typing “ny”
and gets a list of

NYO - Skavsta - Stigtomta, Sweden

choices
NYU - Bagan - Bagan, Myanmar
From To
BOS - Boston Logan Inter NYC - New York City, NY
Good.

Depart Retun
Dec 06 - + @ Dec 08 B o




THINGS THAT MAKE US THINK

Short list of things that users shouldn’t spend their time thinking
about, like:

« Where am I?

« Where should | begin?

* Where did they put ?

« What are the most important things on this page?
« Why did they call it that?

» Is that an ad or part of the site?




YOU CAN’T MAKE EVERYTHING
SELF-EVIDENT

If you can't make something
self-evident, you at least need to
make it self-explanatory.

-Steve Krug




WHY IS ALL OF THIS SO
IMPORTANT?

Oddly enough, not for the reason people usually cite:

6n the Internet, the competition

is always just one click away,

so if you frustrate users they’ll
head somewhere else.
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HOW WE REALLY USE THE
WEB

Why are things always in the last place you look for them?
Because you stop looking when you find them!

—CHILDREN'S RIDDLE




HOW WE REALLY USE THE WEB

WHAT WE DESIGN FOR... THE REALITY...

Read : Look around
S feverishly for
Read anything that

a) is interesting,

Read
- or vaguely

Read __| resembles what
you're looking
[Pause for for, and
refiection) b) is clickable.
Finally. click | F 5 As soon as you find
on carefully =~ : a halfway-decent
chosen link match, click.

If it doesn’t pan
—m—_ out, click the Back
P s Seaane — ‘ T YO emae button and try

—eTe T AT s again.
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HOW WE REALLY USE THE WEB

FACT OF LIFE #1: We don’t read pages. We scan them.

Why do we scan?
 We're usually on a mission.
 We know we don’t need to read everything.

 We're good at it.




HOW WE REALLY USE THE WEB

WHAT DESIGNERS BUILD...

WHAT USERS SEE...

biztraveheom'

Join Biztravel.com Now!

A Boc = Fast, easy booking of flights,
» Book A Tnp o otel i mseaniefe
Track My Miles ° Automated Upgrades
to help you fly First Class
-d Book A Vacation

° Flight status updates
sent to your pager

Exchusive travel deals
for biztravel .com members

® Tracking of your points and miles

® Plan A Mecting

4 Charter A Flight

biztravehecom'

4 Book A Trip

- -

e Fast, easy booking of flights,
hotel rooms, & rental cars

-8 Book A Vacation

biztravekcom'

= Track My Miles

® Tracking of your points and miles

7

*)

| want to
buy a
ticket.

How do |
check my
frequent
flyer miles?




HOW WE REALLY USE THE WEB

FACT OF LIFE #2: We don’t make optimal choices. We
satisfice.

“Satisfice” -

Why don’t Web users look for the best choice? @l__z

n . V7 b . r
* We’re usually in a hurry. sk - |

 There’s not much of a penalty for guessing
wrong.

 Weighing options may not improve our chances.

 Guessing is more fun.




HOW WE REALLY USE THE WEB

FACT OF LIFE #3: We don’t figure out how things work. We
muddle through.

{1 vsed it every day ‘L
happen to remember { without know.ng what
the location of the it was. your Majesty!
Great Seal? §= It was o handy nut-
Liraclur. e

One thing puzzles me,
Tom. How did you




DESIGNING FOR SCANNING,
NOT READING

Faced with the fact that your users are whizzing by, there are
some important things you can do to make sure they see and
understand as much of what they need to know—and of what you
want them to know—as possible:

« Take advantage of conventions

» Create effective visual hierarchies

« Break pages up into clearly defined areas
« Make it obvious what's clickable

« Eliminate distractions

« Format content to support scanning




CONVENTIONS ARE YOUR
FRIENDS



CONVENTIONS ARE YOUR
FRIENDS

Some Web pages conventions:

 Where things will be located on a page.

How things work. @

How things look.

Choose a way to pa

Pay with my PayPal account
Log in to your account to compiste the pu
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WHEEL

Patent Pending 48,022 8.C.,42,6398.C., 36,2108B.C.,
30,599 B.C., 28,714 B.C., 28,001 B.C., 19,711 B.C,,
15,690 B.C., 15,689 B.C., 15,675 B.C., 15,674 B.C.

Recommendation: Innovate when you know you have a better idea, but take
advantage of conventions when you don't.

Don’t get me wrong: I'm not in any way trying to discourage creativity. | love
innovative and original Web design.




HARLEM.ORG

Clicking on any area of the photo... identifies the people there and... lets you click on them to see their bios.
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The rule of thumb is that you can—and should—be as
creative and innovative as you want, and add as much

aesthetic appeal as you can, as long as you make sure it’s
still usable.




CONSISTENCY

“We can’t do that. It wouldn’t be consistent.”

Here’s the rule to keep in mind:

If you can make something significantly clearer by making it
slightly inconsistent, choose in favor of clarity.




CREATE EFFECTIVE VISUAL
HIERARCHIES

Pages with a clear visual hierarchy have three traits:

« The more important something is, the more prominent it
is.

Very important
A little less important

Nowhere near as important




CREATE EFFECTIVE VISUAL
HIERARCHIES

 Things that are related logically are related visually.

Books
Music
Movies
Games




CREATE EFFECTIVE VISUAL
HIERARCHIES

Things are “nested” visually to show what’s part of what.

Computer Books

One particular computer book

blh blah blah blah
blah blah blan blah

bih blah blan blah $24.95

Another computer book

biah blah blan blah
blh blzh blah blah
blah blzh blan blah $19.95




CREATE EFFECTIVE VISUAL
HIERARCHIES

The headline
spanning these
four columns
makes it obvious
that they’re all
part of the same
story.

The Boston Globe

Weowxsna v, Oevoxun 30, 2013

Besieged Obama heads to Boston

Speabes ot Fancull Hall today as attacks meunt on bealth cace law rollout
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Mayoral rivals
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in final debate
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The size of this
headline makes it
clear at a glance
that this is the
most important
story.




Computer Books

Books
Music
Movies
Games

Books
Music
Movies
Games

Computer Books




KEEP THE NOISE DOWN TO A
DULL ROAR

One of the great enemies of easy-to-grasp pages is visual noise.
There are really three different kinds of noise:

Shouting.

Disorganization.

Clutter.




FORMAT TEXT TO SUPPORT

SCANNING

Which one would you rather scan?

On the 'Wed, links are a kay factor in this navigation peocess. Users can exclude links
that proved Futiess in thelr eanier visits. Conversely, they might revist inks they
found helpfd in tha past. Most imporant, knowing which pages thay've aleady visted
frees users from unntentionaly revistng the same pages over and over again

Generaly, Web browsers ane severely deficient in supporting user navigation.
However. they do provide one feature that helps users orent themselves. browsers et
designers display |inks in dfferent colors, depending on whether the links lead o new
pages or pages that users have seen bafore. Changing e color of visited inks has
Deen part of Web browsing since Mosaic anived in 1933, so it's completely slandarnd
amost all users understand it

Cumenty, 74% of webshes use cifferent colors for vishied and unvistad inks, making
this dasion approach a strong convention that paople have coma to expect. Hypanex
thecry, the Web's history, and current design conventions ail Indicats the need to
change the color of visited links. Further. empircal observations from user testing
have identified several severe usabiity problems on skes that viclate this convention,
When sites use the same color for visited and unvisited links, users unintentionatly
revisit the same pages repeaiedly, get lost more easily bacause ther undarstanding of
SACh link's Maaning Is recuced, ofan miSIMerpret or overicok the differance betwesn
o similar links If they?re unsure about which ane they've already visited, and give up
faster Dacouse they Nave a reducad 5ense of mastery whan the site 1ais to reflect
thalr actions and thus Nelp them navigate

Such usabiity protiems are particularty damagng 1o users with weak shor-term
memory, who often have rouble rermembering what they've clicked without a visual
representation. Of course, “weak short-leem mamory” IS an inherenl shoricoming of af
humens, which is wiy &l users are harmed by unchanging Ink colors. But this
definkely impacts some paople mare than ofhers, so ¥'s particularly important to
change link colors If you have many older usars. Given the axiensive theoretcal and
ampirical support for using darent ink colors, X's astounding that a quarter of al
wabsites continuas 5 Infict axtra Lsabiity prodlems on pacple by choosing @ Lnform
link calor.

Mioat imponant. knowing which pages they've aiready visited frees users fom unintentionally
revisiting the same pages over and over again.

The Price of Uniform Link Color

Generaly, Web browsers are severely defclent in supporing user navigation, Howaever, they
do provide cne foature hat helps users crent themseives: browsers let designers display
links i different colors, depending on whether the links [ead 1o new pages or pages that
users have =een before

Currently, 74% of websites u=e dfferent colors for visited and unvisited links, making this
design approach a sirang convention that pecple Nave come & expect.

Hypenex! theory, the Veb's history, and current design conventions all indicate the need
0 change the color of vished links. Further, empirical observations from user testing have
identified several severe usabiity problams on sites that violate this convention Whnen sites
usa the samea color for visked and unvisted inks, users

« unintentionally reist the same peges repeatedy;

« often misinlerpret or overiock the difference between two simiar inks If theyre unsure
about which one they've already visited; and

* ghve up faster because thay have a reduced sense of mastery whan the ste falls to
rafioct their actions and thus heip hem navigaie

Gvan the extersive theoretical and empirical support for using different link colors, it's
astounding that a quarier of all websies continues o inflict exira usabilty problems on pecple
By choosing & unsom ink color.

Why the Problem Persists

Even peopla who Delleve in usabilty sometimes guastion the need for changing link colors. |
thirk this is because they don’t pick up on the problems caused by unchanging lrks when
thay conduct !helr own user testing  Unfartunately, the symploms of these problems ane
among the most difficut 1o detect when you observe users,




FORMAT TEXT TO SUPPORT
SCANNING

Here are the most important things you can do to make your pages scan-friendly:
« Use plenty of headings.

Top level heading

Second level heading

Third level heading

Bad

Top level heading

Second level heading

Third level heading

Better



To take a tnvial example, which of us
ever undertakes laborious physical
exercise, except to obtain some
advantage from it.

Don’t let headings float

We currently have in the train comes to
find fault with that produces no resultant
pleasure is to be online applications.

Bad

To take a trivial example, which of us
ever undertakes laborious physical
exercise, except to obtain some

advantage from it.

More space above, less below

We currently have in the train comes to
find fault with that produces no resultant
pleasure is to be online applications

Better




Keep paragraphs short.
Use bulleted lists.

Highlight key terms.

Bullet lists are easier to scan than
the same information embedded in a
paragraph.

They add visual interest to the page.
They're not as intimidating as an
unbroken wall of words.

Bad

Bullet lists are easier to scan than
the same information embedded in a

paragraph.
They add visual interest to the page.

They're not as intimidating as an
unbroken wall of words.

Better




WHAT IS THE SECOND
LAW OF USABILITY?

Users like mindless choices

 The number of clicks is not important, so long as each
click is a mindless, unambiguous choice

Making the choices clear and mindless is a key success
factor, and key to website usability




I’'m trying to read an article online. The page | arrive at gives me
all these options:

Already a2 Magazine Subscriber Already an Online Member? Not a Member or Subscriber Yet?
But Not an Onfine Member? Log in using your email Get FREE Access Online
Create/Access Your address and password Instantly!
Account Now
(You only nead to do this once) Enter Email Address: ® Subscribe to the print
| magazine

Enter 6-digit Account Number: {(Quirk’s Marketing Research

| Enter Password: Review)

‘ e Gain access to all the artides

Enter Last Name: < 5
in our online database

| _Ikeep me logged in.
—_— . — * Post and reply to research
Continue E Log In E discussion groups

where can I find my account number? Did you forget your password? e Create and post job openings

¢ Send RFP's

rartinue E:I
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SOME ASSISTANCE MAY BE
REQUIRED

Life is complicated, though, and some choices really aren'’t
simple.

When you can’t avoid giving me a difficult choice, you need to go
out of your way to give me as much guidance as | need—but no
more.

This guidance works best when it's
» Brief: The smallest amount of information that will help me
« Timely: Placed so | encounter it exactly when | need it

 Unavoidable: Formatted in a way that ensures that I'll notice it




EXAMPLE




WHAT IS THE THIRD LAW OF
USABILITY?

Users don’t like a lot of choices

Improve your site’s usability by getting rid of extra content

Reduces the clutter on a page
Makes useful content more prominent

Makes the page shorter, allowing users to see more each
page at a glance without scrolling




END OF LECTURE




