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OK. You've got their attention.

Now What?

Sustaining Demand - the value of usercentered
design.
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Defining user-centered design

A development methodology that acknowledges
the pivotal role user needs play in the business
success of systems.

Starts with goals & objectives, not construction to
build useful (as well as usable) systems.

Involves users as early and often as possible.
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Desirable = user
Feasible = technology

Viable = business
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Benetits of user-centered design

Just a few. There are others.
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Benefits of user-centered design

e Sites that are:
— Useful
— Easy to use

* Sustained demand through:
— Competitive advantage
— Visitor retention
— Increased conversion rates
— Increased customer satisfaction
— Repeat customers

www.hesketh.com © hesketh.com/inc. 2004. All rights reserved.

Marketing NOT just intense persuasion, also intense service.
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Sustained demand through...

e Competitive advantage

— 35% of people who experience problems
on a particular site leave that site for a
competitors.

Switching costs online are very low. Competitors are only a mouse click away.
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Sustained demand through...

¢ Visitor retention

— 40% of visitors never return to a Web site
after a negative experience.
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Sustained demand through...

* Increase e-commerce conversion rates by

40%.
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Sustained demand through...

® Increased customer satisfaction

— A Gartner study concluded that user-
centered methods increased user
satisfaction by 40%.

Switching costs online are very low. Competitors are only a mouse click away.
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Sustained demand through...

® Forrester Research found that 42% of
U.S. Web buying consumers made their
most recent online purchase because of
a previous good experience with the
retailer.

www.hesketh.com © hesketh.com/inc. 2004. All rights reserved.
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Other measurable outcomes

Increase order size

Increase revenue

Positive return on investment (ROI)
Reduce development time & cost
Reduce maintenance cost

o Lhwbd -

Decrease fraining & support costs.

1. Increase average order size by 10%.

80% increase in revenue with customers citing usability (existing commercial
software).

$10 to $100 for every $1 spent on making site easier.

. Usability engineering has demonstrated reductions in the product-development
cycle by 33-50%.

80% of maintenance is due to unmet or unforeseen user requirements.

. Largest predictor of call center volume is Web site usability $22 - $30 average
per call.
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¢ Business needs e User needs

- Objective definition - Surveys
— Project definition — Conceptual inquiry
— Goals & metrics _ Ethnography

— Interview

eUser empathy — Card sorting

- Mental model
— Task analysis

Working together, a scenario...

Open discussion about tools & working together.

User-centered tools

¢ Landscape

Competitive matrix
Competitive
analysis

Content inventory
Content model
Code review

—Audience definition - Usability testing
—Personas — log analysis

. — Customer feedback analysis
-Scenarios
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Building brand equity online

e All the positioning skills of an ad agency
® User input

® Foresight & knowledge of the medium
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Questions®

heather@hesketh.com
meredith@hesketh.com

www.hesketh.com © hesketh.com/inc. 2004. All rights reserved.
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Thank you.

http://www.hesketh.com

www.hesketh.com © hesketh.com/inc. 2004. All rights reserved.



‘ hesketh.tzom CONVERGENCE OF |U

Resources

“Success: Why bother focusing on User Experience?’ Available from http://www-
306.ibm.com/ibm/easy/eou_ext.nsf/Publish/2026; accessed 15 March 2004.

Aldrich, Susan and Ronni Marshak with Martha Frey, Michael Goulde, Jeffrey Lewis, and Patricia
Seybold. "Customer.com Quality of Experience Benchmark: What Kind of Total Customer Experience

Brand, Stewart. How Buildings L earn. Penguin Books, 1994.

Burke, Ken. "Creating a Compelling Online Experience." Catalog Age 16, no.9 (1999): 3 pp. Available
rom the North Carolina State University Database, http://www.lib.ncsu.edu; accessed 15 January, 2002.

Chamra, Debra and Rick Cecil. “Later-Rinse-Repeat: A User-centered Design Approach.” Available from
http://www.hesketh.com; accessed 22 March 2004.

Cooper, Alan. About Face 2.0: The Essentials of Interaction Design. John Wiley & Sons, 2003.

Does Y our E-business Deliver?' Available from http://www.psgroup.com; accessed 15 January, 2002.

Eisenber, Brian. “ Seven Conversion Rate Concepts for the Fina Exam.” Available from
http://www.clickz.com/experts/design/traffic/article.php/3327431; accessed 22 March 2004.

Gilmore, Steve. "User Experience: Well Worth the Investment.” Presentation, 2001. Available from
ttp://www.worl dinternetcenter.com; accessed 17 January, 2002.

Gordon, Seth. "Shoppers of the Web Unite: User Experience and Ecommerce.” ZDNet.com,
ttp://ww.zdnet.com; accessed 15 January, 2002.

Krug, Steve. Don't Make Me Think! A Common Sense Approach to Web Usability. New Riders, 2000.

Mandel, Janice. "Does Y our Web Site Measure Up?' Available from http://www.pwcglobal .com;
accessed 17 January, 2002.

Nielsen, Jakob and Donald Norman. "Web Site Usability: Usability on the Web Isn't aLuxury.”
I nfor mationweek.com, http://www.informationweek.com; accessed 15 January, 2002.

Nielsen, Jakob. "Why You Only Need to Test with Five Users." Alertbox, http://www.useit.com; accessed
7 January, 2002.

Rhodes, John. "A Business Case for Usahility.” WebWord.com, http://www.webword.com; accessed 22
January, 2002.

Sachs, Tammy and Gary McClain. Back to the User. New Riders Publishing, 2002.

Schmitt, Christopher. "Measuring User Experience.” Digital\Web Magazine, http://www.digital-web.com;
ccessed 15 January, 2002.

Seasholtz, John. "Driving Vaue with Superior User Experiences: The Vertebrae Perspective.” Available
rom http://www.vertebrae.net; accessed 15 January, 2002.

3/26/2004



-

‘ hESkEtI‘I.IZOI’I’I CONYERGENCE OF

Sevcik, Peter. "Customers Need Performance-based Network ROl Analysis." Business Communication
Review 29, n0.7 (1999): 5 pp. Available from the North Carolina State University Database,
http://Avww.lib.ncsu.edu; accessed 15 January 2002.

Shacklett, Mary. "Gauging Web Site Performance.” Credit Union Magazine 67, no.6 (2001): 4 pp.
Available from the North Carolina State University Database, http://www.lib.ncsu.edu; accessed 15
January 2002.

Soderston, Candace and Thyra L. Rauch. “The Case for User-Centered Design.” Available from
http://www.stc.org/conf proceed/1996/PDFs/PG337340.PDF, accessed 15 March 2004.

Tedeschi, Bob. "Good Web Site Design Can Lead to Hedlthy Sales.” The New York Times, August 30,
999, E-Commerce Report section. Available from http://www.nytimes.com; accessed 15 January, 2002.

3/26/2004





