Making Everything Easier!”

DUMMIES

Learn to:
- Effectively apply UX strategies

- Determine your users to create
a meaningful experience

» Build information architecture and
content strategy

« Embrace testing and metrics to keep
your experience relevant

Donald Chesnut
Kevin P. Nichols

Executives with SapientNitro, a leading agency
in user experience design




Get More and Do More at Dummies.com®

Start with FREE Cheat Sheets

(‘,\N&az‘ Cheat Sheets include
6\\2' « Checklists
« Charts
« Common Instructions
« And Other Good Stuff!

To access the Cheat Sheet created specifically for this book, go to
www.dummies.com/cheatsheet/ux

e \

Get Smart at Dummies.com
Dummies.com makes your life easier with 1,000s

of answers on everything from removing wallpaper
to using the latest version of Windows.

Check out our
«Videos
« lllustrated Articles
« Step-by-Step Instructions

Plus, each month you can win valuable prizes by entering
our Dummies.com sweepstakes. *

Want a weekly dose of Dummies? Sign up for Newsletters on
- Digital Photography
« Microsoft Windows & Office
« Personal Finance & Investing
« Health & Wellness
« Computing, iPods & Cell Phones
- eBay
« Internet
- Food, Home & Garden

Find out “THOW” at Dummies.com

*Sweepstakes not currently available in all countries; visit Dummies.com for official rules.


http://www.dummies.com/cheatsheet/ux







)4

FOR

DUMMIES

by Donald Chesnut
and
Kevin Nichols

FOR

DUMMIES



UX For Dummies®

Published by John Wiley & Sons, Ltd, The Atrium, Southern Gate,
West Sussex, PO19 85Q, England

E-mail (for orders and customer service enquires): cs-books@wiley.co.uk
Visit our home page on www.wiley.com

Copyright © 2014 John Wiley & Sons, Ltd, Chichester, West Sussex, England
Published by John Wiley & Sons Ltd, Chichester, West Sussex

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system or transmit-
ted in any form or by any means, electronic, mechanical, photocopying, recording, scanning or otherwise,
except under the terms of the Copyright, Designs and Patents Act 1988 or under the terms of a licence
issued by the Copyright Licensing Agency Ltd., Saffron House, 6-10 Kirby Street, London ECIN 8TS, UK,
without the permission in writing of the Publisher. Requests to the Publisher for permission should be
addressed to the Permissions Department, John Wiley & Sons, Ltd, The Atrium, Southern Gate, Chichester,
West Sussex, PO19 85Q, England, or emailed to permregewiley.co.uk, or faxed to (44) 1243 770620.

Trademarks: Wiley, For Dummies, the Dummies Man logo, Dummies.com, Making Everything Easier, and
related trade dress are trademarks or registered trademarks of John Wiley & Sons, Inc. and/or its affiliates in
the United States and other countries, and may not be used without written permission. All other trademarks
are the property of their respective owners. John Wiley & Sons, Ltd. is not associated with any product or
vendor mentioned in this book.

LIMIT OF LIABILITY/DISCLAIMER OF WARRANTY: THE PUBLISHER, THE AUTHOR, AND ANYONE ELSE
IN PREPARING THIS WORK MAKE NO REPRESENTATIONS OR WARRANTIES WITH RESPECT TO THE
ACCURACY OR COMPLETENESS OF THE CONTENTS OF THIS WORK AND SPECIFICALLY DISCLAIM
ALL WARRANTIES, INCLUDING WITHOUT LIMITATION WARRANTIES OF FITNESS FOR A PARTICULAR
PURPOSE. NO WARRANTY MAY BE CREATED OR EXTENDED BY SALES OR PROMOTIONAL MATERI-
ALS. THE ADVICE AND STRATEGIES CONTAINED HEREIN MAY NOT BE SUITABLE FOR EVERY
SITUATION. THIS WORK IS SOLD WITH THE UNDERSTANDING THAT THE PUBLISHER IS NOT
ENGAGED IN RENDERING LEGAL, ACCOUNTING, OR OTHER PROFESSIONAL SERVICES. IF PROFES-
SIONAL ASSISTANCE IS REQUIRED, THE SERVICES OF A COMPETENT PROFESSIONAL PERSON
SHOULD BE SOUGHT. NEITHER THE PUBLISHER NOR THE AUTHOR SHALL BE LIABLE FOR DAMAGES
ARISING HEREFROM. THE FACT THAT AN ORGANIZATION OR WEBSITE IS REFERRED TO IN THIS
WORK AS A CITATION AND/OR A POTENTIAL SOURCE OF FURTHER INFORMATION DOES NOT MEAN
THAT THE AUTHOR OR THE PUBLISHER ENDORSES THE INFORMATION THE ORGANIZATION OR
WEBSITE MAY PROVIDE OR RECOMMENDATIONS IT MAY MAKE. FURTHER, READERS SHOULD BE
AWARE THAT INTERNET WEBSITES LISTED IN THIS WORK MAY HAVE CHANGED OR DISAPPEARED
BETWEEN WHEN THIS WORK WAS WRITTEN AND WHEN IT IS READ.

For general information on our other products and services, please contact our Customer Care Department
within the U.S. at 877-762-2974, outside the U.S. at 317-572-3993, or fax 317-572-4002.

For technical support, please visit www.wiley.com/techsupport.

Wiley also publishes its books in a variety of electronic formats and by print-on-demand. Some content that
appears in standard print versions of this book may not be available in other formats. For more information
about Wiley products, visit us at www.wiley.com.

British Library Cataloguing in Publication Data: A catalogue record for this book is available from the
British Library.

ISBN 978-1-118-85278-1 (pbk); ISBN 978-1-118-85271-2 (ePub); 978-1-118-85279-8 (ePDF)
Printed and bound in the United States by Bind-Rite.
10987654321

FOR

DUMMIES


http://www.wiley.com
http://www.wiley.com/techsupport
http://www.wiley.com
http://Dummies.com
mailto:cs-books@wiley.co.uk
mailto:permreq@wiley.co.uk

Contents at a Glance

INErOAUCHION .........eneeeeenaeeeeeeeeaeeneencenacenceaceaseencencenceancans |

Part I: Getting Started with UX ...........cccccceecccccncacccaacc 5

Chapter 1: Defining UX and the ProCess.........ccoccovvverieniininniiniiniecieeieeic et 7
Chapter 2: Examining Why You Should Use UX..........ccccoeciviiiriiennienrieniienieseeneesieeeeen 25
Chapter 3: Determining YOUT USET'S ........cccceiiierierieniininieieieniesie et 37
Chapter 4: Modeling the EXPeri€ncCe ..........cccccevveeiieiieniecieeieeecteeee st 57
Chapter 5: Understanding UX as (R)eVOIULION..........cccveveeverieriineeeeieiereseseeeeeens 77

Part 11: Components of Design ............ccccuueeeeeeeeeeeeeeee 89

Chapter 6: Taming the Beast: Understanding What You Do and Don’t Have .......... 91
Chapter 7: Developing Content Strategy.......c..cocevererinerieeiererereceeeeteeeeeee e 111
Chapter 8: Designing the Content Strategy .........cceeveeeeiieciieciieciececee e 131
Chapter 9: Building the Information Architecture............ccocceevevererinceeciereieseeeene, 155
Chapter 10: Designing for Specific Channels...........cccooveeverviiniiiiiencienieeieseeseeneenne 175
Chapter 11: Diving into Visual Design........cc.ceceeciiiieiiniininieeeeecee e 201
Part 111: Vour UX in Action .............ccccuuueccicennnceeeennas 217
Chapter 12: Testing: How It Can Save Your UX.........cccoovevieciieciiecieeiecieceeeeeeeeieenne 219
Chapter 13: Measuring Your UX to Keep It Relevant ..........cccocevvveviiniiiniiniiniinnenne 235
Chapter 14: Making It Past the Finish Line .........cccccoovienieniniiiniiiieciecicceeeceeeee 257
Part IU: The Part of Tens ..........ccccceeeeaiaaaaaacacnneeeeeeees 271
Chapter 15: Ten Reasons Why the User Is Your Most Important Consideration..... 273
Chapter 16: Ten Ways to Ensure That Your UX Is Best in Class........c.c.cceecveevenennne 279
Chapter 17: Ten UX Principles That Never Change...........cccccoevvvienciiniieniienieneenennne 285

GlOSSAPY.....cceeaeeeeeeeeeeeeeaeeeeeeaecaaaaiannnnnnnnnnnaeseseeeeeeeeees 289

JRAEK «....eeaaeeeaaeaeeeenceeeenanncceennnncaeesnnancceeennancaeeene 299






Table of Contents

INErOAUCTION ...........ceeeeeeeaeeaaeaeeneeneenacenceacennenncensenceaceances ]

ADOUt ThisS BOOK .......vviiiiiiieieciie ettt ettt eeaan e 1
FOOliSh ASSUMPLIONS.....ccueiciiiiiciicieeiecee ettt beeaaeerae e 2
Icons Used in ThisS BOOK .......cooouiiiiiiiiiiieeeeee et 2
Beyond the BOOK .........cooiiiiiiiiiiiciececteeteee st ste et s ste e 3
Where 10 GO from HETE.......ccuvviiiiiiiiiieeeeeeeeeeee e 3

Part I: Getting Started with UX ............ccccccveccccccccccccc 5

Chapter 1: Defining UX and the Process.......................... 1
What IS UX, REAILY?.....cceiieiiiiieeeeeieeeceeetet ettt 8
The Promise of Good UX DeSIiGN......ccccecueriiriiniiniiniieiieieeieeie e svesee e 9
UX COMPOMNENLES .....ooeiiieiiieeiieeiieete e esre e teeeveeeteeeeaeeeaeeseseessseessseeassessnsens 9

Information architecture............coccecevveeiiiiiininneccceeeeeeee 10
Content Strategy .....cceeeeieiierieeeeeeeee et 10
Interaction deSign........ccceevuieeieiiieiiiciecieceee e 10
USADILILY vevveeieeiieieeteeteeet ettt ettt a e s eee 11
VISUAL AESIGN ..cveviiiiiieiiiieecececeeeee et 11
UX IS @Big DAl .....ooiiiiiiiiiiiciieeetestetetetee ettt 12
How UX and Usability Work Together ............cccevieeeiiiniieeeiieeeeeceeeeeeae 13
The basics of USabIlity .........ccceeeuieciiiiiieieeeceeeeee e 13
Comparing UX to usability......c.cccocevieiieiiiiiieececieeie e 14
Necessary UX INPULS .....cceeciiiiiiiirieciesiestestese et ere et st ae e esae v es 14
BUSINESS ODJECHIVES ....oveeieeieieieeeececeeee e 15
Competitive landsCape.........cccveeveeeiieeciieecieeeee e 15
Technology architecture ...........cccooevieiiiinciieieeeeeeeeeee e, 16
DeSIgN INPULS.....ccciieieiieciieeee ettt steebe e e ae e e e s aeeees 16
Content INPUES......ccciiiiieiecieeiecteeteeeee ettt aeeeee 18
Considerations before Beginning UX .........ccccoccvvviirviiniieniienienieneeneeseenn 19
Understanding your target USErS.......ccccoecverieneeneenierniensienieeseennennes 19
Deciding on a new project or redesign ........cccceveeverviervervieneeneenne. 19
Identifying the technology.........ccoeeiieiiieeiieeeeee e, 20
Maintaining the eXperience..........cccoceeeeeeiieiieneecieccieee e 20
ENnsuring CONSIStENCY .......ccvvevuieviirciieieeiecteeteeeeee e 20
Determining your level of comfort ..........cccocevvierinneecinniniienieneenne, 20

Understanding what makes a good UX designer ............cccceevenenne. 21



UIII UXFor Dummies

How a Typical Project WOrks..........cccooveiiieoiieciieecceeeeeceeeee e 21
Define PRASE ......cccveeeiiiieiieeeeee et 22
DeSIGN PRASE ..ottt e 23
BUild PRase ....cccoviiiiiieeeteeeeccee e 23
Test and launch phase........ccoceevivviiriinviiniie e 24
Maintain PhAaSE.....ccceviiiierieecteteeee e 24

Chapter 2: Examining Why You ShouldUse UX................... 25

Realizing UX for All Channel Benefits .........cccoceverviinnienieniinienienceceen, 26

Understanding How UX Benefits Your Business ...........cccecveeceieceennnnnnne 28

Understanding How UX Impacts Your Users .......c.cccocceeveeveenneenneeneeneennen. 33
Seamless information diSCOVErY........ccccoevvevviinienieneeciinieeeeeeeeeee 33
Ability to accomplish desired tasks ..........cccccevvuervienceenieneeneenennenns 34
Fashions the experience around the user..........c..ccccceevveireennennn. 34

Chapter 3: Determining YourUsers ...................cccivvnnn.. 37

User Experience versus Customer Experience............ccoceeevveeverecieennnnns 38

Gathering Data ......cocoeiiriiiiiieeeececeeeee ettt s 39
ONIINE SUIVEYS.....oeciiiiieieetieeieniieseeseesreesteesteesseessessesssessesssesssesssesses 41
USEr INEEIVIEWS ...ttt 41
FOCUS GIrOUPS ....oooviieieiieieertteteete ettt ettt ae e be e e aesnaeens 42
Ethnography and contextual inqUIry ........ccccoevveveevercinsiniienieneenne, 42

Analyzing the Data to Create User Profiles ...........ccocoevveverveniiinniencnennenne. 42
UX: Why is behavioral segmentation so critical? .........c..ccccecceeeeeee. 44
Putting the data into action..........cccccveeiieecieecieceeeee, 44

Prioritizing Who's Most Important...........ccccceeeveevieeriiesieecieeieecieeeeeeeeeeneen 48

Bringing Users to Life through Personas..........cccccocovvvvevenciincnncieneeneenen. 49
USING PEISONAS .....vevivieeeeiieiieiesteiteereeseesessessessesreessessessessessessesseessessens 50
What should a persona contain? ...........ccccoccveeeiieniieeciieecee e 50
Keeping it SIMPIE ......ccoceeieieiieeeieeeeeee e 52
Introducing PRyllis........cccoevieiieiieiieeeeecteeeeeeee e 52

A FInal EXAMPIE.......cccviiiieiieiieiiecieeeeie ettt ae et e ees 54

Building Upon Your Understanding........c.cccoeeceevnieiniiencieenieenieeeceeeieeenne 56

Chapter 4: Modeling the Experience............................ 57

Creating USEr SCENATIOS. ......cccueeierieeriieriienieeieeieeieeteeteeaeseeseesnesaeesaeeeees 58
Defining the user in the user scenario .........ccccceeveeveeviirvinveniennenne. 59
Defining the USer’s goals.........ccoceeieieierieniieeceeeeeeese e 59
Defining user eXpectations .........ccccovevvierienieneenennenienieeeeeee e 60
Identifying why the user engages here...........cccccoveeeiiecviiiieeeneenen. 61

Understanding and Designing User Journeys..........c.cccecceeveerveenneeneeneennen. 62
Identifying the goals for your journeys.........c.ccceeeeveevrenciirsreneennnenne. 64
Identifying the tasks within the journey..........cccccoeceevinvinneniennnnne. 65
Understanding how personalization can impact your journeys ...66
Identifying the tasks for a purchase decision.........ccccocevvvereencnnne. 69

Developing user journeys for omnichannel experiences................ 72



Table of Contents

Chapter 5: Understanding UX as (R)evolution .................... 77
Figuring Out Your Strategy........ccceceevierieiienieneeseeieeieeteete et 78
Defining a Sustainable Model............cccoceviiniinieniinnieiececieeceeeeeee e 82
Advancing the Future with a UX Process .......c.cccocevvinievinvinienieniencene, 85

Responsive deSign .......ocevviiiieiieniiinieeieeteteeeeee e 86
Adaptive deSigN........ccciiiiiiiiieiieeeeee e 86
Considering channels............ccccovieiirieiieninene e 87

Part 11: Components of Design ............ccccccueeeeeeeeeeeeeeeee 89

Chapter 6: Taming the Beast: Understanding What You Do

andDon'tHave..............ccoiiiiii e 91
Assessing Your Current and Future States ..........cccccvevveeeeceecieecieeieeneenne, 92
Understanding UX as an iterative approach ...........ccccovevveeeencenne 92
Performing an assesSSMEeNt..........cccceecueevieeienieneeneeneesie e eeeeeeeee e 93
Getting an expert opinion: heuristic assessments ...........cccccoc........ 94
Assessing your current-state analytics ........ccccoeveevviiniininnennennnnnn, 96
Understanding what’s happening — not why it’s happening........ 97
Conducting a visual systems audit............ccceeeevveecieecieicieeieeieeene, 98
Using scenario-driven asseSSment ..........ccecceveeneevenseenseenneeneeneene 99
Completing a contextual interview with a user ............ccccueeuenee. 100
Surveying Your Competitors to Build a Better Experience.................... 102
Defining and Prioritizing Features and Requirements...........cccccccoueunene 105
Ascertaining fundamental requirements ...........coccoeceeveeniinennienee. 106
Prioritizing features...........ccooeeviiiieeeciiiee e 107
Chapter 7: Developing Content Strategy........................ m
Defining Content and Content Strategy .........cccceevevieeveeceeecieeeeeieeeeeeenne 111
Making Your Content WOrkK..........cccecieviereninininieieieeceeceeeeeee e 113
Understanding the Content Inventory and Audit..........cccccevverienvennennns 115
Completing a content iNVENtOry .......ccccceeveveeveenieeciieieeieeeeeieeene 116
Completing a content audit ...........ccoceeverrieriinennenienieeeeeeeeene 122
Interviewing Stakeholders for Content Requirements...........ccccceceruennne 125
Creating the Content Strategy Audit Report and Future-State
Point of VIEW (POV) ....coiiiiiiiiieeeeeeeeeee et 128
Chapter 8: Designing the Content Strategy...................... 131
Getting Started with Content Strategy........cccocevieieneneninieeeeeee 131
Identifying the Necessary Content TYPES .......ccccceeveeveecieeciesienieeneeneenns 132
Creating Experience-Level, Section-Level, and Page-Level
Content STrate@y ....cceecveeiiiienierieeeeee ettt 137
Creating a Content Model...........cccoviiiniiiiiniiniiniinieeeeeeeeeeeeeeeee 138
Creating @ TAXOMOMLY .......cccuecveeierieenieenrieiteeiteeteeteesseesesseesseesseesseesseesseenns 140
Identifying Content Life Cycles for Each Type of Content ..................... 143
Creating a Governance Model............ccccvevuieviieciieciieiieeieeieeee et 148

Creating an Editorial Calendar and Production Tools...........c.cccecvenenne 152

x



X

UX For Dummies

Chapter 9: Building the Information Architecture................ 155
Benefits of Good Information Architecture..........c.ccccoeerininiinencnenene 156
Creating a Sitemap as the Framework of Your Experience.................... 156

Assessing your CONTENt.........ccccevevviirnieeiieniienienieneeseee e 157
Creating a high-level sitemap ........ccccceecevviiniininniniinneeeeiee 158
Creating a sample browse path .........cccocvevieiiececcicciceeecee, 160
Templates VErsus PAZes......cccceevervierierienieneenieeneeseeee e eee e 161
Templates as part of the design system.........cceceeveeceeciieciecvennnnn. 164
Template INVENTOTY ......c.ccveviiiiieiieieieeseeeeeeee et eiees 165
Constructing a Blueprint with Wireframes ...........ccccoceeviivviininnvininnenns 166
Examining components of a wireframe............ccocoeervvrvinniennnnnnn. 167
Annotating your wireframes............ccccceeevieriieeeciiecie e, 169
Maintaining sitemaps and wireframes .............ccccoovevievenenenennnnne. 171
Wireframing navigation...........ccccceecievieeiieeciecciesieseeseese e 171
Limitations of wireframing..........ccccoeerviervienvieniiinieeneeceeeeieeeeeeenn 173

Chapter 10: Designing for Specific Channels ................... 175
Changing Trends in UX ........ccccovierieiienieieeieeie et eieereseesee e seesaeesaeenes 176
Preparing Your Design for Multichannel..............ccccoveeviiniiniinniininnienns 177

Considering content for multichannel ..........c.cccceveniiniinniennnnnn. 179
Ensuring a multichannel approach............ccccocovieviiiienciinceeeene 180
Designing for Home Desktop, Laptop, and Large-Screen Computers... 183
Designing for Mobile Phones ..........cccooceeiiiienieciicieeeeceeceeceeeeeeene 185
Mobile website design best practices..........ccocevvueevierviervencreneennnne 186
Special functionality for mobile sites..........cccoceevirvercinviniieniennen. 191
Accounting for feature phones ...........ccccoecevviiniiniiniiniiniieeee, 192
Designing for Tablet EXperiences..........ccccoceeeiieniiieeciieecie e, 193
Designing UX for Other Channels..........ccccooceviririienienenineneeereeeeene 196
Other digital eXperiencCes..........cccocvereereeriieniierieeieecie e ere e eae e 196
IN-StOTe KIOSKS ....ooviiiiiiiiiiiieeeeteee et 197
Considering E-mail and SMS..........ccocoviviiiniinenniecienienieseeeeeneens 197
Print materials.......co.coceveviirinenirecccce e 198
Considering the Role of Social Networks ...........ccccceevveevienviinienieeeeeens 199

Chapter 11: Diving into Visual Design.......................... 201

Wearing a UX Hat for Visual Design ..........cccoeeeeiieciieniieeieeeee e 202
Layout: Information architecture versus visual design................ 202
Defining the benchmark based on screen sizes

and Platforms........cocieiiiiiiieieeieceecee e 203
Starting with brand guidelines...........ccccecverviinieniinenniniinienieene 204

Understanding the Basics of Visual Design..........cccceveevienviiniiiniiencenenns 204
Master template and grid............ccceeeeeviieiieiieieeeeceee e 205
Grids in @CHION ...oovieieiieieice s 206
Using color appropriately.......cccceciicieevieeienienieneeseeieeceeie e 207
Leveraging the power of type.......cccoccvvvveeienieniincesecececeeeene 207

Other key components of the visual system..........ccccoecvervveriennn. 208



Table of Contents

Conceptualizing Visual DeSign...........cccoveveeviieciieciieieeieeeeceesee e 209
MoOd DOArding.......c.cccueeieeieeiiciieeieeeee ettt ae e 209
Creating @ PAge COMIP......occueruieiiiriereesieeieestee e eteeaeereeveeaesaessnens 210

Validating the Visual Design ........ccccecvvviiriincieniienieieeceeeeecvesee e 211
Replacing placeholder text with actual content and copy........... 211
Validating visual designs with stakeholders.........c..cccceveruennnnnee. 212

Creating and Using Style GUides..........ccceeeevuieciiecieecieeieceeceeceeceeee e 213
Common components of a style guide............ccoocevevircennenenennenne. 213
Guidelines for voice and tone within content and copy............... 215
The bigger PICLUIE ........ccveviiiieiieieceeeceee e 216

Part 111: Your UX it ACION..........cccauuccieincicennciceenneaas 217

Chapter 12: Testing: How It Can Save YourUX .................. 219

Eight Common Testing Myths in UX ........cccocevviiviiiinninienienieeeeseeneene 220

The PoOWer of ProtOtyPes......cccvviivvieeiiniiniinietciecieeee ettt 221

Deciding on Your Testing Strategy........ccocevieverviernennieniienienieeeeseeneenne 222

Identifying what to test ........ccccvviviieeiiicecee e 224

Choosing a testing method..........c.ccoocovininiiiiiinieeeee 224

Identifying research participants ..........ccccoeceeveeneeniieciniencieeeeeen, 225

Selecting a location for testing.........cccocceevvervieniinieniencinicieeeeene 227

Incorporating stakeholders into the process..........ccccevvrvvervennn. 227

Using Participatory Design Testing Methods ..........cccceeveevviiniiniinienens 227

Conducting a Card Sorting EXercise........ccccovveeieeiiecieecieeiecieseeceeeeeseenne 228

Usability Testing Primer.........coccooveeieniiniiniiinieeeeeeeeeeseeeeeseesieee 231

Chapter 13: Measuring Your UX to Keep It Relevant ............. 235

Measuring UX Performance as UX Strategy ........cccceeceveveeeeienieneenennenne. 236

Understanding Goals, Objectives, and Metrics .........cccccceevvevcierieneenennns 238

Putting the Performance Approach to Work .........c.cccceevvevviinciinienccenennns 241

Considering goals and objectives for your experience................. 242

Defining specific metrics to measure...........ccoceeveevervenvienvieneenen. 245

Understanding Channel-Specific Requirements............cccccceeeveeveneenenne 251

DeSKEOP EXPETIENCES .......ecvvieieeieeiieieeieeeeete st e e saeese e eseeaeseeens 252

Smartphone eXPeri€nCes .........cccecuircierviereeneeneeseeneecieesreeeeeaeseeens 252

Tablet EXPETIEICES ......ccoccviviieiietieieieiereeeee et sae e saees 253

E-mail/SMS €XPEIIENCES .......cceeevierieiicieeteectiecteeeie et et ere v 253

Social media MEICS .......ccovvveeieieieieeeeeee e 253

Capturing and Reporting on MetricCs.........ccccecveeciiecieeieeiecieceeceeeeeieene 254

Chapter 14: Making It Past the FinishLine...................... 257
Determining When You Should Consider Bringing in

Additional ASSISTANCE.........cceiuiriiriieieieeee e 258

Supporting Large-Scale UX Projects with
Additional Information Architects.........ccocevieniinieneenencireeieeieee 259

Xxi



Xii

UX For Dummies

Bringing in Visual Design EXperts .........cccccoevecieiiiiencieecie e, 260
Sources of visual design talent...........ccccoeeeveerieieninienineerereee 261
Developing specific visual assets: Photography,

illustration, and VId€O...........cccoovuviiiieiiiiiiiieeeeieeecereee s 262

Assisting with Content and COPY ......cccecevvieriienienieniieceeeeieeeeeene 263
Content strategy assiStancCe..........ccoceveeverneenennenieniesieseeeeeneens 263
Written copy and copywriting assistance..........c.ccccoccveevveeeveenneen. 264

Supporting User Testing Activities ..........ccoceeeriiriinienininreeeeeee 264

Enabling the Technology Architecture through Expert Help................. 265
Complex technology architectures ..........cccccoevevveevenciircennienceennn. 265
Platform-specific technology assistance .........cccccecevververvienceennnen. 266
Rich media asset development ...........ccccoecieeviiieiiecieeeiiecee e, 267

Where to Find UX HEIP .....ooooviiiiiiieeeeee ettt 267
Browsing great Web reSOUYCES.........c.ccveeevereeriienieeieeie e eie e 268
UX MAZAZINE .....ooeveiieciieiieieeieeiteeie e eteseeseestseseeesaesssesssesssesssesseens 268
Smashing Magazine ..........ccceeeeveriiiiiiriieniereereeseeseeie e 268
UX BOOth ..ottt 268
LinKedIN......cccooiiiiiiieeetcce e 268
UX BOOKS ...ttt 269
Attending UX CONfErences ..........cocoeveririenienienenenceieieseeseeseeene 269

Part IU: The Part of Tens ..........cccccceeeceaaaaaaaacnnennnnenee 271
Chapter 15: Ten Reasons Why the User Is Your Most

Important Consideration ..........................cciiinL. 273
UX Is Based on User-Centered Design .........ccccceeeueeviieiieecieeciecieceeeeeeneens 273
UX Focuses on How Services Are Used ..........coceeceeievieneneneeienienenenene 274
Users Vary in How and What Content They Consume.............cccccuennnne 274
Users Share Their Experiences — Positive or Negative...........cccccc.c... 275
Users Change OVer TIME ..........ccoeeeeeeienienereeeeeeiesiesre e seeeeae e saesnens 275
User Experience Trumps Brand Messaging .........cccccoveevvevvieneenieneenennne 276
Your Competitor Is Only a Click AWAY .......ccceeeerrienieneecieeieeiecreeeeeeene 276
Your Users Are NOt YOU ....cc.cocuiiiiieiiieiicieeiecieeteeesieesteeaeete e eaesanesneeas 276
Experience Is Personal...........cccoceevieeienieniinieneeieesieeieeie e see e 277
Experience-Focused Companies Out-Perform the Market ..................... 277

Chapter 16: Ten Ways to Ensure That Your UX Is Best in Class . . .. 279

ASK YOUY USEYS .ottt et ceaae s et eenaaa e s eaaeee s 279
Conduct a Heuristic ASSESSMENT..........ccoovviiiiiiiiiieiieieeeieeceerreee e 280
Monitor Your AnalytiCs ......coceeieveeriiiniinienienienieeieeieeeestese e 280
Focus on the Enjoyment Factor..........ccocccoeviiieiencieeice e, 281
Keep the Experience Fresh..........ccoooiiiiiiiciicicciceeececeeeceeeeeeee 281
Structure the UX to Reflect User Needs.........coovvvevvveeiieiieieiiiieeeieieeeeene 282

Reuse COMPONENTS........cccueriiriiiiiirieeiesiest ettt steeteseesseeseesaeesaeenes 282



Table of Contents X[ [/

Support Multiple Platforms...........cccoveeiiiienieeieeeeeeeeeee e 282
DON’t LOSE YOUT USET ....uvieiiieiiiceiieteeieetieeiteeteieesteesteeveeaeetessaesaesanenveanns 283
Create the Experience That Competitors Copy.......ccccecuerevervenceeseenennne 283
Chapter 17: Ten UX Principles That Never Change. . ............. 285
The User Is Rarely Wrong..........ccoceeieeiiiiinienieeciecieeveeee e 285
Usability Is an Absolute Requirement............ccccoeceevirieeviencieniienieneeneenne 286
Content IS KinG......coceeiiriiiiinieececectciescste et 286
Don’t Underestimate Visual Design ..........ccocceverviininnieniienienienienccneene 286
Prototypes Are Powerful TOOIS ........cccoocvieiiiiciiiieeecee e, 287
UX Is an Art and a SCIENCE.........c.cecveeieeiiiieeieceecieecteee et sae s 287
Good UX = A User’s APProach .......ccceeceeveeciieiiieciesieeieeieseeseeseeseeseeenns 287
LSS IS MOTE ..ottt ettt ettt ettt e ste e be e ste st e ssaesate s e esanenseanes 287
ConsiSteNnCY IS KEY ...cciiviiiiiiieiieieeitcteescse sttt 288
The Experience Is the Brand...........ccccooovieiiiciiiieceeeeeeee, 288

GLOSSAIY ...eeeeeeeeeeeeeaaaaianneeeeeeeaaaaannnnneeeeeesasssnneeeeeee 289

JHAEK ......ecaaaaaiiaacaieancaeeenacennnacennacrencaceennceeannceas 299



XI(/ UX For Dummies




Introduction

Fe methodology of user experience design shapes many products and
services that surround us on a daily basis. It informs the websites we use,
the applications on our mobile phones, the software packages that pervade
our worlds, and even the physical products and environments in which we live.

How are these experiences designed to ensure they work seamlessly and
easily for users? What are the best practices to follow to ensure an product is
useful and usable? User experience design can provide the answers.

User experience — or UX for short — is a field growing in popularity and
visibility in business today because great user experiences help ensure that
products and services are adopted, used, and even enjoyed by their target
users. Although a variety of inputs go into UX design, the practice of UX
design is not necessarily complicated. This book shows you how easy it is
to get started with designing great UX.

About This Book

You can use this book in a variety of ways. Naturally, you can read the book
from start to finish, which will give you a broad understanding of the critical
components of UX in a linear fashion. Alternatively, you can use this book
as a chapter-by-chapter reference guide — a tool that gives you a better
understanding of specific topics, themes, and challenges as you encounter
them. You may also choose to read just the first few chapters together to
get a basic understanding of UX, and then use the remaining chapters as an
ongoing support guide.

In general, think of UX For Dummies as a basic guidebook to the major
components of UX. UX is a commonly misunderstood domain — many people
think of UX as just usability, but it is so much more. There are subdomains,
such as information architecture, content strategy, visual design, user
research, testing (including, naturally usability testing), and many others.
The topics, terms, and subjects can be confusing to the newcomer, and the
primary objective of this book is to shed some light and help to alleviate
some of the confusion.
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Foolish Assumptions

The practice of UX is relatively new — only 15 to 20 years old, and it was
borne out of the field of Human Computer Interaction (HCI), which focused
on how people interacted with early forms of computers and related technol-
ogy. UX is also continually evolving, expanding, and iterating to address new
types of experiences and technologies, such as tablets and smartphones,

or new interaction methods, like touch and voice. This book aims to give a
broad-brush understanding of the world of UX, but always keep in mind that
what is relevant now will change as new technology emerges. New topics and
approaches are constantly being developed to address our ever-changing
world.

UX design is used for many different experiences, including websites, mobile
apps, tablet apps, desktop software, kiosks, game design, and many others.
In addition, though, UX methods are sometimes used to design physical
products and real-world environments like retail stores or bank branches.
However, in most cases, UX refers to the process of designing digital experi-
ences, and that’s our focus of this book: to highlight how UX is applied to
many types of digital challenges.

This book highlights a variety of types of digital platforms, but the book inten-
tionally does not dig too deeply within any one of these subjects specifically.
Naturally, entire books can be written (and have been written!) on the sole
topic of web design, software interaction design, or mobile app design. The
basic building blocks of UX are applicable to all of these types of challenges,
and this book is a guide to UX in its most fundamental form.

Although UX is design practice that was borne out of technology experiences
(web, mobile phones, and software),UX is not really a technological field. It
deals with technology but is focused on understanding how the user interacts
with technology rather than focusing on the technology itself. It is a common
misconception that UX is a technology development process. In reality, UX is
more aligned with other forms of creative design and production processes,
such as advertising or product development.

leons Used in This Book
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Icons are those little pictures that you find in the margins of this book. We
use them to grab your attention and steer you toward key bits of information.
Here’s a list of the icons we use in the book and what each one means:

Some of the points made in this book are things you should consider committing
to memory. These are important details that will serve you well in years to come
if you remember them.
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These are the insider’s tips that we have gathered over the years. These can
help you ensure success, as well as avoid many of the common pitfalls along
the way.

Years of experience in the world of UX has taught us a lot about what works
in the world of UX, and what does not. These points help identify the most
common mistakes and misconceptions made during a UX project.

The Technical Stuff icon marks information of a highly technical nature that
you can normally skip over.

Beyond the Book

To read more on topics related to UX, check out the following things:

In addition to this book, we supply content online that feature the following
information:

1 Cheat Sheet: The UX cheat sheet is a quick reference guide for some of
the primary themes discussed in this book. You can find it at the following
www . dummies .com/cheatsheet /ux.

v+ Dummies.com online articles: We've written some articles about
content strategy, information architecture, user research, and testing
resources. You can also read “Ten Things to Prepare Your UX for the
Future” at www.dummies.com/extras/ux.

Where to Go from Here

Welcome to the world of UX. If you are reading this book (and obviously, you
are, for which your humble authors thank you deeply) then your curiosity has
been awakened into designing experiences with a new and different focus — the
user. Our recommendation is you should read Chapter 1 and then take it from
there. If after the first chapter you want to focus on a specific topic, then
jump right to it. Good luck!
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In this part . . .

v Understand the basics of user experience design and how it's
focused on the wants and needs of the user.

v Recognize the importance of UX and the business value it can
bring.

v Define basic models for understanding users and find out how
those models can be used during the UX design project.




Chapter 1
Defining UX and the Process

In This Chapter
Orienting you to what UX is about and why it’s important
Understanding how to use UX
Defining the various components that comprise the world of UX design

Any darn fool can make something complex; it takes a genius to make
something simple.

— Albert Einstein

M aybe you think UX is a high-tech term that applies only to folks who
work with computers. And prior to picking up this book, you had

no reason to understand anything about UX. Or maybe you develop code
for a website and want to learn how to more effectively work with folks in
UX. Regardless, it is safe to bet that UX has impacted your life in numerous
ways, quite possibly every day or even every hour. If you've ever browsed
a website, purchased a product online, checked the weather via an app on
a smartphone, used an electronic kiosk at an airport to print a ticket, or
interacted with an interface on your television to watch a movie, you have
touched on the world of UX. There is a UX that surrounds many types of
products, from home appliances such as the interface on microwave ovens
to the dashboard of your car. Empowering so many of today’s everyday
products and digital experiences is the art and science of UX: making our
interactions and transactions seamless, effective, and oftentimes invisible
for people who use them.

UX is known by several other names, such as UXD (user experience design),
user-centered design, human-computer interaction (HCI), and experience
design. Although there are subtle differences in these expressions, regardless
of what you call it, UX plays a critical role in making our physical and digital
lives frictionless and enjoyable. When good UX practices are not deployed,
the result is interactions that are frustrating, confusing, ineffective, or just
plain useless or ugly. If you have ever used a website and walked away from
the experience so frustrated that you wanted to throw your monitor out a
window, you know what it means to encounter bad UX design.
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Perhaps you are thinking of launching your own website, designing a blog, or
maybe you just want to better understand the basic design considerations

of the world of digital media. Maybe you have a website but it is not accom-
plishing your intended goals. Or you have to ramp up quickly on UX so that
you can work with a UX professional. Regardless of your starting point, taking
a look at UX will help you think differently about the digital phenomenon that
is changing our world. This chapter helps you get started on the UX journey.

What Is UX, Really?

UX, simply put, stands for user experience. You may be asking, “Why not UE?”
But in the world of user interaction, X takes precedence over the letter F.
User experience is the design practice that focuses on creating experiences —
typically digital experiences like websites, for example — that are easy to

use and satisfying for users. It focuses on a design practice that puts the user
at the center of all considerations, so that the eventual experience provides
interactions that are intuitive, helpful, and even enjoyable.

Although user experience can apply to many different types of products and
designs, the scope of this work is to focus primarily on digital interfaces.

In this context, user experience design is changing all parts of our world,
including:

1 Websites: Content sites, social media, and e-commerce
1 Mobile apps: Smartphone applications
1~ Tablet experiences: Apps for tablets

v Kiosks: Seen in airports, shopping malls, and so forth

v Software: Standard software applications such as spreadsheets and
word processing

v+ Product Interfaces: GPS systems, interfaces in automobiles to control
audio and climate, digital interfaces to common household appliances
such as TVs, and microwaves

From a business standpoint, UX best practices help to define how your brand
or business will be experienced by customers through digital media.

Good UX can ensure that customers use and actually enjoy the experiences
you design. If you've ever used a website, software application, or product
interface that confused you, you’ve probably experienced a design process that
did not leverage UX best practices. In addition, UX can be a key component in
establishing customer loyalty and goodwill.
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Good UX design has three fundamental measurements, and they are widely
known throughout the UX digital design industry. Any UX design should
embody all the following components:

v Useful: The solution provides content, features, or functions that
meet common user needs; in short, the experience must be useful in
all aspects. As an example, an e-commerce website could include the
capability to see if a specific product is in stock or not — a simply
useful feature.

v~ Usable: The solution provides functionality that is easy to use and
intuitive, for which basic functions do not require much active concen-
tration to accomplish. Given the e-commerce example just used, this
could mean that the process to purchase a product is simple and quick.

1 Desirable: Good UX designs enable experiences that are desirable, or
even delightful. So not only does the solution provide useful features that
are easy to use, but it also does so in a way that engages the user — often
through great visual design, content, and copy. To continue with the
e-commerce example, the capability to purchase a product online should
be so compelling and enjoyable that users are likely to come back again
sometime soon or even share the experience with others within their
friends and family.

If the user experience is not all these things — useful, usable, and desirable — it
is very possible the shopper will find other ways to purchase your product or
will purchase a similar product from another source. For example, if a user gets
frustrated because your website makes her do all sorts of things she does not
or cannot understand, she will quite likely jump to a competitor’s website to
purchase a similar product. And if you are really unfortunate, she might post her
experience in social media, such as on Yelp.com, Twitter, or Facebook, adding
further insult to injury and informing others to not use your experience!

UX Components

UX design is a particularly multidisciplinary practice that integrates a number
of components. The following sections highlight these components to help
you better understand what makes up UX. In later chapters, you find out
more about each of these areas.
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Information architecture

Information architecture is one of the most fundamental components to good
UX design and refers to breaking down a solution, website, or screen into the
most basic contents, including these:

1 Navigation: How a user navigates on a site

1 Content organization: How information is organized, into which
modules or “containers” it is placed, and where the modules go

v~ Visual priority of page elements: Where things fall or reside on the
screen

v Interaction design: What the interaction model is (defined later)

Information architecture is most often brought to life during the design
process through a wireframe: a black-and-white sketch of a web page or an
application screen, much like an architectural blueprint that provides a basic
illustration of a house under construction. Wireframes and information archi-
tecture also typically include technology and functional requirements, which
help to define how the experience will change (or not) when a user interacts
with it.

Content strategy

Content strategy determines how, why, where, and when content will go into
an experience. Content refers to any type of information that is recorded
(video, images, copy, text, information). The content for the experience is
another of the basic components to defining the user’s overall experience.
Content strategy is similar to the overall editorial strategy for the experi-
ence, outlining the objectives and defining characteristics of all the content,
whether that is written content or functionality. All content within an expe-
rience should have a purpose and must be meaningful in helping a user
achieve a task. Digital content must be written for “scanability,” understand-
ing that most users digest written content on a screen quickly, and oftentimes
without reading the full page.

Interaction design

Interaction design defines the rules for how a user interacts with an expe-
rience: what happens when users navigate, choose buttons, and follow
links, for instance. Interaction design helps to define the journey a user
goes through to accomplish a task. Say a user wants to interact with online
support on a website. What does the user do before, during, and after that
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experience? What types of interaction should the website include so that
all the user’s needs are met? The area of interaction design is growing as
the types of interactions with digital products increases. For example, most
smartphones allow for touchscreen interactions, providing new models of
interaction design that include touch, swipe, and pinch.

Usability

Usability refers to how well the experience performs against users’ interac-
tions with it. For example, if Sheila wants to check on her prescription using a
digital kiosk in her local pharmacy, can she quickly find the status of whether
the pharmacist has filled it? Is the kiosk useful to her, or is it just an oversized
gizmo unnecessarily taking up store real estate? Is the experience clear and
intuitive to users, or does it require active concentration to complete basic
functions or needs? Poor usability is an experience Kkiller in today’s world of
digital media. And an experience killer can mean a death in the relationship
between you and your user.

You should know your users — those who interact with your product, service,
brand, company, or all of the above via a digital interface — as well as you
know your best friends (or even better). This means you need to get into
their minds and understand how they think, act, look, and behave. This
book explores how you begin to understand your uses, generally through
user interviews, usability testing, and other techniques that are explored
later in the book. You also have to stay on top of your users’ needs. Just as
with friendships, user needs and behaviors change. The better you know
your users, the more likely the experience you build will resonate with them,
which translates into success for your business.

Visual design

The visual aspects to any user’s experience are the most visible components

of the solution. Visual design not only helps to ensure a solution is aesthetically
pleasing, but it also helps ensure that the solution follows brand consistency.
In addition, though, visual design helps a user digest all the content on any
screen, so it’s a key contributor to the usability of an experience.

Of course anyone who pays a professional to build an interface wants it to
look good. But sometimes, this becomes the main priority — color and imag-
ery take the front seat to all other design decisions. Although visual design is
the final icing on top of an effective UX, it’s imperative that the other aspects
of UX are also represented in any final solution. A beautiful website that con-
tains difficult or unintuitive navigation will impress no one and may ultimately
compromise a business’s goals.

11
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UX Is a Big Deal

|
Figure 1-1:
Customer
experience
leaders
outperform
the market.
|

Simply put, good user experience is good business. Many companies — as big
as GE and as small as your local web design shop — are now focusing on the
discipline of UX. It’s just as important for Tom’s Tavern in Eliva, Wisconsin, to
embody good usability so customers can easily order food for takeout as it is
for a Fortune 100 company to have a robust user experience to sell products
online. Apple, for example, is known for simplicity in the UX of its products
and software. Just how important is UX to the business bottom line? As shown
in Figure 1-1, companies that provide an outstanding customer experience
outperform in the S&P.

Customer Experience Leaders Qutperform the Market
6-Year Stock Performance of Customer Experience Leaders vs. Laggards vs. S&P 500 (2007-2012)

Customer Experience
Leaders
50.0% 1 43.0%
40.0%
30.0%
S&P 500 Index
20.0% - 145%
10.0% -
0.0% 1
-10.0% -
-20.0%
-30.0% -

-40.0% - Customer Experience
Laggards
-33.9%

Cumulative Total Return

Here are some areas in which good UX can have a significant business
impact:

v Customer satisfaction and loyalty: The better the experience with a
product or service, the more likely customers are to continue to use
it, and to recommend it. The quality of the experience is becoming an
increasing factor in overall customer loyalty. If you use online banking
and recently switched banks, it’s easy to compare which bank has better
online banking services, more useful tools and features, and is easier to
use. Most consumers feel more loyal to the bank that offers a better user
experience.

+* Revenue: Clarity and consistency in UX will help ensure shoppers can
get through the online purchase process quickly and efficiently. For big
box retailers like Walmart, Target, and Amazon, clarity in the UX of the
shopping and checkout process can mean the difference in millions of
dollars in sales on any given shopping day.
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v~ Traffic: The better the UX on a website, the more likely users will spend
more time on the site and are more likely to return at a later date.
Increased traffic and dwell time have a direct correlation to rankings
in search engines like Google, and the higher the rankings, the more
additional traffic that will visit the site. In short, better experiences help
deliver more customers.

1 Brand expression: and finally, the better the UX, the better the impression
of the brand overall. A famous designer, Clement Mok, once was quoted as
saying, “the Experience is the Brand.” In his words, the user experience is
an active expression of the brand: a bad experience leads to poor brand
perception. A good user experience leads to positive brand impressions
and higher longer-term brand value.

How UX and Usability Work Together

UX and usability are often confused. Certainly, there is a close relationship
between the two, but these two concepts are fundamentally different. In short,
UX is a broader design practice that ensures the usability of a solution, but UX
is focused on broader objectives, such as usefulness and overall engagement.
Usability is an output of the UX, and within UX seeks to test the performance
of the solution. The following sections help to clarify how UX differs from
usability.

The basics of usability

Usability is an area of research and testing that primarily ensures that any
digital solution works, and is easy to use and intuitive. It also tests to make
sure that a user can accomplish the goals embodied by the digital solution. For
example, a local car dealership may want a website so that a user can locate
the shop, identify which cars are currently in stock, schedule service for an exist-
ing car purchase, or call the shop to discuss a new car. The usability of a solu-
tion can be tested and explored in many ways, and several of those methods
are explained in Chapter 12. Consider usability testing to be a primary method
of answering the question, “How easy is a solution to use?” Following are some
examples of common problems that usability testing can identify in a solution:

1 Navigation: How does a solution work, where does a user click to
accomplish key tasks, and is the website or application structured to
make sense to a user?

1~ Content: Is the content clear, and is it the right level of content at the
right time?
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+* Dead ends: Are there navigational pathways that don’t lead to the
completion of a user’s task; dead links; nonworking buttons; or links that
take users to features they did not expect?

v Cognitive overload: Are you asking the user to digest too much informa-
tion or complete too many functions or fields, or have you designed a
user flow that is too complicated?

The most important measurements for usability are clarity, consistency, and
ease of use. Thus, if you build an experience that is clear, concise, and easy to
use, then chances are your solution will be effective and you will please your
users.

Comparing UX to usability

UX, on the other hand, has a broader set of focus areas beyond just usability.
If usability aims to answer the question, “How easy is a solution to use?” the
world of UX design also aims to answer the questions, “How useful was the
solution?” and “How enjoyable was the solution to use?”

Making a solution easy to use is one of the key objectives behind user experi-
ence design, but UX also focuses on making sure a solution contains content,
features, and functions that are most useful to a user (not simply features
that work well). UX also focuses on how satisfying and engaging a solution

is, which is determined by factors other than how simple it is to use. Factors
like visual appeal, the tone of written content, and how the website or system
responds are all key components to determining how engaging and desirable
the final solution will be.

Necessary UX Inputs

One of the goals of UX is to make complex interactions and transactions
easy and enjoyable to accomplish. That said, it may not surprise you that
many considerations go into designing the experience to ensure that it feels
seamless. The building blocks of the UX design process focus on a number
of things: business goals, target users, enabling technologies, and content,
among others. All these topics become strategic inputs to the UX design
process.

Strategic inputs include the following: business objectives, competitive
landscape and technical architecture, design, and content input. You should
consider all these areas when building a user experience, as each impacts the
overall experience. The relationship between each input and user experience
is examined in the following sections.



