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Objectives

1. To select 5 categories like e-commerce, entertainment, e-ticketing, social
networking and web mails and find out the best practices used/applied to
position the features in those web sites.

2. To do comparative heuristic evaluation and comparative analysis of
the following web sites.

¢ Riyadh bank
e Dallah al Baraka Group

e QGulf International Bank
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The Importance of Usability

Usability is one of the most important factors in the success of
any web page design. It's all about making your primary and
secondary objectives blind simple! This includes making content
easy to find and giving users everything they want. With a good web
page design, a user should not have to stop and think, i.e., the next
step should always be obvious to them.

Usability Testing is an essential aspect of any user-centred
approach that puts the user, rather than the website, at the center of
the development process. Adopting such an approach advocates that
the user should be foremost in any design decisions.

According to the International Standards Organization (ISO)...

"Usability is the extent to which a product can be used by specified
users to achieve specified goals with effectiveness, efficiency and
satisfaction in a specified context of use.”

IS0 9241-11: Guidance on Usability (1998)
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An effective website...
o allows customers (users) to achieve their goals
o has a high conversion rate
o meets business objectives
o delivers a positive brand image

An efficient website...

provides answers quickly

follows a logical sequence

doesn't waste resources

requires less content management time

A satisfied user...

achieves their goal
enjoys their experience
tells others

comes back again

Usability testing will tell you where your website has
opportunities for improving all of these aspects, and in the
process achieve a high return on your website investment.
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Heuristic Evaluation

Heuristic evaluation is a variation of usability inspection
where usability specialists judge whether each element of a user
interface follows established usability principles. This method
is the part of the so-called "discount usability engineering"
method.

Basically, heuristic evaluation is a fancy name for having a
bunch of experts scrutinize the interface and evaluate each
element of the interface against a list of commonly accepted
principles--heuristics. Early lists of heuristics were quite long,
resulting in tedious evaluation sessions and tired experts. These
long lists rather defeated the purpose of this method, which was
to save time and money over testing. Nielsen distilled his list of
heuristics down to ten that have served him and others well in
evaluating designs.

These are ten general principles for user interface design. They
are called "heuristics" because they are more in the nature of
rules of thumb than specific usability guidelines.

Visibility of system status
The system should always keep users informed about
what is going on, through appropriate feedback within
reasonable time.
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Match between system and the real world
The system should speak the users' language, with words,
phrases and concepts familiar to the user, rather than
system-oriented terms. Follow real-world conventions,
making information appear in a natural and logical order.

User control and freedom
Users often choose system functions by mistake and will
need a clearly marked "emergency exit" to leave the
unwanted state without having to go through an extended
dialogue. Support undo and redo.

Consistency and standards
Users should not have to wonder whether different
words, situations, or actions mean the same thing. Follow
platform conventions.

Error prevention
Even better than good error messages is a careful design
which prevents a problem from occurring in the first
place. Either eliminate error-prone conditions or check
for them and present users with a confirmation option
before they commit to the action.
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Recognition rather than recall
Minimize the user's memory load by making objects,
actions, and options visible. The user should not have to
remember information from one part of the dialogue to
another. Instructions for use of the system should be
visible or easily retrievable whenever appropriate.

Flexibility and efficiency of use
Accelerators -- unseen by the novice user -- may often
speed up the interaction for the expert user such that the
system can cater to both inexperienced and experienced
users. Allow users to tailor frequent actions.

Aesthetic and minimalist design
Dialogues should not contain information which is
irrelevant or rarely needed. Every extra unit of
information in a dialogue competes with the relevant
units of information and diminishes their relative
visibility.

Help users recognize, diagnose, and recover from errors
Error messages should be expressed in plain language (no
codes), precisely indicate the problem, and constructively
suggest a solution.




Solutions

Confidential Information

Copyright ©@ Satyam-User Experience Management Group, All Rights Reserved

Help and documentation
Even though it is better if the system can be used without
documentation, it may be necessary to provide help and
documentation. Any such information should be easy to
search, focused on the user's task, list concrete steps to be
carried out, and not be too large.
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Heuristic evaluation is the most informal method and
involves having usability specialists judge whether each
dialogue element follows established usability principles
(the "heuristics").

Heuristic estimation is a variant in which the inspectors
are asked to estimate the relative usability of two (or
more) designs in quantitative terms (typically expected
user performance).

Cognitive walkthrough uses a more explicitly detailed
procedure to simulate a user's problem-solving process at
each step through the dialogue, checking if the simulated
user's goals and memory content can be assumed to lead
to the next correct action.

Pluralistic walkthrough uses group meetings where
users, developers, and human factors people step through
ascenario, discussing each dialogue element.

Feature inspection lists sequences of features used to
accomplish typical tasks, checks for long sequences,
cumbersome steps, steps that would not be natural for
users to try, and steps that require extensive
knowledge/experience in order to assess a proposed
feature set.

10
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[0 Consistency inspection has designers who represent
multiple other projects inspect an interface to see whether
itdoes things in the same way as their own designs.

] Standards inspection has an expert on an interface
standard inspect the interface for compliance.

] Formal usability inspection combines individual and
group inspections in a six-step procedure with strictly
defined roles to with elements of both heuristic evaluation
and a simplified form of cognitive walkthroughs.

Heuristic evaluation, heuristic estimation, cognitive
walkthrough, feature inspection, and standards inspection
normally have the interface inspected by a single evaluator at a
time (though heuristic evaluation is based on combining
inspection reports from a set of independent evaluators to form
the list of usability problems and heuristic estimation involves
computing the mean of the individual estimates). In contrast,
pluralistic walkthrough and consistency inspection are group
inspection methods. Many usability inspection methods are so
easy to apply that it is possible to have regular developers serve as
evaluators, though better results are normally achieved when
using usability specialists

11
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Objective

To do comparative heuristic evaluation and comparative analysis of
the following web sites.

e Riyadh bank
e Dallah al Baraka Group

e QGulf International Bank
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Gulf International bank
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* Website looks like an entertainment website (like any gaming wbsite)

* Very dark website. Color doesn't suited for bank website.

* Reading from dark background is verystressfull for eyes, (ergonomically bad)

» consistency is not maintained with other websites.

» “Home” link is not there on first page.

* Right click doesn’t work on the website therefore you cannot open any link in newvindow.

» when arrow is moved over the image on the right side it change to clickable option but nothing
happens.

Looks like read only text but are links
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GULF INTERNATIO

* Bullets would have solved the
problem

i i e Home
Home is clickable Home e
Produ

Home

Products 8 Services

It feels like “Press Releases
Awards & Achievements’
is one link or three links.

Not clickable But actually there are two links.

aments

Awards B
| achievements
Publicatior

Financial
Annual Repor

Publicatior

« All tabs are horizontally placed hence
consistency is not maintained and are
not clickable.

Same problem, cant tell whether*"USA
Patriot Act Certification” is one link or
are separate links.

* Home and other headings have same
font, same font size ane same color
but one is clickable and others are not
that may create confusion for user.

&] Done &] Done
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» Too lengthy page

« For contacts user has to scroll
down a lot which might irritate
user.

« information other than contact

details should not be given
under that heading.

Contact details

Other information's

2003

2002

2000

* When the page appears
all text appears as if it
is read only text.

«Too lengthy page.

« Too many links

Links on the page
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Not clickable clickable

Consistency is not maintained within the site also.
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What Business Demands.

Riyad bank

Microzaft Intemet Explorer

d bank osoft Internet Explorer

> DEBe o

i my bank

|

e

’Ii SE
|

I

& 7 1 =

| Homa | Aboutus | Branches | Fasdback | Sitamasp | Contaus | wsbmail | Carsars | wws |

I e
gt b

| Home | Aboutus | Branches | Feadback | Sitemap | ContactUs | Waebmail | Careers | wus |

ac bk

my bank... riyad bank
my bank... riyad

Personal Banking
Riyad Packages

& Printer Friandly Corporate Banking

Corporate Banking
Introduction © Printer Friendly

our modern approach to incomparable banking relationships!
from My Bank ... Rivad Bank

What are Riyad Packages?
who are they for?

How do these Packages work?

Introduction

Riyad Bank strangly believes in mesting the nesds of s dynamic, fast
growing and successful business customers. For this reason the Bank

has developed a variety of business banking solutions,

What are the features of Riyad Packages?

These solutions cater for various business needs including, cash
management, account management, finance (short and long-term),
trade finance and scheduled fund transfers. These solutions are
desioned to make the day-to-day running of the Financial side of the
business mansgement simpler and easier. These solutions can also be
Treasury utilized on-line from the comfort of your home or office, thus offering
you greater convenience and flaxibility.

L

What are Riyad Bank benefits?

_Carporate banking How can 1 subscribe to Riyad Packages?

Riyad Packages

Treasury Personal Banking

Branch of these

International Banking

Terms and Conditions

International Banking

Package details

‘Start Package
Tnspiration Package
Growth Packsge
Achiewement Package

Overview

Riyad Packages represent our new and modern technique for building lasting and incomparable
relationships with our customers. They will grow with you through all the stages of your life.. and
cater for your needs for banking services and products .. and provide extra discounts and added

» When mouse is moved over the links color change is feedback fousers to understand when to
click, but in these no feedback occurs which might confuse uer.

. . . . . Same problem as discussed in previous slide.
« the links are so close that change in courser is very difficul to notice.
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ContactUs | Webmail | Careers

Branches | Feedback | sitemsp |

| Heme | Absutus |

Sl el
l'll.[ﬂlJ bank my bank... riyad bank

-P_Nwll_sDUPH1v_0D9gtz0HIHR0UAs YT gll /deka/baseBoumi/ 3dIdyE wdIZNOUF QUM N,

was |

—Treasury
I (on
pfoducts \ services Treasury Services

Ivestmefit Services
Riyad Bank's Treasury Services provides & full range of products

and advisary services to enable Corporate Clients and individuals to
. hedge against exposure to currency and interest rate movements.
Personal Banking
Riyad Bank's Treasury Services team is comprised of an

experienced, motivated and knowledgeable group, able to advise on

l Carporate banking
any of the products that are available in the international market place.

International Banking

| piyad Bank's Corporate Treasury Team is in constant contact with
global markets and offer instant insights into international currency and

interest rate trends.

Please click on the name of the services you are interested in, and you
will be shown the page that tells you in mare detail what we have to

offer and how you will benefit.

Not necessary on this page

Same problem as discussed in
earlier slides.

Treasur

Satyam
What Business Demands.

Carsars | wus |

ContactUs | Webmail |

Feedback | Sitamap |

Branchas

‘my bank... riyad bank

Banking
International Banking & Printer Friendly

Rivad Bank complements its strong presence in the Kingdom with a
focused snd progressive approach to International Banking. In order to
serve its clientele in the most efficient way, Riyad Bank has established
located offices the United Kingdom, USA and Singapore.

Personal Banking

Corporate banking

Treasury

These offices cater to Saudi and Gulf relsted business needs of
corporate clients.

In addition to these overseas offices, Riyad Bank maintains an
extensive network of correspondents throughout the world, to support

Same problem as discussed in
earlier slides.

the needs of its customers. Besides providing international services,
Riyad Bank develops 3 closa working relstonship with these
correspondents to further support and enhance the underlying customer
to customer relationship.

Riyad Bank maintains a number of professional teams specially trained
to assist our corporate and private clients in all matters concerned with
cross-border Trade Finance, Corporate Finance and Investment.

Flease click on the name of the departments to find out what services each has to offer for the
satisfaction of your international banking needs.

® Financial Institutions
= Overseas Branches

Don’t need here

U_ .M

Solutions
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What Business Demands.

3 my bank... ripad bank - Miciasoft Intemet Explorer

| Home | Aboutus | Branches | Fesdback | Sitemap | ContsctUs | Webmasil | Carsers | wme |

my bank... riyad bank

| Riyad Online

@ Click hera o install the following Actvex contral, ‘Adabe Flash
Player nstaller from "Adobs Systems Incorporstad Intemet Banking
P through Rivad

| Homa | Aboutus | Branche: | Feadback | Stemap | CentactlUs | Webmail | Carsars | wus |
ol by

(W) s
nq#d’ﬁ# I bank

i Riyad Online
Fersonal Banking
Business Banking

@ Click hera o install the following ActiveX control- ‘Adabe Flash

Eariansl Barking Playsr Installer fram *Adobe Systems Incorporated. Internet Banking
Business Banking u through Riyad
SRR - Bank Corporate Banking
Login  Info & Apply | Login__info & Apply
International Banking inance

e Rivad TradeFinance
Treasury Trade Finance Treasury
through the 8
~  Rivad Bank News Business News Internet Riyad Bank News BusinegRews
So—— —— I togin_info & Apply | —_—
o Saturday, February 02, 2008 ey X 5e aean Investments ‘::’"";’":"‘“ Saturday, February 02,2008 s 2ues
Ladies Banking Rigad Capital Launching ) . ies Banking Riyad Capital Launching na 23,
Saudi Arameo, Total ta ol sl firdet al
...
<onstruct 400,000 bpd refinen
el i i riyad capital
Login_ Info & Apply
Remote Banking

Login Info & Apply.

{ | Rirad Bank SME Toalkit_
Ll e o,
| 3 SME Tooll

Personal Financial Planning

Remote Ganking
Personal Financial Planning

Lait  Changs % Changs Useful Links

Financial Resulte
Saudi Market Reports
Customer Care

Start Date : 21/06/2008

24062008 972228 6743 069w
End Date : 30/06/2008

Change % Change Useful Links

Firncii ol R s Saudi Genaral Index Last
Saudi Market Reports
Custorner Cars 240652008 L o o Start Date : 21/06/2008
Arab Market Indices Global Market Indices End Date : 30/06/2008 Glabal Market Indices

Ussful Links
s of Use

This login and info & apply is for Riyad Online but it appears as if it is for
Riyad Trade Finance because of proximity.

The punch line should be

Why these empty spaces?
if separated because of different categories then close to the logo. same h ith the other tw
each category should have heading. ame happens with the other two.
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Satyam
What Business Demands.

2 my bank... rigad bank - Mic:

:7['11 »m -
5 =5

il owonn tiyacank. comwps.poital/ ulp kel A04_S95PykssyDuPLMrb2vMOY_0jzKLddw3SDIE SYGZF gHBk ShBVG O CBFIL 2cVF2g10x3b_0A_VLeOlhyRdFAHZCHE |dehavbaseS darl/L3d b vAENQUF2OUMWNE =] £

| Home | Aboutus | Brancher | Feedback | Sitemap | ContactUs | Webmail | Careers | wos |

el ]
‘-bu'ubcmk riyad bank my bank... riyad bank

riyad my bank... riyad bank
Personal Banking e T LI L Personal Banking > Golden Services >
s Rt Etaring An Account
Tiscaiog x s vl 1slamic Banking & Frinter Frisndly Managing your money | Introduction R
e Riysdank Cards ; . . X
[RIFACRER Carets . ) X o s Riyad Bank is pleased to present to you its Golden Services for Rivad
Borroving Money Having access to banking products which are Sharl a compliant is o Phurisy, Bank's private, preferred and priority customers. Thess special |
Riyad Packages impertant for many people in the Kingdom and beyond, | o servicas were created for the purpose of meeting all vour personal |
banking and investment neads, These services are privats, confidential

Golden Sarvicas
and place you among a selact group of distinguished bank customers.

Parronal Financial Flanning | | thig s why Riyad Bank has designed a special line of Islamic products
0ld Heritage and Modern Advances

Bynking and services, ranging from eweryday banking transactions to
loans and investment for personal and business customers including
Parzanal Finhnce Rivad Bank's Golden Service. The most distinguished feature of Riyad Bank is its national character
orporate Cistomars and identity. We are deeply rooted in the Saudi tradition and its
ges y emphasis on personal care and concern for people. Yet, our banking
N o Flsasunl:ui( on the n::nu to the IdR‘ under Islamic Banking to find out system and technalogy is thoroughly modsrn snd sllows for instant =
hmm*“kmv mare information on the service/s relevant to your needs. and direct relations and communication with internationsl banking
peeRcE: Introduction
Corporat\ banking
Corporate B\nking
Troas\er
Treasury

Intornational Baling

Inermational Nanking

It seems these links are already clicked. :Lt\SgemShtheseflinks :re already clicked.
And might confuse the user. nd might confuse the user.
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How good for

Look & feel Ease of use novice user Navigation
8/10 7/10 7/10 6/10
5/10 6/10 4/10 5/10
3/10 4/10 3/10 3/10
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Riyad bank

http: / /www.riyadbank.com

Gulf Inernational Bank
http: // www.gibonline.com

Altawfeek.com
http: / /www.albaraka.com

Copyright ©@ Satyam-User Experience Management Group, All Rights Reserved

Rating : 7/10
Rating : 5/10
Rating : 3/10
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Recommendation

o Coding should be proper, there should not be e The links should not be too closely placed that the
link which are half clicked and half portion left behind courser transitions cannot be seen.
not clickable. e Dead links should not be given on the page,
e Separation of ads should be proper. It should not get which leads nowhere.
mixed with the content of page. . Proximities should be taken into consideration
e Alignment should be proper. Content should not while placing the links

bulge out of page outline.

e Different links should be separated properly, they
should not me merged. Proper spacing, underline,
bullets can be used.

e The font, color ,font size used for any link should not
be used for headlines on the same page.

e Light shades should be used for such web sites.

e (Consistency should be maintained thought the web
site.

e \Nebsite pages should not be too long, user don't
like scrolling too much

e Give relevant information only, what the heading
says.
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Recruir user

A

Give them a task to perform

A

Ask questions

A

Observe and take notes
while user is performing task

A

Collect data like time taken to
Complete the task,errors made

A

Analyse the data

Solutions
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Satyam

General Concepts of Usability Testing

Usability testing is carrying out experiments to find out
specific information about a design. Tests have their root in
experimental psychology, which used to mean a reliance upon
heavy-duty statistical analysis of data. Today, with more
emphasis on the interpretation of the results rather than actual
data-driven figures, you see less importance given to the hard
numbers and more to the other things you find out during the
test. For example, a lot of tests done today use the thinking-
aloud protocol in conjunction with some sort of performance
measurement. While performance measurement is still useful,
information gathered from the thinking aloud protocol often
makes its way into the product faster--it doesn't need to be
aggregated and analyzed before you can act onit.

The overall process 1s simple; get some users and find out
how they work with the product. Usually you observe individual
users performing specific tasks with the product. You collect
data on how they're doing--for example, how long they take to
perform the task, or how many errors they make. Then analyze
the data from all your experiments to look for trends. This
section, based on Rubin's Handbook of Usability Testing, breaks
these phases out in more detail.
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Recruir user

A

Give them a task to perform

A

Ask questions

\ 4
Ask user to vocalize what he is
Thinking while performing the
task

l

Observe and take notes
while user is performing task

A

Analyse the data
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Satyam

Thinking Aloud Protocol

Thinking Aloud protocol is a popular technique used

during usability testing. During the course of a test, where the
participant is performing a task as part of a user scenario, you ask
the participant to vocalize his or her thoughts, feelings, and
opinions while interacting with the product.
You begin by providing your participant with the product to be
tested (or a prototype of its interface) and a scenario of tasks to
perform. Ask participants to perform the tasks using the product,
and explain what they're thinking about while working with the
product's interface.

Thinking aloud allows you to understand how the user
approaches the interface and what considerations the user keeps
in mind when using the interface. If the user expresses that the
sequence of steps dictated by the product to accomplish their
task goal is different from what they expected, perhaps the
interface is convoluted.

Although the main benefit of the thinking aloud protocol
1s a better understanding of the user's mental model and
interaction with the product, you can gain other benefits as well.
For example, the terminology the user uses to express an idea or
function should be incorporated into the product design or at
least its documentation.
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Select two user Co-Discovery Method

Co-discovery is a type of usability testing where two
: : participants attempt to perform tasks together while being
Give them a task to perform observed. The advantage of this method over the thinking
aloud protocol is two-fold:

A

Ask questions ¢ in the workplace, most people have someone else available
l for help
e the interaction between the two participants can bring out
Ask users to vocalize what they more insights than a single participant vocalizing his or her
are thinking while performing thoughts
the task

As with the thinking aloud method, you begin by providing your
\ participants with the product to be tested (or a prototype of its
Ask direct questions interface) and a scenario of tasks to perform. Ask the
about the product participants to perform the tasks using the product, and explain
what they're thinking about while working with the product's
J interface. Have them help each other in the same manner they
Observe and take notes would if they were working together to accomplish a common
while user is performing task goal using the product.

y

Analyse the data
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Select user

y

Give them a task to perform

y

Ask questions

l

Ask user to explain what he is
thinking while performing
the task

y

Ask direct questions
about the product

y

Observe and take notes
while user is performing task

A

Analyse the data
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Satyam

Question-asking Protocol

The question-asking protocol simply takes thinking aloud
one step further in that instead of waiting for users to vocalize
their thoughts, you prompt them by asking direct questions
about the product. Their ability (or lack of ) to answer your
questions can help you see what parts of the product interface
were obvious, and which were obtuse.

As with the thinking aloud method, you begin by
providing your participants with the product to be tested (or a
prototype of its interface) and a scenario of tasks to perform. Ask
the participants to perform the tasks using the product, and
explain what they're thinking about while working with the
product's interface. Also ask them pointed, direct questions
about the product; for example, "How would you send the email
message?" Their response, either in terms of the product being
tested or in other products from their past experience, will
provide insights into their mental model of the product.
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Recruir user

A

Give them a task to perform

A

Ask questions

A

Observe and take notes
while user is performingtask

A

Performance matrics

A

Analyse the data
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Satyam

t Business Demancs

Performance Measurement

Some usability tests are targeted at determining hard,
quantitative data. Most of the time this data is in the form of
performance metrics--how long does it take to select a block of
text with a mouse, touchpad, or trackball? How does the
placement of the backspace key influence the error rate?

Often these metrics are used as goals during the design of
a product. Goals can be stated as stipulations, for example,
"Users shall be able to connect to the Internet without errors or
having to call the toll-free number," or "75% of users shall be
able to complete the basic task in less than one hour." These
benchmarks are devised during initial usability testing, either of
aprevious release, or of a competitor product.

You begin by following the basic usability test concepts
of determining a purpose, identifying test objectives, designing
the tests, and running the experiment.
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What Business Demands

Eye Tracking

Eye tracking allows testers to identify what participants
look at during the course of a usability test. Eye tracking
equipment uses several different technologies, incl.uding skin
electrodes, marked contact lenses, image processing cameras,
and reflector trackers. The last type is probably the most
effective, as it does not require physical contact with the user's
eye/eye socket. Instead, a beam of light is projected onto the
eye; a sophisticated camera picks up the difference between the
pupil refection and known reference points to determine what
the user is looking at.

Eye tracking involves sophisticated, usually expensive
equipment. In most cases, unless the particular product you're
testing requires eye tracking testing, it's best to find a usability
lab that has already purchased an eye tracker and rent time at
that lab for your testing.

Use this technique when you absolutely have to identify
what a person looks at during a usability test. For most products,
regular inspection or testing methods will identify enough
usability problems to the point that eye tracking isn't necessary
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Demographics
Profession : Working
Gender : male
Age : between 25-40
No. 1 32
Profession : Working
Gender : female
Age : between 25-35
No. 018
Profession : students
Gender : male
Age : between 20-30
No. 1 16
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Profession :
: female

: between 20-30
: 12

Gender
Age
No.

Profession :
: female

: between 35-50
: 10

Gender
Age
No.

Profession :
: male, female

: between 20-35
212

Gender
Age
No.

Students

businessmen

students other nationality

Satyam

Whae Business Demands
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Objective

. To select 5 categories
e E-commerce,

e Entertainment,

o E-ticketing,

e social networking and

e web mails

and find out the best practices used/applied to position the features in those
web sites.
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What Business Demands.

Swey Tile [aor] Craated [Roit] Ieboliind [001] Demign  Cellest  AnabyTe [S01] Cleas  Dobete
E-ticketing Website User intsrface Survey Tue, BIZ4I0E 1205 AM 22 hours ago %’ g &« &R
E-Comrmarce Website Liser Inferface Sunmey Mon, GI2308 943FM 1 dayago @ :—l @I 16 C? ﬁ
Ertertainmeant Website Lser Inlemace Sunmey Mon, GBI2308 1149 P 1 day ago |£ ﬁ @ 16 g:, ﬁ
Social networking Website User interface Sunvey Tue, 6241081219 AM 1 day ago = g & &R
web Mail Websile Usar Infartace Survey Tue, B24108 1226 AM 1 day ago = g = @R

82 online surveys and 12 personal surveys.

Total - 100 surveys
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The purpose of this survey is to record the thoughts and aspirations of various target groups to find

out the best practices used/applied to positioned the features in different categories of websites as
mentioned below. Your input will be very valuable to us.

This questionnaire (10 questions) will take approximately 5 minutes to complete. Your feedback is
important to this cause. The strictest confidentiality will be observed.

Kindly make a tick in the appropriate box provided for the options.(Select more than one option
where ever needed)

#dd Guestion Here

1. What features would you consider beneficial to you in the e-commerce websites? (You can select multiple
answers)

[ Deals [ Categories [ Register
[ search [ weekely &ds [ cart
[ Stores [ Home Sign In

[ Features and services [ My &ccount

Other (please specify)

\ |
[ Edit question |[ Mave | capy |[ Defete |[ add Logic |

2. Where you expect deals option on the web page?

_ Middle right column _ Middle column _ Middle left column

Other (please specify)

[ add question Here | [ split Page Here

| Edit Question || Move |‘ Delete H Add Lagic ‘

3. Where you expect search option on the web page?

_ Top center _ Top Right corner _ Top Left cormer

Other (please specify)

[ #dd Question Here || Spiit Page Here |

Solutions
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¥ T BUSINeSE

Demanos

[ Edit Question |[ Mave |[ Copy |[ Delete | [ add Logic |

4, Where you expect Stores option on the web page?
_ Middle right calumn _ Middle colurmn

Other (please specify)

_ Middle left column

| Add Question Here | | Split Page Here |

‘ Edit Question || Mave H Copy || Delete H Add Loglcl

5. Where you expect features and services option on the web page?

_ Middle right column _ Middle column

Other {please specify)

_ Middle left column

[ dd question Here | [ split Page Here

[ Edit Question |[ move |[ copy |[ oelete || Add Logic |

6. Where you expect categories option on the web page?
_ Bottom right column _ Bottom center column
Other {please specify)

_ Bottom left column

‘ Add Question Here | | Split Page Here

[ Edit Question || Move |[ copy |[ Delete || Add Logic |

7. Where you expect weekly ads option on the web page?
_ Bottom right column _ Bottom center column
Other {please specify)

_ Bottom left column

‘ Add Question Here | | Split Page Here
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Whar Business Demanos

‘ Edit Question || Mave H Capy || Delete H Add Logu:l

8. Where you expect cart option on the web page?
_ Top center row _ Top Right row _ Top Left row

Other (please specify)

[add question Here | [ split Page Hare |

[ Edit Question |[ Move |[ copy |[ Delete || 4dd Logic |

9. Where you expect sign in ;my account, register, home option on the web page?
_ Top center row _ Top Right row _ Top Left row

Other (please specify)

| Add Question Here || Split Page Here |

‘ Edit Question || Mave H Capy || Delete ‘

10. Which colour would you expect for e-commerce websites? Also kindly enter your age bracket(below 18,
18-24, 25-30, 31-40, above 40) and gender(Male /Female).

Solutions
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[##| Response Summary

3. Where you expect search option on the web page?

Total Started Survey: 16
Total Completed Survey: 16 (100%)
1. What features would you consider beneficial to you in the e.commerce websites? (You can select multiple answers)
Response Response
Percent Count
Deals | 81.3% 13
Search | | 87.5% 14
Stores | BB 8% 1
Features and senvices [ 50.0% a
Categories [ 75.0% 12
eekely Ads [ 50.0% g
Home | 56.3% 9
hly Account [ 75.0% 12
Reaister | ] 81.3% 13
Cart [ | 75.0% 12
Signin [ | 76.0% 12
Other (please specify) 4
answered question 16
skipped question [1}
2. Where you expect deals option on the web page?
Response Response
Percent Count
Middle right column - [ 6.2% 1
Middle column [ 37.5% 6
Micldle left column | 56.3% 9
Other (please specify) 0
answered guestion 16
skipped guestion 0

Response  Response

Percent Count
Topcenter [ ] 26.7% 4
Top Right corner | 73.3% 1
Top Left corner 0.0% 0
Other (please specify) 0
answered guestion 15
skipped question 1

4. Where you expect Stores option on the web page?

Response Response

Percent Count
Middle right colurmn | 33.3% A
Migdle column ] 13.3% 2
Middle left column [ 53.3% 8
Other (please specify) 1]
answered question 15
skipped question 1

5. Where you expect features and services option on the web page?

Response Response

Percent Count
Middle right column ] 10.8% 3
Migdle column ] 12.5% 2
Widdie left column [ 68.8% il
Other (please specify) 1
answered question 16
skipped question []
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Comment Text

Response Date

1

Find

Find

Find

Find

Find

iiu

ind

"=

Find

Find

ind

|6
=T 2l
=] o

=5 =5

10.

11.

12.

13.

14.

15.

Light hlue. 25-30 Male

Light dull blue, 25-30, Male

blue and light grey

Blue {18-24; {Male)

29 peanut colar,male

Calour Doesn't matter but it should be Attractive and SECURED as it is e-commerce Site (24/Male)
grey (18-24, Male)

white 18-24

Blue-white, 25-30, F

drange. 25-30, Female

25-30 Male hright and descent color

Darker shades of blue or just plain white {25-30 F)
White and Blue;25-30:Male

Shades of Blue [25-30F Female]

Light blue 25-30 Male

Sat, G208 1:46 AM
Sat, Gr28M08 12:38 Al
Fri, BI2TI08 1:21 Pw
Wed, GI25/08 3:43 FM
Wed, GI25/08 1:41 FM
Wed, GI25/08 12:34 PM
Wed, BI25/08 11:57 Al
Wed, BI25/05 11:54 AM
Wed, BI25/08 12:06 A
Tue, 624508 11:26 PM
Tue, 624708 10:18 PM
Tue, GF24/08 5:24 PM
Tue, 624708 5:03 FM
Tue, BF24/08 2:25 PM

Tue, B24708 11:41 AM

25 responses per page j
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search

sign in

my account ‘ register

deals stores cart
features n services
categories weekely ads

E-commerce wireframe
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The purpose of this survey is to record the thoughts and aspirations of various target groups to find
out the best practices used/applied to positioned the features in different categories of websites as
mentioned below. Your input will be very valuable to us.

This questionnaire (10 questions) will take approximately 5 minutes to complete. Your feedback is
important to this cause. The strictest confidentiality will be observed.

Kindly make a tick in the appropriate box provided for the options.(Select more than one option
where ever needed)

Add Question Here

Edit question Add Logic

1. What features would you consider beneficial to you in the e-ticketing websites?

[ Deals [ Rails [ Hotels
[ Offers [ Flight Search [ Register
[ Flights [ Holiday Packages [ sign In

Other (please specify)

2. Where you expect deals option on the web page?

_ Middle right column _ Middle column _ Middle left column
Other (please specify)

| Add Question Here | ‘ Split Page Here

3. Where you expect offers option on the web page?

_ Middle right column _ Middle column _ Middle left column
Other (please specify)

[ #dd question Here | [ Split Page Here

Solutions
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[ Edit question |[ Mave |[ copy |[ Delete || add Logic |

4. Where you expect flights option on the web page?

_ Middle right column _ Middle column

Other (please specify)

[V
)

Satyam

-

_ Middle left column

yhat Business Demanos

[add Questian Here | [ Split Page Here

[ Edit question |[ Mave |[ copy |[ Delete || add Logic |

5. Where you expect rails option on the web page?

_ Middle right column _ Middle colurmn

Other (please specify)

_ Middle left column

[add Questian Here | [ Split Page Here

[ Edit Question |[ mave |[ copy ][ Delete | [ Add Logic |

6. Where you expect flight search option on the web page?

_ Middle right column _ Middle center column
Cther (please specify)

_ Middle left column

[ Add guestion Here | [ split Page Here |

[ Edit Question |[ Mave |[ copy |[ Delete | [ Add Logic |

7. Where you expect holiday package option on the web page?

_ Bottom right column _ Bottom colurmn
Other (please specify)
\ |

_ Bottom left column

[ Add Question Here | [ split Page Here
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8. Where you expect hotels option on the web page?
_ Bottom center row _ Bottom Right row

Other (please specify)

_ Bottom Left row

| Add Question Here ‘ | Split Page Here ‘

9. Where you expect Sign in, Register option on the web page?
_ Top Center row _ Top Right row

Other (please specify)

_ Top Left row

| Add Question Here ‘ | =plit Page Here ‘

10. Which color would you expect for e-ticketing websites? Also kindly enter your age bracket(below 18, 18-

24, 25-30, 31-40, above 40) and gender(Male/Female).

Solutions

Confidential Information

Copyright ©@ Satyam-User Experience Management Group, All Rights Reserved

[V
)

Satyam

jusiness Demanos

48



M Response Summary

Total Started Survey: 16

Total Completed Survey: 16 (100%)

| P E-tickedineg quastionnair e
. Whiat Teatmes would you consider barsdicial 1o you in i e-ticketing websies?
Respoiesa  Rosponss
Parcent Coumn

Deals [ TE0% 17

Ofars | EEE% "

Fiights [ B2 E% "

Rails [ B1.3% 13

Flight Search | | a3.8% 15

Holiday Packages | 50.0% B

Hotels | 56.3% 9

Register | 50.0% &

signin | BL5% 10

Other (plewse spetif) 1

s ar gl s o 1%

skipped greeston L

2. Where you expect deals option on the web page?

Response Response

Percent Count
Middle right column 0.0% a
Middle column | 42.9% &
Middle left column | 57.1% 8

Solutions
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Other (please speciid

answered question

skipped question

Satyam

Whae Business Demancs

3. Wher e you expect offers option on the web page?

Response  Response

Percent Count
Middle right column [ ] T 5% B
Middle column ] 18.8% 3
Middle left column | ] 43.8% 7
Other (please specify) 1]
answered question 16
skipped question 0

4. Where you expect flights option on the web page?

Response  Response

Percent Count
Middle right column 0.0% 1]
Middle column [ 1 33.3% 5
Middle left column [ ] 66.7% il
Other {please specify) 1
answered question 15
skipped question 1

5. Where you expect rails option onthe web page?

Response  Response

Percent Count
Middle right calumn [ 14.3% 2
Middle column ] 20.6% 4
Middle left column | ] 57.1% 8
Other iplease specify) 1]
answered question 14
skipped question 2
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M Response Summary

Total Started Survey: 16

Total Completed Survey: 16 (100%)

| P E-tickedineg quastionnair e
. Whiat Teatmes would you consider barsdicial 1o you in i e-ticketing websies?
Respoiesa  Rosponss
Parcent Coumn

Deals [ TE0% 17

Ofars | EEE% "

Fiights [ B2 E% "

Rails [ B1.3% 13

Flight Search | | a3.8% 15

Holiday Packages | 50.0% B

Hotels | 56.3% 9

Register | 50.0% &

signin | BL5% 10

Other (plewse spetif) 1

s ar gl s o 1%

skipped greeston L

2. Where you expect deals option on the web page?

Response Response

Percent Count
Middle right column 0.0% a
Middle column | 42.9% &
Middle left column | 57.1% 8

Solutions
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Other (please speciid

answered question

skipped question

Satyam

Whae Business Demancs

3. Wher e you expect offers option on the web page?

Response  Response

Percent Count
Middle right column [ ] T 5% B
Middle column ] 18.8% 3
Middle left column | ] 43.8% 7
Other (please specify) 1]
answered question 16
skipped question 0

4. Where you expect flights option on the web page?

Response  Response

Percent Count
Middle right column 0.0% 1]
Middle column [ 1 33.3% 5
Middle left column [ ] 66.7% il
Other {please specify) 1
answered question 15
skipped question 1

5. Where you expect rails option onthe web page?

Response  Response

Percent Count
Middle right calumn [ 14.3% 2
Middle column ] 20.6% 4
Middle left column | ] 57.1% 8
Other iplease specify) 1]
answered question 14
skipped question 2

50



Comment Text

Response Date

II

-

ind

Ih

ind

"N

Find

i

ind

3]

Find

ind

Find

Find

Find

[ %]
ul
=]
o

Find

Find

10.

11.

12.

13.

14.

15.

16.

hlues25-30iM

neutral, light cream

18-24 Male

doesnt matter,18-24, male
pitch yellow, 25 Male

grey (18-24, Male)

Blue

ske blue {18-24) (Female)
light vellow ar light blue. 25-30 Male
skyblue | 25-20 , Male
Green(25-30, Male)

blue white 24.5 Male

hlue (28) male

Blue, 25-30

Wihite and green (18-24) (Male)

hiue 27

Sat, 623708 11:58 AM
Fri, Br27i08 1:14 P
Thu, B/26/08 10:38 A
Wed, B/25/08 12:44 PM
Wied, B/25/08 12:25 PM
Wed, B/25/08 11:54 Al
Wied, B/25/08 11:49 Al
Wed, BI25/08 11:33 AM
Wied, BI25/08 10:12 Al
Wed, GI25/08 6:06 AM
Tue, 6/24/08 10:36 PM
Tue, G/24/08 3:33 FM
Tue, B/24/08 G:52 FM
Tue, G/24/08 11:44 A
Tue, G/24/08 11:19 A

Tue, G24/08 11:17 A

25 responses per page j

51



Satyam
What Business Demands,

signin | register

deals

flights rails

offers

search

holiday package

hotel
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The purpose of this survey is to record the thoughts and aspirations of various target groups to find
out the best practices used/applied to positioned the features in different categories of websites as
mentioned below. Your input will be very valuable to us.

This questionnaire (10 questions) will take approximately 5 minutes to complete. Your feedback is
important to this cause. The strictest confidentiality will be observed.

Kindly make a tick in the appropriate box provided for the options.(Select more than one option
where ever needed)

Add Question Here

[ Edit question |[ Move |[ copy |[ Delete || add Lagic |

1. What features would you consider beneficial to you in the social networking websites?

[ Friends [ Invite a friends [ Search
[ Chat, Instant Messenger [ Messages [ Edit
[ scrapbook, Scrapes [ Home Page Button [ Logout
[ Find friend search [ My Profile

Other (please specify)

\ |

2. Where you expect friends option on the web page?

_ Middle right column _ Middle column _ Middle left column

Other (please specify)

‘ Add Question Here | | =plit Page Here |

3. Where you expect chat, instant messenger option on the web page?
_ Middle right column _ Middle column _ Middle left column

Other (please specify)

‘ Add Question Here | | Split Page Here

Solutions
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v e eman
[ Edit question || Move |[ copy || Delete || add Logic |
4, Where you expect scrapbook, scraps option on the web page?
_ Middle right column _ Middle column _ Middle left column
Other (please specify)
[ Add Question Here | [ Split Page Here |
| Edit Question || Move || Copy H Delete || Aadd Luglcl
5. Where you expect find friend invite /search option on the web page?
_ Top right column _ Top column ) Top left column
Other (please specify)
‘ Add Question Here | | Split Page Here
6. Where you expect message option on the web page?
) Battom right column _ Bottom center calumn _ Bottom left column
Other (please specify)
| Add Question Here | ‘ Split Page Here
7. Where you expect home option on the web page?
_ Top right column _ Top column _ Top left column

Other (please specify)

[add Question Here | [ Split Page Hers
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[ Edit Question || Mave |[ copy || Delste | add Logic |

8. Where you expect my profile option on the web page?
_ Middle center row _ Middle Right row _ Middle Left row
Other (please specify)

[ #dd question Here | [ spit Page Here

‘ Edit Question H Mave || Copy H Delete H add Lagic |

9. Where you expect logout, edit option on the web page
_ Top center _ Top Right corner _ Top Left comer

Other (please specify)

| Add Question Here || Split Page Here |

‘ Edit Question H Mave || Copy H Delets |

10. Which color would you expect for social networking websites? Also kindly enter your age bracket(below
18, 18-24, 25-30, 31-40, above 40) and gender(Male/Female).

Solutions
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v RE'SPDI‘ISE‘ Summary Total Started Survey: 16

Total Completed Survey: 16 (100%) 3. Where you expect chat, instant messenger option on the web page?
i Response Response
Page: Social networking Questionnaire: Percent Count
Middle righteolumn 231% 3
1. What features would you consider beneficial to you in the social networking websites? Middle column [ 77% 1
Response  Response Middle left column | 69.2% 9
Percent Count
Other (please specifd) 2
Friends | 93.3% 4
answered question 13
Chat, Instant Messenger [ 80.0% 12
skipped question 2
Scraphook, Scrapes | GE.7T% 10
Find friend search [ ] B6.7% 13 4. Where you expect scrapbook, scraps option on the weh page?
Invite a frignds [ | 86.7% 13 Response Response
Percent Count
Messages | 60.0% ]
Middle right calumn ] 83% 1
Home Page Button | | 73.3% 11
Middle column | 50.0% B
My Profile | | 73.3% 11
Middle left column | NT% 3
Search | 66 7% 10
Othet (please specify) g
Edit | | T33% 11
answered question 12
Logout [ | 73.3% 11
skipped question |
Other {please specify) 1
answered question 15 5. Where you expect find friend invite/sear ch option on the web page?
Response Response
2. Where you expect friends option on the web page? Percent Count
Response  Response Top right column | 50.0% 7
Percent Count
Top calumn [ 35.7% 5
Widdle right column [ 53.3% g
Topleftcolumn ] 14.3% 2
Middle colurmn ] 12.3% 2
COther (please specify) 1
Middle left column [ 33.3% 5
answered question 14
Other (please specify) 1
skipped question 1
answered guestion 15
skipped guestion 0
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6. Where you expect message option on the web page? | . 5
v I g€ of pag 9. Where you expect logou, edit option on the web page

Response  Response Response  Response

Percent Count Percent Count
Botlom righteolumn [ 231% 2 Top eenter 0.0% 0
Bottomn center column | 30.8% 4 Top Right corner | 80.0% 12
Bottom left column | 46.2% [ Topleficorner ] 20.0% 3
Other (please specify) 1} Other (please specify) a
answered question 13 answered question 15
skipped question 2 skipped question 0

7. Where you expect home option on the web page? 10. Which color would you expect for social networking websites? Also kindly enter your age bracket{below 18, 18-24, 25-30, 31-40, above 40) and gender(Male Female).

Response Response Response
Percent Count et

Top righteolumn | 400% i 8

Top column |:| 13.3% 2 answered guestion 14

Top left column [ 48.7% 7 skipped queston 1
Other (please specify) i
answered question 15
skipped question 0

8. Where you expect my profile option on the web page?

Response Response
Percent Count

Middle center row | 30.8% 4
Middle Right row | 38.5% 5
Middle Left row [ 30.8% 4
Other (please specify) 2

answered guestion 13

skipped guestion 2
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Comment Text

Response Date

Find

Find

Find

Find

Find

[ %]
uf
3
o

ind

Find

Find

10.

11.

12.

13.

14.

light yellow ar light hlue. 25-30 Male

sky blue r any light colar, 25-30, male

shky Blue 25 Male

grey (18-24, Male)

18-24 blue

skyblue , 25-30 , M

White {Light color, 25-30, F

Redi25-30, Male)

any light color in shades of hlue, green, orange etc (25-30 F)
Shades of Green [25-30/ Female]

wiolet, 25-30

Light blug 25-30 Male

Light colors like greay, light blue ar light orange with as much white space possible. Age: 25-30, Gender-male

White and Orange (18-24) (Male)

Sat, Gr29/08 1:43 Am
Fri, Bf27008 1:18 PM
Wed, G/25/08 1227 PM
Wed, G/25/08 11:55 Al
Wed, B/25/08 11:51 A
Wed, B/25/08 6:15 AM
Wed, BI25/08 12:02 AM
Tue, 6/24/08 10:38 PM
Tue, G/24/08 917 FM
Tue, 6/24/08 2:26 FM
Tue, G/24/08 11:49 Ah
Tue, G/24/08 11:36 A
Tue, B/24/08 11:31 Al

Tue, B/24/08 11:21 AM

25 responses per page j
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The purpose of this survey is to record the thoughts and aspirations of various target groups to find
out the best practices used/applied to positioned the features in different categories of websites as
mentioned below. Your input will be very valuable to us.

This questionnaire (10 questions) will take approximately 5 minutes to complete. Your feedback is
important to this cause. The strictest confidentiality will be observed.

Kindly make a tick in the appropriate box provided for the options.(Select more than one option
where ever needed)

Add Question Here

[ Edit question |[ move |[ copy |[ Deletz | add Logic |

1. What features would you consider beneficial to you in the web mail websites?

[ Inbox [ sent Mail [ Mext, Last
[ Compose Mail [ Delete ™ Help

[ sign Out/Logout [ sSpam Control [ Trash

[ search [ First, Previous

Other (please specify)

| |
| Edit Question || IMawe “ Delete H Aadd Logicl

2. Where you expect Inbox option on the web page?

_ Middle right column _ Middle column _ Middle left column

Other (please specify)

‘ Add Question Here | | Split Page Here

| Edit Question || IMawe “ Delete H add Logicl

3. Where you expect compose mail option on the web page?

_ Middle right column _ Middle column _ Middle left column

Other (please specify)

‘ Add Question Here | | Split Page Here

Solutions
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‘ Edit Question H Move || Caopy H Delete H Add Luglc‘

4, Where you expect sign out, logout option on the web page?
_ Top Center row _ Top Right row

Other (please specify)

Satyam

Whar Business Demanos

_ Top Left row

[ add question Here | [ Split Page Hers

‘ Edit Question H Move || Caopy H Delets H Add Luglc‘

5. Where you expect search option on the web page?
_ Top Center row _ Top Right row

Other (please specify)

_ Top Left row

[ Add Question Here | | split Page Here

[ edit question || Move || copy | Delete || Add Lagic |

6. Where you expect sent mail option on the web page?

_ Middle right column _ Middle center calumn

Other (please specify)

_ Middle left column

[ Add guestion Here | [ split Page Here

[ Edit Question |[ mave \\ Delete |[ add Lagic |

7. Where you expect delete option on the web page?

_ Middle right column _ Middle center calumn

Other (please specify)

_ Middle left colurn

[add question Here | [ split Page Here
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8. Where you expect spam control option on the web page?
_ Middle right column _ Middle column _ Middle left column

Other (please specify)
| |

‘ add Question Here ‘ | Split Page Here |

9. Where you expect first, previous, next, last option on the web page?
_ Bottom Center row _ Bottom Right row _ Bottom Left row

Other (please specify)

‘ Add Question Here ‘ | Split Page Here |

10. Which color would you expect for web mail websites? Also kindly enter your age bracket(below 18, 18-
24, 25-30, 31-40, above 40) and gender{Male /Female).

Solutions
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2+ Response Summary Total Started Survey: 19

Total Completed Survey: 19 (100%)
3. Where you expect compose mail option on the web page?

Response  Response

Page: Web Mail Questionnaire Percent Count
2 it i il ail ites?
1. What features would you consider beneficial to you in the web mail websites Midcla right column | 59% 4
Response Response Middle column [ 105% 2
Percent Count
Widdle left column [ 84.2% 18
Inbox [ ] 89.5% 17
Other (please specify) 1)
Compose Mail | | 89.5% 17
answered guestion 19
Sign OutiLogout [ ] 78.9% 15
skipped question (]
Search | ] 78.9% 15
Sent Mail [ | 84 2% 16 4. Where you expect sign out, logout option onthe web page?
Delete [ ] 76.9% 15 Response Response
Percent Count
Spam Control [ | T3T% 14
Top Center row 0.0% 1]
First, Previous 57.9% 11
) l Top Right row | 94.4% 17
Nest, Last [ 78.8% 15 Top Lenrow . 1
Help [ 36.8% 7 Other (please specify) 0
Trash [ 47 4% 8 answered question 18
Other (please specify) 2 skipped question 1
answered question 19
5. Where you expect search option on the web page?
skipped question 0

Response Response
Percent Count
2. Where you expect Inbox opti

1 on the web page?

Response  Response WREEHIED | | ! 1 8
§ et LT Top Right row | ] 47.4% g
Middle right column ] 5.3% 1 ToplLeftrow [ 10.5% 2
Middle column I:l 53% 1 Other (please specify) 1)
Micldle left column [ | 89.5% 17 answered question 19
Other (please specify) 0 skipped question 0

answered guestion 19

skipped question 0
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6. Where you expect sent mail option on the web page?

Response Response

Percent Count
Midd e right column ] 104% u
Middle center column 00% 1}
Middle left column [ 1 89.5% 17
Other (please specify) a
answered guestion 19
skipped guestion 0

7. Where you expect delete option on the web page?

Response Response

Percent Count
Middle right calumn 0.0% 1}
Middle center column | 44.4% ]
Middle left column | 55.6% 10
Other {please specify) 1
answered guestion 18
skipped guestion 1

8. Where you expect spam control option on the web page?

Response  Response

Percent Count
Middle right colurmn ] 35 0% 4
Middle column ] 12 6% 2
Micldle left column [ 62.5% 10
Other (please specify) 2
answered question 16
skipped question 3

9. Where you expect first, previous, next, last op

jon on the web page?

Bottom Centerrow [

Bottom Right row

Bottom Left row:

Response
Percent

11.8%

52.9%

35.3%

Othet (please specify)

answered question

skipped guestion

10. Which color would you expect for web mail websites? Also kindly enter your age bracket{below 18, 18-24, 25-30, 31-40, above 40) and gender(Male Female).

answered question

skipped question

Response

Count

Response
Count
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10.

11.

12

13.

14

15.

16.

17.

18.

faint bule, 18-24, male

18-24 Male

i perfer hlue color same as gmail. Age Bracket (18-24) Gender: Female
colar should he customizable, 25-30, M
lavender (24, Femalg)

metallic, 18-24, male

Blue {24iMale)

Qcean blue, 25 Male

grey (18-24 male)

18-24 Blue

white, blue ... 25-30 ... Male

gray(25-30, Male)

Male - 25-30 - colar blue or something which is light and not problematic to eyes

hlue (28) male

White and Blue ;25-30;Male
White and gray (18-24) (Male)
light hlue and white

Light blue ar light yellow

Fri, BI27I08 1:10 P
Thu, BIZE/05 10:36 Al
Wed, BI25/08 10:07 PM
Wed, 6f25/08 1:44 PM
Wed, BI25/08 12:93 PM
Wied, BI25/08 12:42 PM
Wied, 6I25/08 12:23 PM
Wied, 6I25/08 1217 PM
Wied, BI25/08 11:53 AM
Wed, BI25/05 11:46 Al
Tue, Bf24i03 11:05 FM
Tue, Bf24/03 10:33 FM
Tue, Br24/08 9:30 PM
Tue, Bf24/08 6:50 PM
Tue, Br24/08 5:54 PM
Tue, Br24/08 11:17 AM
Tue, Bf24i08 B:11 A

Tue, Br24/03 5:06 AM

25 responses per page j
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The purpose of this survey is to record the thoughts and aspirations of various target groups to find
out the best practices used/applied to positioned the features in different categories of websites as
mentioned below. Your input will be very valuable to us.

This questionnaire (10 questions) will take approximately 5 minutes to complete. Your feedback is
important to this cause. The strictest confidentiality will be observed.

Kindly make a tick in the appropriate box provided for the options.(Select more than one option
where ever needed)

Add Question Here

1. What features would you consider beneficial to you in the entertainment websites?

[ Music [ Mews [ Advertisements
[ Photos TV [ Sign In

[ Games [ Home Page Button

[ Maovies [ search

Other (please specify)
| |

2. Where you expect music option on the web page?

_ Middle right column _ Middle calumn _ Middle left calumn

Other (please specify)

[ Add Question Here | [ Split Page Here

3. Where you expect photos option on the web page?
_ Middle right colurmn _ Middle calumn _ Middle left column

Other (please specify)

[ Add uestion Here | [ Split Page Here

Solutions
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4. Where you expect games option on the web page?
_ Middle right colurmn _ Middle colurnn

Other {please specify)

[V
)
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_ Middle left column

| Add Question Here ‘ ‘ Split Page Here

5. Where you expect movies option on the web page?
_ Middle right column _ Middle column

Other {pleasea specify)

_ Middle left calumn

[ add question Here | [ Split Pags Here

6. Where you expect news option on the web page?

_ Bottom right colurmn _ Bottorn center colurmn

Other (please specify)

_ Bottom left column

[ Add question Here | [ Split Page Here

7. Where you expect TY option on the web page?

_ Middle right column _ Middle column

Other (please specify)

_ Middle left column

[ Add Question Here | [ Split Page Here
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8. Where you expect search option on the web page?
_ Top center row _ Top Right row _ Top Left row

Other (please specify)
| |

| Add Question Here | ‘ Split Page Here

9. Where you expect sign in, home option on the web page?
_ Top center _ Top Right cormer _ Top Left cormer

Other (please specify)
| |

| Add Question Here | ‘ Split Page Here |

10. Where you expect advertisements option on the web page? Also kindly enter your age bracket(below
18, 18-24, 25-30, 31-40, above 40) and gender{Male /Female).

Solutions
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Page: Entertainment

1. What features would you consider beneficial to you in the entertainment websites?

Response

Percent

Music | 86.7%

Photos | 53.3%

Games | 60.0%

Movies | 53.3%

Mews [ 20.0%

TV | —— 26.7%

Haome Page Button | BO.0%
Search | 46.7%
Advertisernents [ 13.3%
sgnin ] 6.7%

Other (please specify)

answered question
skipped question
2. Where you expect music option on the web page?

Response

Percent
Middle right column [ 33.3%
Middle column [ 6.7%
Widdle left column | 60.0%

Other (please specify)

answered question

skipped questiorn

Response
Count

13

Response
Count

3. Where you expect photos option onthe web page?

Response Response

Percent Count
Middle right column ] 13.3% 2
Middle column [ 33.3% 5
Middle left column [ 53.3% 8
Other (please specify) o
answered question 15
skipped question 1

4. Where you expect games option on the web page?

Response  Response

Percent Count
Middle right column | 37.5% 3]
Middle calumn ] 25.0% 4
Middle left column | 37.5% 6
Other {please specify) a
answered question 16
skipped question 0

5. Where you expect movies option on the web page?

Response Response

Percent Count
Middle right calumn [ 33.3% 5
Middle colurmn [ 26.7% 4
Middle left column | 40.0% 3
Other (please specify) a
answered guestion 15
skipped question 1
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6. Where you expect news option on the web page? 9. Where you expect sign in, home option on the web page?

Response Response Response  Response
Percent Count Percent Count
Buttorn right colurn ] 15.4% 2 Top center [ 5.3% 1
Bottom center column [ 61.5% 3 Top Right corner [ 87.5% 14
Botiom e colurnn [ 1% 3 Top Leftcomer [ Ba% 1
Other (please specify) 1 Other {please specify) 1]
answered question 16
answered question 13
skipped question (1]
skipped question 3

7. Where you expect TV option on the web page?

Response Response
Percent Count

Middle right column [ ] 36.7% 4
Widdle column | 40.0% 2
Widdle left column [ 33.3% 5]
Other (please specify) 1]

answered question 15

skipped question 1

8. Where you expect search option on the web page?

Response Response

Percent Count
Toptentarrow [ 18.8% 3
Top Right row [ 75.0% 12
Top Leftrow [ 6.3% 1
Other (please specify) 0
answered guestion 16
skipped guestion 0
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Comment Text

Response Date

1

Find

il

ind

Find

Find

Iiu

Find

Find

"N

ind

-

ind

%]
ul
3]
o

ind

Find

ﬁi

10.

11.

12.

13.

14.

15.

16.

Light Yellow. Male 25-30

Extrerne right, 25-30, Male

bright colors

28-30 male ... give u the discretion to choose 3 surveys are all tp

Right (18-24) (Male)
25 5ea green,Male
grey (18-24, Male)

18-24 nowhere

Bottom center ar right, 25-30, F
hottarm right column. 25-30, Female
25-30 Male, Option for Ad on Bottorn side or on right side column

on any carner thatis not intrusive. Specifically on the exreme lefthand side ofthe screen, top most onthe screen andfor at the hottom of the screen (25-30 F)

Bottom 25-30;Male

Bottormn Left Carner [25- 307 Female]

Bottom Rowe, 25-30

Bottom 25-30 Male

too much analysis result

Sat, BI28/08 1:45 Al
Sat, G205 12:30 AM
Fri, BI2TI08 1:25 Pw
Wed, BI25/08 10:30 PM
Wed, GI25/08 3:41 FM
Wed, GI25/08 1:37 FM
Wed, GI25/08 11:56 A
Wed, BI25/08 11:52 Al
Wed, BI25/08 12:04 Al
Tue, 624708 11:23 PM
Tue, 624708 10:14 PM
Tue, 624708 5:21 FM
Tue, 624708 5:53 FM
Tue, 624708 2:21 FM
Tue, GI24708 11:50 A

Tue, B24/08 11:37 AM

25 responses per page j
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Satyam
What Business Demands,

sign in

‘ search
music games
photos
movies
tv
news
ads ads

Entertainment wireframe

U_ .M

Solutions

Confidential Information

Copyright ©@ Satyam-User Experience Management Group, All Rights Reserved
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A Practical Guide to Usability Testing
By Joseph S. Dumas, Janice C. Redish

E-commerce User Experience Usability Research and 207
Design Guidelines

Digital Web Magazine - Practical Usability Testing

E-commerce User Experience Study-Nielsen Norman
Group

F-Shaped Pattern For Reading Web Content (Jakob
Nielsen's Alertbox)

Jjameshom com Usability Methods Toolbox Usability
Methods Toolbox Bibliography

Www.useit.com
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