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Executive Summary

The following report critically analyses the website of the flower merchant FTD.com who
serves the market by providing “ Flowers and Gifts for Every Occasion.” Usability plays a
vital and fundamental role in the Customer Experience and Interface-Design. Therefore a
Usability Inspection in form of a Heuristic Evaluation was applied on the website. The results
suggest an overall stable usability. However some findings indicate potential for
improvements, especially in terms of “Vishility of System Status’. The analysis of the
Customer Experience was limited to the elements visible in the interface, which were mainly
the content and the look-and-feel (function and aesthetics). For instance findings indicate that
some added values can be better integrated through improved linking strategies or extended
offerings. For example the offer of greeting cards is limited in comparison to the potential
given by the internet and outsourcing opportunities (partnerships with specialized suppliers).
Besides, the aesthetics lack emotional appeal. Overal the website shows potential for
improvement in specially regarding the positioning of “Flowers and Gifts for Every
Occasion.” The value differentiation and assumed customer-perception does not strongly
(sustainable) distinguish from competitor offerings. However the Customer Expectation
includes a much broader angle (encounter element) which extended the scope of this
evaluation.
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Customer Valuein the New Economy

“ Competitive strategy is about being different. It means deliberately choosing a different set of activities to

deliver a unique mix of value.” *

Today’ s businesses face the enormous challenges of rapid change, increasing complexity and
inter-dependencies in global competition. The increasing environmental turbulence, and
massive transformations have caused a fundamental review of the paradigms which were
underlying the strategy concepts of the 70s and 80s.? The hallmark of contemporary resource-
based strategy concepts are core competences and the alignment of distinctive capabilities to
create superior customer value.® Customer value can be defined as the difference between
total customer value and total customer costs.* Traditionally value propositions were viewed
as ‘focal customer benefits (key benefit).> However in the marketspace one might argue to
find rather value clusters (combination of benefits due to customization). Moreover
competing on value mixes (service, delivery time, etc.) seems essentia to escape solely price
competition.®

As a result of this fundamental shift, some traditional concepts were refined. Particularly in
the new economy Porters physical value chain has been considered lack explanatory power.’
Extended models integrated the value of information and view value creation rather in a
matrix than a chain.® Rayport and Jaworski separate activities that are integrated within afirm
(value chain) from those that connect a firm to its customers, partners, suppliers, etc., namely
the value system.® Similar Day offers a framework of inside-out and outside-in capabilities.*
The value system helps to illustrate basic value types, namely ‘trapped value’ (mainly more
efficient marketsivalue systems) and ‘new-to-the-world value (mainly customization®,
community*?, new functionality/experience).™® It is “most powerful when the synergistic

effects of both trapped and new-to-the-world value can be combined” , namely ‘hybrid value

Porter (1996:64)

Prahalat (1996:5-10) Cravens (1998:197-198) Porter (1996:61-64)

Day (1994:37-40) Collis (1995:118-121)

Kotler (2001:657-659)

Rayport (2001:72)

Rayport (2001:73)

Hunt (2002:269,270)

Rayport (1995:76, 84-85)

Rayport (2001a:31)

Day (1994:41)

“ Personalization reflects the fundamental in marketing that customers want a product or service that
best matches their needs.” Hanson (2000:185)

» 0me claim that community spirit is declining in all areas of modern life. Others point out it is merely
changing, with new areas such asthe Internet ..." (‘digital networked features’) Hanson (2000:292)
3 Rayport (2001a:33) Mohammed (2004:37)
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(e.g. Amazon — more efficient system, new functionality/experience, customization, etc.).*
The customer decision process is useful to gain the cues, where unmet and underserved needs
might be trapped. *®

Customer value isfocal to strategy formulation in the new economy. Each step in the business
model (value cluster, marketspace offering, resource system, financial model) need to
fundamentally relate to current and anticipated customer needs.’® The following chapters
cover, how value adding activities, in terms of Customer Experience and the Customer

Interface contribute to the value proposition or cluster.

The Customer Experience

“ Customer Experience can be defined as the interpretation of a user’s complete encounter with the site, fromthe

initial look at the homepage through the purchase experience...” 17

The concept of the Customer Experience explains how customers perceive values in the
online environment and how their perceptions about a firm or service can evolve over time.
Thus, this concept includes “ all the stimuli encountered while interacting with a firm” and “
the entire range of a visitor’s perceptions of a website.” ¥ The overall perceptions bases on
many interactions (experiences), while each single customer experience is as unique and
dependent, as the individual perceptions and goals of a specified user might vary from time to
time.

From the business viewpoint, the intention is to take advantage out of each single interaction,
to change in someway (positive) the customers frame of mind (attitude, expectations,
assumption) towards the firm. That is, people are more likely to repeat an action, when the
prior action was pleasant, exciting, rewarded, etc.'® Thisinvolvesfirstly aclear understanding
the customer needs, and second a consequent alignment of all activities to the customer needs

(“fit and reinforcement’). %

14 Mohammed (2004:39)

1 Rayport (2001a:35)

16 Rayport (2001:71)

v Mohammed (2004:155)

18 Mohammed (2004:130-135)
19 Interbrand (2001:1,4)

2 , Know the user* Nielsen (1993:73) ‘fit and reinforcement’ Ragport (2001a:117) ‘win-win situation’

Brink (2002:38 xii)
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The Hierarchy of Customer Experience

As mentioned, Customer Experience typically evolves over time. This can be viewed in a
process including three major stages, which are prerequisite for the next: a) Experiencing
Functionality (“The site works well”), b) Experiencing Intimacy (“They understand me”’) and
c) Experiencing Evangelism (“I love to share the story”).*

That means there is firstly a basic need for functionality (fulfilment of expectations which
amost al customers seem to agree on). Consistent product and service delivery play an
important role. Customer are likely to open their mind-sets towards companies
communication, build trust and finally start to attach exceptional value to the firms product or
service delivery. The evolving relationship between the customer and the firm, can affect, that
these customers are likely to shift to leisure-activities (online) engage in community
membership and promote the company.® Because of it's prerequisite role of stage one, it is

reasonable to put emphasis on this stage. The usability underlying all effortsisa‘key issue’.?®

Web Usability

“Usability starts with a philosophy - a belief in designing to meet user needs and to focus on creating an

excellent user experience...”

The purpose of this chapter is to give a more detailed insight into the nature of usability and
its vital contribution to the customer benefit. Usability deals with “computer-human
interaction” and is sometimes also referred to as “user centered design”.* Jacob Nielsen has
been recognized as pioneer and guru in the field.*® According to Nielsen J. the main
dimensions of usability are ‘Learnibility’, ‘Efficiency’, ‘Memorability’ and as a result
‘Satisfaction’.?” Usability problems occur mainly due to ignorance of human perception
specifies (e.g. people rather scan than read web pages;® reading is harder on screen than on

paper®), navigation issues (control of application through indicating: Where am 1? Where

2 Mohammed (2004:134-143)

2 Mohammed (2004:134-143)

2 Mohammed (2004:183)

2 Whitney Q. in: Professional Usability Association (2004)

» Nielsen (1993:23)

% Mohammed (2004:168) Richtel (1998)

2 Nielsen (1993:26) "[ Usability refersto] the extent to which a product can be used by specified usersto
achieve specified goals with effectiveness, efficiency and satisfaction in a specified context of user.” 1SO

8 9241-11 in Usability Professionals Association (2004)

2 Brink (2002:262) Nielsen (1997)
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have | been? Where can | go?*°) or human memory aspects (amount of items, time frame to
remember items, similarity among items).3! In addition many companies underestimate the
amount of inexperienced users (novice users versus expert users), which affect the special
domain of interest as well as the general experience with internet applications.* For instance,
websites often reflect rather the way companies structure themselves and their products than
considering the backgrounds and expectations of their users.*® ‘Consistency’ has been

considered to be one of the most important usability principles.®

“1f users know that the same command or the same action will always have the same effect, they will feel more

confident in using the system ...” *

Just recently Nielsen J. published an article on the importance of keeping standards and
“widely-used conventions and design patterns’ (e.g. ‘logo in the upper left corner’, ‘search
box on the homepage’, ‘absence of splash pages, ‘breadcrumbs listed horizontally’) to
increase the users efficiency and thus the “ overall satisfaction with the experience” % To

mention another fundamental principle, raised by Jacob Nielsen is the need for simplicity.

“ Smplicity should be the goal of page design. Users are rarely on a site to enjoy the design; instead, they prefer

to focus on the content.” ¥

Customer Interface

“ Theinterfaceit the virtual (...) representation of a firm's chosen value proposition.” *

Interfaces can be viewed regarding multiple dimensions. The 7Cs framework covers 7
dimensions managers need to consider while implementing interfaces, *

For instance, the interplay of these dimensions is relevant to achieve synergistic effects,
namely “ Fit and Reinforcement” .*

In the following chapter the dimensions content and look-and-feel will be discussed. The
content of a website has been defined as both, medium and message of the “ digital subject

matter” . Content generaly includes “ what is presented” on a website and can be analysed

%0 Nielsen (2000:188)
3 Brink (2002:4-8)

2 Nielsen (2000:44) Spool (1999:15)
3 Nielsen (2000:15)

34 Nielsen (1993:132)
% Lewis (1989)

% Nielsen (2004)

s Nielsen (1999:97)

8 Ragport (2001:114)
% Ragport (2001:113)
40 Ragport (2001:a117)
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regarding the offering mix, appeal mix and multimedia mix.** For usability purposesit can be
interesting to analyse the presentation of the content in relation to each other. screen real
estate. That is, the relation of content of interest in to elements as navigation, welcome
message, unused space or advertising (recommendation: content >50%, navigation <20%).*
In contrast the “ Look-and-Feel” (or sometimes context) can be defined as the function (form /
pragmatic usability) and aesthetics of a website, which have been considered to be opposite
approaches.*® Jacob Nielsen argues, web users are goal driven. Thus a functional approach
delivers most benefit. The look-and-feel can than considered as a function of the functional
purpose of the website. A fundamental analysis of users specific needs and task is important
should guide to design appropriate websites. *

However other authors argue to approach the synergistic combination of function and
advanced aesthetics, that evolve with the development of new technologies. *®

“Web users want instant gratification and have little patience for the mystery approach's detours and puzzes.

Users are getting ever-more goal-driven in their approach to the Web, which they see more as a tool than an

environment. Surfing to check out cool sites is a thing of the past.* *

The functional design of interfaces is mainly concerned about the information architecture
and navigation. Information architecture means the structure or organization of the
information of a website (where is the information) while navigation refers to how users get
to the information. There are the ‘navigations tools' (navigation design), which facilitate
navigation and the ‘linking’ (linking structure), how the pages are related.*’

To design these elements is very critical for the usability and can often be difficult, as it
involves knowledge about the way actually behave and seek for information.*® One model
worth mentioning implies that users “ behave in a way that minimizes mental effort”, namely
“satisficing”. *° The process of scanning websites can be viewed as “cost tradeoff”. Users
need to tradeoff whether the cost of “ scanning and deciding between a range of link choices
and the cost of clicking on a link and waiting for the next page to load.” *° That involves, that

important and frequently used elements are appropriate salient.”® Besides these functional

4 Mohammed (2004:161) Ragport (2001a:115)

42 Nielsen (2000:22)

43 Ragport (2001:118) Nielsen (1999:11)

a4 Nielsen (2000:11) Nielsen (1993: 73-78)

45 Ragport (2001a:122)

4 Nielsen (2004a)

47 Ragport (2001:119) Brinck (2002:120) Nielsen (2000:53, 188, 198)
8 Brinck (2002:120)

49 Brinck (2002:121-122) ,, Don’t Make Me Think!” Krug (2000:11, 24)
%0 Brinck (2001:124)

ot Brinck (2001:124) Nielsen (2002c:19) Nielsen (1997)
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dimensions there are performance issues to be considered. That is as website needs to address
Usability, Speed, Reliability, Security and Media Accessibility.>® Speed is probably one of
the issues most widely agreed on.>® Nielsen J. claims, that “ 10 seconds is about the limit to
keeping the users attention focused on dialogue.” ** It seems crucial to consider download
times of users with for instance low speed dial-up connections. It is been argued to keep pages
smaller than 50 kb.> Another more technical issue deals with the accessibility of website.
Two fundamentals need to be considered. Firstly users with disabilities. For instance the use
of red and green can be confusing, as this is the most common form of color-dificient sight.>®
Secondly accessibility refers to a cross-plattform design, which enables faultless viewed
websites also on new media devices (e.g. mobile medias) and across a variety of platforms
(IBM, Apple), monitor sizes and browser version. >’ Finally security issues are increasingly

important.*®

Usability Evaluation

“User testing with real usersis the most fundamental usability method and isin some sense irreplaceable, since

it provides direct information about how people use computers and what their exact problemsare ...” *°

There is a set of several methods available to actually analyse the usability of interfaces.
These range from user testing (actual users observed in laboratory settings), usability
inspection (heuristics, checklists), focus groups, cognitive walkthrough, etc.?® In the context

" 61 _ which

of a wide range of techniques it has been hold “ les mieux est I’ennemi du bien
means the best is the enemy of the good. The underlying ideais that an exaggerated test setup
(laboratory, eye-tracking, etc.) can easily be misleading.®® For an initial anaysis, the
Heuristic Evaluation, sometimes also referred to as “ discount usability testing” , leads * quick,
cheap and easy” to insightful results.®® This is a systematic approach where the interface is
compared with recognized guidelines and usability rules. “ These heuristics are general rules

that seem to describe common properties of usable interfaces.”

52 Mohammed (2004:135-136)

5 Brink (2002:340)

> Nielsen (1999:44)

% Nielsen (2002c)

% Nielsen (2000:296) More information on: http://www.w3.org/WAI/
> Nielsen (2000:25) Mohammed (2004:136)
%8 Siegel (2004:121-122)

%9 Nielsen (1993:165)

€0 Brinck (2002:408-426)

ol Voltaire 1764

62 Nielsen (1993:17)

63 Nielsen (1993:160)

64 Nielsen (2004c)
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The output is a list of findings matched with the violated principles. In deed the best results
are achieved if multiple experts independently analyse the website, since different evaluators
come up with different findings.®® It is also hold, that a Heuristic Evaluation will whether
never find all problems nor shows ways how to fix problem areas.®® One recognized list of
Heuristics has been developed by Jakob Nielsen and Rolph Molich in 1999 and has late been
modified.®” There are also extensive sources on most common website violations published
by Jakob Nielsen.® A useful general purpose checklist, has been published by Brinck T.,
Gergle D., Wood S. 2002.% The appendix includes the entire set of Heuristics and checklists

which were applied to this case.
Testing Method

The website http://www.ftd.com was analysed regarding specific customer experience elements
and it’s overall usability. Further focus has been put on the areas content and look and feel.
The usability was tested by applying the heuristic evaluation in addition with various
checklist.

Findings and Conclusion

“ Smple, unobtrusive designs that support users are successful because they abide by the Web's nature -- and
they make people feel good.” ™

The online flower merchant FTD serves “the mid- to high-end market” by providing “Flowers
and Gifts for Every Occasion.” "t However, the results suggest, the website does only limited
related to this proposition. In terms of emotional stimuli as part of the customer experience
(which was in this test limited to elements in the interface in other words mainly on the
functionality) the website could include illustrations to stress those themes. Also the content
“Upcoming Holidays’ could be better integrated into the interface. The website offers severd
added values, as “My account”, personalized greeting cards, bonus programs, reminder
service or adressbook. However these services do not really differentiate the firm from other
flower merchants as proflowers.com or 1800flowers.com. For instance, it is not very likely,

that someone uses the addressbook. It is whether convenient to input all dates for the reminder

& Nielsen (1993:155-156) Nielsen (2004c)
60 Nielsen (2004c)

o7 Nielsen (2004) Brinck (2002:408-419)
68 http://www.useit.com

69 Brink (2002:412-413)

0 Nielsen (2004a)

n Ragport (2001:75)
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as the customization of adding chocolate, bears or ballons uses the potential which is given
here. For example it should not be to difficult to offer a broad list of holiday, which a user
could select and than subscribe for remembering service. The potential of community — in
terms of reviews, customer stories, customer flower tips, etc. is not used at all. Also a broader
range of greeting cards would be useful. On the other hand screensavers, wallpapers, etc. have
just limited potential to contribute to the value as the web hosts a variety of more specialized
services. However in terms of service does FTD very well (e.g. “changes to order”, free-toll
hotline, customer satisfaction). Also the overall usability is stable. Particularly in comparison
to websites as proflowers.com or 1800-flowers.com is ftd.com well organized and structured.

The most problems were found in the area of “Visibility of System Status”.

Finaly usability inspection via the heuristic evaluation can give some cues, but does not
analyse the entire area of customer experience. This analysis was limited to the interface.
Some recommendation for tactical improvements were suggested. However these are not
likely to “generate dramatic improvements’.”? Therefore the overall marketing strategy and
business processes need to be analysed, including the target market segmentation and in
deeper study of competitor offerings.” The customer experience was introduced as a way to
create positive assumptions and attitudes of the user towards the firm. A stable usability is a
first and valuable step to do that. The usability was general speaking given. Though the

interface-human interaction could be enriched through some creative and enhancing designs

and offerings.
& Hurst 2003:2-3
s Raport (2001:71-72)
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Appendix

Customer Value by Kotler P. 20017

Customer delivered value Total customer value Total customer cost

The customer’ s assessment of the Thetotal of all of theproduct, | Thetota of all the monetary,
product’ s overall capacity to satisfy hisor | services, personnel and image | time, energy and psychic costs
her needs. The difference between total valuesthat a buyer receives associated with a marketing
customer value and total customer cost of a | from a marketing offer. offer.

marketing offer —‘profit’ to the customer.

Product value
Services value
:> Total customer
Personnel value value
Image value Customer
|::> delivered value
Monetary cost
Time cost
|::> Total customer
Energy cost cost
Psychic cost

Customer Satisfaction by Kotler P. 20017

“Customer satisfaction is the outcome felt by buyers who have experienced a company performance that has

fulfilled expectations. *
“Customers are satisfied when their expectations are met, and delighted when their expectations are exceeded.”

“Satisfied customers remain loyal longer, buy more, are less price sensitive and talk favourably about the

marketing organization.”

I Kotler (2001:657-659)
® Kotler (2001:680)
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The Generic Value Chain by Porter 19857

Firm infrastructure

Human Resource Management

Technology Management

Procurement

Inbound Logistics Operations Outbound Logistics  Marketing & Sales Service

“Value activities can be divided into two broad types, primary activities and support activities. Primary
activities, listed along the bottom [ ...], are activities involved in the physical creation of the product and its sale
and transfer to the buyer as well as aftersale assistance. [...] Support activities support the primary activities
and each other by providing purchased inputs, technology, human resources, and various firmwide functions.
[..] Fiminfrastructure is not associated with particular primary activities but supports the entire chain.” Porter
(1985:38)

Value System by Rayport J., Jaworski B. 2001"’

Trapped Value Hybrid Value New-to-the-world Value
1) More Efficient Markets 5) Customize Offerings
2) More Efficient Value Systems 6) Radically Extended Reach and
Access
3) Ease of Access -> Disrupt Pricing
-> Ease of Access . .
> Radically Ext. 7) Build Community
4) Disrupt Pricing Power Reach
8) Collaboration Among Multiple
People Across Locations and Time
9) New To The World Functions
7 Porter (1985:37)
77 Rayport (2001a:32-33)
78 » Hybrid value, (...), is most powerful when the synergistic effects of both trapped and new-to-the-world

value can be combined. There are three distinct mechanisms by which a company can create hybrid
value ...” Mohammed (2004:39)
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Explanation”

1) ‘lowering search and transaction costs

2) ‘compressing or eliminating steps in the current value systen

3) “enhancing access points and the degree of communication between the relevant exchange partners
4) changing ‘current pricing-power relationships

5) allowing ‘ customers to customize specific products or service'

6) extending ‘the boundaries of an existing market or create a new market’

7) enabling * efficient community buildings

8) ‘working together more efficiently and more effectively’

9) “horizontal or functional’

Information asvirtual value (matrix rather than chain) by Rayport J., Sviokla J. 1995%

Gather

Organize
Select

Synthesize
Distribute

= ThelLaw of Digital Assets

-> New Economies of Scale

-> New Economies of Scope

-> Transaction-Cost Compression
->Rebalancing Supply and Demand

80

Rayport (2001a:32-33)
Rayport (1995:84-85)
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Components of a Business M odel
by Rayportv J., Jaworski B. 20015

Value Cluster (Value Cluster)

- Target Segment(s)
- Focal Customer Benefit (Combination of Benefits)
- Reason why product/firm (Product/Firm and Partners)

}

Marketspace Offering

v

Resource System

!

Financial Model

- “ Each step in the process is fundamentally based around the benefits

that matter most to customers.” &

Key Elements of Customer Experience
based on Mohammed R. 2004%

The Objective Element

The Perception Element

The Encounter Element

The Reactions-to-Stimuli Element

The Sensory Element

The Cognitive and Emotional Element

The Relative Element

81 Rayport (2001:71-72)
82 Rayport (2001:71)
8 Mohammed (2004:133-135)
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Stages of Customer Experience
based on Mohammed R. 2004%

1) Functionality Usability and Ease of Navigation
Speed

Reliability

Security

Media Accessibility

2) Intimacy Customization

Communication

Consistency

Trustworthiness

Exceptiona Vaue

Shift from Consumption to Leisure
Activity

3) Evangelism Taking the Word to the Market
Active Community Membership
“The Company Cares About My
Opinions”

Defender of the Experience

Definition Usability — SO 9241-11

"[Usability refersto] 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 user." %

Usability Definition ‘Factsof Life
by Nielsen J. 1993% by Krug S. 2000%
Easy to learn

Efficient to use We don’t read pages, we scan them.

We don’t make optimal choices. We satisfice.

Easy to remember ) ]
We don't figure out how things work. We muddle through.”

Error tolerant (prevention) = Don’'t Make Me Think.
Satisfaction®

8 Mohammed (2004:135-140)

8 Usability Professionals Association (2004)

8 Nielsen (1993:26) Brink (2002:2-3)

87 Krug (2000:22-26)

8 Satisfaction (pleasing) is considered as the final result of the combination of the earlier criteria. Brink

(2002:3) Nielsen (1993:33)
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Effect of Standardson Users
by Nielsen J. 2004%°

Users

“ know what features to expect,

know how these features will ook in the interface,

know where to find these features on the site and on the page,

know how to operate each feature to achieve their goal,

don't have to ponder the meaning of unknown design elements,

don't miss important features because they overlook a non-standard design element,
and don't get nasty surprises when something doesn't work as expected.”

Standards need to address

“the structure of product pages,

o workflow (beyond simplistic shopping carts),

« the main types of information a corporate site should provide, and the information
architecture for that information (where to find what).”

89 Nielsen (2004a)
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Web users want instant gratification and have little patience for the mystery approach's
detours and puzzles. Users are getting ever-more goal-driven in their approach to the Web,
which they see more as atool than an environment. Surfing to check out cool sitesisathing
of the past. Nielsen 2004aSatisfacing Model of Navigation (based on Brink 2002) %

Many Links

Visit a Page

Isthiswhat | am
looking for?

v

No. Scan the
links.

Click on thefirst
Good Match

90

Brinck (2002:122)

>

Few Links

v

Done.

Click on the
Best Match
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Seven Design Elements of Customer Interface®

Dimensions

Context

Aesthetic, functionality

I nformation-architecture
Navigation

Performance:

Speed

Reliability

Platform Independence
Accessibility

Usability

Aesthetics:
Colour Scheme
Visual Themes

Content

Medium and message of the
‘digital subject matter’ %2

Offering

Apped
Multimedia

Type (Time frame)

Community

‘Set of interwoven relationships
built upon shared interests *

Content/Value creation (firm/user
benefit)

Customization

Ability to modification
(tailoring and personalization)

Website (stored information,
layout/content selection, agents)
Products

Communication

Dialogue between firm/website
and user

Broadcast (mailings, FAQ, newdletter,
notifications)

Interaction

Hybrid (broadcast + interaction)

Connection

Links

Third-party links
Outsourced content
Affiliations

Commerce

Transaction

Registration
Shopping cart
Security

Credit card approval
Configurations tech.
Order tracking
Delivery options

o Mohammed (2004:161-181) Ragport (2001:119-164)

% Mohammed (2004:161)
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AlM Critical Review of the website http://www.ftd.com
METHOD Customer Experience Review, Content Analysis

Usability Inspection: Heuristic Evaluation + Checklists (General Purpose, Common Mistakes)
DIMENSIONS Specification Value Offering

“mid-to high-end market” “flowers and gifts for every occasion”

Key Elements of Customer Experience

Website in general positive look-and-feel, on the other side nothing special or emotional (very functional design)

Content

Offering Mix Appeal Mix Content Type Multimedia Mix

(Products, Services, Inform.) (Cognitive & Emotional) (Time Frame, Generation, etc.) (Variety of Media)

Broad range of flowers, especially | Competitive offerings, Product infos, but no news, some | Good detail view, but that’s about
many gifts-offerings. personalizalism by My Account tips, which are not well linked it.

Services as “ddiver it today”, Customizing greeting cards but not | with other content

Sunday delivery, international product itself, though added gifts | Only newsin form of upcoming

delivery, monthly plans, account (chocolate, bear, ballon) holidays, but bad linked ! No

services (ordertacking, holiday Many partners (bonus programs— | holiday (date) on the product site

reminder, addressbock) airlines, hotles)

Satisfaction guarantee

No emotional elements, relative
pure and boring (especially
regarding holidays would some
illustrations, storys, be interesting)
Choice of greeting cards a bit
limited

UoW — Internet Marketing: Customer Experience — Benjamin Teeuwsen (2004) 22|24




L ook & Fedl

Function (Pragmatic Usability)

Aesthetics

Usability Information Architecture Colour Schemes Visual Themes

Speed Navigation Tools

Reliability Linking

Accessibility

Speed is aright General aright In general pleasant colours Very little, especialy holiday

Possibilities to test reliability and
accessibility were limited

Overall Usability works, though a
few findings:

Visibility of system status

Little roll over feedback, folders at
the top do not indicate if this
category is active or not, in
contrast good bread-crump,
negativeisthat links do not
indicateif visited, also only what-
if support in ordering process
could be optimized

Control and freedom

Link on “Find aFlorist” takes user
away — no return possibility
Recognition rather than recall
Dates of holidays not integrated in
product view, ordering process

Tips could be better linked with
content

Same with upcoming holidays, etc.
Also internationa delivery at the
bottom left not very visible (wrong
category, need to scroll down)
“Gourmet Gifts’ on top could
support specific user need — looks
a the sametime abit illogical
(why not in gifts?)

Appropriate colours

Logo could be more appropriate,
only bluein page

Grey links on orange background
look abit dirty

category could be good for some
visual support

Additional Findings

/
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Heuristicsfor GUI-Design® (Graphic User Interface)
Originally developed by Jakob Nielsen/ Rolf Molich 1990, modified by Nielsen 1994

Visibility of system status
The system should aways keep users informed about what is going on, through
appropriate feedback within reasonable time.

M atch between system and the real world

The system should speak the user’ s language, with words, phrases, and concepts familiar to
the user, rather than system-oriented terms. Follow rea-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
User should not have to wonder wheter 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
occuring in the first place.

Recognition rather than recall

Make 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 ve visible or easily retrievable whenever appropriate.

Flexibility and efficiency of use

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

Aesthetic and minimalist design

Dialogues should not contain information which isirrelevant or rarely needed. Every extra
unit of information in a dialogue competes with the relevant units of information ad
diminishes their visibility.

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

Help and documentation

Even though it is better if the system can be used without documentation, it may be
necesarry to provide help and documentation. Any such information should be easy to
seach, focused on the user’ stask, list concrete steps to be carried out, and not be too large.

% Nielsen (2004b)
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