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EXECUTIVE SUMMARY 

As part of the ABC OneWeb 2010 project, XYZ conducted an expert evaluation of the ABC website using 2 sets of 

prototypes.  We reviewed the site against a set of heuristics – a set of best practices as a first step in assessing 

how well these prototypes will meet end-users needs and expectations for two specific tasks as directed by ABC 

- Locate information for a hydraulic cylinder and Locate information for a hydraulic cylinder that could used in 

the iron roughneck on an offshore oil rig.   

Prototype A – This prototype differs significantly from the current website by the addition of a persistent top 

level navigation, addition of “breadcrumbs” , a more balanced design with lesser white space among other 

differences. The key issues found were:  

• Global navigation not horizontally aligned on top of the page as per web standards 

• Left Navigation bar has way too many links, is long and without a clear label on some pages 

• Verbose links that wrap on multiple lines that increase page length and make the user scroll 

• Minimal color usage, a mellow “vibe” that might not be able to “pull” the user into deeper pages 

• Duplication and Triplication of links and content, making them redundant and utilize more real estate on 

the page   

Prototype B – This prototype differs in that the global navigation is fairly standard in it’s design (placed 

horizontally across the page). When clicked, sub categories appear below the main categories. All of the above 

mentioned issues found in Prototype A, seem to be the present in this version too and will not be repeated here. 

Conclusion:  

Prototype B performed better (qualitative findings) than Prototype A. It is recommended that major tweaks still 

need to be made on the page layout, UI design and information navigation for this design to be truly a world-

class web front for a world-class company that is ABC. These changes are detailed in the recommendations 

section for Prototype B.  

Once these changes are agreed to and then made, a detailed usability test with real users would help solidify the 

design and hopefully boost confidence that ABC is on the right path to change the online business landscape 

among its competitors and organically convert visitors into eventual customers. 
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OVERVIEW AND METHODOLOGY 

The ABC public-facing website provides company and product information to a broad array of end-users.  With 

their site, ABC endeavors to introduce themselves to potential customers, generate leads, reinforce the 

company image, motivate buyers, and serve existing customers.     

  THE CURRENT ABC.COM WEBSITE

 

The end-users of the site include potential and existing customers, investors, potential employees, distributors 

and job applicants. These end-user groups often have different objectives, perspectives, and environments 

which must be considered when defining content, messaging, and information design. 

It is to be noted that for the OneWeb2010 project, 2 prototypes were reviewed. Prototype A and B have 

different designs and layouts. The goal of this study would be to make an informed decision on which prototype 

performs better and is to be used for future iterations. Because the project focus is to redesign the site, the 

findings of this evaluation are presented with a focus on the guidelines that we should use moving forward.  The 

guidelines presented are not a complete list of all design guidelines but are representative of those principles 

which would resolve usability issues found in the current site.  Other websites, some of whom are competitors 

have also been listed in some cases for illustrative purposes.  
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Heuristics 

This following heuristics are pulled from lists composed by Jakob Nielsen and Bruce Tognazzini (TOG), both 

leaders in the user-experience profession. 

1. Visibility of system status 

The system should always keep users informed about what is going on, through appropriate feedback within 

reasonable time.  

2. 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.  

3. 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.  

4. Consistency and standards 

Users should not have to wonder whether different words, situations, or actions mean the same thing. Follow 

platform conventions.  

5. Error prevention 

Even better than good error messages is a careful design which prevents a problem from occurring in the first 

place.  

6. 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 be visible or easily retrievable whenever 

appropriate.  

7. 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.  

8. 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.  

9. 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.  

10. 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.  

11. Anticipation 

Applications should attempt to anticipate the user’s wants and needs. Do not expect users to search for or 

gather information or evoke necessary tools. Bring to the user all the information and tools needed for each 

step of the process. 

12. Learnability 
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Ideally, products would have no learning curve: users would walk up to them for the very first time and achieve 

instant mastery. In practice, all applications and services, no matter how simple, will display a learning curve.  

Limit the Trade-Offs.  Usability and learnability are not mutually exclusive. First, decide which is the most 

important; then attack both with vigor.  

 
FINDINGS AND RECOMMENDATIONS 

The following recommendations are presented as guidelines and demonstrate the principles of good design that 

we will be using as we move forward with the redesign of the ABC website.  We do not suggest that the 

guidelines presented here are a complete list of good design principles.  The guidelines included in this report 

are those which address problems found in the prototypes supplied by ABC and that we intend to follow in the 

site redesign. However, it is to be noted that in the absence of having clickable and complete prototypes and 

end user/business stakeholder input, these findings and recommendations may be incomplete.  

The recommendations are split into 5 categories: 

o Information Navigation 

o Content 

o User Interface Design 

o User Controls and Affordance 

o Web Standards   
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HOMEPAGE (PROTOTYPE A) 

 

1. Observation: Site wide navigation links (“Products and Solutions”, “Customer Care”, “Sustainability” and 

“Our Company”) do not follow web standards – The site wide navigation links are placed next to the 

“super hero” image which is not a web standard. They do not stand out as true global navigation which 

could be a confusion area for the user since they seem to blend in with the rest of the links on this page.  

Recommendation: A standard practice is to have a global navigation that spreads itself out horizontally 

on the top of each page. We call this a “Persistent Global Navigation”. Moving this piece up on the top 

with sub categories of information displayed under each category using JavaScript rollovers or other 

display techniques could free up a lot of real estate and make the website design much cleaner. Specific 

recommendations on content and navigation can be made once information analysis; card sorting and 

content inventory activities are completed and a site map for the new site is built.  
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Category: User Interface Design, Information Navigation, Web Standards  

Applicable Heuristic(s): Match between the system and real world, Anticipation  

Severity: High 

Website(s) that do it well: Kohler engines 

 

2. Observation: Stock Price and Time notification consumes valuable real estate – The stock price and time 

stamp are a valuable piece of information for ABC investors. However, this takes up a lot of real estate 

on the site header. 

 
Recommendation:  

• While this might seem to be a minor issue, the collective effect on several such issues could lead 

to the page being more “busy”. A hard look at if this information is really needed on the header 

would be recommended.  

• At the least, the time stamp may be deleted and can be shown as a notification if the user 

hovers over the stock price. This would help take out some of the text on the page, which is 

already filled with numerous links for other important pieces of information like the products 

and services and core markets for ABC. 

Category: User Interface Design 

Applicable Heuristic(s): Aesthetic and Minimalist Design 

Severity: Medium 

 

3. Observation: Information Duplication/Triplication – There are several pieces of information that are 

repeated on this page, creating redundancies and increasing the amount of links and text. These include:  

• Links to worldwide sites (2 instances) 

• News and Events (3 instances) 

• Sustainability (2 instances) 

• Customer Care (2 instances) 

• Stimulus Recovery (2 instances) 
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Recommendation: As a best practice, websites that perform best are those without duplicate content 

which helps decrease the user’s cognitive load.  A single way of navigation ensures that inaccuracies in 

content can be avoided as ABC would not have to worry about “synching” content. An exception to this 

rule is the footer, where information that may already be on the page is repeated. This is done for SEO 

and accessibility issues. Therefore, it is recommended that duplicate or triplicate references be removed 

from the homepage. This will also help ABC.com have a more “clean” design.  

Category: User Interface Design, Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world, Learnability  

Severity: Critical  

Website(s) that do it well: IBM 

  

4. Observation: The word “Contact” is non-standard  

Recommendation: While this might seem to be a minor issue, it is recommended that the standard of 

using “Contact us” is adhered to so that users are not confused by what this link means. This also 

clarifies that the customer will be responded to by an ABC representative and not a third party or 

unknown person and has a bit of a warm, personable effect rather than just the word “Contact”.  

Category: Content, Web Standards 

Applicable Heuristic(s): Match between the system and real world  

Severity: Medium 

 

5. Observation: Links for Worldwide Sites and the drop down to select a geography (at the bottom of the 

page) seem to achieve the same function – The duplicity of these links and controls seems redundant 

and adds to more text and functionality on this already link heavy page. Additionally, there is no clear 

indication what would happen if the user clicks on the “English” link. Lastly, the link for ABC.com seems 

redundant and not web standard.  

 
Recommendation:  

• A best practice is to display a drop down for the various locales and languages that the user can 

choose from to change sites. 

• Delete the link for ABC.com. A standard best practice is to make the company logo clickable if 

the user wants to go back to the homepage. 

• Delete the link for “English” as it causes confusion, there is no indication on what this link would 

achieve or add value to.  

• Delete the link for “Wordwide Sites” and let the drop down be the only way to navigate to other 

sites. 

• Move the drop down from the bottom of the page to the header as per standard website design 

practices.  
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Category: Information Navigation, User Controls and Affordance, Web Standards 

Applicable Heuristic(s): User Control and Freedom, Flexibility and efficiency of use   

Severity: High  

Website(s) that do it well: IBM 

 

6. Observation: Link text are enough to wrap  – The text for the “News” and Events” are long, such that 

they wrap on multiple lines. Also words like “Fortune” are hyperlinked. A quick scan of this section does 

not immediately make clear what the article’s  link is all about since the text “Fortune” is hyperlinked, 

adding to potential confusion and distraction to the user.  

 
Recommendation:  

• A best practice is to display descriptive text of the actual article of the news to be a hyperlink for 

easier legibility. The user is more likely to click on a specific user-friendly label rather than a 

generic label or third party company name like “Fortune”. For example, the label could be 

changed to “ABC Ranked # 4 Most Admired Company”.  

• A character limit needs to be established for this element so that longer text and verbose 

introductions to articles are avoided. This may be done when style guides or specifications are 

implemented for this project as precise pixel specific information would be needed for the best 

kind of recommendation.  

Category: User Interface Design, Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world, Anticipation  

Severity: High 

Website(s) that do it well: Kohler 
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7. Observation: Various Promotions or Announcements may not get noticed – Because of the heavy text 

use and the length of the text/sentences, some of the promos and/or announcements are shoved 

deeper below the fold for the user. This increases the probability that the user might not even notice 

these links and skip them.  

Recommendation: A best practice is to display multiple promos or announcements right on the “hero 

promo” itself. These promos may then be automatically timed to refresh every 3 – 4 seconds or if the 

user wishes to see a particular promo or announcements, he/she may directly click on it.  

Category: User Interface Design, Information Navigation, Content  

Applicable Heuristic(s): Error Prevention  

Severity: High  

Website(s) that do it well: Yahoo!, IBM 

 

8. Observation: Sustainability links take up valuable real estate and is duplicated (left side of the screen, 

and the global navigation) – Because of the number of links already on this page, the addition of 

Sustainability section may add to the information overload of the user.  

Recommendation: A best practice is to do user and content analysis to figure out how important this 

section to showcase right off the homepage. If this section does not contribute to an increase in ABC’s 

KPIs, this program and associated links could, for example, be rolled into the “Company” section which 

would free up more real estate.  

Category: User Interface Design, Information Navigation, Content 

Applicable Heuristic(s): Aesthetic and Minimalist Design  

Severity: Medium 
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LANDING PAGE – HYDRAULICS (PROTOTYPE A) 

 
 

1. Observation: Left navigation bar is longer than the actual page content– The navigation links on the left 

hand side are long and increase the page vertical scroll. This increases the white space in the page body 

and increases the probability that the user would not notice there is more information after the page 

fold that might aid his/her navigation, potentially missing out on valuable.   
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Recommendation: A best practice is to display contextual navigation on the left hand side to be only 

specific to the product or category that the user expresses interests in (hydraulics in this case). This 

helps the user not be distracted by an overload of other information and increases the focus of 

information to be just on what the user is interested in. Other categories of information may be 

navigated to by the breadcrumb navigation, the browser back button or the global navigation.  

Category: Information Navigation, Content  

Applicable Heuristic(s): Anticipation  

Severity: High 

 

2. Observation: Page title looks like it is clickable – The text “Hydraulics” looks like it is hyperlinked and can 

be clicked as it is bolded and blue in color. However, that does not seem to be the case as the user is 

already on the Hydraulics page.  

 
Recommendation: A best practice is to use a different look and feel for labels that are not clickable vs. 

the ones that are. This would eliminate any confusion and would deter the user from clicking on labels 

that are not links.  

Category: Information Navigation 

Applicable Heuristic(s): Error Prevention 

Severity: High 

 

3. Observation: News text is verbose – The text for the news article are long, such that they wrap. Also the 

title of the news article is not linked. The link “View Article” is repeated.  

 
Recommendation:  
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• A best practice is to display the actual article of the news to be a hyperlink for easier legibility. 

The user is more likely to click on a specific link rather than a generic “View Article” link as 

shown in the screenshot.  

• Headlines need to be more succinct and user friendly. A character limit needs to be established 

for this element, which may be done when style guides or specifications are implemented for 

this project.  

Category: User Interface Design, Information Navigation, Content   

Applicable Heuristic(s): Match between the system and real world 

Severity: High 

 

4. Observation: Events – The text displays the logistics for the event on several lines which makes the page 

length longer, forcing the user to scroll even more.  

 
Recommendation: As noted before, a best practice is to display the actual event title to be a hyperlink 

for easier legibility. The user is more likely to click on a specific link rather than a generic “View Event” 

link as shown in the screenshot.  

Category: User Interface Design, Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world 

Severity: High 

Website(s) that do it well: IBM 
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LANDING PAGE – CYLINDERS (PROTOTYPE A) 

 

 

1. Observation: Breadcrumbs do not follow web standards - The breadcrumbs are a good visual indicator 

of the site structure and the navigational path the user has taken to arrive at this page. However they 

appear below the visual image which is not a web standard. They also appear in all caps which makes it 

difficult to read. This change in font style is a distraction from all other text styles on the page.  

Recommendation:  

• Move the breadcrumbs to be just below the header but above the image .  
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• Use normal capitalization rules and font sizes so that the user does not feel distracted or 

overwhelmed by the amount of information, which this element could contribute against. Too 

much variety of style in fonts could contribute to the cognitive load of the user making it more 

difficult to “scan” the page.  

 
Category: User Interface Design, Information Navigation 

Applicable Heuristic(s): Match between the system and real world, Anticipation  

Severity: High 

Website(s) that do it well: Generac, HP 

 

2. Observation: Icons are not intuitive – The icons on the right hand side of the page could not be tested as 

they are not clickable. However, the icon designs do not intuitively match their descriptions.    

 
Recommendation:  

• Ensure intuitive icons are used for their intended functionality, for e.g. a “$” sign for the “How to 

buy” link is more intuitive than an orange checkbox.  

• As a good user experience practice, ensure that the links are contextual, i.e., when clicked on; 

they would take the user directly to product related (cylinder) information. This would cut down 

the number of pages traversed to get to the right information. See  Parker for an example 

(remembers product when looking for a distributor).  

Category: User Interface Design, Information Navigation 

Applicable Heuristic(s): Recognition rather than recall 

Severity: Medium  

Website(s) that do it well: Sliderocket (see the left hand side of the screen) 

 

3. Observation: Related Sites Header – The word “Sites” may confuse the user, as they likely perceive 

ABC.com to be one unified site without regard to internal corporate or IT structure. Also the link for 

 



 

Page 17 of 40 

 

product information library has the keyword “Cylinder” at the end of the link rather than in front, 

making the user work harder to assimilate the product specific link and its destination.  

 
Recommendation:  

• Change the header to be “See also” to be more generic and understandable. Also, the link under 

the header could read “Cylinder Literature Library”. Having the keyword at the beginning of the 

phrase increases the probability that the link would be noticed since users read from left to right 

and would hone in on the word “Cylinder”. 

• Ensure that when the user clicks on this link, it would take the user straight to that specific 

information and not start at the very top of the page.  

• Lastly, the note for contacting a distributor seems to better fit in the body of the page rather 

than the right hand navigation bar.   

Category: User Interface Design, Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world 

Severity: Medium 

 

4. Observation: Image Alignment – Some of the images are not exactly horizontally aligned. Seems that 

the text wrapping is causing this.  

 
Recommendation: Place the text as separate from the image in the HTML in such a way that the text 

length does not affect alignment. While this seems to be a minor issue, smaller corrections like these 

can boost the aesthetic appeal and professional brand of ABC.com 

Applicable Heuristic(s): Aesthetic and Minimalist design  

Category: User Interface Design 

Severity: Medium 

 

5. Observation: 2 links on this page seem to have the “current page” indicator – The link “Motors” seems 

to be not linked, which could cause confusion and lead the user to be believe that he/she is on this page. 

However that is clearly not the case since the actual page is for Cylinders.   
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Recommendation: This seems to be a bug, but ensure that the user can only view one link as a current 

page. Ensure that the link is not clickable, since the user is already on the page.  

Category: Information Navigation 

Applicable Heuristic(s): Visibility of system status, Web Standards 

Severity: High 

Website(s) that do it well: Generac, GE Power 

 

6. Observation: Duplication of links – The different kinds of cylinders is repeated both in the body of the 

page as well as in the left hand side navigation.  

Recommendation: As a best practice, landing pages that perform best are those without duplicate 

content which helps decrease the user’s cognitive load.  A single way of navigation also ensures that 

inaccuracies in content can be avoided (the current website has some examples where the body of the 

page has more links than the left hand nav.). A strong recommendation on the navigational model can 

only be made when the navigational structure and site map and associated analysis are completed and 

tested with users. However, an idea that could be explored is the having a single mechanism for 

browsing in the left navigation while using the body of the page to only show content or inline links.  

Category: Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world, Error Prevention 

Severity: High 

Website(s) that do it well: HP 
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CYLINDERS DETAIL (PROTOTYPE A) 

 

 

1. Observation: Page title does not have the full product name – The word “Cylinder” is missing from the 

page title.   

Recommendation: Incorporate the full product name in the page title so that the user is clear on what 

this page is referring to at first glance. This is also important for SEO purposes so that search engines 

index this page under the right category.  

Category: Content, Web Standards 

Applicable Heuristic(s): Recognition rather than recall  

Severity: Medium 

 

2. Observation:  

• Call to action links (“Order a catalog”, “Find a Reseller” etc.) seem generic – Since the prototype 

is a screenshot and cannot be fully tested, it is hard to know where the various links would lead 

the user to. The titles of the links have generic labels which make it difficult to know if the links 

are M series cylinder specific.   
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•  “Order a catalog” icon is used for “Distributor Locator” functionality on the previous screen, 

mixing these metaphors causes user confusion.  

 

Recommendation:  

• Ensure that the links are indeed product specific, i.e., they will take the user to M series cylinder 

specific information. 

• Have a clear, simple header for these links like “Getting Started with the M Series Cylinder” or 

“Request a Sample” (where appropriate). 

• Do not recycle and mix metaphors, use unique icons for unique functionalities to eliminate user 

confusion.  

Category: Content, Information Navigation 

Applicable Heuristic(s): Recognition rather than recall  

Severity: Medium 

 

3. Observation: Content in the body of the page seems to be organized in a tabular structure – This causes 

confusion because the user may look for the columns titles, however on closer inspection, the content is 

not arranged in a table at all.  The “Service” and “Support” tabs seem conceptually similar and might 

confuse the user on their distinction.  

 
Recommendation:  

• Ensure that the content is arranged in a paragraph style with good sentence structure so that it 

does not confuse the user and increases legibility of content.  

• Provide a clearer distinction between “Service” and “Support” or roll “Service” into the 

“Support” tab.  

Category: Content 

Applicable Heuristic(s): Error prevention, Match between the system and real world   

Severity: High 

Website(s) that do it well: Honeywell 

 

4. Observation: Left Navigation Bar does not have a title above it.  
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Recommendation:  

• As a best practice, insert a label over each left navigation bar that makes it clear to the user 

what the navigation is about. For example, the tile on this screenshot could be “Cylinders”.  This 

also gives the user a frame or reference to align him/her on this page since users are more apt 

to reading from left to right.  

• This label may be hyperlinked in case the user would want to navigate back to the product 

category (Cylinders) page.  

Category: Content, Information Navigation 

Applicable Heuristic(s): Recognition rather than recall, User control and freedom  

Severity: Medium 
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Analysis for Prototype B Screens Follow 
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HOMEPAGE (PROTOTYPE B) 
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1. Observation: Search Location box (all of ABC on this prototype) is an open ended textbox which does 

not communicate to the user how to change criteria or what kind of text to input to change location to 

Hydraulics (for example)  

 
Recommendation: Incorporate this control as a drop down so the user can easily select filter criteria or 

location under which he/she would like to search against.  

Category: User Control and Affordance 

Applicable Heuristic(s): Flexibility and Efficiency of Use  

Severity: High 

 

2. Observation: No indication of current promo or messaging banner that the user is on might confuse the 

user and make him/her work “harder” to figure out the relationship between the numbers and the big 

promo.  

Recommendation:  

• As a best practice, the current promo or messaging piece that the user is on must have the 

corresponding thumbnail as a different color as visual feedback.  

• Consider moving from just numbered thumbnails to a more descriptive usage of text and visuals 

so that the user knows exactly what the topic of the message or promo is before even clicking 

on these thumbnails.  

Category: Information Navigation, User Interface Design 

Applicable Heuristic(s): Visibility of system status  

Severity: High 

Website(s) that do it well: Yahoo!, IBM 

 

3. Observation: “News” text is verbose – The text for the news article are long, such that they wrap. Also 

the title of the news article is not linked. The link “View Article” is repeated.  

 
Recommendation:  
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• A best practice is to display the actual article of the news to be a hyperlink for easier legibility. 

The user is more likely to click on a specific link rather than a generic “View Article”. 

• Headlines need to be more succinct and user friendly. A character limit needs to be established 

for this element, which may be done when style guides or specifications are implemented for 

this project.  

Category: User Interface Design, Information Navigation, Content   

Applicable Heuristic(s): Match between the system and real world 

Severity: High 

Website(s) that do it well: IBM 

 

4. Observation: Upcoming Events – The text displays the logistics for the event on several lines which 

makes the page length longer.  

 
Recommendation: As noted before, a best practice is to display the actual event title to be a hyperlink 

for easier legibility. The user is more likely to click on a specific link rather than a generic “View Event” 

link as shown in the screenshot.  

Category: User Interface Design, Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world 

Severity: High 

 

5. Observation: “ABC in the News” is conceptually similar to the “News” section and consumes more real 

estate than having one integrated “News” section.  
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Recommendation: Consider combining these 2 sections such that the user has one place to navigate to 

for news. This will help cut down on the real estate needed and the space saved and is used for other 

important information or marketing collateral that ABC deems worthy of the homepage.  

Category: Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world 

Severity: High 

Website(s) that do it well: ABB 

 

6. Observation: The links for “ABC Newsfeeds”, “ABC on Facebook” and “ABC on Twitter” take up real 

estate and are purely textual. 

Recommendation: Use standard icons for RSS feeds, Facebook and Twitter to conserve real estate and 

connect with the user more intuitively as shown below.  

 
Category: Web Standards 

Applicable Heuristic(s): Recognition rather than recall 

Severity: Medium 

Website(s) that do it well: IBM (see footer) 

 

7. Observation: The text for “ABC” and “Products” in the footer seem to be clickable, however there does 

not seem to be a landing page for Products and the user is already on the ABC website.   

 
Recommendation: This seems to be a bug. Delete hyperlinks once confirmed. 

Category: User Interface Design  
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Applicable Heuristic(s): Error prevention 

Severity: High 

 

8. Observation: Graphics on the page are missing text, links or any call to action. 

 
Recommendation: Ensure that the visuals have some messaging or links or a call to action. Not having 

any action tied to them wastes real estate and user’s time by trying to click on them. 

Category: User Interface Design  

Applicable Heuristic(s): Error prevention 

Severity: High 
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HOMEPAGE (PROTOTYPE B) 

(CLICKED STATE OF HEADER NAVIGATIONAL ELEMENT) 

 

1 
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1. Observation: Clicking on “Product Categories” bring a second box where deeper navigation is possible. A 

few observations here:  

• The background opacity is such that the background visuals of the website are still visible, 

making it difficult to read what is in the secondary box as the background graphic and text 

blends into the foreground. 

• The “+ Expand..” links do not work as this is a screenshot, however it is believed that clicking on 

the link would further expand the subcategory. This would mean a third level of navigation 

which might be a bit too much for the homepage.  

• The introductory text for each subcategory further lengthens the box for the secondary 

navigation.  

Recommendation: For a clear, intuitive and seamless experience the following is recommended 

• Remove the transparent background from the secondary navigation box so that the user can 

focus on what is in front and not have to decipher the text from the visually blending interface 

behind it.  

• Remove the “Expand” functionality so that the user does not have to work harder on navigation. 

Keep navigation down to 2 levels only makes the design more standard when compared to other 

websites and lessens the probability that the user would leave the site right off the homepage in 

case he/she does not see information on the expanded menus that resonates with him/her.  

• Remove the text for each subcategory. This will cut down on the real estate needs for the 

secondary navigation as well as afford a cleaner design. Ensure the right keywords and user 

friendly labels are used on the links.  

• Hyperlink the icons or visuals for each subcategory in case the user clicks on them. 

Category: User Interface Design  

Applicable Heuristic(s): Error prevention, Content, User Interface Design, Information Navigation 

Severity: High 

Website(s) that do it well: Mahle 
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LANDING PAGE – HYDRAULICS (PROTOTYPE B) 

 

 

1. Observation: White background color of the “Product Categories” link does not stand out enough to 

indicate  the user is on the category path of the site structure.  

2 

1 

3 
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Recommendation: Experiment with different background colors that effectively show the current site 

hierarchy and user path. This might need a few variations from a visual designer until ABC decides on 

the new visual standard which would then need to be documented in the style guide.  

Category: User Interface Design  

Applicable Heuristic(s): Visibility of system status 

Severity: High 

Website(s) that do it well: Mahle 

 

2. Observation: Duplication of links – The different kinds of hydraulics products are repeated both in the 

body of the page as well as in the left hand side navigation.  

Recommendation: As a best practice, landing pages that perform best are those without duplicate 

content which helps decrease the user’s cognitive load.  A single way of navigation also ensures that 

inaccuracies in content can be avoided (the current website has some examples where the body of the 

page has more links than the left hand nav.). A strong recommendation on the navigational model can 

only be made when the navigational structure and site map and associated analysis are completed and 

tested with users. However, an idea that could be explored is the having a single mechanism for 

browsing in the left navigation while using the body of the page to only show content or inline links.  

Category: Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world, Error Prevention 

Severity: High 

Website(s) that do it well: HP 

 

3. Observation: Text under each subcategory page makes the page longer, forcing the user to scroll down 

to find information and thus work harder.  

 
Recommendation: 

• Consider deletion of the text to help the user have a immediate “snapshot” of the entire screen. 

This is also important when screens need to be localized in other languages that take more 

characters than the English language to sufficiently make sense for the user (for e.g. Chinese and 

German).  

• Consider the navigation to be just within the links when the user clicks on the “Expand” link. This 

would eliminate the need for having a different landing page for each sub category.  

Category: Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world 

Severity: Medium 
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Draft Wireframe of a Product Category Page 

 
 

The above wireframe proposes some new features and layouts that are fairly easy to implement and standard in 

web design techniques: 

 

1. Standard Header layout and global navigation across the top of the page. 

2. Addition of SEO text to increase “indexibility” of these kinds of pages by search engines. 

3. Content areas in the body that focus on key marketing messages and focus on finding product 

information by placing the “browse” feature right in the centre of the page for easy identification.  

4. Usage of specific labels like “Hydraulics” in the links to add a confirmation to the user’s thought process 

that the links are contextual.  

5. Where appropriate, the upper right hand side may be used for key conversion area links like downloads, 

contact a sales rep etc. However, these links must be product or category contextual too, i.e. do not 

make the user start from the top to again specify what area he/she is interested in.  

  

1 

2 

3 
4 

5 
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LANDING PAGE – CYLINDERS (PROTOTYPE B) 

 
 

2 

1 

3 

4 
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1. Observation: No “current page” indicator – The link “Cylinders” seems to be hyperlinked although the 

user is already on this page. This could cause confusion and lead the user to be believe a separate 

“Cylinders” page exists apart from the one that the user is on, which is not the case.  

 
Recommendation: This seems to be a bug but ensure that the link is not clickable, since the user is 

already on the page.  

Category: Information Navigation 

Applicable Heuristic(s): Visibility of system status  

Severity: High 

Website(s) that do it well: Mahle 

 

2. Observation: Duplication of links – The different kinds of cylinders is repeated both in the body of the 

page as well as in the left hand side navigation.  

Recommendation: As a best practice, landing pages that perform best are those without duplicate 

content which helps decrease the user’s cognitive load.  A single way of navigation also ensures that 

inaccuracies in content can be avoided (the current website has some examples where the body of the 

page has more links than the left hand nav.) 

Category: Information Navigation, Content  

Applicable Heuristic(s): Match between the system and real world, Error Prevention 

Severity: High 

Website(s) that do it well: HP 

 

3. Observation: Breadcrumbs do not follow web standards - The breadcrumbs are a good visual indicator 

of the site structure and the navigational path the user has taken to arrive at this page. However they 

appear below the visual image which is not a web standard. They also appear in all caps which makes it 

difficult to read. This change in font style is a distraction from all other text styles on the page.  

Recommendation:  

• Move the breadcrumbs to be just below the header but above the image as is common best 

practice.  

•  Use normal capitalization rules and font sizes so that the user does not feel distracted or 

overwhelmed by the amount of information, which this element could contribute against. Too 

much variety of style in fonts could contribute to the cognitive load of the user making it more 

difficult to “scan” the page.  
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Category: User Interface Design, Information Navigation, Web Standards 

Applicable Heuristic(s): Match between the system and real world, Anticipation  

Severity: High 

Website(s) that do it well: Generac, HP 

 

4. Observation: Image Alignment – Some of the images are not exactly aligned. Seems that the text 

wrapping is causing this.  

 
Recommendation: Place the text as separate from the image in the HTML in such a way that the text 

length does not affect alignment. While this seems to be a minor issue, smaller corrections like these 

can boost the aesthetic appeal and professional brand of ABC.com 

Applicable Heuristic(s): Aesthetic and Minimalist design  

Category: User Interface Design 

Severity: Medium 

 

5. Observation: White Space – Large amount of extra white space on the page (as well as other pages) 

make the page look like something is missing.  

Recommendation: Arrange elements and navigation in such a way that the pages look professional and 

do not contain more than 10 – 20 pixels of white space (height).  

Applicable Heuristic(s): Aesthetic and Minimalist design  

Category: User Interface Design 

Severity: Medium 
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Draft Wireframe of a Product Sub-Category Page 

 
 

The above wireframe proposes some new features and layouts that are fairly easy to implement and standard in 

web design techniques: 

 

1. Addition of SEO text to increase “indexibility” of these kinds of pages by search engines. 

2. Usage of an expanding/collapsible content area for secondary navigation links like news articles, events 

or marketing collateral.  

3. Where appropriate, the upper right hand side may be used for key conversion area links like downloads, 

contact a sales rep etc. However, these links must be product or category contextual too, i.e. do not 

make the user start from the top to again specify what area he/she is interested in.  

 

 

1 

2 
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CYLINDERS DETAIL (PROTOTYPE B) 

 
 

1 2 

3 
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1. Observation: No “current page” indicator – The link for “M series mill duty cylinder” seems to be 

hyperlinked although the user is already on this page. This could cause confusion and lead the user to be 

believe a separate M series mill duty cylinder page exists apart from the one that the user is on, which is 

not the case.  

 
Recommendation: This seems to be a bug but ensure that the link is not clickable, since the user is 

already on the page.  

Category: Information Navigation 

Applicable Heuristic(s): Visibility of system status  

Severity: High 

Website(s) that do it well: Mahle 

 

2. Observation: Different font sizes – The font size for the introduction of cylinders seems different than 

the text size in the tabs.  This affects the overall look and feel of the site and also makes the user work 

harder to read and adjust to different font sizes.  

 
Recommendation: Use the same font size in the body of the page for a professional, clean look on the 

design.  

Category: User Interface Design 

Applicable Heuristic(s): Aesthetic Design  

Severity: Medium 

 

3. Observation: “How to Buy” functionality is fairly hidden – This key conversion metric on is on the last 

tab and fairly easy to miss.  

 
Recommendation:  

• To increase conversions and truly use the web as a revenue generator, aggressively design the 

buying (or the “conversion” interface) so that it is seamless and apparent to the user how to buy 

ABC products.  

• Consider using buttons or a standalone element for this purpose with actionable links like “Chat 

with us now”, “Get a Quote”, “Buy now”, “Find a Distributor for this cylinder” etc. 

Category: User Interface Design 

Applicable Heuristic(s): Recognition rather than recall   

Severity: High 
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Website(s) that do it well: Schhneider-Electric (good use of “contact us” and “success stories” on the 

right), UPS (good use of “next steps”).  
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STRATEGIC RECOMMENDATIONS 

In addition to the above recommendations, the following should be considered as longer term strategic 

recommendations in order to leap frog the competition and truly take ABC.com to the next level.  

1. Build relationships first, do business second: 

a. Develop a personalization strategy and process that helps recognize, customize and offer 

personalized content for the varied audiences on ABC.com. This is especially important because 

a lot of traffic on the site comes from first time visitors (Forsee findings) but not enough from 

repeat visitors. Having this strategy and process in place could encourage users to come back by 

building a relationship based on their past navigation patterns and product/application needs.  

b. Adopt social media marketing as an important communications and marketing channel on the 

site that truly add value and are catalysts for a bi-directional dialog with the customer. Use 

learnings, successes and case studies from independent research and SMEs to develop a holistic 

integrated marketing and communications strategy that is beyond just ABC.com. 

2. Expose the product advisor tool that currently sits behind the ABC firewall to the public site. Analyze the 

current tool with customers to garner feedback, compare with best practices, tweak for improvements 

and then integrate into the public website. 

3. Expand ABC.com offerings to a global audience using region and market specific websites and other 

communication collateral with an overarching global strategy. This is especially important as countries 

like India and China are starting to contribute to a significant part of ABC’s revenue and market share.  

4. Investigate allowing customers to specify technical criteria and then find products that match those 

criteria. For example:  

a. TI Product selection tool  

b. Allied electric  

c. TI parametric search 

d. Kohler engine finder 

5. A penny saved is a penny earned - Investigate addition of automated support tools like electronic ticket 

submittals and follow ups, user generated communities, online chat and automated phone call backs to 

decrease support costs.  

6. A/B Testing – Test different versions of the same page to figure out which one drives the user farther 

down the sales “funnel” and increases conversions.  

 

 

Lastly, continuously tweak functionalities, websites and other forms of electronic communications to 

measure and then grow KPIs. The market and customers are rarely static in behavior, and neither should 

ABC’s digital assets.  

 

 

 


