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EXECUTIVE SUMMARY 

As part of the ABC OneWeb 2010 project, XYZ conducted an expert evaluation of the Search interface that ABC 

will be using by switching to the Vivisimo platform.  Search satisfaction ranks poorly in the Forsee results, a 

vendor  that ABC uses to gauge customer feedback. The mockup provided for XYZ are not complete and hence 

making complete recommendations has been a challenge.  However, from what we can see, the new direction 

for Search is a much needed effort that is going in the right direction. Tactical and strategic recommendations 

are noted below. Tweaking the mockup with short- term tactical changes would enhance the overall user 

experience. Strategic best practices recommendations are more long-term ideas and need more research to 

ensure they are the right thing to do specifically for the ABC audience.  Of particular mention is the need for 

customers to be able to input a part number directly and see the product in question as the first link in the 

results. XYZ would recommend that this particular feature be implemented as soon as time and resources allow.  

As with all Search related initiatives, the accuracy of the search results and the associated customer experience 

is hugely dependent on the SEO pre-work during content development.  This includes but is not limited to 

accurate tagging of content, using the right keywords and descriptors and the associated discipline to ensure all 

necessary metadata details are included in the CMS tool.  

Careful listening to user feedback, measuring metrics and then tweaking of the search platform will increase the 

customer satisfaction measures and potentially increase conversions on the website.  
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OVERVIEW AND METHODOLOGY 

This project is to implement the ESP (Enterprise Search Platform) on ABC.com using a technology search engine 

provided by Vivisimo Inc.  The ESP will enhance overall search performance, improve search result relevancy, 

offer advanced search features and enable the collaboration program to provide some of Enterprise Search 

Services (reports, etc). As a result of this project, ABC will be able to retire the existing ABC.com search platform 

(eSearch/Advanced Search). 

Implementing the ESP will  

• Enhance overall search performance 

• Improve search result relevancy 

• Offer advanced search features  

• Provide Enterprise Search Services for ABC.com (query and usage reports, etc). 

• Combine basic and advanced search 

THE CURRENT ABC.COM WEBSITE

 

To ensure that the development of this new search technology (Vivisimo) is something that enhances both the 

usability and “findability” of key content, ABC has asked XYZ Inc. to look at some mockups for feedback based on 

best practices, usability guidelines and strategic ideas (if any) that ABC could use before this feature is launched. 

Below are the findings that XYZ Inc. believes will not only enhance the user experience but also potentially 

increase satisfaction scores as measured by Forsee Inc, a vendor that ABC partners with to measure how well 

the site meets the expectations of its visitors and customers.  
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SEARCH RESULTS PAGE – PROTOTYPE  

 

 

1. Observation: The first thing that the user would see, reading left to right, top to bottom is the label 

“Topic Clusters”. This could mean very little to the user since this is an internal technical term to 

Vivisimo, potentially confusing the user.  

Recommendation: Speak the user’s language; remove unnecessary internal jargon like “Topic Clusters”.  

Priority: High 

 

2. Observation: The hyperlink “remix” does not make it clear what the function of this label is, nor does it 

indicate where the user would go, once the link is clicked.  

Recommendation:  

• Come up with a clear concise label with what this functionality means 

• In the bigger picture, investigate if the “Topic Clusters” functionality is something that the user 

can relate to. If not, the “remix” link may be removed.  

Priority: High 
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3. Observation: The “Topic Clusters” area does not have a label or a bucket under which the links are 

displayed. There is a risk that the user might not understand how and why the links on the left hand side 

are displayed and to what categories these links belong to.  

Recommendation:  If having a meaningful content bucket, with clear sub categories is not feasible due 

to the way the Vivisimo algorithm works, the deletion of this functionality as well as the “remix” label 

would be appropriate. 

Priority: High 

 

4. Observation: The “more” and “all” links do not have a clear distinction, i.e. what happens when the user 

clicks on “more” and how is that different from “all”.  

Recommendation:  Have only one way of expanding/collapsing these links, by using the label “view all” 

when collapsed and “view top 5” when expanded.  

Priority: High 

 

5. Observation: The links for the different file types take up a lot of real estate and increase page length.  

Recommendation:   

• Consider arranging these links horizontally 

• Consider using icons as visual indicators for the different file types for easier and quicker 

identification by the user. Each of these file types has a visual icon already created from the 

manufacturer.  

Priority: High 

 

6. Observation: The header does not have the same links as the homepage (e.g. contact, login etc. ) 

Recommendation:  Header must be standardized on the results page and have the same links as the 

rest of the pages.   

Priority: High 

 

7. Observation: The functionalities like “preview” and “new window” are non standard when compared to 

other websites and competitors.  

Recommendation:  Investigate if these functionalities are truly needed, else remove them.  

Priority: Medium 
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OTHER BEST PRACTICES 

1. Observation: No functionality to navigate the rest of the results via pagination.   

Recommendation:  As shown in the screenshot below, embed pagination links on the top and bottom of 

the search results so that the user may go to the next (or previous) page as needed.   

Priority: High 

 

 

2. Observation: Feedback missing on what was searched and the number of results that the search engine 

came back with.  

Recommendation:  Provide feedback on the search term that the user input as well as how many results 

are in the total output. For example, a screenshot of Cisco’s search results is provided below. 

Priority: High 

 

 

 

 

 

3. Observation: No indication on how the results are sorted.  

Recommendation: Allow search results to be sorted based on date and relevance. Be default, the results 

must be sorted by the most relevant at the top of the list. . For example, a screenshot of Cisco’s search 

results is provided below. 

Priority: High 

 

 

 

 

4. Observation: No indication of what filters are used (if any)  

Recommendation: Once filters are used, clearly indicate that the result is a subset of the total results. 

Offer the opportunity to “clear” the filter in case the user changes his/her mind. For example, a 

screenshot of Cisco’s search results is provided below with the filters in use highlighted.  

Priority: High 
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STRATEGIC RECOMMENDATIONS:  

1. Investigate the use of additional filters to refine results. These include but are not limited to:  

• Product Category (e.g. Hydraulics) 

• Industry (Markets) (e.g. Automotive) 

• Product Name (e.g. M series mill duty cylinder) 

• Brand (e.g. Vickers) 

• Document Type (e.g. datasheet, technical bulletin, white papers etc.) 

 

2. Correct spelling mistakes automatically so that the user may see relevant search results on the fly 

instead of wondering why no results were displayed. For example, a screenshot of Yahoo! is provided 

below.  

 

 

 

3. Provide real time suggestions on auto complete features like search term suggestions so that the user 

sees what others have searched for previously. For example, a screenshot of Yahoo! is provided below. 
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4. Operations issue - Ensure content owners and writers write good metadata for their content. These 

include common SEO practices like:  

• A page summary of what the page is about with good amount of keywords and clear sentence 

structure not exceeding 2 – 3 lines (refer Vivisimo  or SEO guidelines).  

• Keywords that the user is likely to use if searching for this information.  

• Clear, Relevant Browser and Page Titles.  

• Content Metadata fields like Dates, Document Type, File Type, Industry (Market), Product 

Category and Brand should not be skipped while developing the content in the CMS.  

 

5. User generated relevancy – allow users to rate content “usefulness” so that the search engine “learns” 

over time what results are more helpful for specific queries. This will help tweak the relevancy algorithm 

with input from ABC customers rather than only machine generated algorithms or relevancy based on 

keyword frequencies. E.g. IBM  

 

6. Track Forsee and other web metrics data to ensure measurement of user satisfaction and task success 

rate before and after Vivisimo search engine implementation. Use this data to continually measure and 

refine search accuracy. For example, below is a Yahoo! Screenshot. 

 

 

 

7. Make it easier for the customer to search by a part number. Today the part number search forces the 

user to select a location or know where that part is being manufactured and/or the business unit’s 

location.  



 

Page 11 of 12 

 

 

 

This makes the user bear the onus of knowing exactly where the location or business unit is and then 

finding it by using a part number. These expectations are unrealistic, as evidenced by the Forsee data. 

Therefore, it is recommended that these constraints be removed from the system and the user be able 

to search with a complete or even an incomplete part number. For example, below is a screenshot of 

APC’s part number search with a direct link to the product homepage for a specific part (in addition to 

keyword search results).  
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Below is the screenshot of an incomplete part number search

 

 


