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On Point Web Design With The User In Mind

* The "Who cares?” reality
« The UX foundation

» The possibilities, but ...
« The 4 uglies that kill UX
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Who cares?

A wepsite as a tangible product, not a cloud.

A website is a gift to a user designed to deliver exactly
what he/she wants, in a way that he/she wants it.

WordPress gives us the tools
to create the gift, deliver it, and
get the reaction we want or
expect:

Sales, Brand Awareness, Info
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Who cares?

How my website makes ME feel, doesnt matter.

How my website makes MY USER feel matters.
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Who cares?

UX = How a user feels, thinks, or reacts in
regard to each website interaction.

4
3

VISUAL

VISCERAL BEHAVIORAL

20 August 2019 CassidyCommunications.com 4



Who cares?
As a user, how would you feel, think, or react ...

' PENNDOT Projects & Programs Doing Business Travel In PA Regional Offices Blog Q

- ) k. é : mj =

S11PA Travel Submit Results REAL ID News Forms, Pubs & Renew Renew
Maps License Registration

Info Concern

NOW For Our Winter Maintenance Program!
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The foundation

The heart of UX is the user.

Who is the user?

More than one user type?
What do users want?

How can | meet their needs?
What value do | provide?

S o= OUIND =

Establish personae

+ A persona is a representation of
a type of website user.

+ Personae answer the question,
“Who are we designing for?”
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"I love this season of my life

Grandchild are & joy and buying

gifts for them has become a favorite

pastime, but | will search until |

know I've found the best bargain.”

Age: 57

Work: Church Secretary,

Family: Married, 3 Adult Children, 2
Grandchildren

Location: Bethlehem

Character: Organizer

Personality
Introvert Extrovert
=
Thinking Feeling
|
Sensing Intuition
=
Judging Perceiving
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Goals

® Ability to buy church supplies with reasonable cost, timely
delivery

* Shop for personal gifts for family and friends

® Feel continued connection to Hackmans

Frustrations

e Difficulty finding church supplies online comparably priced to
supplies she could formerly obtain locally.

® Timeliness of delivery

* Need for specific product information, personal service.

Bio

Sue works as the front desk secretary at her church and seems
to remember everybody's birthday. Besides purchasing office
supplies and trinkets, she’s a loving and meticulous gift-giver.
Sue spends a lot her downtime browsing and online shopping-
especially creating shopping carts and lists.
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Tech

Internet Savvy

Shopping Online

Mobile Phone Use

Desktop Computer Use

Tablet Use

Preferred Channels
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I'm & ‘fixer'.. a problem

determined to an e issues to

seek the best outcome. | find

action in teaching, coaching

and seeking truth

Age: 46

Work: Structural Engineer

Family: Married, 2 teenage children
Location: City, state

Character: Academic

Personality

Introvert Extrovert
|
Thinking Feeling
|
Sensing Intuition
]
Judging Perceiving
i}
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Goals

® Find Bible study resources for weekly study group
® Obtain Bibles appropriate for giveaway
* Find inspirational biographies of Christian sports personalities

Frustrations

® Does not enjoy shopping
® Dislikes gimmicks and promotion hype
® Problems with the available solutions.

Bio

John is a structural engineer at AirProducts and Men'’s Ministry
Group Leader at his church. His heart is to equip men to be
effective husbands, fathers, and strong role models in their
homes. John’s most purchased item are Bibles because he's
been known to gives his own away. He often browses for group
devotionals and teaching materials for high school to adult age
groups.
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Internet Savvy

Shopping Online

Mobile Phone Use

Desktop Computer Use
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Preferred Channels

Traditional Ads

Online & Social Media

Referral

E-newsletter/email marketing

Social Media Usage

Facebook

Instagram

Twitter

Pinterest




The foUndation .

Themes and UX

To begin design, select a theme that works to meet the
needs of the personae.
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The foundation

Choosing a theme that works

Website theme checklist

Make a list of structural requirements to meet user needs
Make sure the theme is responsive (mobile interface)
Establish a color palette - RGB, Web Ex: #FFFFOO (Yellow)
Choose a theme with easy to read fonts

Remember white space is your friend
Assess image and asset quality
If you think, “I like this theme, but ..."

choose a different theme.

U 00000 DO
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fhe foundation

Less IS more

eve J - RRS - Access to Revenue X | o+

& 5 C & accessrrs.com ﬁ@a@‘.i

Don’t add RIR S Access to Revenue  WhaWoae HowweHss WhoWerp Resowces Cosers ConactUs i
functionality |
that won't be
used or adds
extra work to _

Our focus on small details can have a

maintain. BIG impact on your bottom line.
v

ABOUT RRS

How We Help
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The possibilities

Customizing with caution

f you find you decide to customize your theme to best meet the user’s need,

then plan to customize globally. Unique customizations cause the site to be
inconsistent and confusing to user.

717-566-7100 (R

Home About» Contact» Store Buy Tickets

VIP Registration Regular
Registration

AACA Museum, Inc.
g—

Please

"% ( DONATE
Autos & Ales 4

|

A ey " oA H
£ . e =ik
& Tickets .y
3 v S
Thank you to our supporters who have made a contribution to the AACA
f Like Us! Museum, Inc. this year. We sincerely appreciate your continued support
Operating a world-class museum requires a lot of help. Thank you for joining us
as

a partner in this exciting and ongoing journey! If you haven't given yet,
please consider making a gift to the AACA Museum, Inc.

501 (c) (3) non-profit

Celebrating the 10th Anniversary of Autos & Ales

. Donate to the AACA Museum, Inc.
in 2019!
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The 4 uglies

“It's works, but it's ugly”
Focusing on user interactions

4
3

VISUAL

VISCERAL BEHAVIORAL
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Avoiding the 4 uglies: Ow or wow!

When we have Q Edgy
emotional reactions, d Sexy
we engage better, ad Unprofessional
learn better, and Q Sleek
remember better. a Clean
4 Pop
. . . a Dated
User interaction: Visceral H Fun

The user’s “gut” feeling

“If we're conscious of what the visceral reaction might be, we can plan to help

our [users] “feel” a certain way about our information before they even begin
reading or engaging with it."

Copyright © 2019 The Visual Communication Guy: Designing Information to Engage, Educate, and Inspire People
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The 4 uglies: You or User

When we know where to
look first, second, third
... visual progression
guides the users
through the design.

VISUAL

User interaction: Visual
“Where do | go from here?”

0 Page placement
d Size

a Weight

O Contrast

d Continuance

d Lines

O Proximity

Visual hierarchy creates order and visually appealing design for both mobile
and traditional sites. It ensures a comfortable and enjoyable UX, and shouldn't

be neglected.
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The 4 uglies: Ahhhh or Awwwww

G

To design the best Q Not intuitive

possible user flow, 0 Hard to navigate
@ you need to O Impersonal

understand the user 0 Search
AR journey. 0 Requiring into

User interaction: Behavior
"Finding the way”

User journeys uncover the key user pain points, touch points, emotions and
positive and negative experiences while users are engaged. User flow maps
the actual steps a user takes to complete a task.
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The 4 uglies: Ahhhh or Awwwww
User flow

PROFILE

Integra Intelligence Center — Payment Flow - 1

m indicates email
confirmation/acknowledgment
sent to user’s profile email

PAYMENT ]

- - ‘//"b\
Employee I—(< mgﬁ.%d >———| Credit Card
<
detﬂﬂs

Confirm Purchase

—
back N)
D)
T e
Save $$$ Data ’
N PAYMENT
OO, DATA
Payment data can
Purchase be saved to profile
confirmation sent

(} SELECTED COURSE |

/
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The 4 uglies: On Point or En Pointe

4 Content must add

value. Readers are
drawn to content that's
personal and benefits

CONTENT them.

User interaction: Content
“This makes sense”

 Concise

d Clear

 Active

Q Correct

O Consistent Voice
O Grammar

Q Spelling

Visual hierarchy creates order and visually appealing design for both mobile
and traditional sites. It ensures a comfortable and enjoyable UX, and shouldn't

be neglected.
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On Point Web Design With The User In Mind

Attention to UX makes a website a gift to a user
designed to deliver exactly what he/she wants,
in a way that he/she wants it.
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