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Abstract 

This project is concerned with the usability of three different web stores. It analyses webstore 

websites and investigates website usability using heuristic evaluation and usability testing methods. 

The theoretical part focuses on why usability is important for a web design of webstores. It describes 

and discusses the methods that this project will use for testing usability. The practical part displays a 

process of usability testing with three participants and heuristic evaluation of webstores. It will detect 

problems which affect the usability of webstores. The aim of this project is to detect problems that 

impact the effectiveness of using webstores and will influence the satisfaction of the user. The 

research brings suggested recommendations to improve the quality of use. 
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Problem statement 

It’s a difficult balance to maintain: accessible products and services, delivered through a simple, easy-

to-use interface while at the same time persuading new visitors they definitely should do business 

with them (Ratcliff,2015). Webstores face lots of problems for example buyers can’t find a product 

with current website tools effective way, simple navigation to a product. Users come from different 

backgrounds, cultures and education. “But the truth is that some of the industries come up with a 

design that makes the users frustrated and get lost in the middle of the webpage. In addition to this 

they even forget to design for the needs of their customers”(Nielsen, 2000). Communication with 

customers vie websites is crucial for companies. 

The three webstores offer a huge array of navigation and product options, but little in the way of 

persuasive design(Travis,2010) It’s a difficult balance to maintain: accessible products and services, 

delivered through a simple, easy-to-use interface while at the same time persuading new visitors they 

definitely should do business with them (Ratcliff,2015). People should know what to do when they 

come to the webstore and have no need to think or have questions how, where, what, why?. That’s 

why we have rules for usability, standards that explain how websites should be designed. If you make 

people think about navigating a site or finding items you make them unhappy. They want to know 

what they should do immediately and then do it(Krug,2005).The more you make people think, the 

more likely they are to go elsewhere to get the job done. People go shopping on internet to save time 

not to spend it. If you waste people’s time they move on(Krug,2005). 

 

Aims and Objectives 

The main aim of this project is an assessment for the usability of webstores that will help to 

improve user experiences.  

Project Goals: 

1. Introduce web usability and principles 

2. Research and construct scenarios for testing usability  and Heuristics 

3. Integration human participants into the project for testing usability of three webstores 

4. Find weaknesses of three webstores mostly focus : shopping cart, information about 

product, delivery product, order 

5. Review and suggestions for relevant stakeholders where to improve usability on their 

webstores 

6.           Increase sale by improving usability for all webstores 

Benefits of the project 

We can divide these into two groups, users and webstore companies: 

Brithios(2017) states in his article “Why is usability important for you” users benefits from 

improved usability. Therefore, the benefits of this project are following: 

• They will be satisfied, not frustrated, with the web site or product; 

• They will enjoy interacting with the web site or product; 

 They will achieve their goals effectively and efficiently; 

• They will cultivate confidence and trust in the product or web site. 

Webstore companies will improve a competitive position on the market, improve customer 

loyalty and improve sale. The purpose of evaluation it’s to improve the usability of webstores. 
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Project Scope 

The project will cover an evaluation and discussion about usability for webstore sites 

Creweissue (  http://www.creweissue.co.uk) that focus on selling cloth, Groupon 

(https://www.groupon.co.uk/) store with goods and Mattressonline 

https://www.mattressonline.co.uk/) specialise in selling mattresses. I chose those webstores 

which participants either don’t have or have minimal experience with using. The aim of this 

project is to discuss what problems user’s encounter while using a webpage while shopping. 

The user has to understand how they operate and how to find the necessary information. The 

aim of this project is to find problems with the usability of webstore sites and to improve that 

usability. Also, this project is testing usability and will compare the usability of the webstores. 

The main reason for this project is to find weaknesses and to make particular 

recommendations for all three. This project detects problems of usability that matter for a 

user when shopping through via webstores. These could lead to a poor user experience 

making it difficult to order a product or even stopping the customer making the order and 

therefore shopping elsewhere(Rack,2014). The test will focus on product selection and work 

orders (searching for a specific product, cart, claim, cancellation etc.), obtaining information 

on transportation, cost of transport, newsletter. 

1  Introduction 

1.1 Internet 

Mathur(2012) stated in his article “The Internet can be defined as the wired or wireless mode 

of communication through which one can receive, transmit information that can be used for 

single or multiple operations”. The Internet also enables the operation of e-commerce 

(electronic commerce) – electronic, trading, ie. selling products and services over the 

Internet(Becker,2008). The usual form of online trading is an e-shop or a webstore, a place 

where the customer has the opportunity make an order. The Internet is referred to as a new 

wide-band medium. Internet marketing is not just about websites or sales in e-shops, but also 

about interactivity and connectivity with many other elements used in 

marketing(Heller,2015). 

 

1.2 Web Usability and principles 

 

Usability is a quality attribute that assesses how easy user interfaces are to use. The word 

"usability" also refers to methods for improving ease-of-use during the design process. 

(Nielsen,1993). Usability means how challenging the user is to reach the goal he wants. The 

effort is, so that the degree of difficulty necessary to achieve the stated goal is as small as 

possible. Nielsen (2012) which has been dealing with the usability of websites for many years, 

defines usability as a quality attribute that evaluates the ease of working with the user 

interface defined by five qualitative components, although there is much more affecting 

properties: 

http://www.creweissue.co.uk/
https://www.groupon.co.uk/
https://www.mattressonline.co.uk/
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• Learnability: How easy is it for users to accomplish basic tasks the first time they 

encounter  

               the design? 

• Efficiency: Once users have learned the design, how quickly can they perform tasks? 

• Memorability: When users return to the design after a period of not using it, how 

easily can  

               they re-establish proficiency? 

• Errors: How many errors do users make, how severe are these errors, and how easily 

can  they recover from the errors? 

• Satisfaction: How pleasant is it to use the design? (Nielsen,2012) 

According to ISO 9241-11:1998, usability is the extent to which a system, product, or service 

can be used by specified users to achieve specified goals with effectiveness, efficiency, and 

satisfaction in a specified context of use. ISO 9241-11:1998 explains how to identify the 

information that it is necessary to take into account when specifying or evaluating usability in 

terms of measures of user performance and satisfaction. Guidance is given on how to describe 

the context of use of the product and the measures of usability in an explicit way. This 

approach has the benefit that it directly relates to user and business requirements: 

effectiveness means success in achieving goals, efficiency means not wasting time and 

satisfaction means willingness to use the system(Bevan,2015). 

Another rule for websites is World Wide Web Consortium (W3C) It’s an international industry 

consortium dedicated to “leading the Web to its full potential”. Websites and the 

technologies used to make them work are constantly evolving and standards need to be put 

into place to ensure that everyone has access to information as well as make web 

development faster and more enjoyable. Standards compliance makes a website easier for 

people with special needs to use, is better for search engines, and is easier to maintain. Some 

people believe that standards are limiting, but in actuality they remove much of the tedious 

labour involved with web development. (Curreri,2010)  

Usability means that the people who use the webstore can do it in a simple and easy way in 

order to accomplish their own task. This definition is supported by four rules: 

1. Usability means focusing on users 

2. People use products to be productive 

3. Users are busy people trying to accomplish tasks 

4. Users decide when a product is easy to use(Redish,1999). 

There is No single internationally accepted rule when creating a website from a usability 

viewpoint. This project will describe the approaches of the most well known authors in this 

area Jakob Nielsen and Steve Krug. These two authors are pioneers in the use of web pages 

and also this project uses their methods to test webstores.  

Jakob Nielson 

Jakob Nielsen is the king for usability and co- founder of the Nielsen Norman Group  and an 

expert in the easier use of Internet and software. Dr. Nielsen established the "discount 

usability engineering" movement for fast and cheap improvements of user interfaces and has 
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invented several usability methods, including heuristic evaluation, which is used in this project 

and will be described later. 

In his books, blogs and lectures he clearly describes how the user behaves on the internet and 

what they expect from the web. Nielsen (2000) states that Users spend most of their time on 

other sites. This means that users would prefer a company site to work the same way as all 

the other sites they already know. Therefore, if there is only a small move away from the 

standard web design, users will experience difficulties with using a webpage and will leave 

it(Nielsen,2000).  

Steve Krug 

Steve Krug is the second most significant person in the field of usability. As (Krug,2006) writes 

in his book Don't Make Me Think, if we want to efficiently design a website, we will have to 

comply with three rules on the actual use of the Internet: 

Fact of life 1: We don’t read pages. We scan them. 

It says that people spend only a small amount of time reading web pages. 

Instead, we just look over them and look for words that catch our 

attention. The Exceptions, of course, are pages that contain, for example, stories, messages 

or product descriptions.  

Facto of life 2: We don’t make optimal choices. We satisfy. 

When designing pages, we assume that their users will try all available websites eventually 

choosing the best one. In fact, however, users do not choose the best one 

but they choose the first reasonable choice. Selection works on the principle of trial - error. 

Fact of life 3: We don’t figure out how things work. We muddle through. 

Users sometimes do not work with products in the way they were intended by the designer, 

but in a way, that works. In general, we can say that the page that is usable can be understood 

by the fact that we can easily and quickly find it. Even when we enter it for the first time, we 

have no problem recognizing which page it is and what it offers us. When viewing a page we 

do not have to think long over the navigation or over the division of individual sections, 

because everything is arranged so that we know precisely which link to use. With such sites 

Of course, it works great, we immediately achieve the desired results or we find it requires 

information. (Krug,2005) 

1.3 Usability Features 

The Usability has a number of elements that characterize it, among the most prominent to 

include according to Jakob Nielsen’s book The Usability Engineering in 1993: 

Learnability 

It determines how easy it is to understand basic tasks when you first encounter the 

environment. Learnability is in some sense the most fundamental usability attribute, since 

most systems need to be easy to learn, and since the first experience most people have with 

a new system is that of learning to use it. The system need to be easy to learn. It is actually 

the period during which the user is able to become familiar with the new system or web site 

so that it can successfully use its function base. 
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Picture 1 Learning curves for a hypothetical system that focuses on the 

novice user, being easy to learn but less efficient to use, as well as one that 

is hard to learn but highly efficient for expert users (Nielson, p.28, 1993) 

 

Ease of learning refers to the novice user's experience on the initial part of the learning curve, 

as shown in the Picture 1. It allow users to reach a reasonable level of usage proficiency within 

a short time(Nielson,1993). 

 

Efficiency  

Specifies how quickly tasks can be performed. The more often a task is performed, the more 

attention should be paid to its acceleration(Nielson,1993). 

Memorability 

It determines how difficult it is to use the environment after a long break. It is necessary to 

remember the various procedures for performing a task in the webstore. The more it is of 

these procedures, the more difficult it is perform a task and the less likely it will be for the 

user to remember after a long period of time(Nielson,1993). 

Errors 

Defines, how many errors users make when working with the user interface. If is required to 

accomplish a task for a very complicated procedure, then the probability of error is greater 

than when this procedure is simple. The system should have a low error rate, so that users 

make few errors during the use of the system, and so that if they do make errors they can 

easily recover from them. an error is defined as any action that does not accomplish the 

desired goal, and the system's error rate is measured by counting the number of such actions 

made by users while performing some specified task(Nielson,1993). 

Satisfaction 

Refers to how pleasant it is to use the system and if the user is satisfied with the user interface 

attributes. 

1.4 Web Ergonomics 

Ergonomics is a discipline of science dealing with the effective design of workplaces, products 

and effective workflow we all, as humans, engage to design effective human interaction. 
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What we mean by this is the kind of human interaction that is streamlined and geared towards 

effort and movement being useful. In turn, this reduces the effort and movement exerted due 

to unwanted or useless activity that causes fatigue and impinges on productivity and 

ultimately, a product’s desirability(Woven,2017). 

Therefore, ergonomics is aimed at increasing the performance of the webstore with regard 

to the quality of service used without unnecessary blocks. The web should be designed to 

lead the customer what they want in our case at the e-shop to buy. 

Unlike the others, Jacob Nielsen(2011) does not show recommendations on his blog, but the 

list of the ten most common mistakes for a web design: 

• Bad Search 

• PDF file for Online Reading 

• Not Changing colors of visited Links 

• Non-scannable text 

• Fixed font size 

• Page Titles With Low Search Engine Visibility 

• Anything That Looks Like an Advertisement 

• Violating Design Conventions 

• Opening New Browser Windows 

• Not Answering Users' Questions(Nielsen,2011) 

 

Krug(2006) introduce in his book common principles for web usability: 

• Don’t make me think 

• How we really use the web 

• Designing pages for scanning, not reading 

• Omit needless words 

 

1.4.1 Homepage 

The homepage is the most important page of the webstore. In most cases, it gets more traffic 

than any other webpage. It should be designed and structured in a way that maximizes 

brand’s appeal to visitors. A visitor’s decision to browse the webstore is heavily influenced by 

its user experience (Design,2016).  

Krug (2006) recommends in his book what should the main page contain. It should contain 

following elements: 

Picture 2 The structure of the main page (Krug,2006) 
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1.4.2 Site's Purpose 

It must communicate in one short glance where users are, what your company does, and 

what users can do at the webstore. It also includes: 

1. Show the company name and/or logo in a reasonable size and noticeable location 

2. Include a tag line that explicitly summarizes what the site or company does. 

3. Emphasize what your site does that's valuable from the user's point of view, as well 

as how you differ from key competitors 

4. Emphasize the highest priority tasks so that users have a clear starting point on the 

homepage 

5. Clearly designate one page per site as the official homepage 

6. Design the homepage to be clearly different from all the other pages on the 

site(Nielsen,2001) 

1.4.3 Navigation 

Because the primary purpose of a homepage is to facilitate navigation elsewhere on the site, 

it's critical that users be able to find the appropriate navigation area effortlessly, differentiate 

between the choices, and have a good sense of what lies beneath the links. Users should not 

have to click on things just to find out what they are. The navigation area should also reveal 
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the most important content of the site so that users have a good sense of what's there by 

looking at the top-level categories(Nielsen,2001). 

 

1.4.4 Information about a product 

Rich, detailed product information all ties back into a better customer experience 

overall.Detailed product information ensures your products are searchable, easy to find, and 

makes customers confident that they’re buying the exact item they want.When webstores 

provide this type of customer experience, customers choose webstores over competitors – 

and return for repeat purchases(Hufford,2016) 

 

1.4.5  Shopping cart 

Shopping carts of webstores bridge the gap between shopping and buying. It accepts the 

customer's payment and organizes the distribution of that information to the merchant and 

other parties.  A cart typically has three common aspects: 

1. It stores product information 

2. It's a gateway for order, catalog and customer management 

3. It renders product data, categories and site information for user 

display(Bigcommerce,2017) 

As long as there is adequate visual feedback of the cart’s content, there is really no need to 

take the user to the shopping cart page every time an item is added(Surl,2007)  

1.4.6 Register 

The webstores require a user to register with personal information before an item can even 

be placed into the cart. This is a turn-off to users who may be browsing or comparison-

shopping. They may or may not purchase the items, but they definitely do not want to commit 

personal information just to fill the shopping cart and will leave the site because of 

it(Surl,2007).  

e-commerce checkouts jump the gun by asking customers to fill in their billing information 

first, even before they are asked for their shipping information or preferred shipping method. 

Though billing information is most important to retailers for collecting payment, shipping 

information and method are more important to customers. Customers care about when and 

where they will be receiving their product and want to know those details before providing 

payment details(Kissmetrics,2013) 

1.4.7  Delivery 

One of the main reasons that customers fail to buy online is delivery - be it the cost, the lack 

of delivery options or a customer's lack of faith in the delivery promise. So if you can 

improve your delivery strategy and address areas that stop customers from buying, you will 

increase your online sales. 

Shipping matters: 
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• consumers consider tracking an order a very important feature 

• shoppers would like to improve free or discounted shipping 

• increased shipping costs cause abandoned carts 

• the second reason for revisiting a store is free shipping 

• consumers are more likely to use a store if they don’t have to pay for shipping 

 

1.4.8  Feedback from customers 

ecommerce sites decide to go without the customer reviews field. Customers often tend to 

read a review for the product they intend to buy and make a decision based on what they 

read (Zorzini,2001)  

1.4.9 Return item 

One of the reasons people are reluctant to buy things online, or from your e-shop more 

specifically, is that they can’t guarantee they’ll like the product when they receive it. What if 

it doesn’t fit? What if it arrives damaged? What if the quality is poor and not what the 

consumer expected? When all these scenarios are possible for a shopper, in order to convince 

them to make a purchase, there must be a return policy. A Consumer Experience Study shared 

that 63% of users check return policy information before making a purchase. That means if 

your website doesn’t have clear return information, or if you don’t offer returns or exchanges, 

you risk losing a sale, or very many sales actually. Almost half of online shoppers would return 

to a store that offered hassle free returns(Zacchia,2016). 

1.5 Participants 

According to Jacob Nielsen, (2010) the best results come from testing no more than 5 users 

and he recommends running as many small tests as you can afford. But Krug stated that test 

can be conducted and completed in a single day by using only three or four participants. 

Participants will detect most of the problems in the first cycle of the test; another set of 

problems with usability will be detected in the next cycle of the test because they are not 

affected by the first set of problems. Every next test will include experiences from previous 

one (Krug, 2010). The Krug method is that the testing be quick, so that stakeholders don’t 

have to commit days or weeks of time. The Krug method can be conducted and completed in 

a single day by using only three or four participants and replacing a formal report with a 1-

hour debrief meeting shortly after the last participant has concluded their session (Krug, 

2010). Due to this fact, I will recruit 3 participants with different backgrounds, age, 

employment, nationality or sex. Participants should not have an experience with webstore 

sites and should not be an expert in a webstore environment. 

The Observer is very important person. Farrell (2016) states in her article about “Observing in 

the Room with Participants”: 

• Please sit out of the participants’ line of sight (behind them) and try to be completely 

silent. 

• Smile in a friendly way and watch carefully while taking notes. 

• During and before the sessions, don’t engage participants in conversation, offer 

advice,  correct them, or answer their questions 

• Answer only the questions that the facilitator asks you directly 
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• Be careful not to distract anyone.  

• Typing noise is fine if you’re taking notes, but try to type constantly so participants will 

ignore it. 

• It’s okay to laugh if the participant makes a joke, but not at any other time 

(Farrell,2016). 

 

All recruitments will be recruited by an invitation letter or email. All forms will be provided as 

part of the appendix(UsabilityGov,2017).The project evaluates the usability of webstores. I 

identified these stakeholders that we can meet in the webstore for the purpose of shopping. 

Nielson (Nielsen et. al,2001) states these stakeholders: 

1. Browsing user – a user who doesn’t need to buy a product at the moment, just searching 

and browsing multiple webstores and comparing offers and then choosing the most suitable 

product that meets their needs for the best price. 

2.Buyer – user comes to the webstore with the intention to make an order , knows what they 

want to buy(a specific product) while concerned about price, delivery and payment option. 

Buyer may well become a customer of the online store.  

3. Explorer – it’s a user who doesn’t know the store at all and visited the webstore because 

somebody recommended it or by clicking on a link at a different website, or a user who visits 

the webstore without an idea what to buy. 

4. Bargain hunter– a user that prefers web stores instead of traditional retail shopping due to 

cheaper prices; interesting sales or offers and at this point he may make an order even he did 

not plan it as he can be spontaneous. 

5. one time buyer – a user that visits a webstore for the first time with the aim to use a 

discount coupon and more likely he won’t come back to this particular webstore; a one-off 

shopper.  

The Observer(Researcher of the project) is responsible for the process of the test, not for 

solving the problems of the participants, they are neutral and take care of ensuring the same 

conditions for all test participants and tested sites. This is the only way how to discover 

defects or problems of webstores. It is important to avoid the questions and information that 

would lead to solving the task according to the observer's opinion, thus affecting the 

participant. The basis is to prepare scenarios, a list of tasks or topics we want them to be 

Solved - finding information, product search, order, return - the goals of a real user. Tasks are 

converted into a scenario where the participant becomes familiar with their role. It's 

important not to leave any guides in the scenario solution. (Krug, 2010) Testing should take 

40 to 60 minutes. Longer time is not ideal because the test participant will lose concentration 

on tasks. Testing often does not use searches that would interfere with the test of the way to 

solve the task unless the search itself is the subject of the test. Participants do not even go to 

other sites than those tested(Krug,2005) 
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1.6 Scenarios 

Why create Test Scenarios?   

Scenarios describe the stories and context behind why a specific user comes to your site.  They 

note the goals and questions to be achieved and sometimes define the possibilities of how 

the user(s) can achieve them on the site. Usability,2107 

The most effective way of understanding what works and what doesn’t in an interface is to 

watch people use it. This is the essence of usability testing. When the right participants 

attempt realistic activities, you gain qualitative insights into what is causing users to have 

trouble. These insights help you determine how to improve the design. (NN/g  Nielsen 

Norman Group,2014) 

That means my participants will face realistic activities with implemented goals. It will reveal 

what is causing participants to have trouble on the webstores.  

Anie Kitowska (2014) say that to create a scenario, firstly we need to determine the goals of 

the users which they will accomplish by testing the three webstore sites. Every participant 

will perform already created scenarios that will be in a printed version. Webstores running 

websites specialising in furnish, cosmetic and home appliances. Therefore, scenarios will be 

about it. The goals for all three websites are: 

- Browsing products 

- Searching for bargains 

- Choosing particular products and discovering information about products 

- Basket, cart 

- Delivery 

- Returns 

Jacob Nielson stated in his article “Don’t listen to users! Watch users as they attempt to 

perform tasks with the user interface” (Nielson,2001). This also pertains to scenario-based 

tasks and it supports Anie Kitowska’s article that I used for setting goals. 
 

2 Research methods: 

I chose two methods, usability testing and heuristic evaluation. I decided to follow the 

approaches of the most known authors in this area Jakob Nielsen and Steve Krug. These two 

authors are pioneers in the use of web pages and also I use their methods to test webstores. 

Jacob Nielson(1993) tried to objectively evaluate user experience on digital platforms with his 

heuristic evaluation. He introduced 10 heuristic rules for a user interface design. My project 

involves a heuristic evaluation for three webstores and to evaluate them.  Steve Krug (2006)is 

the second author that I was introduced to in my project due to his work. I use Krug's work as 

a guideline for usability testing. Steve Krug is best known as the author of Do not Make Me 

Think: A Common Sense Approach to Web Usability. Steve Krug introduced rules and 

guidelines for web usability and usability testing, which I will use in my project. These rules 

are needed to improve usability. These two methods will cover a user who will test the 

interface of webstores and experts who will inspect the completed product. Successful sites 

need user testing, but given the resources needed for testing, an early Heuristic Analysis will 

relieve some of the burden. They make user tests less intensive (cheaper) and increase the 

likelihood of finding all the major problems(Ellis,2016) Nielsen recommends administering the 
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heuristic evaluation before user testing allows many of the ‘obvious’ errors to be caught 

before engaging in time-consuming and expensive user testing. 

 

2.1 Usability Testing 

Usability testing is one of the best-known qualitative testing methods and helps get feedback 

directly from webstore visitors. Their feedback, therefore, is very valuable, they tell us what 

was not clear and what they could not find. 

Every usability test share five characteristics: 

- The main goal is to improve the usability of the webstore 

- The participant’s represents real customers for webstores 

-  The participant’s do real tasks 

- Facilitator(researcher of this project) observe and record what participants do and say 

- Facilitator analyse data, identify problems and suggest 

recommendations(Redish,1999) 

Usability is typically measured by having a number of test users (selected to be as 

representative as possible of the intended users) use the system to perform a pre specified 

set of tasks, though it can also be measured by having real users in the field perform whatever 

tasks they are doing anyway. In either case, an important point is that usability is measured 

relative to certain users and certain tasks. It could well be the case that the same system 

would be measured as having different usability characteristics if used by different users for 

different tasks(Nielsen,1993) 

We have several methods for studying usability, but the most basic and useful is user testing. 

It's important to test users individually and let them solve any problems on their own. Users 

no longer tolerate websites that are slow to load, ugly to look at, and difficult to navigate. 

Slow loading speeds and bad functionality will drive visitors away Usability is about making 

your website as user-friendly as possible. It essentially involves ensuring that everything is 

easy to find, read, and use on your website. (Hallam,2015) 

Usability testing is helpful because it focuses on actual behavioural patterns and design 

solutions as opposed to solely relying on the assumptions and prescribed solutions by clients 

or designers (Bhatia,2016) The goal of ecommerce Usability is to fulfil the customer’s 

purchasing needs as quickly and effortlessly as possible. Usability helps to make the site 

experience seamless for the consumer, which increases sales. Usability powers good user 

interface design through a user-cantered design approach that analyses the entire 

ecommerce transaction from the customer’s perspective. Website usability underlies the 

entire user interface design and user experience. An optimized ecommerce site is “usable” if 

it is intuitive, functional, consistent, and easy for target users to accomplish their purchasing 

goals with minimal effort. 

Usability testing is testing the webstore with real user representatives. They perform tasks 

that are based on the purpose of the site. It simulates a buyer and the real use of the site. The 

goal of usability testing is to identify Problems that make a user upset, confuse or even leave 

the webstore (Nielson 1994). 
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Brief questionnaire 

The brief questionnaire is about participant. It’s little more personal information that is 

related to the project. I attached the example( see Appendix  of the Brief questionnaire that 

I used for my project.  

 

Usability Test Script 

 
Evaluation scripts are essential when you do your first evaluation. It’s a guide for the observer 

or evaluator that avoid any mistakes or unpleasant situations. I attached the test script (see 

Appendix 1) in the Appendices. 

 

Recruiting 

I have recruited myself.  “Self-recruiting is a great way to find participants. It save you time 

and money, as well as give you ultimate control of the project”(Userzoom,2017). I have 

decided to use the email form. I sent the invitation through social media. I attached the 

Invitation letter (see Appendix 3) in the Appendices. Every participant obtained the 

confirmation letter. I attached the Confirmation Letter (Appendix 4) in the Appendices. 

 

Consent 

As a user researcher, you have an ethical duty to ensure that your user research does not 

harm the people that take part. “Informed consent” is the process of helping research 

participants make an educated decision about whether they want to take part in your 

research(Travis,2017) I had three participants that I gave them to read and sign the consent 

before test.  I included the consent form(see Appendix 4) in the Appendices.  

 

2.1.1     Phases of Usability testing 

Usability testing consists of six steps: 

1. Identify target audience and their needs 

At first we need to know who is the webstore user and what the webstore should offer 

them. 

This makes results relevant and useful 

2. Creating scenarios 

The main purpose of testing are the tasks assigned to individual participants.  

3. Choosing respondents 

Participants should match the target audience of webstore. It is the same 

it is necessary to recruit a roughly equal number of advanced and inexperienced users of the    

Internet. 

Each group will find completely different problems. 
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4. Brief Questionnaire 

   The questionnaire is given to each participant in the printed form.    

5. Consent form  

  The consent form is given to each participant in the printed form and sign.  

6. The test itself 

Under observation, respondents fill out the tasks of the scenarios individually. 

7. Analysis of test results 

It is necessary to classify the knowledge gained during the test, to analyze them 

and in particular to devise the most appropriate solution to increase the usability of the 

webstore. 

8. Presentation of the results 

Getting familiar with the progress of the test, commenting on the results and detailed 

explanation of the application 

recommended solutions. 
 

2.2  Heuristic evaluation 

My project will follow Jakob Nielsen's 10 general principles for interaction design described 

in his book Usability Inspection Methods(1994). They are called "heuristics" because they are 

broad rules of thumb and not specific usability guidelines. A heuristic evaluation or expert 

review of a webstores is based on a set of predetermined heuristics or qualitative guidelines. 

2.2.1     Ten heuristic principles 

1. Visibility of system status 

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

feedback within reasonable time (Nielsen, 1994). 

It must always be visible and the user must always be in a sufficiently short time able to 

provide feedback on the state in which it is currently located. For example, using hourglass or 

rotating collar. It must also be clear at first glance what the purpose of the webstore is. Picture 

5 is an example of a good view of the first rule.  
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Picture  3 Correct start page   Created by me 

 

If the user enters the page and even after a long time cannot identify its destination, the user 

might well become discouraged and then leave the page. In more advanced processes, the 

user should also be able to control progress with the possibility of returning to the preceding 

step(Nielsen,1994). For example, when ordering goods from ecommerce it is advisable to 

view all the order steps as shown on Picture 6. 

 

Picture 4    Shopping process Created be me 

  

2. Match between system and the real world 

The web should "speak in a user's language" and should be accommodate as much as 

possible. The web should use words and phrases that are known to the user and not those 

that are known only to designers and authors. Likewise the use of slang terms may be 

untrustworthy for some users. If it is an online store or a site offering different services, the 

user automatically expects to know about the product or service on the website expected 

information. However, if this information is not available, the page for the user becomes 

uninteresting and will not see it in the future(Nielsen,1994) 

 

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(Nielsen,1994). Support undo and redo. In the event that the user erroneously 

chooses a function he did not want, he should be the ability to return from a certain status 
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back, or to cancel the action without necessity complicated dialogue. Most often it is solved 

using buttons or links with the words "back", "again" or "cancel". A link to the main page 

should be accessible to the user on all pages.  

4. Consistency and standards 

Users should not have to wonder whether different words, situations, or actions mean the 

same thing (Nielsen,1994). If 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 and they will 

be encouraged to try out exploratory learning strategies because they will already have part 

of the knowledge needed to operate new parts of the system (Lewis et al. 1989). Consistency 

is not just a question of screen design, but includes considerations of the task and 

functionality structure of the system(Kellogg 1987, 1989) As an example, we can use it 

shopping cart in an online store. Also, naming an element different than It’s usually named 

make the user unable to determine its purpose. 

 

Picture 5  Consistency ( Prototypr.io,2017)  

5. Error prevention 

Even better than good error messages is a careful design which prevents a problem from 

occurring in the first place(Nielsen,1994) There are many situations that are known to be error 

prone, and systems can often be designed to avoid putting the user in such situations. For 

example, every time the user is asked to spell out something, there is a risk of spelling errors, 

so selecting a filename from a menu rather than typing it in is a simple way to redesign a 

system to eliminate an entire category of errors.(Nielsen,1994) To prevent mistakes when 

filling out shopping orders it’s recommend use a help next to field and explain the contents 

of the field. An example is Picture 7, where it is also visible which items are required to fill the 

form correctly. 

Picture 6 Error prevention ( Prototypr.io,2017) 

 

 

6.     Recognition rather than recall 
Minimize the user's memory load by making objects, actions, and options visible. The user 
should not have to remember information from one part of the dialogue to another. 
Instructions for use of the system should be visible or easily retrievable whenever 
appropriate. (Nielsen, 1994) 
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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. (Nielsen, 1994) 

 

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. (Nielsen, 1994) 

 

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. (Nielsen, 1994) 

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.(Nielsen, 1994) 

2.2.2 Evaluation process 

Heuristic evaluation is performed by having each individual evaluator inspect the interface alone and  

after all evaluations have been completed are the evaluators allowed to communicate and have 

their findings aggregated. 

Picture 7 Curve showing the proportion of usability problems in an interface found by heuristic 

evaluation using various numbers of evaluators. Nielsen (1995) 

  

Nielsen (1995) suggest from between 3-5 evaluators for heuristic evaluation. According to 

Nielson recommendation I will recruit 3 evaluators as my project is small and academic. Such 

an evaluation lasts usually one or two hours, but with more complex interfaces. With a larger 

number of elements, it is possible to split the rating into several smaller meetings, Each of 

which focuses on a particular part of the interface. During the meeting, the evaluator goes 
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through Interfaces several times, and it is recommended they go through it at least twice. The 

first time The evaluator gains a basic overview of the qualities of the system, and secondly it 

enables the Evaluator to focus on specific user interface elements and to control various 

interface elements and then compare them with the given heuristics. The evaluation is carried 

out by each evaluator on their own. Once all evaluations are completed, Communication 

between evaluators is allowed, ensuring that all evaluations are independent and impartial 

of each evaluator. The Output is a list of issues concerning the use of interface that breach 

the usability rules in the view of the evaluators. It is not enough to say, that they do not like 

something, they have to explain why they do not like it with reference to the violated 

heuristics. Evaluators should be as specific as much as possible and each problem should be 

described separately. Heuristic evaluation does not provide a systematic way to generate a 

fix for a problem in the use or how to judge the quality of a design(Nielsen,1995). 

2.2.3 Phase of heuristic analysis 

Heuristic analysis can be divided into several steps. The first is the preparation, followed by 

the evaluation itself and, finally, the analysis of the results and their interpretation. 

In the first step, it is necessary to identify and define the specific heuristics that will be used 

for rating the user Interface. These heuristics do not cover all possible problems in usability, 

but focus on the frequent and serious problems that occur on websites. It is appropriate to 

assign a grade of importance to individual heuristics. 

The next step is the evaluation itself, according to the heuristics set out in the first 

phase, the reviewers review the product.  

The final phase is dedicated to evaluating the knowledge of individual evaluators.  

We can determine which problems are the most serious and make it a priority to remove 

them and vice versa, those which are just "cosmetic" and their repair can be postponed as 

they are not so important. 

The severity of problems is determined by three factors: 

• The frequency with which the problem occurs: Is it common or rare?  

• The impact of the problem if it occurs: Will it be easy or difficult for the users to 

overcome?  

• The persistence of the problem: Is it a one-time problem that users can overcome 

once they know about it or will users repeatedly be bothered by the 

problem?(Nielson,1995) Despite the fact that the severity of the problem is affected by 

several factors to facilitate priorities and decision making, it is a good idea to combine all 

aspects of severity into one. As a result of this, we get a comprehensive assessment of every 

problem in usability. Nielson (1995) proposed 5 rating scale can be used to rate the severity 

of usability problems:  

Table 1 

0 = I don't agree that this is a usability problem at all  
1 = Cosmetic problem only: need not be fixed unless extra time is available on project  
2 = Minor usability problem: fixing this should be given low priority  
3 = Major usability problem: important to fix, so should be given high priority  
4 = Usability catastrophe: imperative to fix this before product can be released  
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Unfortunately, severity ratings derived purely by subjective judgment from usability experts 

are not very reliable. People have too different opinions about usability. I therefore 

recommend that you never rely on severity ratings from any single usability 

expert(Nielsen,1994). 

 

 

 

                                Practical Part: 

 

3  Preparation for testing  

3.1 Selecting webstores 

I tried to select webstores which individual participants have had no or little experience user 

experience. I selected three different webstores each with a different business focus. The first 

tested webstore is the www.groupon.co.uk . The online store deals with various goods. 

Picture 9   Homepage , Created by author 

 

 

The second tested online store is  https://www.mattressonline.co.uk focused on mattresses.  
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 Picture 10   Homepage, Created by author

 

 

The last tested website is http://www.creweissue.co.uk dealing with clothes. 

 

 

 

 

Picture 11  Homepage , Created by author 
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3.2 Heuristic Analyses  

Heuristics are designed that will serve to do analyses for selected webstores. These 

heuristics do not cover all potential problems for their usability, but focus on the most 

serious and frequent problems. 

 

3.2.1 Preparing heuristics  

In order to perform a heuristic analysis, it is first necessary to create a set of heuristics, which 

are the responsibility of the rated entity, in our case it is a web store. Table 2 shows the set 

of heuristics under which the site will be ranked. These heuristics are based on the 10 rules 

of usability by Jakob Nielsen, which are better described in the section 2.1. Below the name 

of each rule are more specific questions, which are tailored for selected websites. All 

questions are created so that the answer will always be "yes" or "no" and at the same time a 

negative response always correlates with a lack of usability which is rated by severity as I 

described in the section 2.3. 

 

Table 2 

 1.Visibility of system status 
 

     severity 

1.1  At the first look, is it clear what is the purpose of the webstore is?  

1.2 Is it clear what kind of information can be found on the webstore?  

1.3 Is it clearly stated for which group of users the webstore is 
intended for? 

 

1.4 Is it clear at first glance where the main navigation is located?  

1.5 Is the page clear?  

 2.Match between system and the real world 
 

 

2.1 Does the page contain only words that the ordinary user 
understands? (i.e. no 
expert terms) 

 

2.2 Is the text intended for the general public without slang terms on 
the page? 

 

 3.User control and freedom 
 

 

3.1 Is it a clear and quick way to get information about the webstore 
and (eg. contact information)?  

 

3.2 Is The logo of the webstore located and displayed in the usual 
place, in the upper left corner?  

 

3.3 Is the logo of the webstore also linked to the main page?  

3.4  Is it easy to get to the main page using one click?  

 4.Consistency and standards 
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4.1 Is the site logo on all sites and always in the same place and 
always appears the same?  

 

4.2  Are the references in the text underlined?   

4.3  Is the search box correctly positioned?  

 5.Error prevention 
 

 

5.1 Are navigation tabs appropriately labelled?  

5.2 Is it possible to estimate how many steps you will need to take, for 
example 
ordering? 

 

5.3 Are the mandatory boxes clearly labelled?  

5.4 If it is not clear what to write in the box, is there help offered?  

 6.Recognition rather than recall 
 

 

6.1 Is the structure and principles in the webstore accommodated 
similar to that of other regular websites?   

 

              7.Flexibility and efficiency of use 
 

 

7.1 Is it possible to access the webstore via mobile phone or tablet?  

 8.Aesthetic and minimalist design 
 

 

8.1 Are the main parts of the webstore, such as the header, footer, 
content,  clearly identifiable? 

 

 9.Help users recognize, diagnose, and recover from 
errors 

 

 

9.1 Is it clear if a user incorrectly fills out a box? Do they get a warning 
when the information is inputted?  

 

9.2 When entering an incorrect value, is it well signposted why it is 
incorrect? 

 

 10.Help and documentation 
 

 

10.1 Does a process offer an instruction or a hint about how to use a 
process? 

 

 

3.2.2 Determination the number of evaluators for Heuristic evaluation 

The next step is to select suitable assessors. As I mentioned in Chapter 3.4, 

The best number of evaluators is in range from 3 to 5. Experts are selected mostly due to 

their knowledge and job role in a related field. However, if it is not possible to source an 

expert such as in our case,(because experts must be paid) which is not possible/required for 

my small project, therefore we can use a less experienced or knowledgeable assessor, IT 

expert or even a user. 

Three assessors were recruited for evaluating webstore sites: 

Evaluator one - male, 30-38 years old, Social Media Coordinator. 

Evaluator two - male, 40-49 years old, university student (information technology). 

Evaluator three - female, 30-39 years old, ordinary user. 
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Prior to testing, all evaluators were familiar with the designed heuristics that were given to 

them in the printed form. They filled out the form with answers as was required. If the 

answer was negative, which means that they found a problem in the usability, they assigned 

a grade of the severity of usability according to Table 2 in Chapter 3.3. The results from The 

evaluators are summarized into the one table for each webstore separately, which are in 

Appendix 5. Subsequently, the forms were evaluated and are listed in Chapter 4, for each 

tested webstore separately. 

 

3.3 Usability Testing 

Usability testing was conducted in a closed room on a laptop with WIFI and with Google 

Chrome, always with just one participant and the moderator present ( the author of the 

project). The process of the test itself was recorded into a note book and copied to the 

project see Appendix 5. Each participant answered all the pre-made scenarios. The 

participant received scenarios in a printed version to each of the selected webstore. These 

scenarios are listed in the following chapter. 

3.3.1 Scenarios 

The test is based on the written recommendations by Krug (2012). Due to the different 

abilities of individual participants I may not get all the tasks completed. The observer(myself) 

will encourage all participants do all the tasks from "Homepage" to "Company Information" 

that are the project goals to determine the usability by selecting and ordering the goods. For 

better clarity, the scenarios are compiled into  tables (Creweissue, Table 3), (Table 4) (Table 

5) where on the left side is what is required to be found, and on the right side are the 

questions for the participants. 
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Table 3  Scenario 1 for the webstore http://creweissue.co.uk/  

What is require to find out Question 

Homepage  

1. What get an attention of participant in first 
moment. 

Look at this home page and tell me your thoughts, feelings 
about the page 

Browse only through the home page and comment it, 
don’t click any button or link 

 
2. Find out what a section would like to see first, 

where participant would like to click first. 

What interests you in prior to this homepage? Just look 
around the page ,don’t click yet. 

Scenario: Your want to buy a teenager cloth for friend’s children. 

They love the band Duran Duran 

You have embraced  Creweissue products: 
Choosing product 

3. Tracking tasks from search for goods> 
selection (comparison of variants)> 
viewing details> adding items 
into the basket 

first try to find out about the company, 
then go to products and find the T/shirst products for 
children 14 and 12 year old girl and boy, 
you do not know exactly how to choose(size etc.), try to 
find a guide or a specific Help 

4. Product in stock Its the parfume offered in the e-shop available? 

5. How they perceive recommendations (reviews) 
customers. They only look for star ratings or 
search 
do verbal reviews of customers? 

You are not sure if the T-shirst  will make your children 
happy. 
Does a customer has any experience with this parfume? 
Please select this item and add it to your cart. 
 

6. Work with reference to shopping cart. 
They use a basket preview or click 
the link to the basket page? 

Please quickly check what is total 
the price of the goods and check what you have already 
selected 
to order. It's alright? 

   Order 

7. Track order: from product placement 
add to the cart>registration> choosing 
transport> payment. 

The goods are selected, so you want to proceed 
to order. 

8. Working with a shopping cart - 
Increasing number of product 

 
Now you learn that a friend wants to shampoo. So 
you need to add one more one shampoo in the 
basket, how do you do it? 

9. Work with the shopping cart - remove the 
product. 

The price is too high, one product is better 
you do not buy. 
How do you do it now? 
 

10. Transport. What transport option do you like? 
 

11. Is it possible to pick up a personal pickup at a 
branch or a dispensary? 

 

You want to pick up the goods personally in Bath. 
Possible? 
How do you find out? 
 

12. Time of delivery of the goods package. You are interested in the delivery time of your package. 
Where do you find out how long it will last? 

13. news settlers Would you like to receive information about cosmetics for 
men? 
How do you do that? 
 

14. User registration Is it necessary to register for this order in this store? 
 

Replacement of goods. You accidentally ordered another type of shampoo. 
Can it be replaced? 
 

Complaints. The package went fine, but the perfume nevertheless 
he ran out. How to proceed to 
were they complaining? 
 

) Insurance. Does e-shop offer insurance for shipment? 

http://creweissue.co.uk/
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Task Test - FAQ 
 

 

Transport. What are the transport options and what is it with them? 
delivery time? 
What is the cost of shipping by post and payment by 
transferring from your account? 
 

Supply issue. The package is on its way but did not arrive, 
children at what stage is delivery. Who do you contact? 
 
 

Social networks 

Social networks You want to know what the company is writing right now 
on Facebook. 
How do you look at it quickly? 
Does the company use any other social network? What? 
 

Company Information 

Company  Where is it? 
Does it have any branches? 
How long has it been? 
He is interested in socially beneficial projects 
- charity and support for people, animals or 
rody? 
How do you find out? 
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Table 5    Scenario 2 for the webstore  www.groupon.co.uk 

What is require to find out Question 

Home page 

1. What get an attention of participant in first 
moment. 

Look at this home page and tell me your thoughts, feelings 
about the page 

Browse only through the home page and comment it, 
don’t click any button or link 

 
2. Find out what a section would like to see first, 

where participant would like to click first. 

What interests you in prior to this homepage? Just look 
around the page ,don’t click yet. 

Scenario:  
You need to buy a new refrigerator. A friend 
recommended to you the webstore. You have an 
idea of what kind of refrigerator should be. It should be 
energetically possible 
most voluminous, the volume should be up to 200 l and its 
part should also be freezing. 
 

Choosing product 

3. Tracking tasks from search for goods> 
selection (comparison of variants(Offers)> 
viewing details> adding items 
into the basket 
 

4. Find and order a specific one 
product that is available in the webstore 

.this first try to display the refrigerators that are most 
sold, 
o Then try to find out which of the offered refrigerators 
you will find 
to meet your requirements, 
o Choose some of the options offered and compare them  
o Check the delivery time of the selected refrigerator and 
put it in the basket, 
you accidentally put one extra fridge into the basket, 
remove it, 

5. Product in stock Its the fridge offered in the e-shop available? 

6. How they perceive recommendations (reviews) 
customers. They only look for star ratings or 
search 
do verbal reviews of customers? 

You are not sure if the fridge is in a good quality for that 
price.. 
Does a customer has any experience with this parfume? 
Please select this item and add it to your cart. 
 

7. Work with reference to shopping cart. 
They use a basket preview or click 
the link to the basket page? 

Please quickly check what is total 
the price of the goods and check what you have already 
selected 
to order. It's alright? 

   Order 

8. Track order: from product placement 
add to the cart>registration> choosing 
transport> payment. 

The goods are selected, so you want to proceed 
to order. 

9. Working with a shopping cart - 
Increasing number of product 

 
Now you learn that a friend wants to shampoo. So 
you need to add one more one shampoo in the 
basket, how do you do it? 

10. Work with the shopping cart - remove the 
product. 

The price is too high, one product is better 
you do not buy. 
How do you do it now? 
 

11. Transport. What transport option do you like? 
 

12. Is it possible to pick up a personal pickup at a 
branch or a dispensary? 

 

You want to pick up the goods personally in Ostrava. 
Possible? 
How do you find out? 
 

13. Time of delivery of the goods package. You are interested in the delivery time of your package. 
Where do you find out how long it will last? 

14. news settlers Would you like to receive information about cosmetics for 
men? 
How do you do that? 
 

http://www.groupon.co.uk/
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15. User registration Is it necessary to register for this order in this store? 
 

Replacement of goods. You accidentally ordered another type of shampoo. 
Can it be replaced? 
 

Complaints. The package went fine, but the perfume nevertheless 
he ran out. How to proceed to 
were they complaining? 
 

) Insurance. Does e-shop offer insurance for shipment? 
 

Task Test - FAQ 
 

 

Transport. What are the transport options and what is it with them? 
delivery time? 
What is the cost of shipping by post and payment by 
transferring from your account? 
 

Supply issue. The package is on its way but did not arrive, 
children at what stage is delivery. Who do you contact? 
 
 

Social networks 

Social networks You want to know what the company is writing right now 
on Facebook. 
How do you look at it quickly? 
Does the company use any other social network? What? 
 

Company Information 

Company  Where is it? 
Does it have any branches? 
How long has it been? 
He is interested in socially beneficial projects 
- charity and support for people, animals or 
rody? 
How do you find out? 
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Table 5 Scenario 3 for the webstore  https://www.mattressonline.co.uk 

What is require to find out Question 

Homepage 

1. What gets the attention of a participant in the 
first moment. 

Look at this home page and tell me your thoughts, feelings 
about the page 

Browse only through the home page and comment on it, 
don’t click any button or link 
 
 

 
2. Find out what a section you would like to see 

first, where participant would like to click first. 

What interests you in prior to this homepage? Just look 
around the page ,don’t click yet. 
 
 

Scenario: You want to buy a matrass width 3’ ft and  depth 22cm 
and Firmness Medium, price range between 100 – 120£ : 

 

Choosing product 

3. Tracking tasks from search for goods> 
selection (comparison of variants(Discount Offers)> 
viewing details> adding items 
into the basket 
 

4. Find and order a specific one 
product that is available in the webstore 

As first , find the current webstore flyer(Discount offers) if 
a suitable mattress isn’t there 
o When is no mattress according to your idea in the flyer, 
find it in the webstore and add them to the cart. 
 
Try to print out information about matress. 
 

5. Product in stock Is the mattress offered in the e-shop available? 

6. How they perceive recommendations (reviews) 
customers.  look for star ratings or search 
do verbal reviews of customers? 

You are not sure if the matress will make you satisfied. 
Does a customer has any experience with this matress? 
Please select this item and add it to your cart. 
 

7. Work with reference to shopping cart. 
They use a basket preview or click 
the link to the basket page? 

Please quickly check what is total 
the price of the goods and check what you have already 
selected 
to order. It's alright? 

   Order 

8. Track order: from product placement 
add to the cart>registration> choosing 
transport> payment. 

The goods are selected, so you want to proceed 
to order. 

9. Working with a shopping cart - 
Increasing number of product 

a friend wants a matresss too. So you need to add 
one more one into the basket, how do you do it? 

10. Work with the shopping cart - remove the 
product. 

The price is too high, one product is better 
you do not want to buy the product. 
How do you do it now? 
 

11. Transport. What transport option do you like? 
 

12. Is it possible to pick up a personal pickup at a 
branch or a dispensary? 

 

You want to pick up the goods personally in London. 
Possible? 
How do you find out? 
 

13. Time of delivery of the goods package. You are interested in the delivery time of your package. 
Where do you find out how long it will last? 

14. newsletters Would you like to receive information about mattresses? 
How do you do that? 
 

15. User registration Is it necessary to register for this order in this store? 
 

16. Replacement of goods. You accidentally ordered another type of mattress. 
Can it be replaced? 
 

17. Complaints. The payments went fine, but the mattress nevertheless is 
out of stock 
 How to proceed with a complaint? 
 

https://www.mattressonline.co.uk/
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3.3.2 Participants for the project 

 I chose participants for the usability testing of three webstores and each participant perform 

tasks for all three webstores. 

Participant 1 

Answers to questions in the brief questionnaire on work: The company director, Man, 30-39 

years old, using computers on a high-level. He  uses the internet about 25 hours per week he 

browse web pages and emails web pages include only about 10% of this time, most often on 

the web, ,he does not have a favourite website, he buys in e-shops once a month. 

 

Participant 2 

Answers to Questions in the Brief Questionnaire: Male, 50-59 years old, middle-level 

computer use. A social worker, about 29 hours a week, uses the Internet to browse web pages 

and emails, web sites include about 75 percent of this time, most often on the web news and 

various professional sites, most often visiting bbc.co.uk, in e-shops. He does not buy at all, 

just looks at them when looking for a particular product. 

 

Participant 3  

Answering Questions to the brief Questionnaire: Female, 19-29 years of age, middle-level 

computer user. Sales manager, about 5-6 hours a day uses Internet for browsing websites and 

emails, web pages include approx. 90 percent of this time, most often on the web follows 

) Insurance. Does e-shop offer insurance for shipment? 
 

 FAQ 
 

 

Transport. What are the transport options? 
delivery time? 
What is the cost of shipping by post and payment by 
transferring from your account? 
 

Supply issue. The order is dispatched but did not arrive yet,. Who do 
you contact? 
 
 

Social networks 

Social networks You want to know what the company is writing right now 
on Facebook. 
How do you look at it quickly? 
Does the company use any other social network? What? 
 

Company Information 

Company  Where is it? 
Does it have any branches? 
How long has it been? 
He is interested in socially beneficial projects 
- charity and support for people, animals? 
How do you find out? 
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fashion, social networks, e-shops, favourite website is vogue.com, about 10 times a month 

buys in e-shops. 

3.3.3 Risks 

Legal risks: 

No legal risk as I am not making any website. 

Social risks: 

I interviewed older people. Deliberately I chose older persons for test as users for webstores won’t be 

only young people. This also brought another risks, IT skills and knowledge of the Internet.    I was 

worry that it will impact on my project. So I did not exclude them. I assume that all customers will be 

18 years and over, adults but webstores can visit even children. My project won’t involve disability 

people however my stakeholders may be disability people.  

Ethical risks; 

Older people, people with low literacy or no fluency in the language, people with low bandwith 

connections or using old technologies, mobile phone users. Regarding ethical issues, disabled people 

have the same rights as nondisabled people to access goods and services. From an ethical standpoint 

therefore, disabled people should not be excluded from using any product, device or service if it is at 

all possible to avoid it. All these people are considered as my stakeholders as webstore can visit any 

of them.  

 

Professional risks: 

I am required to abide by the BCS Code of Conduct during my project. I have to behave as an 

professional and explain any compromises or adjustments that may arise during my project. The 

observation of participants for usability testing is part of my project but observation is unlikely to 

be considered professional behaviour. I used licenced MS Windows 8.1 for my test. The browser 

I used for usability testing is freeware.  

Cultural risks: 

Language- We have many different languages around the world. The ecommerce website should be a 

Multilanguage website. The location of the user is the key. If a user is from UK then the webstore does 

not need an option for choosing language as the shopping will be done in UK. My webstores are 

located in the UK and the business is tailored only with this country. However, my webstore may visit 

an international visitor with the English language that will only browse webstores.  

If you get the symbols, metaphors or values wrong, this could have a very negative effect: people may 

well be put off using website.  Some ecommerce websites might deliberately ignore differences in 

national culture because they want to promote a brand that transcends national boundaries (Open 

University ,2011)  

 

 

 

 

http://www.open.ac.uk/libraryservices/resource/website:41167
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4.    Testing and their results 

 

4.1 The Webstore Creweissue  http://creweissue.co.uk/ 

 

Participant 1 

The user searched for information about the company at the top of the page then at the 

bottom. It took around 1 minute.“The website looks awful, it doesn’t have a shape or 

symmetry. I don’t see any banners that would get any attention about Duran Duran as I know 

kids like it. The Main page lacks pictures”. The user spotted that the company doesn’t have a 

logo. 

Picture 12     Missing logo , Created by author 

 
 

“I could not find T/shirts for children. I tried to find a filter for age or sex but without any 

luck. Also I tried to look for a guide about size but I couldn’t find it. I could not find any 

review about the product. Honestly this page frustrates me.” 

  Picture 13   Missing reviews , Created by author 

 

“When I pressed button add to the cart I could not find the cart. The webstore doesn’t have 

a symbol of the cart. “  

 

Picture 14   Missing cart symbol , Created by author 

http://creweissue.co.uk/


37 | P a g e  
 

 

“I did not like the font color. Its not clear” said Participant 1. 

               Picture 15   Wrong font colour , Created by author 

 

He could not see the order steps when he wanted to checkout. When the order steps are not 

displayed individually, therefore it is not clear. He stated “I could not input any personal data 

as this website is insecure”. 

      Picture 16   No web security , Created by author

 

 

Participant 2: 

“The website needs lots of improvements. The homepage is not attractive.” Participant 2 had 

similar problems finding a suitable T/shirst . He said the Navigation is very bad, lacks product 

filters, for example by age, sex, colors, Menus are not in a alphabetical order  

Picture 17   No alphabetical order for menu , Created by author 

 

Participant 2 could not find the quantity of items next to the item. “I tried to check company 

information but I did not find any information”. Participant 2 became frustrated about it. 
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Picture 18   No contact information , Created by author 

 

 Participant 2 always had to check the cart because he did not see the quantity number listed 

on the cart. The current status of the order needs to be detected by clicking the basket. The 

registration form was fine for participant 2, it showed up, what surprised him was that he 

didn’t need to confirm his account by verification email. He wanted to return to the main page 

by using the logo of the webstore in the top left corner. There is no webstore logo.The 

participant spotted that the order steps are hidden, after registration. He made a mistake in 

the order process and wanted to go back. He could not find a button “Back” to correct the 

order details.  

Picture 19  Missing button”Back” in the order process , Created by author 

 

He was confused about the word “content” which is located next to the Cart.  Usually there 

is only a symbol of the cart or shopping bag.  

Picture 20   Inappropriate cart description, Created by author 

 

Participant 2 would like to receive a newsletter by email but there is no a box where to 

leave email his address.  

Participant 3: 

The homepage is very poor and too simple.  Participant 3 found T-shirts but they were 

separated in different sections. Participant 3 also struggle to quickly find them in size 12 -14. 

Participant 3 was annoyed by the navigation tab.” It was constantly displayed.” 

Picture 21   Graphical conflict for menu , Created by author 

 

Participant 3 described the link ”www.xe.com” as an intrusive element on the website.  

Picture 22   Intrusive link , Created by author 
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The webstore lacks social media links and also could not print off information about product.  

Picture 23   No social media links , Created by author 

 

He also could not find any insurance for the product on order. The participant was 

wondering about cost of shipping and delivery time. He had to go to “terms and conditions” 

to find the information. The participant tried to find the contact details at the bottom of 

page. Then he spotted “about us” link. It led him to an empty page. He tried to find out 

more information about the company on  Facebook but could not find any link. 

 

4.2 The webstore  Groupon  www.groupon.co.uk 

Participant 1 

The user tried to find an offer for fridges but could not find even one. He browsed through 

the offer menus. It appeared to him, a very complicated menu as the submenus did not 

correspond with the type of goods. Hardly found section “Appliances” . “The section for fridge 

was missing”. 

Picture 24    Missing section for fridges , Created by author 

 

He tried to find filters for the price range. Also he did not find Energy efficiency filter for 

Appliances. “When I wanted to go back to all fridges I could not find a button for it so I had to 

use “go back” on my browser”. The participant was shocked with the page result. 

 

 

 

 

http://www.groupon.co.uk/
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Picture 25    Fridge section down , Created by author 

 

 

Unfortunately the webstore site went down and participants could not make an order. We 

refreshed the website several times but it was still down. The participant found the 

information about company easy the same as with social media for the company. After 15 

minutes the webstore was back up again and the user found the fridge he wanted. He was 

able to share a deal over the internet. However, he was unable to see his cart. When he clicked 

on the button “buy,” the registration form appeared immediately which put him off as he 

wanted to check other goods. Order went fine. 

 

Participant 2 

The participant could not see the order steps and could not return back as he wanted to check 

the delivery address. When he updated the quantity for fridges, the system did not recalculate 

the price, there is no  “Update” button. 

Picture 26    Recalculation price , Created by author 

 

This user was confused as well when he was searching for the fridge through the menu. He 

clicked first on “Electronics”. Then he spotted Home & Garden Category. He found Sub-
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category Home Appliances. However Appliances appears in the Category Auto&Home 

appliances as well. It was confusing for the user. 

 

 

 

 

Picture 27    Misleading sections , Created by author 

 

 

Participant 3 

“I could not find if it’s the fridge “In stock”. He wasn’t sure if they have the fridge in stock or 

not. That confused him. The participant experienced the same problems like the participant 

above with the order. When he tried to find “Return or replacement” he checked it at the 

bottom of the webstore page. After a while he found a help(FQ) how to get information about 

Returns. The transport was for free and that was fine however they did not offer to collect 

the old fridge. The participant 3 wanted to receive emails with promotions and offers but he 

could not find a box where to leave email. 

Picture 24    No information about Return service, Created by author 

 

The participant did not find an insurance for the order.  
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4.3 The webstore Mattressonline  https://www.mattressonline.co.uk 

Participant 1 

The participant did not have any problem with reaching the product but participant could not 

find the category under which the product belongs. The menu does not have the ability to 

split it into subcategories and therefore it is difficult to find mattresses in the large amount of 

discount offers. The participant commented that the homepage is easy to use and clear. The 

banner got his attention as it has a big size. Discount offers could not sorted by the width of 

the mattress .  

 

 

Picture 28 Filter for sorting mattresses  , Created by author 

 

The user could not print off information about the mattress. The user tried to find a comparison option 

and compare several mattresses but he could not find this function. He really liked the delivery option. 

It was easy and clear to choose the date for delivery. The user was really surprised that he didn’t need 

to register to make a payment. “I could not check the price of goods by a quick look.” He had to go 

into the cart to find out what the current price of the goods was.  

Picture 29 Total price in the cart missing  , Created by author 

 

https://www.mattressonline.co.uk/
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Participant 2 

The user stated about the main page “The website looks so simple to me in comparison with others”. 

I miss the filters of the left side. I could not find filters for “Range of price”. I don’t understand imperial 

metric. when I have seen imperial metrics on the main page I thought I will leave the shop. The user 

found metric measurements in detail about the mattress later.  

 

 

 

 

Picture 30 Confusing Imperial measurements   , Created by author 

 

 

When I click on the button European sizes it did not work for me. 

Picture 31    Button European sizes doesn’t work, Created by author 

 

The user did not have problem with removing or adding item into the cart and transport option was 

easy to use. The user wanted to leave email for newsletters but could not find it. The user found 

quickly answer about replacement of the product. Participant 2 could not find links for sharing 

information about matresses for social networks. 

Participant 3 

The participant 3 said “The website looks to me simple and easy manage”. When Participant 3 clicked 

on the button “Read more reviews” about mattress, participant 3 spotted links for social media. He 

expected these links next to description of the mattress. The user did not find an option for insuring 

the product order.  Apart from the couple of above issues the user did not have problem with the 

webstore. The participant 3 experienced most of issues with webstore the same like Participant 1 and 

2.  
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5.     Analyses 

 

5.1 Analyses for the Webstore Creweissue http://www.creweissue.co.uk 

On the last page were found the most heuristic errors 13. We will describe again 

those that are identical to the usability testing:  

the company logo does not exist therefore the user won’t have quick access to the main page which 

affects efficiency. Krug (2006) said “The Site ID or logo is like the building name for a Web site”.  

Every company must have a logo clearly displayed in the top right corner of the main page. The logo 

must be accessible from every page. Its relates to efficiency(Nielson,1993). The user wont quickly 

perform access to main page that will affect his work. The main menu is very poorly designed, it can 

happen that the user will not know where to go. It also affects the user’s satisfaction. As Nielson (1993) 

stated in his book the system must satisfy the user otherwise the user won’t stay.  The navigation has 

lack of sections. The primary navigation are the links to the main sections of the site: the top level 

of the site’s hierarchy(Krug,2006). The shopping cart is inappropriately designed. The solution would 

be to make a shopping cart display the current status of the order, or at least add a certain alert, that 

the product was added to the basket. No such alert will appear and therefore the user does not know 

whether or not the product has been inserted into the cart and must click on the “Content” to see 

what is inside of the cart. Also “Your cart” is an inappropriate name of the shopping cart, it’s confuses 

users. “Content” as symbol of shopping cart is wrong. It confuses the user. Instead of that we can use 

a symbol, icon of shopping cart, no need to even write “Shopping cart”. People are now familiar with 

the convention of using a metaphorical shopping cart on e-commerce sites that it’s safe for 

designers to use a shopping cart icon without labelling it “Shopping cart.”(Krug,2006). The website 

doesn’t contain the search box. I would recommend to place it in the website as it’s really helpful for 

a user. Users prefer searching to browsing, unless a site is very small and very well organized so it’s 

should have a search box(Krug,2006) The structure of webstore is not familiar to the user. The 

structure should look similar to other regular webstores as it help users not to overload memory. 

Nielson (1993) stated “People have a much easier time at recognizing something that is shown to them than 

they have at having to recall the same information from memory without help”. Filters on the left side are 

missing in the webstore. User needs filters to perform quick filtering goods and find an item they need. 

Again it comes to how fast the task is performed(Nielson,1993) It is also beneficial for the user if he 

has the possibility of viewing the most recently viewed products, but this is not available on this site. 

Formatting should be improved. The links are not underlined, they are highlighted by colour.  it’s 

important to make it obvious what’s clickable and what’s not(Krug,2006). 

 

5.2 Analyses for the Webstore Groupon  https://www.groupon.co.uk/ 

Experts found 5 heuristic errors. Its much better to compare with previous webstore.  

Lets look at problems of the webstore: 

The logo should away from the search box. It’s the logo should be itself in the top left corner And the 

search box should be on the other side of the webpage as it recommend Krug(2006) in his book “don’t 

make me think”.  It comes to consistency. It should be presented in the same location on all screens and dialog 

boxes and it should be formatted in the same way to facilitate recognition(Nielsen,1993). 

http://www.creweissue.co.uk/
https://www.groupon.co.uk/
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The user experience problem is to track the order process in this webstore. When you click on the 

button buy, it automatically transfers you to the page for registration. There is no button to roll back 

steps. Moreover, it won’t let the buyer check his cart, what’s inside and the price of order. It doesn’t 

have a shopping cart that will tell a user the content of the cart. As I mentioned in the section 

Homepage, under “Shopping carts” it represents product information and gateway for order that the 

user wishes to see. As long as there is a visual feedback as to what is in the shopping cart the user will 

be satisfied.  

The main menu confuses the user. The webstore misses a bit of consistency in relation to the menu 

and subfolders. It’s not clear for newcomers and they can easily get lost. If the user feels he is “like” 

at home with the website then he will be confident to use the user interface.  I refer to the citation in 

the section 10 heuristic rules, under “consistency and standards” that users should not have to wonder 

whether different situations, or actions mean the same thing(Nielsen,1994). Also, participants tried to 

find filters. There is plenty of space on the left side for filters eg. Price range. The webstore experiences 

some defects with recalculation of the final price. It’s a very important figure for buyer it should work 

in a rational way. The services that the webstore offers should be clearly visible. Participants had 

problems finding information about Return policy or a guidelines.  

 

5.3 Analyses for the Webstore Mattressonline  

https://www.mattressonline.co.uk/ 

Evaluators found 1 heuristic error, which is a low number and also the Severity was low as 

well. There was only minor concern about error prevention. The mandatory boxes don’t 

have an explanation to help however the error is displayed in red word as “Required”. The 

participant did not see total price of the order.  Other participant mentioned that the 

imperial measurement units scared her in first place. I would recommend an option for 

changing measurement units or display both metric and imperial. It is due to cultural risks. 

Not everyone knows imperial units however the webstore is orientated for the UK 

homeland. It should certainly involve consideration of the special needs of other countries 

and cultures(Nielsen,1993)   

6. Conclusion 

Good usability, together with accessible and quality content, is a basic condition for the 

success of a webstore. Good usability pages are easy to understand, clear and easy 

manageable. For example, Usability can explain why some users do not complete their order. 

If the home page does not contain clear information about business, the user will go and find 

another e-shop, This project focused on the usability of three webstores. 

The project defined the usability in the first chapter and the conditions and principles. Also 

the project displayed two methods for usability. The second part makes a focus about 

description of two selected methods for project. The first method of usability testing 

recommends following three rules for efficiently designing a website by Steve Krug. The 

second approach outlines  10 heuristic rules introduced by Jacob Nielsen. Heuristic evaluation 

is not guaranteed to provide "perfect" results or to find every last usability problem in an 

interface but with Usability testing can make great improvements (Nielsen,1993). The third 

part was dedicated to the preparation and testing of webstores. Scenarios were created for 

usability testing and participants performed. Also Heuristics were created for Heuristic 

https://www.mattressonline.co.uk/
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Evaluation. All results for all three webstores were presented with suggestions how to 

improve usability of all three webstores. The fourth part was test itself. I performed tests for 

usability testing and heuristics for all three webstores. The last fifth part are Analyses of all 

thee webstores. The results for webstores were analysed and suggested recommendations. 

 

The main goal was find out what problems are encountered on these three webstores. It 

determines where the user has problems when interacting with the webstore. Encountered 

problems were detected with two test Usability testing and Heuristic Evaluation. This project 

detected problems of usability that matter for a user when shopping through via these three 

webstores. These problems could lead to a poor user experience making it difficult to order a 

product or even stopping the customer making the order and therefore shopping elsewhere. 

The main aim for this project was to find weaknesses and to make particular 

recommendations for all three webstores. These recommendations should improve sale for 

all webstores and increase loyal visitors that return back for shopping. 

 

Review 

 

Review project management 

Lifecycle 

The waterfall model is the standard software development method for last quarter 

century(Royce,1970). The background of the waterfall model mostly belongs to the manufacturing 

and construction industries where process stages are formed by well-defined sub-stages. These sub-

stages move only to the next one when the current sub-stage is completed and perfect. (Mora,2013) 

One main problem is that the final product must be planned prior to its implementation. The Waterfall 

model presents that stepping back to the previous sub phase would be expensive and time consuming. 

In this project for usability need a more flexible approach which requires moving between phases of 

a project that the Waterfall model doesn’t offer. The project about evaluation of accessibility for a 

particular e commerce website needs a life-cycle model where a developer can roll back to a previous 

phase. Accessibility and usability issues discovered at the end of the project are difficult to fix in the 

Waterfall model(Mora,2013).  Therefore, I used the Interaction model for my project. I am evaluating 

the product(webstores) that already done. The interaction model let me roll back to previous phases, 

eg Requirements and identifying needs of users in the lifecycle. Interaction model let me test again 

and again to improve usability of the webstores. This is the advantage of Intrafraction model. Another 

thing Interaction model does is let users become involved in the project. I needed users for testing 

usability. The interaction model is commonly used when new changes are needed to implement into 

the finished product. My lifecycle see appendix presents stage of planning where I prepared 

everything for testing usability. The next stage focuses about recruiting participants including sending 

mails-invitation letters and reminding participants about tests. The next stage presents the process of 

tests for Usability testing and Heuristic Evaluation. After the tests, comes the next stage where I 

analysed the resulting data. The last part of lifecycle belongs to writing a report, which is my project. 

This lifecycle may return to the first stage and evaluate the usability of webstores again. I created my 

project planner ( see in Appendix 7 ) of my work that you can see in the Appendices. 
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                                                                     Lifecycle of the project 

My project needed skills that usually associated with web developers. I have many IT skills mostly 

about hardware and software support. This project taught me skills how to evaluate websites. I never 

had any experience with evaluating websites. I can start with recruiting participants that’s include 

ethnical issues that need to be maintained. This project involved the Requirements and needs of users. 

My previous module M364-15J Interaction Design taught me what groups of people may be involved 

in the project. As I am still “greenhorn” with testing usability I learned what I have to take into account 

when I want to do a project for usability testing eg. Knowing users, methods how to gather data and 

evaluating. I did not know anything about usability but this project involved tasks that was compulsory 

for my project. Due to my tasks I returned many time to my previous model M364 and studied again 

how to test usability, interaction design which is the webstore in my case. I have done research on the 

Internet how to test usability, with who ,when to test. I researched literature such as Steve Krug and 

Jacob Nielson. I focused mainly on them as both are masters in usability testing. When I read their 

books I learned how to prepare heuristics or usability testing, step by step. My project involved 

usability principles. I didn’t know what principles were needed to make a good interactive website for 

users. When I searched for principles I learned why the principles are important for the web. Its 

because they guarantee our needs and requirements to use the web.  

I gained these skills during my project: 

- I learned terms used in the evaluation that I used in my project 
- I learned activities and techniques used in evaluations or testing that I used in my project 
- I learned how to construct usability test and heuristic evaluation for a completed product 

- I improved my skills establish needs and requirements for websites using methods I used in 

my project 

Scenarios - competed 
05/07/17 

Consent,feedback, test 

instruction 
2 days-07/07/17- 09/07/17 

 

Plan  
Looking/Choosing 

participants 
10/07/17-23/07/17 

 

Participants 

Week 1  Usability Testing 
24/07/17- 30/07/17 
Week 2 Heueristic 

Evaluation 
31/07/17- 06/08/17 

Testing 
Comparing results and 

analyses 
07/08/17- 13/07/17 

Analyze results 
 

Project Planner 

Writing report 
Final EMA 

14/08/17-11/09/17 

Documentation 
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- I improved my skills how to gather data using scenarios and heuristics 

-  

I improved knowledge and better understanding in these area during my project: 

- I improved importance interaction between a user and system 

- I improved knowledge how to evaluate a website using suitable methods 

- I improved knowledge how to analyse websites using usability principles 

I improved my Interpersonal skills that are deed for this project for example: 

- Self-management – Life, work, study brings risks that I had to face. It’s not a solution at all run 

away from problems and let emotions out of control.   

- Responsibility that includes family, house, work and study. I manage all aspects in the one 

successfully  

- Organised and Planning. I never used a planner for activities.  I learned to use a planner and 

plan my activities not only for project but for personal life as well 

My project was a big challenge for me. I started the module later than other students.  I started to 

build ideas for my project later. I met many risks during my project. I would have done everything 

early such as planning, gathering data and testing but my personal circumstances affected the fluency 

of my project but thanks to my tutor, I was led in the right direction. I should be more organized to do 

tasks precisely on time but it’s not easy sometimes when you have family and children or work. The 

stress is the biggest enemy for any work or project. I tried to mitigate all risks that I came across. I 

never put head down when I faced a problem with project (eg. mostly life circumstances) I followed 

my instinct and looked ahead. My project it’s not the best example I know there may be far better 

ones but I tried my best to my knowledge and skills.  

My Risks: 

Risk Event Likehood 
(1-3) 

Consequences 
(1 – 5) 

Risk 
Impact 

(1-10) 

Strategies to mitigate them 

Holiday 3 5 10 All activities has to be done before 
holiday 

Stakeholders fail to 
support project. My 
stakeholders may 
change mind,  

2 5 10 it would be disaster for my project. I 
need to make sure perhaps to more 
participates for backup 

Access to material-
problems with OU 
library or other 
libraries, or if no 
internet connection.  

1 1 1 Then I will need to go to a library where 
I get an access to internet or I will use 
mobile internet 

Illness such as cough 
or cold  

1 2 1  
that would have minimal impact it 
could be worse if temperatures and 
stay in the bed 

The project cost will 
be minimal 

1 1 1 . I won’t have problem to manage the 
cost of the project. 

Participants won’t 
be able to attend 
usability test due to 
illness or holiday 

3 5 8 That will cause delays. Once my 
participants agree to do a test then I 
will keep in touch with them and plan a 
day that will be convenient to all. 

software won’t work 
for usability testing 
or any other 
software in 
computer 

1 5 10 make tests several times and make sure 
all works 100% 
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Web store may 
experience a 
technical problem 
with a web page 

1 5 10 Reschedule for another day 

If I find a job that will 
be form morning till 
evening 

2 5 9 I will try to stick with weekends and get 
unpaid day once a week/better stay 
without work during project time 

 

I communicated with my tutor mostly by email but I have few forums ones as well. It helped me a lot 

with the progress of my project. Examples: 

Many thanks Marian,  

for updating me, it sounds like you have done a lot of useful thinking about your project. 

Nielsen's usability heuristics  will certainly be a good reference for your own usability 

testing and evaluation. 

Best wishes 

Eleanor 

Pictures/images 
Hi Eleanor. 

I am a bit confused about referencing pictures in my project. I checked the OU Harward 
Referencing. Do I have to include full referencing above pictures? Or full reference for pictures 
belongs to References section....Also I made several my own pictures how can I reference it? 

Do not get too worried or over complicate the schedule issue, just make a week by week 

time table of what you need to do to complete the project, show us where you will 

reiterate - it is a timetable of your project activities - such as  reading, interviewing or 

observing subjects, looking at the shopping sites, evaluting them , learning new 

technologies and writing your TMA and ema  

Best wishes  

Eleanor 

Hi Marian 

Thanks for the email. 

As long as the next TMA is absolutely clear on all fronts, also, we must have a project 

schedule - a detailed timetable with dates that makes sense in light of your project life 

cycle, you will lose marks if one is not included in the next submission. See you 

tomorrow in the group tutorial. 

Best wishes 

Eleanor 

Hi Marian,  

As Maxime points, because I have answered this question already this week, keep all references 
(to your in-text citations) in one Reference list in alphabetical order, do not separate them by their 
kind. 

Best wishes 

Eleanor  
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Appendices: 

Appendix 1 

Thank you very much for participating in this study.  Welcome 
The purpose of today’s activity is to test early prototypes for Evaluation on the usability of 
webstores using heuristic evaluation and usability testing method. I am going to ask you 

to try some tasks. We want to find out if they are easy or 

difficult. It’s important to emphasize that we are not testing your abilities in any way. 

We will be finished in about an hour. 

Pause / offer opportunity for questions after each paragraph. 

Brief the participant 

Can you please read this consent form, and sign it if you agree? The wording is a bit 

formal so you are welcome to ask me about anything that is not completely clear. 

Give the participant the consent form, and allow time for them to read and sign. 

Thank you. 

Obtain consent 

Before we start, I would like to ask you to complete a brief questionnaire about 

yourself. The information you give us is confidential, and your name will not be 

stored with this information. 

Give the participant the questionnaire, and allow time for them to complete it. 

Thank you. 

Pre-test questionnaire 

We will now move on to the tasks. For each task, I will give you a card that has the task 

written on it. I would appreciate it if you can give me a running commentary on what 

you are doing, as you attempt the tasks with the card-based prototype. 
Task cards 

Are you ready to begin? 

Administer each task in turn by offering the task card to the participant. 

Take notes of participant’s comments and your observations. 

That completes the tasks. Your comments have been very helpful. 

During the session, 

observe the participant 

and record your 

observations. 
I would now like to ask you some general questions about KitchenMade. 

Work through the post-session interview. 
De-brief and 

post-session interview 
That completes the session. Thank you for giving your time today. 

Offer opportunity for questions. 

Escort participant from test area. 
Final thanks 

Created by Open University Team(2011)  

https://www.interaction-design.org/literature/author/steve-krug
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https://blog.prototypr.io/10-usability-heuristics-with-examples-4a81ada920c
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Appendix 2 

 
 

Recruitment Email 
 
 
SUBJECT LINE:  Marian Hudec invites you to participate in a webstores study. 
 
Hello,  
 
My name is Marian Hudec, and I’m helping to run a usability study for my project.  In an effort to improve 
the webstore, I am looking for people who may be interested in testing out three webstores. 
What will I be doing in a usability study? 

You will be asked to do several short tasks using a webstore. You will also be asked questions about your 
experience and perceptions of the webstore. 
 
How long is a session?  One hour 
 
When and where? 
The study will be held 7 days between 23th of July and 30th of July.   You will be asked to participate in 
person at my place.  
 
Interested in participating?   
Please reply to this email with your contact information or call me at 07864527914.    
 
If you have any questions, please contact me at marianhudec@hotmail.com.  
 
Thank you for interest, 
 
Marian Hudec 

 
 

Created by Usability.Gov(2017) 

 

Apendix 3 

 

Confirmation Email (In Person Study) 
 
 
SUBJECT LINE:  Confirmation: Your participation in our usability study 
 
Dear  
 
Thank you for agreeing to participate to test the U.S. Department of Energy, Office of Energy Efficiency and 
Renewable Energy (EERE) website.  As I mentioned, you will be asked to try out the website and give us your 
thoughts about your experience. You won’t need to prepare anything before the session.   
 
You are scheduled to participate as follows: 
 
DATE:  
TIME:  
PLACE:  
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A few key reminders:  
 

 During the study, I will ask you to complete some tasks using the webstore. You’ll talk out loud as you 
work so the facilitator(myself) can follow along.  

 With your permission, the session will be recorded. I will only use the recording to decide how to 
improve the webstore. Your name will not be used for any purpose beyond this session.  
 

Also, I have only one person scheduled at a time for these sessions so if you find that you cannot participate 
on your scheduled day, please contact me as soon as possible so I can reschedule your session.  
 
Thanks again! 
 
Marian Hudec 
 

Created by Usability.Gov,(2017) 
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Appendix 4 

The following script is adapted from Steve Krug  

Page 1 
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Page 2  
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Appendix 5 

Creweissue      Heuristics result        http://www.creweissue.co.uk 

 The name of heuristic Heuristic 
failure 

YES/NO 

Severity 

                                        Experts 1 2 3 1 2 3 

 1.Visibility of system status 
 

1.1 At the first look, is it clear what is the purpose of 
the webstore is? 

N N N 0 0 0 

1.2 Is it clear what kind of information can be found 
on the webstore? 

N N N 0 0 0 

1.3 Is it clearly stated for which group of users the 
webstore is intended for? 

N N N 0 0 0 

1.4 Is it clear at first glance where the main 
navigation is located? 

Y Y Y 3 3 4 

1.5 Is the page clear? Y Y N 2 3 0 

 2.Match between system and the real world 
 

2.1 Does the page contain only words that the 
ordinary user understands? (i.e. no 
expert terms) 

Y Y Y 4 3 4 

2.2 Is the text intended for the general public without 
slang terms on the page? 

N N N 0 0 0 

 3.User control and freedom 
 

3.1 Is it a clear and quick way to get information 
about the webstore and (eg. contact 
information)?  

Y Y Y 4 4 4 

3.2 Is The logo of the webstore located and displayed 
in the usual 
place, in the upper left corner? 

Y Y Y 4 4 4 

3.3 Is the logo of the webstore also linked to the 
main page? 

Y Y Y 4 4 4 

3.6 Is it easy to get to the main page using one click? Y Y Y 4 4 4 

 4.Consistency and standards 
 

4.1 Is the site logo on all sites and always in the same 
place and always appears the same? 

Y Y Y 4 4 4 

4.2  Are the references in the text underlined?  Y Y Y 3 4 3 

4.3 Is the search box correctly positioned? Y Y Y 4 4 4 

 5.Error prevention 
 

5.1 Are navigation tabs appropriately labelled? Y Y Y 3 2 2 

5.2 Is it possible to estimate how many steps you will 
need to take, for example 
ordering? 

N N N 0 0 0 

5.3 Are the mandatory boxes clearly labelled? N N N 0 0 0 

http://www.creweissue.co.uk/
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5.4 If it is not clear what to write in the box, is there 
help offered? 

N N N 0 0 0 

 6.Recognition rather than recall 
 

6.1 Is the structure and principles in the webstore 
accommodated similar to that of other regular 
websites?   

Y Y Y 3 3 2 

              7.Flexibility and efficiency of use 
 

7.1 Is it possible to access the webstore via mobile 
phone or tablet? 

Y Y Y 2 3 2 

 8.Aesthetic and minimalist design 
 

8.1 Are the main parts of the webstore, such as the 
header, footer, content,  clearly identifiable? 

N N N 0 0 0 

 9.Help users recognize, diagnose, and recover from errors 
 

9.1 Is it clear if a user incorrectly fills out a box? Do 
they get a warning when the information is 
inputted? 

N N N 0 0 0 

9.2 When entering an incorrect value, is it well 
signposted why it is incorrect? 

N N N 0 0 0 

 10.Help and documentation 
 

10.1 Does a process offer an instruction or a hint 
about how to use a process? 

N N N 0 0 0 

 Summary 13 12 12    

 

Groupon      Heuristics result        https://www.groupon.co.uk/ 

 The name of heuristic Heuristic 
failure 

YES/NO 

Severity 

 Experts 1 2 3 1 2 3 

 1.Visibility of system status 
 

1.1 At the first look, is it clear what is the purpose of 
the webstore is? 

N N N 0 0 0 

1.2 Is it clear what kind of information can be found 
on the webstore? 

N N N 0 0 0 

1.3 Is it clearly stated for which group of users the 
webstore is intended for? 

N N N 0 0 0 

1.4 Is it clear at first glance where the main 
navigation is located? 

N N N 0 0 0 

1.5 Is the page clear? N N N 0 0 0 

 2.Match between system and the real world 
 

2.1 Does the page contain only words that the 
ordinary user understands? (i.e. no 
expert terms) 

N N N 0 0 0 

2.2 Is the text intended for the general public without 
slang terms on the page? 

N N N 0 0 0 

https://www.groupon.co.uk/
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 3.User control and freedom 
 

3.1 Is it a clear and quick way to get information 
about the webstore and (eg. contact 
information)?  

N N N 0 0 0 

3.2 Is The logo of the webstore located and displayed 
in the usual 
place, in the upper left corner? 

N Y N 0 1 0 

3.3 Is the logo of the webstore also linked to the 
main page? 

N N N 0 0 0 

3.4 Is it easy to get to the main page using one click? N N N 0 0 0 

 4.Consistency and standards 
 

4.1 Is the site logo on all sites and always in the same 
place and always appears the same? 

N N N 0 0 0 

4.2 Are the references in the text underlined? N N N 0 0 0 

4.4  Is the search box correctly positioned? Y N N 1 0 0 

 5.Error prevention 
 

5.1 Are navigation tabs appropriately labelled? N N N 0 0 0 

5.2 Is it possible to estimate how many steps you will 
need to take, for example 
ordering? 

Y Y Y 2 2 1 

5.3 Are the mandatory boxes clearly labelled? Y Y Y 2 3 3 

5.4 If it is not clear what to write in the box, is there 
help offered? 

N N N 0 0 0 

 6.Recognition rather than recall 
 

6.1 Is the structure and principles in the webstore 
accommodated similar to that of other regular 
websites?   

Y Y N 1 1 0 

              7.Flexibility and efficiency of use 
 

7.1 Is it possible to access the webstore via mobile 
phone or tablet? 

N N N 0 0 0 

 8.Aesthetic and minimalist design 
 

8.1 Are the main parts of the webstore, such as the 
header, footer, content,  clearly identifiable? 

N N N 0 0 0 

 9.Help users recognize, diagnose, and recover from errors 
 

9.1 Is it clear if a user incorrectly fills out a box? Do 
they get a warning when the information is 
inputted? 

N N N 0 0 0 

9.2 When entering an incorrect value, is it well 
signposted why it is incorrect? 

N N N 0 0 0 

 10.Help and documentation 
 

10.1 Does a process offer an instruction or a hint 
about how to use a process? 

N N N 0 0 0 

 Summary 4 4 2    
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   Mattressonline          Heuristics result                      https://www.mattressonline.co.uk/ 

 The name of heuristic Heuristic 
failure 

 YES/NO 

 Severity 

 Experts 1 2 3 1 2 3 

 1.Visibility of system status 
 

1.1 At the first look, is it clear what is the purpose of 
the webstore is? 

N N N 0 0 0 

1.2 Is it clear what kind of information can be found 
on the webstore? 

N N N 0 0 0 

1.3 Is it clearly stated for which group of users the 
webstore is intended for? 

N N N 0 0 0 

1.4 Is it clear at first glance where the main 
navigation is located? 

N N N 0 0 0 

1.5 Is the page clear? N N N 0 0 0 

 2.Match between system and the real world 
 

2.1 Does the page contain only words that the 
ordinary user understands? (i.e. no 
expert terms) 

N N N 0 0 0 

2.2 Is the text intended for the general public without 
slang terms on the page? 

N N N 0 0 0 

 3.User control and freedom 
 

3.1 Is it a clear and quick way to get information 
about the webstore and (eg. contact 
information)? 

N N N 0 0 0 

3.2 Is The logo of the webstore located and displayed 
in the usual 
place, in the upper left corner? 

N N N 0 0 0 

3.3 Is the logo of the webstore also linked to the 
main page? 

N N N 0 0 0 

3.4 Is it easy to get to the main page using one click? N N N 0 0 0 

 4.Consistency and standards 
 

4.1 Is the site logo on all sites and always in the same 
place and always appears the same? 

N N N 0 0 0 

4.2 Are the references in the text underlined? N N N 0 0 0 

4.3  Is the search box correctly positioned?       

 5.Error prevention 
 

5.1 Are navigation tabs appropriately labelled? N N N 0 0 0 

5.2 Is it possible to estimate how many steps you will 
need to take, for example 
ordering? 

N N N 0 0 0 

5.3 Are the mandatory boxes clearly labelled? N N N 0 0 0 

https://www.mattressonline.co.uk/
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5.4 If it is not clear what to write in the box, is there 
help offered? 

N Y N 0 1 0 

 6.Recognition rather than recall 
 

6.1 Is the structure and principles in the webstore 
accommodated similar to that of other regular 
websites?   

N N N 0 0 0 

              7.Flexibility and efficiency of use 
 

7.1 Is it possible to access the webstore via mobile 
phone or tablet? 

N N N 0 0 0 

 8.Aesthetic and minimalist design 
 

8.1 Are the main parts of the webstore, such as the 
header, footer, content,  clearly identifiable? 

N N N 0 0 0 

 9.Help users recognize, diagnose, and recover from errors 
 

9.1 Is it clear if a user incorrectly fills out a box? Do 
they get a warning when the information is 
inputted? 

N N N 0 0 0 

9.2 When entering an incorrect value, is it well 
signposted why it is incorrect? 

N N N 0 0 0 

 10.Help and documentation 
 

10.1 Does a process offer an instruction or a hint 
about how to use a process? 

N N N 0 0 0 

 Summary 0 1 0    

 

 

Appendix 6   Brief Questionnaire 

Introduction  

Hi  

My name is Marian Hudec, and I'm going to be walking you through this session.  

You probably already know, but let me explain why I've asked you to come here today: I 

am testing  webstores that I am working on to see what it's like for actual people to use it.  

I want to make it clear right away that I am testing the site, not you. You can't do anything 

wrong here. In fact, this is probably the one place today where you don't have to worry 

about making mistakes.  

I want to hear exactly what you think, so please don't worry that you're going to hurt our 

feelings. I want to improve it, so I need to know honestly what you think.  

As I go along, I'm going to ask you to think out loud, to tell me what's going through your 

mind. This will help me.  
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If you have questions, just ask. I may not be able to answer them right away, since we're 

interested in how people do when they don't have someone sitting next to them, but I will 

try to answer any questions you still have when we're done.  

I have a lot to do, and I'm going to try to keep us moving, but we'll try to make sure that it's 

fun, too.  

You may have noticed the recording software. With your permission, I am going to record 

the computer screen and what you have to say. The video will be used only to help me 

figure out how to improve the webstore, and it won't be seen by anyone except the people 

working on the project, which it’s me. It also helps me, because I don't have to take as 

many notes.  

If you would, I'm going to ask you to sign something for us. It simply says that we have 

your permission to record you, but that it will only be seen by me. It also says that you 

won't talk to anybody about what I am showing you today, since it hasn't been made public 

yet.  

Do you have any questions before we begin?  

 

 

Background information questions  

 

Please "tick" the most appropriate selection: 

Age range:         18 - 29            30 - 39                 40 - 49                   50 - 59                     59 - 69 

       Gender:             Female                               Male 

 

Before we look at the site, I'd like to ask you just a few quick questions. First, what's your 

occupation?  

 

Good. Now, roughly how many hours a week would you say you spend using the Internet, 

including email?  

 

How do you spend that time? In a typical day, for instance, tell me what you do, at work 

and at home.  

 

Do you have any favorite Web sites?  
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Now, finally, have you bought anything on the Internet? How often do you buy from 

Internet?  

 

OK, great. We're done with the questions, and we can start looking at things.  

 

 

Appendix 7  Project planner 

 


