Chapter 1: The Fundamentals of UX
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DESIGN THINKING APPROACH
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DESIRABILITY
PEOPLE
HEAR

What do people desire?
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FEASIBILITY VIABILITY
TECHNOLOGY BUSINESS
DELIVER CREATE

\ What is feasible? What is viable?
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WATERFALL METHODOLOGY
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SPRINT
ITERATION

/ Refined product

PROCESS
Anticipates user’s response IN DYNAMIC
before release
ENVIRONMENT

People & interactions

Focus on a functional product

AGILE UX Vvs. LEAN UX

MVP

Quick product

Measure user’s response
after release

Processes & tools

Focus on comprehensive
planning & documentation,

TRADITIONUX | UX DEVELOPMENT
AGILE UX X DEVELOPMENT A Al
LEAN UX - DEVELOPMENT
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UX

VS.

Ul

( THINKING & APPROACH )

Strategic thinker
Conceptual approach
Love data

Problem solver
Bigger picture

Creative thinker
Visionary approach
Love design
Presenter

Details

)

Focus on interaction
What to achieve
User’s needs

User’s xperiences
Credible

Focus on presentation
What to create
Usable interface
Visual elements

Desirable

( METHODOLOGIES )

Human Centered Design
Heuristic Analysis

User journeys

Task flows

Wireframing

Prototyping

Usability testing

Interaction Design Principles
Material Design Guidelines

iOS Human Interface Guidelines
Colour psychology

Typography

Iconography

Mock-ups

(

Wireframing/Prototyping tools
Sketch

Axure RP

Balsamiq Mockups

Vector design tools
Sketch

Adobe XD

InVision

* This is a modest list of tools available and most tools can be used by both
UX & Ul designers for wireframing, prototyping and designs.
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Chapter 2: Stand Out from Your Competitors

BRAND BRAND
IMAGE IDENTITY

Brand values Name & Logo
Brand personality Typography
User’s perception Colour palette

The goal is for the brand image and brand identity to overlap
as much as possible. Thus the true essence of the brand identity
should be in line with how the user perceives the brand.
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Serif typefaces can be identified
by the small line that extends
from the strokes of a letter. This
extension, called a “serif” has
mostly been seen as decorative
but has attested to improve
readability. Serif typefaces have
been extremely popular during
the print era.

Typeface: Times New Roman
Size: 18 points

Sans typefaces are simpler
typefaces without the “serifs”
and have mostly been used
for heading during the print
era. Sans typefaces has
become very popular with the
rise of the digital era as sans
typefaces improve readability|
on computer and mobile
screens.

Typeface: Arial

Size: 18 points

virginatianic?

Book My booking Checkin Where we fly Travel info

Flying in 24 hours? Check in now

Find your booking

Booking reference

Departing airport

Experience B Q

Booking reference - Booking reference.. Departing airport.. Check in =

Where do | find my booking reference? =
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virginatiantic?

Flying in 24 hours? Check in now

ilt Oops, looks like some information that we need is missing. Please check the following:

Booking reference
Departing airport

Find your booking Booking reference Departing airport

Book My booking Checkin Wherewefly Travelinfo Experience

Booking reference - Booking reference... Departing airport.. Check in =

Please enter booking reference Please enter departing airport

Where do | find my booking reference? =

= Q

WELCOME BACK

LOG IN WITH FACEBOOK

E-mail address E-mail address

WELCOME BACK

LOG IN WITH FACEBOOK

Password Forgot password?

Password

BACK

Please enter a valid e-mail address.

Please enter your password.

Forgot password?

BACK
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BRAND
ESSENCE

Brand promise

Core values
Vision

Who'’s is the brand?

VALUE
PROPOSITION
Promise of value

Who are the users?
Focus on user needs

Brand Experience is the result of all the efforts from from the
UX, CX and Ul that manifests the brand value.

Customer Experience is the experience the user has with all
the contact points with a brand, for example the website, the
call centre, the shopfront, etc.

User Experience is the practice of creating an overall
satisfactory experience for the user when interacting with a
product by improving the usability and accessibility.

User Interface design is the practice of creating a user friendly
contact point, usually in the context of digital products, that
allows the user to interact with a product with ease.
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SWOT

STRENGTHS WEAKNESSES
Areas within the
company that is
advantageous to the
company.

Areas within the
company that can
be improved.

AN

N

OPPORTUNITIES

External factors that
can potentially
improve the company.

-

Check Nearest Location : LOCATE ME >

Espafiol | Careers |

= Join

OURMENU ABOUT OUR FOOD TRENDING NOW QLOCATE

Q SEARCH

Our Terms & Conditions and Privacy Statement are updated as of March 13, 2017

Join our

_EMAMWLLIST
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[ eROWN
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> OUR FOOD
QUALITY COMMITMENT

Kentucky Fried Chicken

COME CHAT ; /
CHICKEN 1 \

ENTER YOUR ZIP OR CITY
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Check Nearest Location : LOCATE ME > Espafiol | Careers | & Join

m

OUR MENU ABOUT OUR FOOD TRENDING NOW Q LOCATE Q SEARCH

Breakfast Snacks & Sides
Burgers Desserts & Shakes ' g
i YA, L
Chicken & Sandwiches Drinks - Y YEn “(
! < ’
Salads Mccm i

View Full Menu > Happy Meal Extra Value Meal All Day Breakfast

About BK® Careers King JR™ Meals Get the BK® App Food Quality

LOGATOR  SIGNUP EIV &

Kentucky Fried Chicken

CHICKEN

£ CHICKEN
SHARE

Egg White Delight McMuffin® Sausage McMuffin® Sausage McMuffin® with Egg .

LEARN MORE LEARN MORE LEARN MORE
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[ & e

On Tuesdays only, geta

$1 McCHICKEN" OR
McDOUBLE’

Sandwich only with our app™

Buy 5 McCafé" beverages

GET 1 FREE

with our App”

Buy an All Day Breakfast Sandwieh'and get

/ ‘ FREE MD FRIESORHASH

BROWNS &

with our App™

HOT DOGS

CHICKEN & MORE

T SAUSAGE
FOR —
CROISSAN'WICH IS ff - .
BACON
[EGG & CHEESE y
CROISSAN'WICH"

LSO INCLUDES HAM, EGG & CHEESE CROISSANWICH®
e T Ony. Restrictons ap Prices highr in Ak and .

EXTRA LONG CHEESEBURGER

ORIGINAL CHICKEN SANDWICH
ALSO INCLUDES BIG FISH SANDWICH =

EXTRA CRISPY™ CHICKEN

EXTRA CRISPY™ TENDERS

CHICKEN LITTLES™
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PROMOTIONS

JOIN OUR EMAIL LIST

For news, promotions, and more delivered right to your
inbox.

CCED GEED

RESULTS FOR ™

No results found

First Name *

This is a mandatory field

Last Name *

This is a mandatory field
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McDonalds Burger king KFC
Content & Navigation 5 9 e
Aesthetics & style 6 9 9
Heuristic Analysis 5 5 5
Ul Animation 3 2 8
47 6.2 77

Bb2C

vs. DB2B

( CHARCTERISTICS )

One decision maker
Influenced by emotions
Product easily available

Basic pricing structure

Checkout flow uncomplicated

—1  Group decision makers
——1  Non-emotional but loyal
——1——  Custom catered product

——————  Complex pricing structure

——L——  Elaborate checkout flow

( UX & UIDESIGN APPROACH )

Catchy headlines / limited content
Aesthetics & usability are key

Personalised online profile

——1  Sufficient supportive content

———~1——  Building trust trumps aesthetics

————  Simplified pricing structure
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4 COLOURS
-
b 2.8 2 4 4 b 2.8 2 4 4 L 2.8 2 4 4 *kky
Yuppiechef Kitchen Craft Eetrite Devil's Peak Brewing Company
Mini Colander, 16cm Clear Acrylic Double-Sided Wine Stovetop Kettle, 2.8 Litre Love Parade Weiss
Bucket
R69 WasR129 From R499 Was-R599 R126 WasR234
Ro49 Wesers

SHOP BY PRICE

Burgon®Ball

Srsrr e okenor s o, ; S ¢ SHOP BY BRAND

SPECIALITY TOOLS
FOR YOUR KITCHEN GARDEN

BROWSE LATEST
SHOP THE RANGE

MOST POPULAR

Selected Colour: Black Titanium

In stock, can ship immediately

Quantity: 1§ xR4,849.00

E2 Add to Cart

R Add to Registry ¥ Add to Wish List

Can | send it as a gift?
How long will it take?

@ Shopping with us is safe & secure
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C h ecC ko Ut & Email Customer Service Shipping Information Returns & Exchanges

°BacktoCart 2 Checkout Details 3 Payment 4 Confirmation

)

Discover the Creative Cloud experience

Inspiration you capture, assets you create and images you need - always at your fingertips.
Learn more about Creative Cloud —

Individuals 1 Business Students and Teachers Schools and Universities

Get 10 free images when you add Adobe Stock to any Creative Cloud plan.

MOST POPULAR
A
Photography Single App All Apps All Apps + Adobe Stock
USS ~ 99 uss 99 Uss 99 UssS 98
/mo 1 ;/mo 49/mo 79/mo

\: Annual plan, paid monthly #] | Choose an app #} [ Annual plan, paid monthly 4 | Annual plan, paid monthly
 Lightroom CC and Photoshop CC * Your choice of one creative desktop app * The entire collection of 20+ creative * The entire collection of 20+ creative
¢ All the essentials to organize, edit and like Photoshop CC or Illustrator CC desktop and mobile apps including desktop and mobile apps including

share photos on your desktop and * Your own portfolio website, premium Photoshop CC and Illustrator CC Photoshop CC and Illustrator CC

mobile devices fonts and 20 GB of cloud storage *  Your own portfolio website, premium * Get10 free Adobe Stock images.
* Your own portfolio website fonts and 20 GB of cloud storage Your first month of Adobe Stock is free
® Learn more with the 10 images per month plan

* Cancel risk free within the first month

BUY NOW BUY NOW BUY NOW BUY NOW
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p
Individuals Business 1

Creative Cloud for teams

Get apps like Photoshop CC and Illustrator CC for your business or
department plus an easy-to-use license management console and

instant asset syncing across devices. start Select P
All Apps: Single App:
uss 99 uUs$ 99
6 9 2 9 /mo
/mo
(per license) (per license)

* Your choice of one creative desktop app or the entire collection of 20+ apps
* Team website, premium fonts, and up to 100GB of storage for collaboration
* Dedicated 24/7 technical support

SELECT YOUR PLANS

S

Discover the Creative Cloud experience

Inspiration you capture, assets you create and images you need - always at your fingertips.

Students and Teachers

Learn more about Creative Cloud —

Schools and Universities

Buying for a larger organization?
Call 0800 007031 or request a
consultation to learn more about

' pss Creative Cloud for enterprise.

Compare Creative Cloud for: Individuals Teams

Easy collaboration

Syng, store and share assets . .
Adobe Portfolio website . .
Slack integration . .
Shared Adobe Stock plans .
Streamlined management

Ability to reassign licenses .
Web-based Admin Console .
Centralized deployment .

Flexible purchase options

Volume discounts for 10+ seats .
Consolidated billing .
Purchase orders .
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@

Discover the Creative Cloud experience

Inspiration you capture, assets you create and images you need - always at your fingertips.
Learn more about Creative Cloud —

- ~N

Individuals Business ‘ Students and Teachers ] Schools and Universities

Students and teachers, save at least 60%
on Creative Cloud All Apps.

Students and teachers get the complete set of Creative
Cloud apps and services at a special price. Or get started
with the Photography plan, which includes tight
integration between your desktop and mobile devices so
you can do your best work anywhere.

Learn more »

S

Discover the Creative Cloud experience

Inspiration you capture, assets you create and images you need - always at your fingertips.
Learn more about Creative Cloud —

Individuals Business Students and Teachers ‘ Schools and Universities L

Creative Cloud for education is an affordable licensing option available for small workgroups, departments, classrooms and labs - or 3 q
peate oL pr et &op groups. dep Buying for an entire
even entire institutions.
institution?
Creative Cloud for enterprise offers
i . customized licensing for your entire
Creative Cloud for education is sold through institution. Get the latest creative
desktop apps and services,
South Afri ) collaboration, license management
(Sou rca). tools, and enterprise-level support.

Find a Reseller

authorized resellers in your country or region

0800 007031
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Chapter 3: Creating an Emotional
Connection with the User

PLEASURABLE

/ ESTEEM \
/ USABLE \
LOVE & BELONGING

RELIABLE
/ SAFETY \ / \

Maslow’s Hierarchy Aaron Walter’s Hierarchy
of Human Needs of Emotional Design
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Password strength

* %k % %

B \Weak

3k 3k ok >k % kK >k %k %k
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I Strong

Facebook reactions

Packt> Packt
15 Apr at 4:30pm - &

Prototyping tools have become an important resource for
designers — but which should you pick? http://bit.ly/20CCH3b

= m (=
i

The Right Tool For The Job: Picking The Best Prototyping

\

Software For Your Project
https . nic
Q0= v @
00 2 10 Shares

Tap to Select a Reaction

WHO'S VIEWED YOUR PROFILE

O Your profile has been viewed by O people
in the past 90 days

O You have shown up in search results O
times in the past 90 days

PROFILE STRENGTH

Beginner

Improve Your Profile Strength

77 UX for Web Introduction -

Boord  Conversations  Calendar Jigggpgress  Files

About this Project | View in Dashboard
@ Marli Ritter ,A -

Update Status

[oXe)e

.0 peopiggf e, Notty more people.

Re ¥to update the status every Friday

~.ogress

Google

User experience anti\

-

User experience anti
User experience anticipation design
User experience anticipation design for e-commerce
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point of nterest e’

Pi Q Search by

. Penebel
Enter dates for best prices
. Tegalalang
.

Check In Check Out

Susut

Bangli
Sideman

Selemadeg
The One Boutique Villa
302 Reviews
#1 of 143 Seminyak hotels

Tabanan Gianyar Semarapura
Abiansemal
Show Prices Krambitan Mengwi D!

JPIP2 The Kunja Villas & Spa ®
@@@@® 673 Reviews =

#2 of 143 Seminyak hotels
Sukawati

Show Prices
.

Jamahal Private Resort & L

- SPA ® wgankuta

©@@@@® 530 Reviews Denpasar Nusa

#1 of 55 Jimbaran hotels - Lembongan
Show Prices «© ’.

The Samaya Bali Ubud suta Nusa Penida

@@@@®® 1 198 Reviews
#2 of 194 Ubud hotels

Show Prices. 9
o %

The Kayon Resort South Kuta

.
Filters v
L4
.
Also show v

Qg e

Amlapura

Tanglad

4 “We got what we paid for.” m
@©@@®@®@® Reviewed yesterday
Franco888 The W Retreat and Spa is a world class resort in Seminyak. Will go back
Manila in a heartbeat! Great pool!!! Wonderful rooms! Sumptuous food! The spa
Level o Contributor facility was beyond excellent! Staff was very accommodating and
@ 7 reviews courteous! One of my best hospitality experiences! If you are going to

L i : Lot
(@ 5 hotel reviews Bali, stay at the W even for just a night!

Helpful? 1@ Thank Franco888 ™ Report
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Chapter 4: Best Practices for Usability
Within the User Interface (Ul)

SPOO SPOI  SPO2 $PO3 T4
e o e o e
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The Xerox Alto, the first GUI 1985 - Steve Jobs
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The surface of the watermelon absorbs all the
colours except red, which is sent to the eye.

The sun emits rays with all colours
and shine on the surface of the watermelon

® RED
PRIMARY VELLOW
COLOURS @ BLUE
® PURPLE
® GREEN
SECONDARY ® ORANGE

COLOURS
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Warm colours are stimulating, evoke a feeling of
energy and connect emotionally with warmth.
Because warm colours are quite intense, they

WARM should be used in moderation as the user can
‘ easily feel anxious or drained if used in excess.

COOL

Cool colours are soothing in nature, tend to be
more relaxing and connect emotionally with
trust. Because cool colours can possibly come
across as a bit dull, it's always good to balance
it out with some warm colours to ensure the

‘ .‘ user stays interested.

90000

Yellow
Happiness, joy, positivity, hope, enligtenment and creativity.
Betrayal, egoism, impatient and deceitful.

Orange
Vibrance, energy, vitality, good health, adventurous and informal.
Superficial, inexpensive and self-indulgent.

Red
Love, passion, stimulating and spontaneous.
Danger, fire, blood, violence, rebellious and quick tempered.

Purple
Royality, spirituality, individualism, mysterious and wisdom.
Arrogance, mourning, immaturity and impractical.

Blue
Calm, peace, harmony, trust, water, security and confidence.
Self-righteous, superstitious, conservative and rigid.

Green
Growth, restoration, fertility, nature, good luck, renewal and youth.
Jealousy, envy, possessive, greedy and hypocrisy.

Black
Sophisticated, formal, elegance, wealth and seductive.
Pessimistic, evil, secretive, conservative and negativity.

White
Purity, innocence, peace, snow and pristine.
Empty, sterile, cold, unimaginative and detachment.
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Table 2

Detected crime data’ for selected area in Glasgow City Centre”
By calendar year, 1998 to 2004

Crime category January to December

1998 1999 2000 2001 2002 2003 2004
SVC - Serious Assault 4 1 3 1 1 0 1
SVC - Robbery 5 3 3 3 3 0 4
SVC - Other Violence Crimes 0 1 1 1 0 1 0
SVC - Indecency Crimes 1 3 8 1 0 1 0
Housebreaking (Domestic) 0 0 0 0 0 0 0
Housebreaking (Other) 3 9 10 1 3 5 10
Motor Vehicle Crime 3 2 3 0 0 0 0
Theft 4 14 8 10 8 5 22
Shoplifting 52 127 163 99 28 31 50
Other Dishonesty 25 37 51 29 22 69 28
Vandalism/Fireraising etc. 2 3 1 5 4 4 6
Offensive Weapons/Knives 3 11 10 6 4 5 15
Drug - Supply 6 8 7 4 15 6 3
Drug - Possession 8 23 7 8 19 10 32
Other Misc. Crimes 9 10 9 5 13 7 19
Common Assault 9 17 34 14 19 14 34
Breach of the Peace 48 47 69 36 43 40 59
Racially Aggravated Conduct/Harassment 0 0 0 0 0 1 2
Anti-social Behaviour (Scotland) Act 2004 0 0 0 0 0 0 0
Drunk and Incapable 1 1 3 3 4 5 7
Consumption of alcohol in designated places 15 9 16 7 4 7 17
Other Misc. Offences 18 5 9 4 19 6 13
Dangerous driving offences 0 0 1 0 0 0 0
Driving Carelessly 1 0 0 1 0 0 1
Drink, Drug driving offences incl. Failure to provide a specimen 1 0 1 0 0 0 3
Speeding offences 0 0 0 0 0 0 0
Seat belt offences 2 0 0 0 0 0 0
Mobile phone (whilst driving) offences 0 0 0 0 0 0 0
Other Driving Offences 6 4 8 7 6 10 9

System are included, no conditional offer of fixed penalty data is included.

! Data was sourced ' from the Corporate Crime Database and is based on the date that the crime report was raised. Only records recorded on the Crime Management

2 Data was selected if the x and y co-ordinates recorded on the crime report were mapped along Buchanan Street (including one premise deep either side) between
Bath Street and Argyle Street. Please note that approx. 32 percent of crimes have no x & y co-ordinates recorded and are therefore excluded from the data provided.

Source: Corporate Crime Database
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Deuteranopia

Deuteranopia: red-green confusion

Tritanomaly: yellow-blue confusion

~ CILN

Material is the metaphor

Bold, graphic, intentional

A material metaphor is the unifying theory of a
space and a system of motion. The material is grounded in
tactile reality, inspired by the study of paper and ink, yet

technologically advanced and open to imagination and magic.

Surfaces and edges of the material provide visual cues that
are grounded in reality. The use of familiar tactile attributes
helps users quickly understand affordances. Yet the flexibility
of the material creates new affordances that supercede those

in the physical world, without breaking the rules of physics.

The fundamentals of light, surface, and movement are key to
conveying how objects move, interact, and exist in space and
in relation to each other. Realistic lighting shows seams,

divides space, and indicates moving parts

The elements of print-based design —
typography, grids, space, scale, color, and use of imagery —
guide visual treatments. These elements do far more than
please the eye. They create hierarchy, meaning, and focus
Deliberate color choices, edge-to-edge imagery, large-scale
typography, and intentional white space create a bold and

graphic interface that immerse the user in the experience.

An emphasis on user actions makes core functionality

immediately apparent and provides waypoints for the user.

Motion provides meaning

Motion respects and reinforces the user as the prime mover.
Primary user actions are inflection points that initiate motion,

transforming the whole design.

All action takes place in a single environment. Objects are
presented to the user without breaking the continuity of

experience even as they transform and reorganize.

Motion is meaningful and appropriate, serving to focus
attention and maintain continuity. Feedback is subtle yet clear.

Transitions are efficient yet coherent
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The studio Artists Online shop Contactus
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The studio Online shop Contact us

Baked Ink
Bruce the Kid
Ted Flintstxne
Uncle Black

Mon - Sat: 09:00 — 17:00 R, 021462 5000 Follow us
4 Hiddingh Avenue, Oranjezicht @ 072 606 1499 n
Cape Town, South Africa @ morethanhypecollective@gmail.com

Make a booking Follow us

Follow @baked_ink

Caps Shirts Artwork
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Other artists at the MTH studio

Guest artists are welcome!

If you are interested in visiting More than hype as
a guest artist get in touch with us.

Ted Flintstxne Bruce the kid Uncle Black

I0S Human Interface Guideline
Icon grid template

Google’s Material Design
Icon grid template

English French

> ) |
L

V‘ L‘

In most cases the British flag is used to repre-
sent the English language, but within Britain
the residents speak Gaelic and Welsh, not
just english.

While english does not originate from the
United States of America, it has significantly
more english speaking residents than Britain.
Is the American flag more appropriate to rep-
resent the english language?

What about the other countries that speaks
english? English is the most widely spoken
language in the world with countries from all
continents such as Canada, Ireland, Austra-
lia, South Africa, etc.

The French flag is the most obvious choice to
represent the french language, but french is
spoken in many European countries, such as
Switzerland and Belgium.

Also many African countries in the Ivory Coast
and countries more South like Mozambique
speak predominantly French to communicate.
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Chapter 5: Set a Solid Foundation -

Research and Analyze

QUALITATIVE
Ethnography
Interview
Focus group
Diary study <— Usability test — Eye tracking
Task analysis
DISCOVERY EVALUATION
Research Concept Design Build Deploy
Card sorting
Sentiment analysizl
Web usage analytic
Survey
A/B test]
QUANTITATIVE

Detailed and rich

QUALITATIVE vs. QUANTITATIVE
[ APPROACH j
Descriptive ——F——— Defined
Exploratory ——+——— Experimental

Insight-driven ———— Statistical
Flexible ————— Structured and rigid
Contextual ——1———  Universal

Cause and effect

C

METHODS & DATA

)

Observation

Interpretation

Patterns and groupings

Reasons, opinion, feelings, motivation

Measurement

Tabulation

Ranking

Time, errors, success rates

[ ANALYSIS & PRESENTATION ]

Understand trends
Provide insights
IQuotes, stories, images, video, diagrams

Find universal law
Generalise results
Numbers, statistics, tables, graphs|

C

USERS & TIMELINE

)

Small numbers
Individual selection
Typicallyearly — 1

Large numbers
Random sample selection
Typically late




Graphic Bundle

FOCUs METHODS CONTEXT
USABILITY & EXPERIENCE A/B test Field
Cognitive walkthrough Lab
Diary study Field
Ethnography Field
Eye tracking Lab
Focus group Lab
Heuristic analysis Lab
Interview Lab / Field
Sentiment analysis Field
Survey Field
Usability test Lab / Field
Web usage analytics Field
INFORMATION Card sorting and tree testing Lab / Field
ARCHITECTURE, Cognitive walkthrough Lab
CONTENT & TASKS Content audit Lab
Ethnography Field
Heuristic analysis Lab
Interview Lab / Field
Survey Field
Task analysis Lab
Web usage analytics Field
STAKEHOLDERS Content audit Lab
Ethnography Field
Interview Field / Lab
Survey Field
COMPETITORS Competitor analysis Lab
Cognitive walkthrough Lab
Heuristic analysis Lab
Usability test Lab / Field

OBSERVE THE WORLD
& ASK A QUESTION

Create problem

statement

REVIEW LITERATURE

<_

& COMMUNICATE RESULTS
Communicate results

CONFIRM OR REFUTE HYPOTHESIS

\

SCIENTIFIC METHOD

ANALYZE DATA

& OTHER STUDIES

Explore prior
knowledge

FORMULATE A HYPOTHESIS
& MAKE A PREDICTION
Plan research methods
& logistics

UX research plan Analyze data

CONDUCT EXPERIMENT
Conduct study




Graphic Bundle

GOALS

SIGNALS

METRICS

Enhance company
brand

Positive social media comments
about the brand values of “comfort
while exercising” and “wide range
to fit all sizes”

Positive mentions of brand
with value keywords on
Twitter and Facebook

Display product
range more clearly

Customers find products more
easily

Number of clicks to find
product

Improve retention

Increase numbers of returning
customers

Increased proportion of
return visitors

Increase online
sales

Increased conversion from visits
to sales

Increased proportion of
sales to visits
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Chapter 6: Create a UX Strategy - Users and
Content

PERSONA TEMPLATE

Description
A summary of the user’s characteristics and narrative of the user’s habits and behaviour.

Goals & tasks Name
- First & last name
- What motivates the user? - Personal / Professional title
- What is the user looking for? .
Occupation
- What is the user looking to do? - Occupation
- Qualification

- What are the user’s needs?
Demographic
-Age
- Gender
Quote - Nationality
- Ethnicity

“A unique quote to A
- Marital status

sum up the user’s
personality, ambitions
and needs.” Environment
- Internet connection
- Online habits
- Devices
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THE INNOVATOR

What motivates Amara?

With her creative nature, Amara is
motivated by anything visually
stimulating, from taking art classes
to exploring upper class deep house
clubs in the CBD of Los Angeles.

What is she looking for?
Amara is looking for new creative
ways to express herself.

What is she looking to do?

> . SN “Find that creative spark
Amara is looking for inspiration to and look for ways to

keep her up to date with new make it a fire”
creative trends.

What are Amara’s needs?
She wants to explore inspirational
and creative platforms online.

PERSONA EXMAPLE

Amara Faye, is a young African American woman in her early twenties who lives in the vibrant city of Los
Angeles. The city fits her personality perfectly as she lives for creative input from her environment. She
knew from a young age that she wants to go into a creative field and being an Art Director comes naturally
to her. She studied Visual Communication at the Los Angeles Creative School and landed her first job
right after at an ad agency. She owns a Macbook Pro, iPad & iPhone and is connected to the internet
24/7. She spends on average between 5-8 hours a day online for both work and personal purposes.

Name
Amara Faye (Miss)

Occupation
Art Director
BA in Visual Communication

Demographic
24, Female
African American
Single

Environment

10MB Fibre & 3G

5 - 8 hours a day
Desktop, tablet & mobile
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% OptimalSort -

Sign up

Step 1

Take a quick look at the list of items to the left.

FAQ

Terms of use We'd like you to sort them into groups that make sense to you.

Features There is no right or wrong answer. Just do what comes naturally.

Try it for free Step 2

Facebook Drag an item from the left into this area to create your first group.

Contact

Sign in

Google

Pricing

Become a partner

Privacy policy

Demo

Videos

Home

Create an account
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% OptimalSort -

FAQ v X
Click to rename

Terms of use

Sign up

Features

Try it for free

Facebook

Step 3

Click the title to rename your new group.

Contact

Sign in

Step 4
Add more items to this group by dropping them on top of it.

Google

Pricing Make more groups by dropping them in unused spaces.

Become a partner When you're done click "Finished" at the top right. Have fun!

Privacy policy

Demo

Videos

Home

Create an account

Youtube
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S Optimalsort e e

FAQ

v v
My Account Small print

Features

Signin Privacy policy

Try it for free

Sign up Terms of use
Pricing

Create an account

Become a partner

Demo

v
Videos Social links Contact

Home

Youtube Newsletter subscription

For Marketing Agencies Facebook

Blog

Google

Our story

Testimonials

For your Business
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% OptimalSort

v
My Account

Signin

v v
Small print Product links

Privacy policy For Marketing Agencies

Sign up

Terms of use For your Business

Create an account

Become a partner

v
Social links

Youtube

Contact

Facebook

Newsletter subscription
Try it for free

Google

CATEGORY NAME UNIQUE CARDS

A Sub Menu of something like

6
"Our Product” in Main Menu
About Us 8
About Us 5

CARDS AGREEMENT PARTICIPANTS
Demo 1.0 1
Try it for 2.0 1
free
1.00 1
For your 3.0 1
Business
Show 3 more
Our story 1.0 1
Features 20 1
1.00 1
Pricing 3.0 1
Show 5 more
Our story 1.0 1
Features 20 1
1.00 1
Testimonials 3.0 1

Show 2 more

EDIT
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Become a partner

Blog

Contact

info for other businesses 1.0
Join us 20
Our Product 20
Show 5 more

Resources 1.0
content to generally enrich the site and create more interest 2.0
Propaganda 2.0
Show 4 more

Contact Us 1.0
Contact 1.0
need to know 1.0

Show 4 more

Consider |As with

Similar IAs: 4/8

4 groups submitted by #9

Account

Similar group labels
Dashboard

My Account
User/Account Menu

Home
Sign in
Sign up

Create an account

About Us

Similar group labels
Marketing Product/Service
business stuff

Features

Our story

Similar IAs: 3/8

5 groups submitted by #6

Account
Similar group labels
top of page
Join us
My Account
Signin
Sign up

Create an account

Newsletter subscription

need to know

Similar group labels
Contact Us

Important small print stuff that very few

people bother looking at
Informatiom

Contact

Similar IAs: 1/8

8 groups submitted by #8

Account

Similar group labels
My Account
User/Account Menu
top of page

Signin
Sign up

Create an account

Home

Similar group labels
home...

Home

Contact

Similar group labels
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PRODUCT

VIDEO

GALLERY

FAQ

LEVEL 1
Global navigation

LEVEL 2

LEVEL 3




Graphic Bundle

ONBOARDING

Step 1 : Entry point
Set the stage

Step 2
Create secure profile

CONTENT

SECURE PLATFORM

Need to know about
investments
(content)

I
About this
RoboAdvisor
(content)

Dashboard

Budget overview

How does it work?

Link accounts

Is it secure?

Risk tolerance
questionnaire

Account settings

Personal details

Neutral

Logout

_ | Positive
[ Negative

USER JOUNREY

ﬁ\ Search for

] « Shipping address
‘ Add to cart e ‘ title again validation fails
_________ ! { 3 e e————
Search & | Find help Create an \\—7——-J
find the title | section account
\
|

S

-

Prompt reply
from customer
service.
Purchase book.
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Email input

Login

Password input

—D>—

Validation

%:Z:»—

Validation

Authenticated?

YES

Logged in
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Chapter 7: Bring Your UX Strategy to Life
with Wireframes and Prototypes

@ moodboard All Pins Vv

Ly=n 4 . T

Fez=

-
s RN
LEVTOA VDA

A télécharger |
MOODBOARD

4 templates +

" ?

PPPPPPP
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PROJECTNAME Theme Version #

KEY WORDS

Template Stark Plain

INSPIRATION

[ 1

DESIGN ELEMENTS

0o0

Icons

COLOUR SCHEME

#Hexcode #Hexcode #Hexcode #Hexcode #Hexcode

TEXTURES

TYPOGRAPHY
This is a Heading

Font name and weight, size, #Hexcode

This is a Sub-heading

Font name and weight, size, #Hexcode

This is body text. It should be long enough
to give an idea of what it would look like
in a wrapped and justified paragraph.

Font name and weight, size, #Hexcode
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This traffic is awful.
I'm going to be late picking
Simon up from school

Oh look!
1 can easily share trip
progress with Simon.

That's great!

Where is Susan?!
m tired and want to
go home. She is supposed to

be here by now.

Hey, Susan sent me
her location.
Im so relieved! 1 know
she remembered me.

( INTERACTIVITY )

Static

Fully interactive

([ GRAPHICS |

Sketchy Pixel perfect

[ CONTENT )

Lorem ipsum

Real content

Less

<o

M ;
w i FIDELITY i High

and accuracy
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LEARNABILITY

Paper

Keynote
Powerpoint

PURPOSE

Easy

Invision

Balsamiq
Keynotopia
Pencil
Sketch

General

Photoshop

Illustrator

Text editor (HTML)

Specific]

Axure
Proto.io

Hard

[ e e veam arion

Mastors

ama

Library |, )

Hle Edit View Project Amange Publish Ieam Account Help

00

)

00

B swe BB ¢ s - Wy W8] = &
Bution < B | i < R - - B[1Y] &= [Z[E]= (ElLEllrE EE EE X181y 15 w10 E3h 40
Pages £ B Q | Home
[ Page 1 -
[ Page2
) Page3
Organiser| ¢ E o0y
BUTTON =]
Libarios Sl
Default - R
-~ -
e o P Canvas

Preen Snare Pulsny

[ Hidden

PROPERTES  NOTES.
Location + Size Hidden (1] [
w (s w | o
x v W oo
o o NBEIEH
& ™
Button B
Fil [
Stadow EiLE
Border S [Lv][E~
Comer Rz 5 o
Opaciy 100 |%
Font il -
Reguiar < e~
B[1]u] [A+] [A+]
Outine:Page ¥Q
[ Home
= Rectangl)

Inspector

2 Login
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(© New Mockup 1 - New Balsamiq Project 2 - [New Project]
Project Edit View Windows Help

New Balsamiq Project 2

= mo4 BRE E%L: &8s OH D Quick Add 0E O
All | Assets | Big | Buttons | Common | Containers || Forms Icons || iOS | Layout | Markup | Media | Symbols | Text
0 E lul Library o I
e Comn Cen oty Gten chn Gwmmy Geeth  Gors omo——emm etee  GIes G G e
‘
Mockups 0= Button Inspector
| _NewMockwn1 | position 215 T[ 705
x T Tv
i Size 63 27
Orgarnser width  height
Layering &' @ M
Auto-Size
=]
Color
Background [
Icon
Q Icon Search s X <)
Links (?
No Link - Hide
Menu
v
State
Normal -
Text
< » Bli u 13 v o
Se deq Sien 10 EOJ
: ¢ 230 s
Personalised jewellery :

. . . - \ ‘
shines a little brighter. 1 Drormetsen |
Shop custom jewellery. | Pah —— |

| y {
=]
RS —— Qe o L )
4 T —— More than a millon Etsy proteots every S
C& vnsmiinsy (@ owivic o snasion soshapwih - —
[ illien + ,
| Vardrmade \ LrotienT) - Safetn |
Shop by category | o Cl ]l eles /
/ -
—- - — e
o ' 2 a & a-,l&ior\.\
B & = ~
| - | =

Home & Living Jewellery Clothing Craft Supplies &

Shop for gifts

Gifts for him Gifts for her

Weddings Toys & Games

Anniversary gifts

gifts
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) @ https://www.etsy.com

Sell

Etsy O,

Search for items or shops

Personalised jewellery
shines a little brighter.

Shop custom jewellery

Shop by category
HOME & LIVING
JEWELLERY

CLOTHING

CRAFT SUPPLIES & TOOLS

<=1 A,

r Untitled - Axure RP 8 Team Edition

B E ¥ undo
=] @ A Redo
File  Clipboard

Defaut By | Adal

Pages
4 M Deskiop
4 [) Buyers Home
[) Megamenu
4 1) Category page
[ Fitlers
[ Product page
D) Search results

[ Registration

[ Logn
B Checkout
B obie
Libearies
Defaut
 Common
Box 1 Box 2
ad
Elipse Image
Buton  Primary Button
Masters

File Edit View Project Amange Publish Team Account Help

> eee N
mE T 7 100% = L] In u
L Select 1 Comnect Pen  Morev Zoom Foni  Back  Group Ungroup  Algny  Distibulev  Lock Unlock  Let  Right
Regular 13 x Clh:
&) B Q | Buyers Home
. P 00 200 00 00 500 500 0 500 90
Hi er
= Main navjgatior
= Q
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Placeholder
LinkButon |
2 Content area
ama

<[m

2 Login

Preview Share Publish

Hidden
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PROPERTIES NOTES STYLE
Default M
Page Algment El
Back Color o-
Back Image import || Clear
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Sketch Effects o |{
=]
Applied Font -
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Outine: Page
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= Header (Rectangle)
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Axure Etsy 1 - Axure RP 8 Team Edition - X
File Edit View Project Amange Publish Team Account Help
¥ undo _
Oe B aee ME T F o jom - W & [w - oo 8B 2 Login
Fie  Gipboard L Select 1 Comnedt Pen  Morev Zoom Fot Back  Gioup Ungoup  Aignv  Distiowtey  Lock Unlock Lot Right Preview Share Publshv
Box 1 < By | [aa ~ | 8o - - [B]ry]a=] EE]E F[E]=] m (a2 x(10 |y142 w940 [E3: 745 | [ bidden
Pages 4) 3 Q  Buyers Home - Inspector: Rectangle [a]
4 B Deski .| 100 20 300 400 500 500 70 500 0
eskiop o A . . I . " Header
4 [ Buyers Home 1
O e wos sme
4 [ Category page 0go h Si -
o LB 9 Search Sel| | Register Sign In Cart [— Il
[ Filters
0 Product pae 1 4 AddCase @ CreateLink
[ Search results = Main gation ¥ OnClick
[ Registration ° "% OnMouseEnter
[ Login ™ il "% OnMouseOut
B_Checkout =1 =|
Libraies =af T || More Events -
Default BiE
ok Promotion Tt Link
frron [roro] o |+ | o EmD
Buton  PimayButon  LnkButon o Shop Select Shape [[]
| I Interaction Styles
H1 H2 H3 !
& MouseOver
Heading1  Headng2  Heading3 R MouseDown
_ ~lgl F million|+ sellers Security 1§ Selected
Masters nmEa * Disabled .
Outine: Page ¥ Q
Shop by y A -
£ (Rectangle)
21 = (Rectangle)
= (Rectangle)
gory fl gory 2 Category 3 Categc [ (Placsholder)
[ Header (Rectangle)
- = Header Rectangle)
g | o -
m > -
m Axure Etsy 3 - Axure RP 8 Team Edition - ul X
Eile Edit View Project Amange Publish Team Account Help
¥ undo _
DB Em 4 Redo mnE 2 100% ~ Il oo 8 2 Login
Fle  Clipboard L Select 1 Comnedt Pen  Morev Zoom Foni Back  Group Ungoup  Aignv  Distibuter  Lock Unlock Lt Right Proview Share Publshv
Pages &) B Q| Buyers Home - Inspector: Page
4 B Deskiop .| P 100 20 0 400 0 500, 70 500 0 e | s
4 [3 Buyers Home < '7
) Magamens C Etsy SellonEtsy = Register | Signin | Y Default -
4 [ Category page Caf Page Al
[ Fiters age Alignment
[ Product page = Accessories [ Craft Supplies & Tools |  Wedding ‘ Entertainment &Living ‘ Kids & Baby ‘ Vintage | Back Color O~
[} Search results <
[ Registration i . ) Backinags Import | Clear
0 toon Personalised jewellery shines
B Checkout o 3 . |GICIIE]
=a; allittle brighter. s
Al Libraries - High quality image of custom jewellery
Sketch Effects o |
Search
! Shop custom jewellery O
v Default > Common - EI =
=
< Applied Font -
[e] ez
Box 1 Box2 Box3 .
Get something you'love Find your new favourite shop Buy safely and securely
! |nand drawn SR
¥ image | Ashortsentence aboutour - - - hand diaWn yention ouir million plus sellers "’:‘,‘:‘:':‘”" this i 16 givé our users confidence
-~ Y| = handmade goods image | o e &
Elipse Image Placsholder
m @ e Shop by category owmrm  Wa
Buton  PrimaryButon  LinkButton |5 4 W (Group) =
2 = (Rectangle)
H1 H2 H3 ~| - |Product image from| - |Product image from| -|Product image from|- |Product image from| - |Product image from - |Product image from X (Placsholder)
pr— fma category category category category category category A (Rectangle)
A (Rectangle)
g A (Rectangle)
Home & Living Jewellery Clothing Craft Supplies & Tools Weddings Toys & Games IX] (Pracehoider
<[ R N A (Rectangle) N




Graphic Bundle

Inspector: Page

PROPERTIES

~ Interactions

< Add Case

OnPageload

OnWindowScroll

=
“¥  OnWindowResize
3
3

OnWindowScrollUp

More Events

NOTES

STYLE

A

F

|™ Case Editor (OnClick)

Case Name Case 1

Click to add actions

Links
4 Open Link
Current Window
New Window/Tab
Popup Window
Parent Window
Close Window
> Open Link in Frame
Scroll to Widget (Anchor Link)
Set Adaptive View
Widgets
P Show/Hide
Set Panel State
Set Text
Set Image
Set Selected/Checked
Set Selected List Option
b Enable/Disable

=

Mave
Rotate

m

Add Condition

Organize actions

4 5 Casel

; Open Edit in Current Window

; Hide (Menu) fade 500 ms pull widgets right

ease in cubic 500ms

Configure actions

Openin = Current Window

@ Link to a page in this design

Search

4 [ Main page 1
™ Edit
[ View

() Link to an external url or file

Hyperlink  Edit_html

() Reload current page (variable changes are applied)

() Back to previous page (variable changes are not applied)

(

OK ] [ Cancel

J
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Chapter 8: Building Your Product - Devices,
Browsers, and Assistive Technologies

<snower NETWORK SPEED Faster
2G 4G DSL / Fibre
DEVICE \ OPERATING SYSTEM |
Wearable Smartphone Tablet Windows  Linux
Game console Television Laptop Android
Wall screen Desktop computer Apple OSX and iOS
BROWSER ASSISTIVE TECH
Chrome Firefox  Safari Screen reader  Magnifier
Opera + Mini  UC Browser + Mini Braille embosser
Internet Explorer / Edge
iPhone 7
Android 7.1
Windows XP Internet Explorer 10 Android 4.4 Windows 10
< oider VERSION OF TECHNOLOGY Newest

INPUT

OUTPUT

Computer monitor 10-inch Tablet 7-inch Tablet Smartphone Speakers Screen reader Braille embosser Printer Smartwatch Television Wall screen

Keyboard + Mouse
Keyboard

Mouse

Touch screen
Game controller
Joystick
Microphone
Touch pad
Remote

Camera (gestures)

Stylus
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Etsy O,

Personalised
jewellery shines a
little brighter.

Shop custom jewellery

Search for items or shops

Sell

Shop by category
% HOME & LIVING >
@ JEWELLERY >
@ CLOTHING >
%/ CRAFT SUPPLIES & TOOLS >
3 weppines >
EE% TOYS & GAMES >

Disabled
No throttling

Presets
Offline (Oms, Okb/s, 0kb/s)
GPRS (500ms, 50kb/s, 20kb/s)

2G (300ms, 250Kb/s, S0Kb/s)

Good 26 (150ms, 450kb/s, 150kb/s)
/)

Good 3G (40ms, 3

Regular 4G (20ms, 4.0Mb/

DSL (5ms, 2.0Mb/s, 1.0Mby/s)

'WiFi (2ms, 30Mb/s, 15Mby/s)
Custom

Add.

OMb/s)

Workspace
Blackboxing
Devices
Throttiing

Shortcuts

[ Add custom device... |

%

<

%

BlackBerry 730
Blackberry PlayBook
Galaxy Note 3

Galaxy Note I

Galaxy S IIl

Kindle Fire HDX

LG Optimus L70

Laptop with HiDPI screen
Laptop with MDPI screen
Laptop with touch
Microsoft Lumia 550
Microsoft Lumia 950
Nexus 10

Nexus 4

Nexus 5

Nexus 6

Nexus 7

Nokia Lumia 520

Nokia No

iPad Mini

iPhone 4

LAPTOP TABLET SMARTPHONE I
Responsive ¥ 341 x 667 100% V¥ H
Settings Emulated Devices
Prefer es
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Chapter 9: Optimize your UX Strategy with

Iterative User Testing

TEST ENVIRONMENT
& TEAM ROLES

Venue, rooms, facilitator,
note taker, observers,

RECRUITMENT

Specifying targets,
recruiting participants

DESIGN TEST

Goals, questions,
tasks, metrics, script

Facilitator
interactions

CONDUCT TEST

ANALYZE TEST
RESULTS

Qualitative,

quantitative

TEST HARDWARE,
SOFTWARE & MATERIALS

Prototype, equipment,
incentives, documents

REPORT TEST
RESULTS

Debriefing, report,
presentation, workshop

Goals

Focus

WHAT

o Scope
Fidelity Team members

Clients

WHO

Participants

Roles

Observers

Facilitator

Venue
Rooms

WHERE

Equipment

Facilities

Questions

HOW

Metrics

Script

Date

WHEN
Timing

Schedule
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USABILITY COMPONENT METRICS

Task success

EFFECTIVENESS Task completion

Time on task

EFFICIENCY Steps to complete task

Rating scale for enjoyment, ease of use,
SATISFACTION usefulness
Expressions of satisfaction / frustration

First clicks

DISCOVERABILITY First impressions
Expressions of satisfaction / confusion

Time on task for repeat tasks

Task success for repeat tasks
LEARNABILITY Number of errors for repeat tasks
Expressions of mastery / confusion

Number of errors
ERROR PRONENESS Severity of errors

WELCOME (2 minutes)

What is your name?

What do you do for a living?

RADIO (5 minutes)

How much do you listen to the radio? (When and where, How, Were you listening on the way here? What was on?)

What kinds of things do you like listening to on the radio? (Any favorite shows or DJs?)

Do you ever go to to the websites of radio stations that you like? (Why/why not? How often? When was the last time? Why?)

TECHNOLOGY (5 minutes)

Do you listen to audio streaming? (How often? When was the last time? Tell me about it)

What websites do you look at for fun (not for work)? (When? What triggers you?)

Do you ever comment or post things on these websites? (When was the last time? / Why not?)

TASKS (45 minutes)

We are going to ask you to do some tasks on a website I'm about to show you. It is still a prototype, which means it is not finished
and some things won't work the way they should. I'll tell you what to ignore. Let’s open it and you can tell me what you think.

Home page: What do you see here? What can you do? Is there anything interesting to you here? Go ahead and look.

How would you find out about something you've heard on air? (E.g. the DJ mentioned a video you want to look at)

Show me how you would request a song?

What would you expect to find on the DJ pages? Let’s go look at your favorite DJ’s profile.

END (3 minutes)

On a scale of 1 to 7, how easy or difficult was it to find what you wanted on the site? Why?

What did you think of the website? Any final comments? (Anything missing that you expected?)
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USABILITY TEST CHECKLIST

1 2

Discoverability

[ What to test (scope, fidelity) [] Participants recruited
[] Date confirmed [] script
[ venue booked [C] Prototype ready (including dummy data if necessary)
[0 Facilitator and other key roles filled [0 Equipment ready (ref Equipment checklist)
[] stakeholders and team members invited [] Incentives ready
[] Task and scenario list [] Documents ready (NDA, consent form)
[] Recruitment brief [] Pilot test
Participant | Participant | Participant |Participant |Participant

5
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Chapter 11: A Practical Guide to Web
Accessibility

@ web accessibility evaluation tool

NoStyles | Contrast ioaa line Hotel Reservations*
Summary
WAVE has detected the following: Accommodations Flights Rental Cars Airport Taxis

[~ sErors

= o FEnglish (US)’ kg Referral Program List Your Property mgﬁ

69 Alerts Find Deals ~ Travel Guides How was your stay? ~ Vacation Rentals ~ Booking.com for Business ~ Booking.com for iPhone, iPad & Android
7| a6 Features
JJ133 structural Elements @1
/96 HTMLS and ARIA o Ei
J111 Contrast Errors n3 O Find Deals for Any Season
From cozy country homes to funky city apartments i i
Panel Options y ry ky city ap: a a Re‘f’era f:en: to Booki
< DETALLS: Alisting of all the WAVE Destination, property name or address: and you both earn a cas
icons in your page. reward!
0 DOCUMENTATION: Explanation of
the WAVE icons and how you can
‘make your page more accessible. e
'OUTLINE: The heading structure of Lo
3 the web page. Check-|r. N
]

27 role="alrt]
Au you traveling for work? Yesn Nou
Roomn 1 Adultsu 2 4 Childrenu o

@ web accessibﬂhy evaluation tool @ web accessibility evaluation tool @ web accessibility evaluation tool @ web accessibilnv evaluation tool
No Styles = Contrast No Styles | Contrast m No Styles | Contrast No Styles | Contrast

Summary Details Documentation Outline
WAVE has detected the following: Filter: = Full

a |5 Errors B : ]| Errors o 3,

@ Errors (5) n ﬂ ﬂ ﬂ g

«

Deals for Any Season

Subscribe to see Secret

69 Alerts Deals
4 I“ Features 2 X Missing alternative text @ P E Prices crop the second you
l1 33 Structural Elements ﬂ n sign up!

|96 HTML5 and ARIA 1 X Empty form label No booking fees — we price match

(-]

o (i ] too!
|1 11 Contrast Errors
2 X Mutiiole f |abel: Free cancellation on most rooms
Panel Options ultile form labels @ -
Manage all your bookings in one
= ’ DETAILS: A listing of all the WAVE place

icons in your page.

@ DOCUMENTATION: Explanation of Alerts (69) Check-in Date
the WAVE icons and how you can 5 X Orphaned form label o @ Check-out Date
make your page more accessible. m E
Just Booked
\_] OUTLINE: The heading structure of
the web page. 1 X Missing fieldset @ More Destinations

Dubai

2]
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Form label

[FEE || A form label is present and associated
with a form control.

Multiple form labels

A form control has more than one label
associated with it.

More Information More Information

A form label is present, but it is not
correctly associated with a form control.

More Information hdroid =

mmmmmmmmmmmmm - -

! Chec

Civfom -t/xc.. Lca c./\e.g o/ Sowt/\ Qﬁ%‘m’,ca,

NO ALT TEXT

<img src=“explore_beaches_button.png” alt=
width="600" height="300" />

ALT TEXT

<img src=“explore_beaches_button.png”
alt="Click here to explore the beaches of
|South Africa” width="600" height="300" />

( ) ( )
¢ ) ( )
( ) ( )

Oops! Seems that the email you've entered is incorrect. Oops! Seems that the email you've entered is incorrect.

( ) ( )

A 0ops! seems that the email you've entered is incorrect A 00ps! seems that the email you've entered is incorrect.
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DETAILS —[ 3. DELIVERY H 4. PAYMENT J

COMPULSARY FIELDS

INVALID EMAIL

Full name [ J * Full name [ Marli Ritter ]
A You have not provided a full name. * Mobile number { +27 66 567 0990 ]
We need your full name to continue
with the registration process. * Email [ marliuxpacktcom ]
* Mobile number [ +27 66 567 0990 J A 1t seems like the email address
provided is not a valid email. Please
* Email [ marli@uxpackt.com } check if you have entered it correctly.
-

Contrast ratio is between the background colour and foreground text

Large text -18 pt ( + 24px) normal
-14 pt (+£18.66px) bold

Normal text is any value below the large text values stated above

LEVEL AAA

Contrast ratio of 7:1 for normal text
Contrast ratio 4.5:1 for large text

LEVEL AA

Contrast ratio 3:1 for large text
Contrast ratio 4.5:1 for normal text

LEVEL A

Not compliant
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W

WAVE

web accessibility evaluation tool

Styles | No Styles

Documentation

What It Means
Very low contrast between foreground
7 and background colors.

Why It Matters
Adequate contrast is necessary for all
@ users especially users with low vision.

How to Fix It

Increase the contrast between the
foreground (text) color and the

L | background color. Large text (larger than
18 point or 14 point bold) does not require
as much contrast as smaller text.

The Algorithm... in English

Text is present that has a contrast ratio
less than 4.5:1, or large text (larger than
18 point or 14 point bold) has a contrast
ratio less than 3:1. Elements with
background images must have a
background color defined that provides
adequate contrast when images are
disabled or unavailable.

Standards and Guidelines

Contrast Errors
Very Low Contrast

1.4.3 Contrast (Minimum) (Level AA)

Icon index

Booking

Accommodations Flights Rental Cars Airport Ta

Find Deals  Travel Guides How was your stay?  Vacation Rentals

Q, Find Deals for Any Season

From cozy country homes to funky city apartments

ddress:

I} Very Low Contrast

Very low contrast between foreground
and background colors.

More Information

Check-out

................. -

E Are you traveling for work? E Yes E No
Rooms 1 [  Adults 2 [  Children o [

Xis

Booking.com for Busi
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checkmycol

https://www.booking.com FCheck

Testing done on 2590 elements

Luminosity Contrast Ratio: 828 failures
Brightness difference: 828 failures
Color difference: 828 failures

Click on the rows to test other colours
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PROTANOPIA
(Red-Green Confusion)

TRITANOPIA

NORMAL (Yellow-Blue Confusion)
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MONOCHROMACY
(No colour)
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