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Executive Summary

This report outlines an evaluation carried out on Tesco.ie to measure its usability, utility
and desirability. It concludes with recommendations and redesign proposals to improve
the user experience of the site, aiming to help Tesco gain customer loyalty and ensure
retention. A user’s ability to plan a meal and purchase ingredients was the focus of this
evaluation, as Tesco believe the current user flow to be disjointed and frustrating.

The site’s efficiency, effectiveness and user satisfaction were measured through
heuristic evaluation and usability testing. Methods were chosen for practicality and
cost-effectiveness (Section 2).

A review was conducted by four designers individually to evaluate the site against a
defined set of heuristics, reporting encountered violations and listing positive findings
(Section 3.1).

Usability testing was conducted with fourteen participants, four of them using the
think-aloud method, and ten conventional usability test. These participants were
recruited and evaluated for their fit as representative users with a screening
questionnaire. This was followed by a pre-test questionnaire which collected
demographic data on selected participants, as well as presenting them with a priming
activity.

Sessions were conducted in either a tester’'s home or office. A screen and audio
recording captured the participant’s interaction and conversation. The structure of each
session was outlined in a script, guiding the tester and ensuring standard and
comparability.

Qualitative data was collected during a “homepage tour” where participants shared
their initial reaction to the landing page. Participants were then asked to complete ten
tasks which were written in line with evaluation objectives, a mix of both specific and
exploratory. To set the context and help participants engage with the interface, the
tasks were set within the scenario set out in the priming activity.

Quantitative data was collected on time-on-task, success rate, and a post-test SUS user
rating. Qualitative insights were gained through observation, the think-aloud
methodology and a post-test interview (Section 3.2).

Heuristic evaluation results were analyzed, and suggest a low overall conformity of
36-39%. Specifically purchase decision and information architecture come in lowest at
4% and 17% respectively (Section 4.1).

Usability test insights and metrics were logged and shared using a Rainbow
Spreadsheet. The analysis was done using an affinity map as well as within the
Rainbow Spreadsheet (Section 4.2).



Qualitative insights indicated an overwhelming and uninviting interface which left users
feeling the site was “cluttered” and “cold”, and not achieving the immersive experience
of shopping in-store or on a competitor’s sites (Section 4.2.1).

Quantitative results also indicate a poor user experience. Task completion rate of the
whole test per participant was 70% or less, which is low by industry standards.
Time-on-task was measured, which will serve as a benchmark for future improvements,
or for comparing against competing sites (Section 4.2.2).

An average 56.43% SUS rating also suggests a poor user experience (Section 4.3).

Based on these findings, a prioritized set of recommendations for design changes have
been made. Wire-frames visualise redesign proposals for the homepage, the recipes
search, recipe and groceries page (Section 5).



1. Introduction

Tesco is a British multinational grocery and general merchandise retailer. Variety of
services is offered on their e-commerce website Tesco.ie, creating value for their
customers and earning their loyalty. The success of the website depends on the people
who shop with them. Ease of use would increase the number of returning customers.
The goal of the company is to ensure that customers are satisfied with the website,
they like it and they will shop again.

Tesco was looking for ways to create a delightful experience for its customers and
reinforce the use of their website. On Tesco.ie, customers can search recipes and shop
ingredients. The path from meal planning to ingredient purchase was disrupted, causing
users drop out of the purchase process before the final checkout. Users had to
manually fill their shopping basket with recipe ingredient list. This made a shopping
experience time-consuming and frustrating. Seamless integration allowing customers to
instantly order recipe ingredients would solve that problem.

This study aims to identify issues and recommend design changes to help users
accomplish the task of planning a meal and buying ingredients. A dual-method usability
evaluation was used to get insights into interface problems. Usability testing focuses on
users journey and type of content, while heuristics review was directed at e-commerce
interaction factors and overall user interface factors.

This report details procedure, findings and recommendations to enhance the usability of
Tesco.ie.



2. HCI Goals to be Evaluated

The objective of this project was to identify potential usability issues in Tesco.ie:

1. Identify and prioritise important issues, weaknesses and strengths of the general
UI navigation and structure.

2. Assess the overall effectiveness and ease of use of the navigational structure on
Tesco.ie.

3. Determine the strengths and weaknesses of the information displayed on
Tesco.ie.

4. Identify potential obstacles to find a recipe, buy ingredients, find special offers

and use “Multisearch”

Finding out what features customers use the most or does not use at all.

Finding out what the customers encountered while navigating the website.

7. How satisfied where customers with the ability to get everything that is required
to make a quick dinner.

8. Make recommendations for how to fix the most severe problems.

o v

Through the user testing and expert feedback, the reference to human-computer
interface design was provided to improve functionality and usability.

The usability testing process measured the degree in which the website is efficient,
effective, and if users are satisfied with Tesco.ie (Nielsen, 2012).

Effectiveness defines “how good product is at doing what it suppose to do” (Preece,
Sharp, & Rogers, 2016). To measure it, the accuracy and completeness of goals
achievements were monitored. The number of errors and successful task completion
was recorded.

Efficiency is the effort required to complete a task. The lower the humber of steps and
shorten the time to complete a task, the more efficient the product is. The efficiency
would be determined by measuring the time on each task to compare it with the
standard performance times.

Satisfaction answers: “"What users think of the product once they have used it?”
(Preece, Sharp, & Rogers, 2016). To get an answer, users were asked to rate: quality,
ease of use, likability, user affect, overall features, support, interfaces, output, finding
help.

Utility tells if the system has set of functions enabling users to carry out tasks (Preece,
Sharp, & Rogers, 2016). With experts’ help and list of guidelines (heuristics), website’s
functionality, navigation, information architecture, page structure and layout,
e-commerce features were assessed and issues identified.

To address most urgent issues first, all the findings were prioritised based on their
severity, which is a task criticality multiplied by an impact and a frequency
(Rosemberg, 2018).



3. Evaluation Methodology

Two procedures were used to evaluate Tesco.ie. Using both heuristic review and
usability testing is a practical, cost-effective approach to usability evaluation.

With Heuristic Evaluation (Nielsen, 1992) we were able to gain knowledge on how to
improve the user’s experience while browsing the recipe and buying ingredients. A
heuristic evaluation comprises specific tasks or elements that evaluators must examine
while navigating the website. The evaluators were instructed to review the website,
check which heuristics it violated, report and rate the severity of usability problems
they encountered. This technique is inexpensive and good for finding common interface
problems. It helps the evaluators focus their attention on specific issues. Ethical and
practical problems associated with testing methods involving real users are not carried
in the heuristic review (Wong, 2018).

It is extremely important to choose the appropriate set of heuristics to avoid
overlooking certain usability problems. Another disadvantage is the time required to
train, brief evaluators, conduct evaluation and debriefing sessions. Problems identified
by the evaluators might be not actually problems (Wong, 2018). An individual
evaluation was chosen over the team evaluation (Appendix A). It is more time
consuming than a group review, but more issues can be identified with it.

The second procedure was usability testing. Four users completed tasks while thinking
aloud. Think aloud (Nielsen, 2012) methodology helped to collect qualitative data and
gain an insight into what users really think. Hearing their misconceptions helps to
generate redesign recommendations. More specific problems of the system use can be
identified (Barrington, 2007), but usability metrics, such as accuracy and time on task
are not accurate with think aloud (Nielsen, 2001). For this reason, ten participants
tested the website with conventional usability testing. That allowed to measure time
(efficiency) which, later will be compared with the time required to complete similar
tasks on the competitor’s websites or to check if the redesign improved an efficiency.

It is vital to get a correct audience for usability testing. Tasks used for testing had to
reflect research goals and provide participants with clear instructions. It was not easy
to write them, and giving the wrong instructions could completely change the outcome
of the study (Schade, 2017).

3.1 Heuristic Evaluation Methodology

The heuristic evaluation process described by Euphemia Wong (Wong, 2018) was used
in this study.

Step 1 - Heuristics
Heuristics were selected (Appendix B3) from various sources. The full list of sources is
included in the Appendix A. 10 Nielsen and Molich’s heuristics (Nielsen, 1995) were
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developed in the 90s and because of technological advances, desighers are encouraged
to use own heuristics (Wong, 2018).

To ensure that the evaluation is accurate, heuristics specific for the e-commerce
websites (Bonastre & Granollers, 2014) have been added. A number of heuristics from
the Researched Based Web Guidelines have also been selected, to apply “best practices
for content, design, and usability” (Figure 1).

HEURISTICS SOURCES

LIGHTNER N. J. Lightner, “Evaluating e-commerce functionality with a focus on customer service”, in Communications of the ACM,
47 (1), pp. 88-92.

RBWG Researched Based Web Guidelines (http://www.usability.gov/guidelines/)

1

2

3 Redish Ginny Redish’s Questions for Evaluating your Website (recommendations from a usability expert)

4 AT Anthro-Tech Best Practices and Guidelines for Usable Web Sites (recommendations from usability experts)
6

IMDS M. Cao, Q. Zhang, and J. Seydel, “B2C E-commerce web site quality: An empirical examination”, in Industrial
Management & Data Systems, 105 (5), pp. 645-661.

LIANG T. P. Liang, and H. J. Lai, “Effect of store design on consumer purchases: An empirical study of on-line bookstores”, in
Information & Management, 39 (6), pp. 431-444.

8 NIELSEN 10 Usability Heuristics for User Interface Design (https://www.nngroup.com/articles/ten-usability-heuristics/)

Figure 1: Sources of selected heuristics.

Step 2 - Evaluators

Four evaluators were selected (Appendix A). According to (Nielsen & Molich, 1990), 3 to
5 evaluators would be able to detect about two third of the usability problems. All the
chosen experts had experience in the web design field and were familiar with the online
shop’s operations and patterns. (Sreedhar, 2017)

Step 3 - Brief
In the brief (Appendix B2) the evaluators were informed how to conduct a heuristic
review. They were provided with necessary materials to proceed.

Step 4 - Evaluation

The evaluation was conducted independently by each expert. They went through the
interface a number of times and examined the efficacy of the chosen web elements
(Appendix A). They focused on the goals of the system, using a checklist (Appendix B4)
to note if the website complies with selected guidelines and describe the problem.

Step 5 - Results

The results from all evaluators were collated in a spreadsheet (Appendix B5). It was
calculated what percentage the website complies with the guidelines (Appendix B6). For
each checklist item rating of -1 (doesn't comply with the guideline), 0 (kind of
complies), 1 (complies) was added. If a guideline was not relevant, the field was left
blank.

Step 6 - Debriefing

In the debriefing session, findings were collated in two lists, positive findings (Appendix
B7) and issues (Appendix B8). The severity of each issue was ranked, giving it a score
from O to 4 (Figure 2), and ease of fixing was ranked from 0 to 3 (Figure 3). The



ranking helped to prioritise which issues should be addressed first. The heuristics
violated by each issue were noted.

SEVERITY RANKING
Rating

0 Violates a heuristic but doesn’'t seem to be a usability problem.

1 Superficial usability problem: may be easily overcome by user or occurs extremely infrequently. Does not need to be fixed for next release
unless extra time is available.

2 Minor usability problem: may occur more frequently or be more difficult to overcome. Fixing this should be given low priority for next
release.

3 Major usability problem: occurs frequently and persistently or users may be unable or unaware of how to fix the problem. Important to fix,
so should be given high priority.

- Usability catastrophe: Seriously impairs use of product and cannot be overcome by users. Imperative to fix this before product can be
released.

EASE OF FIXING RANKING
Rating

0 Problem would be extremely easy to fix. Could be completed by one team member before next release.

1 Problem would be easy to fix. Involves specific interface elements and solution is clear.

2 Problem would require some effort to fix. Involves multiple aspects of the interface or would require team of developers to implement
changes before next release or solution is not clear.

3 Usability problem would be difficult to fix. Requires concentrated development effort to finish before next release, involves multiple aspects
of interface. Solution may not be immediately obvious or may be disputed.

Figure 2: Severity ranking of the issues.
Figure 3: Ease of fixing ranking the issues.

3.2 Usability Testing Methodology and SUS Questionnaire

Usability testing was planned using steps listed by Lewis (2006):

Step 1 - Define the test objectives.
Two types of data were measured: quantitative (time-on-tasks, ability to complete
tasks successfully) and qualitative:

How easily do users understand what is clickable?

How user navigate to complete tasks?

How users navigate between different sections and pages?

How easily and successfully do users find the products or information they are
looking for?

e How well do users understand the symbols and icons? Which ones are
problematic and Why?

Where on the site do users go to find Search? Why?

How easily can users return to the homepage?

Step 2 - Recruit users who represent the target market.
Screening questionnaire (Appendix C5) was sent (Appendix C3, C4) to potential
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participants to select those who are over 18, do their grocery shopping, and use the
Internet (Appendix D1). Out of all who completed the questionnaire, a group of
fourteen participants was recruited to represent the target audience of Tesco.ie
(Appendix D2). They were males and females of diverse professions, different cultural
groups and age levels (Preece, Sharp, & Rogers, 2016). Four of the users were asked
to test the website with think aloud protocol. Ten, as recommended by Rubin, Chisnell,
& Spool (2011) were testing it in a conventional way.

Step 3 - Select the tasks to be conducted.

Tasks were selected to match objectives of testing (Rubin, Chisnell, & Spool, 2011).
Each task was worded without giving clues on how to complete the task (Meyer, 2018).
The goal was to let the users attempt to solve the task based on their understanding of
the website. Finding and choosing their preferred bottle of wine or dessert was
designed as an exploratory task (Meyer, 2018), to gain insights into the user's
decision-making process and to see how the site helps them browse and choose
products. Other tasks were testing if the users can find specific items.

For each task, importance was set using the Fibonacci’s scale: 1,3,5,8 (Rosemberg,
2018) and expected behaviour was defined (Figure 4), allowing each attempt to be
measured as a success, partial success or failure (Figure 5).

TASKS - The tasks assessed in this test
Importance
D (I:ivhar;:az::i?s Task Expected Behavior
scale)
1 8 Find a recipe similar to the one you would like to make for your friend. User clicks 'Inspiring Recipes' on the Home Page and goes to the Recipes Page.
User finds the chosen recipe, and clicks recipe link.
2 8 Add the first 3 ingredients into your shopping basket. User scrolls down to the ingredients list.
Adds three products to Basket.

3 8 Get a bottle of wine similar to the one you decided on. User finds the chosen wine, and adds it to the Basket
4 8 How about dessert? Get the dessert you decided on. User finds the chosen dessert, and adds it to the Basket
5 8 For snacks get a 250G box of Jacob’s Italian Cracker Lightly Salt. User finds specific poduct, and adds it to the Basket
6 8 Swap the bottle of wine for something similar but at half price offer at  User removes bottle of wine from basket and find new wine with "Half price" label and add to basket

the moment.

For the cleanup after, buy the following cleaning products User goes to the Multi-Search and clicks 'Edit’' and adds all ingredients to the field, then clicks Go
7 8 - a 780 ml bottle of Fairy Original Washing Up Liquid button. Finds all four products and adds them to the Basket.

- 1 Medium box of Marigold Extra Life Kitchen Gloves

- a9 pack of Cushelle Quilted Toilet Rolls
8 8 Check how much it cost? User reads the total of the items in the shopping basket.
9 8 Why not add another bottle of that wine you got on offer User clicks + button next to the wine bottle in the shopping basket.

Please find the Multi Search box and buy the following items: User finds Multi Search when asked for it.

- 1 L carton of Avonmore Milk User goes to the Multi-Search and clicks 'Edit' and adds all ingredients to the field, then clicks Go
10 8 - 100g Kenco Smooth Instant Coffee button. Finds all four products and adds them to the Basket.

- A 12 pack of free-range eggs

- A pancake ready-mix

Figure 4: The tasks assessed in the usability test and expected behaviour.
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SUCCESS CRITERIA for Scoring Scenarios (Effectiveness)

Item Value Description

» Completes the task with minimal effort
» Reaches destination within 2 attempts
* Does not receive hints from the facilitator
* Does not encounter error messages
* Does not mention frustration
* Does not have suggestions for improvement
» Completes the task with moderate effort
* Reaches destination within 3 attempts
* Receives 1 hint from the facilitator

Partial Success 2 » Encounters 1 or 2 error messages
» Has to back up or reenter information
» Has minor suggestions for improvement
* Mentions minor frustration or expresses minor confusion
» Completes with considerable effort
* Reaches destination in 4 or more attempts
* Receives 2 or more hints from the facilitator
* Encounters more than 2 error messages or the same error message more than once

Failure 3 * Has to back up or re-enter information several times
» Has major suggestions for improvement
* Mentions frustration or confusion
* Mentions they would have to call or speak with someone to complete the task
* Concludes the task is complete, when it is not
* Does not complete the task

Success 1

Skip 4 * Gives up while trying to complete the task and concludes they cannot successfully complete it.
* Task skipped due to time
N/A * Not applicable - task not scored

Figure 5: Success criteria for scoring scenarios (more in Appendix C1).

Step 4 - Create task scenarios.

To provide participants with context and help them engage with the interface, a
scenario was written (Nielsen Norman Group, 2014).

A discussion was held on the priming activity, the participants were asked what their
choices of main courses, wine and desserts were. These questions served a number of
purposes. It was important to allow participants to establish their motivations for why
they would be attempting the tasks given to them, and encouraging them to suspend
disbelief whilst performing a simulated activity (Meyer 2018). The scenario was
matching research goals (Farrell, 2017) listed in Appendix C1.

SCENARIO - The details that the moderator tells before starting the test, so that the participant has a better understanding of the context of use

“If you were to have your friend over for dinner this weekend, from the menu below, what main course would you most like to cook for them, what bottle of wine would you choose to have, and
what would you serve as a desert?
Main Course Wine Dessert

Scenario 1 Stuffed Chicken Rioja Ice Cream
Turkey meatballs Merlot Frozen Desserts
Chickpea bean stew Sauvignon Pie
Roasted Pepper and Chorizo Salad Pinot Grigio Cake

Figure 6: Scenario helping understand the context of use. For more information see Appendix C1

Step 5 - Decide how tasks will be measured and recorded.

Selected participants were assigned to four researchers (Appendix C1). Tests took place
at the researcher’s offices or homes. The duration of each session was approximately
40 minutes. Laptops and desktop computers with Quicktime or ScreenFlow were used

12



to capture the screen recordings and conversations (Figure 7).

PARTICIPANTS
Participant ID Eadicipant Researcher Method Test location Device Equipment {
Name tool
P1 Lucas Gabi Think Aloud Home (in person) | Macbook Quicktime
P2 Tammy Gabi Conventional Usability Test Home (in person) | Macbook Quicktime
P3 Thawana Gabi Conventional Usability Test Home (in person) | Macbook Quicktime
P4 Rodrigo Jordana Conventional Usability Test Home (in person) | Macbook Quicktime
P5 Hugo Jordana Conventional Usability Test Home (in person) | Macbook Quicktime
P6 Maribel Jordana Think Aloud Home (in person) | Macbook Quicktime
P7 Arnold Agnieszka Think Aloud Home (in person) |iMac ScreenFlow
P8 Ciara Agnieszka Conventional Usability Test Office (in person) | iMac ScreenFlow
P9 Ania Agnieszka Conventional Usability Test Home (in person) |iMac ScreenFlow
P10 Manuel Agnieszka Conventional Usability Test Home (in person) |iMac ScreenFlow
P11 Audrey Elias Conventional Usability Test Home (in person) | Macbook Quicktime
P12 Ciaran Elias Conventional Usability Test Office (in person) | Macbook Quicktime
P13 Amanda Elias Think Aloud Home (in person) | Macbook Quicktime
P14 Lauren Agnieszka Conventional Usability Test Office (in person) iMac ScreenFlow

Figure 7: Participants of usability tests.

Each participant was asked to sign the Consent Form (Appendix D4) and complete
tasks in the same order. Priming activity and usability test were recorded. Participants’
reactions were observed during tests and afterwards from the recordings (Preece,
Sharp, & Rogers, 2016). Notes were taken during and after each session (Appendix
D5). All the recorded materials were stored on the Google Drive and shared among
researchers. (Data Folder:
https://drive.google.com/open?id=11uli-ZWXgogl4a3Am4VBINZSCyR2c218).

For collaboration purposes, to collate all test results and to avoid writing exhausting
reports, Rainbow Spreadsheet (Sharon, 2013) was used by all the team members
(Rainbow Spreadsheet:

https://drive.google.com/open?id=19s kTwWNWGpJleEt8GriEeyP-GNw-8NowZdqCYWibTPs).

Step 6 - Prepare the test plan, satisfaction questionnaire, data analysis
procedure and the usability laboratory.

The test plan was created (Appendix C1) to define objectives of the study, assign
participants to researchers, assign test type to the participants, describe the
environment, equipment and logistics, define task list and scenario, list evaluated
elements of the website, define metrics and success criteria.

Each participant was asked to complete four activities:

e Pre-test Questionnaire
The questionnaire was created with the help of Google Forms. Prior to the test
session, participants were asked a series of background questions (Appendix C6,
D2). The goal was to collect demographic data and prepare participants for the
usability testing. Pre-test questionnaire results (Appendix D2) show, that
participants were of a mixed professional background and the majority was 25-34
years old. All of the participants use the Internet once a day or more. Browsing,
Internet banking and social media are their main online activities. The majority is
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not a frequent online shopper. Only four of the participants had experience doing
their grocery shopping online though not that often - once in a while. This was an
important factor because their performance could be different depending on the
level of familiarity with grocery shopping online.

With the same idea in mind, they were asked about their familiarity with Tesco.ie,
eight of the participants had visited the site in the past, although six of them did it
over three months ago and none of them did it recently.

Conventional Usability Test / Think Aloud Test

During the testing session, the facilitators’ role was to provide an overview of the
study to participants, define the purpose of usability testing, respond to requests
for assistance, record participants’ actions and comments.

The facilitators were following the procedure described in the Usability Testing
Guide (Appendix C7) and were taking notes. The Guide was to ensure that all
participants were treated in the same way (Preece, Sharp, & Rogers, 2016). This
was important as four researchers were holding sessions separately, and the script
ensured that each session did adhere to the designed evaluation methodology,
and therefore the outcomes were comparable as well as credible. The guide
included an explanation of thinking-aloud where required.

To help participants relax before the test (Moule, 2012), they were asked few “tell
me about yourself” questions and about Tesco.ie Home Page (Appendix C7).

After that, participants were provided with the printed list of tasks to be completed
(Rubin, 2011) and asked to complete each of them one at the time.

In case of think-aloud testing, participants were asked to tell what they were
doing and thinking at every moment and task on time was not recorded.

Post-test Interview
After testing, participants were asked questions regarding their impressions of the
website and results were collated in the Rainbow Spreadsheet (Appendix E3).

SUS Questionnaire

To measure satisfaction, participants were asked to fill in System Usability Scale
(SUS) questionnaire (Brooke, 2013). It is a quick and cheap method tested for
over 30 years. Participants ranked 10 questions from 1 to 5, based on their level
of agreement (Appendix C8). The score was calculated in a spreadsheet (Appendix
D3) and compared with the industry standards.

14



SUS Scores - Descriptive Statistics of SUS Scores for Adjective Ratings

SUS yields a single number representing a composite measure of the overall usability of the system being studied.
Note that scores for individual items are not meaningful on their own.

http://uxpajournal.org/wp-content/uploads/pdf/JUS_Bangor_May2009.pdf
https://uiuxtrend.com/measuring-system-usability-scale-sus/

Adjective Grade Scale SUS Score
Excellent A > 80.3
Good B 68 - 80.3
OK C 68 67 - average score for a large web application
Poor D 51-68 (Quantifying the User Experience: Practical Statistics
Awful F <51

Figure 8: SUS scores.

Step 7 - Conduct the usability test with users from the target group.
Step 8 - Capture and analyse the results.
Step 9 - Present and communicate the test results.
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4. Evaluation Results and Analysis

4.1 Heuristic Evaluation Results and Analysis

Twelve goals (tasks) of the website (Appendix B1) were reviewed for each selected
heuristic (Appendix B3). The results from all four evaluators were collected in the
spreadsheet (Appendix B5) (Spreadsheet:

https://drive.google.com/open?id=1u08y5D1 wn8naCe8bK77g9A0SIdBxYLGIXrNixR5Nk). In the
Summary Tab (Appendix B6) a score for each group of heuristics was calculated. The
average score given by each evaluator is quite low, 36-39%. That is the percentage
Tesco.ie conforms to all listed heuristics. There were several places where Tesco.ie did
not conform to selected heuristics (Figure 9). Purchase decision making and
Information architecture got the lowest scores, 4% and 17% respectively. Branding of
the website had the lowest humber of issues and its score was 88%. It seems that Help
and Home Page follows the guidelines quite well with scores 75% and 71% (Figure 9).

Average Score vs Review Checklist

Home page I Average Score
Navigation
Links
Information architecture
Design and layout
Heading, titles and labels
Content / Information Search
Stimulating the desire to purchase
Search
Purchase decision making
Branding
Help

Review Checklist

Technical considerations

General principles for interaction desi..
0% 25% 50% 75% 100%

Average Score

Figure 9: Parts of the website and how they conform with heuristics.

In the debriefing session, the list of issues was established by the evaluators and their
severity was ranked (Appendix B8). Positive findings were also identified (Appendix
B7).

4.2 Usability Testing Results and Analysis

The Rainbow Spreadsheet (Sharon, 2013) was used to collate all the qualitative and
quantitative results, analyse it, make calculations, remove duplicates and prioritise
based on the same criteria. Each participant had an ID (P1, P2, etc.), colour code and
was assigned to one of the evaluators who was conducting tests and entering data.
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https://drive.google.com/open?id=1uO8y5D1__wn8naCe8bK77g9AOSldBxYLGlXrNixR5Nk

4.2.1 Qualitative Data

Think Aloud, Observations, Post-test Interview

Qualitative data was gathered from Think Aloud comments and Post-test interviews
(Appendix E3, E5). In the interviews, participants expressed their opinion and feelings
with the evaluators: “Clutter homepage”, “busy and cold overall looking (blue, white
and grey)”, “inconsistency between pages”, “lack of product vision”, were the most
mention comments gathered. Opinions about “Multisearch” box were mixed: most
useful feature for six participants and the least for four of them. Some participants once
pointed to it, mentioned that they loved it and that it was a very useful feature. Some
were able to find it but not sure how it works. Others tried it and still preferred to use a
regular search box (Appendix E3).

Initially, issues were grouped using affinity diagramming technique (Pernice, 2018).
Each group was based on the tasks given to the participants: Recipe Search, Recipe
Page, Groceries Tab, Search and also General UI.

Figure 10: Affinity diagram of issues.
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Two lists were created in the Rainbow Spreadsheet: identified issues (Appendix F2) and
positive findings (Appendix F1), they were extended later with the observations
extracted from evaluations (Appendix B8).

For each observation, it was counted how many participants encountered that specific
issue showing the frequency of it. Criticality of each task and impact of each issue
(Appendix C1) were set by the evaluators providing the parameters needed to calculate
the severity (task criticality x impact x frequency). Once the severity was known, the
issues were prioritised (Appendix F3, also Figure 13).

4.2.2 Quantitative Data

Tasks Completions Rate (Effectiveness)

The occurrences of tasks with a success rate (Appendix C1) of 1 or 2 were counted,
divided by the number of tasks undertaken and multiplied by 100% to calculate
average completion rate percentage. This percentage presents how effective Tesco.ie is
when users are trying to complete tasks.

The completion rate of the whole test per participant was, in its majority, 70% or less.
Based on Sergeev (2010), the effectiveness of Tesco.ie is bad (Figure 11). All
participants succeeded in completing tasks 3,4,5 and 8, with a completion rate of
100%. Only one participant succeeded in Task 7, using “Multisearch” box without
Facilitator’s help (Appendix E2).

Effectiveness

As a rule, the optimum respondent number for product effectiveness test is 11-15.

This number of respondents is enough to reveal 90-95% of all major user errors in the product,
statistical error of the result calculation being about 10%,

so the overall product Effectiveness can be determined with sufficient degree of confidence:

http://ui-designer.net/usability/effectiveness.htm

good 90-100%
normal 75-90%
bad 50-75%
awful 0-50%

Figure 11: Effectiveness score.
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ME
Task 1 Task 2 Task 3 Task 4 Task 5 | Task 6 Task 7 Task 8 Task 9 Task 10
Success  Time | Success  Time | Success Time | Success e | Success  Time | Success Time | Succes: Time Success ime | Success ime uccess ime
(1-4)  (MM:SS)* | (1-4)  (MM:SS)* | (1-4)  (MM:SS) | (1-4)  (MM:SS)* | (1-4)  (MM:SS) | (1-4)  (MM:SS)* | (1-4)  (MM:SS)" | (1-4)  (MM:SS) | (1-4)  (MM:SS)* | (1-4)  (MM:SS)
Average Time 02:06 01:52 00:31 00:50 00:28 01:38 01:35 00:06 00:12 02:40
Success 3 6 12 13 13 9 1 14 " 6
Partial Success 2 1 0 1 3
Failure 7 7 0 0 0 2 13 0 2 4
Skip 0 0 0 (1] 0 0 0 0 0 1
Completion Rate*  50% 50% 100% 100% 100% | 86% % | 100% 86% | 64%
SUCCESS 1 Success NOTE:
CRITERIA 2 Partial Success * To add time type it in format: 00:00:00 (hh:mm:SS)
3 Failure * For Think Aloud we don't measure time (N/A): P1, P8, P7, P13
4 Skip * Completion Rate: tasks with success rate 1 and 2 / number of tasks

Figure 12: Completion rate and average time results for each task for all participants.

Time on task (Efficiency)

Screen recordings were used to measure how long it took to complete every task
(Appendix E2, also Figure 12). In case of think-aloud tests and tasks with a success
score of 3 or 4, time was not measured. The average time on a task allows estimating
the efficiency of Tesco.ie if compared with benchmarks from competitors websites.

4.3 SUS Questionnaire Results and Analysis

SUS questionnaire was filled by all the participants. The collected results indicated that
the participants less satisfied with the website, in its majority, were the ones with a
design background (15%, 22.50% and 25% SUS score). Although the overall score was
56.43% (Appendix E4), meaning that the user satisfaction is poor when compared with
industry scores suggested by Sauro & Lewis (2016).

4.4 Summary and Limitations

Both methods - heuristics evaluation and usability testing, made the study more
reliable and provided valuable insights on usability problems on Tesco.ie (Figure 13).
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ID Where Task# Observations Severity
32 Groceries Tab 5 Was overwhelmed with the amount of information and needed more time to find information. 123.43
21 Multisearch Widget 4 Wasn't using multisearch to find multiple products. It didn't drag attention at all. - 11886
1 Recipe Page 2 Had to memorise ingredients which had no links to add them to the basket. 109.71 |
38  Groceries Tab 5 Is not able to find product in the Mega Menu and uses Search Bar instead. | 100.57
35 Search Results List 6 Didn't understand the difference between different types of offers. 96.00
2 Recipes Search Page 1 Had difficulties finding search bar on the Recipes Page. 82.29
5 Recipes Search Page 1 Wasn't able to find specific recipes with 'Popular Tags'. 82.29
40  Shopping Basket 2 Had difficulties noticing that item was added to the basket. 82.29
23 Multisearch Widget 4 Didn't know how to go to the next product in the multisearch tool. 68.57
8 Recipe Page 2 Had to scroll down significantly the page to see the top of recipe and ingredients list. 64.00
16  Groceries Tab 3 Was not clear what the button label means (for example 'Book a slot') 54.86
17  Groceries Tab 3 Was confused where he/she is on the page and what to do net (after clicking 'Buy Ingredients') 54.86
22 Multisearch Widget 4 Wasn't clear what can be done with multisearch tool. 54.86
10 Recipe Page 2 Was confused with 'Shop Ingredients' button. It wasn't bringing what they were looking for. 54.86
6 Recipes Search Page 1 Was focusing more on the images and not reading recipe titles. 54.86
27  Search Results List 4 Couldn't find relevant products in the search results list. 54.86
34  Shopping Basket 6 Had to look closer at the screen to spot the product listed in the shopping basket. 54.86
37 Shopping Basket 7 Didn't notice that can change number of products in the basket with plus or minus. 54.86
30 Groceries Tab 5 Couldn't see what is on the image because of its size. 45.71
39 Multisearch Widget 10 Could't find Multi-search straight away. 45.71
14  Groceries Tab 3 Was confused by the repeated information. 41.14
15  Groceries Tab 3 Had difficulties to read information because of it's amount. 41.14
33 Recipe Page 2 Didn't find list of ingredients at all. 41.14
36 Recipe Page 2 Couldn't go directly to shop ingredietns, had to switch Browser tab to go to Home Page to start shopping. 41.14
3 Recipes Search Page 1 Couldn't find recipe with 'Browse by' dropdowns. 36.57

1 Home Page 1 Couldn't easily find Recipes link. 28.57
31 Groceries Tab 5 Had difficulties to find links because of a blue colour all over the page. 27.43
18  Mega Menu 3 Had difficulties finding the right link in the Mega Menu. 27.43

Figure 13: The most severe issues.

The findings cannot be generalised to the entire population of Tesco.ie users, but they
contribute to creating user experience guidelines. Properly developed persona should
be included in screening participants to ensure that desigh recommendations are for
the right audience.

The study confirmed what Tesco was concerned about, the user satisfaction is poor.
Some of the tasks like finding and using "Multisearch" box users weren't able to
accomplish. Not only buying ingredients was causing problems, but just finding a recipe
was difficult and it had only 50% completion rate. Findings show that some features on
the recipe search page don't work at all and they should be completely redesigned.
Some participants were not able to find their chosen recipes, despite they were listed
on the page. Mostly all these participants did not bridge the ingredients from the recipe
to the grocery page, they just added the ingredients they thought the recipe should
contain. It was difficult for the participants to keep ingredients information in their
short-term memory (Nielsen, 2009).

With inconsistent navigation menus, hard to understand functionality and poor
presentation of content the majority of participants felt that they need to learn the
website or consult other channels in order to accomplish their goals.

With the Tesco’s goal of earning customers loyalty, this is unacceptable and the website
requires to be redesigned.
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5. Recommended Design Changes

A range of issues was identified with both methods (Appendix B8, F2, F3). After
brainstorming, all the solutions were collated in the spreadsheet (Appendix G1) and
marked which issues they are solving. For each solution, ROI (return on investment)
was calculated by dividing effectiveness (sum of all issue severities) by complexity to
implement it, estimated by the team (Rosemberg, 2018). Next, solutions were
prioritised to implement first those with highest ROI (Appendix G2, Figure 14).

ID Solution Idea Where Solution ROI
31 Make Multisearch box more visible Multisearch Widget
32 Simplify how Multisearch works Multisearch Widget
20 Remove all unnecessary information, which is not necessary to complete the task. Groceries Tab
22 Make sure that buttons have easy to understand labels.
21 Make sure that content is not duplicated (for example '‘Book a Slot' buttons) Groceries Tab
26 Make font size bigger
27 Use color for navigation buttons and make them bigger. Shopping Basket
30 Add tooltips to offer labels and other labels which might be not clear to the user.
14 Ensure recipe image ends above the fold, around 80% vh Recipe Page
Optimize page realestate; eg. move "Share" buttons to a fixed panel on left, reduce tag size
19 and rearrange recipe details, ingredients and preparation divs 64.00
29 Make sure that graphics are of a good quality. 62.86

Figure 14: Solutions with the highest ROIL.

To propose design changes the most severe issues were grouped into bigger problems:

Recipes Search Page (Appendix G3):

1. It is difficult to find Inspiring Recipes button on Home Page.

2. Itis not clear how to find recipes on the Inspiring Recipes Page.
Recipe Page with List of Ingredients (Appendix G4):

3. It is difficult to add ingredients of a chosen recipe to the basket.

Groceries Tab, Mega Menu and Shopping Basket (Appendix G5):

4. Groceries Page is overwhelming with content, with no clear indication of what to
do next and confusing duplicated buttons and labels.

5. Mega Menu is too complex, has too many links. This type of structure creates a
tedious journey with no quick option to find a product.

6. Shopping Basket is difficult to read and navigate and some important details are
missing.

Multi-search Widget and List of Results (Appendix G6):

7. Multisearch is hard to see without help and it is not clear how it works.
8. Have to scroll down to see search results, it is not clear how to refine the results,
and there are some features that are not important.
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Each problem was analysed and provided with recommendations to inform the design
(Appendix G3, G4, G5, G6). Based on this, the wireframes for the pages were created
(Figures 16-25).

Mega Menu Recommendations:
. Solution
. @ 2 ID Solution
Problem: Mega Menu is too complex, has too many links. This type of ROI
structure creates a tedious journey with no quick option to find a product. Make Mega Menu more visual by adding icons and grouping them by supermarket 40.23
isles.
o Ease of | Severity #24 | aldles
Issue g . Violated G &
Issue (Heuristic Evaluation) o Fixing |Ranking #25 | Don't show all the links at once - use nested menus. 67.05
D Heuristic 2
Ranking (0-4)
#26 | Make font size bigger 306.29
#23 |Mega menu has too many links which look the same 2.2 3 3
#33 | Clearly distinguish what are links and what is plain text. 96.00
#26 The website doesn't use a clear user-logical hierarchy of 2.1 2 4 z — . "
categories to classify products and to find them. . Make Mega Menu more visual by adding icons and grouping them by supermarket aisles. The
P After clicking on link it is not designated (color doesn't 8 - 5 cate’gones should pe easy vto identify and differentiate by the customgr. ! o
change) < Don'’t show all the information at once - use nested menus. Clearly differentiate navigation
elements from one another, but the group and place them in a consistent and easy to find a place
#18 | Menu: selected tab and hover tab look the same 146 1 4 like the main menu in the header of the page. Maintain expected conventions, such as left or
! right-hand navigations. Use vertical lists to help users move from link to link with a single eye
SISDl-Ie Issue (Usability Testing) Impact | Severity movement. Add more space between links.
Use colour changes to indicate to users when a link has been visited. Link colours help users
#18 |Had difficulties finding the right link in the Mega Menu. Minor 2743 understand which parts of a website they have visited, and can increase users’ ability to find

information. Use default text link colours such as blue for unvisited links and purple for visited

" . " links.
#38 |Is not able to find product in the Mega Menu and uses Search Bar instead.|  Minor 100.57
Examples:
Evidence: Sl =
Walmart >, = Departments Food~ | Senrch
TESCO Tescnie | My Orders | My Account | Sign n | Websitefoedbock | Hepc®
FREE 2-Day Shipping B Pickup Todsy &
Favourites | SpecialOffers (LR g] Delivery Saver
Shop by Category
Soups
Condiments, Sauces &
» -
Get test-ree
Meal Solutions, Grains & %
Chips & Crisps Popcorn morn
Snacks, Cookies & Chips ~ » Cookies Pretzels
Beverages L Crackers Pudding & Gelatin ‘
Coffee Dips & Spreads. Rice Cakes
=
Chocolate, Candy &Gum  »
Dried Fruit & Dried Snack Boxes & Gifts
Vegetables
Baking
Fruit Cups & Fruit Sauces Snack Cakes
Breakfast & Cereal
- Fruit Snacks Snack Mixes
o e i Fresh Food
Granola Bars & Snack Bars
Burgers Organic Foods
Sausages
Jerky <
oo P Gluten-Free Foods
Frosh Fsn See more categories ~ Nats, Trail Mix & Seeds

Savings Showcass DA IDAHOAN — .

Figure 15: Example of the recommendation. More in Appendices G3, G4, G5, G6.

5.1 Homepage

Users felt overwhelmed when visiting Tesco.ie: “There are too many different calls to
actions on the Homepage and most of them don’t apply to me.” It was necessary to
establish a hierarchy of elements such as menus, images, and messages, prioritising
and making critical information more visible (Philips, 2016). Use of white space
(Soegaard, 2018), as well as better quality images and more contrast (Tubik Studio,
2017), was required to support readability. The proposed design aims to remove the
excess of information and follow the Aesthetic and Minimalist Design Principle (Philips,
2016). It is also recommended, to redesign all Tesco.ie subpages to improve
consistency and learnability (Philips, 2016).
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Logo

Menu reorganised

Shop online v/ Club Cardw Recipes & ideas v Services\w/

Search incorporated

Special offers featured

Special Offers «

Product Name Product Name Product Name
EXX, XX EXXXX XX XX
Recipes

Recipe's title
10min | 4 people

Recipe’s title Recipe’s title
10min | 4 peopie 10min | 4 peopie

Community

Baby's Club Community Fund Food Cloud

Figure 16: Homepage wireframe.

5.2 Recipes Search Page

The number of browsing options and their ineffectiveness was confusing to the users.
The feature Browse By and Tags are replaced by checkboxes Filters.

Following the Visual Hierarchy rule (Philips, 2016), the Search Bar was moved closer to
the Filters, so users can see it straight away and know it is a Search Bar to find recipes.
According to some participants, it looked more like a “general search” rather than
recipe search because of where it was placed.

Recipes thumbnails and texts are redesigned, so users can notice the recipe titles
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instead of misleading images. Titles, preparation time and servings are placed on the
images. The new recipes load when the user clicks the Load More button.

Logo

Recipes

Clear ‘search’

Meal type
() Breakfast
[0) Brunch
() Dessert
() Dinner
() Lunch

[ side

Ingredientes
[ Beef

() Bread

[ Fish

[[) Pasta

) Turkey

New ‘Filters’

Images and info together

Special Diet
(] pairy free
—_J Egg free
:] Gluten free
[ vegan

[ vegetarian

Preparation Time

omin 60min

—
I Laac\\. Simpler ‘Filters’ /l\
\\Muni}—

s

Figure 17: Recipe Search Page wireframe.

5.3 Recipe Page with List of Ingredients

On Recipe Page, information most relevant to the user’s search was placed below the
fold. According to the Visual Hierarchy principle (Philips, 2016), content had to be
rearranged to show ingredients above the fold.

During the expert review, it was identified that F-Pattern for reading content is not
followed on this page (Babich, 2017). In the new design, ingredients list was moved to
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the left to help users read the recipe. The description is positioned under the title and
share buttons are placed in a side panel. All ingredients links were removed and
checkboxes added, allowing users to tick the ingredients they wish to buy. ‘Shop
Ingredients’ button was renamed to ‘Start Shopping’, to match homepage drop-down
menu. “So where is the food now?” participants were asking after clicking on Shop
Ingredients, and being redirected to the Groceries Page. Instead, they should be able to
see ingredients options recommendations. The Navigation Bar was removed as its links
were irrelevant (Philips, 2016) for the users who were looking for recipes.

e e
Logo
esco ~ Recipes > Spinach & Ricotta Stuffed Chicker
Celebrate Easter with this alternative, hot cross bun spin on a classic cheesecake.
Social Media buttons
Preparation time: 5 min Chicken Lunch Dinner
Cooking time: 40 min
Servings: 4 people
Ingredients . ..omesr  PTEPAration
(J Lorem impsum each product To make the cheesecake, preheat the oven to gas
5,190°C, fan 170°C and line the base and sides of
(J Loremimpsum a 23cm (9in) springform tin with nonstick baking
(J Lerem impsum paper
(] Loremimpsum Put the digestives into a bowl and use a rolling pin

to crush them inte fine crumbs. Pour over the
butter and use a speon to mix together until

(] Lorem impsum evenly combined. Tip the base mixture into the
lined tin and use your hands to press into the
base, pushing the mixture slightly up the sides of
the tin. Bake in the oven for about 15 minutes,
until darkened slightly. Remove from the oven and
set aside for the moment. Reduce the heat to gas
3,170°C, fan 150°C.

(J Lorem impsum

Related Recipes

Figure 18: Recipe Page with List of Ingredients wireframe.
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5.4 Groceries Tab, Mega Menu & Shopping Basket

The main complaint about the Groceries Tab was the excessive amount of information
and duplicated buttons which slow down the shopping. One participant said, “I'd rather
go to the physical shop because there’s so much going on here”. In the proposed
design all unnecessary or duplicated content is removed and the full basket is hidden to
keep the only necessary minimum in front of the users (Philips, 2016). Content is
divided into clear sections with visible Call to Action buttons (Alton, 2016). Hard to
understand labels, like “"Book a slot”, were renamed to improve discoverability (Philips,
2016). Further research should be conducted to name all the labels in an easy to

understand way and improve findability (Thurow, 2015).

Site Logo (home link)

LOGO

T g

Shopping Cart

o ADD TO '\j_y BASKET @y L
FavouRaEs = SUMMARY Helps to get direct access to

SEARCH Q

BROWSE 3SLES SPECIAL OFFERS

RECIPES & IDEAS

shopping cart, observe number of

products in the cart, add products
= from lists by drag & drop.
MY ACCOUNT  LOG OUT Search

Home > Groceries (@

CHOOSE A DELIVERY SLOT

START SHOPPING

[> | wmyPREVIOUS ORDERS

SPECIAL OFFERS

SLIDER

VIEW ALL OFFERS

OFFER 1 OFFER 2
HOW TO SHOP

Step 1 Step 4

Step 2 Step 5

Step 3 Step 6

FIND OUT MORE

STORE LOCATOR HELP

START SHOPPING

PRIVACY STATEMENT

OFFER 3

D MY FAVOURITE PRODUCTS

Global search by product title
i and grocery categories.
Browse Ailses

Provides access to list of all
grocery aisles.

Breadcrumb Navigation
Informs where the user is on the
website.

Favourite Products Lists

BUY NOW

List of products created by user
or automatically generated based
on user’s favourite (frequently
ordered) products. It contains
important for user products in one
place for easy access rather than
searching them every time.

Whole shopping list can be added
to cart by drag and drop.

@®——+———— Slider

OFFER 4

INSPIRING RECIPES

CONTACT Us

RECIPE 1

RECIPE 2

VIEW ALL RECIPES

CHAT WITH US
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Here we will show nice special
offers and groceries illustrations
with CTA buttons.

Page Sections

Content is divided into clear
sections with headings. There are
Call to Action buttons in sections,
so the next steps are easy to

find and users can complete their
goals.

Figure 19: Groceries Tab wireframe.



The cluttered menu was replaced by nested menus with vertical lists to avoid showing
all the information at once, follow the design concept of constraints (Philips, 2016) and
improve the speed of scanning it by the users (Nielsen, 2009). The new menu also
helps users to move from link to link with a single eye movement (Babich, 2017).
Colour changes help users to navigate (Nielsen, 2004). Products are grouped by aisles
(Figure 20) like in a physical store to utilise customers mental model (Philips, 2016)
and make the experience more intuitive (Krug, 2014).

0000

Groceries Menu

Nested menus with vertical lists
to help users move from link to
Aisle 1 link with a single eye movement.
Products are grouped by aisles

BROWSE AISLES

Aisle 2 like in a physical store.

Aisle 3 All Aisle Products

i Easy access to‘ view all the aisle
Product Category 1 products in a single page.

Alsle 5
Product Category 2 Product Categories

Aisle 6 Product categories for a specific
Product Category 3 aisle. For example in the meat

Aisle 7 aisle product categories would

_ Product Category 4 be: Beef, Pork & Bacon, etc.

Aisle 8
Product Category 5

Aisle 8
Product Category 6

Aisle 10
Product Category 7 Link colours

Alsle 11 %i? Blue colour for unvisited links and
Product Category 8 purple for visited links when user

Ajsle 12

hovers over the link.

Aisle 13

Aisle 14

Empty space

Aisle 15 More empty space makes easier
to visually find links.

Aisle 16

Aisle 17

Aisle 18

Ajsle 18

Aisle 20

Figure 20: Mega Menu wireframe.
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0000

LOGO O ADD TO m € XX.XX Basket Total
FAVOURITES L= Basket ¥ Basket Total and number of items
T added to basket. It is visible on all
| Product Quantity Price pages.
S Produet 1 Pl 1 exxx [@—— BasketPreview
BROWSE AISLES SPECIAL OFFERS REC] Product 2 H O exxXx m Users can quickly add and preview
b s Product 3 H Q3 eXXXX items in the basket without leaving
STA Product 4 (- I + | EXXXX [ the page.
Product 5 BB exxx @ .
e TR ﬁ.\.ﬁ XX B Size and Contrast
H O i Increased size and contrast of the
CHOOSE A DELIVERY SLOT D MY Froducts - e@xxx @ basket navigation and labels.
Clubcard points . XX Cost
Total, all additional charges and
Order Total: ROHNE SavEd CLY LY EXX.XX savings are shown in this panel.
SPE
EMPTY VIEW BASKET cHEckouT @———— Checkout
’ Easy access to check out.
I View Basket

Opens Basket Page with more
detailed informations about
q SLIDER D products, delivery, etc.

Empty Basket
Removes all the items from the
basket.

BUY NOW

Figure 21: Shopping Basket Preview wireframe.

After “hiding” the basket, a basket summary was designed in the top right corner of the
page (Philips, 2016). To help users keep track of how much they spend and what they
buy without leaving the page, the Mini Basket is proposed (DeGeyter, 2018). It shows
up when the user hovers over the icon (Figure 21) and it provides an easy access to the
full cart (Figure 22).
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[ORONON®)]
LOGO i | | 2O S

BROWSE AISLES SPECIAL OFFERS RECIPES & IDEAS MY ACCOUNT LOG OUT

Home > Basket

YOUR BASKET

Please review your basket before checking out.

Product Substitution Quantity Price
Aot Product 1 Substitution 1 [ - N + | EXXXX [T peloe
ﬁ::;‘g“g‘ Product 2 Substitution 2 H B8 EXXXX [ petete
P]:;i;n:t Product 3 Substitution 3 [ - I+ EXXXX 1 Delete
Rl Product 4 Substitution 4 - I XXX (i peete
(&} Size and Contrast
Product s Increased font size and contrast
Product 5 Substitution 5 1 EXXXX T pelet S
Image B a e of the basket navigation and
labels.
Ehogdct Product 6 Substitution & - N + | EXXXX T
Image - Delete
Fregedt Product 7 Substitution 7 - BE +| OXXXX T elets
: Empty Basket
Don't Substitute ‘ Provide Substitutions 1@ Empty Basket .'_ Removes all the items from the
basket.
: | Clubcard points: XX
Enter promotional code ‘ apply ‘ Balivery Fos XXX
Total Tax: EXXXX

@——— Cost

Total cost and all additional
charges and savings are shown in

You've Saved: €YY.YY this panel.

CONTINUE SHOPPING ‘ CHECKOUT

Order Total: E€XXXX

Find out more about estimated prices, taxes and fees and other aspects of customer agreement.

STORE LOCATOR HELP PRIVACY STATEMENT CONTACT US

CHAT WITH US

Figure 22: Shopping Basket Page wireframe.
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5.5 "Multisearch” Widget and List of Results

Users were confused when asked to use the “Multisearch”. Reactions such as "I don’t
know what Multisearch is”, “I'm hoping I'm not doing anything wrong” or trying the
single Search were common. However, as soon as they found out its purpose and how
to use it, they seem to think the tool was useful. It was clear, after analysing test data,
that ‘Multisearch’ fails at findability and discoverability (Cardello, 2014).

To provide users with instant multiple products search, the Search Box was redesigned.
Users can enter comma separated products to find all of them at once.

The Search Box was increased in size and moved to the centre of the page. The Next
and Previous are replaced by tabs with the listed products/items. Filter By and Browse
By are next to each other, under the tab results.

LO G O . ADD TO .YI-.' BASKET
FAVOURITES SUMMARY

SEARCH Q

BROWSE AISLES SPECIAL OFFERS RECIPES & IDEAS MY ACCOUNT

Figure 23: Multisearch - Step 1 wireframe.

OO0 O
ADD TO + BASKET
LO G O FAVOURITES H SUMMARY
Product Product Product Product Product Product X
Product Product Product Product Product Product
Product Product Product Product Product Product

SPECIAL OFFERS

Figure 24: Multisearch - Step 2 wireframe.

30
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BROWSE AISLES SPECIAL OFFERS RECIPES & IDEAS MY ACCOUNT
Lk . 5 (T TR (R I~ BB st s i
Product * JNZGKNISSEN Product * Product ©  Product ©  Product ©  Product - Jabs it eacl producs

} =
Fiterby ‘ Sortby~s ‘ from the list

More products per view

Product Name Product Name Product Name
Description Descriptian Description

EXXXX EXX XX XX, XX

B BEE

Product Name Product Name Product Name
Description Description Description

XX XX EXX XX €XX XX

Ti[+ T .

-[11+]

Product Name Product Name Product Name
Description Description Description

XX XX EXXXX XX, XX

T .

Product Name Product Name Product Name
Description Description Description
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Figure 25: Search Results wireframe.

Hopefully, proposed design changes can help Tesco.ie earn customers trust and loyalty
while making the user's ability to navigate the site and shop groceries more quick and
natural.
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Appendix A - Project Plan

CA2 - Timeline 2018
FEBRUARY MARCH
Deliverables Owner Duration 5 6 7 8 9 10 27 1
Heuristic Evaluation 19/02/2018
Make List of Heuristics owner
Brief for Evaluators owner
Decide on elements to be evaluated owner
Make Evaluation Checklist owner
Run evaluation and record problems owner
Establish complete list of problems owner
Prioritise issues with scorecard owner
Provide solutions for identified issues owner
Comparative Usability Study 04/03/2018
Decide on task to be tested owner
Decide on the goals of the study owner
What are we going to measure? owner
Decide on success criteria for tasks owner
Write Pre-Test Questionnaire owner
Write Brief for Participants owner
Write Post-Test Questionnaire owner
Recruit 14 Participants owner
Run testing session and record results owner
Describe participants characteristics owner
Analyse task testing results owner
Analys Post-Test Questionnaire results owner
Put together results for all metrics owner
Put team results together owner
Report Writting 16/03/2018 h
Put together paper structure and list of appendices owner
Describe Website owner
HCI Goals to be evaluated owner
Procedure - Heuristic Evaluation owner
Procedure - Usability Testing owner -
Results - Heuristic Evaluation owner
Results - Usability Testing owner
Appendices - Heuristic Evaluation owner
Appendices - Usability Testing owner
References owner
Conclusion owner
Closure phase 16/03/2018
Check References owner 16/03/2018
Proofreading owner 17/03/2018
Submitt to check for plagiarism 17/03/2018
SUBMISSION DEADLINE owner 21/03/2018
Annotations 1 Team meeting
2 External dependency
3 Critical




Appendix B1 - Heuristic Evaluation Plan

HEURISTIC EVALUATION PLAN

STUDY OBJECTIVES
1 Identify usability p and make recc i for how to fix those problems.
2 Identify and incorporate the Catastrophic and Major issues into formal usability testing.
RESEARCH QUESTIONS
1 What are the Catastrophic and Major issues related to the Ul design?
2 Which one from the evaluated parts of the website requires major improvement?
TO DO
ID Date Task
1 02/02/2018  Select evaluators.
2 02/02/2018 Establish an appropriate list of heuristics (Norman + own heuristics). (Put it into Evaluation Checklist)
3 02/02/2018 Write brief for the evaluators (they need to know what to do)
4 02/02/2018  Decide on the elements to be evaluated.
5 08/03/2018 Run evaluation and look for problems. Record all the issues in detail. Use Evaluation Checklist
6 09/03/2018 Run debriefing session - all evaluators ct to establish list of p
7 09/03/2018 Use scorecard to prioritise issues.
8 13/03/2018 Suggest potential solutions for these problems on the basis of the heuristics. (mark them on the web screenshots)
9 14/03/2018 Put together ion summary. iate with r ions)
EVALUATORS
ID Name
E1 Agnieszka
E2 Jordana
E3 Gabi
E4 Elias

ELEMENTS TO BE EVALUATED - Relevant system areas, modules and elements that are being evaluated

Importance
(;}:&:a::::ia's Mo
scale)
1 5 Home Page
2 8 Recipes Search Page
3 8 Recipe Page
4 8 Groceries Tab
5 8 Shopping Basket
6 8 Mega Menu
7 8 Multisearch Widget
8 8 Search Results List
GOALS OF THE SYSTEM
Importance
® (;ilﬁ;:a‘::::?s Cosl
scale)
1 8 User should be able to find Recipes Page.
2 User should be able to find Stuffed Chicken, Turkey meatballs, Chickpea stew, Roasted Pepper or Chorizo Salad
8 recipes.
3 8 User should be able to add ingredients from the recipes list to basket.
4 8 User should be able to find a bottle of Rioja, Merlot, Sauvignon or Pinot Grigio and add it to basket.
5 8 User should be able to find Ice Cream, Frozen Desserts, Pie or Cake and add it to baket.
6 8 User should be able to find 250G box of Jacob's Italian Cracker Lightly Salt and add ot to basket.
7 8 User should be able to remove bottle of wine from the basket.
8 8 User should be able to find Half Price wine and add ot to basket.
9 User should be able to find Multi-search tool and add to basket a list of products:
- a 780 ml bottle of Fairy Original Washing Up Liquid
- 1 Medium box of Marigold Extra Life Kitchen Gloves
8 - a9 pack of Cushelle Quilted Toilet Rolls
10 8 User should be able to refine search.
11 8 User should be able to find out how much all the products in the basket cost.
12 8 User should be able to increase number of single product in the basket.
SEVERITY RANKING
Rating
0 Violates a heuristic but doesn’t seem to be a usability problem.
1 Superficial usabiligy prot_:lem: may be easily overcome by user or occurs extremely infrequently. Does not need to be fixed for next release
unless extra time is available.
2 Minor usability problem: may occur more frequently or be more difficult to overcome. Fixing this should be given low priority for next
release.
3 Major usability‘problgm: occurs frequently and persistently or users may be unable or unaware of how to fix the problem. Important to fix,
so should be given high priority.

Usability catastrophe: Seriously impairs use of product and cannot be overcome by users. Imperative to fix this before product can be
released.

EASE OF FIXING RANKING

Rating
0 Problem would be extremely easy to fix. Could be completed by one team member before next release.
1 Problem would be easy to fix. Involves specific interface elements and solution is clear.
2 Problem would require some effort to fix. Involves multiple aspects of the interface or would require team of developers to implement
changes before next release or solution is not clear.
3 Usability problem would be difficult to fix. Requires concentrated development effort to finish before next release, involves multiple aspects
of interface. Solution may not be immediately obvious or may be disputed.
HEURISTICS SOURCES
1 LIGHTNER N. J. Lightner, “Evaluating e-commerce functionality with a focus on customer service”, in Communications of the ACM,
47 (1), pp. 88-92.
2 RBWG Researched Based Web Guidelines (http://www.usability.gov/guidelines/)
3 Redish Ginny Redish’s Questions for Evaluating your Website (recommendations from a usability expert)
4 AT Anthro-Tech Best Practices and Guidelines for Usable Web Sites (recommendations from usability experts)
6 IMDS M. Cao, Q. Zhang, and J. Seydel, “B2C E-commerce web site quality: An empirical examination”, in Industrial
Management & Data Systems, 105 (5), pp. 645-661.
7 LIANG T. P. Liang, and H. J. Lai, “Effect of store design on consumer purchases: An empirical study of on-line bookstores”, in
Information & Management, 39 (6), pp. 431-444.
8 NIELSEN 10 Usability Heuristics for User Interface Design (https://www.nngroup.com/articl bility-+ i )




Appendix B2 - Evaluators' Brief
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EVALUATORS BRIEF

Welcome!

We are going to evaluate tesco.ie website against chosen heuristics (guidelines). The goal of this evaluation is to identify usability problems.
As an expert you will be asked to follow evaluation steps and use your knowledge and experience to find usability issues.

Please get familiar with the evaluation steps, goals, elements to be evaluated and heuristics, before you proceed.

This is individual evaluation, so please review the website on your own.

The evaluation process:

Read list of goals and elements of the website we are going to focus on (see EVALUATION PLAN tab)
Read the list of heuristics in the HEURISTICS tab. You will assess tesco.ie website against these heuristics.
Print evaluation checklist (see tab CHECKLIST TO PRINT)

Open tesco.ie and sign in. Go to the Home Page.

Go through the interface a number of times and examine and assess the efficacy of the chosen elements of the website. Focus on the goals of the
system and elements to be evaluated . You can then break goals down into appropriate tasks, and test each in turn.

Check appriopriate box - complies, kind of complies, doesn't comply. If a guideline isn't relevant, leave the rating blank.
You can add a comments.
Check your number in the EVALUATION PLAN and enter your findings in the EVALUATION RESULTS tab in the column with your number.

Enter your results to the EVALUATION RESULTS tab. For each checklist item enter a rating of -1 (doesn't comply with the guideline), 0 (kind of
complies), 1 (complies). If a guideline isn't relevant, leave the rating blank.

The goals of the system:

User should be able to find Recipes Page.

User should be able to find Stuffed Chicken, Turkey meatballs, Chickpea stew, Roasted Pepper or Chorizo Salad recipes.
User should be able to add ingredients from the recipes list to basket.

User should be able to find a bottle of Rioja, Merlot, Sauvignon or Pinot Grigio and add it to basket.

User should be able to find Ice Cream, Frozen Desserts, Pie or Cake and add it to baket.

User should be able to find 250G box of Jacob’s Italian Cracker Lightly Salt and add ot to basket.

User should be able to remove bottle of wine from the basket.

User should be able to find Half Price wine and add ot to basket.

User should be able to find Multi-search tool and add to basket a list of products:
- a 780 ml bottle of Fairy Original Washing Up Liquid

- 1 Medium box of Marigold Extra Life Kitchen Gloves

- a 9 pack of Cushelle Quilted Toilet Rolls

User should be able to refine search.
User should be able to find out how much all the products in the basket cost.
User should be able to increase number of single product in the basket.

We will evaluate the following elements of the website:
Home Page

Recipes Search Page

Recipe Page

Groceries Tab

Shopping Basket

Mega Menu

Multisearch Widget

Search Results List

Note



Appendix B3 - Selected Heuristics

LIST OF HEURISTIC
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Heuristics (Guideline)

Home Page

Present all major options on the home page

Provide content and choices that are meaningful for
users and their top tasks

Use meaningful graphics and images
Navigation

Provide navigational options

Differentiate and group navigation elements

Provide feedback on users’ location

Place primary navigation menus in the left panel

Use descriptive tab labels

Present tabs effectively

Use appropriate menu types

Breadcrumb navigation

Be consistent with navigational elements

Is the navigation obvious enough throughout the
related sections?

Does the website use a clear user-logical hierarchy
of categories to classify products and to find them?

Does the website clearly display the "call to action
buttons™?

Links

Use meaningful link labels

Link to related content

Match link names with their destination pages

Avoid misleading cues to click

Use text for links

Designate used links

Use appropriate text link lengths

Are links clear and easily distinguished from each
other?

Information architecture

Description

Users should not be required to click down to the second or third level to discover the full breadth of
options on a Web site. Be selective about what is placed on the homepage, and make sure the options
and links presented there are the most important ones on the site.

Do not create or direct users into pages that have no navigational options.

When creating links that open new browser windows, ensure that the ‘Back’ button is still available, and
that the new window is setup to return the user to the original browser wmdow Disabling nawganon is
confusing and frustrating to users, and can i impact user and task cc

Clearly differentiate navigation elements from one another, but group and place them in a consistent and
easy to find place on each page.

Group and place navigational elements (e.g., group of links) consistently throughout the website.
Maintain expected conventions, such as left or right hand navigations. Use vertical lists to help users
move from link to link with a single eye movement.

Provide feedback to let users know where they are in the Web site.

Feedback provides users with the information they need to understand where they are within the Web
site, and for proceeding to the next activity. Examples of feedback include providing path and hierarchy
information (i.e., '‘breadcrumbs'), matching link text to the destination page's heading, and creating URLs
that relate to the user's location on the site. Other forms of feedback include changing the color of a link
that has been clicked (suggesting that destination has been visited), and using other visual cues to
indicate the active portion of the screen.

Place the primary navigation menus in the left panel, and the secondary and tertiary menus together.
One study found that navigation times were faster when the primary menu was located in the left panel.
Placing a navigation menu in the right panel was supported as a viable design option by both
performance and preference measures. AlsoOne study showed that, navigation performance was best
when the secondary and tertiary menus were placed together. Placing a navigation menu in the right
panel was supported as a viable design option by both performance and preference measures. Users

preferred having the primary menu in the left panel, and grouping secondary and tertiary menus together,

or grouping all three menu levels together. The best performance and preference was achieved when all
three menus were placed in the left panel (placing them all in the right panel achieved close to the same
performance level).

Ensure that tab labels are clearly descriptive of their function or destination.

Users like tabs when they have labels that are descriptive enough to allow error-free selections. When
tab labels cannot be made clear because of the lack of space, do not use tabs.

Ensure that navigation tabs are located at the top of the page, and look like clickable versions of real-
world tabs.

Users can be confused about the use of tabs when they do not look like real-world tabs. Real-world tabs
are those that resemble the ones found in a file drawer. One study showed that users are more likely to
find and click appropriately on tabs that look like real-world tabs.

Use 'sequential' menus for simple forward-moving tasks, and use 'simultaneous' menus for tasks that
would otherwise require numerous uses of the Back button.

Most Web sites use familiar 'sequential’ menus that require items to be selected from a series of menus
in some predetermined order. After each selection is made, another menu opens. The final choice is
constrained by the sum total of all previous choices.

Simultaneous menus display choices from multiple levels in the menu hierarchy, providing users with the
ability to make choices from the menu in any order. Simultaneous menus are often presented in frames,
and are best employed in situations where users would have to

Do not expect users to use breadcrumbs effectively. Breadcrumbs can increase navigation efficiency for
experienced users and provide orientation for visitors parachuting into the site.

One study reported no difference in task completion times and total pages visited between groups that
had breadcrumbs and those that did not. Participants could have used breadcrumbs thirty-two percent of
the time, but only did so six percent of the time. It is probably not worth the effort to include breadcrumbs
unless you can show that your Web sites users use them frequently, either to navigate the site, or to
understand the sites hierarchySome studies suggest that breadcrumbs can lead to more efficient site
navigation and improved user satisfaction. Studies also suggest that breadcrumbs are more useful for
experienced Web users than novice users.

One study found that test participantsAlthough one study showed that users only used breadcrumbs for
navigation infrequently, and that breadcrumbs had no impact on task completion times, another study
found that test participants who received instruction on the use of breadcrumbs completed tasks much
faster than those who did not. This time savings could result in increased productivity for users that
search Web sites on a daily basis.

Customer should be able to move easily through the different sections. For instance, between the
shopping cart, the detailed description of the products and the shipping information.

The categories should be easy to identify and differentiate by the customer.

This means that the buttons like "Add to Cart" or "Buy now" are easy to see and click. They should be
located away from other buttons to avoid being clicked by mistake.

Use link labels and concepts that are meaningful, understandable, and easily differentiated by users
rather than designers.

To avoid user confusion, use link labels that clearly differentiate one link from another. Users should be
able to look at each link and learn something about the links destination. Using terms like 'Click Here'
can be counterproductive.

Clear labeling is especially important as users navigate down through the available links. The more
decisions that users are required to make concerning links, the more opportunities they have to make a
wrong decision.

Provide links to other pages in the Web site with related content.
Users expect designers to know their Web sites well enough to provide a full list of options to related
content.

Make the link text consistent with the title or headings on the destination (i.e., target) page.

Closely matched links and destination targets help provide the necessary feedback to users that they
have reached the intended page.

If users will have to click more than once to get to a specific target destination, avoid repeating the exact
same link wording over and over because users can be confused if the links at each level are identical or
even very similar. In one study, after users clicked on a link entitled 'First Aid', the next page had three
options. One of them was again titled 'First Aid". The two 'First Aid' links went to different places. Users
tended to click on another option on the second page because they thought that they had already
reached 'First Aid'.

Ensure that items that are not clickable do not have characteristics that suggest that they are clickable.
Symbols usually must be combined with at least one other cue that suggests clickability. In one study,
users were observed to click on a major heading with some link characteristics, but the heading was not

actually a link.

However to some users bullets and arrows may suggest clickability, even when they contain no other
cues (ur 1, etc.). This slows users as they debate whether the items

are links.

Use text links rather than image links

Text links are more easily recognized as clickable, download faster, and are preferred by users. It is
easier to convey a link’s destination in text, rather than with the use of an image. Text links allow users
with deactivated graphics, or text-only browsers to see navigation options.

Use color changes to indicate to users when a link has been visited.

Link colors help users understand which parts of a website they have visited, and can increase users’
ability to find information. Use default text link colors such as blue for unvisited links, and purple for
visited links. Ensure that all links sharing the same target (e.g., external websites) change colors as well.

Make text links long enough to be understood, but short enough to minimize wrapping.

A single word text link may not give enough information about the link's destination. A link that is several
words may be difficult to read quickly, particularly if it wraps to another line. Generally, it is best if text
links do not extend more than one line. However, one study found that when users scan prose text, links
of nine to ten words elicit better performance than shorter or longer links. Keep in mind that it is not
always possible to control how links will look to all users because browser settings and screen
resolutions can vary.
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(See Test Plan)
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LIST OF HEURISTIC

vr) - P Source Importance
Heuristi idelin Description
# euristics (Guideline) escriptiol (See Test Plan) (1.2,3.4,5)
4.1 Does the structure of the site reflect users’ mental AT
models, not the organizational structure of the
agency?
4.2 s the information grouped and labeled meaningfully AT
for users?
4.3 Does the architecture of the site provide a balance AT
of breadth and depth dependent on the needs of the
users and the content?
5 Design and layout
5.1 Avoid cluttered displays Create pages that are not considered cluttered by users. RBWG (6:1)
Clutter is when excess items on a page lead to a degradation of performance when trying to find certain
information. Studies have shown that users can find what they are looking for more quickly in a sparse 5
and uncluttered display than in a dense display. On an uncluttered display, all important search targets
are highly salient, i.e., clearly available. One study found that test participants tended to agree on which
displays were least cluttered and those that were most cluttered.
5.2 Place important items at top center Put the most important items at the top center of the Web page to facilitate users' finding the information  RBWG (6:3)
Users generally look at the top center of a page first, scanning from left to right, and then begin
systematically moving down the page. All critical content and navigation options should be toward the top 5
of the page. Particularly on navigation pages, most major choices should be visible with no, or a
minimum of, scrolling.
5.3 Establish level of importance Establish a high-to-low level of importance for information and infuse this approach throughout each page RBWG (6:5)

on the Web site.

The page layout should help users find and use the most important information. Important information
should appear higher on the page so users can locate it quickly. The least used information should
appear toward the bottom of the page. Information should be presented in the order that is most useful to
users.

People prefer hierarchies, and tend to focus their attention on one level of the hierarchy at a time. This
enables them to adopt a more systematic strategy when scanning a page, which results in fewer revisits.

Align items on a page Visually align page elements, either vertically or horizontally. RBWG (6:7)
Users prefer consistent alignments for items such as text blocks, rows, columns, checkboxes, radio 4
buttons, data entry fields, etc . Use consistent alignments across all webpages.

Use fluid layouts Use a fluid layout that automatically adjusts the page size to monitor resolution settings that are RBWG (6:8)
1024x768 pixels or higher.
When web page layouts are fixed either to the left or centered, much of the available screen space is not
used. It is best to take advantage of as much of the screen space as possible because this will help move
more information above the fold. There has been no degradation in user performance when using the 3
non-fluid layouts. However, most users prefer the fluid layout. One 2003 study reported a compliance
rate for this guideline of twenty-eight percent, and a 2001 study found that only twenty-three percent of
top Web sites used a fluid layout. Keep in mind that large monitors and higher pixel resolutions allow
viewing of more than one window at a time.

5.

>

5.

o

6 Heading, titles and labels
6.

H

Use clear category labels Ensure that category labels, including links, clearly reflect the information and items contained within the = RBWG (9:1)
category.
Category titles must be understood by typical users. Users will likely have difficulty understanding vague,
generalized link labels, but will find specific, detailed links, and descriptors easier to use.

Provide descriptive page titles Create a descriptive, unique, and concise title for each webpage. RBWG (9:2)
Title refers to the text that is in the browser title bar (this is the bar found at the very top of the browser
screen). Titles are used by search engines to identify pages. If two or more pages have the same title,
they cannot be differentiated by users or the 'Favorites' feature of the browser. If users bookmark a page,
they should not have to edit the title to meet the characteristics mentioned above. 4
Remember that some search engines only list the titles in their search results page. Use concise and
meaningful titles on all pages to help orient users as they browse a page, or scan for specific URLs.
To avoid confusing users, make the title that appears in the heading of the browser consistent with the
title in the content area of the pages.
Use unique and descriptive headings Use headings that are unique from one another and conceptually related to the content they describe. RBWG (9:4)
Ensure that headings are descriptive and relate to the content they introduce. If headings are too similar
to one another, users may have to hesitate and re-read to decipher the difference. Identifying the best
headings may require extensive usability testing and other methods.

6.

N

6.

@

6.

>

Ensure visual consistency Ensure visual consistency of website elements within and between webpages. RBWG (11:4)
Visual consistency is the consistent use of design elements such as typography, layout, colors, icons,
navigation, images, and backgrounds.
While users can overcome certain inconsistencies (e.g., entry fields, pushbuttons), consistent interfaces
can reduce errors and task completion times. It can also reduce learning curves, and increase user
satisfaction.

Limit the use of images Use images only when they are critical to the success of a Web site. RBWG (14:9)
Ensure that a Web site's graphics add value and increase the clarity of the information on the site.
Certain graphics can make some Web sites much more interesting for users, and users may be willing to 3
wait a few extra seconds for them to load. Users tend to be most frustrated if they wait several seconds
for a graphic to download, and then find that the image does not add any value. Some decorative
graphics are acceptable when they do not distract the user.

6.

o

Content / Information Search
7.

HN

Make action sequences clear When describing an action or task that has a natural order or sequence (assembly instructions, RBWG (15:1)
troubleshooting, etc.), structure the content so that the sequence is obvious and consistent
Time-based sequences are easily understood by users. Do not force users to perform or learn tasks in a
sequence that is unusual or awkward.

Use familiar words Use words that are frequently seen and heard. RBWG (15:3)
Use words that are familiar to, and used frequently by, typical users. Words that are more frequently seen
and heard are better and more quickly recognized. There are several sources of commonly used words 4
(see Kucera and Francis, 1967 and Leech et al., 2001 in the Sources section).
Familiar words can be collected using open-ended surveys, by viewing search terms entered by users on
your site or related sites, and through other forms of market research.

Organize information clearly Organize information at each level of the Web site so that it shows a clear and logical structure to typical RBWG (16:1)
users.
Designers should present information in a structure that reflects user needs and the site’s goals.
Information should be well-organized at the Web site level, page level, and paragraph or list level. 5
Good Web site and page design enables users to understand the nature of the site’s organizational
relationships and will support users in locating information efficiently. A clear, logical structure will reduce
the chances of users becoming bored, disinterested, or frustrated.
Ensure that necessary information is displayed Ensure that all needed 1is ilable and disp on the page where and when it is needed. = RBWG (16:3)
Users should not have to remember data from one page to the next or when scrolling from one screenful
to the next. Heading information should be retained when users scroll data tables, or repeated often
enough so that header information can be seen on each screenful.

7.5 Does the site answer users' questions? Redish

7.

N

7.

w

7.

>

7.6 Is the information about the products accurate, It must include specifications and features with a nontechnical and persuasive vocabulary. IMDS
informative and convincing?

Does the website provides value-added information For instance, lists of best sellers, compiled trends, link news related to the products and services, etc. IMDS
and services?

7.

g

7.

o™

Is the content based on the users' needs? The content should be based on the customers needs instead of being based around the product IMDS
description.

Stimulating the desire to purchase
8.

o

Does the website use elements to draw customer's It can use banners, sounds and animations to focus customer attention on certain items or events. LIANG
attention?

8.2 Are the new products or special offers prominently  For instance, adding next to them "New!" or "On Sale.” LIANG
advertised?

8.3 Does the website shows the number of current This is an index of the current shopping atmosphere that gives the customers a sense of store popularity. LIANG
visitors?

Search
9.

o

Ensure usable search results Ensure that the results of user searches provide the precise information being sought, and in a format RBWG (17:1)
that matches users’ expectations.
Users want to be able to use the results of a search to continue solving their problem. When users are 5
confused by the search results, or do not immediately find what they are searching for, they become
frustrated.
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=
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13.2
13.3

14.3

14.4

14.5

14.6

14.7

14.8

14.9

14.1

Heuristics (Guideline)

Provide a search option on each page

Design search around users’ terms

Does the search provide meaningful results and
answer the questions that users have?

In search, does the site suggest alternative
spellings or choices when the user comes close?

If the search yields zero results, does the search
give users options on what to do next?

Does the website provides a search box to locate
products and information?

Does the search have advanced features that allow
for a limit to a great variety of criteria (features,
categories, etc.)?

Does the search engine provide the customer's
expected results?

Notify Users when Multiple Search Options Exist

Purchase decision making

Are there tools to ease the comparison between
different products?

Are the order charges, such as taxes and shipping
costs specified as soon as possible in the
purchasing process?

Does the website provide recommended products?

Does the website provides products related to the
selected product?

Does the website has a shopping cart which is
accessible from all the pages?

Does the website incorporates a Wishlist?

Branding

Does the design effectively communicate what the
organization offers to users of its web site?

Can users tell at a glance whose web site it is?
Help

Does the site provide easy to find and easy to use
help?

Are there alternative ways to get information that
are clear and easy to find on the site?

Technical considerations

Does the site consistently employ styles and follow
web standards?

Do links work? Are they functional?
Is the response time of the website reasonable?

Is the waiting time for the search results
reasonable?
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Visibility of system status

Match between system and the real world

User control and freedom
Consistency and standards

Error prevention

Recognition rather than recall

Flexibility and efficiency of use

Aesthetic and minimalist design

Help users recognize, diagnose, and recover
from errors

Help and documentation

1) Source
Description
escptio (See Test Plan)

Provide a search option in a standard place on each page of a content-rich website.A search option RBWG (17:4)

should be provided on all pages where it may be useful-users should not have to return to the homepage

to conduct a search. Search engines can be helpful on content-rich websites, but do not add value on

other types of sites.

Designers should be careful not to rely too heavily on search engines. They are not a substitute for good

content organization, and do not always improve users’ search performance. Designers should carefully

consider the advantages and disadvantages of including a search engine, and whether their website

lends itself to automated searches

Construct a website's search engine to respond to users' terminology. RBWG (17:5)

Users seem to rely on certain preferred keywords when searching. They will generally conduct one or

two searches before trying another site or search engine (or abandoning the search altogether).

Determining the keywords users are using may require considerable data collection. Designers should

make use of search engine logs, surveys, and other techniques to determine the preferred search words

for their site, and make information relevant to those terms easy to find through the site’s search engine.

Keep in mind that designers’ preferred keywords may not match users’ preferred keywords, and content

writers may overestimate the specialized vocabulary of their audience. For the most common searches,

provide a 'best bets’ set of results. Ensure that the 'best bets’ do not appear as advertising or paid links.

In addition to responding to users’ keywords, design the site’s search engine to accommodate common

misspellings, extra spaces, alternative punctuation, misused plurals, and other common user search

errors.
AT
Redish
AT

It must be visible at the top right of the page and it must continue throughout the whole site. IMDS

The advanced features have to correspond customers' needs This helps to retrieve the most relevant IMDS

results.

An analysis of customer searches must be made as a means to optimize search results. LIANG

If more than one type of search option is provided, ensure that users are aware of all the different types ~ RBWG (17:7)

of search options and how each is best used.

Most users assume that a Web site has only one type of search. In one study, when there were multiple

search types available, users tended to miss some of the search capabilities.

For instance, it can assist the customer by providing a summary of the most important features - LIANG

according to customers' needs - and costs of each product within a category. Alternatively, it can provide

a tool to add products to a comparative table.

If this information is hidden it causes distrust and shopping cart abandonment. LIGHTNER

This can assist in finding products which might interest the customer, because they are similar to the LIANG

products he purchased before or to products in which they expressed an interest. The related products

can be inserted at the bottom of the product page, shopping cart or both.

It should show accessories for the product which customer may want to purchase. This section can LIGHTNER

include between 2 and 6 related products and it is normally located at the product page or the shopping

cart.

It must contain everything selected by the customer and the content should be accessible at anytime. LIANG

Itis a useful tool to manage products. For many users adding products to a wishlist is less committed LIGHTNER

than to a shopping cart.
AT
Redish
Redish
Redish
AT
AT

Customers do not tolerate long waiting times. If the time to download a page is not reasonable for them  IMDS

they may leave the site.

This depends on the size of the database. If the waiting time is going to be long, it would be wise to IMDS

include small illustrations and animations to keep the customers waiting.

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

within reasonable time.

The system should speak the users' language, with words, phrases and concepts familiar to the user, NIELSEN

rather than system-oriented terms. Follow real-world conventions, making information appear in a natural

and logical order.

Users often choose system functions by mistake and will need a clearly marked "emergency exit" to NIELSEN

leave the unwanted state without having to go through an extended dialogue. Support undo and redo.

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

Follow platform conventions.

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

first place. Either eliminate error-prone conditions or check for them and present users with a

confirmation option before they commit to the action.

Minimize the user's memory load by making objects, actions, and options visible. The user should not NIELSEN

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.

Accelerators — unseen by the novice user — may often speed up the interaction for the expert user such NIELSEN

that the system can cater to both inexperienced and experienced users. Allow users to tailor frequent

actions.

Dialogues should not contain information which is irrelevant or rarely needed. Every extra unit of NIELSEN

information in a dialogue competes with the relevant units of information and diminishes their relative

visibility.

Error messages should be expressed in plain language (no codes), precisely indicate the problem, and NIELSEN

constructively suggest a solution.

Even though it is better if the system can be used without documentation, it may be necessary to provide NIELSEN

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.

Importance
(1,2,3,4,5)



Appendix B4 - Heuristic Evaluation Checklist

Evaluation of Tesco.

HEURISTIC EVALUATION CHECKLIST Date:

Evaluator:

website

kindof  doesn't

complies _comply Comments

# Review Checklist complies
1 Home Page
1.1 Present all major options on the home page

m}

1.2 Provide content and choices that are meaningful for users and their ]
top tasks

a

1.3 Use meaningful graphics and images
2 Navigation
2.1 Provide navigational options
2.2 Differentiate and group navigation elements
2.3 Provide feedback on users' location
2.4 Place primary navigation menus in the left panel
2.5 Use descripive tab labels
2.6 Present tabs effectively
2.7 Use appropriate menu types
2.8 Breadcrumb navigation
2.9 Be consistent with navigational elements
2.10 Is the navigation obvious enough throughout the related sections?

2.1 Does the website use a clear user-logical hierarchy of categories to
classify products and to find them?

2.12 Does the website clearly display the "call to action buttons™
3 Links

3.1 Use meaningful link labels

3.2 Link to related content

3.3 Match link names with their destination pages

3.4 Avoid misleading cues to dlick

3.5 Use text for links

3.6 Designate used links

3.7 Use appropriate text link lengths

3.8 Are links clear and easily distinguished from each other?

4 Information architecture

»

Does the structure of the site reflect users' mental models, not the
organizational structure of the agency?

4.2 Is the information grouped and labeled meaningfully for users?
4.

w

Does the architecture of the site provide a balance of breadth and
depth dependent on the needs of the users and the content?

5  Design and layout
5.1 Avoid cluttered displays

000 0OO0O0OOooOOooOo0O ODoooooooooog
000 0OO0OO0O0OOO0oo0O0O ODoOOoOoobooooooo ooog
000 0OO0O00OO0O00O0 ODoOOoOooooooooog oog

@
~

Place important items at top center

5.3 Establish level of importance

13
kS

Align items on a page
5.6 Use fluid layouts
6 Heading, titles and labels
6.1 Use clear category labels
6.2 Provide descriptive page titles
6.3 Use unique and descriptive headings
6.4 Ensure visual consistency
6.5 Limit the use of images
7 Content / Information Search
7.1 Make action sequences clear
7.2 Use familiar words
7.3 Organize information clearly
7.4 Ensure that necessary information is displayed
7.5 Does the site answer users' questions?

7.6 Is the information about the products accurate, informative and
convincing?

7.7 Does the website provides value-added information and ser

57
7.8 Is the content based on the users' needs?

8  Stimulating the desire to purchase
Does the website use elements to draw customer's attention?

8.1
8.2 Are the new products or special offers prominently advertised?
8.3 Does the website shows the number of current visitors?
9 Search
9.1 Ensure usable search results
9.2 Provide a search option on each page
9.3 Design search around users' terms
9.4 Does the search provide meaningful results and answer the
questions that users have?

9.5 In search, does the site suggest alternative spellings o choices
when the user comes close?

9.6 If the search yields zero results, does the search give users options,
on what to do next?

9.7 Does the website provides a search box to locate products and
information?

great variety of criteria (features, categories, et
9.9 Does the search engine provide the customer's expected results?
9.10 Notify Users when Multiple Search Options Exist

9.8 Does the search have advanced features that allow for a limitto a
tc.)?

10 Purchase decision making
10.1 Are there tools to ease the comparison between different products?
10.2 Are the order charges, such as taxes and shipping costs specified

as s00n as possible in the purchasing process?
10.3 Does the website provide recommended products?
10.4 Does the website provides products related to the selected product?
10.5 Does the website has a shopping cart which is accessible from all
the pages?
10.6 Does the website incorporates a Wishlist?
11 Branding

11.1 Does the design effectively communicate what the organization
offers to users of its web site?

11.2 Can users tell at a glance whose web site it is?
12 Help
12.1 Does the site provide easy to find and easy to use help?

00 OO0 OO0O0O0O0O0 OODO0ODOO0OO0OO0O0O00 Ooobo ObOboOoooOooO Oooooo goooo
00 OO0 000000 ODODO0ODDOO0OO0OO0o0OO00 Ooob OboOOoooOoo0O Oooooo goooo
00 00 000000 OO0 DOO0OO0oO0o0O00 Oo0o0O ObOboOOoo0oo00o0 ooooo gooooo

12.2 Are there altemative ways to get information that are clear and easy
ite?

to find on the site?
13 Technical considerations

13.1 Does the site consistently employ styles and follow web standards? ] [m] [m]
13.2 Do links work? Are they functional? [m] [m] O
13.3 s the response time of the website reasonable? [m] [m] [m]
13.4 Is the waiting time for the search results reasonable? [m] [m] [m]
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14.1 Visibility of system status [m}
Match between system and the real world
User control and freedom

Consistency and standards

14.2

143

144

14.5  Error prevention
14.6 Recognition rather than recall
14.7 Flexibility and efficiency of use
14.8 Aesthetic and minimalist design
149

Help users recognize, diagnose, and recover from errors

Ooooooooaog
OoooDoDoooogao
OoooDoDooooao

14.1 Help and documentation



Appendix B5 - Heuristic Evaluation Results

#  Review Checklist

HEURISTIC EVALUATION RESULTS

RATING: -1 - dossn't comply with the guideline, 0 - kind of complies, 1 - complies.

1 Home Page
1.1 Prosent allmajor options on the home page
1.2 Provide content and choices that are mearingul for usars
and their top asks
1.3 Use meaningtul graphics and images
2 Navigation
24 Provids navigationaloptions
22 Diferentiate and group navigation elements
233 Provide feedbac on users'location

2.4 Place primary navigation menus in th lef panel
25 Use descripive tab labels

256 Present tabs effectvely

2.7 Use appropriate menu types.

28 Breadcrumb navigation
2.9 Bo consistent with navigational elements

210 15 the navigation obvious enough throughout the elated
sections?

2:11 Does the website use a clear user-logical hierarchy of
categories to classify products and to find them?

Evaluator 1 Evaluator 2 Evaluator 3 Evaluator 4
Rating Comments Rating Comments Rating Comments Rating Comments
o 4 There are too many options, major and minor ones 4
o 1 0 1

However there an excessive amount of information, w
0 [) 0 )
1 1 1 1

Mega menu has too many links which look the same A El El

4 Thereis no ciear path where the user s on the 4 Realy inconsistant Sometimes users dorit know N N N
website, for example breadcrumbs. where they are in the site g

41 Theyare only at the top of the page. 41 Primary menus are center in space El El

4 Euro shop’ not clear what it means. 0 0 0

1 o 4 o

. Mega Menu has oo many options, it would be easier N o o
o use it with nested menus.

<1 Nobreadcrumb navigation 4 4

. The navigation isn' consistent, many different types N N N
of buttons and links are overwhelming for the user.

For example dlicking 'Buy ingredients' on Recipe
- Page Goca ake he sset 1 he pag whers ne can 0 E
4 El El

3 Links.
3.4 Use meaningful ink abels

3.2 Link 0 related content
3.3 Match fink names with their destination pages.
3.4 Avold misleading cues to cick

3.5 Use text for links

3.6 Desinate used inks

3.7 Use appropriate textink engins.
3.8 Ave lnks clear and easly disinguished ffom each other?
information architecture

Does the structure of the st eflect users' mental models,
ol the organizational siructure of the agency?

s the information grouped and labeled meaningfull for
users?

4.3 and depth dependent on the needs of the users and the
content?
5 Design and layout
5.4 Avoid luttered isplays

5.2 Place important tems at top center
5.3 Establsh level of importance
5.4 Align items on a page
Use fluid layouts.
s

6 Heading, itles and labels

the content. They

4 Guide price’ and other labels might be hard to N o
understand
<1 Thereare nolinks to similar products 0 ] 0
4 Kl - Bl
<1 Amow under Search is confusing 0 [ ]
< Butlons are nottext but images 0 1 0
4 [ARerelcking on ik s cokor cosst change fr 4 4 ,
example Mega Menu)
3 Kl B -
<1 Alotoftextis blue - same color as inks. -1 -1 -1
4 4 Really old website. Users' mental models have 4 N
changed
o 0 o 0
B Too much information at once. There are no clear 4
paths for different personas.

‘Groceries tab has too much confusing information
and duplicated content.

6.1 Use clear category labels
6.2 Provide descriptive page tles

6.3 Use unique and descriplive headings
6.4 Ensure visual consistency

6.5 Limit the use of images

0 0 0 0
4 4 El El
0 ) 0 0
Page has low resolution and it doesn't adjust to
monitor resolution settings. It doesn't take advantage Bl
of screen size.
—
0 0 0 o
0 0 0 0
0 0 El 0
4 4 El El
Bl Unneccessary images for buttons 0 [ [

7 Content / Information Search
Make action sequences clear
1

7.2 Use familiar words
7.3 Organize information clearly
7.4 Ensure that necessary information is displayed

7.5 Does the site answer users’ questions?

7. the information about the products accurate, informative
and convincing?

7.7 088 110 websioprovides value-added informaton and

7.8 1s the content based on the users’ noeds?

8 Stimulating the desire to purchase.
1

‘There is no clear sequence to add recipe ingredients

to basket. User has to memorise ingredients and use 0 4
0 0 0 0
4 4 El El
4 Users have to remember data from one page to N o N
another - buying ingredients

0 0 El Kl
0 0 0 0
0 4 El

Page and Grocceries Tab

Ave the now productsor specil ofers prominenty
.2 A5¢ e new 1 0 0 0
8.3 Does the wobsite shows the number of curent vistors?
9 searen —
94 Ensure usable search results. ‘Search didn't show "Half Price’ offers, despite they 0 0
g were listed on the website.
9.2 Provide a search option on each page 0 0 There is no search option on Tesco.ie home page -1 -
9.3 Design search around users terms. 0 o 0
s st prov meaiogl st nd e he
94 Qe ions that users have? 0 ° 0 °
i e, doss e te sugestamat plings o
o8 cres e o s s s ! 1 o 1
‘ttt'
Ol oy w6 do et 1 Tyseonhngaganung o dieeniphaseorrame -1 o 0
or browse our store under tab ‘Gro
Doss the websis provides asearch bo o locats products
97 S e s P 0 0 Noton home page 0 0
08 a It only filters by area, favourites, new products and 4 1 4
-8 1 2 groat vaityof ctera(oatures, categoios, 827 Y oers
9.9/ D288 1o searc angine provide th cusomers expecied 4 s difficult o find or examplefresh orions. o 0 o
9.10 Noty Users when Mutipl Search Options Exst E E o Kl
10| Purchass decision making I D e
101 2 Per 00 s e comparon batwoen e o P o
o2 Are o e chargs, such s e and s costs 4 Total Clubcard points P 3 4
o 25 oo 8e posst sing procass? Total MultBuy Savings
10.3 Doos the wabste provde recommended products? El a ]
40,4 D005 1o websiprovides products elated (o e selcted b . . .
" product?
Joes the website has a shopping cart which is accessible It's shown all the time on the Grocery site of the web
10.5 from all the pages? -1 -1 but just there, it's not visible from other parts of the -1
web

10.6 Does the websits incorporates a Wishist?
11 Branding

14,4 Does e dosin fecively commuriatewhat e
8 ization offers to users of s

11.2 Can users tel at a glance whosa wab st it s?
12 Help
121 Does the ste provide easy to find and easy o use help?
12.2 A thoro atamaeways t gt fomaton ht ar ear
and easy 1o ind o
13 Technical considerations
Does the site consistently employ syles and folow web
134 Does e
13.2 Do links work? Are they functonal?
s the response time of the webste reasonable?
133
13.4 Is the waiting time for he search resuls reasonable?

1410 Ussblty Houriticsfo User nartace Design by
Jakob Niolser

14,1 Visiiity of wswn status

14.2 Match between system and the real world

14.3 Usor control and froedom
14.4 Consistency and standards

14,5 Error prevention
14.6 Recognition rather than recal

14.7 Flexivity and efficiency of use

14.8 Aesthelc and minimalist design

14,9 Help users recognize, diagnose, and recover from errors
14,1 Help and documentation

1 1 1 1
1 1 1 1

4 E a
[ 0 ] 0
P.r'ormincﬂ arsde is 078 (hnm mools qudom
4 com)iiskes A E
images.

0 ) [ 0

TESCO GROCERIES: Multisearch: Not really visible, RECIPES site: when clcking any of the checkbox RECIPES site: when a ag has been selected loading Finding collection point, the user has 1o click the
it doesnit stand up and its quite useful and works e the window ofthe submenu whers they ars hyperink. | would expect the entire location fied to.
be clickable.

icon appear

isappears SING IN: its not very clear whether you're logged in

RECBES St “Done” butom n any of the ot

submenus of the "Browse by” options. doesn't work.

Limited search is not possible. Bl 1

SHOPPING BASKET: Subabuton opton s ot

LT A

SHOPPING BASKET: even after the user chooses a

slot, the delivery. p.ms is only added at the end, in the.

payment page.

RECIPES site: st of recipes: time only in minutes, a 4
it confusing

wel
TESCO GROCERIES: Menu: selected tab and hover
tab look the same

RECIPES site: SEARCH option: brings you to a ist N
of recipes titles and ur links, no photos or description

Design Inconsitency between different offering pages

HOME PAGE: New tabs sometimes open for inks RECIPES site: New just opened tab is name just INSIDE A RECIPE: In some recipes *Preparaton’ is
(Recipes, Tesco Groceries, Tesco Baby Club, Club ipes”
Card)

and sometimes they don't. For exemple: Community "Recipes’ before "Ingredients” when the screen s small, if the
Fund, Recipe Inspiing are opened in a new tab, but screen in big -|ngremems- are on the lft side of th
i screen and “Preparation” on the right

“Shop ingredients” El
X ign in” hasn't been
done it will be a really clutter site where allthe steps
needad il be shoun bt alr two menus and two
cks of additional information

Userhaa o romemer den's o s them o

TESCO GROCERIES: Non added nradintshave
o be added manually by coming back to the recipe.
TESCO GROGERIES: Ly ims an ngredion 5
clicked a new tat s

SHOPPING BASKET. f you want o change the
Gelvery day you have o ik on P Swion 1 Coleton
and then ‘Change Delivery Day' instead of dlick in
straight away on ‘Switch Collection”

Information clutter

TESCO GROCERIES: Multsearch: When a product
is misspelled it will suggest possible products
RECIPES site: "Popular tags" any tag that s selected
e

clcki
RECIPES o here v S Gupcated Popuar tage”

HOME PAGE: Home page too clutter

HOME PAGE: When diicking Inspiring Recipes" a

new tab is opene

SHOPPING BASKET: "Empty Basket" and "Product
rerms & Conditions" look ike are all one only link,

not visual division

SING IN AND REGISTER site: input boxes too small

in 8 rdsingof seerch rsul, ot al of e
prod

‘Shopping tem search can requires very specific
wording, rosmary sprigs does not show results, the
user has to enter "rosmary" and searching "tortila
CerbE T e D
end e much boger la wraps.
g rom he recip tab t he shopping b
User has to scroll o start viewing search results

S O G T
heading section, which is of no use 1o the

Book a colocton st two fows of tabe on fhe menu,
one on the top and one on the bottom, wh

Overall lack of visual heirarchy to giude the user
“Unavailable slot”legend resembles a check-box



Appendix B6 - Heuristic Evaluation Summary of Results

RESULTS SUMMARY

) . Raw score . # Answers Score Average
# Review Checklist # Questions
E1 E2 E3 E4 E1 E2 E3 E4 E1 E2 E3 E4 Score
1 Home page 0 2 1 2 3 3 3 3 3 50% 83% 67% 83% 71%
2 Navigation -8 -4 -5 -5 12 12 12 12 12 17% 33% 29% 29% 27%
3  Links -7 -4 -3 -4 8 8 8 8 8 6% 25% 31% 25% 22%
4  Information architecture -2 -2 -2 -2 3 3 3 3 3 17% 17% 17% 17% 17%
5  Design and layout -3 -3 -3 -3 5 5 5 5 5 20% 20% 20% 20% 20%
6  Heading, titles and labels -2 -1 -2 -1 5 5 5 5 5 30% 40% 30% 40% 35%
7  Content/ Information Search -3 -2 -4 -4 8 8 8 8 8 31% 38% 25% 25% 30%
8  Stimulating the desire to purchase 1 -1 0 -1 3 3 3 3 3 67% 33% 50% 33% 46%
9 Search -2 -2 -2 -2 10 10 10 10 10 40% 40% 40% 40% 40%
10 Purchase decision making -6 -6 -5 -5 6 6 6 6 6 0% 0% 8% 8% 4%
11 Branding 2 2 1 1 2 2 2 2 2 100% 100% 75% 75% 88%
12 Help 1 1 1 1 2 2 2 2 2 75% 75% 75% 75% 75%
13  Technical considerations -2 -2 -2 -2 4 4 4 4 4 25% 25% 25% 25% 25%
14  General principles for interaction design -6 -7 -7 -5 10 10 10 10 10 20% 15% 15% 25% 19%
81 81 81 81 81 36% 39% 36% 37%
Average Score vs Review Checklist
Home page B Average Score
Navigation
Links
Information architecture
Design and layout
5 Heading, titles and labels
§ Content / Information Search
S Stimulating the desire to purchase
E Search
é Purchase decision making
Branding
Help
Technical considerations
General principles for interaction
0% 25% 50% 100%

Average Score




Appendix B7 - Heuristic Evaluation - Positive Findings

N

0 N O g b~ W

POSITIVE FINDINGS

0 - don’t agree that this is a usability problem, 1 - cosmetic problem, 2 - minor usability problem, 3 - major usability problem; important to fix, 4 - usability catastrophe; imperative to fix

Where

Home Page

Home Page

Groceries Tab
Search Results List
Search Results List
Home Page

Home Page

Groceries Tab

Task # Category

Find Recipes
Find Recipes

Groceries Tab
Search
Search

Find Recipes
Find Recipes
Groceries Tab

ASSIGNED TO:

Find Recipes - Gabi
Find Ingredients - Elias
Groceries Tab - Aga
Search - Jordana

Positive Finding

Website provides navigational options

Website uses elements to draw customer's attention like banners on the Home Page and
Groceries Tab

New products or special offers are prominently advertised.

Site suggests alternative spellings or choices when the user comes close.

If the search yields zero results, the search give users options on what to do next.
The design effectively communicates what the organization offers to users of its web site.
Users can tell at a glance whose web site it is.

The site provides easy to find and easy to use help.

Occurrences within evaluators
(value 1 if it occured)

E1

IR G G U S G N

E2

E3

E4

Heuristics #

21
8.1

8.2
9.5
9.6
1.1
11.2
121



Appendix B8 - Heuristic Evaluation - List of Issues

IDENTIFIED ISSUES

Severity Ranking: 0 - don't agree that this is a usability problem, 1 - cosmetic problem, 2 - minor usability problem, 3 - major usability problem; important to fix, 4 - usability catastrophe; imperative to fix

Severity Ranking (0, 1,2, 3, 4) Final Hs}:ristics
D Where Task # Category Issues [ Rating Violated
E1 E2 E3 E4 #
1 Home Page Find Recipes Design Inconsitency between different offering pages ( Recipes, Tesco Groceries, Tesco Baby Club, Club Card). 6.4|14.4
2 Home Page Find Recipes Home page too clutter. 14.8]5.1
3 Home Page Find Recipes New 1ab_s sometimes open for links and some_times they don't. For exemple: Community Fund, Recipe Inspiring are 14.8
opened in a new tab, but Baby Club and mobile not.
4 Home Page Find Recipes When clicking "Inspiring Recipes" a new tab is opened. 14.7
5  Recipes Search Page Find Recipes New just opened tab is named just "Recipes”. 14.416.3
6  Recipes Search Page Find Recipes ‘When clicking any of the checkbox item of the "Browse by" the window of the submenu where they are disappears. 14.1
7  Recipes Search Page Find Recipes "Done" button in any of the submenus of the "Browse by" options doesn't work. Limited search is not possible. 14.1
8  Recipes Search Page Find Recipes "Popular tags" any tag that is selected is going to remain selected unless it's unclicked, when clicking a second one. 14.7
9 Recipes Search Page Find Recipes There are duplicated "Popular tags". 147
10 Recipes Search Page Find Recipes List of recipes: time only in minutes, a bit confusing. 6.1114.2
11  Recipes Search Page Find Recipes SEARCH option: brings you to a list of recipes titles and url links, no photos or description. 7.6114.2
12  Recipe Page Find Ingredients So‘me‘recipes ‘don'( have hyper]inks to the ingredients, so they cannot be added to the shopping basket. And if hyperlinks 32
exist, just few items may have it.
13  Recipe Page Find Ingredients In some rgcipes "Preparation” is before "I_ngredients" when the screen is small, if the screen in big "Ingredients" are on 14.4
the right side of the screen and "Preparation” on the left
14  Recipe Page Find Ingredients  When clicking "Shop ingredients" new tab will be opened 14.4
15  Recipe Page Find Ingredients  Non added ingredients have to be added manually by coming back to the recipe. 14.7
16  Recipe Page Find Ingredients Have to scroll to start seeing the ingredients and preparation of the recipe 14.1
17  Groceries Tab Groceries Tab When landing !o_r first time in Groceries site, if "sign in" hasn't been done the page will be a really clutter site where all the 141
steps needed will be shown, after two menus and two blocks of additional information
18  Groceries Tab Groceries Tab Menu: selected tab and hover tab look the same 14.6
19  Multisearch Widget Search Multisearch: Not really visible, it doesn't stand up and it's quite useful and works well 14.1
20 Multisearch Widget Search Multisearch: When a product is misspelled it will suggest possible products 14.7
21 Search Results List Search User has to scroll to start viewing search results 141
22 Groceries Tab Groceries Tab Buttons are made of images not text. 6.5
23 Mega Menu Groceries Tab Mega menu has too many links which look the same 22
24  Groceries Tab Groceries Tab There is no clear path where the user is on the website, for example breadcrumbs. 23
25  Groceries Tab Groceries Tab Some tab labels might be not clear, for example "Euro shop" 25
26 Mega Menu Groceries Tab The website doesn't use a clear user-logical hierarchy of categories to classify products and to find them. 211
27  Groceries Tab Groceries Tab CTAs are not in the right places of the content. They are duplicated. 212
28  Groceries Tab Groceries Tab Some labels might be difficult to understand. (Guide price) 31
29 Multisearch Widget Search Arrow under Search Bar is confusing. 34
30 Mega Menu Groceries Tab After clicking on link it is not designated (color doesn't change) 3.6
31 Groceries Tab Groceries Tab Hard to know what is a link because of blue color for the plain text. 3.8
32 Home Page Find Page has low ion and it doesn't adjust to monitor resolution settings. It doesn't take advantage of screen size. 5.6
33 Recipe Page Recipes Page There is no clear sequence to add recipe ingredients to basket. User has to memorise ingredients and use search. 71
34  Groceries Tab Groceries Tab Information isn't clearly organised to help user with shopping. 73
35  Groceries Tab Groceries Tab Website doesn't show the number of current visitors to stimulate the desire to purchase. 8.3
36  Search Results List Search Search didn't show 'Half Price' offers, despite they were listed on the website. 9.1
37 Home Page Search There is no search option on Tesco.ie Home Page 9.7
38  Search Results List Search Search doesn't have advanced features that allow for a limit to a great variety of criteria (features, categories, etc.) 9.8
39 Multisearch Widget Search Users are not notified when multi-search option exists. 9.10
40  Groceries Tab Groceries Tab There are no tools to ease the comparison between different products. 10.1
41 Shopping Basket Groceries Tab There are no order charges, such as taxes and shipping costs specified as soon as possible in the purchasing process. 10.2
42 Groceries Tab Groceries Tab Website doesn't provide personalised recommendations. 10.3
43 Groceries Tab Groceries Tab Website doesn't provide products related to the selected product. 10.4
44 Shopping Basket Groceries Tab Shopping basket is visible only on Groceries Tab. 105
45  Groceries Tab Groceries Tab. Website doesn't incorporate wishlist. 10.6
46  Home Page Find Recipes Site does not consistently employ styles and follow web standards. 1341
47  Home Page Find Recipes Too many images makes the website load slower. 134
ASSIGNED TO:

Find Recipes - Gabi
Find Ingredients - Elias
Groceries Tab - Aga
Search - Jordana

Ease of
Fixing
(0,1,2,3)
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Appendix C1 - Test Plan (Rainbow Spreadsheet)

TEST PLAN

STUDY OBJECTIVES

oo b WN =

Identify weaknesses and strengths of the general Ul navigation and structure.
Identify whether the users can easily find a recipe and buy ingredients.
Identify whether the users can easily find deals on the website.

Identify weaknesses and strengths of the multisearch tool.

Identify how satisfied users are with the website.

Identify if users can perform tasks in a more efficient way than on the competitors website.

RESEARCH QUESTIONS

©oOND G A WN S

==

What are the most common errors related to the general UI?
What are the completion rate of the tasks?

What is the time users need to complete the tasks?

How easily do users understand what is clickable?

How user navigate to complete tasks?

How users navigate between different sections and pages?
What are the mistakes?

How easily and successfully do users find the products or information they are looking for?
How well do users understand the symbols and icons? Which ones are problematic? Why?
Where in the site do users go to find Search? Why?
How easily can users return to the home page?

PARTICIPANTS

Participant ID Pa':":r'"l’:"‘ Researcher Method Test location Device Eq“'{gf"” Profile / Persona Notes
Profile / Persona
P1 Lucas Gabi Think Aloud Home (in person)  Macbook Quicktime (outside of the
P2 Tammy Gabi Conventional Usability Test Home (in person) | Macbook Quicktime scope of this
P3 Thawana Gabi Conventional Usability Test Home (in person)  Macbook Quicktime project)
P4 Rodrigo Jordana Conventional Usability Test Home (in person)  Macbook Quicktime
P5 Hugo Jordana Conventional Usability Test Home (in person)  Macbook Quicktime
Pé Maribel Jordana Think Aloud Home (in person)  Macbook Quicktime
P7 Arnold Agnieszka Think Aloud Home (in person) iMac ScreenFlow
P8 Ciara Agnieszka Conventional Usability Test Office (in person) iMac ScreenFlow
P9 Ania Agnieszka Conventional Usability Test Home (in person) iMac ScreenFlow
P10 Manuel Agnieszka Conventional Usability Test Home (in person) iMac ScreenFlow
P11 Audrey Elias Conventional Usability Test Home (in person)  Macbook Quicktime
P12 Ciaran Elias Conventional Usability Test Office (in person) | Macbook Quicktime
P13 Amanda Elias Think Aloud Home (in person)  Macbook Quicktime
P14 Lauren Agnieszka Conventional Usability Test Office (in person)  iMac ScreenFlow

SCENARIO - The details that the moderator tells before starting the test, so that the participant has a better understanding of the context of use

“If you were to have your friend over for dinner this weekend, from the menu below, what main course would you most like to cook for them, what bottle of wine would you choose to have, and
what would you serve as a desert?
Main Course

Scenario 1

[ Stuffed Chicken

[ Turkey meatballs

[] Chickpea bean stew

[] Roasted Pepper and Chorizo Salad

Wine

[J Rioja

[] Merlot

[] Sauvignon
[] Pinot Grigio

Dessert

[J Ice Cream

[ Frozen Desserts
[ Pie

[] Cake

TASKS - The tasks assessed in this test

Importance

D 1,3,50r8
(Fibonacci's

scale)

1 8

2 8

3 8

4 8

5 8

6 8

7 8

8 8

9 8

10 8

Task

Find a recipe similar to the one you would like to make for your friend.

Add the first 3 ingredients into your shopping basket.

Get a bottle of wine similar to the one you decided on.

How about dessert? Get the dessert you decided on.

For snacks get a 250G box of Jacob’s Italian Cracker Lightly Salt.
Swap the bottle of wine for something similar but at half price offer at
the moment.

For the cleanup after, buy the following cleaning products:

-a 780 ml bottle of Fairy Original Washing Up Liquid

- 1 Medium box of Marigold Extra Life Kitchen Gloves

- a9 pack of Cushelle Quilted Toilet Rolls

Check how much it cost?

Why not add another bottle of that wine you got on offer

Please find the Multi Search box and buy the following items:

- 1L carton of Avonmore Milk

- 100g Kenco Smooth Instant Coffee

- A 12 pack of free-range eggs

- A pancake ready-mix

Expected Behavior

User clicks 'Inspiring Recipes' on the Home Page and goes to the Recipes Page.

User finds the chosen recipe, and clicks recipe link.

User scrolls down to the ingredients list.

Adds three products to Basket.

User finds the chosen wine, and adds it to the Basket

User finds the chosen dessert, and adds it to the Basket

User finds specific poduct, and adds it to the Basket

User removes bottle of wine from basket and find new wine with "Half price" label and add to basket

User goes to the Multi-Search and clicks 'Edit' and adds all ingredients to the field, then clicks Go
button. Finds all four products and adds them to the Basket.

User reads the total of the items in the shopping basket.

User clicks + button next to the wine bottle in the shopping basket.

User finds Multi Search when asked for it.

User goes to the Multi-Search and clicks 'Edit' and adds all ingredients to the field, then clicks Go
button. Finds all four products and adds them to the Basket.

SCOPE - Relevant system areas, modules and elements that are being tested (i.e.: screens, flows, Ul elements, etc)

Importance
1,3,50r8
Rams) (Fibonacci's
scale)
Home Page 5
Recipes Search Page 8
Recipe Page 8
Groceries Tab 8
Shopping Basket 8
Mega Menu 8
Multisearch Widget 8
Search Results List 8

ISSUE IMPACT LEVELS

Item
Suggestion
Minor
Major
Blocker

Value

o w N

Description

Just a comment, usually a suggestion

Participant stops to think, but proceeds

Participant faces a significant delay or starts doing try-and-error
Participant gets stuck or gives up, only proceeds with help




SUCCESS CRITERIA for Scoring Scenarios (Effectiveness)

Item Value Description
« Completes the task with minimal effort
« Reaches destination within 2 attempts
1 + Does not receive hints from the facilitator
+ Does not encounter error messages
+ Does not mention frustration
« Does not have suggestions for improvement
» Completes the task with moderate effort
« Reaches destination within 3 attempts
* Receives 1 hint from the facilitator
Partial Success 2 « Encounters 1 or 2 error messages
« Has to back up or reenter information
» Has minor suggestions for improvement
» Mentions minor frustration or expresses minor confusion
« Completes with considerable effort
« Reaches destination in 4 or more attempts
* Receives 2 or more hints from the facilitator
« Encounters more than 2 error messages or the same error message more than once
Failure 3 « Has to back up or re-enter information several times
* Has major suggestions for improvement
* Mentions frustration or confusion
* Mentions they would have to call or speak with someone to complete the task
« Concludes the task is complete, when it is not
« Does not complete the task

Success

Skip 4 « Gives up while trying to complete the task and concludes they cannot successfully complete it.
« Task skipped due to time

N/A + Not applicable - task not scored

Effectiveness

As a rule, the optimum respondent number for product effectiveness test is 11-15. This number of respondents is enough to reveal 90-95% of all major user errors in the product, statistical error of the result
calculation being about 10%, so the overall product Effectiveness can be determined with sufficient degree of confidence:

hitp://ui-designer.net/t htm
good 90-100%

normal 75-90%

bad 50-75%

awful 0-50%

SUS Scores - Descriptive Statistics of SUS Scores for Adjective Ratings

SUS yields a single number representing a composite measure of the overall usability of the system being studied.
Note that scores for individual items are not meaningful on their own.

p JUS_Bangor_May2009.pdf
htps: yst bility-scal
Adjective Grade Scale SUS Score
Excellent A >80.3
Good B 68 - 80.3
OK (03 68 67 - average score for a large web application
Poor D 51-68 (Quantifying the User Experience: Practical Statistics
Awful F <51
BENCHMARKS (time on task)
Competitor Task 1 Task 2 Task 3 Task 4 Task 5 Task 6 Task 7 Task 8 Task 9 Task 10

SuperValu

QUANTITATIVE DATA TO BE COLLECTED

Type of data Methods Metrics

Notes
Task success rate Conventional Usability Test
Task completion rate Conventional Usability Test Effectiveness Number of tasks completed successfuly / Total number of tasks undertaken * 100%
Error rates Conventional Usability Test Effectiveness Average number of errors per task
Time on task Conventional Usability Test Efficiency Task Time = End Time — Start Time
Satisfaction questionnaire ratings SUS (System Usability Scale) Questionnaire Satisfaction
QUALITATIVE DATA TO BE COLLECTED
Type of data Methods Metrics Notes
Observations about pathways Conventional Usability Test, Think Aloud
participants took
Problems experienced Conventional Usability Test, Think Aloud, Interview
Comments/recommendations Think Aloud, Interview
Answers to open-ended questions Interview
USABILITY METRICS (The ISO/IEC 9126-4 approach to Usability Metrics)
i i rics-a-guide-i tify-systs bili
http://ui-designer.net/usability/efficiency.htm
Example
Effectiveness E = ((3*1 + 1*0)/(4*1))*100% = 75% 4 users work wi@h a product according to 1 scenario. Three users complete the scenario successfully
and one user fails.
Time-Based Efficiency Pt=(1/1+ 1/2 + 1/3 + 0/6) / (1*4) = 11/24 (goals/sec) "4 users work with a product according to 1 scenario.
Overall Relative Efficiency P = ((1*1 + 1*2 + 1*3 + 0*10)/(1 + 2 + 3 + 10))*100% = 37.5% Three users complete the scenario successfully and one user fails.
Expert Relative Efficiency Pe = 75%* (4*1)/(1 + 2 + 3 + 10) = 18.75% Scenario completion time with the first user is 1 sec, 2 sec with the second user, 3 sec with the third
Task Level Satisfaction
Test Level Satisfaction SUS Calculator

WE MIGHT NEED IT AT SOME POINT:

COMMENT TYPES - The way comments are categorized

Item
Positive Praise, joy comment, etc
Negative Complaint, reaction of annoyance etc
Neutral Generic, indifferent comment (i.e.: Participant make a reinforcement of something trivial that happen during the test)




Appendix C2 - Success Criteria for Scoring Scenarios
(Effectiveness)

SUCCESS CRITERIA for Scoring Scenarios (Effectiveness)

Item Value Description
« Completes the task with minimal effort
+ Reaches destination within 2 attempts
« Does not receive hints from the facilitator
« Does not encounter error messages
«+ Does not mention frustration
+ Does not have suggestions for improvement
+ Completes the task with moderate effort
« Reaches destination within 3 attempts
* Receives 1 hint from the facilitator
Partial Success 2 « Encounters 1 or 2 error messages
+ Has to back up or reenter information
+ Has minor suggestions for improvement
+ Mentions minor frustration or expresses minor confusion
« Completes with considerable effort
+ Reaches destination in 4 or more attempts
* Receives 2 or more hints from the facilitator
« Encounters more than 2 error messages or the same error message more than once
Failure 3 + Has to back up or re-enter information several times
+ Has major suggestions for improvement
+ Mentions frustration or confusion
+ Mentions they would have to call or speak with someone to complete the task
« Concludes the task is complete, when it is not
+ Does not complete the task
Skip 4 « Gives up while trying to complete the task and concludes they cannot successfully complete it.
+ Task skipped due to time
N/A + Not applicable - task not scored

Success 1




Appendix C3 - Email Template - Usability Study
Recruiting

Recruitment Email

SUBJECT LINE: Team Clio invites you to participate in a e-commerce website study!
Hello,

My name is from IADT, and I'm running usability study of the Tesco.ie as a
part of the continuous assessment. In an effort to improve the website, together with my
colleagues we're looking for people who may be interested in trying out tesco.ie and
giving feedback after using it. If you qualify, you will receive [$XX] to participate.

What will I be doing in a usability study?
You will be asked to do several short activities on the website. You will also be asked
questions about your experience and perceptions of the website.

How long is a session? One hour

When and where?

The study will be held [DAYS, DATES]. You will be asked to participate [in person at our
office in XX.] OR [by phone. No traveling is required as this is a remote study that will
be performed online. You may participate using your office or home computer.]

Interested in participating?

Please reply to this email with your contact information or call me at [ADD PHONE]. I'll
give you a call to ask you some questions to help us determine if you qualify for the
study.

If you have any questions, please contact me at [EMAIL].

Thank you for interest,

[NAME AND TITLE]



Appendix C4 - Email Template - Confirmation

Confirmation Email (In Person Study)

[NOTE: This can be sent as an email or in an Outlook meeting notice.]
SUBJECT LINE: Confirmation: Your participation in our usability study
Dear [PARTICIPANT NAME]:

Thank you for agreeing to participate to test the Tesco.ie website. As I mentioned, you
will be asked to try out the website and give us your thoughts about your experience.
Please answer the Pre-test questionnaire before the session. [LINK]

You are scheduled to participate as follows:

DATE: [DAY, DATE]
TIME: [TIME]
PLACE: [ADDRESS, LINK TO MAP]

A few key reminders:

You will be given [$XX] in exchange for your participation.

During the study, we will ask you to complete some tasks using the website.
You'll talk out loud as you work so the facilitator can follow along.

With your permission, the session will be recorded. We will only use the recording
to decide how to improve the website. Your name will not be used for any
purpose beyond this session.

Also, we 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!

[NAME OF FACILITATOR AND CONTACT INFORMATION]



Appendix C5 - Screening Questionnaire

Study Questionnaire
*Required

1. Email address *

2. 01. Would you be interested in participating? *
Mark only one oval.

Yes

No

3. 02. Please pick the option better represents you *
Mark only one oval.

Under 18
Over 18

4. 03. Do you do your grocery shopping? *
Mark only one oval.

Yes

No

5. 04. Do you use the Internet? *
Mark only one oval.

Yes

No

6. 05. Have you ever used Tesco.ie to do your grocery shopping? *
Mark only one oval.

Yes
No

Send me a copy of my responses.

Powered by
E Google Forms


https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms

Appendix C6 - Pre-Test Questionnaire

Pre-test Questionnaire

1. Email address *

2. 02. What age range do you fall into?
Mark only one oval.

18-24
25-34
35-44
45-54

55 or over

3. 03. Please indicate your gender.
Mark only one oval.

Female
Male
Other:

4. 04. How often do you use the Internet?
Mark only one oval.

Never

Less than once a month
At least once a week
Several times a week

Once a day or more

5. 05. In a day to day bases, please indicate if you use any of the following on the Internet. [You
can pick more than one option]

Tick all that apply.
Browsing
Online shopping
Internet Banking
Forums

Social Media

6. 06. Have you ever done any shopping online?
Mark only one oval.

Yes
No

7. 07. If apply, how often do you shop online?
Mark only one oval.

Once a week
Once every two weeks
Once a month

Once in a while

8. 08. Have you ever done your grocery shopping online?
Mark only one oval.

Yes

No



9. 09. If apply, how often do you do your grocery shopping online?
Mark only one oval.

Once a week
Once every two weeks
Once a month

Once in a while

10. 10. Have you ever visited Tesco.ie?
Mark only one oval.

Yes
No

Do not remember

11. 11. If apply, when was the last time you visited Tesco.ie?
Mark only one oval.

This week

Within the past week
Within the past month
1-3 months ago

Over 3 months ago

12. 12. Have you ever done your grocery shopping online from Tesco.ie?
Mark only one oval.

Yes
No

13. 13. If you were to have your friend over for dinner this weekend, from the menu below, what
main course would you most like to cook for them?

Mark only one oval.

Stuffed Chicken
Turkey meatballs
Chickpea bean stew

Roasted Pepper and Chorizo Salad

14. 14. What kind of wine would you choose to have?
Mark only one oval.

Rioja
Merlot
Sauvignon

Pinot Grigio

15. 15. And, what would you serve as a desert?
Mark only one oval.

Ice Cream
Frozen Desserts
Pie

Cake

Send me a copy of my responses.

Powered by
B Google Forms


https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms

Appendix C7 - Usability Testing Guide
Usability Testing Guide

Introduction

Web browser should be open showing Google.com tab.

Have a second hidden tab open with Tesco.ie.

Ensure you are logged in and have a delivery day chosen.

Hi [participant name],

Thank you for participating in today’s session. My name is [facilitator name], and | will be walking you
through this session today. Before we begin, | have some information for you, and I’'m going to read it
to make sure that | cover everything.

We would like to improve users experience on tesco.ie website, make the website more intuitive and
pleasant to use.

One important point I'd like to make is that we are evaluating this website, but not testing you in any
way. If you run into problems, those reflect the design of the website, not your skills or abilities. Your
comments are very important to us. So, we ask you, to give us your honest opinions (both good and
bad) of what you see. Don’t be shy. Because we are not responsible for the design of this website, we
won't take any of your feedback personally, either positive or negative.

Consent Form

With your permission, I'm going to record what happens on the screen and our conversation. The
recordings will only be used for this project. The data from this study will not be used for any other
purpose. Your full name will not be associated with the recordings or any other data collected during
the session.

Please read and sign this consent form, which states that you give us permission to record your
screen activity and your voice.

Hand user consent form. Allow user ample time to fill out completely

Turn on screen recorder




Priming Activity

Can you tell me a bit about yourself.
What do you do for living?

What are your hobbies?

Do you like to cook?

In the pre-questionnaire, we asked you to
imagine that:

“Your friend is coming over this weekend,
and you are going to prepare a dinner. What
main course would you like most to cook for
them, what bottle of wine would you choose
to have, and what would you serve as a
desert?

Do you remember your choices?

Main Course Wine
Stuffed Chicken
Turkey meatballs Merlot
Chickpea bean stew
Roasted Pepper and Chorizo Salad

Homepage Tour

Rioja

Sauvignon
Pinot Grigio

Dessert

Ice Cream
Frozen Desserts
Pie

Cake

We will now begin the test. Please open the
tesco.ie tab, and have a look at the homepage.

You can scroll if you want, but please don’t click
on anything yet.

Can you tell me your first impressions:

What can you do on this site?

What products or services are offered on
this site?

Who is this site intended for?

Are there particular things which catch
your eye?




Introducing Activities

There are a number of activities to be completed on the site which | will ask you to do one at a time.
I’'m going to read each of them out loud and give you a printed copy. Again | would like to stress that
we're testing the site, not you. You can’t do anything wrong here.

For thinking aloud participants

During this session, I'd like you to think aloud. In other words, tell me what you are thinking,
describe the steps you are taking, what you are expecting to see, why you are doing what you’re
doing, and so on. Your comments are very important to us. So, we ask that you to give us your
honest opinions (both good and bad) of what you see. Don’t be shy.

Activities

Read the first activity aloud and give them its print version

Answers if Participant asks for help:

“Where would you click in this case?”

“How do you think that would work?”

“How might you get assistance to figure this out?”

So you are having your friend over for this weekend and you need to buy some things for the dinner.
Please attempt the following tasks:

1
Find a recipe similar to the one you would like to
make for your friend

2
Add the first 3 ingredients into your shopping
basket

3
Get a bottle of wine similar to the one you
decided on

4
How about dessert? Get the dessert you
decided on

5
For snacks get a 250G box of Jacob’s Italian
Cracker Lightly Salt




6
Swap the bottle of wine for something similar but
at half price offer at the moment

7
For the cleanup after, buy the following cleaning
products:
e a 780 ml bottle of Fairy Original Washing
Up Liquid
e 1 Medium box of Marigold Extra Life
Kitchen Gloves
e a 9 pack of Cushelle Quilted Toilet Rolls

8
Check how much it cost?

9
Why not add another bottle of that wine you got
on offer

Additional Activity

Give it to participants in case they don’t use multi-search tool in the first activity.

10
Please find the Multi Search box and buy the
following items:

1 L carton of Avonmore Milk

1009 Kenco Smooth Instant Coffee
A 12 pack of free-range eggs

A pancake ready-mix

Questionnaire

Please complete the post-test questionnaire. This questionnaire will help us gain some value
information regarding your overall thoughts on the usability of this website.

Open SUS questionnaire
https://docs.google.com/forms/d/e/1FAIpQLSe WMi2tLOBxqHomTQ94lyvhRD7PxdSoq-S6C4s8kS
Vj23iyVQ/Niewform

Stop the screen recorder and save the file

Thank you. The test is now complete.



Post-Session Interview
1. So to wrap up could you tell me your overall impression of the website?
2. What did you find most useful about this website?
3. What did you find least useful about this website?

4. Do you have any final comments or suggestions or questions for me?



Activities (Participant’s Copy)

So you are having your friend over for this weekend and you need to buy some things for the dinner.
Please attempt the following tasks:

#1 Find a recipe similar to the one you would like to make for your friend

#2 Add the first 3 ingredients into your shopping basket

#3 Get a bottle of wine similar to the one you decided on

#4 How about dessert? Get the dessert you decided on

#5 For snacks get a 250G box of Jacob’s Italian Cracker Lightly Salt

#6 Swap the bottle of wine for something similar but at half price offer at the moment

#7 For the cleanup after, buy the following cleaning products:

e a 780 ml bottle of Fairy Original Washing Up Liquid
e 1 Medium box of Marigold Extra Life Kitchen Gloves

e a 9 pack of Cushelle Quilted Toilet Rolls

#8 Check how much it cost?

#9 Why not add another bottle of that wine you got on offer

You're sorted! Go to check out and wait for the facilitator directions.


https://www.tesco.ie/groceries/Product/Details/?id=266803858

Additional Activity

#10 Please find the Multi Search box and buy the following items:

1 L carton of Avonmore Milk

100g Kenco Smooth Instant Coffee
A 12 pack of free-range eggs

A pancake ready-mix



Appendix C8 - SUS Questionnaire
Satisfaction Questionnaire

1. Email address *

2. Please check the box that reflects your immediate response to each statement. Don't think
too long about each statement. Please make sure you respond to every statement. If you
don't know how to respond, simply check box "Neutral”

Mark only one oval per row.

Strongly
Disagree

Strongly

Disagree Neutral Agree Agree

| think that | would like to use
this website frequently.

| found the website
unnecessarily complex.

| thought the website was easy
to use.

| think that | would need the
support of a technical person to
be able to use this website.

| found various functions in this
website were well integrated.

| thought there was too much
inconsistency in this website.

| would imagine that most
people would learn to use this
website very quickly.

| found the website very
cumbersome to use.

| felt very confident using the
website.

| needed to learn a lot of things
before | could get going with this
website.

0000000000
0000000000
0000000000
0000000000
0000000000

| Send me a copy of my response.

Powered by
E Google Forms


https://www.google.com/forms/about/?utm_source=product&utm_medium=forms_logo&utm_campaign=forms

Appendix D1 - Screening Questionnaire Results

19 Responses

01. Would you be interested in participating? 02. Please pick the option better represents you

19 responses 19 responses

® Yes @ Under 18
® No @ Over 18
03. Do you do your grocery shopping? 04. Do you use the Internet?
19 responses 19 responses
® Yes ® Yes
® No ® No

05. Have you ever used Tesco.ie to do your grocery shopping?

1% responses

® Yes
® No




Appendix D2 - Pre-Test Questionnaire Results

14 Responses

02. What age range do you fall into? 03. Please indicate your gender.

14 responses 14 responses

® 1824 @ Female
® 25-34 ® Make
O 3544

® 4554

@ 55 or over

04. How often do you use the Internet?
14 responses

@ Neaver

@ Less than once a month
O At least once a week
@ Several times a week
@ Once a day or more

05. In a day to day bases, please indicate if you use any of the following on
the Internet. [You can pick more than one option]

14 responses

Browsing 14 {100%)
Online shopping
Internet Banking

Forums

Social Media




06. Have you ever done any shopping online? 07. If apply, how often do you shop online?

14 responses 14 responses

® Yes @ Once aweek
® No @ Once every two weeks
@ Once a month
@ Once in a while
08. Have you ever done your grocery shopping online? 09. If apply, how often do you do your grocery shopping online?
14 responses 4 respanses
® Yes @ Once a week
@ No @ Once every two weeks

@ Once a month
@ Cnce in a while

10. Have you ever visited Tesco.ie?
14 responses

® Yes
& No

@ Do not remember

11. If apply, when was the last time you visited Tesco.ie?

9 responses

@ This week

@ Within the past week
@ Within the past month
@ 1-3 months ago

@ Over 3 months ago




12. Have you ever done your grocery shopping online from Tesco.ie?

14 responses

® Yes
@ No

13. If you were to have your friend over for dinner this weekend, from the
menu below, what main course would you most like to cook for them?

14 responses

@ Stuffed Chicken

@ Turkey meatballs

@ Chickpea bean stew

@ Roasted Pepper and Chorizo Salad

14. What kind of wine would you choose to have?

13 responses

® Rioja
@ Meriot
@ Sauvignon
@ Pinot Grigio

15. And, what would you serve as a desert?
14 responses

@ Ice Cream

@ Frozen Desserts
@ Pie

@ Cake




Appendix D3 - SUS Questionnaire Results

s W StonglyDisagree WM Disagree WM Neutal NN Agree NN Strongly Agree

[

k. B oal || .|u| IErgl I|

n - | - - = LM &1 - | N |
Q1 Q2 Q3 Q4 Q5 Q6 Q7 Q8 Q9 Q10

Q1 -1 think that I would like to use this website frequently.

Q2 -1 found the website unnecessarily complex.

Q3 - I thought the website was easy to use.

Q4 -1 think that I would need the support of a technical person to be able to use this website.
Q5 - I found various functions in this website were well integrated.

Q6 - I thought there was too much inconsistency in this website.

Q7 - I would imagine that most people would learn to use this website very quickly.

Q8 - I found the website very cumbersome to use.

Q9 - I felt very confident using the website.

Q10 - I needed to learn a lot of things before I could get going with this website.



Appendix D4 - Consent Form Template

Consent & Recording Release Form

| agree to participate in the study conducted and recorded by the IADT student for the needs of the
Fundamentals in UX Design course assignment.

| understand and consent to the use and release of the recording by IADT. | understand that the
information and recording is for research purposes only and that my name and image will not be used
for any other purpose. | relinquish any rights to the recording and understand the recording may be
copied and used by IADT without further permission.

| understand that participation in this usability study is voluntary and | agree to immediately raise any
concerns or areas of discomfort during the session with the study administrator.

| understand that disguised extracts from my interview may be quoted in the Report Paper submitted
for Fundamentals in UX Design course assignment.

| understand that during this study | might be asked to:
Work with the site to do a set of tasks
Talk out loud while doing this task

Answer interview questions

[ ]
[
[ ]
e Take an online survey

Please sign below to indicate that you have read and you understand the information on this form and
that any questions you might have about the session have been answered.

Date:

Signature of research participant:

I believe the participant is giving informed consent to participate in this study.

Date:

Signature of researcher:



https://www.usability.gov/how-to-and-tools/resources/templates/consent-recording-release-form-adult.html

Appendix D5 - Example of Notes Taken During Usability Test

Usability Test Scores & Notes for Tesco.ie
Date: 23/02/18 Participant: Maria Isabel Rivas Tester: Jordana Gomez
Think Out Loud testing

Home Page Tour:

e Too many thing going on
e |t seems you can do a lot of things on this website
e The big yellow offer sing calls my attention

Task:
Find a recipe similar to the one you would like to make for your friend
| Success Partial Success Failure Skip N/A

e She went straight forward to “Inspiring Recipes” to search for the one she picked, but
she wasn’t 100% sure that it was the right way to go.

e There wasn’t tag for the main ingredient she was looking for so she was about to pick
the one she thought it could be under

e She scrolled down but she wasn’t confident it was going to give her anything good.

e She made a point about not scrolling down, she prefers to have everything on the
first part of the site, just one screen

Add the first 3 ingredients into your shopping basket
| Success Partial Success Failure Skip N/A

e She saw the big blue “Shop Ingredients” button understanding that through clicking it

she was going to get to the grocery shopping site of the web.

She felt overwhelmed when the Grocery site opened.

She wanted to leave.

Too many things going on and she doesn’t really know where to start.

She was expecting to be able to click to step 3 of the explanation of how Tesco.ie

works, but it is not a clickable item. She didn’t realize it only is an explanatory board.

e Eventually she found Multisearch box, read the explanation of how it works but she
decided on not using it yet.

e She had one more look around moving over the tabs under Groceries menu.

e Finally she decided on using the Multisearch box

e She saw, since the beginning, the “Next search option”, but was expecting the site
would have changed to the next item on the list by itself once she added the first one
to the basket

e She was surprised to get products that contain onion instead fresh onions as first
results



e After scrolling the whole way down and coming back, she realized she can filter her

search
Get a bottle of wine similar to the one you decided on
| Success Partial Success Failure Skip N/A

e She found the product through “Groceries” sub tabs

How about dessert? Get the dessert you decided on
| Success Partial Success Failure Skip N/A

She used again the same method than before to find the range of products

She decided to filter her search to get less products

She didn’t like the fact that the calories information is at the very beginning

It took get a while to find the flavour of the ice cream she picked mixed with all the
rest information about the product

For snacks get a 250G box of Jacob’s Italian Cracker Lightly Salt
| Success Partial Success Failure Skip N/A

e She typed the whole information given
e After that she realized the “Single search box”

Swap the bottle of wine for something similar but at half price offer at the moment
| Success Partial Success Failure Skip N/A

e She thought that offers about a product could have been shown anyhow closer to the
products in the basket or get suggestions

For the cleanup after, buy the following cleaning products:

e a 780 ml bottle of Fairy Original Washing Up Liquid
e 1 Medium box of Marigold Extra Life Kitchen Gloves

e a 9 pack of Cushelle Quilted Toilet Rolls
| Success Partial Success Failure Skip N/A

e She already knew what to expect
e She really liked the Multisearch box, it's handy and make things easier

Exploratory Tasks
Check how much it cost?
| Success Partial Success Failure Skip N/A

e She just looked at the preview of the shopping basket



Why not add another bottle of that wine you got on offer
 Jsuccess Partial Success Failure Skip N/A

e She saw the Plus button on the shopping list and knew what it does
e Checking out: She didn’t like much the be reminded of the offer she was
missing

Short Interview:

1. So to wrap up could you tell me your overall impression of the website?
e Lot of things and information on the homepage
e |t could be better having less words and more pictures or big buttons
e |tis not need to see everything they do on the home page
e Recipe site: like having the option of sharing on social media
e Liked the “Shop ingredients” button
e Overall looks more modern and new
e Home page recipe site could be more colourful, perhaps having even videos
e Search box is not really clear. She didn’t know if it was going to search on
recipes or the whole site
e Check out is overwhelming too many information
2. What did you find most useful about this website?
e The Multisearch box, time saver, easy to use and understand how it works
3. What did you find least useful about this website?
e Descriptions
e Results given after a search doesn’t give you the main object, instead you get
items that include that ingredient or object
4. Do you have any final comments or suggestions or questions for me?

e No further comments



Success Level Criteria

Completes the task with minimal effort
Reaches destination within 2 attempts

Does not receive hints from the facilitator
Does not encounter error messages

Does not mention frustration

Does not have suggestions for improvement

. Success

Completes the task with moderate effort

Reaches destination within 3 attempts

Receives 1 hint from the facilitator

Encounters 1 or 2 error messages

Has to back up or reenter information

Has minor suggestions for improvement

Mentions minor frustration or expresses minor confusion

Partial Success

Completes with considerable effort

Reaches destination in 4 or more attempts

Receives 2 or more hints from the facilitator

Encounters more than 2 error messages or the same error
message more than once

Has to back up or re-enter information several times

Has major suggestions for improvement

Mentions frustration or confusion

Mentions they would have to call or speak with someone to
complete the task

e Concludes the task is complete, when it is not

o Failure

Does not complete the task
‘ Skip e Gives up while trying to complete the task and concludes they
cannot successfully complete it.
e Task skipped due to time

N/A e Not applicable - task not scored



Appendix E1 - Participants Characteristics (Rainbow Spreadsheet)

PARTICIPANTS CHARACTERISTICS (PRE-TEST QUESTIONNAIRE)

Participant P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13 P14

Researcher Gabi Gabi Gabi Jordana Jordana Jordana i i i i Elias Elias. Elias. Agnieszka

<Dasyihe<(:;:'eed>si1s,is::> Fri, 24/02/2018 20:00  Fri, 24/02/2018 22:00  Fri, 24/02/2018 23:00  Sat, 24/02/2018 17:00  Tue, 20/02/18 20:00 Fri, 23/02/18 17:00 Wed, 21/02/2018 21:00 Thu, 22/02/2018 18:00 Wed, 21/02/2018 19:00 Thu, 01/03/2018 16:00 28/02/18 26/02/18 23/02/18 Thu, 01/03/2018 12:30

Project Manager/ Translations Project

Profession (optional) Developer Graphic Designer Graphic Designer Web developer Musician Student Project Architect Translator Accountant IT Support Analyst Youth worker Copywriter Graphic Designer Manager
Age range 25-34 25-34 25-34 25-34 25-34 35-44 35-44 18-24 35-44 25-34 25-34 45-54 25-34 35-44
Gender Male Female Female Male Male Female Male Female Female Male Female Male Female Female

Internet Usage Frequency Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more Once a day or more

Browsing Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes
Online Shopping No No No Yes No No Yes Yes Yes Yes Yes No Yes No
Internet Banking Yes Yes Yes Yes Yes No Yes Yes No Yes Yes Yes Yes No
Forums Yes Yes Yes Yes Yes No No No No No No No No No
Social Media Yes Yes Yes Yes Yes Yes No Yes Yes Yes Yes No Yes No
Online Shopping Ever Done Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes
Online Shopping Frequency Once in a while Once in a while Once in a while Once every two weeks  Once in a while Once in a while Once a week Once in a while Once every two weeks Once a week Once in a while Once in a while Once a week Once in a while
Online Grocery Shopping No No No No No No No No Yes Yes Yes Yes No No
Online Grocery Shopping Frequency 1N/A N/A N/A N/A N/A A N/A N/A Once in a while Once in a while Once in a while Once in a while N/A N/A
Visited Tesco.ie Yes No Do not remeber Yes No Yes Yes No Yes Yes Yes Yes No No
Last Tesco.ie visit Within the past month  N/A N/A Within the past month /A Over 3 months ago Over 3 months ago N/A Over3 monthsago  Over 3 months ago 1-3 months ago Over 3 months ago N/A N/A
Done Grocery Shopping on Tesco.ie No No No No No No No No No Yes No No No No
Main course choice Turkey meatballs Stuffed Chicken gzg:ﬁ’;:lsger and Stuffed Chicken Turkey meatballs Chickpea bean stew Turkey meatballs Stuffed Chicken Stuffed Chicken Stuffed Chicken Chickpea bean stew Stuffed chicken Chickpea bean stew Chickpea bean stew
Wine choice Pinot Grigio Pinot Grigio Pinot Grigio Rioja Rioja Rioja Pinot Grigio Sauvignon Sauvignon Merlot Merlot Rioja Sauvignon Merlot
Desert choice Ice cream Ice Cream Pie Ice cream Cake Ice cream Cake Cake Cake Cake Pie Ice cream Ice cream Cake
Screening Questionnaire URL https://docs.google.com/ https://docs.google.com/ https://docs.google.com/ https://docs.google.com/ https://docs.google.com/ https://docs.google.com/ https://docs.google.com! https://docs.google.com/ https://docs.google.com/ https://docs.google.com/ https://docs.google.com/
Pre-test URL https://docs.google.com/ https://docs.google.com/ https:/docs.google.com/ https://docs.google.com/ https://docs.google.com/ https://docs.google.com/ https:/docs.google.com/ https://docs.google.com/ hitps://docs.google.com/ https:/docs.google.com/ https://docs.google.com/
Video URL https://drive.google.com/ t ://drive.google.com! https://drive.google.com/ ive.google.com ive.google.com! ive.google.com/ ive.google.com/ https://dr joogle.com/ b ive.google.com ive.google.com, ://drive.google.com)
Collected Data (Folder) URL | https:/drive.google.com/ ive.google.com; ive.google.com, google.com/ google.com/ https:/drive.google.com/ ive.google.com; ive.google.com, ive.google.com/ ive.google.com/ https://drive.google.com/ t ive.google.com ive.google.com! ://drive.google.com)
Notes video has no sound,

but notes were taken



Appendix E2 - Metrics (Rainbow Spreadsheet)

METRICS
PARTICIPANT Task 1 Task 2 Task 3 Task 4 Task 5 Task 6 Task 7 Task 8 Task 9 Task 10 TOTAL NOTES
Success Tir_ne . Success Tir.ne " Success Til!19 " Success Tir_ne " Success Tir.ne " Success Tir_ne " Success Tir.ne " Success Til!19 " Success Tir_ne " Success Tir.ne " Completion Success  Partial Failure Skip Total Time
(1-4)  (MM:SS) (1-4)  (MM:SSY (1-4)  (MM:SS) (1-4)  (MM:SSY (1-4)  (MM:SS) (1-4)  (MM:SSY (1-4)  (MM:SSY (1-4)  (MM:SS) (1-4)  (MM:SSY (1-4)  (MM:SS) Rate % Success (MM:SS)
P1 2 N/A[1] 1 N/A 1 N/A 1 N/A 1 N/A 1 N/A 3 N/A 1 N/A 1 N/A 1 N/A 90% 8 1 1 0 N/A | Think Aloud
P2 3 03:22 1 01:20 1 00:54 1 00:24 1 00:46 2 01:23 3 01:32 1 00:05 2 00:29 3 03:13| 70% 5 2 3 0 13:28
P3 3 03:46 3 03:48 1 00:32 1 02:43 1 00:36 1 00:48 3 01:26 1 00:08 1 00:08 2 03:16 70% 6 1 3 0 17:11
P4 2 02:00 1 02:03 1 00:17 1 00:38 1 00:11 1 01:18 3 01:03 1 00:06 1 00:03 1 02:05( 90% 8 1 1 0 09:44
P5 3 04:07 1 01:00 1 00:25 1 00:54 1 00:26 3 05:38 3 03:05 1 00:08 1 00:11 1 02:04 70% 7 0 3 0 17:58
P6 1 N/A [2] 1 N/A 1 N/A 1 N/A 1 N/A 1 N/A 1 N/A 1 N/A 1 N/A 4 N/A 90% 9 0 0 1 N/A | Think Aloud
P7 3 N/A [3] 3 N/A 2 N/A 1 N/A 1 N/A 1 N/A 3 N/A 1 N/A 1 N/A 1 N/A 70% 6 1 B 0 N/A | Think Aloud
P8 2 01:13 3 01:22 1 00:15 1 00:16 1 00:48 2 01:21 3 01:38 1 00:06 B 00:16 1 N/A 4]} 60% 5 1 4 0 N/A
P9 3 00:56 2 01:57 1 00:19 2 01:25 1 00:26 2 02:03 3 01:19 1 00:04 1 00:06 2 NATS])  80% 4 4 2 0 N/A
P10 1 00:41 3 01:31 1 00:23 1 00:25 1 00:17 1 00:48 3 01:03 1 00:09 1 00:16 2 NA B} 80% 7 1 2 0 N/A
P11 3 N/A 3 N/A 2 01:01 1 00:38 1 N/A [7] 1 00:48 3 N/A [8] 1 00:02 1 00:05 3 N/A 60% 5 1 4 0 N/A
P12 3 N/A [9] 1 N/A [10] 1 00:43 1 00:27 1 00:17 1 00:26 3 N/A 1 00:02 1 00:06 3 N/A 70% 7 0 3 0 N/A
P13 2 N/A[11] 3 N/A 1 N/A 1 N/A 2 N/A 1 NA 3 N/A 1 N/A 1 N/A 3 NA 70% D) 2 3 0 N/A | Think Aloud
P14 1 00:42 3 01:57 1 00:18 1 00:31 1 00:27 2 01:46 3 01:32 1 00:06 3 00:15 1 NAT12]) T0% 6 1 3 0 N/A
Average Time 02:06 01:52 00:31 00:50 00:28 01:38 01:35 00:06 00:12 02:40 14:35
Success 3 6 12 13 13 9 1 14 1" 6
Partial Success 4 1 2 1 1 3 0 0 1 3
Failure 7 7 0 0 0 2 13 0 2 4
Skip (] 0 0 0 0 0 0 0 0 1
Completion Rate*  50% 50% 100% 100% 100% 86% 7% 100% 86% 64%
SUCCESS 1 Success NOTE:
CRITERIA 2 Partial Success *To add time type it in format: 00:00:00 (hh:mm:SS)
3 Failure * For Think Aloud we don't measure time (N/A): P1, P6, P7, P13
4 Skip * Completion Rate: tasks with success rate 1 and 2 / number of tasks
Mean 23 02:06 21 01:52 1.1 00:31 1.1 00:50 1.1 00:28 1.5 01:38 29 01:35 1.0 00:06 1.4 00:12 20 02:40
Count 14 8 14 8 14 10 14 10 14 9 14 10 14 8 14 10 14 10 14 4
Standard deviation 0.8 01:27 1.0 00:52 0.4 00:16 0.3 00:44 0.3 00:13 0.8 01:29 0.5 00:39 0.0 00:02 0.7 00:08 1.0 00:40
95% confidence 0.4 01:00 0.5 00:36 0.2 00:10 0.1 00:27 0.1 00:08 0.4 00:55 0.3 00:27 0.0 00:01 0.4 00:05 0.5 00:40



Appendix E3 - Post-Session Interview Results (Rainbow Spreadsheet)

P1

P2

P3

P4

P5

P6

P7

P8

P9

P10

P11

P12

P13

P14

POST-SESSION INTERVIEW

Question 1

So to wrap up could you tell me your overall impression of
the website?

Very inconsistent and complicated

Liked the recipes site

Didn't find any advantage in buying online (price wise)
Suggested that deals should be featured

Homepage menu is inconsistent, because the buttons on the
bottom look the same

Inconsistent design

After clicking an recipe ingredient link, expected to see options
of that product, which doesn't happen

* A lot of information going on and very tight up

* Too many things to read

* He felt overwhelmed with information

* Too many different options to do one thing and you don’t know
which one is the right one or if there is a wrong one even

* Too much text, small and close

* Inconsistency between the menus: the one above the offers
have drop down menus, that he realized once the moved over
them; and the one below the offers have no drop down menu

* The option for shopping groceries online is not clear

* The home page looks more like an information site

* Recipe site,inside a recipe: very clean, more space and more
straight forward

* The link on the ingredients are very useful but took him a while
to realize they were links

* He didn't like the fact that a new tab opens every time a link is
clicked

* Recipe site, home page: it took him time to find the search box
on the page. He was expecting to have it above the “Browse by”
options

* Once he found the Search box he wasn’t sure about where he
was going to search, just on the recipe site or on the whole web
* Grocery site: too much information

* Multisearch is not really clear, specially the option of moving to
the next item.

* “Next search item” option is not clear enough

* Prefered Single search and Multisearch to find product rather
than try to find them by aisles

* Multisearch box is really handy for searching for a list of
product but it's not really easy to understand how it works

* Offers are hidden away and weird layout

* Overall bad layout

* Recipes Site: Tags don’t work

* Lot of things and information on the homepage

* It could be better having less words and more pictures or big
buttons

* Itis not need to see everything they do on the home page

* Recipe site: like having the option of sharing on social media
* Liked the “Shop ingredients” button

* Overall looks more modern and new

* Home page recipe site could be more colourful, perhaps
having even videos

* Search box is not really clear. She didn’t know if it was going
to search on recipes or the whole site

* Check out is overwhelming too many information

The website is uncategorised graphically. Not pleasing to look
at.

Very useful, but at the same time feels like a draft of the
website.

The web was good in general. Tabs have too much information
and it's hard to find something you are looking for.

"It was too much reading even for an avid reader."

There are few unnecessary things repeating themselves like
Book a Slot button.

"What do they mean by "book a slot", what for is it?"

It was difficult to find recipes.

Likes colours, they are nice and bright. Would prefer red button
to check out.

There is too much information on the website. | know already
the website, so it's easier for me to navigate. When | was using
it for the first time it was a bit confusing. | didn't know what are
differences between different offers.

| search for deals and offers and | believe regular customer
would look for them.

| was never using recipes section, but if there were good recipes
I would use it.

*“| think it's a little busy and a bit cheap.”

*It makes me feel cold.”

*Loads happening

*Tesco store is a little bit easier to understand

*Why are the search filters not located with the search bar?

*First impression was that the activity was going to be
complicated and daunting

*“After that | found it relatively simple to use through the simple
search”

*Overcomplicated page, lots of redundant areas

*Visually dated

*Search engine does not give relevant results

*Search engine does not give suggestions if you have typed
something badly

*Participant suggests being able to see the shopping list as you
shop

Website is easy to follow, clear and bright, very useful.
Itis very handy to buy products online.

Question 2
What did you find most useful about this website?

Recipes Links

Single search box

Multisearch (liked after finding out how to use it)

Single search box

Multisearch and searching by list

The Multisearch box, time saver, easy to use and understand
how it works

Multi-search is brilliant, it was easy to figure out how to use it.
There is too many cheap looking adds which makes it difficult to
find what you are looking for.

Top offers destroy visually the website.

Groceries site is a disaster, it doesn't show what | was looking
for. It's very confusing, because it shows steps how to use
website.

The mega menu could be more visual and have icons.

After using search bar suddenly everything is at the bottom of
the page.

Adds with offers are very good. You can spot them easily and
find good deals.

Prefers search box over the multi-search. It is quicker to find
what you are looking for.

It would be useful to be able to reorder products.

Tesco.pl wasn't better. Tesco.ie has a better menu.

If you know what to buy Multi-search can be very useful. | never
use it. | just scroll to find if there is something | want to get.

*Search bar
*Shopping basket; “it's very straightforward”

*Search button; “clear and evident at the top of the page,
worked quickly and gave you what you wanted”
*Shopping basket

*Basket feature was most useful

*Liked the fact that she saw what promotions she missed, which
is highlighted in the basket

*The buttons feel like "Microsoft from the 90s”

Multi-search

Question 3
What did you find least useful about this website?

Red highlights in the basket

Homepage menu

Missing links on Recipe's ingredients

Multisearch box. It's confusing and it's not clear how it works.
Really uncertain

Offer section. Too many options for finding what you want

* Descriptions
* Results given after a search doesn't give you the main object,
instead you get

Maybe the algorithm for search should be fixed and list top
products first.

| didn't understand the concept of the multi-search tool.

Book a Slot button.

There are too many options for the same thing in the Groceries
Tab. You don't know where to click.

| don't know what's the difference between All Offers and Top
Offers.

*The landing page; “I don't really know what it's purpose was”
*The “Multisearch” was confusing, poor search results;

“then the avonmore milk | was supposed to buy didn’t actually
come up”

*“The multisearch is confusing and useless”

*The “Shop Ingredients” botton on the recipes page was useless
and frustrating

Don't know

Question 4

Do you have any final comments or suggestions or
questions for me?
Very confusing website

Website is not attractive at all

No further comment

Related products list below “Product Details” on each product
site

Different layout, it does take a lot of time to find what you want

No further comments

It will be very useful website. Brilliant, if some issues are going
to be addressed.
"Queues are sometimes very long in Tesco"

Good website to do shopping. | didn't like the way it was
organised.

"I'm sure that if | was using it regularly | would get used to it and
it would be easier to use it."

Overall it's a complete website. It's not intuitive if you are using it
for the first time.

*Participant uses greenearthorganics.ie

**You buy veg boxes...there’s a really nice picture of the veg
box, and then there is a title and what's in the veg box, which is
kind of nice because it's graphic, and by colours, looks good,
whereas here I'm looking at an Odlums Pancake Mix which |
can barely see the picture of... looks kind of sad!”

*Tesco feels“practical”

*Greenearth; "your buying organics so it looks good’ltems on
the site look “sad”, in store they look “better”

*Would not see himself using a recipe section on a supermarket
website

*Clustering special offers together would be helpful ( indicates
that participant did not notice the “Special Offers” filter tag

*The site is not an immersive experience

*Itis lacking the product centric feeling of being in a store, you
are always aware of Tesco’s brand but cant involve yourself with
the products on offer, “I'm not going to make impulse purchases,
because it would feel tedious to do so”

*The search results are frustrating and are lacking contextual,
learning capabilities to provide you with relevant alternative
suggestions and results

| did like recipes idea, deals coming up. Recipes can be
inspiring what to get for dinner.



Appendix E4 - SUS Results (Rainbow Spreadsheet)

SYSTEM USABILITY SCALE

Use the table below to help you calculate the SUS score for each participant. A line has been filled out as an example.
Reference: http://www.measuringusability.com/sus.php
1 2 3 4 5 6 7 8 9 10
| think that | would | found the | thought the | think that | would | | found various | thought there | would imagine | found the | felt very | needed to learn
like to use this website website was easy | need the support | functions in this was too much that most people website very confident using a lot of things SuUs
Participant | (OIS | eammiex | " [pomontobaable | isgated | iswebste, | usetiswenste | - wee | o |Tohgwhm | ScOr®
to use this very quickly. website.
website.
P1 1 5 1 1 2 5 1 5 1 4 15.00
P2 & 2 4 3 3 2 & 1 4 2 67.50
P3 1 4 2 2 2 5 1 5 2 3 22.50
P4 4 4 2 2 3 2 4 2 4 2 62.50
P5 S 2 4 1 4 2 5 S 4 1 77.50
P6 2 4 g 2 3 2 4 4 8 2 52.50
P7 4 2 3 1 4 2 2 2 4 1 72.50
P8 4 2 4 1 4 2 4 2 3 1 77.50
P9 4 4 4 2 4 3 4 2 3 2 65.00
P10 5 8 4 1 4 2 4 2 4 2 77.50
P11 S ) 3 2 4 3 2 4 & 2 52.50
P12 2 4 2 1 2 3 2 4 2 3 37.50
P13 1 5 1 2 1 2 2 5 g 4 25.00
P14 S 1 5 1 5 1 5 5 5 1 85.00
Value Key Result: 56.43
1 strongly disagree Poor
2 disagree
3 neutral
4 agree
5 strongly agree

Link to the
Questionnaire Results

https: d le.com/form
https: le.com/form
https://docs.. le.com/form

https://docs.google.com/form

https://docs.google.com/form



Appendix E5 - Notes co

usab

ADDITIONAL NOTES (VIDEQS, HOME PAGE TOUR)

ility

ected during Home Page t
ting (Rainbow Sprea

es

our and
dsheet)

Partcipant Pl P2 P3 [ Ps P 7 P ) P10 P11 P12 P13 P14
Roscarchr abi cabi cabi Jordara Jordana Jordana Agnieszia Agnieska Agnieszia Agriestia Eas Ess Eias Agniesa
Method Think Ao Test Tost Test Tost Think Aoud Thiok Aloud Tost Test Tt Test Tost ik Alowd Conventonal Usabity Test

T S Loeaor e o s svery Wt g Tesco i e o oy T o Notcas St Shopng e
22001 wensle mans Ko where t ook atonon quaiy, low resouion,  grocanes he G card, you  pas. 50 e o an o i brightand colourtu, Coours

ean by ros grocer i i sors a o pro

use my Club Carg, buy im _ esco banki e

e Whas Rosingdifrent ypes e and hovers ovec.

o oy e poning oms o e
e docaverios. on ik ts e Sanvices and pocts
Steres
Too dutered Top ofers, Busy-“aloton Paricipant goss o st Faels Cororate The adverisaments are
shopping right away disracing han othr g s on s wesle | Never hearaof Testo Bank. |ownrs who needio oG Iiomatonanthe page. 10 Buyig oo Shopping and get ot v,
ices Recipes k. wasie _ Shopping, who has » Notices isaronic, toys.

colecion sence hovsenakdio shop or sa
Atenion drawn o e midcie o Notices Gub Card-Ican  Coldcoours, felskind of 55, ot S
Gar o th st (Communly & Py cans
Fund, Insiing Recipes, Sso mages Notces Tesco Mobll ook for raope
Baby Gl and No T For oo
Wasta butons)
Top butons have drp down Interesod in Racpes Ink.  Notoss the image o a man 16 3 grocries websie and
manu and he ones el Wi grocaies oeow e o ik some recoe. e, Top Tis,Rocpes
he ofersdont
The main hings called Curious about devry 16 2 webel which gathre Uses “chiken” tag 0 fnd stage bannerfels
atonion SofsLocatr, oplions an how much hey 0 Tosco senves roope e flr content
nspiing Recpes, S Charge o em.

g, sven hough ometimes queues are very

o i Frosh Fogd long i Teazo'
S b fivioss
ana

Tk T oot o"shop o Tk on i or
soarch o N hought 16 ars comlatves. | 1 searchbox “Browse by optons bt immecisely Seing apened
was 3 general searh,not y . Vi s e o nd e fof he o she pled. ut Cicks Popular Tog Cricker.
one 0 ecpes) {ags”and Moved 0 them  nsde ofthe submenus of  she wasn' 100% sure hat

n e e rght way 9 0.
o onthe Cicks Browse by dets” s PoglarTap oo, Glkaon P Tag Thnas st o Gos s s b Tis b e gt ik Brovsa by ot
e FPopuir tabs and ecause o, icken s no rodlem 1o conine an recpe oun bt cocan
Was fooking or anotnerone nsead by name Just o recpe s fors0she s ahout o ik i aokig o Toope. e oo b
Cicke frdech Chooses ecia wih raasted 163ps
Tickey Moatolh rocpe b under ai ;
heckoo choose, ook atihe mage _ sufed chcken)
Commins ot s don i e ot chen
ot Do
e on e
“Browse Unsuccesstuly atempied o owesvao ssane s poartzo
by wals for i page o oad.  speclic stued chcken it wih M e search bar o etaran and tnds a
Tecipeon Google.wnen anyihing 1 9ve her anying goos “Chcpoa and Bean tew”  recp.
Unabie o
Seorchngly pcrs e o okad Recpes”ans  Shemde it sbout ot ks P a5 Turey | Miake: st srous Gloked on “Mai” checkbox  Method No: ime ol Goss o e recipe page.
ot ntar o (nethng appensd Sibing G thar Do 0 e ok S parcpan 1abal wheh d ot chec i 2¢ cookios
menia mosel o he recbe 1o have verything on ihe Choke o make. he box butddrovactthe e 1 bad s01up
st part of the st st ane cws sginonte Tuey arop.down men.
oot ot mowtai o
Atocbrgsad v Thowlocld e ca Gicks o the sacond 3 atemps to e by ‘i
cannot e the Ste ho wen undar Dier- ab bt he. Gaghatan ik and then o fosdback olnicats
{0 Searon boson topof G reaz . anyinng changed
ihe i and he found what Consee mainy cakes.
Jing o Chudia s
ok nthe chopdoun o
S checked. ks Don
buton
Clcks agan on the Tarkey
ag o ind arecpe, There s
oy burger fecpe i the
slis
Finaly o ok fora"Searc” Decides o checkal the Somdgosy g o
oplon an neshe, bt e main curses e men a he bt
it himeat o h dropdown again oge i s oot
Gheck and unchecks Man'
Checkoos, G Done
Sution
meaioals recpe nsiead o
ey,

Teokz oo et e o Cioked oo = o ohop onne Tk on_ Cleks “Shop ngredents Dot ek eadin cicks
shod ingredants now bulon. 50 now buton ny e ata, dossnt e e Suton Back Buton and 0o back
Sreparaton’ e ofhe e g he ks For heon  unersianded hat trough  proem et iothe bt of [ s AT o o othe Recpes Search Page.

o o went ecpes page. (aybe task ks Srop mrsdents ok
Siighto Msearch st 9ot o 1 grocey anopng Shoud be worded iferenty)
ey e of o s
Somcacpo ot sratiov e Cioks shop op ooka  Gosssraight forsearchbar | Fustated... thought i was. DKt goatal o
ingreciens ik bt found page o A becausa he » » ypes CHICKEN. ot whats 0t have o G0ong 010 ake s i hose mm.m iion he Roco
ol that ot alof e have gottoa many optons he Poge Scrols o th o f he page Sl down ha rsuls s, regier™ Speatc ngrecients.”
i Vent back o h ra0pe and Tob
s i ghen s e st e enu. lodking o
nare
o cicking o a ngroient Gickd north scond T progectwas utofsock 3 0 Frusiatedat he umber o s ot sue how 10add
ik e ealbed tha Tosces procuct and b went back 1 e Fome page and clike St s atcady ppulated wh . ke Book' o€ bun. . and yoes CHICKEN " seconds n {abs opening up ingradrts
Suggeston was he most {esulsgventh st me Shopping i the Grocanes  resuts, ok s whator ksl BREST,
expansiveone and thero Clks Empty Basket nk The rosuls s shows.
Vot oiher sgestons ‘Goos o e Groceres Tab. under the Shopping Ls, et cp v
even hough here wers Comment: S0 where s he
Gier opions of e same g down st nd
Gk stk i the top o o o h .
oces ega M wih
Liked bton'st Had ifclios finding an_ Even though hre are ks Too many hings going on  Because s 2 very lng st over e Groceres  Basket s empy Bosketis empty.
g ot ikt Speciic raduct, she Gt o e rol o ngredent he e o o [ S e F ) py o
(e nks) o 8 couk o searc  keptusng the Sngle Search o o s Boen e toading, K wouk | kame, ikee fow raments 1 it ncca
e cikingan podoct Ik  and ookad o each e cacr f re were i s cniod ar ava pel gt et
Docata ha produciwas  naviduly. Gong back o “grovps ihimages™. Gl Frosh Chickes ik n bacause pariipant inows hadn
wnavalatle the recipe o cnedk fhe s Jpes OLIVES i he enu {esco s tem n siore
making e righ decison Searen Bar.
She was expacing lobe  Shopping Basketis ey Cllcks AG buton next 1o ot Bagins o use e Shop  Laoks confused - Help T
e o cick o 3i0p 301 he  populale. o prodct 15344 1o the  types RICOTTA: 1o garle ngredents butlonto . “Howwould
Crplnaion f how Toscole. Ohoks Ad o add Tesco  Backer ke g buton netto Gk A and ados naviatefom reciege tab__ ngredient fo e rece”
ke, b1 ot a clckab Oive O o basket e ted Tesca Lemon othe bsket Back 10 afsc0 shopping
. She denraaica | Chokssoeond e and Eoen Repeats et step fo
only 5 an expanatory boad. comment Nothng That cpens ab wih deais SPINACH”
Vappened. Had afcutes abaut neprodut
notng hat fom was e
i
Notces tatihero aro
einihe
o gt the syt
i dae:rﬂ etesn. i oeant
Usessearch rfn s o Hovers over Wulsearch
Mutisearth box read the  pes "ONION" Menu and scds onon  the  bpes ‘chicken fnd garic ok
Gicks Search Bar and types
R posts scp e
jtth i) Suiing Gl A 1o acd Tosco
Spnach o baske.
o had one more ook Types RED ONION i the Realses thatamons ar ol Overal paricpant as o Jpes bread nio Search
o e RN inihe baskel. & ard i rfing searc, Bar and checks s
et Grocenes . Comments‘Some e Search Barand 0.6t desie resus esuls
xpressions shoud bs more ypes Temar Types crusty bread and
ot i ot Te ads Crusy Brown Bread
‘R rod nions o the Comon Ec This tme they from he
Baske 1and i the Baske vaskel.
Tpes mushrooms
SCarch Bar and ke Add
el e i Tesco Baby
Baton Mushoome
Fial she decided on using  Goes to e Search Bar ‘Aadod ngedients whch
re Mutsearchbox ypes FRESCH GINGER' members o he ast,
Rica ginger t e basket ik ot e ones el on e
poge.
o saw, snca e
begag o Nt e
wes oxpecing
I 1dhave changed
o henextlom o the e
ot once she o
stone o the bo
e was suprised
procucs tht contain anion
ociad Faah onons 2 st
sl
e scrling e whale ay
down and coming back, she
ke can hor v

Tak3 T o e T o o Seoh

es mages Search Searc oo o, 1 s s WY T v e i Wi W s wine saunignon  types MERLOT: County convinced of g vals or
A A& botte tohe baskt o B Eaglo Howk wit
Shoud 1o e ne b yowiab Saa o0
oy ot s Dectsto o ne Fids tonn st s v ‘Scrots down he resuls s, Lack offeedback fom The specil offers dd ot Commens: dont kiow
e naredant rch Bt BNOT- 2 o basket. i o oo o o e o coly 2pos i “clasey wants  what hat ofe mans realy
e L e Fos oo e bt s i aving 1o

Wethod Noe: et ask

incudes deision process.

ok 4 T s ; oo P Food Goss o Searsh Barang Uses e hars ST To search bar, arers Ty cak o Saareh B

Scarth 1o ind e Szeof oo ‘Soarh S iferent 1absof he menu  or 3 singl poduct. method han bloe 0 g ypes CAKE. cloks Large Cakes.and  Moga Mo Gk Fresh  ypes n CAKE. on Goam
e wante or sl butne went e range of podcts Swiss Rots: Deser
Sinle Soarchagain
Ho fured coud change St fook some e fo make £ Scrolls downth rosls st
Seari by o i pre 05 e mindon wht s o shown h scroled  search 10 gl 658 procucts  101he baskel. os Tesco Finast ‘os T Fiast Searcnrosus sl uneure f  croa” ik i T o
Vaniedto Croccae Care tho el Fresh Food kg CrocatsCoetothe puiciar end o Gl o o
baskel. (ot onofler)  then Chiled esser o hore detals
Goosagan o e Wega
Wend and ks Sponges,
e P
Goos
e ks gt
Likes 'sot by’ Sh ci e hefactnat Finaly adds Tosco e
e clones normaton s at Stawberes Tot o
e vey eginning e
Likes hafprcel savings. ook get whie t i the
highighted ba Tavour of the oo roam s
AR pcked mxed i ol ret
Flomaton sbout
proc

ok s VozanT T o e Soarch Barand_Goss o e Wisga Mon _ Goes o e Search Garand T

any new nformaton 1o prodac and was happy | Sear lyp« TN an clcks Savoury Bsculs ypes Jaco's alan racker lynns Srcons s i pricipant e saarch rosuls I utof g Soarch b

i 2sked one on e esuR st nk riens RACKERS: e s view more detals ying 0 poin 1l she  Cleks Ad nl o th sed

I cloked on he em nare.  crockers 10 aad them'o he
Soarch st bacte. Totne basket This brough et 1o aniner
page her she i not want
55 and ho 1o rtums Fom
usad b estof _ Reaised her vas a typo Method Note: Uses the search bar again
ol Sohed ket o e pes ypes Jacob” e e i
Wha h feaur’ pupose {hathewas fooing forhe Rds procuctlo et Finds il n e resuls st and g pro
Just used o key o an ads o basket aoesions
Seroled domn 15 nd e
Tak6 ek ovSpeca Pt et S Dt on S T o T e e e
b *buthen deiced Orers pacing e o, W
Caas he page oher Trnes Mert o Search
Soogesians e Thers are o prduts Ised_ baske o
Sinaestans Clcks Wine' i onthe page

He was amayed by e red Befor checking o any an b ans Thougthe s s Tokant e, ks
e s proSLc B Suggesion it aeady on oo i Ml Prce abet n h then Al Ofrs bt athe 11 basket and deletg bt fom e recpe i
betalsoreag e soved ha vine page ha deead e i wi HALE PRICE it oo oo Saskar
money Looks I om s basket your
Someting wrong o the it Secton and Oiks

the basket by cicing on x
buttr

‘Cannot find Half Price’ In he
st (possile that there were.
“Haf Price offe

“Spirs nk.
Cleks on Groceres Tab and
then HalfPrica’but o

products are avalable.

Wine butjusthal price



ADDITIONAL NOTES (VIDEQS, HOME PAGE TOUR)

Participant P P2 P3 Ps Ps P6 P7 P8 ) Z0) P12 P13 P4
Rasearchar Gabi Gabi Gabi Sordana Sordana Sordana Agnieszka Agnieszka Agnieszka Agnieszka £ Elns Agnieszta
Method Think Alud Tost Tost Tost Tost Think Aous Thik A Test Tost Tost Tost Tost Thi Alous Gonverional Usabiy Tost
e ueed s e Sl i i Gom ot Svapped e botle by Cicks o e Red e (11
Search and sasrned formiomaon ypes s ypes MERLOT. Senrthng, acdng anew ik Refineyour see
Redina® o Noi oo, and caaing he
Rds Dark Horse Moot bpos T v’ P ot el sdopare  Gosto o S o
ihyolow sl Save o the Adds bote of it docat acd  oco ekt ;
Sasken “mwnm FRIGE o s more s an St o
e basket ane wheh h hat provousy.
Sacond Types mert smal i
i resute
Scrolid dom ik o ard omore it s s o v
ookl th o s ko proves e Ficoor
Sl O o goss bak o e procuct
e was conserng and ados
ot om
Ty Nt o Search
Cleks nd and a0 o
ekt it v yalow
Lo il Pric
o icked i ol ane
Shon 3t hat e it
ook any friner
Task7 ra S Goes 1o Sear Bar g o
Multisearch Multisearch box. Multisearch box, he used the expect. product and adds itto the  Mega Menu. ‘types 'fairy original washing  types 'FAIRY WASHING UP  menu. ‘Search Bar and adds it o the
{abs e Grocann: ey Roada nk o fnd therght up i pts iy
Cro.jumping ol ver he. Adde 11 th baskat Fince wasing glovs wih
mons. Bar.
She used mega menu o ind o use gl ey words o e picked Hehen anc 9 Up Noticss2for 1 offer“On  Fifers esuts by "washig up Used the searchbar Cleka s on A wher
ot procuct oo o o s ana . Oven Msteearth . s hancy G i Ot ceaning procuct, e bast ookt 2o o o e e
Seoiad down oo rn e g caser b down o o gt Does e same wih o Renote Lcong
and a0 1o e aherpoduct. bt s s
o i e o
Once etz it ok backothemen and Usesprtr oot e gt T cle ity
o hovont 1o o T Goves ok o typeth procctrar
e oo b A i goves o ho SFagnt rom s st ansure m.m.msm
Dasket o et i A b
e o
rewid mohodaogy mioh
hep s ot
o searc the procicts ane Hovers over e inksunder o et 541
e v o e Gt ool o senale
oo et oty o
e o sescn o measure me o
s
Topes i cisete
Ao e e  pc o
ol ot bt
Ho oot ot
o st o ught coser o
hathewas ooking ot
Taske o pamiems
orcs means. e was ward. el pice na prce o ol
el e v b iy
e expans
o it go o View
st
Tasko T veed o P o T =
uesion naly. hen icked Wine: o
e s bton etk secton Ve oo el ke e e
This tme faser than in previousy added.
e Taska,
Gheck ot o ok for s Checingout:She i e Gicks Spocial Offrs in
ion at ho oo of mich o barominded of he S I Saiigoon wih Savd abel
Shopaing baskel, aferhe frshovas msing B botte oo baskel
o s Dk Horo erot
Dossrituse
ottt bumm nihe
shopping b
Taek 10
{eate intaly I Fachtaorhadtogve. 1 Facalo had1o g Single Searchand facltator producton s s ne est Ustana  popiaid popiatd aready s Dl soe Ml sarch  Mtsearen box ntricions piatd atcady win tho
Some i, and ven aer o s Radtoamprasize o he . Scrling doun hoping 1 nd removes vt s sready =4 rodct fo et s
Uing . s it e Mstcearc at ne bt 1 1m0, nere.
indarsand e fosute reaized  bolos
ks forhep.Answer: What Waps ‘Mullsearch feto  The A lcon besidehe  Mutipe 1o rsuls” Finds Mul-search wihout
5 o Sear s e 5 had ks whan o hover hing o, ho'search bar miscaro e ndcses  seartnes s
Droducn o ot ot nhe 15t Frodcis by msake corect Jouook or e Mol search o om0 b et
Girka‘co. o ove
Fansit
o hestate o second on »
virs th ok 1o e ret kepwores er 27 sec mutsearcncompetely Comments on polated
o was an h ueed he Faclumor aminds toms o i o roduce Vuces mo. Thats he loacy
e ghonont buy
Wnsearon Box
The ast productw R Cicks o buton, Has o work hard o dofne  Diches o “mlisearch  Dichas th ool and uses he Cicka on Pancake it ik
avalae 5 h odhed ha e e for e et
Searn maing 3 et ks o g any resits neNousd o s Search b Gk oo Parcate
v e Goes o th Sesrch Barand _ Addseach product 1 o rosas ot and
iy ypes pancate’ oppng baskel ptie
Kice pancare i tothe e i s
G o

Lk ot mul search dea
ik ¢l vy oy y0u
have a shopping ls.

ks sach nk and adds.
roduct 1o the baskel.

Pancake ik doesn show

rosus.

Edisistand changes

1 L avonmare mil€ search

Duing inferview partcpant

Method Note: paricipant

milk. partcpant has fo edit
Search to “avonmore”

Once adang e s fem o
baskel, unsure wher the
ol

et eams ok on
Mulisearch”
e

indicate
hal iting “retum” whist
yping i the “multsaorch
box would begina search

ave such a specifc
shopping st which Includes
detais such a5 flom weigh,



Appendix F1 - Observations - Good Things (Rainbow Spreadsheet)

GOOD THINGS (OBSERVATIONS)

Frequenc

ID Where Task # Group Observations P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13 P14 Count No. of Particip);nts:
14

1 Multisearch Widget 4 Search Prefferes to use single search box over menu. 1 1 1 1 1 1 1 1 1 1 1 11 78.57%
2 Multisearch Widget 4 Search Likes multisearch after finding out how to use it. 1 1 1 1 1 5 35.71%
3 Home Page 5 General Ul Likes existing bright colours. 0 0.00%
4 Groceries Tab 3 Groceries Tab Users found basket useful and straightforward to use 1 1 1 3 21.43%
5 Home Page 1 General Ul Finds offer banners on the Home Page useful and informative. 1 1 1 3 21.43%
6 Recipe Page 2 Find Recipes Likes idea to shop ingredients by recipe. 1 1 1 1 1 1 6 42.86%
7 Shopping Basket 8 Groceries Tab Has no problems finding how much all the items in the basket cost. 1 1 1 1 1 1 1 7 50.00%
8 Recipes Search Page 2 Find Recipes Notices spinning wheel when the page is loading and waits for the results. 1 1 2 14.29%
9 1 1 7.14%
10 0 0.00%



Appendix F2 - Observations - Issues (Rainbow Spreadsheet)

ISSUES (OBSERVATIONS)

" Issue occurrences within participants (value 1 if it occured) Severity ) _

ID Where * Task #* Group Observations Count Frequency Impact (task criticality x ~ Possible solution
P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12 P13 P14 impact x frequency)

1 Home Page 1 Find Recipes Couldn't easily find Recipes link. 1 1 2 14.29% Blocker 28.57 Make it more clear that it's a clickable button. Change label.
2 Recipes Search Page 1 Find Recipes Had difficulties finding search bar on the Recipes Page. | ENENEN 1 6 42.86% Major 8229 Make it bigger and move it to the center of the page.
3 Recipes Search Page 1 Find Recipes Couldn't find recipe with '‘Browse by' dropdowns. 1 1 1 1 4 28.57% Minor 36.57
4 Home Page 1 0 0.00% 0.00
5 Recipes Search Page 1 Find Recipes Wasn't able to find specific recipes with 'Popular Tags'. 1 1 1 11 1 1 6 42.86% Major 82.29 \for example 'stuffed chicken'
6 Recipes Search Page 1 Find Recipes Was focusing more on the images and not reading recipe titles. 1[1 1 1 4 28.57% Major 54.86 make recipie titles more visable, use more relevant images
7 Home Page 1 0 0.00% 0.00 Ingredients should be listed before preparation description.
8 Recipe Page 2 Find Ingredients Had to scroll down significantly the page to see the top of recipe and ingredients list. 1 O 7 50.00% Minor 64.00 Make top image smaller.
9 Recipe Page 2 Find Ingredients Wasn't clicking ingredients links to add them to basket. 1 1 2 14.29% Minor 18.29 Ingredient links should be more visible.
10 Recipe Page 2 Find Ingredients Was confused with 'Shop Ingredients’ button. It wasn't bringing what they were looking for. 1 1 1 1 4 28.57% Major 54.86
11 Recipe Page 2 Find Ingredients Had to memorise ingredients which had no links to add them to the basket. 1 1 1 1 1 111 1 8 57.14% Major
12 Home Page 1 0 0.00% 0.00 Useless feature - should be removed.
13 Home Page 1 0 0.00% 0.00
14 Groceries Tab 3 Groceries Tab Was confused by the repeated information. 1 1 1 3 21.43% Major 41.14 Make sure information is not duplicated.
15 Groceries Tab 3 Groceries Tab Had difficulties to read information because of it's amount. 1 1 3 21.43% Major 41.14 Remove unnecessary content, make it simpler and more visual
16 Groceries Tab 3 Groceries Tab Was not clear what the button label means (for example 'Book a slot’) 1 1 1 1 4 28.57% Major 54.86 Change it to for example 'Book a delivery slot'
17 Groceries Tab 3 Groceries Tab Was confused where he/she is on the page and what to do net (after clicking '‘Buy Ingredients') 1[1 1 1 4 28.57% Major 54.86 Breadcrambs, relevant content
18 Mega Menu 3 Groceries Tab Had difficulties finding the right link in the Mega Menu. 1 1 1 3 21.43% Minor 27.43 Organise information in a visual way, consider renaming main menu to Aisles (mental model)
19 Home Page 1 0 0.00% 0.00 Make sure that there is consistency in the content.
20 Shopping Basket 3 Groceries Tab Thought that something is wrong because of the red labels in shopping basket. 1 1 7.14% Suggestion 4.57 Redesign offer labels to attract attention but be aware of mental models.
21 Multisearch Widget 4 Search Wasn't using multisearch to find multiple products. It didn't drag attention at all. 1 1 1 1 1 1 1 1 1 1 1 1 1 13 92.86% Minor
22 Multisearch Widget 4 Search Wasn't clear what can be done with multisearch tool. 1 1 1 1 1 1 6 42.86% Minor 54.86
23 Multisearch Widget 4 Search Didn't know how to go to the next product in the multisearch tool. 11101 0 1 5 35.71% Major 68.57
24 Home Page 1 1 1 7.14% 0.00
25 Search Results List 4 Search Didn't know how to refine the search. 1 1 7.14% Minor 9.14
26 Search Results List 4 Search Didn't know what 'Rest of shelf means. 1 1 7.14% Suggestion 4.57
27 Search Results List 4 Search Couldn't find relevant products in the search results list. 1 1 1 1 4 28.57% Major 54.86
28 Search Results List 4 Search Wasn't able to find more information about the product by clicking the Information Icon. 1 1 7.14% Suggestion 4.57 "i" button doesn't show more info
29 Home Page 5  General Ul Didn't like quality of graphics. 1 ENE 1 1 1 6 42.86% Suggestion 17.14
30 Groceries Tab 5 General Ul Couldn't see what is on the image because of its size. 1 1 1 1 1 5 35.71% Minor 45.71
31 Groceries Tab 5 General Ul Had difficulties to find links because of a blue colour all over the page. 1 1 2 14.29% Major 27.43
32 Groceries Tab 5 General Ul Was overwhelmed with the amount of information and needed more time to find information. i 1| 1 1 P 11 9 64.29% Major
33 Recipe Page 2 Find Ingredients Didn't find list of ingredients at all. 1 1 1 3 21.43% Major 41.14
34 Shopping Basket 6 Groceries Tab Had to look closer at the screen to spot the product listed in the shopping basket. 1 | 1 1 4 28.57% Major 54.86
35 Search Results List 6 Search Didn't understand the difference between different types of offers. 111 [ 11 B8 1 7 50.00% Major 96.00
36 Recipe Page 2 Find Ingredients Couldn't go directly to shop ingredietns, had to switch Browser tab to go to Home Page to start shopping. 1 1 1 3 21.43% Major 41.14
37 Shopping Basket 7 Groceries Tab Didn't notice that can change number of products in the basket with plus or minus. 141 [1][1 1 6 42.86% Minor 54.86
38 Groceries Tab 5 Groceries Tab Is not able to find product in the Mega Menu and uses Search Bar instead. 1 111 1 111 1 1111 1 11 78.57% Minor 100.57
39 Multisearch Widget 10 Search Could't find Multi-search straight away. 1 1 1 1 1 5 35.71% Minor 4571
40 Shopping Basket 2 Groceries Tab Had difficulties noticing that item was added to the basket. 111 1141 1 1 6 42.86% Major 82.29

ASSIGNED TO:

Find Recipes - Gabi
Find Ingredients - Elias
Groceries Tab - Aga
Search - Jordana

NOTE:

Please go through the all issues and check if they occured for the participants.
ISSUES LIST UPDATED: 02/03/2018

* Where and Task fields cannot be empty (to avoid errors in solution calculation)
Do not delete or add more rows



Appendix F3 - List of Prioritised Issues (Rainbow Spreadsheet)

32
21
1"
38
35

40
23

16
17
22
10

27
34
37
30
39
14
15
33
36

31
18

29
25
26
28
20
24

12
13
19

Where

Groceries Tab
Multisearch Widget
Recipe Page
Groceries Tab
Search Results List
Recipes Search Page
Recipes Search Page
Shopping Basket
Multisearch Widget
Recipe Page
Groceries Tab
Groceries Tab
Multisearch Widget
Recipe Page

Recipes Search Page
Search Results List
Shopping Basket
Shopping Basket
Groceries Tab
Multisearch Widget
Groceries Tab
Groceries Tab
Recipe Page

Recipe Page
Recipes Search Page
Home Page
Groceries Tab

Mega Menu

Recipe Page

Home Page

Search Results List
Search Results List
Search Results List
Shopping Basket
Home Page

Home Page

Home Page

Home Page

Home Page

Home Page

Task # Observations

SUNOBRANARWYNANOANAG

=S AR AR QA WA RARRANOOA=SANNWW

Was overwhelmed with the amount of information and needed more time to find information.
Wasn't using multisearch to find multiple products. It didn't drag attention at all.

Had to memorise ingredients which had no links to add them to the basket.

Is not able to find product in the Mega Menu and uses Search Bar instead.

Didn't understand the difference between different types of offers.

Had difficulties finding search bar on the Recipes Page.

Wasn't able to find specific recipes with 'Popular Tags'.

Had difficulties noticing that item was added to the basket.

Didn't know how to go to the next product in the multisearch tool.

Had to scroll down significantly the page to see the top of recipe and ingredients list.

Was not clear what the button label means (for example 'Book a slot')

Was confused where he/she is on the page and what to do net (after clicking 'Buy Ingredients')
Wasn't clear what can be done with multisearch tool.

Was confused with 'Shop Ingredients' button. It wasn't bringing what they were looking for.
Was focusing more on the images and not reading recipe titles.

Couldn't find relevant products in the search results list.

Had to look closer at the screen to spot the product listed in the shopping basket.

Didn't notice that can change number of products in the basket with plus or minus.
Couldn't see what is on the image because of its size.

Could't find Multi-search straight away.

Was confused by the repeated information.

Had difficulties to read information because of it's amount.

Didn't find list of ingredients at all.

Couldn't go directly to shop ingredietns, had to switch Browser tab to go to Home Page to start shopping.

Couldn't find recipe with 'Browse by' dropdowns.

Couldn't easily find Recipes link.

Had difficulties to find links because of a blue colour all over the page.

Had difficulties finding the right link in the Mega Menu.

Wasn't clicking ingredients links to add them to basket.

Didn't like quality of graphics.

Didn't know how to refine the search.

Didn't know what 'Rest of shelf' means.

Wasn't able to find more information about the product by clicking the Information Icon.
Thought that something is wrong because of the red labels in shopping basket.

Severity

123.43

118.86

109.71
100.57
96.00
82.29
82.29
82.29
68.57
64.00
54.86
54.86
54.86
54.86
54.86
54.86
54.86
54.86
45.71
45.71
41.14
41.14
41.14
41.14
36.57
28.57
27.43
27.43
18.29
17.14
9.14
4.57
4.57
4.57
0.00
0.00
0.00
0.00
0.00
0.00




Appendix F4 - Affinity Diagram of Issues




Appendix G1 - List of Solutions and Which Issues Do They Address

SOLUTIONS

SOLUTION IDEAS

S

©ONO G A WN S

a o
o

-
Y

16

17
18

20
21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
M
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56

Solution idea

Make Recipes link look like a button and change the label to something more clear.

Make search bar bigger and move it to the center of the page.

Use bigger font for the recipie titles and increase contrast.

Swap ingredients list with preparation description (it should be first).

Make main image on single recipe page smaller.

Add check boxes next to the ingredients to add them to the basket. (Pre-basket)
Change 'Book a slot' label to 'Book a delivery slot'.

Rename Grocieries menu 'Aisles' (use mental models)

Remove duplicated buttons. (Book a Slot')

Add product and automatically go to the next one listed.

Search Bar could have dropdown with recipes list.

Design an automated feature to shop all ingredients; eg. through automation with
"Multisearch"” feature or a feature which gives search result of all ingredients listed

Change copy on "Shop Ingredients" button to "Start Shopping”, consistent with "Fresh Foods

& Groceries" drop down menu on home page
Ensure recipe image ends above the fold, around 80% vh

Bring Ingredients closer to fold. Move left of screen and "Preparation” in line with F-scanning

pattern

Remove ingredient list hyperlinks, to keep consistency. Consider a redesign in lign with

ingredients shopping automation I1D:12
Group recipe title with recipe description and overlay on image

Remove second "Food and Community" etc nav-bar, rethink site Information Architecture
Optimize page realestate; eg. move "Share" buttons to a fixed panel on left, reduce tag size

and rearrange recipe details, ingredients and preparation divs

Remove all unnecessary information, which is not necessary to complete the task.
Make sure that content is not duplicated (for example 'Book a Slot' buttons)

Make sure that buttons have easy to understand labels.

Make it clear what are the next steps with progress bar.

Make Mega Menu more visual by adding icons and grouping them by supermarket aisles.

Don’t show all the links at once - use nested menus.

Make font size bigger

Use color for navigation buttons and make them bigger.

Add animations to make it clear when product is added to the basket.
Make sure that graphics are of a good quality.

Add tooltips to offer labels and other labels which might be not clear to the user.
Make Multisearch box more visible

Simplify how Multisearch works

Clearly distinguish what are links and what is plain text.

Change "Refine your search" by for "Filter by"

Display more than one item by row

Make Multisearch results list more intuitive

Change position of "Sort by" feature next to "Filter by"

Where

Recipes Search Page
Recipes Search Page
Recipes Search Page
Recipe Page

Recipe Page

Recipe Page
Groceries Tab
Groceries Tab
Groceries Tab
Multisearch Widget
Recipes Search Page
Recipe Page

Recipe Page

Recipe Page
Recipe Page

Recipe Page

Recipe Page

Groceries Tab
Groceries Tab

Mega Menu
Mega Menu
Groceries Tab
Shopping Basket
Shopping Basket

Groceries Tab

Multisearch Widget
Multisearch Widget
Groceries Tab

Search Results List
Search Results List
Multisearch Widget
Search Results List

28.57(82.29 3657 0.00 82.29 54.86 0.00 64.00 18.29 54.86109.71 0.00 | 0.00 41.14 41.14 54,86 54.86 27.43 0,00 4.57 118.8654.86 68.57 0.00 9.14 4.57 54.86 4.57 17.14 45.71 27.43123.4341.14 54.86 96.00 41.14 54.86100.6745.71 82.29.

1

2 3 4 5 6 7 8 9

ISSUES ADRESSED BY THE SOLUTION IDEA

10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40

Effectiveness
(Sum of all issue
severities)
28.57
82.29
54.86
41.14
105.14
18.29
54.86
0.00
0.00
54.86
54.86

150.86

54.86
64.00

64.00

59.43

0.00
0.00

64.00

205.71
164.57
187.43
178.29
201.14
201.14
306.29
210.29
82.29
62.86
105.14
219.43
242.29
96.00
64.00
62.86
68.57
54.86
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

SOLUTION PRIORITIZATION

Complexity (1,3,5)
(Estimated by team)

o [w|w|a|a|=fo|w|afalw|=

alalalalalalalalalala|alalalalalalalalalalalala|alala|afw| 2 alw]|alala|afa] o 2] =

Solution ROI
(Effectiveness /
Complexity)
28.57
27.43
54.86
41.14
35.05
6.10
54.86
0.00
0.00
18.29
18.29

30.17

54.86
64.00

21.33

59.43

0.00
0.00

64.00

205.71
164.57
187.43
35.66
40.23
67.05
306.29
210.29
27.43
62.86
105.14
219.43
242.29
96.00
64.00
62.86
68.57
54.86
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00



Appendix G2 - List of Prioritized Solutions (Rainbow Spreadsheet)

ID Solution Idea Where Solution ROI
26 Make font size bigger Groceries Tab
32 Simplify how Multisearch works Multisearch Widget 242.29
31 Make Multisearch box more visible Multisearch Widget 219.43
27 Use color for navigation buttons and make them bigger. Shopping Basket 210.29
20 Remove all unnecessary information, which is not necessary to complete the task. Groceries Tab 205.71
22 Make sure that buttons have easy to understand labels. 187.43
21 Make sure that content is not duplicated (for example 'Book a Slot' buttons) Groceries Tab 164.57
30 Add tooltips to offer labels and other labels which might be not clear to the user. Groceries Tab 105.14
33 Clearly distinguish what are links and what is plain text. Groceries Tab 96.00
36 Make Multisearch results list more intuitive Multisearch Widget 68.57
25 Don’t show all the links at once - use nested menus. Mega Menu 67.05
14 Ensure recipe image ends above the fold, around 80% vh Recipe Page 64.00
Optimize page realestate; eg. move "Share" buttons to a fixed panel on left, reduce tag size
19 and rearrange recipe details, ingredients and preparation divs 64.00
34 Change "Refine your search" by for "Filter by" Search Results List 64.00
29 Make sure that graphics are of a good quality. 62.86
35 Display more than one item by row Search Results List 62.86
Remove ingredient list hyperlinks, to keep consistency. Consider a redesign in lign with
16 ingredients shopping automation 1D:12 Recipe Page 59.43
3 Use bigger font for the recipie titles and increase contrast. Recipes Search Page 54.86
7 Change 'Book a slot' label to 'Book a delivery slot'. Groceries Tab 54.86
Change copy on "Shop Ingredients" button to "Start Shopping", consistent with "Fresh Foods &
13 Groceries" drop down menu on home page Recipe Page 54.86
37 Change position of "Sort by" feature next to "Filter by" Search Results List 54.86
4 Swap ingredients list with preparation description (it should be first). Recipe Page 41.14
24 Make Mega Menu more visual by adding icons and grouping them by supermarket aisles. Mega Menu 40.23
23 Make it clear what are the next steps with progress bar. 35.66
5 Make main image on single recipe page smaller. Recipe Page 35.05
Design an automated feature to shop all ingredients; eg. through automation with "Multisearch"
12 feature or a feature which gives search result of all ingredients listed Recipe Page 30.17
Make Recipes link look like a button and change the label to something more clear. Recipes Search Page 28.57
2 Make search bar bigger and move it to the center of the page. Recipes Search Page 27.43
28 Add animations to make it clear when product is added to the basket. Shopping Basket 27.43
Bring Ingredients closer to fold. Move left of screen and "Preparation” in line with F-scanning
pattern
15 Recipe Page 21.33
10 Add product and automatically go to the next one listed. Multisearch Widget 18.29
11 Search Bar could have dropdown with recipes list. Recipes Search Page 18.29
6 Add check boxes next to the ingredients to add them to the basket. (Pre-basket) Recipe Page 6.10
8 Rename Grocieries menu 'Aisles’ (use mental models) Groceries Tab 0.00
9 Remove duplicated buttons. (Book a Slot') Groceries Tab 0.00
17 Group recipe title with recipe description and overlay on image Recipe Page 0.00
18 Remove second "Food and Community" etc nav-bar, rethink site Information Architecture 0.00
38 0.00
39 0.00
40 0.00
M 0.00
42 0.00
43 0.00
44 0.00
45 0.00
46 0.00
47 0.00
48 0.00
49 0.00
50 0.00
51 0.00
52 0.00
53 0.00

54 0.00



Appendix G3

Recommendations for Recipes Search Page

Home Page

1. | Problem: It is difficult to find Inspiring Recipes button.
Issue Violated Ease of | Severity
D Issue (Heuristic Evaluation) Heuristic Fixing | Ranking
Ranking (0-4)
Design Inconsistency between different offering pages
# (Recipes, Tesco Groceries, Tesco Baby Club, Club Card) 6.4]14.4 3 4
#2 |Home page too clutter. 14.8 | 5.1 2 4
|
SISI;I € Issue (Usability Testing) Impact | Severity
#1 | Couldn't easily find Recipes link. Blocker 28.57
Evidence:
TESCO | F, . 5’0, Signin  Opening times *  Contactus Help Email sign-up n u
Fresh Food 0 &
& Groceries »

Home&  -Hga: Clubcard > 3 Mobile »
Living » aNITe
Find your
<= WICHED

WICHED s
— -

: : Prepared exclusively for
G

Community

s, Inspiring Baby e Notimefor ,
Fund » recipes > ce) Club » waste » ﬁ
= BABY




Recommendations:

Solution
ID Solution
ROI
#1 |Make Recipes link look like a button and change the label to something more clear. 28.57

Tesco uses hoverable dropdown menus to provide a list of subcategories for each category, but
they look similar to the buttons under the banner, which are not dropdown menus. In addition,
different services have the same importance. Most users took a lot of time to realise where they
could find recipes. They looked in the ‘Fresh Food & Groceries’ category initially.

To solve this problem reorganise all categories, highlighting online shopping, and decluttering
home page. The categories under the banner, ClubCard and Mobile could be under ‘Other
services’ and can also be explained with thumbnails across the page when the user scrolls down.

Examples:

Shopping  Siores  Insuranc

:
WOOMOS G v e s s :

="Ml Eoster  FruitdVeg Meat,Seafood&Deli  Bakery Dairy,Eggs&Fridge  Pantry  Freezer Drinks  Liquor  FrontofStore Pet Baby  Health&Beouty  Household
Welcome to Woolworths -
«
@ Browse catalogue > B Detivery saver > Free Pickup > 54 Eomrewards points >

Q Shop Now!
Find a Store \/

Shop Departments \  Savings & Rewards v Our Brands v Recipes & Ideas v Pharmacy & Wellness

4 ) -
i ' ' y al X

Save Time, Shop Online!

1
R E I n x ’ B . Start Your Cart
EEN . : .

E’LL DO THE SHOPPING.
. 3 ;

4

Start My Cart Shop Al
- 5 n .
w ' » ¥ \\ \
\ 3 -
o d
Groceries Select Bank Tu Argos Habitat Get more
Login

Start shopping

S S [T
DeliveryPass

Great prices

Discover

Recipes Discover our Easter range Delivery Pass




Walmart MoneyCenter Product Care Plans

Trade-In Program

This is your one-stop shop for all your financial

=
Protect your wallet from unexpected repair bills Enjoy a gift card when you trade in video games,
needs like the Walmart® Credit Card and money by covering the cost of product failures with a $0 cell phones and more in-store and online.
transfers. deductible.

Get Started

Departments

[R] Pickup Today &) Grocery Pickup [£) Weekly Ads =1 Gift Car

RT FILMS. ONE BO

5 Credit Card  (Q Stores © Set Location 13 Track Order

Learn more

Stretch your

tax refund

Save $50 on
Xbox One S bundles.

L Free 2-Day Shipping Free Same-Day Pickup
on millions of items

) Free Grocery Pickup
your must-haves, ready today order online, pick up curbside

Check out our featured products

- Hdep@g--0dQ!

coles

Search gro for keywords, brands or products Q.

Catalogues Shop Locations
L '* & specials !

Slif SRS ’* E!e)glpes & Our Range Corporate responsibility

The sweetest way to

SAVE THIS
EASTER

\\\8
'

i dddiadind®




Inspiring Recipes Page

2. | Problem: It is not clear how to find recipes

Ease of | Severity
Fixing | Ranking
Ranking (0-4)

I Violated
ssue Issue (Heuristic Evaluation) o a. e.
Heuristic

When clicking any of the checkbox item of the "Browse by"
#6 . . 14.1 2 4
the window of the submenu where they are disappears.

"Done" button in any of the submenus of the "Browse by"
#7 . . . . . 141 3 4
options doesn't work. Limited search is not possible.

"Popular tags" any tag that is selected is going to remain
#8 . . . 14.7 1 3
selected unless it's unclicked, when clicking a second one.

#9  There are duplicated "Popular tags". 14.7 0 1

SEARCH option: brings you to a list of recipes titles and url
1 P 9s yor P 761142 1 4
links, no photos or description.

Issue - . .
D Issue (Usability Testing) Impact | Severity
#5 |Wasn't able to find specific recipes with 'Popular Tags'. Major 82.29
#6  Was focusing more on the images and not reading recipe titles. Major 54.86

Evidence:

TESCO Shop Online  Store Locator ~ ContactUs  Help  Newsletter Search Q

Food and Community Recipes Our Food v Supporting Communities v The 800 Food Waste

Food and Community >  Recipes
Recipes

Browse by diets v Browse by courses v Browse by cuisines v Browse by seasons v

N o anmmer ) oo e
Popular tags (880 ) ( Beer ) ( BackBean ) ( Breac ) ( Brunch Cm(kenw (" crvistmas ) ( Cockiail
NGNS AN AN AN AN

/-~ N N — —
Dessert ) ( dessert \\ \/ Dinner j ( Easter \J (" Fsh ) ( Fish b / Healthy ) (lceCream N (s
. JoON N AN SN

2 AN ,/
Lamb D \/ Leftovers \u \/ Lunchbox ) ( Mather's Day '/ New C Pasta \ \/ Pork snank
\ J J N J J \_/

—
( Turkey ) [ Vegetarian \\
N

/
N

~
N

/ g

/Tea-\‘




Recipes

Browse by diets v Breakfast X Browse by cuisines v Browse by seasons v

Breakfast Dessert Lunchbox Main

Side dish Snack Starter

Slow cooker chicken casserole recipe Sticky chicken and veg couscous recipe Curried drumsticks
210 minutes 50 minutes 60 minutes

Spinach and Ricotta Stuffed Chicken Roast Chicken with Spaghetti Poussin with Lemon Recipe
45 minutes 50 minutes 85 minutes

Recommendations:
Solution
ID Solution
ROI
#2 Make search bar bigger and move it to the center of the page. 27.43
#3  Use bigger font for the recipe titles and increase contrast. 54.86
#11 |Search Bar could have dropdown with recipes list. 18.29

There are too many ways of browsing recipes: search field, filters (“Browse by diets”, “Browse by
courses”, “Browse by cuisines”, “Browse by seasons” and “Popular tags”).

Users were overwhelmed by all the options and didn’t know what to use first. To solve that
problem get rid of tags and show a list of filters with checkboxes. Change search field position to
where tags and filters are. All the filters should be visible at the same time and the search tool
should be reviewed. Duplicated tags should be removed. Get rid of popular tags and have more
filter options. Also, make the search box more visible so users can type there if they know what
they want. Titles should be over images should have more contrast and change colour on mouse
over. Images should illustrate better the recipe. Since the search field is positioned on the top
right, it looks like a general search, not a recipe search.

Users took a long time to find it and were uncertain if it would work for recipes. It can be solved by
changing search field position to where tags and filters are. Most filters don’t show any results or
show recipes not related the search. Most participants didn’t even use browse by. All the filters
should be visible at the same time and the search tool should be reviewed.

Some of the popular tags are duplicated, for example, ‘Dessert’ and ‘Fish’. Duplicates should be
removed.

It is difficult to find a specific recipe with popular tags. Some tags would list too many recipes.




Participants had to go through many pages to find a specific recipe. Get rid of popular tags and
have more filter options. Also, make the search box more visible so users can type there if they
know what they want.

Recipe titles were hard to read because of lack of contrast. Images were placed before recipe title
and made very prominent. Users were focusing more on the images and not reading recipe titles.
Titles should be over images, which should be darkening. Also, images should be more relevant.

Examples

Filter by: Al v Sortby: Relevancy v

Filter (695/695 properties)

Location score

(L) Excellent location: 9+ 222
() Very good location: 8+ 459
[} Good location: 7+ 563
[ Pleasant location: 6+ 597
Popular filters

[ Hotels 205
() Brussels Centre 254
() Free WiFi 682
[ Very good: 8+ 388
[CJ Apartments 352
) Parking 470
() Guests' favourite area 332
Star rating

)1 star 10
] 2 stars 30
[0 3 stars 94
) 4 stars 65
[0 5 stars 15
) Unrated 481

ﬂ — - Browse workspaces v Help center
Info y 5-10 persons ~ Favourites

Workspace: All workspaces

Price: /o~ e —— /-

Access to clean water transforms lives.
Learn about the crisis and what we can do to fix it.

LEARN ABOUT LEARN ABOUT LEARN ABOUT

THE WATER CRISIS OUR WORK THE IMPACT OF WATER

800 million people don't have access to Since 2006 we've been working Bintou received & solar-powered pump
clean drinking water. That's 1in 9 of us. with local partners in 22 countries and it has impacted every part of her life.




Appendix G4

Recommendations for Recipe Page with List of Ingredients

Recipe Page

3. | Problem: It is difficult to add ingredients of a chosen recipe to the basket.
. Ease of | Severit
Issue oy . Violated .. . y
Issue (Heuristic Evaluation) . Fixing | Ranking
ID Heuristic .
Ranking (0-4)
Some recipes don't have hyperlinks to the ingredients, so
#12 |they cannot be added to the shopping basket. And if 3.2 1 3
hyperlinks exist, just few items may have it.
In some recipes "Preparation” is before "Ingredients" when
#13 the screen is small, if the screen in big "Ingredients" are on 14.4 1 3
the right side of the screen and "Preparation” on the left
#14 When clicking "Shop ingredients" new tab will be opened 14.4 1 3
#15 Nong added ingredient§ have to be added manually by 14.7 3 4
coming back to the recipe.
416 Have to s.croll to start seeing the ingredients and preparation 141 0 3
of the recipe
There is no clear sequence to add recipe ingredients to
#33 L . 71 3 4
basket. User has to memorise ingredients and use search.
Issue - . .
D Issue (Usability Testing) Impact | Severity
Had to scroll down significantly the page to see the top of recipe and
#g | o O Serol 9 yihepag potrectp Minor | 64.00
ingredients list.
#9 Wasn't clicking ingredients links to add them to basket. Minor 18.29
Was confused with 'Shop Ingredients' button. It wasn't bringing what the
#10 . P9 9ing Y| Major = 54.86
were looking for.
Had to memorise ingredients which had no links to add them to the
#11 9 Major = 109.71
basket.
#33 |Didn't find list of ingredients at all. Major 41.14
Couldn't go directly to shop ingredietns, had to switch Browser tab to go to .
#36 ¥ Y 0 5hop Ing " Major | 41.14

Home Page to start shopping.

Evidence:




T s

e x T onieeFona oo foos - X
e © @ Tesco el imkted ) | tpsfocd-snd-commritytescoiafromairciveiosins

O & [Qsen a0 ©a 3 B O %[O s "o
0 Aorcss s o vs @ o s T Ve st 3 o s Eomgoer ESiorores (s E3 copatre 3 st E3 socry 3o s oo | (4 Aarend G55 3 s Vit @ Ot Swtes T iw it v (5] rom st () Ovpon ()1Pages 8 [ ogruiv )0 (2] Sty [ esipn s [ bt £S5

4 chicken breasts

Parbo the potatoes i pan of biig e o 68 inute. Drn,

Alrendy

TESCO T e | S04 | it |
2
Preparation Ingredients g
g
P b v 05, 0. 8009 pottoes haed El
8
g

have 15t
Mo, mae e st 100m e e
102 lemon, iced (RS Sl (PO S
2 splash ofuaer cover, 1 ed onion, shced ptr 48
- Saon. 1 tp olve i oo

85qcispysaad WEREBIG Oy

Pr—
' R T e —
Tverond

Al - =

For the Stuffing

5000 babyspinach eaves TAKING TIME OUT ik
e Atbspicotts
e the cihwith foland bk for 15 it 1x30g pack fltleaf parley, chopped Howdo| get €10 off? Sovring beskel
bonnt
15 minuts o & Collect oo befors 300112079 e B
With 1o pink mest showing. = Gt poca (14 rame): €46.70
=3 s snoppivgnon.. (EIID
Meanwhile, mix the patatoes, anion and oilon a baking ray and season. g e o aroseios shap wor? View fullbasket
\ow doos.a Tesco.o groceries shop we
Roastslongside th cicken for 20 s > 1 2 g 7 C
3 P o ot sana o J— P
Serve the roastpotatoes wih e chicken andsalad eves. B - e o s e maione ey &,
LT E—
frooiing and Defrosting Guidsines - ey

Register here

e eommm i E
o | ookasin K" 4 ELT
Then ransferto an sinight, reezer-safe container,seal and freze for p o 1-3 manths. ot - —
e -z

G GEmn @ o
To s, defcnt horoughlyn the Fidg overmiht befor ehenting, e

ety Saer CRE et

Spinach and Ricotta Stuffed Chicken ;
00000 :

wbiay maip

=
=]
A
Prepaiation Ingredients a
S o =4
er— 3
o o ke 0 a0 o i e
Wearwhis, mase ek safing }
R T a
BQURIR L L I, L 7 8 Y Wi aripy sl =
et 1 e L b and 1
! : For the S1uMiog
o Fara wm, abaking dah, e 300 babyy wpinach lnsves
s & nprcts
s 1 x 50 puack st -lead s
st oo o ingeedienns
b i and o e 8 b

géide the chicke fou W rmiewes

e pouene TEPTRETE

Transeg and Dafvmneng Gadibe

[ p—

= ety

Fami s coriaine, v e P

i




Recommendations:

Solution
ID Solution
ROI
#4  Swap ingredients list with preparation description (it should be first). 4114
#5 | Make main image on single recipe page smaller. 35.05
#6 Add check boxes next to the ingredients to add them to the basket. (Pre-basket) 6.10
#12 Design an automated feature to shop all ingredients; eg. through automation with 30.17
"Multisearch" feature or a feature which gives search result of all ingredients listed ’
Change copy on "Shop Ingredients" button to "Start Shopping", consistent with "Fresh
#13 o 54.86
Foods & Groceries" drop down menu on home page
#14 |Ensure recipe image ends above the fold, around 80% vh 64.00
Bring Ingredients closer to fold. Move left of screen and "Preparation” in line with
#15 . 21.33
F-scanning pattern
Remove ingredient list hyperlinks, to keep consistency. Consider a redesign in line
#16 o ) . . 59.43
with ingredients shopping automation ID:12
#17 | Group recipe title with recipe description and overlay on image 0.00

Group recipe name with description.

Rearrange the content to bring the ingredients list closer to the page fold.
Remove ingredients hyperlinks.

Consider renaming button, or build a relationship between the button and the muti-search feature
or a new shopping list feature.
Consider designing the button to drop all of the ingredients into the basket, a shopping list or into
the “Multisearch” box.

Consider removal, incorporating with nav bar above or re-thinking the title naming



Appendix G5

Recommendations for Groceries Tab, Mega Menu and Shopping Basket

Groceries Tab

Problem: Groceries Page is overwhelming with content, with no clear
indication of what to do next and confusing duplicated buttons and labels.

. Ease of | Severity
Issue .y . Violated .. .
Issue (Heuristic Evaluation) . . Fixing | Ranking
ID Heuristic .
Ranking (0-4)
When landing for first time in Groceries site, if "sign in" hasn't
#17 been done the page will be a really clutter site where all the 14.1 1 4
steps needed will be shown, after two menus and two blocks )
of additional information.
#24 There is no clear path where the user is on the website, for 23 1 3
example breadcrumbs.
#34 |Information isn't clearly organised to help user with shopping. 7.3 2 4
#27 CTA§ are not in the right places of the content. They are 212 1 4
duplicated.
#31 tl-éi;d to know what is a link because of blue color for the plain 3.8 1 4
Issue - . .
D Issue (Usability Testing) Impact | Severity
#14 |Was confused by the repeated information. Major 41.14
#32 Wa_s oyenzvhelmed with the amount of information and needed more time Major 123.43
to find information.
#15 |Had difficulties to read information because of its amount. Major 41.14
#16 |Was not clear what the button label means (for example 'Book a slot') Maijor 54.86
#17 V\/.as.cor?fused wher.e heI/she is on the page and what to do next. (after Major 54.86
clicking 'Buy Ingredients')
#31 |Had difficulties to find links because of a blue colour all over the page. Major 27.43

Evidence:




TESCO Tescoie My Orders | My Account | Sign Out | Websit feedback s | HelpiS?

croceries [ I L] Mothers Dy [ Enter product name ot ype
Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Heaith & Beauty | Pets | Household | Home & Ents [IRUILELIEY] -

Gl on anather tem below {0 5o the noxt sets
of resuls

Welcome to Tesco.ie Groceries Ire 7. AVONMORE MILK

A 5 .17 2. KENCO SMOOTH 100G
i d receive your groceries at a time that suits you. have & list? 2 KENCO SOOTH 10 Editlist
4 PANCAKE MX
Sl B
ihews i hece —, Clear multisearch

~ - Slot details
‘“E'RE:I:“” a ' €106 your first Shop*  home, APARTMENT 15, MARKET SQUARE,
- N 1 s
TAKING TIME OUT AR NCoIey WIS” ,J

‘Shopping basket

How do | get €10 off? 0pping basket

Simply enter the code RXXFGK? at the online grocery checkout for a single delivery or using our free Click | /8%t

& Collect on or before 30/01/2019 My Baskel %) Now baskat

Guide price (28 ftems): €98.31
start shopping now.| (XD
ey View full basket

[Quantity  Product Price
or

So how does a Tesco.ie groceries shop work?

1 2 gt 3 gmme 4mmir 5 ommmen

= s

ot 2SS Booka Slot & &

p——— L T e O 1 @ TesoFrooRange €649 (3
. § ) Irish Chicken

- 1 - I

Broast Filets 250G

O 2 @ AvomoreFresh €248 &3
Wik (To) 1Lt
5 Delivery Saver

TEsco If you've shopped in a store in the past
6 weeks, you can use your Clubcard
number and see all the shopping you
bought, online in *Favourites”.

Browse our Special Offers
Althe regular together anlin

[ rrics W e ]

You have missed a promoion. Any 2 For 450
Save S0c.

-
ey O 3 © VogiganSonas @400 &3
(e ) 1 aror.. ) Re Meriot 750MI 4
[ o (ron 'y
(=rREEY T shon. ) w2 [x]
[ waceemce Y

Here are some fantastic reasons to shop with us... e'a };m Baby EZSE" @7 g
y @ 1 3 ToscoFamiy 08 L3
Saves you Helps you It fits around Freshness Our fantastic Grusty Brown
time > budget > your life > guaranteed > team > Broad 800G

Recommendations:

. Solution
ID Solution ROI

#20 | Remove all unnecessary information, which is not necessary to complete the task. 205.71

#21 | Make sure that content is not duplicated (for example 'Book a Slot' buttons) 164.57

#7 | Change 'Book a slot' label to '‘Book a delivery slot'. 54.86

#33 | Clearly distinguish what are links and what is plain text. 96.00

#23 | Make it clear what are the next steps with progress bar. 35.66

Remove all unnecessary information and hide basket to make screen less cluttered. Make sure
that content is not duplicated and that buttons have easy to understand labels. Change ‘Book a
slot’ to ‘Book a delivery slot'.

Make it clear what are the next steps and structure content in a logical way, so it helps users
complete their goals - buying groceries. Show progress bar clearly indicating all steps required to
buy groceries.

Divide content into clear sections with headings and include in these section Call to Action
buttons, so the next steps are easy to understand. These could be: “Add to Cart”, “Buy Now”.
CTAs have to be located away from other buttons and avoid being clicked by mistake.

Provide path and hierarchy information like breadcrumbs. Make sure that links have a colour
different from the rest of text and they are designated after clicking.




Examples:

£} Signin @ Create Account @ StorelLocator Q Search

© Wy ShopRite

Order Groceries Weekly Circular Digital Coupons

From the convenience of home Browse our in-store weekly ad Clip and Save!

SHOP NOW VIEW DOWNLOAD NOW

The New ShopRite App

Shop Easy - Just Like That!

LEARN MORE

Save on your ShopRite from Home® Join us on a journey to make healthier . . o Important Notice of Potential Breach
3 ) Easy online ordering on our NEW site! . i
order with weekly promotions happen for ShopRite of Millville, NJ Pharmacy

ABOUT CONTACT CAREERS PRESS RECALLS  POLICIES STAY
© 2018 Wakefern Food Corp. All rights reserved. CONNECTED

https://us.lkqd.net/d/1275=31

Browse aisles Special offers  Recipes & ideas =~ My usuals

You still have €15 off your first shop over €75

Pick a slot Previous orders My usuals
Order by Noon today for same day delivery @ Copy a previous order or make changes toa @ Quickly get to the products you buy most @
recent one often

. .




o ‘Same-Day Delivery: Free delivery on your first order! Visit the delivery tab to start shopping or check delivery availability in your area.

Kroger Gift Cards Liste Weekly Ad

Shop Now!

looking for today?
Find & Store

Q

Shop Departments ~  Savings & Rewards ~»  Our Brands *~  Recipes & ldeas ~»  Pharmacy & Wellness

Save More with 5X Digital Coupons
Download Coupons

Shop All

Start My Cart

Sebect a preferred stoe Lo view

price

Seleet a preferred stere Lo view
price

Select a preferred stere Lo view
price

Select a preferred stere Lo view
price

Select a preferred stere Lo view
price

Cauliflower

Lemons - Large

T

Broccoli

T

Apple - Honeyerisp Avocade - Large
b 1 each

See Personalized Suggestions

To easily shop items based on your recent purchases and recommended sale items,
please sign in or create an account.

Sign In ‘ Create an Account

Suggested Recipes
F

1 ‘I—"I

@

Lemon-Oragano Salad Organic Carrot Cake Leman Shesat Cake Easter Coconut Cake

Dressing
lngredients m 7 Ingredients Bingredients - 5 Ingredients m
10 minutes 1 hour A mirustes & howes 50 minutes
| View All Recipes
Connect With Lis: o o @ @ Download the App:
AABOUT THE COMPANY COMMUNITY CUSTOMER SERVICE (ONLINE SERVICES Earn FREE GROCERIES!
About the Company Krager Community Rewards FAQs DelifBakesy Ordering )
Advertise With Us Bringing Hope 1o the Table Account Registration Digital Coupons =2
Careers Sharing Courage Contact Us Gift Card Mall Y o
Camemunity Hanoring Our Heraes Customer Comments Jain Cur Custome: Panel S W i
Exprass HRt Salvation Ay Digital Coupons Policy Mobile Agp
Investar Relations Sustainability My Preseriptions FAQs Monthiy Newsletter GET THE CARD
Kroger Real Estate Recall Alerts L5 _ Learn Mare
News Room Feedback Racaipt Survey Invitation Save on Fuel
Vendors & Suppliers Recipes Eam Free Groceries
Request a Donation Manage My Card
Shopping List
Stare Locator
Weekly Ad

All Contents @ Copyright 2018 The Kroger Co_All Rights Reserved
Pharmacy Privacy Notice | Terms and Conditions | Privacy Policy

Digital Coupans

ger Cradit Card Help

Welcome!
Signin . .

ClickList

To create and edit your shopping cart,
sign in to your account,

Dan't have an account?




Mega Menu

Problem: Mega Menu is too complex, has too many links. This type of
structure creates a tedious journey with no quick option to find a product.

Issue
ID

Issue (Heuristic Evaluation)

Violated
Heuristic

Ease of
Fixing
Ranking

Severity
Ranking
(0-4)

#23

Mega menu has too many links which look the same

2.2

3 3

#26

The website doesn't use a clear user-logical hierarchy of
categories to classify products and to find them.

21

#30 change)

After clicking on link it is not designated (color doesn't

3.6

#18

Menu: selected tab and hover tab look the same

14.6

Issue - . .
D Issue (Usability Testing) Impact | Severity
#18 |Had difficulties finding the right link in the Mega Menu. Minor 27.43
#38 |Is not able to find product in the Mega Menu and uses Search Bar instead.| Minor 100.57

Evidence:
TESCO Tesco.ie | My Orders | My Account | Sign In | Website feedbackdf | Help&
A S S S —
Groceries Favourites Special Offers [TITLEVEN Pl | Delivery Saver I Enter product name or type [ Search I

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents

Multisearch -

LClick on_annthar item below to see the next sets

Fresh Fruit

Apples, Pears & Rhubarb
Avocados

Bananas

Berries & Cherries

Citrus Fruit

Dried Fruit & Nuts
Grapes

Nectarines & Peaches
Organic Fruit

Peas, Beans & Sweetcomn
Potatoes

Prepared Vegetables
Seasonal Vegetables
Spinach, Greens & Kale
Stir Fry

Salads & Dips

Chilled Dips
Coleslaw & Dressed Salads

Sliced & Grated Cheese
Speciality & Continental
Cheese

Yoghurt

Yoghurt Drinks
Yoghurts

Dairy Alternatives &
Cholesterol Reducing

Fresh Sea Food

Cooked Meat

Chorizo, Salami &
Continental Meats

Cooked Beef

Cooked Chicken & Turkey
Cooked Ham

Cooked Meat Snacks &
Frankfurters

Deli, Pate & Sandwich Fillers

Finest* Meal Deal

Fresh Garlic & Cheese
Breads

Fresh Pasta

Fresh Pasta Sauce & Pesto
Fresh Pizza

Prepared Meals
Sandwiches, Snacks &
Sushi

Stock, Soup & Sauces

E MILK
OOTH 100G
GE EGGS
MIX

Edit list

sket

Guide price (0 items):
ket

duct Price

o see what's in your basket

Clubcard points
ultiBuy savings
e price (0 items)

Information on Guide Price

Plums & Apricots Fresh Herbs, Chillies & Dairy Alternatives
Brerar] ;Un Spices Fresh Olives & Antipasti Savoury Pastry
Tropical & Exotic Fruit Prepared Salad & Salad Fresh Meat Meat Free Altematives Pies, Quiche & Pasties
Bags Eraily Bicon & Gamiion Sliced Cooked Meat & Sausage Rolls, Cocktail
Quom Sausages & Scotch Eggs
Fresh Vegetables Salad Vegetables Fresh Beef g gg:
Tomatoes Fresh H
Baby Vegetables oo e Chilled Desserts Counters
i i Fresh Lamb
gt:: fjCasiowerd Milk, Butter & Eggs Fresh Pork Fresh Cream Desserts Counter - Butchers
abbage
Butter, Spreads & Margarine Individual Desserts
Carrots & Root Vegetables = A M e —
Chillies, Garlic & Ginger ggs Fresh Poultry - g e
Courgettes, Aubergines & Fresh Cream & Custard Fresh Chicken R'Dus:e:d Er Polish Food
i ice Puddings
e Fresn Erealurioy Sponges, Pizs & Puddings i
Mushrooms Speciality Birds " Chanlly Of The Year
Onions & Shallots Cheese Tortes & Tarts Contribution
Organic Vegetables Cheddar Cheese Sausages, Burgers & BBQ iriles & Chossecdha Temple Street Children
Cheese Spreads & Snacks Meat T T Hospital Donation
Cottage & Soft Cheese Burgers res 4 Gls, Pan ERat
% & Garlic Bread Flowers
ausages -
Chilled Ready Meals Bouguet
Chilled Fish & Sea Food
Fresh Fish
i)
v




Recommendations:

. Solution
ID Solution RO
Make Mega Menu more visual by adding icons and grouping them by supermarket 40.23
#24 | aisles.
#25 | Don’t show all the links at once - use nested menus. 67.05
#26 | Make font size bigger 306.29
#33 | Clearly distinguish what are links and what is plain text. 96.00

Make Mega Menu more visual by adding icons and grouping them by supermarket aisles. The
categories should be easy to identify and differentiate by the customer.

Don’t show all the information at once - use nested menus. Clearly differentiate navigation
elements from one another, but the group and place them in a consistent and easy to find a place
like the main menu in the header of the page. Maintain expected conventions, such as left or
right-hand navigations. Use vertical lists to help users move from link to link with a single eye
movement. Add more space between links.

Use colour changes to indicate to users when a link has been visited. Link colours help users
understand which parts of a website they have visited, and can increase users’ ability to find
information. Use default text link colours such as blue for unvisited links and purple for visited
links.

Examples:
! =
almart - <~ = Departments ood ~ earc
Walmart >/< i Food~ | Search
FREE 2-Day Shipping [R] Pickup Today &
Food
Shop by Category
Soups

rarmeseest Get test-rec

Meal Solutions, Grains &

Pasta Chips & Crisps Popcorn g( mor
Snacks, Cookies & Chips ~ » Cookies Pretzels
Beverages i Crackers Pudding & Gelatin ‘
Coffee > Dips & Spreads Rice Cakes i
i

Chocolate, Candy & Gum  »

Dried Fruit & Dried Snack Boxes & Gifts

. Vegetables

Baking >

Fruit Cups & Fruit Sauces Snack Cakes
Breakfast & Cereal >

Fruit Snacks Snack Mixes
Fresh Food >

Granola Bars & Snack Bars
Organic Foods >

Jerky <
Gluten-Free Foods > s
See more categories ~ Nuts, Trail Mix & Seeds

AHUAIN
Savings Showcase %




Shopping Basket

6 Problem: Shopping Basket is difficult to read and navigate and some
" | important details are missing.
- Ease of | Severit
Issue . . Violated .. . y
Issue (Heuristic Evaluation) . . Fixing Ranking
ID Heuristic .
Ranking (0-4)
#28 |Some labels might be difficult to understand. (Guide price) 31 0 4
There are no order charges, such as taxes and shipping
#41 | costs specified as soon as possible in the purchasing 10.2 3 4
process.
Issue - . :
D Issue (Usability Testing) Impact | Severity
#34 Had tq look closer at the screen to spot the bottle of wine listed in the Major 54.86
shopping basket.
#37 Didn.'t notice that can change number of products in the basket with plus Minor 54.86
or minus.
#40 |Had difficulties noticing that item was added to the basket. Major 82.29
#20 Thought that something is wrong because of the red labels in shopping Suggestion 4.57
basket.
Evidence:

-
' ) €10 off your first shop*

- ' ‘( ] N 1

% ! Ped

NCATR W s |

ry checkout for a single delivery or using our free Click

Start shopping now...

Book a slot

Review and
Checkout

rsome
rries

Receive your
shop at home

S

Book a slot

Start shopping now...

re in the past
ir Clubcard

1opping you
tes".

Start shopping with Favourites

Slot details

home, APARTMENT 15, MARKET SQUARE,
GREEN STREET
Change delivery address

Book Slot

Shopping basket

My Basket(s)

| My Basket + | New basket

Guide price (16 items) €61.66

View full basket

Quantity  Product Price
airy Original €200 o
fashing Up Liquid
500MI
2 Kenco Smooth €10.70 L4
- ** Instant Coffee 4

2 Tesco Free Range  €6.38
- - Eggs Large Box Of E
12

2 Odlums Pancake €3.00
= M Nixs006 -
1 Eagle Hawk €7.00
- *¥ Cabemet A -
Sauvignon 75CI
3 Mcguigan Signatu  €24.00 g
=7 ™ Re Merlot 750MI 4
2 Jacobs Italian €6.38
- *¥ Cracker Lghtly Salt -
250G
2 Tesco Finest €0.00 o

Chocolate Cake

Sorry, this product is currently not available.
Rest of shelf

1 4 Tesco Spinach

€20
500G

Total Clubcard points 61
Total MultiBuy savings €0.00

Guide price (16 items)| €61.66

Empty Basket Information on Guide Price




About Guide Price
Please note that the prices on our Grocery website are guide prices only.

The actual price you pay is the price charged in store when your order is put together for delivery. This is because:

The prices of some products may vary between when you place your order and when it is delivered.

Your Personal Shopper may weigh items like fruit and vegetables or pick pre-packed weighed items like meat,
poultry and cheese. This means the price will vary slightly in store from what is on the website.

Some items in your order may not be available at the the time of picking and therefore may need to be
substituted.

All prices are expressed inclusive of any VAT payable unless otherwise stated. The rate of VAT is 23%.

When your order is delivered you may return any item and receive a full refund if you consider that the difference
between the price charged and the guide price shown on the Grocery website is unacceptable.

About total Clubcard points
This is the total Clubcard points you have earned from this order inclusive of delivery charge.

About total Multibuy savings
This is the amount you have saved from Buy 1 Get 1 Free and Multibuy promotions.

Close

I ESCO Tesco.ie | My Orders | My Account | Sign Out | Website feedbackc® | Helpc®

Enter product name or type Search

Multisearch -~

Click on another item below to see the next sets
of results

Favourites Special Offers St Patrick's Delivery Saver

|

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents

‘ Shopping basket ‘ 1. AVONMORE MILK
2. KENCO SMOOTH 100G Edit list
Overall substitution preferences: My Basket(s)| My Basket 3 3. FREE RANGE EGGS
. e By selecting ‘Provide Substitutions’ we will: New basket 4. PANCAKE MIX
MO LN .7 Frovide a suitable altemative if your selected
product is unavailable
- And if you don’t want it, just hand it back to ;.
your driver for a full refund Clear multisearch
i} : By selecting ‘Don’t Substitute’ you will not I il
receive an alternative if the product is unavailable Slot details
home, APARTMENT 15, MARKET SQUARE,
Information about Substitution and Picker notes Turn images off GREEN STREET
Substitution notes Personal shopper notes gD EENTy i
Quantity roduct (click row to edit specific products) (click row to edit) Price BookSlot |
Household
& Fairy Original Find a suitable alternative Enter note to picker €200 L
J Washing Up Liquid
’ﬁ 500MI
Drinks
& 2 & Kenco Smooth Find a suitable alternative Enter note to picker €1070 &3
Instant Coffee 100G A
&1 Rd Eagle Hawk Find a suitable alternative Enter note to picker €7.00
Cabernet Sauvignon A
75CI
Fresh Food
& 2|8 Tesco Free Range  Find a suitable alternative Enter note to picker €638
Eggs Large Box Of
B 12
& 1 /8 2+ Tesco Spinach Find a suitable alternative Enter note to picker €220
Eﬂ -
Food Cupboard
& 2 & - Odlums Pancake Find a suitable alternative Enter note to picker €3.00 W
2 Mix 5006
& 3 & Jacobs ltalian Find a suitable alternative Enter note to picker €957 &4
- (Cracker Lghtly Salt
[
Bakery
2 + Tesco Finest €0.00 &
= Chocolate Cake
Sorry, this product
s 3Jis currently not
) ‘available.
Rest of shelf
Information on guide price
Total Clubcard points: 40 Total MultiBuy savings €0.00
Green Clubcard points 0 Guide price (14 items) €40.85
Promotional Clubcard points 0
Clubcard points 40
Empty Basket Product Terms & Conditions && Continue Shopping




Recommendations:

. Solution
ID Solution ROI
#26 | Make font size bigger. 306.29
#27 | Use color for navigation buttons and make them bigger. 210.29
#28 | Add animations to make it clear when product is added to the basket. 27.43
#22 | Make sure that buttons have easy to understand labels. 187.43
#30 | Add tooltips to offer labels and other labels which might be not clear to the user. 105.14

Make font size bigger. Increase the size and colour contrast of the ‘+’, ‘-’ and ‘x’ buttons, or use
clear to understand labels and icons, for example, trash icon, ‘Delete’ label.

Improve animations to make it more clear when a product is added to the basket.

Display Costs and Totals Clearly rather than having them explained in an additional modal
window. Add tooltip to ‘Guide Price’ or change it to ‘Estimated Price’.

Display basket subtotal and total. For estimated shipping and tax charges (it's OK to say TBD in
checkout). Adding a feature that clearly reflects the cost of the shopper’s virtual basket helps
reduce post-purchase regret - and improves your customer’s chance of return. If this information
is hidden it causes distrust and shopping cart abandonment.

If the page is too cluttered and full basket preview has to be hidden, keep it as a button with a
number of items and total in the top right corner of the page. Allow users to quickly add and
preview items in the basket without leaving the page.

Examples:
) ) B Scotch Plains (070... | Hil ‘G $38.92
freshdirect FUUDKICK i Delivery Times v | Signin v =% Cart v
Quantity Price
- "
Nd*Ta Search Dairy
‘freSh . -, Just FreshDirect Local Nonfat Greek Yogurt, Plain 1
$1.19
(5.302)
M What's Good
MEALS  FRUT VEGETABLES Mehi'b.  SEAFOOD
Driscoll's Strawberries (approx. 160z) 1 $4.99
FRESH DEALS MEAL KITS COUPONS sALE  Fuji Apples (4ct) 1 $3.99
Red Seedless Grapes (approx. 2lbs) 1 $6.88
Red Seedless Grapes (approx. 2Ibs) 1 $6.88
. . Sumo Citrus, Box (6-7ct, approx. 5lb) 1 $14.99
Get 60 Days of Unlimited FREE Deli
Subtotal: You've Saved $17.59 $38.92
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‘freShdl‘rect Search n Office delivery?  Help (2 Reorder

MEAT & DELI&  BAKERY& PARTY WINES &
MEALS  FRUIT VEGETABLES POULTRY SEAFOOD  DAIRY CHEESE  PASTRY PLATTERS GROCERY FROZEN BEER SPIRITS
FRESH DEALS MEAL KITS couPoNs SALE NEW TOP-RATED IDEAS LocaL EASTER PASSOVER
Your Cart Delivery Charge: $0.00 _
heck
Please review your cart before checking out. Order Subtotal: $38.92 e S ?
Dairy

T = Just FreshDirect Local Nonfat Greek Yogurt, Plain
‘Q! | @' Delete + $1.19
=] (5.30z) (1.19/ea)

What's Good
& Driscoll's Strawberries
- $4.99
a (approx. 160z) [l Delete -El (4.99/ea)
Fuji Apples
a $3.99
Red Seedless Grapes $6.88
(approx. 2Ibs) [l Delete -EI (2.99/1b)

* Red Seedless Grapes

& 6.88
(approx. 2Ibs) L peee -El (2.%9/u;)
Sumo Citrus, Box

o $14.99
(6-7ct, approx. 5lb) Ly Delete -EI (14.99/ea)

1iij Empty Cart

Have a promotional code? Delivery Fee: $0.00
Total Tax:  Added during Checkout

Order Subtotal: $38.92 *

Enter here apply

You've Saved: $17.59
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Appendix G6

Recommendations for Multi-search Widget and List of Results

‘Multisearch’ Tool

7 Problem: Multisearch is hard to see without help and it is not clear how it
" | works
. Ease of | Severit
Issue ... . Violated .. . y
Issue (Heuristic Evaluation) . Fixing | Ranking
ID Heuristic .
Ranking (0-4)
419 Mgltisearch: Not really visible, it doesn't stand up and it's 14.1 3 4
quite useful and works well
420 Multi§earch: When a product is misspelled it will suggest 14.7 3 0
possible products
#29 Arrow under Search Bar is confusing. 3.4 1 3
#39 Users are not notified when multi-search option exists. 9.10 3 4
Issue - . .
D Issue (Usability Testing) Impact | Severity
Wasn't using multisearch to find multiple products. It didn't drag attention
#21 9 Plep 9 Minor | 118.86
at all.
#22 |Wasn't clear what can be done with multisearch tool. Minor 54.86
#23 |Didn't know how to go to the next product in the multisearch tool. Major 68.57
#39 |Could't find Multi-search straight away. Minor 45.71
Evidence:
TESCO Tesco.ie | My Orders | My Account | Sign In | Website feedbackd® | Help &

Search

Favourites Special Offers Delivery Saver

Multisearch

Type one search item per line then click Ga

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents

Welcome to Tesco.ie Groceries

We want to make your online grocery shopping as easy as possible.

Type list here, e.g

Milk
i Mushrooms
?
Already registered? ({JEITIL) to start or amend a shop. Eggs Go
First time shopper? to sign up for the service. Slot details
Book Slot

- ; -
Al
NE RE BIG ON d ¥ ' . €10 off your first shop* Shopping basket
-" = 4 1 Smm—




I ESCO Tesco.e | My Orders | My Account | Sign In | Website feedbackc® | Helpc®

Favourites

Delivery Saver I I Search I

Special Offers

Frosh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents  [LULEECELY] o
Click an anather item belaw to see the next sets
Groceries > Search (Milk) of resulis
i 1. milk
Search results for 'milk 2. equs Edit list
3. water

We have found 731 results for milk

Next search item: eggs

Clear multisearch

Weight converer £
i Slot details

Refine your search v Book Slot

Showing products 1-20 of 731 Page: 123 .37 next>  Show more Views [35]| (18] Hide images »
o Shopping basket

I ESCO Tesco.e | My Orders | My Account | Sign In | Website feedbackc® | Help&®

Delivery Saver I I Search I

Favourites Special Offers

Fresh Food | Bakery | Food Cupboard | Frazen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents RATLCEETEL -~
Click an another item below to see the next sets
Groceries > Search (Eggs) of resulis
1. milk
Search results for 'eggs’ 2, eqgs Edit list
We have found 322 results for eggs Sl
Previous search item: milk I Mext search item: water I
Clear multisearch
Weight converter Slot details
Refine your search b Book Slot
Showing products 1- 20 of 322 Page: 123 .17 next> Show more Views |8 Hide images Shopping basket
ok i - L ] -~ My Aacknt
Recommendations:
Solution
ID Solution
ROI
#10 Add product and automatically go to the next one listed. 18.29
#31 Make Multisearch box more visible 219.43
#32 | Simplify how Multisearch works 242.29
#36 Make Multisearch results list more intuitive 68.57

Replace Search centre in the space and bigger.

Reword the name and explanation of the Multisearch feature. Perhaps even open its own pop-up
window.

Use of buttons instead of links and also arrow icons.




Search Results

Problem: Have to scroll down to see search results, it is not clear how to
refine the results, and there are some features that are not important.

Issue

Issue (Heuristic Evaluation)

V|o(:ate Ease of
Heuristi F|X|rrg
c Ranking

Severity
Ranking
(0-4)

#21

#36

#38

User has to scroll to start viewing search results

Search didn't show 'Half Price' offers, despite they were

listed on the website.

Search doesn't have advanced features that allow for a limit

to a great variety of criteria (features, categories, etc.)

14.1 2

9.1 3

Issue
ID

Issue (Usability Testing)

Impact

Severity

#25

#26

#27

#28

#35

Didn't know how to refine the search.

Didn't know what 'Rest of shelf' means.

Couldn't find relevant products in the search results list.

Wasn't able to find more information about the product by clicking the

Information Icon.

Didn't understand the difference between different types of offers.

Evidence:

Favourites

Groceries > Search (Water)

Special Offers

Search results for 'water'

We have found 246 results for water

Previous search item: eggs

Weight converter
Refine your search

Show product(s) that are
New Products

Filter by area
Flavoured Water (40)

Mixers (33)

Still Water (20)

Tinned Tomatoes & Veg (29)
Cleansers & Toners (18)
Sports & Individual Bottles (13)
Drinks (12)

Special Offers

Sparkling Water (9)

Tinned Fish & Seafood (7)
Kitchen (6)

Kids Drinks (6)

Fish Food Water Treatment And
Accessories (5)

Long Life Juice (4

Crackers & Crispbreads (4)

Showing products 120 of 246 Page: 123 .13 next

Show mere

Minor
Suggestion
Major
Suggestion

Major

Tesco.ie | My Orders | My Account | Sign In | Website foedbackd® | Helpe®

Delivery Saver

Fresh Food | Bakery | Food Cupboard | Frozen Food | Drinks | Baby | Health & Beauty | Pets | Household | Home & Ents

O

Fresh Fruit Juice (3)

Shampoo (3)

Living (3)

Car Care (2)

Fabric Fresheners & Ironing (2)
Bodywash & Shower Gel (2)

Show More

5| Hide images

] [ seorcn B
a

Multisearch

Click on another flem below to see the next sels
of resulis
1. milk
2. eggs
3. water

Edit list

Clear multisearch
Slot details
Book Slot

Shopping basket
My Basket
Guide price (0 items):

Quantity Product Price

Please sign in to see what's in your basket
and add items

Total Clubcard points
Total MultiBuy savings
Guide price (0 tems)

Information on Guide Price

Ballygowan Sparkling Water 2 Litre

SAVE 25c Was 1.25 Now 1.00
l SAVE ‘ valid from 15/2/2018 uniil 28/2/2018

o Restaf snel

Tesco Ashbeck Still Water 5Ltr
Sory, this product s currently not available
‘This product features as part of The 800

Sortby  Relevance B oo

€1.00 (€0.051100m))
Quantity

R o |

(€0.03/100m)

9.14

4.57

54.86

4.57

96.00




Toscno | My Ordors | My Account | Sign n | Wobsio feodbooke? | Holpc?

Its for ‘water' O
s fo water

Glar multsearch

TESCO Tescoie | Wy Ordors | My Accourt | Sign'n ] Siot details
“| | sooksiot
Sl o elivery Saver Shopping basket
» . i My Baskat
carios > Search (ator) Guido prica (0 toms):
Sparkling Water 9) Fresh Fruitduc (3)
Search results for ‘water' Tinned Fish & Seafood (7) Miow full basket,
s T )
oo Treatment And
) Gear mutisarch P and add fems
Slot detals Orinks (12) Long Life Juice (¢) Toal
7] | Coooksier Crackers & Crispbreads (4) SR
B Show More Guide pr
2 Shopping basket

B Gos) |Memet
Showing producs 1-20of 246 Page: 12313 next>  Snowmore

[ Ballygowan Sparkling Water 2 Litre i i ) Bevnk

a

Viewfullbasket

. Ballygowan Sparking Water 2 Lire
P p——

L SAVE ) Sivezscwasizsnon 1o

sl fom 1522018 u 282201

° Restof ot
£ manem W SAVE 250 Wax 125 Now 100

Groceries

Search results for ‘water'

Editlist Search results for 'water'
Ve have found 246 rosatsfor walor 6 rosu

s for water

tom: oggs

B s>

€1.00 087100
Guaniy

SRR ]

Cloar mutissarch
Stot detals
Refin e
BookSlot
Showing products 12001246 Page: 123 _13net>  Showmore 2
Shopping basket Balygowan Sparking Water 2 Lire
yBaskat €1.00€0s100m)
Quany
Guide price (0 o) .
. Ballygowan Sparkling Water 2 Litre e e a SRR - |
a View full basket
T Jauntty _prcuct s |
SAVE ) Si2cie 7 int0 500 whats n your basket
Soa mor deais
-
-

° Restofshelt

Recommendations:

ID Solution

Solution
ROI

#10 |Add product and automatically go to the next one listed.

#34 |Change "Refine your search" by for "Filter by"

#35 |Display more than one item by row

#36 |Make Multisearch results list more intuitive

#37 | Change position of "Sort by" feature next to "Filter by"

Remove “Search results for [X]” section
Change layout of “Refine your search”, perhaps create buttons instead of
than three by line

18.29

64.00
62.86
68.57
54.86

links and have more

Change the whole layout of the search results, creating buttons instead of links and having more

than three items by line.
Remove “Rest of shelf” and add a related product list on every item page.
Remove “Information” icon at all. It does not bring extra information.

Examples:




SuperValu

Real Food, Real People

Search Q

Browse aisles  Specialoffers  Recipes &ideas My usuals

| S
uper
SAVE TIME for

your transformation
thlS year Start Shopping

Special offers & more BEIOW

SuperValu

Resl Food, Real Paople

Search g

Popular searches
milk

cheese
bread

chicken

Search using a shopping list

SuperValu Jordana Yoursecount W citems €798 v

Real Food, Real People

[Type or paste your list here.
Each item should be on a new line e.g.
Milk

Bread

Eggs




SuperVaIu Jordana Youraccount W 2items €7.98 ¥

Real Food, Real Peaple

° 1of10: egg (idetst )

Browse aisles Special offers Recipes & ideas My usuals

Search results Your list

( Baby ) ( Chilled Food ) C Dairy, Milk & Eggs ) ( Food Cupboard ) 2. milk >

Searched for

3. cloves >
Filterby: All v Sortby: Relevancy v
4. chicken >
5. water >
W w W W
6. coke >
TR =
¥ J / ~
i Edit your list )
’ @ 2 !S)-\EW " | J
vi@, f1 %mi‘ Back to single item scarch
mini pullet &
R YA T I
Golden Irish Mini Pullet Margaret's Organic Eggs Mega Eggs Omega 3 Large (6 0'Egg Pasteurised Liquid 0'Egg Pasteurised Liquid
Eggs (12 Piece) Large 4pce (4 Piece) Piece) Free Range Egg (500 Grams)  Free Range Egg Whites (500
Grams)
€2.00 «© €2.28 co57each €2.78 cox €3.49 ccos €3.99 « g
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