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User Observation Testing: Forms and Proce-
dures for an Information-Driven Web Site

By Steven Streight

he W.D. Boyce Council of the Boy
Scouts of America was concerned

about their staff Web site
(www.wdboyce.org). Complaints from
users indicated that the site might have
some usability problems. The W.D. Boyce
web development committee decided to
revise the design of the site, but wanted to
identify usability deficiencies prior to the
re-design.

As a new volunteer member of the
committee, my responsibility consisted of
advising the committee on usability and
textual content issues. Here was my op-
portunity to make a significant contribu-
tion of expertise.

I suggested that my usability team ob-
serve typical users interacting with the
Web site. Watching actual users attempt to
accomplish tasks at the Web site would
enable us to pinpoint specific usability
problems. After | explained how a user
observation test could be conducted, and
what would be required of test subjects
and testing facilities, the committee gave
me the go-ahead.

www.wdboyce.org is an information-
driven, text-dominant Web site, with rela-
tively complex information architecture.
Vital information is often buried in non-
obvious locations, requiring users to em-
bark on “linking expeditions”

(site navigation-enabled information hunts) that
are frustrating and time-consuming. Users are
confronted with redundant links (differently
labeled links that lead to same content),
pseudo-redundant links (similarly labeled links
that lead to very different content), and faulty
link nomenclature (link labels that are vague or
inaccurate).

The organization wants its staff leaders and
volunteers to use the site as their primary
source of organization news, policy statements,
activity updates, and forms to download to re-
duce paper and postage costs for the organiza-
tion.

W.D. Boyce web committee members un-
derstood how web text must be formatted dif-
ferently from print media. Readers of books,
magazine articles, and personal letters, for ex-
ample, tend to read in sequential order, from
beginning to end. Some passages may be
skipped over, but print reading is far more lin-
ear (straight line from point A to point B, etc.,
to point Z) than web viewing. It's a mistake to
think that web users will interact with Web site
text the same way they consume print media
text.

The sheer abundance of online material,
and the free and easy access to it, contributes to
users racing through Web sites, even relevant
ones, until they spot the exact material they
want. Unfortunately, most of the text on the site
was in a “print read” format.

Continued on page 13.



Editorial

Keeping the Community Informed

By David Dick

n this issue,

Andrea Ames,

STC President,
describes the scope
of the STC |
Transition, and Karen Bachmann de-
scribes how it affects the Usability
SIG. The Transition is a reaction to
declining membership and perceived
member value. Declining membership
and commitment to members meant
that the Society had to reduce subsidies
to Chapters and SIGs, put publications
online instead of printing them, use e-
mail as a method to inform members
instead of sending correspondence in
the mail, and limit amenities offered at
the annual conference or increase con-
ference costs and membership fees.
The good news—the Society didn’t
increase conference fees and member-
ship renewal.

e, =]

Rising publication and mailing
costs forced us to look at ways to re-
duce our costs. The only major cost we
have is the publication and mailing of
the newsletter. The member survey in
January 2003 told us that you wanted a
printed copy of the newsletter. In
August, we published a mini newslet-
ter. It was only intended to publish a
feature article, SIG news, and draw
your attention to the Web site where
additional articles are published.

Publishing an online offered
value-added benefits to members:

a No limitation on the number of
pages an issue can have. This issue
has 16 pages of articles.

O Authors make greater use of URLS
to point to Web sites where addi-
tional information is available.

O Greater use of color than possible
with the printed (black and white)
newsletter.

Q Articles are read by a wider audi-
ence than ever before because they
are accessible via the Internet.
They like what they read and are
becoming STC members.

It’s all in an effort to keep the
community informed.

We Want Letters to the Editor

Do you have something to say about a
recently published article? Was there
incorrect information we printed that
you want to point out?

Do you have an idea that you
would like to share that may make the
newsletter be a more useful and enjoy-
able resource?

Send your comments to
david.dick@swift.com.
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SIG Manager Report

Pulse of the SIG

By Karen
Bachmann

hose of
you who
were able

to attend this
year’s annual conference in Baltimore
can attest to the high quality and quan-
tity of usability sessions available,
starting with the keynote by Ben
Shneiderman, who was also a special
guest at our business meeting. As us-
ability becomes more visible in the
greater STC community in activities
such as this, I’m inclined to suggest—
while not denying my bias—that us-
ability has moved from a special inter-
est to a core practice for technical
communication. If this idea is correct,
it does not eliminate the need for our
community focused on this area. It
actually increases such a need to make
sure that we are providing the best pos-
sible value to our members, to the So-
ciety, and to the profession.
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Transformation

Increasing value is, as Andrea points
out in her article, the key impetus for
the current transformation effort un-
derway. | am pleased that the Usability
SIG was asked to be a pilot community
in the first stages of implementing that
effort. We will be one of the first
communities to create a new charter.

As | write this article, some inter-
esting discussions are taking place on
our listserv in response to my request
for input on our new charter, which
will have been submitted July 30.

I have asked members to consider
the following questions about what the
value of our community means to
them:

1. What do you value most about the
Usability SIG?

2. What current services do you
benefit from and want to keep?

3. What other programs or activities
would you like to see the commu-
nity offer?

4. If other STC members or profes-
sional peers ask you about the
SIG, what are your top reasons to
join?

5. What do you wish you could say
to convince them of the value?

6. What value does the Usability SIG
have for the larger STC commu-
nity? Can it interact and share with
other communities to better satisfy
your needs?

If you are not on the listserv, first,
consider joining. Visit
www.stcsig.org/usability/activities/listf
ag.html for details about subscribing.

Second, do not think that your
voice is not important in this issue. The
key questions | asked are not relevant
only to the re-chartering effort, but to
the continued relevance and, yes, value
of our community to all of us. Your
feedback and answers to what the

value of our community is to you
is always welcome and needed,
through the communication channel
that works best for you.

Outcome of the Usability
SIG Business Meeting

One point that was brought up in our
business meeting and again in the list-
serv discussion is that our community
should promote technical communica-
tion as one of the “related disciplines”
so often stated in usability job post-
ings. Dr. Shneiderman shared his ideas
about making our skills and contribu-
tions known outside the STC, chal-
lenging us to promote usability and
technical communication to govern-
ment and industry. An idea suggested
was that of writing a letter to recruiters
describing how technical communica-
tion and usability relate and why tech-
nical communicators should be consid-
ered for usability positions. Carol
Barnum agreed to take first steps, but
needs collaborators. | am sure that we
have other creative ideas for promoting
ourselves and our contributions to em-
ployers, to the various industries we
serve, and to our usability colleagues.

Clearly, the transformation effort
has already offered some great ideas
for improving how our community
supports our professional develop-
ment—and it’s only just beginning. If
you have questions, ideas, or concerns
about the transformation or any of the
initiatives that result from our discus-
sions, please feel free to email me at
Karen@seaconinc.com.
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Member News

SIG Bits

Usability Interface welcomes stories about local Usability SIGs. To have your announcement of a meeting or activity pub-

lished, contact david.dick@swift.com.

Member News

Janice (Ginny) Redish, Whitney Que-
senbery, and Fred Sampson were given
the President's Award for their out-
standing work on the transformation
committee. The transformation efforts
are well under way, which will be a
challenge to the STC as a whole and to
the chapters in particular, but is very
good news for most SIGs. See the arti-
cle “Transformation Update...or Intro-
duction?” for background on the Soci-
ety-wide transformation effort.

How Many Members

As of July, we had 1752 members.

UsabilityNew Jersey
Hosts Picnic

By Alice Preston

In New Jersey, it has been a relatively
cool summer with a few abnormally
wet weeks. But the day of our annual
picnic, July 21, dawned hot and clear.
Members, including usability alumni
of several Telecomm companies in the
area, gathered at a park in Central New
Jersey for an evening of potluck feast-
ing and active conversation.

Members and their families were
able to share information on the STC
and UPA conferences, member Susan
Fowler's new book Web Application
Design Handbook, (just out from
Morgan Kaufmann), new jobs, new
babies, and job-hunting stories. Mem-
bers enjoy good food and conversation
at the second annual picnic.

From left to right, front: Marilyn Tre-
maine, Yihsiu Chen, Barbara Burke.
Back: (partially obscured) Tom Vol-
laro, Susan Vollaro, Mary Mitchell,
and Cindy Lu.

UsabilityNJ is a community of
people in the central New Jersey area
interested in usability topics. Started by
STC and UPA members in 2001, the
group welcomes participation by any
usability folks in the area. The com-
munity shares information through a
Yahoo Group called UsabilityNJ. For
more information, contact group mod-
erator Alice Preston: alice-
flute@hotmail.com.

Get to Know the Other
STC SIGs

STC's Special Interest Groups (SIGs)
consist of STC members with common
experiences and interests who share
their skills and knowledge with each
other and with other STC members.
Below is a list of links to further in-
formation on each of the SIGs, as well
as contact information and Web ad-
dresses (if applicable).

If you can't find the web page for
the SIG that interests you, please con-
tact Pete Herbst (pete@stc.org) or Lau-

rie Paul (laurie@stc.org).

a AccessAbility
0 Canadian Issues

0  Consulting and Independent Con-
tracting

0 Education and Research

0 Emerging Technologies

0 Environmental, Safety, and Health
Communication

0 llustrators and Visual Designers

Q Indexing

0 Information Design

Q Instructional Design & Learning

Q International Technical
Communication

Q  Lone Writer

a  Management

Q  Marketing Communication

Q  Online Information

0 Policies and Procedures

0 Quality Scientific Communication

O Single Sourcing
Q Technical Editing
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Educational News

Conferences and Seminars

Information about upcoming conferences and seminars is published on our Web site at www.stcsig.org/usability/

resources/conferences.html.

GSA and HHS Launch
Usability University

The General Services Administration
and Health and Human Services an-
nounced, on April 22, 2004, the launch
of a new, comprehensive usability
training program—the Usability Uni-
versity. This program offers U.S. fed-
eral employees and private employees
a variety of user experience training
opportunities through free seminars
and in-depth courses at nominal rates.

The goal is to share, promote, and
demonstrate usability policies, meth-
ods, research, and best practices to
improve the usability of federal web-
sites and other communication tech-
nologies.

These seminars and courses are
designed to provide current, hands-on,
practical training for Web developers,
editors, content managers, marketing
staff, and others.

Already the Usability University
has conducted four different two-day
courses
www.usability.gov/usabilityuniversity/
training.html and six free two-hour
seminars
www.usability.gov/usabilityuniversity/
seminar.html.

For more information, email
usabilityuniversity@gsa.gov or call
Hada Flowers at (in the U.S.) at 202-
208-7282.

Usability Reporting

The Institute of Standards and Tech-
nology, Industry Usability Reporting,
is extending its work on usability re-
porting to include formative testing.
The group's first project was the
Common Industry Format for reporting
summative usability results, now an
ANSI standard (ANSI/INCITS-354).

The project will be kicked off with
a workshop in Boston on October 18-
19, 2004. The goal the workshop is to
define and clarify types of usability
testing and reporting techniques, as
they are used for different goals during
the requirements, design and develop-
ment life cycle, and to identify best
practices in communicating test results.

For more information and to reg-
ister for the workshop go to
WWW.nist.gov/iusr.

The conference will include 21
presenters from leading organizations
in academia, business, government and
design, including The Georgia Institute
of Technology, MIT, Fidelity Invest-
ments, Center for Aging Services
Technologies, Government Services
Administration (GSA), AARP, IDEOQ,
TIAX. Several are outstanding mem-
bers of the STC Usability SIG.

For more information go to
www.bentley.edu/events/agingbydesig
n2004.

Aging by Design

Bentley College offers a two-day con-
ference called “Aging by Design,”
September 27-28, 2004.

The conference explores how the
world of business and technology will
be affected by the rapidly-growing
aging population. Topics include cur-
rent research on the impact of aging on
design, methods for interacting with
the aging population (requirements
gathering and testing), design case
studies and business opportunities.

Review of Older
Users and the Web

By Allen Rotz

AARP (Association for Advancement
of Retired Persons) was a very appro-
priate and gracious host to the most

recent course from the Usability Uni-
versity—"“Older Users and the Web.”

AARP launched its Older Wiser
Wired initiative in March 2003 to spe-
cifically address issues of how older
adults use the web. The website
www.aarp.org/olderwiserwired con-
tains a wealth of information about
older adults and the web, what im-
pediments they face, and how Websites
can be designed to overcome these
hurdles. The tagline, “Tyrrany of Tiny
Type” doesn’t begin to describe the
depth of information you will find
there.

Continued on page 6.
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Older Users and the Web
Continued from page 5.

More than 15 speakers from both
government, commercial, and aca-
demic sources presented their findings
over two days.

See www.usability.gov/
usabilityuniversity/description.html for
a listing of speakers.

A Website Especially For
Older Users

One bit of not surprising information is
that older adults use the Web more
often to find health information than
anything else. Of particular note is the
www.nihseniorhealth.gov site that was
developed as a joint project by the Na-
tional Institute on Aging and the Na-
tional Library of Medicine. The in-
formation provided is focused on
health issues specifically related to

aging.

Without requiring anything other
than a Web browser and a PC with a
sound card and speakers, the site pro-
vides three methods of addressing vis-
ual impairment. Larger type is avail-
able with a click on one button.
Another button enables the user to tog-
gle between normal and high contrast.
A third button switches on the speech
function. The user points the mouse
over the text on the screen and hears it
read aloud. As with screen readers, the
users can use the tab button to move
around the screen. Unlike screen read-
ers, the voice is much more natural and
reads at a much slower, easier to listen
rate.

Part of the collaboration of the
NIA and the NLM was the develop-
ment of a brochure titled, Making Your
Web site Senior Friendly. Thisis a
checklist of basic design guidelines
that should be followed to make a site
more usable and comfortable for older
adults. It should also be especially
useful in showing management how a

site should be designed. You can
download a pdf version at
www.nlm.nih.gov/pubs/

checklist.pdf.

Of particular interest was the pres-
entation of the results of the analysis of
a collection of Web sites that are tar-
geted toward older adults. These sites
were evaluated against the 25 guide-
lines of the NIA checklist. The report
of these findings can be viewed at
http://psychology.wichita.edu/surl/usab
ilitynews/61/older adults.htm. This
report can also be found in the free
monthly e-newsletter
www.usabilitynews.org published by
the Software Usability Research Lab at
Wichita State University. Subscrip-
tions are free. Another article, also
from SURL, on designing a website to
be accessible to older users and other
general usability design articles can be
found at www.optimalweb.org.

More Older Users and
More Usage

Everyone understands fewer older
adults go online than other age groups.
Of those 65 and more, 25% go online
while the number for those 50-64 is
60% and for the 30-49 age groups it is
74%. However the number of those
accessing the Internet in the 65+ group
increased by 49% between 2000 and
2004. This increase is certain to con-
tinue as the slightly younger, more
computer savvy adult’s age into the
older segment.

Not only are the 65+ Web user
crowd growing in numbers, they are
doing more on the Web:

Q 66% have looked for health infor-
mation—an increase of 25% since
2000

O 66% had done product research—
a 38% increase

O 60% have visited a government
Website—a 50% increase

47% have bought something on
the Internet—a 31% increase

These statistics and much related
information are available at
Www.pewinternet.org.

A resource that has much interest,
especially to those dealing with federal
websites, is a monthly e-newsletter
produced by the U.S. General Services
Administration (GSA). Titled U-
Group, it provides brief articles on
usability related topics with many hy-
perlinks to more detailed information.
To subscribe, send an email to u-
group@gsa.gov and type subscribe

u-group in the body of the message.

Summary

The creation of the Usability Univer-
sity and the information presented in
this seminar is good evidence of two
great things. First, any in leadership
roles at federal agencies have usability
as a major concern. Second, that there
is an understanding that the needs of
older adults using the Web may be
different from the younger population
and that the Federal government is
making significant efforts to serve the
information needs of older adults.

For more information about AARP
their Web site at www.aarp.org.

See www.aarp.org/olderwiserwired/
Articles/a2004-08-10-university.html
for conference handouts.

Have an
Idea? Q i

Usability Interface .
accepts original articles and case stud-
ies, anecdotes, book reviews, and car-
toons for publication. Submit your
proposals to david.dick@swift.com.
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Message from STC President

Transformation Update...or Introduction?

By Andrea Ames

hances are you've heard of the

STC transformation. Whether

you have or haven’t, the fol-
lowing few paragraphs will provide a
very brief introduction to the transfor-
mation work, and the following re-
sources will provide you with more
details, updates, etc.:

O transform@stc.org. Get answers to
questions or provide suggestions,
comments, etc., and you will get
an answer or a response within 2
business days

O Transformation News discussion
list (transform@lists.stc.org) —
Opt in and receive updates and
news about the transformation,
status/progress updates, notifica-
tions of Web site updates, etc.
(sign up via the transformation
Web page, below, beginning
Thursday, July 15)

O www.stc.org/transformation —
Visit often to see the main reposi-
tory of transformation informa-
tion, and sign up for the Transfor-
mation News discussion list
(above) for update information

What started all this?
And what's it really all
about?

Frankly, the economy started all this.
In short, STC income—both member-
ship dues income and conference in-
come that underwrites the cost of
memberships (you might not realize
that your dues don't cover the actual
costs of your membership) began to
drop a few years ago, and the STC
Board of Directors' efforts to cut costs
did not solve our problem. When we
dug into the cause of our drop in in-
come, we found that many former

members, for example, were unwilling
to renew, because it meant paying for
memberships that their companies had
formerly covered. In short, although
the economy moved the Board to act,
what we found was that finances were
merely a symptom of a greater prob-
lem——perceived member value.
That's what the transformation is really
about: Providing value that members
want and need to develop profession-
ally.

“Can one Society really
meet the needs and pro-
vide significant profes-
sional-development
value in all of these ar-
eas and industries, to
this entire range of
people?”

During our research, we confirmed
something we already knew. We asked
ourselves, “Can one Society really
meet the needs and provide significant
professional-development value in all
of these areas and industries, to this
entire range of people?” In answering
this question, we confirmed something
else we already knew: Our strength is
in our “communities” what we cur-
rently call “chapters” and “SIGs.” The
Society does not provide direct value
to members in any or all of these areas;
instead, the Society provides infra-
structure, mentoring, financial and
administrative support, policy, etc., for
those communities exist and flourish,
providing member value indirectly
through those communities. Unfortu-
nately, the Society support for and rep-
resentation of communities today and

the members' experience across com-
munities — is inconsistent.

The bottom line

Members want value, and value means
something different to each of us. For
the Society to rebuild and increase its
membership ranks, we need to provide
(among other things):

a Consistent, equitably supported
and represented communities from
which members will derive their
personalized professional devel-
opment value (through the Com-
munities, Finance, and Govern-
ance initiatives)

a A flexible membership model
(through the Membership initia-
tive), enabling members to opt in
and out of various services and
community memberships to cus-
tomize their professional devel-
opment experience

a Rich content — education
(through the Education initiative),
knowledge base, research, intel-
lectual property of all types — that
provides depth of practice in
member-identified practice areas
(through the Communities initia-
tive by supporting practice-based
communities) and is readily ac-
cessed (through the Technology
initiative)

a Richer opportunities to network,
within and beyond geographies
(through the Communities initia-
tive by supporting geographic
communities and brand new kinds
of communities)

And we need to communicate in-
formation (through the Communication
initiative) about the transformation, its
initiatives, the changes and status of

Continued on page 8.
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Transformation Update
Continued from page 7.

those, as well as solicit feedback from
members and leaders around the Soci-
ety, to ensure that we all understand
our options, make informed choices
and decisions, and implement the ap-
propriate changes during the transfor-
mation process.

What we're doing about
it: The transformation

Some of these needs are met through
today's community success stories of
which there are many! In our efforts to
improve consistency and equality of
support and experiences across com-
munities, we're not losing sight of
those that are working; instead, we're
building on the foundation of their
successes...and planning to go a step
further to provide even more to those
communities to enhance their suc-
cesses. For communities that are strug-
gling, the support we will provide is
designed to help, not hinder, their pro-
gress toward providing as much mem-
ber value as possible.

The work to meet all of these
needs is complex. As we change our
community support model to be more
consistent, many changes are required
in the financial, governance, and tech-
nology (infrastructure) areas, as well as
the expected community policy
changes.

We have a high-level roadmap that
we're following, outlining what we
need to do at a very high level similar
to the bulleted items, above. We don't
have all the answers. We still need
your input and your help. Contact us at
transform@stc.org to contribute to the
transformation.

Myths and misinforma-
tion abound!

If you have heard of the transforma-
tion, you might be concerned about
some misinformation circulating. Here
are a few of the most tenacious
myths...debunked. For answers to fre-
quently asked questions and more cor-
rections to misinformation, sign up for
the Transformation News discussion
group (via the Transformation Web
page, http://stc.org/transformation/
Default.asp, available to STC mem-
bers) to get notification when we add
the frequently asked questions to the
Web site.

Q STCis not a chapter-based organi-
zation; it is a member-based or-
ganization, according to our By-
laws.

O The transformation is not about
finances; it's about member value.
Although the economic environ-
ment and STC's financial situation
in that environment was a symp-
tom that alerted us to the problem,
the real issue was members' per-
ception of the value of STC mem-
bership.

O The transformation is not about
marginalizing, de-emphasizing, or
eliminating chapters—Ilarge or
small. Chapters are communities,
just as SIGs are. The goal of the
transformation is to equally sup-
port and represent all communi-
ties—chapters, SIGs, and new,
currently undefined communities.

O We are not taking away any
chapters' money. At a Transfor-
mation question and answer ses-
sion on Leadership Day at the
STC conference in May, John
Nardone, our Transformation
Consultant, men

tioned the well-known fact that
STC's chapters have a greater net
worth than the Society, and he
suggested that chapters with large
reserves might want to volunteer
to donate some of those reserves
to the transformation effort. (Inter-
esting tidbit: Some chapters have
contacted me to volunteer to sup-
port the transformation finan-
cially.)

Q The transformation was not insti-
gated by STC's Washington, D.C.-
based organization. STC's deci-
sion-making, policy-setting body
is the Board of Directors, your
elected representatives, who are
volunteers and live and work
around the world. STC's imple-
mentation and operations body is
the paid staff at the STC Office,
located in northern Virginia. Your
elected Board of Directors voted
to engage the transformation con-
sultant (in May 2003) and to adopt
the transformation roadmap (in
January 2004) that the consultant
and the initial transformation team
proposed. The STC Office does
not determine how money is spent;
they implement disbursals based
on STC Board decisions.

The current dues rebates that fund
chapters are not part of the transformed
financial model. The new financial
model has not yet been developed.
Until it is, the Board of Directors will
continue with the chapter dues rebate
process: According to STC Bylaws,
each year the Board analyzes the cur-
rent financial situation—including the
budget, membership renewals, confer-
ence income, etc.—and determines an
amount to rebate to chapters.
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Humor

Don't Feed the Subject Matter Experts

By Geoff Hart

ommon wisdom states, “The

way to a man’s heart is through

his stomach.” Of course, there’s
nothing common about wisdom. We
writers and editors understand the im-
portance of befriending subject-matter
experts (the much-reviled SMEs): If
they truly are our friends, they’ll un-
doubtedly work with us more happily
when we really need their help. Being
of a scientific nature (you can take the
boy out of the lab, but you can’t take
the lab out of the boy), and having a
lamentably direct path between stom-
ach and heart, | found myself wonder-
ing about the continuing relevance of
this wisdom. Was there any statisti-
cally significant relationship between
feeding and cooperation?

Experimental design

I wanted to determine whether food
really is the way to an SME’s heart and
whether the nature of the food itself
had any effect on the results. To con-
trol as many extraneous variables as
possible, the food used in the study
was prepared by a professional chef,
and was offered to the test subjects in
an industry-standard cubicle populated
by two standardized technical writers,
chosen randomly from a pool of vol-
unteers. Traffic through the cubicle
was monitored for 2 weeks to establish
a baseline for comparison, and all con-
versations between SMEs and writers
were recorded using webcams mounted
on the writers’ computers.

No engineers or developers were
harmed during this experiment. Since
using standard informed-consent waiv-
ers would clearly have biased the re-
sults of the study, | chose instead to
follow the IEEE guidelines for fair and
humane treatment of engineers. Previ-
ous studies have shown that software
developers share enough characteris-
tics with engineers for similar guide-
lines to apply.

| compared the effects of the fol-
lowing food types:

Q A modern nutritionally balanced
energy bar containing all major
food groups (sugar, fat, salt,
chocolate, and protein)

O Fat-enhanced carbohydrates (do-
nuts)

O A selection of vegetables and
fruits

Q A traditional nutritionally bal-
anced meal (all-dressed pizza, tra-
ditional crust)

Study results

With the energy bar, problems in the
study design quickly became apparent,
with the technical writer pilfering sam-
ples early in the study. This was
quickly resolved by affixing a large
digital bathroom scale by the entry to
the cubicle. Although this food signifi-
cantly increased cubicle traffic, it led
to what researchers have called “drive-
by socializing”, in which casual greet-
ings replaced more involved and pro-
ductive social interactions.

Donuts had a similar effect, but
SMEs found it difficult to talk around
mouthfuls of fried dough; this did not
actually prevent them from attempting
to carry on conversations, but neither
the webcam logs nor post-prandial
interviews with the writers let me de-
termine just what it was they were
saying. Moreover, this portion of the
experiment had to be abruptly halted
when development managers began
complaining of “sugar crashes” among
their staff.

Vegetables and fruits were largely
ignored by the SMEs, and were dis-
continued after the first week, when
unacceptable quantities of fruit flies
began to gather in the cubicle.

The most successful interactions
were attained by the application of
pizza. SMEs not only visited the cubi-
cles more frequently, but also stayed to
converse with the writers. When a sup-
ply of Jolt cola (a high-caffeine soft
drink) was serendipitously discovered
in the cubicle, the cubicle was trans-
formed into an ad hoc speakeasy.

Although SMEs continued to
show a lamentable tendency to attempt
conversations with their mouths full,
the increased duration of their visits
provided the writers with sufficient
time to ask questions, and the SMEs
generally responded satisfactorily be-
tween bites. Unfortunately, this phase
of the experiment was also suspended
when managers began complaining

Continued on page 10.
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Don'’t Feed the Subject Matter Experts
Continued from page 9.

they could “never find a developer
when they needed one” or that “devel-
opers are bouncing off the walls and
suffering severe caffeine-withdrawal
symptoms”.

Conclusions

Although the study revealed that
the presence of food in the writers’
cubicle did indeed increase SME traf-
fic to the cubicle, only the traditional
nutritionally balanced meal (pizza)
produced significant improvements in
SME-writer interactions. However, it's
not possible to exclude the confound-
ing effect of the presence of the Jolt
cola. Moreover, significant barriers to
implementation exist, as the presence
of food in cubicles posed distinct
problems:

Q  Writer morale suffered from the
need for additional hardware in the
cubicle (the bathroom scale, a
warming oven for the pizza)

O A potential tradeoff between im-
proved writer-SME relationships
and decreased SME productivity
(based on anecdotal reports by
managers)

A funding request has been sub-
mitted to STC to obtain a grant to in-
vestigate possible solutions for these
issues.

Geoff Hart is a senior member and
past-president of the Montreal Chap-
ter.

Best Web sites

This column provides reviews on Web sites. These reviews are the opinions of the
reviewer and not necessarily the opinion of the Usability SIG. If you are interested
in submitting a review, please write to david.dick@swift.com.

2 Create a Website

By Leanne Krudner

“2 Create a Website”
(www.2createawebsite.com/) has many
different facets. One of the best things
this site provides is a detailed step-by-
step resource that leads the user
through the process of setting up, cre-
ating, and maintaining a Web site. It
also has many links to free downloads,
resources and tutorials. For the most
part, it is best suited to the beginner,
but there are areas that might be useful
for other user levels such as the tutori-
als, finding content for your site, free
products, scam warnings, and writing
tips.

have been completed in order for the
next lesson to be applicable, and there
are always links to those steps for easy
access.

For example, the opening page called
“Website Creation Tutorials & Serv-
ices” begins with:

Step 1: Register a Domain (Dot Com)
Name

Step 2: Find a Website Hosting Com-
pany

Step 3: How to Create Web Pages

Each step includes detailed informa-
tion.

» y = » 2 WWeaehco . Protect Your Website's Content!
: 5*‘ -'-';15--'.’ -'J J-‘:L'J"Ji'ad Copyright your onkne work, Loa WY, |
Tusdday, fana 8, 2004 Sasch Thia Site Eanar ¥ith U abaut Ua SROLAELLN

Website Creation Tutorials & Services

Freo Tutorials!
Downboad my free

r main website tutorals
Shooss 3 Web Host & Welcome ladies and gents. 2 Create a Website search This Site
Fres Web Software 8 offers tutorials that have helped hundreds of two o thres keywords
HTML Help & Softwars '  people create and publish their own personal or ;

2 i business website from scratch. You CAM do it
t
gh Desian Tigs yourself and we wil guide you to SUCCESS L
L aserpt Hel

Writing Web Content
Enhance Your Site

: uzer-friendly b building
Premote Wabsite create a professionally de
Make Money tons of money and time |

Website Resources

sred site =
he procass, Bagl

Tall Somenne
Abniit This Gite!
avaitable that will aliow you to e Ewail

mirnste g

Filenil's Einall

Step 17 Register a Domain (Dot Com) Name

2 Create a Website Home Page

As far as design goes, the site it-
self is great. The text is extremely easy
to follow and there is a well-defined
side menu that serves as a good refer-
ence and navigation tool. Each page
teaches by steps, and pages lead to and
build on each other. This format makes
the site easy to follow, and often each
section contains a recap at the begin-
ning, noting which steps must

In Step 2, for instance, there is a
list of pros and cons regarding whether
to choose a free host or whether it is
worthwhile to pay for hosting. Both
sides of the story are given, but you
may want to keep in mind that this site
is connected to an organization that
offers hosting for a fee, so you can take
this advice with a grain of salt. How-
ever, the issues

Continued on page 11.
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Best Web Sites
Continued from page 10.

and personal accounts are a good
warning and guide. In one such per-
sonal account the author writes:

...on March 25th I received an
email stating that since I did not
choose to ‘upgrade’ my site to their
new hosting package, my site had been
removed....To my knowledge, there
was no grandfather clause in effect
that allowed anyone who already had a
site to keep it for free. You either paid
up or lost your site for good.

Other negative side effects of free
sites listed here (the obvious attraction
is that it is free) are unsolicited ads,
and that sites hosted on paid space are
more often picked up by search en-
gines — valid points that affect user
impression, frustration, and accessibil-
ity. This site also offers free tutorials,
which are useful on varying levels. For
example, there is a free HTML tutorial
for those interested in more advanced
Web page creation. This tutorial gives
many different aspects of writing
HTML and provides examples to go
by, so that even those who are not ad-
vanced can understand.

HTML Tutorial Index

Ilcotor titex) 1

[restarontians  [zabie
[2age stucture e, |[adl

Drop Down Menu

=

Basic Structure of an HTML Page

Here you will see a sample HTML page with the basic structure.

chtmiz
<head:

<titla>Titla that is displaysd at the top of your web browssr and
also usad a5 the titls by many search engines<title>

«<meta name="descrption' content="10-15 word dascription af
your sita raad by some search anginas's

<meta hame="keywards" content="main keywaords of your site
separated by commas. Read by some search engines'>

In a section called “Writing Content
for the Web”, there are quite a few
handy tools available. If you need to
copyright your Web site, there is a
section called “Web site Copyright
Protection”. This page lists what sorts
of things, such as audio or literature,
you might need to have protected.
There is also a link to purchase soft-
ware to help out with the process. Of
course, this software is for sale by “2
Create a Website”, but it might be a
start! If you are struggling with content
for your site, there is a link to another
site listing articles that can be reprinted
for free.

Under the side menu option
“Make Money”, “2 Create a Website”
provides tips on how to make money
from your site, process money from
your site, and make “free” money us-
ing your site. "Free” money, as the
author terms it, can be made by pay-
outs from the Google affiliate, Ad-
sense. There is a detailed section to
walk you through what is needed to get
in on the process.

In “Promote Website”, tips and
steps are provided for getting picked
up on search engines. However, one of
the most important subjects, called
“Search Engine Submit SCAMS” is
how to avoid search engine scams that
can cost a lot of money. About these
costly services, the author states:

First of all 85 to 95% of all search en-
gine traffic comes from Yahoo, Goo-
gle, AOL, MSN and other partners of
these sites. And to get into any of the
above engines and directories, you
must submit your Web site yourself.

The other “hundreds of search en-
gines” they claim they'll submit to
make up less than 1% of search engine
traffic, so why bother.

The topic then describes how to get
listed on sites, such as Google, for free.

The strongest point of this Web
site is that it puts a wealth of informa-
tion together in a format that is very
organized and easy to use. The points
of interest described here are just an
overview of what can be found on “2
Create a Website”. It is packed with
free stuff, warnings, and tips. It is
worth your time to click around a bit,
explore the links, check out free prod-
ucts, take note of warnings, and browse
the information available. If you don’t
find what you are looking for and are
interested in further Web-building in-
formation, go to the side menu option
called “Website Resources” for a de-
scriptive list of related sites compiled
by the author. This will fill in any gaps
and build on the items listed in the “2
Create a Website” for a solid under-
standing of Web site creation.

Previously the senior technical writer
for a municipal software company,
Leanne Krudner now works at the Si-
erra Club, Maine Chapter. Among
many things, she is the contact person
for the chapter newsletter, and is in the
process of revamping the Maine Sierra
Club Web site. She can be reached at
Ikrudner@maine.rr.com.

Reprinted from the May/June 2004
edition of The Nor easter, newsletter of
the Northern New England Chapter.
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Tools and Technologies

This column provides reviews on tools and technologies. These reviews are the opinions of the reviewer and not necessarily the
opinion of the Usability SIG. If you are interested in submitting a review, please write to david.dick@swift.com.

Is It Lunchtime in London?: Tips and Tools About Calendars

By Gloria McConnell, Senior Member,
STC Phoenix Chapter

or many of today's workers, the

office is global. My personal

workplace extends regularly to
Cincinnati, Pennsylvania, and Austra-
lia; less frequently to Canada, India,
and Europe. If you struggle knowing
when to call, to expect a response
from, or to set up a meeting with,
someone in a faraway place, the fol-
lowing tips and tools may be of help.

Microsoft Outlook®

Outlook makes it easy to determine the
best time to call or set up a meeting
with another location, because you can
display two time zones in your calen-
dar. In the example below, both Ari-
zona and Australian time (Perth) are
displayed.

AUP_ AZT

11Pm gam
12em 9o
19 109
oM 11m@
3% 120

o~

B s ]

You quickly see that, unless your
Perth counterpart is really a night owl,
10 a.m. Phoenix time is not a good
time to call!

To add a time zone to your calen-
dar, complete the following steps
(which are for Microsoft Outlook
2002).

1. Inyour Outlook calendar, right-
click at the top of the time zone
column and select Change Time
Zone.

2. Inthe Time Zone dialog box, se-
lect Show an additional time
zone.

3. Inthe Label box, type a descrip-
tion. (In this example, we are
adding Hawaii.)

4. In the Time Zone box, select the
time zone you want to add.

Tips: You need to know the name
of the time zone. Ask your long-
distance colleague or check the
Greenwich Mean Time Web site. Note
also that the list is not ordered alpha-
betically, but rather according to de-
viation from Greenwich Mean Time,
so scrolling and careful attention to the
list may be needed.

-
Time Zone

Current time zone

Label: AzT

Tire zone: |(GMT-D?:DD) Arizona j

L

Current kime: |Fri S/14f2004 4:13 PM

Iv Shaw an additional time zone

Label: W

Time: zone: |(GMT+DE:DD) Perth j

(iEMT-12:00) International Date Ling West
(GMT-11:00) Midway Tsland, Samoa
{GMT=10:00) Hawail

(GMT-02:00) Alaska
SWaP TIME ZON T A mmh e siFie Tiens (118 8 mmad 250 Timn-

™
\
P S W P P PN I B SN S & =

If you select a time zone in which
Daylight Savings Time is used, and
you want your computer clock auto-
matically adjusted for such changes,
select the Adjust for daylight saving
time option.

5. Click OK.

ZoneTick

If you have more than two time zones
to track, you may find ZoneTick, from
WR Consulting, useful. This inexpen-
sive little program displays as many
time zones as you desire (well, let's be
reasonable) in your Windows system
tray. In the example here, four time
zones in addition to the local time zone
have been defined.

Placing the cursor over one of the
zones displays the time zone name
(which you define) and date.

Perth
Saturday, May 15, 2004

?@- A2l (1254 AM][S:ZT aM|[5:24 aM|(z:24 PM|[12:24:20 FM |

b3

Local Time

Friday,
May 14, 2004

ZoneTick's appearance is defined
by graphical files (“skins™), so you can
define your own. It also comes with a
system of alarms that allows you to
create any number of alarms. You can
play a sound, display a message,
launch an application, or open a Web
page at the time of your choosing.

ZoneTick has won numerous Web
site awards, and | found it very easy to
use. The price is $14.99. For more in-
formation see
http://products.wrconsulting.com/en/in

dex.php.

KeyCue

Because | use Microsoft Windows ex-
clusively, and because our Tools Use
Survey indicated very little Mac use,
this column is heavily biased toward
Windows.

Continued on page 13.
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Tools and Technologies
Continued from page 12.

(Oh, that it weren't true!) I stum-
bled across a most intriguing product
for the Mac, however, that | just had to
share.

It's called KeyCue, and it is the
onscreen equivalent of a quick refer-
ence card. It displays a concise table of
all currently-available menu shortcuts,
within the active program.

ap [=
ago :::g =
Command 2

I Shift

X

The maker, Ergonis software, says
that it's easy to use and provides “an
instant overview about all menu com-
mands or any application.” In addition,
KeyCue teaches you the most fre-
quently used menu shortcuts on the fly.
Shortcuts are grouped by menus; you
can optionally include menu and first-
level submenu headings. Several setup
and display options exist, and KeyCue
does not interfere with your normal
menu and keyboard usage.

A single KeyCue license costs
only $11.99. Discounts are available
for multiple licenses.

I would love to hear from a Mac
user about this cool tool!

For more information about Key-
Cue, see www.macility.com/
products/index.html.

Reprinted from the June/July 2004
issue of Rough Draft, newsletter of the
Phoenix Chapter

User Observation Testing
Continued from cover page.

To convert the print read text to
“web scan” text, | proposed using the
following techniques:

O Shorter paragraphs

Q Copy chunking, with intrasite hy-
pertext links

Q Bulleted and numbered lists re-
placing dense text blocks

O More descriptive heads and sub-
heads

O Underlining of hypertext links

O Selected and non-selected hyper-
text link color differentiation (blue
for unselected, not yet visited
links; purple for selected, already
visited links)

O Elimination of unnecessary arti-
cles and superfluous words

The committee also agreed that a
Site Index and some Multiple User-
Segmented Site Maps (suggested paths
through the site, based on user type)
might be a good addition. It's suspected
that users experience confusion upon
arriving at the site. It's not clear where
a specific type of user (leader, volun-
teer, donor, parent, or sponsor) should
go in the site, nor where certain items
are found, e.g., application forms for
an upcoming event.

However, even with these en-
hancements, the site was still consid-
ered to be in need of a complete over-
haul. To get our bearings for the
construction of the new site, a User
Observation Test was conducted on the
current site. What follows are the
forms and procedures we used.

Those who are new to web usabil-
ity analysis, or those who are familiar

The first thing we needed to do
was recruit volunteers to be test sub-
jects.

Computer Skills Level
Telesurvey

We wanted two low level, two inter-
mediate, and two high level computer
skills users in the test. Test subjects
were phoned and qualified by a Com-
puter Skills Level Telesurvey. There is
no strict “If, then” methodology for
this. It's more like “If, probably,” as in:
“If [such and such is true], probably
[the user is at this skills level].”

The questions we used were:

O What they generally used a com-
puter for, with ten suggested uses,
from email only (LOW) to profes-
sional IT occupational work
(HIGH).

a How they found Web sites to visit,
from magazines with lists of hot
sites (LOW) to multiple special-
ized search engines (HIGH).

O How they primarily navigated a
Web site, from navbars and main
menu link listings (LOW) to site
maps and advanced search boxes
(HIGH).

Q How much time they spent on the
computer, from less than one hour
a day (LOW) to more than three
hours a day (HIGH).

Q What is their main usage of a
computer, from pleasure or enter-
tainment (LOW) to professional
online forums and discussion lists
(HIGH).

O What skills level they perceive
themselves to be at, from novice to
computer expert.

only with certain aspects, may see Continued from page 14.
something clarified that was previously
mysterious.
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User Observation Testing
Continued from page 13.

O What are their favorite Web sites,
open ended, with AOL, Yahoo,
eBay, amazon.com being ranked
LOW to Slashdot, Wired News,
and wikipedia being ranked
HIGH. (Note: this is no reflection
on the quality or professionalism
of the Web sites so tagged. Low
skills users tend to visit more
popular, high traffic sites, while
high skills users tend to visit more
technical, specialized sites.)

Introductory Remarks to
Test Subjects

Test subjects were thanked for coming.
They were emphatically reassured that
this evaluation was not to determine
their intelligence or computer savvy,
but to determine the efficiency and
usability of the Web site. Gourmet deli
cold cut sandwiches were available:
easy to feast upon, not messy. Cans of
cold soda were also provided.

Subjects were tested one at a time.
Although the surveys were intended
for post-test purposes, subjects filled
out two of them while waiting to be
tested, to decrease the amount of time
they had to spend in this process.
While the System Usability Scale
Questionnaire had to be filled out after
the usability test, whether the other
surveys were filled out before or after
the test was not a vital concern.

User Observation Test
Procedures

Subjects were asked to sit in front of a
computer monitor displaying the Home
Page of the Web site being tested.

They were given a list of ten site
task assignments. The test administra-
tor read each assignment to the subject,
prior to the subject performing the
task; to be sure he understood what to
do. When the administrator said, “Go,”
a stopwatch was activated and the task

performance was timed to one hun-
dredth of a second.

Video recording of the testing is
recommended, but was not available in
this case. The administrator took notes
on how the subject attempted to ac-
complish each task, what links were
followed, what navigation tools were
utilized, and what comments were
made.

When it was apparent that a sub-
ject was exasperated and would not be
able to complete a task, the adminis-
trator said, “Give up? That's okay. This
one's a tough one. Here's how you can
find this.” Test subjects were shown a
site path leading to the information.

The administrator engaged in si-
lent, non-invasive observation. No
assistance was given, but, to keep the
test from being emotionally cold and
inhuman, friendly comments were
made, such as: “It probably should
have its own link on the Home Page”
or “That's good thinking, but the site
regretfully wasn't designed that way.”

One test subject pulled the monitor
closer to him due to his poor vision.
Another was a bit awkward with the
mouse; he kept clicking the right click
mechanism or pushing down on the
mouse wheel, thereby activating unex-
pected functions. In this case, the ad-
ministrator intervened, informing the
subject of his operational errors.

Link Strategy Survey

This questionnaire was designed to
take the place of “card sorting,” in
which the user arranges cards with link
labels or page section titles printed on
them, to convey the desired informa-
tion architecture for a Web site.

Labels of top navbars, left column
main menu links, and bottom of page
text links are presented. Users are told,
for example, “A top navbar is a hori-
zontal navigation tool that runs across
an upper region of the Home Page.
Here are the links in that navbar. What
information would you expect to be
provided by these links?” Space is pro-

vided for them to describe what they
think should be in those links.

We also listed links we are con-
sidering adding to the left column main
menu. Test subjects were asked to
check mark those they agreed should
be included. They were also asked if
they paid much attention to bottom of
page text links. We asked them if they
thought they'd use a “Search This Site”
search engine text entry box. Finally,
we asked them, “For what purpose do
you primarily use this Web site?”

Site Satisfaction Survey

This questionnaire, which determines
if the Web site is meeting the organi-
zation's goals, was prefaced with, “Tell
us what you really think, not what you
assume we may be hoping to hear.”
Test subjects were asked:

a Do you consider this Web site to
be your #1 source of organization
news, information, and forms?

a Would you prefer another source
for these things, and what would
that be? (Email was mentioned by
a test subject.)

Q Do you consider quick and easy
access to organization news and
information to be important?

0 Do you use your computer much,
or visit other Web sites? Multiple
choices ranging from “No...or |
rarely visit sites” to
“Yes, online shopping” and “Yes,
at my job I do computer work or
visit Web sites.”

a Average time you spend on the
computer:; hours per day.

Q What does this Web site do best?
Not do a very good job at?

O What could be done to improve
this Web site?

O Was anything missing from this
Web site? Please specify.

Q Any comments you'd care to make
about this Web site testing pro-
gram?

Continued on page 15.
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User Observation Testing
Continued from page 14.

System Usability Scale
Questionnaire

The final form we asked test subjects
to fill out is our modified version of the
Digital Equipment Company Ltd.
System Usability Scale (SUS) Scale,
which is in the public domain. We
modified this scale to accommodate
Web sites. In its original version, it's
designed for assessing any software or
hardware system. It can be seen at
www.usabilitynet.org under Home >
Tools & Methods (bottom text link) >
Established Questionnaires > SUS.

Our modified version of this question-
naire, which is strongly recommended
for usability tests of Web sites, is
available via email to anyone who
contacts me to request it.

Conclusion

Now the hard part begins: compiling
the results into a concise report for the
organization. Provide the organization
with a brief explanation of test meth-
odology, a summary of the test results,
and a prioritized list of recommended
actions to take, based on the test re-
sults.

Let the organization know that no
Web site is perfect. New web norms
are being established at high-popularity
sites. Current users are improving their
skills and expecting advanced func-
tionalities. New web users are continu-
ally logging onto the net landscape.

All these facts point to the reality
that both the World Wide Web and the
collective pool of users are constantly
changing. Thus, usability evaluation
should be a periodic, ongoing process,
not a one time event.

Steven Streight spearheads
Streight Site Systems, a web usability
analysis, credibility assessment, and
content writing provider. He also pro-
vides direct marketing support and
advertising material. Steven has
worked in database and direct re-
sponse marketing since 1978. He may
be contacted at astreight@msn.com.
His usability blog site is at
www.vaspersthegrate.blogspot.com.

Don’t Miss a Single
Issue!

If you move home or office—tell the
STC so that you don’t miss a single
issue.

Send address changes to Society
for Technical Communication, 901 N.
Stuart Street, Suite 904 Arlington,
Virginia, USA, 22203-1822 or online
at wwwe.stc.org/directory.html.

Famous Quotations

“Presentations don’t have to be
fancy to be effective. It’s not the
technology, it's the message.”

Fear No Yellow Stickies by
Richard A. Moran

Online Library of Re-
search and Resources
By Angela Eaton, Ph.D.

re you having problems to find

technical communication re-

sources using traditional data-
bases and web searches? Texas Tech
University offers a free online library
of technical communication research
articles and resources that technical
communicators and usability practitio-
ners might find useful:
http://tc.eserver.org.

The library indexes over 7,200
public and subscriber-restricted re-
sources about technical communica-
tion, representing the work of more
than 2,800 authors. It indexes 31 years'
worth of writings and works in 20 lan-
guages. The library is indexed by title,
author, publisher, date, language, and
categories that cover careers, informa-
tion design, usability, and Web site
design.

The library is non-profit, so you
won't see any ads on the site. Devel-
opment of the library is purely the ef-
fort of volunteers. For sample code to
help link to the site, go to
http://tc.eserver.org/link_to_us.html --
it includes code for both simple HTML
links as well as our code for more ad-
vanced interactive DHTML and XML
features.

Angela Eaton is Assistant Professor of
Technical Communication and Rheto-
ric English Department, Texas Tech
University, and a member of the TC
Library’s editorial board.
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The Book Shelf

This column provides reviews on books. These reviews are the opinions of the reviewer and not necessarily the opinion of the
Usability SIG. If you are interested in submitting a review, please write to david.dick@swift.com.

Defensive Design for the Web: How to

improve error messages, help, forms,
and other crisis noints

By 37signals; 1st printing (March,
2004) 246 pages ISBN: 0-7357-1410-
X

Reviewed by David Dick

ome Web sites are better de-

signed than others. They are not

known for their animation or
graphic-rich design, but for their ability
to cope with problems that go wrong
online. For example, how many times
have you been confronted with form
errors, Page Not Found errors, server
problems, unhelpful Help screens, in-
accurate search results, and out-of-
stock items? Plenty of times, I’m sure.
What did you do? Chances are, you
bailed out and found another Web site
that better accommodated your needs
and wasn’t complex to use. The result
is a lost customer to the competition
that has contingency design built into
its site.

Defensive Design for the Web de-
scribes how to use contingency design
to improve Web site design. You will
learn guidelines, 40 in all, to prevent
errors and rescue customers when
things go wrong. You will learn how to
make error recovery and prevention
part of your design process, and how to
evaluate your site’s contingency design
so you can focus on the areas that need
help most. What makes this book
unique is that no other titles about Web
site design tackle these issues.

Lindermann and Fried use com-
mercial Web sites as examples to com-
pare and contrast the guidelines to
achieve effective and user-friendly
design. They describe seven strategies
to achieve contingency design:

O Providing clear instructions

O Creating forms that are easy to
complete

O Preventing missing pages, images,
and plug-ins

Q Offering help that’s actually help-
ful

O Eliminating obstacles to conver-
sion (e.g. unnecessary ads, regis-
tration, and navigation)

Q Delivering the right results with
smart search engine assistance

O Preventing unavailable items (i.e.
products or services) from be-
coming dead ends

At the time of printing the book
(2004), the authors claim that the com-
panies cited in the book are aware of
the design flaws and may have already
corrected them.

Design for the Web concludes
with a questionnaire to use as a guide-
line to evaluate your own Web site.

Whether you own or maintain a
Web site, or you are getting started in
Web site design, contingency design is
essential and this is the book that de-
scribes it best. | encourage you to read
Defensive Design for the Web—you
won’t be disappointed.

Top 10 Books about
Software Design

Are you looking for good books about
software design? A search on Amazon
(www.amazon.com) lists the fol-
lowing titles:

User and Task Analysis for Inter-
face Design by JoAnn T. Hackos and
Janice C. Redish

A Practical Guide to Usability
Testing by Joseph S. Dumas, Janice C.
Redish

Managing Your Documentation
Projects by JoAnn T. Hackos

The Inmates Are Running the Asy-
lum : Why High Tech Products
Drive Us Crazy and How To Re-
store The Sanity by Alan Cooper

About Face 2.0: The Essentials of
Interaction Design by Alan Cooper
and Robert M. Reimann

Software Reuse : Architecture,
Process, and Organization for
Business Success by lvar Jacobson

Design Patterns by Erich Gamma

Surviving Object-Oriented Projects
by Alistair Cockburn

Writing Effective Use Cases by Al-
istair Cockburn

Design Patterns Explained: A New
Perspective on Object-Oriented
Design by Alan Shalloway and James
R. Trott
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