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- marketing pitches ideas *assuming* 100% usability; if usability is less than
100%, then how does that impact their projections??  This could have a direct tangible

impact!

 

 

· research Sauro & Kindlund (one combined metric)
· Usability Maturity Model and ISA - (effective, efficient, satisfying) +risk?
· Simplified Usability Score (SUS)
· NPV - calculating Net Present Value
· SIF and SIFR (industry formats for usability testing) (sp?)
· UXI (Intel) - user experience index
· SUM (Intuit) - single usability metric
· ISO 94111
 

· metrics
· Task completion is an important metric
· accuracy (how many errors did they make?)
· satisfaction
· usefulness (big to Arnie Lund - look at Jim Lewis) - possibly also effectiveness
· repeat purchases and re-ups for maintenance
· at a lower level: number of steps to accomplish task
· idea: NetQoS - how often our product is used (a measure of usefulness) - interesting
· early adopter measure - discoverability of usefulness
· perceived value & confirmed value
 

 

 

· learned: agree on measures of usability for bug entry - for example, if a user can't accomplish a specific task within a certain time frame, then it's a critical bug
· one argument for design is to help developers focus on critical implementation factors rather than gui work, etc.
· learned: if something is useful, people will learn it, and then claim it's "useful" even when it could be improved significantly (hmmm… interesting point)
· build a relationship with marketing
· marketing is an expert in what people are asking for
· usability is an expert in what people do
 

Only thing the CEO gets:  How will ucd/usability drive more revenue!

 

· this is useful, but not easy to use, therefore I'm not satisfied with it!
· research: how can we get inside the mind of the user???
· learned: originally a product may exhibit a core feature that represents the core usefulness of the product, but over time as more and more features are added, the core feature may be more difficult to find.
· idea: tie business case percentage (50% of target market is going to buy) to usability testing success rate (50% of our test subjects succeeded) - nah, won't work - marketer is assuming 100% success rate when they make their projection!
· learned: most executives want to know "when is it good enough?"
· SUS - I can design you a 5 for this much money, or an 8 for this much!  Could use this to sell 
· Arnie: categorizes products as:
· experiences
· scenarios
· tasks
· features
 

· idea: usefulness can predict adoption rate
· usability (ease-of-use, intuitiveness, satisfaction) is a correlation to usefulness
· confidence in mrd is a correlation to usefulness
· idea: product release decision should have usability considerations factored in (as part of the process and a gatekeeper)
 

Opening presentations:

Arnie Lund (Microsoft) - arnie.lund@microsoft.com

· don't justify existence (can't) - help VP's to accomplish goals through shared business cases, etc.
· integrate ucd/usability in business processes
· calculate NPV of usability and TCO
· at microsoft he is responsible for usability and ideation
Aaron Marcus (AMandA) - aaron.marcus@amanda.com

· focus on business pitch - learn to speak the language of business
· idea: pitch to Brett first
· Randolph Bias (UT) - 
· # of support calls per license
· think about value-based charging
· research: confounds
· Karen ?
· research: sauro & kindlund for single usability metric - combines several metrics into one
· many users report 7 out of 7 for ease-of-use despite struggling with a product (showed example video where user cursed at the product but rated it highly)
· Nigel Bevan (Serco) - nigel.bevan@serco.com
· measures
· effectiveness (usefullness)
· efficiency (ease-of-use)
· satisfaction
· risk
· perceived barriers to investing in usability (show how to overcome these)
· increased cost
· increased development time
· increased risk
· plastic surgeon example - you have to tailor your pitch
 

Group presentations

 

Group 1:

· pick metrics that are appeal to your target audience
· didn't try to appeal directly to corporate goals - assumed that they would trickle down through constituencies… problem though is that you will always remain 2nd class citizen
 

Group2:

· usability should be a direct contribution to business success
· don't sell usability, sell the benefits
· clarify the business goals upfront
· justify usability in this context
· select and prioritize usability focus based on business benefit
· report back on the impact of usability to the bottom line
· prepare case studies demonstrating
· numbers tell, stories sell
· effective usability
· talk in business benefits
· usability as a contribution to business
· supporting a range of functions in the organization
· demonstrating business value
· using benchmarking to provide business benefit case studies
· set usability requirements
· usability integrated into the process
· specific approaches
· ease of doing business (insurance industry)
· tracking user satisfaction and setting goals
· using SUS and WAMMI
 

 

Group 3:

· PT Cruiser story - designer's job is to get users to say "I want that", and engineer's job is to realize everything behind the scenes
· relationships are everything - must win over key execs
· people make decision on emotion -- then rationalize their decision with data
· fundamental beliefs
· we make content (design) contributions process contributions
· be confident in those contributions - charge more!
· approach
· learn the business goals
· offer usability operationalizations of the goals
· collect these data stories and keep them both updated and fresh
· need several different pieces of expertise - GUI prototyper, designer, usability expert
 

Group 4:

· how do we translate the usability ISO definition so that it sells to business executives?
· examples of single metrics
· UXI (Intel) - user experience index
· SUM (Intuit) - single usability metric
· UXI = efficiency + effectiveness + satisfaction (resulting in a number between 1 and 100)
· efficiency (time on task, error rates)
· effectiveness (task completion, accuracy)
· satisfaction (SUMI, USE)
· ** You give each of these a weighted score to combine them
 

Group 5 (us!):

· counter point: there are times when a product has poor usability and poor mrd research, then does our formula hold true?  (our formula:  usability + marketing research = usefulness, usefulness + ? = adoption rate
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