





Brock informs us that Nielsen rates Amazon as one of the world’s most usable

websites and goes on to state:

‘But anyone with any kind of creative blood will tell you, Amazon is a
prime example of function over form, completely practical and serving

its purpose most would say, very well. But is it aesthetic? Not really.’

At the other end of the spectrum, he talks about the website Hell.com, which
he describes as ‘a baffling place to be.” Navigation in the site can be
confusing and disorientating, and the imagery far from pleasing to the eye.
But quoting the founder of the site, this seems to be the point. The goal of the

site ‘is not only non-apparent, but it's also impossible to ascertain.’

Brock concludes that from these two extremes of form over function and vice-
versa, there must be a middle ground to the spectrum. He argues that ‘most
creative web designers would want people to be able to fully explore their
work, and so usability is fundamental. Some even go so far as to toy with
usability, making it part and parcel of the user’s experience.’

Figure 3.7. The confusing and disorientating Hell.com.

Powers (2003) in his online article Resolving Usability Versus Art: Creating

Beautiful, Usable Websites notes:
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‘A heated division often exists between the functional and the artistic
elements of website design. On one side are the graphic designers and
artists who want to explore and use the multimedia capabilities of
Internet technologies. On the other side are usability supporters who
want quick, clear access to online information, and try to eliminate

multimedia from websites.’

Powers argues that ‘most of the issues thrown into this battle between
website creativity versus usability are unnecessary. They intensify and muddy
the battleground.’” He points out that websites serve different purposes, ‘Some
are mainly information directories; others attempt to create an online

emotional impression.’

Powers explains what he believes to be the real issue. He contends that:

‘These two sides should step back, take a deep breath, and strive to
focus on the root issue. Behind all of these arguments is a frustrated
Internet user with one of the following problems:a slow Internet
connection speed, an older browser, or handicap accessibility

equipment.

‘The real issue today is deciding how to serve (or if to ignore) the
segment of an audience that has a slow Internet connection speed, an

older browser, or handicap accessibility equipment.

Powers believes that it is a misnomer to talk about “art versus usability” but

rather it would be better titled, “multimedia versus current download speeds”.

‘The real issue is not a philosophical battle between usability and art,
beauty and functionality, or left-brain and right-brain thinking. The real
issue is one that will disappear in the future, as broadband Internet

connections become universal and accessibility equipment
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advances. No reason exists now, nor will it exist in the future, to duke it

out between art and usability.’

Contributing to this debate Curran (2003) contends that users with higher
connection speeds will demand more interactive and robust online

experiences and greater opportunity to use media-rich technologies.

Van Dijck (2003), tackling the issue of usability and artistic ability asserts that
‘good designers know that understanding their audience and designing for
them is no threat to their creativity.” He explains how the best programmers
understand that technology is not an end, it is a means and goes on to point
out how usability experts are leaving their ivory towers and beginning to
understand that ease of use is not the only factor that matters in an interface.

Van Dijck contends that the website designers who take this on board are the
ones that will ‘develop websites that will delight us with their elegance, ease of

use, beauty, and usefulness.’

In concluding this chapter a comment from Van Dijck perhaps quite succinctly
exposes what is the real issue and what designers and usability experts need
to do to successfully balance art and science, form and function, usability and

design, with respect to the future development of website design:

‘The Web is young. We have much to learn from each other.’
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Chapter Four

Research and Analysis

In the course of this dissertation it was necessary to carry out research to
investigate the opposing approaches of usability experts and graphic
designers to website design. The research took the form of:

* A personal investigation comparing and contrasting examples of

usability influenced websites with graphic design led sites.

* Interviews with key individuals to identify and ascertain their
perspectives on usability and website design.

» Distribution of a questionnaire enabling respondents to offer feedback
relating to Internet use and website design.

Two websites which are good examples of sites which hold fast to usability
guidelines were compared with two sites which did not but rather employed
multimedia elements, including Flash, sound, moving images or high impact
graphics. Amazon.co.uk and easyjet.com were compared with havaianas.com

and borgstrom.com.

Amazon.co.uk and easyjet.com are classic examples of sites which make it
easy for their users to carry out tasks. They offer simple, yet powerful
solutions to their clients’ problems. They do not have a glamorous look but
rather use minimal graphics and multimedia elements, seeking to present site
visitors with the information they need in a manner in which they expect —

done so as quickly as possible.
Figures 4.1 and 4.2 illustrates the visual layout and design of amazon.co.uk.

The site uses a consistent page layout throughout, with the main navigation
bar always along the top of each page, aiding learnability and memorability. It
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is a site which uses graphics minimally with the result that pages are quick to
download. Detailed information on particular products is available if required,

including price, a detailed image of the product and independent reviews.

alelx
FT R ea—m—
-;“ - L; - s l-:_‘ ;h [u Y [fvwme St 5 )0 AR A e tmen LU AN o mes_rerw | o ACITAA00N0- 200 | 12 :] L+ 5 l\,.
O Gottrg Ruted L Landt iwavws U betwenscom | Revostw || Mesmasidh | et Tt Bed | WIMON | DCeming
| o Ovtnty by bt borg || Ao Bgos e 5. e l o
FREE Trial N2 vewnanrt | wiint | s acioont) | e =
£
v a2 e

A r— — Welcorme back me t @ doak, ww have tecommendations for you n Mo
SeachChusa Mg | Il el here)

Fopuar s B K Of Lx from £8.99 v
p——— - .
° SR

have 100
sgned copes that wil be

in The Hands Of Love mefosly Sistvey
Our Price: £0.99
VITTORIO GRIGOLD £8.99

= =i .uuu :

=3 Rl

Bouniraces nchudeg |

[ratee From Dwlaty
by

Qance & Blectipne Sterecphorscs

|B80 and Gout « b Filire Beloases Our Price: £0.99
tR-op 8 fap

] (R
taard foch & Melw 57 B 4 Hat 100 Muslg
Adus Contemporary 4 . Updated houwty
Sl n Uﬂ =
-~ N

Figure 4.1. Amazon.co.uk.

e I T — aloix

S OB e o Pimels b W

-;“ - L; - s l~:_0 -h [ 165 v a5 o AR o e bt A A O3S H0& [}
O Gutra Sntes L Lams e T batwntc o | Rucastm || Mamnmsih | Bt Tt bk | WIMAE | OComatng
| Pt tne Ovetngy by bubie bor it , Mo Pogo Ve Qmmmml o
FREE Trial amazoncouk W v nant | wnint | s accom | i 3
- i

el 3 i !

ewcstancn [Fopum e =] | $owst [Tk Syies & Foman =) @
B o 1 Month FREE Trial Ayl - s

(CEINER Whatever People Say I Am, That's What I'm Not
A Mokl

® AtACience

o p—

Our Price! (1199 & ohgtie for Fran UK defivery on o
over £15 with Scper Saver Dwbvery. See (fulady § con

s i te bt o $-Theb
ey

SUY FOR LIS

Avalabiity: utusly Sepatched within 24 hows Price: F0.09 delveres
Fom amaren priey

VECINTLY VIPWEE $ N (L dabenes pob)

v ] u-mw‘
Avadahdory. e
Saperhed vttun 18 hawe et
eighie Vo Tiwei Tore

8 W% deivered, from Amazon Jergay, (¥ debwecy onfy Caleary

Dot sagrecs

¥ o0 Shepter 06 Usud & Now from €099
b A9 Nuw from £6 W9

1 ' L1 tyud fom (699
0_coliectabile from £6 93

Audio CO (Janary 37, 3000) - N o
P T

Figure 4.2. Amazon.co.uk.

31



Easyjet.com (Figure 4.3 and Figure 4.4) is another site which is easy to use
and which allows users to carry out tasks quickly and efficiently. | have used
the site several times in the past and have managed to make few, if any
errors, while trying to book flights. Any that | have made have always been
easily corrected and remembered for future visits. It is a pleasant site which
allows me do exactly what | want to do with minimal fuss but also affords me
the opportunity for further information on car rentals, hotel accommodation
and travel insurance if required. Does it inspire or excite me? No. But then
that’s not its purpose — rather its purpose is to sell me a plane ticket cheaply

and quickly.
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Figure 4.3. Easyjet.com.
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Figure 4.4. Easyjet.com.

Havaianas.com is the website of a Brazilian sandal company. It is a site which
is all about providing the visitor with the Havaianas brand experience (Figure
4.5 and Figure 4.6). It is a site built with Flash technology, filled with colour
and dynamic graphics. Many of the key elements of usability design are
missing. At times it is hard to know where you are in the site. It can be hard to
access the particular information you require quickly but | feel that this is not
what the site is chiefly about. Rather, they have a simple product around
which they are striving to create an inspirational experience which will

encourage users to buy into the ‘Havainanas lifestyle’.
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Figure 4.5. Havaianas.com.

Figure 4.6. Havaianas.com.

Borgstrom.com (Figure 4.7 and 4.8) is the website of creative interactive
designer Joakim Borgstrom. Once again this site shuns many of the usability
gurus quality components. It certainly doesn’t conform to the majority of other
websites on the Net. Basic tasks can be pretty hard to work out, especially the

first time the site is accessed and | found it slightly frustrating to use. But it is
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different, it is creative and it makes me think that Borgstrom is a talented
digital artist, bursting with imagination and ingenuity.

To navigate through the site the user must ‘slap’ the face of Borgstrom with
their onscreen cursor. Text appears on screen each time this happens. To
move to different main sections the face has to be ‘clicked'. It is a site which
inspires because it is different, challenging and provocative. Usability experts
would no doubt rubbish its design but those wishing to employ the services of
a talented and creative designer might not wish to look any further.
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Figure 4.7. Borgstrom.com.
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My first interviewee, Dr Sean Tremer (Appendix 6.3) — a University Lecture
with almost 10 years experience of using Internet related technologies,
pointed out that it was mainly for research purposes pertaining to his work that
he uses the Web. He has been using the Web from its earliest days and has
witnessed its development form a purely text based medium, with connection
speeds of 14kbs through to the present, with high speed broadband access

and graphic intensive site designs.

Commenting on how access to the Web has benefited him he contends that it
saves him a lot of time when carrying out research and that it can be an
enjoyable way to shop. He identified Amazon.co.uk as a good site because of
its wide range of products and its ease of use.

Eddie Girvan (Appendix 6.4), my second interviewee, a Partner in a
successful and well established graphic design studio, has been using the
Web since 1998. In the early days he found it to be very frustration and
restrictive due to slow loadup times, lack of animation and lack of colour.
Nowadays however he uses the Web extensively to carry out research, keep
in touch with his clients competition and is involved with its development

through the creation and implementation of various web based solutions.
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Joe Gillespie (Appendix 6.5, 6.6, 6.7), my third interviewee has been
intrinsically involved with the development of the Web from its earliest days.
His first experience with the Web was in 1993/4 when he was first looking for
a way to deliver an electronic newspaper for the Daily Telegraph and found
‘Mosaic’, the first web browser. He went on to develop the first web based

‘Electronic Telegraph’.

Gillespie states that the most important factors which influence his decision to
visit one website over another are content, accessibility and general
presentation. Tremer, on the same issue, highlights the ease at which

required information can be accessed:

‘| think it has to be, number one, ease of access ... at which | can
retrieve the data. If there are long delays between screens as you sort
through the information | would tend to pull out of that particular
website. Amazon.co.uk is fairly quick. It has the products well
categorised, quick access, and they do not give you a lot of
superfluous information or unneeded data. If you require more
information then you can click on a particular product. Definitely ease
of access. | suppose secondly, if you have a website with a lot of
graphics which take a while to download | tend to get bored or | just
won't wait. If it doesn’t come up in a few seconds, | won't wait very
long, | would tend to come out of it and visit another website. It has to
be instantaneous. Certainly some websites are nicely designed but if
they don’'t download fast I'm away.’

The views of the interviewees tie in with the results gained from the
guestionnaire survey. There were 56 completed responses received of which
78.57% self reported as being ‘very comfortable’ using the Internet, a further
16.07% stated that they were ‘'somewhat comfortable’. Therefore | feel it is fair
to say that the survey sample contained an experienced and confident group
of web users. (Table 4.1) (The questionnaire used in the survey may be
viewed in Appendix 6.8, with detailed results appearing in Appendix 6.9)
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How comfortable do you feel using the Internet?

Count | Percent
Very comfortable 44 78.57%

Somewhat comfortable 9 16.07%
Neither comfortable nor uncomfortable |0 0.00%
Somewhat uncomfortable 2 3.57%
Very uncomfortable 1 1.79%

Table 4.1

When asked which option best describes how they felt a well designed
website should be, 53.57% of respondents selected ‘easy to use’. 16.07%
selected ‘useful’, 8.93% selected ‘intuitive’ and a further 8.93% selected
‘organized’. Options such as ‘fun’, ‘exciting’, ‘entertaining’, and ‘stimulating’

scored less well. (Table 4.2)

Please select one option from the list below which best
describes how you feel a well designed website should be?
Count | Percent
Fun 0 0.00%
Accessible 2 3.57%
Organized 5 8.93%
Customizable 0 0.00%
Familiar 1 1.79%
Attractive 2 3.57%
Exciting 0 0.00%
Entertaining 0 0.00%
Easy to Use 30 53.57%
Useful 9 16.07%
Intuitive 5 8.93%
Consistent 1 1.79%
Stimulating 1 1.79%

Table 4.2
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These figures are backed up by the results from the question which asked
‘Having visited a website what factor would most influence whether you would
be likely to use the same site again in the future?’ A total of 76.79% of the
respondents chose the following two options; ‘The overall organisation of the
site was easy to use’ and ‘The content of the website met with my

expectations.’ (Table 4.3)

Having visited a website what factor would most influence
whether you would be likely to use the same site again in

the future?

Count | Percent
The website was visually appealing are | 4 7.14%
refined and reinforced, not challenged
It was easy to move from one page to 1 1.79%
another
The overall organisation of the site was | 25 44.64%
easy to use
Individual web pages were well 0 0.00%
designed
Terminology used in the website was 0 0.00%
clear
The content of the website met my 18 32.14%
expectations
Was able to complete tasks in a 8 14.29%
reasonable amount of time

Table 4.3
It seems clear from these results that factors such as ease of use and
relevant and accessible site content are key factors in deciding whether those

surveyed will or will not visit a particular website on the Net.

When asked what elements of website design do you feel are most irritating,

Gillespie responded:
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‘Anything that is a barrier between the information | want and me.
There are many but | think that Flash is the worst. Not the technology,

but the bad implementation of it.

Girvan contends that what he finds most irritating is whenever the

communication gets lost:

‘| feel that the reason you have a website is either for arts sake or
communication sake. Art is a different thing, art is there to stimulate
and to entertain, communication is there to inform and whenever the
message gets lost in the art | find it very irritating. If it just doesn’t work,
that | find very irritating. It makes the viewer feel uncomfortable

because they feel inadequate — the message gets lost.’

Girvan, with this comment, is touching on one of the central themes of the
dissertation, that of art versus science. He asserts that art and communication
are two different things and the confusion of the two can lead to the message
being lost. However, rather than believing that multimedia elements should be
avoided to ensure that this doesn’t happen, Girvan feels that they should be

used, but appropriately, and in the right way:

‘If all used correctly they can help stimulate the bodies different senses.
They definitely can enhance design, provided they are used properly,
they can irritate if used wrongly.’

Gillespie agrees:

‘Used sympathetically, multimedia elements can enhance
communication. The trouble is that many people try to impose
multimedia on the viewer instead of using it to enhance the experience.
If I am looking for information, | don’t want the barrier of frivolous ‘eye

candy’ that some designer (or client) thinks is ‘kewl’. Sites like the BBC
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use video and sound ‘appropriately’ — and it all comes down to the fact

professionals are producing the site, that is the difference.’

| was interested to find out if the purpose for which a site was being used
affected how the interviewees expected websites to look and function. Tremer
states, ‘If it is for research purposes | really don’t want attractive designs
which take ages to download. A logo is enough for me and easy access to the

information.’

Gillespie believes that ‘purpose’ is a very important word that many people

overlook. He explained:

‘The design of a motor vehicle or building is dictated by function. The
function of a farm tractor is to work the land, the function of a minibus is
to carry a group of people. The purpose of a Ferrari car is to impress
the owner’s cohorts. They all look different and rightly so. There is an
element of ‘design’ (fulfilling a function) and styling (making the product

more attractive and ultimately sellable).’

He goes on to exemplify this point by stating:

‘Macsurfer.com is a site | visit every day. It is basically a synopsis and
set of links to other information about Macintosh computers and allied
products. It is nothing special to look at, | would call it ‘honest’ design
because | don’t feel that someone is trying to influence me with

subliminal messages.’

Contrastingly, apple.com/trailers is mainly images and High Definition movies
— which requires a lot of bandwidth:

‘The information is visual, so it is appropriate that the site uses more
pictures than words. Just as some books have more pictures than
words, | would expect a site about pictures, movies or music to be

presented differently. And, just as a children’s television program looks
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quite different from one aimed at adults, a websites visual presentation
should be appropriate to the target audience.’

Another issue | was keen to investigate during interviews and through the
guestionnaire was whether people would rather that websites in the future be
designed by usability experts, with minimal multimedia elements and
maximised standardisation or by graphic designers, keen to explore and use
the potential of multimedia.

Girvan would prefer that websites in the future be designed according to the
wishes of both usability experts and graphic designers:

‘Usabillity is very, very important. Interface is extremely important. But if
your interface is good and your information is good the whole thing can
fall on its face if your graphics aren’'t good. Likewise, you can have
superb graphics with a poor aspect on usability and the thing will fail as
well. So they both must work hand in hand. A good graphic designer
should have basic knowledge of usability and content if they are doing
their job right. You must respect the viewer at all times. If you forget

about the viewer you have lost it.’

Gillespie commenting upon the same issue stated ‘neither’. Usability, he
believes, is a function of ‘design’. ‘A good designer will produce a site that is
both accessible and useable. Graphic design is ‘visual communication’ and
has to balance many factors when coming up with the look and feel of a
website.” He continued:

‘First and foremost is ‘purpose’; is it to inform or entertain or to sell
something? Appropriate to the target audience: is it kids, business
moguls or housewives? | think that little or no usability experts consider
visual presentation. | think that most graphic designers consider
usability. The problem is that most sites are produced by people that

have no skills in either areal’
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The results from the questionnaire suggest a similar split in opinion, or rather
that perhaps it is most desirable that websites be designed with input from
both usability experts and graphic designers. Of the 55 responses to this
particular question, 28 (50.91%) reported that websites should be made with
minimal multimedia elements and 27 (49.09%) felt that multimedia should be
used, with sites being made through experimentation, striving to be different
from other sites already on the Web. (See Table 4.4)

Please select the statement below which best describes
how you would prefer websites to be designed in the future?

Count | Percent
Websites should be made with minimal | 28 50.91%

multimedia elements and maximised
standardisation, so that conventions
are refined and reinforced, not
challenged

Websites should explore the 27 49.09%

possibilities of multimedia elements
and therefore should be made through
experimentation, striving to be different

from each other

Table 4.4

Each interviewee was asked what effect they thought increasing availability
and use of Broadband would have upon future website design. All agreed that
it would benefit user experience by reducing download times and by enabling
more use of multimedia technologies. Tremer felt that faster connection
speeds will mean that websites will be able to contain large graphic files but

still display quickly on users’ computer monitors but cautions:
‘Faster connections will allow sound and Flash movies to be

downloaded quicker but | still feel that sites will need to be well
designed — allowing the user to remain in control so that if they wish to
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refrain from viewing or accessing such content they will be able to do

so.’

Gillespie contends that Broadband availability will increasingly blur the
boarder between the Web and television. Computers will be designed to
belong in the living room, with the concept of the computer-based media

centre just around the corner.

Girvan feels that Broadband will enable better use of animation and higher
expectation from the end user. He reasons that getting information will soon
become instantaneous, ‘wait for nothing’, which will make the Web very
attractive for the viewer and very attractive for the person who wants to

promote on it.

Girvan in the final stages of his interview puts forward a very insightful and
balanced case for why website design should seek to strike a balance
between usability and use of graphics, rather than being overly influenced by
one at the expense of the other:

‘If you had 5 words to put unto a page to get people to stay, explore
and find out more, if you are only concentrating on usability you will
plump the 5 words in the middle of the page and make the load up time
extremely fast and that’s it. The 5 words would be clean, sharp and tidy

— everything will look super.

‘If you have good graphics on them you can get emotion through those
five words, you can create mood, you can create excitement, you can
create timing, you can create an interface which will be used how you
want it to be used and that is vitally important. Add that to the fact that
you must always promote the website — it is only effective when people
know to go to it. When you get them there, then you got to keep them
there and it is important that you use your graphics and the interface to
make it an enjoyable experience and give them the information they
need without getting them lost.’
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Chapter Five

Evaluation, Implications & Conclusions

This dissertation sought to answer the question ‘Will adherence to usability
theory lead to the end of website design’, seeking to explore the debate which
currently exists between usability experts and graphics designers — a debate
which often pits art against science. Should standardisation prevail so that the
creativity of the designer is no longer required? Or should website designers

seek to create sites which are different, dynamic and interactive?

To explore and examine this area of investigation | reviewed literature
concerning usability theory and graphic design with respect to website design,
| critically analysed and contrasted examples of usability influenced websites
with graphic design led sites, | interviewed key individuals to ascertain their
perspectives and | distributed a questionnaire which enabled respondents to
offer their opinions on website design and Internet related activities.

It is evident that this is a debate which provokes strong feelings and opinions
on either side, a debate that will no doubt continue to be discussed and
expounded over the next number of years and perhaps incessantly
throughout the lifespan of the Web. | feel that perhaps to simply paint the
picture of a polarised debate with ‘Venetians’ at one end of the spectrum and
‘Martians’ at the other is slightly misleading and perhaps overly simplistic.
Rather, it is between the two extremities that most designers and usability

experts currently operate.
Rather than having the Web look like a unified, homogenised whole or a
disparate, random and confusing space it is both possible and desirable that

creativity and usability are both encouraged.

What is clear from my research is that ‘purpose’ is key. If the purpose of a
website is to provide the user with information quickly, to perform a particular
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task, then the site should lean towards the standards of usability experts. If on
the other hand the purpose of the site is to inspire or convey ‘experience’ then
there is scope for designers to create more interactive, graphic intensive and

entertaining websites.

Also central to this debate, especially over the next 2-5 years is the issue of
connection speeds. My research suggests that faster Broadband connections
will irradiate some of the current frustrations with Flash based, graphic
intensive sites. Frustration caused by waiting for multimedia files to download
will soon be a thing of the past. But does this mean therefore that usability
theory will become less important? | feel that it does not, as designs created
free from the restraints of slow download times must still keep in mind the end
user sitting in front of their computer screen. The user still has to work out
how to use the site presented to them, figure out what message or experience
it is the site is seeking to convey and satisfy the purpose which brought them
to the site in the first instance.

Looking towards the future capabilities of interactive media, to a time when
the Internet will be able to deliver genuinely rich content at acceptable speeds
to the majority of the population, as Burgoyne and Faber (2001) state,
preparations should be made now for the day when the Internet is a very
different place to today’s Web. In order to do that, limits need to explored, as it

is from these innovators that future conventions may be born.

Will adherence to usability theory lead to the end of website design? | think
there will always be graphic designers who want to express their creativeness
through their website designs and an audience who want to view such sites. |
feel that rather than stifling creativeness and leading to the end of website
design, usability theory should and will be incorporated into the best practices
of those graphic designers who wish to express their creativeness and who
also realise the importance of conveying this through sites which are easy to
use and useful in serving the purpose for which they were created. So rather
leading to the end of website design, adherence to usability, combined with
the best efforts of the most talented graphic designers will ensure the
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development of websites that will delight with their elegance, ease of use,

beauty and usefulness.

In the future | would wish to explore this area of study further with specific
reference to the effect Broadband and even faster connection speeds will
have, or has had, on website design. Many of the design considerations as
stated above, which must be made at present to facilitate those with ‘slow’
connections speeds, will soon become a thing of the past. | foresee a time in
the future (perhaps the not to distant future) when all computers, perhaps
even all ‘devices’ will have immediate, always on access to the Internet 24/7,
365.
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Appendix 6.1

Joshua Davis — Biography

Joshua Davis is a New York based artist, designer, and technologist
producing both public and private work for companies, collectors, and
institutions. Using technology and computers as a medium since 1995,
exhibiting his interactive works at the Tate Modern (London), the Ars
Electronica (Austria), the Design Museum (London), le Centre Pompidou
(France), the Institute of Contemporary Arts (London), PS.1 Moma (New
York), and many others.

He is a professional designer and creative thinker, and spreads his time
among working with clients, traveling the world speaking at conferences and
workshops about his inspirations and motivations, building his own creative
projects, and teaching as a professor at the School of Visual Arts in New York
City.

"Among modern artists | conceptually identify with Jackson Pollock - not that
I'm a particular fan of his visual style, but because he always identified himself
as a painter, even though a lot of the time his brush never hit the canvas.
There's something in that disconnect - not using a brush or tool in traditional
methods.”

Pollock might argue that it's the process of abstraction that's dynamic, not the
end result, which in his case is a static painting. In my own work, the end
result is never static; by making room for as many anomalies as possible,
every composition generated by the programs we write is unique to itself. I'll
program the "brushes,” the "paints,"” the "strokes," the "rules", and the
"boundaries”. However it is the software that creates the compositions - the
programs draw themselves. | am in a constant state of surprise and discovery,
because the program may structure compositions that | may never have
thought of to execute or might take me hours to create manually.



- my symbiotic relationship with technology and ... the beautiful accidents.

More info at www.joshuadavis.com



Appendix 6.2

Jakob Nielsen — Biography

Jakob Nielsen is a principal of Nielsen Norman Group. He is the founder of
the “discount usability engineering” movement, which emphasizes fast and
efficient methods for improving the quality of user interfaces.

Nielsen, noted as “the world’s leading expert on Web usability” by U.S. News
and World Report and “the next best thing to a true time machine” by USA
Today, is the author of the best-selling book Designing Web Usability: The
Practice of Simplicity (2000), which has sold more than a quarter of a million
copies in twenty-two languages. His other books include International User
Interfaces (1996), Usability Inspection Methods (1994), Usability Engineering
(1993), and Homepage Usability: 50 Websites Deconstructed (2001).

Nielsen’s Alertbox column on Web usability has been published on the
Internet since 1995 and currently has about 200,000 readers. From 1994 to
1998, Nielsen was a Sun Microsystems Distinguished Engineer. His previous
affiliations include Bell Communications Research, the Technical University of
Denmark, and the IBM User Interface Institute.

For additional biographical information visit http://www.useit.com.



Appendix 6.3

Interview One — 6" February 2006

Dr Sean Tremer
University Lecturer

tremers@ubi.ac.uk

Thanks for agreeing to take part in this interview. It will help me to gather primary
research relevant to my investigation into the influence of graphic designers and

usability experts upon website design.

To summarise and by way of introduction;

Usability Experts argue that websites should be made easy to use with minimal
elements and maximised standardisation, believing that conventions should be

refined and reinforced, not challenged.

Graphic Designers assert that the Web can entertain, inspire and excite and it
can add to those passive experiences new possibilities of play and exploration
through user interaction. Therefore graphic designers seek to explore the
possibility of the Web through experimentation and by being creative.

Perhaps to start with, could you tell me a bit about yourself - your
gualifications and work experience relevant to website design, website

usability and/or graphic design.

| suppose as a Doctor of Education, I'm not so much into web design from the
technical perspective but | would have input into what we have in our educational
websites both here (Upper Bann Institute) and at the other Universities at which |
work. | have 30 years experience of teaching, 10 years in higher education with 3

years involved with creative imaging students. In my work with the Universities



and the Institute | have to put information into websites which are used by the
students which | teach.

1. When did you start using the Internet? In what capacities have you,
and do you now, use the Internet and related technologies (Email,
Web, FTP, News Groups, VolP)?

| would have been one of he first exponents of the Internet. When the JANET —
The Joint Academic Network took over the Internet from the military end in
America, it was really only used by university to link up for research purposes.
Early on | would have been involved with the Internet for research relating to my
educational work. The Web had not come into being at that stage. It was purely
text and you had to use a variety of software programs to access the information.
It would have been operating at 14 kbs speed so it was very, very slow and
therefore it really did not facilitate web based design.

With the advent of web based design came about great opportunities, particularly
for commercial firms to market their products and services. Universities would
only have used the WWW as a tool for promotion. | would have being certainly
using the Internet prior to the Web and also would have used the News Groups
quite a bit because that was where | had discussions with other like minded
academics. There used to be an absolutely colossal number of News Groups
and | would have subscribed to the education ones related to the particular

aspects of research | was doing.

It was slow, it only really facilitated text but it was a valuable tool rather than
having to visit other universities or requesting research from various inter-loans

between universities.

These sites would have been just text. The same with email — emails were just
purely text. We would not have been sending graphics, images etc with the



emails. But with the Web came a lot of opportunities for promotion.

2. How many hours do you spend visiting websites in a typical week?

1-5/6-10/11-15/16-20/ 21-25/ 26-30 / 30+

Probably in the region of 2 to 3 hours per week, usually for personal research
purposes, or on behalf of my students. Occasionally | use the Web for shopping
but mainly work related activities and sometimes | use it for recreational

purposes — but only in a very limited capacity.

3. In general terms, in what ways to you feel you benefit from access to,
and use of, the Web?

Certainly it saves an awful lot of time even though some sites can be
cumbersome and some searches can be cumbersome. It saves an awful lot of
time for research purposes and it can be an enjoyable way to shop or to get other

information.

4. What are your 5 favourite websites?

I’'m not a great one for revisiting websites. | think amazon.co.uk is a great site
because of its wide range of products and its ease of use. The websites | use for
research purposes are mainly university libraries and the local department of
education site and other teaching related government websites. On a
recreational level — amazon.co.uk for shopping and argus.co.uk, currys.co.uk,
etc. for electrical goods. Occasionally | would go into ticketmaster.ie because |

would ten to buy a lot of tickets for entertainment events.



5.  When deciding to visit a website what are the most important factors
which influence your decision to visit one site over another (a

competitors)?

| think it has to be — number one — ease of access and the speed at which | can
retrieve the data. If there are long delays between screens as you sort through
the information | would tend to pull out of that particular website. Amazon.co.uk is
fairly quick. It has the products well categorised, quick access, and they do not
give you a lot of superfluous information or unneeded data. If you require more
information then you can click on a particular product. Definitely ease of access. |
suppose secondly, if you have a website with a lot of graphics which take a while
to download | tend to get bored or | just won’t wait. If it doesn’t come up in a few
seconds, | won't wait very long, | would tend to come out of it and visit another
website. It has to be instantaneous. Certainly some websites are nicely designed
but if they don’t download fast I'm away. Time is money for me I'm afraid. Even

with recreational sites | won’t sit and wait too long for a page to download.

6. What elements of website design do you feel are most irritating?

The ones that | find are the most irritating are those that come with sound and
take a long time to download and you end up waiting, and waiting, and waiting.
Another aspect of web design that | don'’t like is when you try to hit out of some
sites, they repeatedly keep coming up with pop-ups. | tend to avoid those with a

vengeance for a second visit.

7. Do you think that multimedia elements (e.g. video, sound, Flash

movies) improve or inhibit website design? Why?

It can be used very effectively when you want to find out more about a new band
or film for example. Perhaps a new band is playing in a venue close to home and
you want to find out if they are worth seeing — then listening to sample tracks and



watching video clips can be very useful — it is fine for that. What | am really
against is where they are an integral part of the first page of the actual website. It
is okay if you know you are buying into this, if you click on it for example but if it
is an integral part of the site and the sound and/or video is running in the
background, to me that defeats the purpose. For me that is not attractive. Mainly
because as | have said, it is a time factor.

Some websites you go to are very difficult to navigate. Very difficult to access the
information you require. Some contain pages with large download times. For me |
need something that is user friendly, quick to access and then yes, | do like a lot
of information on the products or the services, or the research information but it
has to be there to be controlled and not just forced upon me - especially

unnecessary information or data.

8. Does the purpose for which you are visiting a particular website affect
how you expect the site to function and look? Could you please give
examples of this?

Yes, obviously if I am going to buy a product, | want to see the opportunity for
large images, the specification details and possibly reviews of the product —
independent reviews. If it is for research purposes | really don’t want attractive
designs which take ages to download. A logo is enough for me and quick and
easy access to the information. One of the best examples with quick to download
pages is the open university website. It just centres on the logo and key
sections/information. There is not a lot of graphics but then people are going on

to it for information on a course, opportunities to teach, resources etc.

9. Would you prefer that websites in the future be designed according to
the wishes of Usability Experts or Graphic Designers (see above).

Please explain your answer.



From my point of view | think, |1 don’t want to sound like I’'m sitting on the fence
with this, but certainly | can see valid points, credence with both. It certainly is
nice to go to a website that is attractive but, as | say, if it is not user friendly it will
lose my interest and | will not go back to it. If it takes too long to download
because of the detail | will be less likely to go back to it. But yes we don’t all want
to see white screens like it was with the Internet prior to the web — where you just
had file downloads with headings etc. It does make it attractive, it does make it a
bit more user friendly. | would not like a return to just bland websites but at the
same time | do not want the over indulgent ones with video, too much sound and

intense graphics. There is a balance — the in between.

10. What effect do you think the increasing availability and use of
Broadband to connect to the Internet will have upon future website
design?

As we go faster then some of the issues | have talk about already will become
less important. Faster connections speeds will mean that websites will be able to
contain large graphic files but still display quickly on users computer monitors.
Faster connections will although sound and flash movies to be downloaded
quicker but 1 still feel that sites will still need to be well designed — allowing the
user to remain in control so that if they wish to refrain from viewing or accessing
such content they will be able to do so. Quicker download speed is a good thing
but designers must still design in a way that makes sites easy to use.

11. Do you have any additional comments, questions or thoughts about
the subject you would like to add?

| suppose in summary, it is fair to say, that | feel sites should respect the wishes
of their users — giving them control over the content of the particular website they

are visiting. If a visitor wants to access further in-depth information or research



they should be able to do so but it should not be forced upon if all they are

interested in is summary detail.



Appendix 6.4

Interview Two — 7" February 2006
Eddie Girvan
Partner, g2 design

eddie@g2-design.com

Thanks for agreeing to take part in this interview. It will help me to gather primary
research relevant to my investigation into the influence of graphic designers and

usability experts upon website design.

To summarise and by way of introduction;

Usability Experts argue that websites should be made easy to use with minimal
elements and maximised standardisation, believing that conventions should be
refined and reinforced, not challenged.

Graphic Designers assert that the Web can entertain, inspire and excite and it
can add to those passive experiences new possibilities of play and exploration
through user interaction. Therefore graphic designers seek to explore the
possibility of the Web through experimentation and by being creative.

Perhaps to start with, could you tell me a bit about yourself - your
gualifications and work experience relevant to website design, website
usability and/or graphic design.

My name is Eddie Girvan. | have a graphic design partnership in Moira (g2
design). | have 24 years experience in graphic design in various aspects of the
media from advertising through to print, exhibition, corporate video, web,
electronic, the whole range of communication, where you often are designing to

answer a problem as opposed to the client coming to you and saying ‘listen |



want you do design me a leaflet’. The first question we always ask is why a
leaflet? We often change the medium to suit the requirements of the brief as
opposed to just doing what we are told. It's not that we are arrogant but we can
bring an awful lot more to the table than the client can bring.

| have an honours degree in graphic design and visual communications and
would have experience in a very wide use of graphics and types of graphics from
electronics, through to print, through to exterior, through to, everything from
movement through to stills, exhibitions and sculptures.

1. When did you start using the Internet? In what capacities have you,
and do you now, use the Internet and related technologies (Email,
Web, FTP, News Groups, VolP)?

| have been using the web since 1998. Then it was more through exploration
rather than the need to use it. In the early days | found it very frustrating. | found
it very restrictive in terms of graphic design because of loadup times, lack of
animation, lack of colour. You were very restricted in what you could do as a
means of using it for communication. You were also restricted to the end user
because there wasn't a big enough base of people out there feeling comfortable
with it. That has changed as technology has changed thankfully and today
probably 25% of my work would be web based — whether it be on a basic web
site or a larger site using Flash. We would often also be involved in intranet

development for companies to use in-house.

Email is as common as can be. | use it all the time. | use FTP access all the time
and it is a great means of getting files about.

2. How many hours do you spend visiting websites in a typical week?

1-5/6-10/11-15/16-20/ 21-25/ 26-30 / 30+



If I am working on a web project | would probably be doing 20 to 30 hours. If | am
not, if | am doing some other aspect of graphics | may only be browsing on the

web for around 7/8 hours in total per week. It depends on the job.

3. In general terms, in what ways to you feel you benefit from access to,
and use of, the Web?

First of all, for sending files around the world. We use that a lot — several times a
day to several parts of the world. We would be sending files to New York, China,
Pakistan, Estonia. It's lovely to have a platform which allows you to transport files
quickly and effectively and with the use of PDF files | can let clients see what
they are about to receive. That aspect of it | would use daily. | would be lost
without it. It’s like a third arm.

In terms of the other aspects of the web: research — yes, information — yes.
Probably vital. We would not get our influence for graphic work from the web
because we have our own particular style but we would often research the

client's competition to see what they are doing, to see what we are up against.

4. What are your 5 favourite websites?

This week! To me ... and that sums it up ... websites should change often
because that's how you will achieve stickability, if you continuously change your
message and the means of promoting the message people will come back.

| don’t browse the web like going into a bookshop and looking for things to
stimulate me. | find that if | am looking for something, ... if I'm wanting to buy a
car, | look at a car website, it just really depends ... if within that | find a nice site,
well happy days. I'm not really worried about it if | don’t find them.



My favourite sites ... | always liked ID’'s work. Local sites — radar digital
(http://lwww.radardigital.net) is a lovely site — it's great to see work like that

coming out of the province.

5.  When deciding to visit a website what are the most important factors
which influence your decision to visit one site over another (a

competitors)?

It depends why I'm visiting in the first instance. | would often browse the web to
see what is going on. I'm a member of the Flash organisation
(http://lwww.flashkit.com) and you would be often told to check out the featured
site of the month. That to me is training. You will go along and check it out and
check how it was done. That is one aspect of using the Web. If I'm going to go
buy a car for example, | have to be influenced first of all by the actual product
before | will check out the Web — the Web would not pull me first of all. Probably
first all 1 will have lifted a brochure or have seen an ad on television that would
make me go along and go to the website for further information. It is never ever
the number one pull. One that | have looked up recently is the Honda civic ad — it
has a whole section on the web which allows you to see how the ad was made. |

have interest in it due to my advertising background ... but it is a good site.

6. What elements of website design do you feel are most irritating?

Whenever the communication gets lost. | feel that the reason you have a website
is either for arts sake or communication sake. Art is a different thing, art is there
to stimulate and to entertain, communication is there to inform and whenever the
message gets lost in the art | find it very irritating. If it just doesn’t work, that | find
very irritating. It makes the viewer feel uncomfortable because they feel
inadequate — the message gets lost. The other thing | find is bad links or poor
typography, or, | suppose my number one bug bearer would be everything
shouting, the message getting lost in the fact that the viewer is totally confused



as to what they are supposed to focus on at a particular time. They are getting
several messages shouted at them at the one time, so where do they look — they
don't, they turn off.

7. Do you think that multimedia elements (e.g. video, sound, Flash
movies) improve or inhibit website design? Why?

If used in the right way they definitely improve. If all used correctly they can help
stimulate the bodies different senses. They definitely can enhance design,
provided they are used properly, they can irritate if used wrongly.

8. Does the purpose for which you are visiting a particular website affect
how you expect the site to function and look? Could you please give
examples of this?

You go on to easyjet.com, you want to find a price quickly, get it booked and get
away, you don’'t want to be entertained — you want your price. If you are going to
buy a car you want to be entertained, you want to find out as much about it as
possible. But then again there are different scales of purchase here, meaning in
one case you could be talking about spending in the region of £30,000, in the
other case you could be looking to buy something for £15, ... so yes, the site

expectation is relevant to your purchase.

9. Would you prefer that websites in the future be designed according to
the wishes of Usability Experts or Graphic Designers (see above).

Please explain your answer.

Both. Usability is very very important. Interface is extremely important. But if your
interface is good and your information is good the whole thing can fall on its face

if your graphics aren’t good. Likewise, you can have superb graphics with a poor



aspect on usability and the thing will fail as well. So they both must work hand in
hand.

A good graphic designer should have basic knowledge on usability and content if
they are doing their job right. You must respect the viewer at all times. If you
forget about the viewer you have lost it. Unless you are producing art on the web
— this is a different thing. If you are producing art on the web, then you can break
the rules and use sound and animation, use everything. If David Hockney was to
build a website it would be wonderful. It would stimulate, it would make you go
WOW but he is not there to communicate in terms of information, where the
majority of websites are — so it is very important that you must not forget about

what you are using the web for.

10. What effect do you think the increasing availability and use of
Broadband to connect to the Internet will have upon future website

design?

It's going to be better use of animation, higher expectation from the end user.
Computers are getting faster. Everything is getting faster for getting information
and bigger amounts of information across. It is going to be instantaneous soon —
wait for nothing — so therefore it is going to make the web very attractive for the
viewer and very attractive for the person who wants to promote on it. One mustn’t
forget ever that you can have the best website in the world but unless the viewer
knows were to get it, it'll fail. They have to get to the website. They have to know
about the website. So therefore you can have an absolute superb website hidden
because no one knows where it is. So we are still going to have to rely on other
aspects of media and communication to tell people to go to the website. Whether
that is print, brochures, advertising, TV, or whatever, you will still need something
else to promote the site — unless web users have a reason for knowing about it,

they’ll have no chance of finding it.



11. Do you have any additional comments, questions or thoughts about
the subject you would like to add?

If you had 5 words to put unto a page to get people to stay, explore and find out
more, if you are only concentrating on usability you will plump the 5 words in the
middle of the page and make the load up time extremely fast and that's it. The 5
words would be clean, sharpe and tidy — everything will look super. If you have
good graphics on them you can get emotion through those five words, you can
create mood, you can create excitement, you can create timing, you can create
an interface which will be used how you want it to be used and that is vitally
important. Add that to the fact that you must always promote the website. It is
only effective when people know to go to it. When you get them there, then you
got to keep them there and it is important that you use your graphics and the
interface to make it an enjoyable experience and give them the information they
need without getting them lost.



Appendix 6.5

Interview Three — 7\" February 2006

Joe Gillespie
Designer

joe@pixelp.co.uk

Thanks for agreeing to take part in this interview. It will help me to gather primary
research relevant to my investigation into the influence of graphic designers and
usability experts upon website design.

To summarise and by way of introduction;

Usability Experts argue that websites should be made easy to use with minimal
elements and maximised standardisation, believing that conventions should be
refined and reinforced, not challenged.

Graphic Designers assert that the Web can entertain, inspire and excite and it
can add to those passive experiences new possibilities of play and exploration
through user interaction. Therefore graphic designers seek to explore the
possibility of the Web through experimentation and by being creative.

Perhaps to start with, could you tell me a bit about yourself - your
gualifications and work experience relevant to website design, website

usability and/or graphic design.
Joe Gillespie’s biography. (Appendix 6.6)
1. When did you start using the Internet? In what capacities have you,

and do you now, use the Internet and related technologies (Email,
Web, FTP, News Groups, VolP)?



| first used email in 1982 with a Sinclair Spectrum and a 1200/75 modem. Email
in those days worked in real time like chat rooms do today or with ‘bulletin board’
functionality.

When | got my first Mac in 1984, | got a modem and used Apple’s email system,
AppleLink and later their Web precursor eWorld. As | was a founder member of
the London Macintosh User Group, all my contacts used Macs in those days.

My first experience with the WWW was in 1993/4 when | was looking for a way to
deliver an electronic newspaper for the Daily Telegraph and | found ‘Mosaic’, the
first Web browser. | went on to develop the first Web-based °‘Electronic

Telegraph’ and trained their in-house team to produce it on a daily basis.

Then Microsoft UK approached me to help them develop their proprietary ‘MSN’
(Microsoft Network) which they were trying to sell into corporations in the UK. |
produced several ‘showcase’ sites including the British Grand Prix '95 and the
general interface for everything else. Unfortunately (or luckily), even Microsoft
could not compete with the WWW — which was free!

Since that time, | have produced many Web sites for companies and for myself. |
only do things that offer a challenge and a chance to pioneer something new.
The latest example is http://www.hdri-studio.com, which makes extensive use of
my animated JPEG system.

2. How many hours do you spend visiting websites in a typical week?

1-5/6-10/11-15/16-20/ 21-25/ 26-30 / 30+

Yes, it is well over thirty!



3. In general terms, in what ways to you feel you benefit from access to,

and use of, the Web?

| really don’t think that | could live without it and | introduce many others to the

‘wonders’ of Google and GoogleEarth.

4. What are your 5 favourite websites?

| have made a homepage that links to my favourite sites, which I visit several

times each day:

http://news.bbc.co.uk
http://www.theregister.co.uk/
http://www.macsurfer.com/
http://www.google.co.uk/

http://www.tvtv.co.uk/

In every case, | am looking for information, not amusement.

5.  When deciding to visit a website what are the most important factors
which influence your decision to visit one site over another (a
competitors)?

A: content

B: accessibility

C: general presentation

6. What elements of website design do you feel are most irritating?



Anything that is a barrier between the information | want and me. There are many
but | think that ‘Flash’ is the worst. Not the technology, but the bad

implementation of it.

Secondly, poor mark-up (HTML) that breaks the page in my favourite browser —
Mozilla. Many pages are poorly written and only work in current versions of
MSIE. In other browser they either don't work at all, partially work or break
visually. There is no excuse for sloppy coding these days when it is so easy to
validate the code to official W3C Web standards.

Overly obtrusive ads. There are ads in magazines, newspapers and on tv, but
they have usually been designed by competent advertising art directors, have
clever ideas and are a pleasure to look at. Most ads on the Web have been
created by amateurs who think ‘visibility’ is the only factor in play.

7. Do you think that multimedia elements (e.g. video, sound, Flash

movies) improve or inhibit website design? Why?

Used sympathetically, multimedia elements can enhance communication. The
trouble is that many people try to impose multimedia on the viewer instead of
using it to enhance the experience. If | am looking for information, | don’t want
the barrier of frivolous ‘eye candy’ that some designer (or client) things is ‘kewl’.

Sites like the BBC use video and sound ‘appropriately’ — and it all comes down to

the fact professionals are producing the site, that is the difference.

8. Does the purpose for which you are visiting a particular website affect
how you expect the site to function and look? Could you please give
examples of this?



‘Purpose’ is a very important word that many people overlook. The design of a
motor vehicle or building is dictated by function. The function of a farm tractor is
to work the land, the function of a minibus is to carry a group of people. The
purpose of a Ferrari car is to impress the owner’s cohorts. They all look different
and rightly so. There is an element of ‘design’ (fulfilling a function) and styling
(making the product more attractive and ultimately sellable).

In the early days, Web pages were mostly text. The ‘T’ in HTML means ‘Text'.
Text has low in bandwidth requirements and is readably indexed and searched.

If I am looking for textural information — as | would in a conventional dictionary,
directory or reference book, then text is the way to go and graphics should be

kept to a minimum so as not to impede me.

http://www.macsurfer.com is a site | visit every day. It is basically a synopsis and
set of links to other information about Macintosh computers and allied products. It
tells me about the latest products, news and issues that interest me.

It is nothing special to look at, | would call it ‘honest’ design because | don't feel

that someone is trying to influence me with subliminal messages.

http://www.apple.com/trailers is mainly images and High Definition movies —
which requires a lot of bandwidth. The information is visual, so it is appropriate
that the site uses more pictures than words. Just as some books have more
pictures than words, | would expect a site about pictures, movies or music to be
presented differently. And, just as a children’s television program looks quite
different from one aimed at adults, a websites visual presentation should be

appropriate to the target audience.



9. Would you prefer that websites in the future be designed according to
the wishes of Usability Experts or Graphic Designers (see above).

Please explain your answer.

Neither.

Usability is a function of ‘design’. A good designer will produce a site that is both
accessible and usable. Graphic design is ‘visual communication’ and has to
balance many factors when coming up with the look and feel of a Web site.

First and foremost is ‘purpose’: is it to inform or entertain or to sell something?

Appropriate to the target audience: is it kids, business moguls or housewives?

| think that little or no ‘Usability Experts’ consider visual presentation. | think that

most Graphic Designers consider ‘Usability’.

The problem is that most sites are produced by people that have no skills in

either area!

10. What effect do you think the increasing availability and use of
Broadband to connect to the Internet will have upon future website

design?

| think that the border between Web and television will blur increasingly. Already,
many companies are trying to get computers into the living room. Digital
television is very similar to what you get on a computer screen and the
introduction of high definition television will make a television set more capable of

displaying small type — a major drawback in the past.



The concept of the computer-based media centre is just around the corner and |
already watch and record television programs on my 23 inch wide screen
computer monitor. This year, we will see computers designed to belong in a living

room and connected to a large plasma or LCD screen.

So, the ‘entertainment’ element of the Web and television will meld and overlap

to a large extent. Television will become more interactive and ‘on-demand’.

We already have VolP and | have Skype on my machine but | tend to use it to
make long distance calls to regular telephones as there isn’t a ‘critical mass’ yet
and standards are all over the place with competing systems.

In business, computer based WWW will be with us for a long time but | expect to
see more ‘videophone’ usage like Apple’s iChat as they introduce even more
built-in video cameras to their monitors and laptops and all the PC makers follow

suit.

11. Do you have any additional comments, questions or thoughts about
the subject you would like to add?

Much of the work I've done for Apple, Microsoft and others has been ‘Interface
design’. The ultimate test of an interface is to stand back watch people using the
page (or program) in a test situation. I've done this many times in research

situations and it is quite interesting what comes up.

An article |1 wrote for David Siegel's ‘High Five’ magazine on interface design
might be of more help. (Appendix 6.7)



Appendix 6.6

Joe Gillespie - Biography

Joe Gillespie graduated from The Royal College of Art in London, UK in 1971.
Having previously completed a four-year course leading to a diploma in
graphic design from the Belfast College of Art, the three-year post graduate
course at the RCA resulted in a Master's Degree in Visual Communication
(MDesRCA) and the Institute of Practitioners in Advertising Bronze Medal.

In the years following graduation, Joe worked in a number of London
advertising agencies and design companies including Garland Compton (later
to be become Saatchi and Saatchi), Raymond Loewy/William Snaith, Inc, J
Walter Thompson and John Blackburn and Partners. He won the coveted
Design and Art Directors Association (D&AD) Silver award in 1981 and again
in 1985 for work done for Benson and Hedges (Advertising) and Cockburns
Port (Packaging Design).

With a fellow director at John Blackburn and Partners, Joe left to start
Gillespie, Rose and Partners - Creative Consultants, specialising in packaging
design, corporate identity and new product development for McVitie's, Park
Cakes, Scotfresh and Manor Bakeries (Mr Kipling).

In parallel with his design and advertising career, Joe became fascinated by
the possibilities of computers for graphic design, taught himself programming
and formed Pixel Productions in 1981, initially to produce games and graphics
software for home computers. Because of its part time nature, this area of
interest could not be fully developed at this stage, even though it was
successful and profitable.

It was not until 1989 that Joe sold out his share of Gillespie, Rose and
Partners and revived Pixel Productions as a multimedia production company.

The combination of design and computer programming skills, not to mention



music and electronics, meant that multimedia was a very natural working

environment.

After some months of development, Joe launched The Interactive Guide to
Desktop Video, a multimedia title explaining the application of computer
technology to video production. The work was brought to the attention of the
English hardware manufacturer, VideoLogic, who wanted to include a slightly
modified version of the title with a new video overlay card product and also
commissioned interactive demonstration disks, an auto-scripting program and

various elements of interface and logo design.

VideoLogic introduced Joe to the management at Apple, UK where he went
on to produce many multimedia titles, presentations and graphic design
projects for in-house and dealership promotional CD-ROMs. With the
introduction of the Newton MessagePad, he was commissioned to design the
user interface for the Newton Time Out Guide to London, the Newton Apple
Guide and other pioneering products.

The next major client was Canon, whose Colour Copier Division worked very
closely with Apple. The Canon projects included two main areas, interactive
demonstrations of new copier products and printable samples created in
QuarkXPress, PageMaker and other popular graphics and publishing
packages. Given, more or less a free hand, Joe was able to vent his
imagination in  producing colourful print samples for outlandish
advertisements, packaging and CAD drawings of UFOs.

Having seen some of the initial presentation work done for Apple, Joe was
commissioned by The Daily Telegraph to create a multimedia presentation,
which was really a 'crystal ball' vision of the future of newspaper publishing.
This took the form of a virtual newspaper running on an imaginary pen-driven
computer device. The presentation explored the possibilities of interactive
newscasting and advertising and how the content could be delivered on a
daily basis. The general reaction to this presentation, which was shown to



media organisations all over the World, was an overwhelming demand - 'we

want it now!

After initial experiments with various possibilities, modems were the main
contender and when the NCSA Mosaic Web browser was launched, it was
immediately clear that the World Wide Web was the way to go. In six months,
the Electronic Telegraph was conceived and launched on the Web. A full case

history of this project is available at http://www.wpdfd.com/wpdcase.htm.

About the same time, Microsoft was launching the Microsoft Network (MSN).
The idea was that major companies would create pages promoting their
products and services and would pay Microsoft to host them. Joe Gillespie
was asked to draw up a set of design guidelines for these 'content providers'
who knew little about preparing computer deliverable information. It was also
required that he create examples to demonstrate the possibilities and a
number of showcase titles were produced including the Formula One 1995
British Grand Prix site. MSN's original marketing plan has now been
overtaken by the success of the less proprietary, World Wide Web, though the
design and production principles remain the same.

More recently, Joe has developed an interactive catalogue system for Sony
Professional and Broadcast products. This is a highly graphical, interactive
database of Sony's professional audio and video products. This allows a full
text search for any of over 2000 products or concepts and has zoomable
details of front control panels, back connector panels and more technical
information like comparison of frequency response curves for studio

microphones.

Waiting from some pictures from Japan for a Sony project, Joe had a month
to spare and started writing “Web Page Design for Designers”, a Web site
about the graphic design of Web sites. (http://www.wpdfd.com) After a review
in Netscape Now and several Web site design awards, the traffic grew and
the site became the premier design reference on the Web and was
‘suggested’ or ‘required’ reading in educational establishments and



corporations around the world. With over twenty thousand links from other
sites, it achieved that enviable position of ‘number one’ spot on Google
searches for ‘Web Design’ — and even for ‘design’. After nine years of writing
and producing the site virtually single-handed, Joe sold the site to an
American company who now uses it to promote their Web design software.

After many requests from WPDFD readers, Joe produced a TrueType version
of the tiny font used in the WPDFD logo — Mini 7. This font was originally
designed for one of his first multimedia projects in the late ‘80s. The font was
an instant success and lead to him designing many more ‘pixel’ fonts. Unlike
printer fonts, pixel fonts retain their crispness at the small sizes typically used
for menus, buttons and captions on Web pages. These were originally
marketed through the WPDFD site but were moved off onto their own site,
MiniFonts.com and continue to sell today to Web designers and for use on
other screen-based devices such as mobile phones, signage and PDAs.

Reaching the age of sixty, Joe has eased-off the treadmill of multimedia and
Web design to make time to paint. Apart from conventional acrylic on canvas
paintings, he is experimenting with ‘multimedia’ paintings, which incorporate

electronics and laser.

http://www.joegillespie.co.uk



Appendix 6.7

Interface, High Five Magazine (Date Unknown)

Whoa, man! You have never seen such a car in your life!

Low. Sleek. Absolutely stunning.

You can'’t find a door, but it is so low to the ground that you can easily climb in
through the opening in the roof.

The long, soft, bucket seat moulds to your body like a glove.

Your feet fall naturally onto two pedals on the floor below.

There is no steering wheel or any sign of the usual controls that clutter a car’s
dashboard, but just at your fingertips are a set of flat, tactile pads.

As you run your fingers over the pads, the vehicle winds up into a soft purr
and rises from the ground, ever so slightly.

Superimposed on an invisible screen just above your hand is a head-up-
display with a collection of strange symbols.

You put your foot on the accelerator.

The car goes into a furious, uncontrollable, clockwise spin.

No, This doesn’t happen in car showrooms.

But it does on Web pages. Every day!

People drop in on beautiful sites, gasp at the graphics, but then haven’t got a
clue how to drive the things.

‘Clue’ is the important word here. Interface design is all about visual clues.

When Web pages first appeared a few years ago, the mechanisms for
navigation were well thought out. A ‘*hot’ word with a link behind it would be
immediately identified because it was underlined and in a different colour from
the rest of the text.



Clicking on the word changed its colour to give the reader confirmation that
something was about to happen, and then teleported them to some relevant

text elsewhere.

On returning to that page, the hypertext link had changed to a third colour to
show that it had been previously visited.

Simple. Consistent. Understandable. Boring!

Despite the fact that graphic images can have the same colour-coded border,
they are usually dispensed with - <BORDER=0>. Instead of being an
obviously clickable button with user feedback clues, it becomes a static
picture of indefinable function.

OK. We all do this. These things are ugly, ugly, ugly!

But what do we replace them with? Something that looks much better, but
doesn’t work nearly so well. The ubiquitous ‘NavBar’, seen on many sites, is
invariably an image map with words or icons that provide little or no user
feedback. The appropriate URLs do show up in the status bar at the bottom of
the browser window, but these are not always very helpful. They are
addresses of other pages designed for machines to work with, not humans.

‘Human’ is the word so often omitted from the term ‘Interface Design’.

Early computer interfaces were ‘menu driven’ using the keyboard. Press ‘S’ to
save the file - easy. Then along came the Graphical User Interface on Apple
Lisas and Macintoshes - a brilliant concept that transformed the look and

ease-of-use of computers everywhere.

What made it all so easy to use was not the playful icons, the drop down
menus, the helpful dialog boxes. It was because the whole thing was
designed using a real-world metaphor that everybody immediately understood
- a desktop. People understand the concepts of documents, folders and



wastebaskets. The incomprehensible collection of zeros and ones that the
computer is quite happy with, is given a human-comprehensible form.

In the context of a drawing program, an icon of a pencil or eraser is
immediately identifiable and the tools’ functions understood. Sometimes icons
are clear enough by themselves. Sometimes they need a word or two
underneath. But more recently, and as programs become more complicated,
icons are being used to describe concepts that are much too complex or
inappropriate, and they fail miserably.

Luckily, Web page interface elements are almost always just simple ‘go to’
links. Even so, they should give a clue to the overall scope, and structure, of
the site. The site map dictates the navigational requirements. Whether it is
simple, or very complicated, choice of an appropriate ‘steering wheel’ or
‘pedal layout’ is essential from the outset. The designer’s question is not
‘should the arrows be three dimensional?’ or ‘should | add a drop shadow?’, it
should be ‘are arrows the best way to navigate this site?’

A very simple linear site is one dimensional. You can go from one end to the
other in a straight line and the only options are jumps forwards or backwards
by one or more pages. An everyday paper novel will have a similar structure
where you simply turn the page to continue.

For longer books, a chapter index might be useful. In a site map, the chapter
headings are linear and may spawn another page, or pages, making the site
two or three dimensional. Add in the dimension of time, as in a site that is
updated on a daily basis, and you have four, or more, dimensions.

The more complex the structure, the cleverer the interface designer needs to
be. The trick is to simplify the process, just like a mathematician simplifies any
complex equation. Although hypertext links allow the user to jump wildly
around the Web, they soon become disorientated. Remember, the ‘Go’ button
doesn’t always keep a record of every page they have visited. The trail is



easily broken by a CGlI, or JavaScript link. Being able to maintain a mental
map of the site structure is the best recourse.

Landed in a strange city, you will probably try to relate your location to a main
landmark, thoroughfare or river. If you come across a roadside map, an arrow

that says ‘You are Here! is helpful to establish your position and orientation.

The most common mistake in site navigation is to give all the options all of the
time. The ‘common’ navbar that appears on every page, may be convenient
for the designer and kind to the bandwidth, but it completely defies interface

design logic.

There are ways of saying ‘You are Here!” on a Web site that put everything
else into perspective. If a page has a button and its sole function is to take
you to the page you are already looking at, it is completely redundant! You
could remove it entirely - that is a perfectly valid argument - but it is even
better to leave it where it is but to gray it out. This shows that the choice is

inappropriate for this page.

When you do go to another page, that button position becomes active again
and the one representing the new page dims. The grayed out button is, in
fact, saying ‘You are Here!. It is removing inappropriate options from the
gamut of interface elements, simplifying navigation and reducing the user’s

confusion.

The static image map or frameset navbar not only provides little feedback, it
actually ‘lies’ to the surfer by suggesting that at least one target is a legitimate
link when it is obviously not. By chopping it up into a series of separate
elements, you can replace the redundant ‘module’ without having to reload a

whole new navbar graphic.

Rollovers are often used indiscriminately for effect and have little functional
value. Used in conjunction with ‘button redundancy’, they reinforce the user
feedback by showing appropriate and inappropriate directional choices.



Coupled with a *meaningful* status bar message, they can be a positive

navigational aid.

If you look at the navigation bar at the top your browser, you will find that
some options are dimmed. STOP is only appropriate in the midst of
downloading a page. The forward arrow will only be active if you have already
come back from another page. These principles are commonplace and even
taken for granted in modern program design - they make sense. With a little
consideration, they will also improve the functionality of your Web site

navigation.

And, next time you climb into your car, look at the controls. Would you prefer
to see the pedals transposed for the sheer variety of it, a triangular, glass
steering wheel because it would look so cool or a handbrake that you pushed

forward to engage, just to be different?

Ask yourself, are they boring, or reassuringly familiar?

Joe Gillespie is a designer/art director based in London, England who heads
Pixel Productions, specializing in interface design and multimedia. He has
also produced the High

Five award winning
Web Page Design for Designers.
http://www.wpdfd.com
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‘Internet Habits and Uses’ Online Survey — Questionnaire

http://www.surveyconsole.com/console/TakeSurvey?id=178682

11%

Hello:

| would like to invite you to take part in a survey I'm carrying out, helping me to assess
Internet usage. The survey will form part of my primary research for the dissertation element
of my BA (Hons) in Creative Imaging. Approximately 50 people will be asked to complete the
survey. It will take about 5 minutes to complete the questionnaire.

Your participation in this study is completely voluntary. Your survey responses will be stricly
confidential and data from this research will be reported only in the aggregate. Your
information will be coded and will remain confidential. If you have questions at any time about
the survey or the procedures, you may contact me by email at the address specified below.
Thank you very much for your time and support. Please start with the survey now by clicking
on the Take Survey button below.

‘Take Survey’

Please contact timothydoak@hotmail.com if you have any questions regarding this survey



100%

How comfortable do you feel using the Internet?

Very comfortable

Somewhat comfortable

Neither comfortable nor uncomfortable
Somewhat uncomfortable

Very uncomfortable

Please select one option from the list below which best describes how you feel a well
designed website should be?

Fun

Accessible

Organized

Customizable

Familiar

Attractive

Exciting

Entertaining

Easy to Use

Useful

Intuitive

Consistent

Stimulating



Why don't you purchase more products and services on the web, either for yourself
or for your work/business? (Please check all that apply)
Not applicable
Never tried it
Too complicated to place order
Faster/easier to purchase locally
Not familiar with vendor
Don't trust that my credit card number will be secure
No receipt/documentation
Difficult to judge the quality of a product/service
Not enough information to make a decision

Generally uncomfortable with the idea

Other

Having visited a website what factor would most influence whether you would be
likely to use the same site again in the future?

The website was visually appealing

It was easy to move from one page to another

The overall organisation of the site was easy to use

Individual web pages were well designed

Terminology used in the website was clear

The content of the website met my expectations

Was able to complete tasks in a reasonable amount of time

Please select the statement below which best describes how you would prefer
websites to be designed in the future?



Websites should be made with minimal multimedia elements and maximised
standardisation, so that conventions are refined and reinforced, not challenged

Websites should explore the possibilities of multimedia elements and
therefore should be made through experimentation, striving to be different from
each other

In your opinion, what is the single most critical issue facing the Internet?

Finding things/navigating around
Speed/bandwidth

Government regulation

Equal access for all

Pornography

Internet crime (e.g. hatecrimes, stalking)
Paying for online services or information
Censorship

Privacy

Other

Which of these groups have you become more connected to through the Internet?
(Please check all that apply.)

None

People who share my political interests

People who share my hobbies/recreational activities

People who share my religion

People in my profession

People in my family

People in similar life situations (e.g. self-help groups, support groups)

Other groups



Please contact timothydoak@hotmail.com if you have any questions regarding this survey.
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‘Internet Habits and Uses’ Online Survey — Results

- Survey Report : Internet Habits and Uses -

Survey Statistics

Completion Rate 96.55%
Started 58
Drop Outs (After Starting) 2
Completed Responses 56
Survey Views 61

Average time taken to complete survey : 5 minute(s)

How comfortable do you feel using the Internet?

Frequency Analysis
Answer Count Percent 20% 40% 60% 80% 100%
Very o
comfortable 44 78.57% | |
Somewhat o
comfortable 2 16.07% :l
Neither
comfortable 0 0.00% D
nor
uncomfortable
Somewhat o
uncomfortable 2 3.57% D
Very o
uncomfortable 1 1.79% D
Total 56 100%
Key Analytics
Mean 1.339
Key Facts: 94.64% chose the
Confidence Interval [1.126 - 1.553]  followingoptions :
@ 95% n=>56
Standard Deviation 0.815 Very comfortable
Somewhat comfortable



Standard Error 0.109

Please select one option from the list below which best describes how you feel a well designed
website should be?

&) Frequency Analysis
Answer Count = Percent 20% 40% 60% 80% 100%
& Fun 0 0.00% []
€3 Accessible 2 3.57% []
€3 Organized 5 8.93% [ ]
€3 Customizable 0 0.00% ]
&) Familiar 1 1.79% []
&) Attractive 2 357% []
€3 Exciting 0 0.00% []
&) Entertaining 0 0.00% ]
€3 Easyto Use 30 53.57% |
€y Useful 9 16.07% [ |
€ Intuitive 5  893% []
€3 Consistent 1 1.79% []
€3 Stimulating 1 1.79% []
Total 56 100%
Key Analytics
Mean 8.500 Key Facts
Confidence Interval [7.837 - 9.163] 69.64% chose the following
@ 95% n=56 options :
Standard Deviation 2.530 Easy to Use
Useful
Standard Error 0.338




Why don't you purchase more products and services on the web, either for yourself or for your
work/business? (Please check all that apply)

&3 Frequency Analysis

Answer Count Percent 20% 40% 60% 80% 100%
Not applicable 16 19.28% [ |

Never tried it 3 3.61% []

Too complicated to 3 3.61% D

place order

Faster/easier to
purchase locally

I~

8.43%

© © © © ©

I~

8.43%
vendor

Dont trust that my
6 credit card number 12 14.46%
will be secure

]
Not familiar with |:|
]

=

QNO

1.20%
receipt/documentation ’ D

Difficult to judge the

&) quality of a 17 20.48% [ |

product/service

Not enough
&) information to make a 3 3.61% []

decision

Generally

uncomfortable with 7 843% []

the idea
&3 Other 7 8.43%

Total 83 100%
Key Analytics
Mean 5.819 | Key Facts
Confidence Interval [5.110 - 6.528] 39.76% chose the following
@ 95% n=283 . .

options :

Standard Deviation 3.295 Difficult to judge the

quality of a product/service
Not applicable
Least chosen option 1.296 :
Standard Error 0.362 No
receipt/documentation




Having visited a website what factor would most influence whether you would be likely to use
the same site again in the future?

&3 Frequency Analysis

Answer Count Percent 20% 40% 60% 80% 100%

The website
€3 was visually
appealing

7.14% []

B8

It was easy

6 to move from 1.79% D
one page to
another

=

The overall
organisation
&) of the site 25 4464% [ ]
was easy to
use

Individual
6 web pages

were well

designed

1o

0.00% ]

Terminology

used in the
0,
9 website was 0.00% []

clear

1o

The content

of the
&) website met 18 3214% [ ]
my
expectations
Was able to
complete
tasks in a
0,
6 reasonable 8 14.29% :l
amount of
time
Total 56 100%

Key Analytics

Mean 4.375 | Key Facts

Confidence Interval [3.874 - 4.876] 76.79% chose the following

@ 95% n=56 . .

options :

Standard Deviation 1.912 The overall
organisation of the site was easy
to use

Standard Error 0.256 The content of the

website met my expectations




Please select the statement below which best describes how you would prefer websites to be
designed in the future?

&3 Frequency Analysis

Answer Count  Percent 20% 40% 60% 80% 100%

Websites
should be made
with minimal
multimedia
elements and
6 maximised
standardisation,
so that
conventions are
refined and
reinforced, not
challenged

28 50.91% |

Websites should
explore the
possibilities of
multimedia
elements and

&) therefore should 27 49.09% |
be made through
experimentation,
striving to be
different from
each other

Total 55 100%
Key Analytics
Mean 1.491

Confidence Interval [1.358 - 1.624]
@ 95% n=55

Standard Deviation 0.505

Standard Error 0.068




In your opinion, what is the single most critical issue facing the Internet?

Answer

Finding
things/navigating
around

Speed/bandwidth

Government
regulation

Equal access for
all

 © © © ©

Pornography

Internet crime
(e.g.
hatecrimes,
stalking)

©

Paying for online
services or
information
Censorship

Privacy

Q00 ©

Other
Total
Key Analytics
Mean

Confidence Interval
@ 95%

Standard Deviation

Standard Error

3 Frequency Analysis

Count

I~

[op}

(e

N

[ee}

=

I

N

57

Percent

12.28%

10.53%

0.00%

3.51%

14.04%

24.56%

1.75%

7.02%

22.81%

3.51%

100%

5.737

[5.002 - 6.472]

n=57
2.832

0.375

20% 40% 60% 80% 100%

]

[

=

Key Facts

47.37% chose the following
options :
Internet crime (e.g.
hatecrimes, stalking)
Privacy




Which of these groups have you become more connected to through the Internet? (Please
check all that apply.)

&3 Frequency Analysis
Answer Count | Percent 20% 40% 60% 80% 100%

€3 None 13 1354% [_]

e People who share
my political interests

N

2.08% []

People who share

2 SR 19 19.79% [__]

hobbies/recreational
activities

People who share
my religion

People in my 28 29.17% [ ]

profession

[ee}

8.33% [_|

&3 People in my family 14 1458% [ |

People in similar life

situations (e.g. self- o
> help groups, 7 729% []
support groups)
&) Other groups 5 521% []
Total 96 100%
Key Analytics
Mean 4.365 | Key Facts
Confidence Interval [3.976 - 4.753] 48.96% chose the following
@ 95% n=96 . .
options :
Standard Deviation 1.942 People in my
profession
People who share my
hobbies/recreational activities
Standard Error 0.198 Least chosen option 2.08% :

People who share my
political interests




Which of the following have you done? Please check all that apply.




Taken a seminar

6 or class about
the Web or
Internet

Bought a book
6 to learn more
about the Web
or Internet
Total
Key Analytics

Mean

Confidence Interval
@ 95%

Standard Deviation

Standard Error

14 411% []

15 4.40% []

341 100%

5.701

[5.336 - 6.065]
n=341

3.435

0.186

Key Facts

27.57% chose the following
options :

Ordered a
product/service from a business,
government or educational entity
by filling out a form on the web

Made a purchase
online for more than £100

Least chosen option 3.819% :

Made a telephone call

online
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