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Performance

Based
Design

NEW BOOK COMING 2010

enter your email address...

A web designer's guide
to kicking ass with:
Web analytics

User testing

A/B testing
Multivariate testing
Advanced CSS & CSS3

You'll never think about
web design the same

Yes, notify me ONCE when it's ready! way again.
WHAT'S THE BOOK ABOUT? WHO'S THE AUTHOR? WHEN WILL IT BE OUT?

Performance Based Design is about changing the
way we think about web design. It's what comes
next after web standards. It's about using data
to find the best design — the best user

ience, the best rate, the best
performing design. Web design is measurable
and testable, and Performance Based Design will
show you how to use that to become an
objectively better designer.

Luke Stevens (@lukestevens) has been
professionally designing and building websites
for the better part of a decade. For more:

« Follow @msrmnt on Twitter for book updates.

* Read an interview with Luke at SitePoint.

* See Luke's slides (with audio) from his Web
Directions South 2009 presentation on
performance based design.

The book is currently 80% complete, weighing in
at 70,000 words across five major sections. It
should be out around the middle of this year.

Be sure to sign up so you get a once-only email
when the book is ready, or follow @msrmnt to
be notified that way.

1 tika Stavane Nacinn 4 Cnneiiiting

~nm @900

Hi! Are you a Designer?

if so, a new book just for you
is coming in 2010.

© 2010 Luke Stevens Design + Consulting

enter your email address...

‘ Yes, notify me ONCE when it's ready! ’

It's called “Performance Based Design”.
It's what comes next after web standards.
You're going to love it, so sign up now!

You can also follow on Twitter for announcements.

UX Immersion, April 2015
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A web designer's guide
to kicking ass with:

Web analytics

Performance
Based
Design o

NEW BOOK COMING 2010 Advanced Css & cess
| P ——rrerra— You'll never think about
web design the same
way again.

WHEN WILL IT BE OUT?
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Hi! Are you a Designer?

If so, a new book just for you

R y—— |

It's called “Performance Based Design”.
It's what comes next after web standards.
You're going to love it, so sign up now!
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Hi! Are you a Designer?

If so, a new book just for you

IS caliea “Periormance Based Design”.
It's what comes next after web standards.
You're going to love it, so sign up now!

77 Email Addresses
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Observations to

Inferences

Observations
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Inferences

More email addresses are bhetter
All email addresses are equal
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Observations

\ 4

Inferences

Observations ﬁb Sﬂlﬂ?ﬁﬁ mﬁ Design Decisions
\ 4

Inferences

\ 4

Design Decisions
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Observations mp  Inferences W) Design Decisions

2nd variant had More email
moreemail ~ mp addressesare mp Use 2nd variant
addresses better

Observations mp  Inferences W) Design Decisions

' - How will we
What did we Why we think )
see? » it happEﬂEd? » |m|]|'0YB the
design?
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WELLS ‘ Search Help Center | Contact Us | ATM/ Banking St

FARGO
View Your Accounts Email hoax: £ from an email hoax that is making its way
i) 2.F
Yegmame fee Zasswcafec rSmaII Business erommerciaI IrAbout Wells Fargo
3. Sign On to:
Account Summary v Individuals > Se Habla Espaiiol
Banking Loans & Credit Investing & Insurance
Need to set up online access? Online Banking Credit Cards Mutual Funds
Sign Up Now or Learn More Bill Pay Home Equity Loans Stodks
Chedking Home Mortgage IRAs
_ Secuviﬂ@ Chedk Card Student Loans Private Client Servioss

Log file filled with “ ” (blanks)

Flauu rievenuoi Duiue ‘ e

Your partner in p chedk status.

an instant decision.

10111 VYEis raigo. ApDy iow air gel ‘ Casii LaCn il puiCiiases. tea wie.

| Contact Us | ATM/ Banking St

WELLS |(Search]
FARGO

View Your Accounts  Email hoax: Erotect yourseii

across the Internet.
) 2.F

I I |

Usemame Help

cwoe _|Enter button focus was broken et
W > Se Habla Espariol

from an email hoax that is making its way

Banking Loans & Credit Investing & Insurance
Need to set up online access? Online Banking Credit Cards Mutual Funds
Sign Up Now or Learn More Bill Pay Home Equity Losns Stodks
Chedking Home Mortgage IRAs

Private Client Services

Didn't enter any search text:-

More >>

Check Today’s Rates Open an Account Online Summer remodeling? An intro APR as low as 0%

Mortgsge, Home Equity, Credit Card, & more Apoly Now — It's fast, secure, Mzke home improvements this Cradit cards with an intro AFR 2z low
and convenient. summer with 3 Home Equity sccount 35 0% - and you can get up to 1%

Fraud Prevention Guide I

In purchases. n
Your partner in

Was looking for advanced search

1555 - 2004 Eann rinhte recarued Member EDIC

Log file is broke

Brokerage Products: Not FDIC Insured * No Bank Guarantee » May Lose Value
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Observations W)  Inferences W Design Decisions

Broken foous mp  Fix Focus

|
Add label to
logfle O No search text W "'t
contained
blanks B Advanced Build advanced
search » search feature
4

logfilebugy mp  Fix bug

[he best designers
Never stop at the
first Inference.
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Observations W)  Inferences W Design Decisions

Broken foous mp  Fix Focus

logfle OV

it Add label to
Clill}a?]lll(‘: gy  osearch text D oot box
Usersdidn't  mp  Agyanced Build advanced
know to search » search feature
type query 8
into box

logfilebugy mp  Fix bug

Research turns
Inferences Into
observations.
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Useless

measures &
silly metrics

. Instances of letter £ on home page

. Market Valuation

- L

SnapChat AirBNB Uber Facebook

10
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NVhere do you want to go?

Check In
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LINCOLN
SOUARE -

SignUp _ Log In List Your Space

Check Out 1Guest Search
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WANT TO DRIVE WITH UBER? BECOME A DRIVER

U B E R LOG IN SIGN UP

THE UBER APP

Request, ride, and pay via your mobile phone

ONE TAP RELIABLE CLEAR
TO RIDE PICKUPS PRICING

CASHLESS & FEEDBACK SPLIT YOUR
CONVENIENT MATTERS FARE

Email or Phone Password

facebook =& S B

(4 Keep me logged in Forgot your password?

ABCmoliceer: Happy New Year!

Start the year off with the #1
online learning program for
kids ages 2-6.

Learn More

), ABCmouse.com Early Learning
Academy

Books, games, puzzles, songs, &

much more! Full online learning

program for kids ages 2-7.

ABCmouse.com Early Learning Acader
901,105 likes - 17,289 talking about this

Get your first

month FREE!
Lﬁg{g Learn More.

English (US) Espafiol Francais (France) SXX(f#) &/l Portugués (Brasil) Italiano #=0f Deutsch R

Sign Up Log In Mobile Find Friends Badges People Pages Places Games
Locations  About  Create Ad  Create Page Developers  Careers Privacy Cookies  Terms
Help

Facebook © 2015
English (US)
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Counting Es is a stupid metric.

Measure: Something we can count.
Metric: A measure we track.

Analytic: A measure software tracks.

13
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Avg. Timeon Page ~ VS. Selecta metric Day Week Month d ...
® Avg. Time on Page
00:30
00:15
- Nov 15 Nov 22 Nov 29 Dec 6 Dec 13 Dec 20 Dec 27
Primary Dimension: Page  Other
Secondary dimension ¥ | Sort Type: | Default ~ Q advanced B © T | & T
Pageviews Unique Avg. Time on Bounce Rate Page Value
Page ¥ pageviews D Entrances % Exit
8,542 7,897 00:05:10 7,372 89.60% 86.33% $0.00
% of Tota o of Tota Site A o of Tota Site Avg Site A of Tc
10% (133,960 NETE o areet 00:03:38 o Ble00] R0 0% ($0.00)
1. [articles/beyond_ux_tipping_point/(*)  8,542(100.00%) 7,897(100.00 00:05:10  7,372(100.00 89.60% 86.33% $0.00 (0.00%)

Time on page

Time after search
Bounce rate

U% Exit
Time on page

Sessions w/search

U Search Refinements

Pageviews

All materials © 2015 UX Immersion, April 2015
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What should we do differently?

Bounce Rate ~ VS. Selecta metric 4 &

® Bounce Rate

muonw"wv-W

50.00%

Nov 15 Nov 22 Nov 29 Dec 6 Dec 13 Dec 20 Dec 27
Primary Dimension: Page Other
Secondary dimension ¥ Sort Type: Default ~ Q | advanced B @ = | & |
Pageviews v Unique Avg. Time on Bounce Rate Page Value
9
Page Pageviews Page Entrances % Exit

8574 7,927 000510 7,398 89.59%  86.31%  $0.00

1. [/articles/beyond_ux_tipping_point//*' 8,574 %) 7,927 0 00:05:10 = 7,398(10¢ 89.59% 86.31% $0.00 ((

Bounce rate

What Google Analytics
can't tell you:

» What content was useful?

» What people found confusing?

» Who is your site’s biggest spender?

» What do big spenders do that others don't?

» What should you do to improve your content?
» Why did someone click?

All materials © 2015 UX Immersion, April 2015
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What Google Analytics
can't tell you:

Why?

\We don't need
analytics.

We need metrics that

Nelp Us IMprove our
USErS experience.

UX Immersion, April 2015
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[hings that users find rustrating

@ Content that is confusing
@ Incomplete information
@ Can’t remember password
@ Hidden features

@ Hidden navigation

@ Confusing navigation

@ Error messages

[hings that users find rustrating

@ Error messages

Phone numbers can't have dashes or spaces.

The credit card security code is required (again).

Username and password do not match.

All materials © 2015 UX Immersion, April 2015
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Confirm purchase

Payment information

Billing information

Billing information

Shipping information

Pageviews

100%
50%

19
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50%

Pageviews

Request password reset

Log into account

20
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Lost revenue from
account sign-in ISSuUes:

$300,000,000

per year

The team built a guest checkout (no sign-in required).
Recovered the $300,000,000 within 1 year.

Qualitative findings
MUSE Ave our
guantitative researchn

dgenada.

21
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Jonpoud 104 doyg

: 50%

. Pageviews

The team’s Initial
Inferences

» The checkout steps were where we'd find the
biggest improvement.

» It was “normal” to lose customers before checkout.

» There were no additional steps between cart review
and starting checkout.

» All of the screens were instrumented.

jauo(

" ueg buiddoys mainay
~Junodoe ojui Bo]

~ piomssed mau ul 1ng
 uopewiou; Buyjg
uonewJojul Juswied

~ aseyaind wiyuoy

19531 plomssed 1sanbay
" uopewsou; Buiddiyg

" Jasal 0} [IRWa Ul UI| U0 Y1)
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Focus quantitative research on frustration.

=2 =)
o
—
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\

19581 PIOMSS
PIOMSSEC
UOIBWIO)

19581 0] [IBWA Ul

No longer acceptable;

"Analytics are controlled by a
different group.”

23
All materials © 2015 UX Immersion, April 2015



All materials © 2015

UX Immersion, April 2015

DJ Patil, US Chief Data Scientist
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No longer aeceptable;

"Analytics are controlled by a
different group.”

Data science Is now an essential
skill for every UX team.

No longer acceptable;

“ don't understand what the
metrics mean.”

Continually question what the
metric is frying to tell you.

All materials © 2015 UX Immersion, April 2015
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o onger acceptable;

“I'm not good with numbers.”

Keep the numbers simple, so you
can focus on the behaviors.

Applying targeted
metrics to qualtative
[ESearch: a powerul

addition to the UX
designer's toolkit.

UX Immersion, April 2015
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Who collects

the metrics?

Design:
I'ne Renaering
o1 Intent

All materials © 2015 UX Immersion, April 2015
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fED Terry W. Virts
Happy COLD #NewYearsEve #America-
looking from Kansas to Montana here

View more photos and videos

fE Terry W. Virts
Celebrating #NewYearsEve with my
crewmates #astrobutch @astrosamantha
Sasha and Elena

View more photos and videos

@ Mike Monteiro Dec 30
| am going to miss Japan.
instagram.com/p/xP9GnLulk7/

All materials © 2015 UX Immersion, April 2015
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How to use a toilet

st A A8 Y

18 imspool

L& mikemonteiro Following

PNl ~ days ago
| am going to miss Japan

budesigns. andyd. joanagsilvestre

@ camhoff
I've been doing it all wrong.

,\‘r feay)| biarni
1&7 As odd as it may seem | do use the no-no stance from
:‘a‘,‘ time to time on public loos. Culturally you would get the
opposite signage if say traveling in India.

Pleas€ [ &) iancorey
this toil A so I'm supposed to get the seat inside me somehow?

%“?_47,&. ! youroldpaljim ) )

A}gﬁﬁ If I can't twerk on the john, | will NEVER go to Japan. |

EFET — @

;* -Fﬁ 'L} They had to post a similar sign at work after numerous
broken seats and foot prints. We are diverse.

L

v ]
BhU
Do not th

toilet pap!
Please fit

have my limits.

ABOUTUS SUPPORT BLOG PRESS APl JOBS PRIVACY TERMS

@ Iisiagian
Y]

(72]
| —
[<b}
[%2]
j—
[<b)
(=]
©
b
(<5}
=
<
=
<
+—
c
o
=

| @ gz @ fiest

@ it

| Market Valuation

UX Immersion, April 2015

29



Vince Frantz December 31, 2014 4:09 PM
To: Jared Spool <jspool@uie.com> Hide Details
[New comment] Dealing with out-of-scope training?

Linked m Groups

_ aR Vince Frantz just posted a comment in UX
e S Consultancy Owners

Dealing with out-of-scope training?

When you encounter a client that needs training, but it isn't in your project's scope
of work, what do you do?see more

n | also like training but actually don't like re-training. ...
Vince Frantz, Founder, User Experience Lead at Sprokets

Respond Now Like

Facebook 1" January 6, 2015 10:45 AM
To: Jared Spool <jspool@uie.com> Hide Details
Reply-To: Reply to Comment

Noreen Whysel commented on your post.

Noreen Whysel commented on your post.

Noreen wrote: "Call Ghostbusters."

Reply to this email to comment on this post.

See Your Notifications

All materials © 2015 UX Immersion, April 2015



“ [he medium of
design IS behavior

ROWEG FaHGAN

9,482

Views (30 days)

December 21 December 28 January 4 January 11

< Prev 30 days

Stories Views Reads Read ratio Recommends

Beans and Noses 374 260 70% 18

View story - Referrers

Safe Conferences Are
1" Deliberately Designed 83K 17K 21% 86

View story - Referrers

= E Developing a UX
Wi, Practice of Practicing 6.8K 2.6K 39% 1n9

48 View story - Referrers

Hiring UX experts versus

T giving your team their 36K 19K  53% 95
own UX skills

View story - Referrers

All materials © 2015 UX Immersion, April 2015
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The neutrality of

satistaction.
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Delightful ~ Excellent
Amazing Remarkable
Awesome  Incredible

Satisfactory

Satisfactory

Edible




satstacton Survey ale

Extremely Satisfied
Somewhat Satisfied

Neutral
Somewhat Dissatisfied

Extremely Dissatisfied

UX Immersion, April 2015
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et/ Fustration Sumey Scele

Extremely Delighted
Somewhat Delighted
Satisfied

Somewhat Frustrated

Extremely Frustrated

Stylish and up-to-date design/décor
Maintenance and upkeep of hotel

Design of the public area/spaces

Credit Dan Rubin

UX Immersion, April 2015
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How likely are you to recommend
writing on Medium to a friend or
colleague?

0 1 2 3 4 5 6 7 8 9 10

Not likely Very likely

E Alton Brown fod Follow

Hey , fifty bucks to sit on the floor?
Turns out there is a third class...your LA club!

B8 Ssll

UX Immersion, April 2015
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How likely are you to recommend
writing on Medium to a friend or
colleague?

0 1 2 3 4 5 6 7 8 9 10

Not likely Very likely

The Constant Customer

Holding onto a customer has never been harder -- or more important. Proprietary Gallup research
shows that the key to wooing customers isn't price or even product. It's emotion. Here's how to
win over fickle customers and make them love you for life.

Within a five-minute walk of my Greenwich village apartment, at least five restaurants serve strong coffee and excellent sandwiches
at low prices. CEOs could learn a lot from the reasons | keep visiting my favorite -- even if it's overflowing with customers every
weekend. (It's true that multinational corporations have more moving parts than coffee shops, but bear with me.) My favorite place
doesn't advertise, offer membership cards, or dole out rewards for frequent visits. But the waitresses candidly suggest the best
quesadilla fillings, the owner has bused our table, and a waitress once let my wife borrow a cell phone when | was out and she'd
forgotten her keys. It's not just that | know I'll get good value and a pleasant experience every time I'm there. | trust the staff with my
time, my money, and my friends. I'm beyond satisfied with this brand: | miss it when | go too long without it. I'm attached.

Corporations have spent billions of dollars trying to make customers as loyal to their products and services as |
am to that coffee shop. Ever since consumers on market research panels began weighing in on everything from
cereal crunchiness to shampoo viscosity, companies have tried to tailor products to meet shoppers' preferences.
More recently, as the Internet and other channels of electronic commerce became common market-research
tools in the mid-'90s, businesses have tracked what individual customers buy -- and don't buy. Now, with all that
information at their fingertips, executives have been trying to figure out which business practices make faithful
customers loyal. Yet an understanding of why customers stick with a brand is still evolving. Mainly, managers
know what they don't know.

Today, the search for the ties that bind customers to brands has taken on fresh urgency. The equity markets are volatile and venture
investors are chastened, so loyal customers represent a company's best prospects for pumping capital into a busi

annreciation which can fluctuate wildlv aver the short and medium term laval cuistomers can be counted on ta huiil

UX Immersion, April 2015



Gallup CET1

Integrity

Confidence

Loyalty

Gallup CE11

Confidence

Overall, | am satisfied
with this product.

| am likely to use this
product again.

| am likely to
recommend this product
to a friend.

UX Immersion, April 2015




Loyalty

Gallup CE11
m This product’s company
“ is a source | can trust.
m This product’s company
always delivers on

what they promise.

Gallup CET1
m This product’s company
“ always treats me fairly.
If a problem arises, | can

: always count on this
product’s company to
- reach a fair resolution.

UX Immersion, April 2015
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Gallup CE11

Confidence

Loyalty

| am always F“’!‘d to be
a customer of this
product’s company.

This product’s company
always treat me with
respect.

Gallup CE11

Confidence

Loyalty

This product’s company
Is perfect for people like
me.

| can’t imagine a world
without this product’s
company.

UX Immersion, April 2015
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Integrity

Confidence

Loyalty

6.2

5.5
4.5
Amazon Be4!3uy

Gallup CET1
| Agree +1

I'm NotSure 0
| Don't Agree -1

Result scale: +11 to -11

Measuring Engagement
While Buying Electronics

Dell HP Walmart
3.0

UX Immersion, April 2015
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Gallup CET1

Integrity

Confidence

Loyalty

Gallup CE11

Guttman Scale

UX Immersion, April 2015
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Connecting

experience to
JINIENY
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Conversion Rate

# of people who purchase
Conversion Rate =

# of people who visited

10,000

10% =
1,000,000

Conversion Rate

10,000
10% =
1,000,000
20,000
20% =
1,000,000
10,000
20% =
500,000

UX Immersion, April 2015
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Conversion Rate

10,000 10,000 x $100
1.0% = — g
1,000,000 $1,000,000
20,000 20,000 x $100
20% = — !
1,000,000 $2,000,000
10,000 10,000 x $100
20% = — P
500,000 $1,000,000

Conversion Rate

# of people who purchase
Conversion Rate =

# of people who visited

Visit B Visit B Visit B Purchase
Conversion Rate = 25%?

Conversion Rate = 100% ?

UX Immersion, April 2015
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"I you torture data
long enough, It will
CONTESS 0 anything

vou d like.”
ok Cezlsie
BTSN ECOROMIS

o onger acceptable;

“ don't understand what the
metrics mean.”

Continually question what the
metric is trying to tell you.

47
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Revenue per day: ~ $4,000,000
Visitors per day: 1,000,000
Revenue per visitor: §

Conversion Rate: 1.6%
Buyers per day: 16,000
Buyer Revenue;  $4,000,000
Revenue per Buyer: YA

Top Buyers: 20%
Top Buyers perday: 3,200
Top Buyer Purchase Rate: 80%
Top Buyer Revenue: $3,200,000
Revenue per Top Buyer: $1,000

Visitors per day: 1,000,000
Buyers per day: 16,000
Top Buyers per day: 3.200

Buyer chances: ~ 16:in 1,000
Top Buyer chances: ~ 3in 1,000

43



Average Buyers: 80%
Revenue contribution: ~ 20%

Top Buyers: 0%
Revenue Contribution: ~ 80%

UX Immersion, April 2015




Annual Value: $1,168,000,000
[ ®

UX Immersion, April 2015
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