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EXECUTIVE	  SUMMARY	  
The Potters’ Guild of Frederick has requested a redesign of their website, as they feel it is 
inadequate for fulfilling their current needs. Issues are largely in part due to the volunteer nature 
of the organization that results in changing ownership and limited time for maintenance. The site 
was reviewed with emphasis on the members, prospective members, and customers who are 
most likely to use the site, and with regard to the situations where usage is likely to occur. Both 
heuristic and think aloud evaluations were performed which identified key problem areas of 
consistency, organization of data, and ease of navigation. An initial paper prototype was designed 
to address these issues, and then validated for usability and further refinement. A robust high-
fidelity prototype, justification for design decisions, and suggestions for additional tasks required 
for realization of a fully redesigned website are delivered in this document.   
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INTRODUCTION	  
The Potters’ Guild of Frederick has an existing site that is sparse, disorganized and fails to satisfy 
the necessary goals for both members and customers. It is managed by volunteers and so must 
be kept simple for maintenance purposes; however the lack of clear direction for the site has left it 
inconsistently laid out with misleading navigation and no sense of identity for the Guild. 
 

The goal of the redesign is to provide a clean, elegant website that is simple to maintain and 
allows options for future expansion while providing the necessary information in a clear and useful 
manner. Users should perceive an immediate sense of the Guild’s purpose and activities, be able 
to access desired content with minimal effort, and experience no frustration when looking for 
content. The site should encourage users to explore and learn more about the Guild and be 
useful for the wide range of users. 

USER	  /	  TASK	  /	  ENVIRONMENTAL	  ANALYSIS	  
The Guild has three distinct user populations: current members, prospective members, and 
Gallery shop customers. Current members include all artists who belong to the Guild and who 
may or may not sell in the Gallery shop. The level of “in person” participation varies amongst 
members, so the site should be available as a means to disseminate information throughout the 
organization. Potential members are artists who do not yet belong to the Guild, but are 
investigating the activities, quality of work, responsibilities and benefits of membership. 
Customers are persons from the surrounding communities who have an interest in pottery and 
visiting the physical Gallery shop, but are not actively involved in the Guild itself. Three personas 
(Appendix A) were developed to assist in highlighting the interests of these populations during the 
evaluation and redesign. 
 

Each of these populations comes to the site with distinct tasks; however several of these tasks 
can overlap and complement each other, such as researching information about annual events in 
which the Guild participates. A list of key tasks commonly performed on the site: 
 

• Find location and hours of the guild’s gallery shop. 
• Get more information about a specific member. 
• Investigate history and background of the PGF. 
• Get information about the next meeting, including theme, location, and date/time. 
• Join the mailing list. 
• Become a member.	  

	  

A hierarchical task analysis can be found in the Appendix B. It details the steps a user performs 
for the specific task of “Get more information about a specific member” based on the current site’s 
layout. 
	  

The Guild presents a challenging environment for site construction and use. Due to the volunteer 
nature of the organization, the site must maintain simplicity, while providing clear guidelines for 
future updates to maintain consistency. The users of the site are diverse in nature and usage, 
calling for a fluid site design that will automatically adjust for best possible viewing dependent 
upon the device used (laptop or mobile). For simplicity, laptop browsing was the focus of this 
redesign, but mobile viewing should be considered and tested prior to development. 
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HEURISTIC	  EVALUATION	  
A heuristic evaluation (HE) of the current site was performed with three independent user 
experience evaluators. They produced 26 findings which were aggregated to 10 unique issues. 
The most common problems were a lack of consistency, unclear navigation, and lack of identity 
across the site. These problems would cause user issues due to confusion with navigation, 
difficulty finding relevant information, and overall frustration when navigating the site due to lack 
of clear functionality. A severe problem that was only brought up by a single evaluator was the 
overall lack of images to be found on an art based website. This traces back to the lack of identity 
found on the site and is a key factor in detracting users from the site.  
 

The navigation and consistency issues can be solved by instituting standard navigations bars 
across the top and side of the site. Areas with significant amounts of information can be 
organized by categories that are accessible either by scrolling or by submenu navigation to aid 
users in finding content of interest quickly. Consistency in background, navigation panels and 
type and color choices will enable the user to clearly intuit the functionality of headings versus 
links and reduce frustration. The introduction of images will further strengthen the identity of the 
Guild while adding visual interest. The complexity of the changes required is fairly high as it 
requires a complete site redesign, however the upfront work will reduce future effort if done 
properly. 
 

The HE was useful in identifying many high level issues that could be resolved prior to involving 
the users. Aggregating the results was challenging as many of the same issues were repeated, 
both across evaluators and within their evaluations. The overall issue was often wider than the 
specific example of the problem cited in the UAR and required a solution that appropriately 
addressed the issue’s root cause rather than its symptom.  
 

Full results for the HE of the current site can be found in Appendix C. 

THINK	  ALOUD	  WITH	  EXISTING	  WEBSITE	  
A think aloud (TA) evaluation was performed with three users on the current site. The users were 
chosen based on their approximate match to the personas developed (Appendix A). Three 
women of various ages participated in situations similar to normal web usage, such as a coffee 
shop. Two of the participants had no prior knowledge of the site, while the third participant is a 
current member of the Guild and had both prior experience and strong opinions for changes 
required. 
 

The participants performed 5 tasks related to the most common tasks expected to occur on the 
site. The users were advised to express their thought process out loud when completing the 
tasks, while the evaluator observed their actions and noted their responses. At the conclusion of 
the tasks, general feedback was also solicited. Tasks performed included: 
 

• Find location and hours of the Guild’s Gallery shop. 
• Get more information about a specific member. 
• Get information about two events related to the guild.  
• Join the mailing list. 
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• Find out more information about becoming a member.	  
 

The most significant problems encountered by the participants dealt with overall navigation and 
finding event information on the site. The organization of data into categories, clearly labeling the 
categories with headings, and providing consistent navigation to reach the categories would solve 
most of these problems. Additionally, search functionality would be helpful for persons who 
preferred not to use the provided navigation. These results are similar to the problems and 
solutions encountered during the HE, and so does not change the level of complexity of the 
solution, while increasing the value add of the proposed changes. 
 

The interview process was interesting and enlightening. The varied responses of participants 
demonstrated the diversity of users, such as quickly turning away from a page with paragraphs of 
text to diligently reading all of the material. Even the most patient user found the site to be poorly 
organized and requiring fixing. While the key traits of organization and navigation surfaced in both 
the TA and HE, they were derived from opposite perspectives: overview driven versus task 
driven. Items outside of the active task completion that did not surface in the HE were key points 
during the TA, such as mobile usage and search bar capabilities. 
 

Full results for the current site TA evaluation of the current website can be found in Appendix D. 

PAPER	  PROTOTYPE	  
A paper prototype was developed to address the key issues of navigation, organization and 
consistency. Additionally, placeholders for images and indicative text were included to aid in task 
navigation. Due to the limited information available on the site, a full horizontal and vertical 
prototype was created. 
 

Finding desired information quickly and being exposed to information of potential interest were 
key elements in satisfying both users’ immediate and exploratory goals. Fixed navigation bars 
provide a constant reminder of available options without requiring scrolling. Content was 
organized into categories. Long pages with several categories could be navigated either by 
scrolling or clicking on submenus. This design decision was made based on observations during 
the TA sessions where participants used various means of navigating and searching within a 
page. 
 

Images of the paper prototypes developed and tested can be found in Appendix E. 

THINK	  ALOUD	  WITH	  PAPER	  PROTOTYPE	  
A second TA evaluation was performed with the paper prototype to validate that the solutions 
presented solved the original issues. Two women and one man of various ages that 
approximated the personas developed were used, of which one woman was a repeat user from 
the original evaluation. The same tasks were used as for the current site TA. The users were 
encouraged to explore the entire site at the completion of the tasks and offer feedback for items 
not covered by a specific task. 
 

The paper prototype TA solved most navigation and content organization issues; however some 
of the new organization choices were confusing for the participants. The tasks could be 
completed, but more intuitive organization was suggested. The solution for fixing this involved 
subheading rearrangement and word choice adjustments on headings to clarify the underlying 



HCC	  729:	  Human	  Centered	  Computing	   	   PGF	  Website	  Redesign	  
	  

Page	  6	  of	  62	  

content. One user felt strongly that phone numbers should be included, as she preferred this as a 
contact method over email. This can be handled by the design, but presents some privacy issues 
for Guild members who would prefer to supply an email address only. 
 

The paper prototype was well designed and solved the majority of issues that were presented 
during the HE and current site TA. The second TA evaluation was useful in acquiring further 
clarification on solutions that were not discussable with the current site. For example, the 
complete lack of organization of the current site demanded reorganization; however the details of 
heading labels and order could not be fully explored without the suggestions put forward by the 
paper prototype. The simple nature of paper made suggestions for further changes non-
threatening to users, as such changes could be suggested simply by crossing out headings, 
drawing arrows, or similarly adjusting the current screen. Any details not available on the 
prototype that the participants were curious about provided a means of soliciting additional 
feedback. Participants were asked, “What would you like/expect to see?” This feedback was 
noted for use text and image requirements moving forward. 
 

Full results for the paper prototype TA of the current website can be found in Appendix F. 

REFLECTION	  /	  RECOMMENDATION	  
A high-fidelity prototype (Appendix G) has been developed based upon the feedback received 
from the paper prototype TA. Some organization has been adjusted from the initial paper 
prototype, as well as clarifying the expected content under subheadings. The overall organization 
and navigation presented has been shown to be an effective solution for the current problems, 
however more testing across the wider Guild community would strengthen this validation. 
Additionally, the indicative text and images used in the prototype need to be fully developed by 
the Guild prior to implementation of an updated site.  
 

The major effort of redesigning the site has been completed in this report. With these guidelines 
in place, the effort to develop the proposed site could be accomplished by a novice web 
developer. The advantages of the proposed solution are significant in drawing in new members 
and customers to the Guild with an enticing site, as well as improving pride amongst current Guild 
members. This confidence may cause Guild members to share the site more often, again drawing 
in new users. It is recommended that the Guild move forward with the site redesign. 
 

For the Guild to move forward with their proposed website redesign, the following tasks should be 
addressed: 

1. Further validation with the supplied High Fidelity prototype against a larger population of 
both Guild membership and wider customer community 

2. Develop the text and images necessary to fully flesh out the website 
3. Work with Guild members to develop their specific individual pages under the Member 

Directory 
4. Engage a web developer’s time to implement the design, including training documents for 

volunteers to maintain the site without losing the overall look and feel. 
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APPENDIX	  /	  SUPPLEMENTARY	  MATERIALS	  

APPENDIX	  A:	  PERSONAS	  
Gladys, 58 
Gladys has always been a strong, independent woman who values her ability to make her own 
decisions and stand by them. She has been married to her 2nd husband for 10 years and has 2 
daughters; the younger is in college, while the older one is married and expecting soon. Gladys is 
very excited to be a grandmother, but feels too young for it and wishes they didn’t live so far 
away.  She misses being able to share the kiln opening experience with them. They were almost 
as excited about seeing her new pieces as she was. Sharing the Guild happenings with them 
would help regain some of that lost interaction, but there is not an easy way to do that currently. 
She is excited about the new iPad she got for Christmas and has been using it to stay in touch 
with the kids and is planning to use it to show off pictures of her new grand-baby to friends at 
work. She’s been practicing with the photo settings by taking pictures of her latest pieces out of 
the kiln. Gladys just had lunch with some friends last weekend and has high hopes that showing 
them the pictures of her new pieces will get them to stop by the guild’s new location. Even if they 
don’t buy her work, there’s lots of great stuff they might be interested in, and any sale is a good 
sale! 
 
Steven, 44 
Steven loves coming up from DC to Frederick when he has a Sunday free. It is fun to poke 
around the little shops and get some lunch or an early dinner. So many choices, and seems like 
something new is always opening. Last time he was in town, he stopped at the Potter’s Guild 
shop and the member working gave him some great recommendations to try. He also got his 
sister a Christmas present there, which she loved, so he wants to stop back in to find something 
for her birthday. Hopefully from the same artist if he can remember their name. Maybe blue this 
time? The only problem is he remembers that the shop sitter said they were moving and he 
doesn’t remember the new address or how late they are open. Does he need to stop there before 
he eats or is afterwards OK? 
	  
Rachel, 27 
Rachel has just moved to the area from down South. She was taking pottery classes before she 
moved and heard that there’s a guild in town and is wondering what they have to offer. She’s tried 
to stop in the shop for more information, but she’s working when they are open and doesn’t know 
who to contact for information about meetings. If they only sell things, that’s not what she’s 
looking for. Rachel is looking for the community aspect and is hoping for locals to give her more 
information on how to keep growing her skills in ceramics. 
 
NOTE: 
These Personas are based on my own experiences in the guild, both as a general member, and 
selling member. Various other members and people I have met through the guild were used as 
inspiration. The names and pictures are NOT members of the guild or their customers, but rather 
composites from those experiences and indicative pictures of strangers pulled from online. 
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Personas can also be found at:  
http://maries729.wordpress.com/2013/02/14/assignment-2-personas/ 

APPENDIX	  B:	  HIERARCHICAL	  TASK	  ANALYSIS	  
	  

HTA for Get more information about a specific member: 

0. Get more information about a specific member 
1. Go to PGF webpage 

1.1 Use Web Browser 
1.1.1 Open Web Browser 

1.2 Search for Potters’ Guild Frederick 
1.3 Click on link for Potters’ Guild of Frederick 

2. Go to Member Profiles page 
2.1 Find Member Pages link in navigation bar 
2.2 Click on Member Pages link 

3. Find Member Information 
3.1 Scroll down to desired member’s name (arranged alphabetical by last name) 
3.2 Click on Member’s name 

3.2.1 Member’s Personal page opens 
3.2.2 Read Member Information 
 

Plan 0: Do 1-3 in that order. 
 

Plan 1: If 1.1 is not open, perform 1.1.1. Perform 1.1, 1.2, 1.3 in that order. 
 

Plan 2: Perform 2.1, 2.2 in that order. 
 

Plan 3: Perform 3.1, 3.2 in that order. If other member’s information desired, repeat back 
to 3.1. 

 

Plan 3.2: If Member has further information, 3.2.1 will occur, followed by 3.2.2. If no page   
opens, no further information is available. 

	  
HTA can also be found at:  
http://maries729.wordpress.com/2013/02/14/assignment-2-understand-your-domain-user-task-
environment-analysis/ 
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APPENDIX	  C:	  HEURISTIC	  ANALYSIS	  UARS	  

	  

TABLE	  1:	  AGGREGATED	  SUMMARY	  OF	  HEURISTIC	  EVALUATIONS	  ACQUIRED	  AND	  AGGREAGATED	  BY	  ISSUE	  

Full	  HE	  UAR	  Report	  can	  also	  be	  found	  at:	  	  
http://maries729.wordpress.com/2013/02/21/uar-‐analysis-‐reflections/	  

	  

USABILITY	  ASPECT	  REPORT	  (UAR)	  
FOR	  

POTTERS’	  GUILD	  OF	  FREDERICK	  (PGF)	  
	  

AGGREGATED	  ON	  2013/02/21	  
BY	  MARIE	  K	  SILVERSTRIM	  

	  
Product Name: 
Potters Guild of Frederick - http://www.pottersguildoffrederick.com/ 
Date of Study: 
2/17/13 
Experimenters’ Names: 
Judith Uchidiuno 

	  
Product Name: 
Potter’s Guild of Frederick 
Date of Study: 
2/17/13 
Experimenters’ Names: 
Shannon Hosmer 
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Product Name: 
Website for Potters’ Guild of Frederick  
http://www.pottersguildoffrederick.com/Home.html 
Date of Study: 
2/16/2013 
Experimenters’ Names: 
Patsy 

	  

Issue ID: A - Logo Usage 
No: SH-08 

Good 

Name: Logo 
Evidence: Heuristic: Consistency, Interface aspect: Consistent use of the Potter’s Guild of 
Frederick logo throughout the site 
Explanation: Consistent use of the logo reinforces the guild’s brand in the user’s mind. Shows 
that it is an established, professional organization 

 
Benefit 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  high – found across the site 
     Impact: high – good branding 
     Persistence: high – one point of consistency 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or Trade-offs: 
The logo is the one consistent item used across the site. It should be used as the main point of 
inspiration for the page re-design. 
Relationships: 
No related UAR.  
Issue ID: A - Logo Usage 
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Issue ID: B - Branding 
No. PA-01, SH-01, PA-06, SH-07 

Problem 
 

Name:  
Lack of consistency between main pages 
Evidence: 
Heuristic: Minimize User’s Memory Load 
Where 1: 
In the web browser’s tab 

 
Heuristic: Consistency: 
Where 1: Confusing to user, are the two pages part of the same site? Takes the user extra time 
to learn how to find the information they want because they can’t guess where it will be 

 
 
Where 2: The link name on the main page, and the title on the page clicked 
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Explanation: 
The inconsistency and non specific labeling are confusing to user, so it takes the user extra time 
to learn how to find the information they want because they can’t guess where it will be. There is 
no reinforcement of the brand and the logo through the tab or within the site with consistency of 
backgrounds or typeface. Additionally, there are minimal pictures on the site to reinforce the 
artisan aspect of the site. 
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  high – there is no brand consistency found on the site beyond the logo 
     Impact: high – purpose of the site is to build the PGF brand, making a bad first impression is 
highly detrimental 
     Persistence: high – due to the extreme differences between pages, it is hard to learn a small 
inconsistency; everything is an inconsistency 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Site wide redesign is required, using the logo as inspiration. Particularly, consistent single 
background, header, navigation bar, type and color scheme should be used across all site pages. 
Consistent terminology between links and page titles should be maintained to reinforce the initial 
impression established.  
There is no detrimental trade off other than the time to redesign and recode the site. 
Relationships: 
PA-01, SH-01, PA-06, SH-07: The tab menu, site’s home page, and subsequent pages following 
through on the home page’s brand is all related to consistency, but specifically for projecting the 
image of the guild on “first impression” brand building. 
Issue ID: B - Branding 
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Issue ID: C - Consistency within the site 
No. PA-02, SH-04, JU-01 

Problem 
 

Name: 
Consistency of Fonts 
Evidence: 
Heuristic: Consistency  
Where: Everywhere on the main page uses a different font. 

 
 
Explanation: 
There’s a lack of consistency with what the user is reading and the size, colors and typefaces 
make it difficult to establish a hierarchy of importance. It is distracting, difficult to read. Site 
navigation is a different font than “we’ve moved” and the guild’s hours, the main content of the 
page is different from these two fonts. Within the main content of the site text size changes 
several times 
Severity Rating: 3 Consistency within site / 2 Obvious Functionality 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  high – there is no type consistency on either a single page, or across pages. 
     Impact: high – it is difficult to focus attention on important information and find information 
due to the commotion caused by different types and fonts 
     Persistence: high – due to the extreme differences on a single page, and between pages, it 
is hard to learn a small inconsistency; everything is an inconsistency 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The type and color choices should be consistent within and across pages, based on functionality 
to help users understand the purpose and importance of the text.  
There is no detrimental trade off other than the time to redesign and recode the site.  
Relationships: 
PA-02, SH-04, JU-01: The consistency of the types used is nonexistent. It is jarring to the user 
and makes it difficult to determine order of importance 
Issue ID: C - Consistency within the site 
Issue ID: D - Obvious Functionality 
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Issue ID: D - Obvious Functionality 
No. PA-02, SH-04, JU-01, PA-03, PA-04, PA-08, PA-05, JU-04, JU-05, PA-09 

Problem 

Name: 
Non Obvious Functionality due to inconsistency 
Evidence: 
Heuristic: Consistency  
Where 1: The navigation bar has links that are not obviously links (or a navigation bar), but 
further down the page are standard blue hyper links 

 
Where 2: Top of the Member Pages has two similar boxes with different functions 

  
 
Where 3: On the main home page, there are links in the navigation bar on the left. Under the 
Member Profiles page, the links are not in the navigation bar, and the same links are not 
available for navigation as on the home page.  

 
 
Heuristic: Clearly Marked Exits 
Where 1: Top of the About page 

 
 
Heuristic: Prevent Errors 
Where 1: In the Navigation bar of the About page 
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Explanation: 
The visual representations of the links are inconsistent on the page. It is unclear that the 
member pages and about text on the side are links until you hover over them, while the links on 
the bottom are clearly the traditional blue hyperlinks. And in other places there is a box with a 
shadow that houses a link, and a box with a shadow that houses a title that is not a link. Their 
visual representation is similar, but their functionalities are completely different. This makes it 
difficult to navigate and exit as the function between titles and buttons is unclear. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  high – there is no consistency between navigation and titles across any of the 
pages, and often the link on one page is a title on another page 
     Impact: moderate – while the functionality is not immediately obvious, most can be derived 
by moving the mouse over to see if text is clickable, it is not ideal, but can be worked around 
     Persistence: moderate – once certain links are learned, it can be worked around; however it 
is hard to learn because the inconsistency is so bad 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The type and color choices should be consistent within and across pages, based on functionality 
to help users understand the purpose and importance of the text. The redesign tasks occurring 
for Issues B, C should take this issue into account. It is called out separately to make sure that 
functionality, beyond consistency, is designed for and implemented. 
There is no detrimental trade off other than the time to redesign and recode the site. 
Relationships: 
PA-02, SH-04, JU-01, PA-03, PA-05, JU-05, PA-08, JU-04, PA-04, PA-09: The consistency of 
the types, navigation, clickable texts/buttons used is nonexistent. It makes it difficult for the user 
to determine the purpose and functions available for anything on the screen. Several of these 
items overlap with other issues, but functionality should be explicitly addressed in resolving the 
issue. 
Issue ID: D - Obvious Functionality 
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Issue ID: E - Navigation Bar 
No. PA-05, JU-04, JU-05, PA-09 

Problem 
 

Name: 
Navigation found in different places within the site 
Evidence: 
Heuristic: Consistency 
Where 1: On the main home page, there are links in the navigation bar on the left. Under the 
Member Profiles page, the links are not in the navigation bar, and the same links are not 
available for navigation as on the home page.  

 
Where 2: Please see the red arrows in the image below.  

 
Where 3:  Please see the red arrows in the images below.  

 
 
Heuristic: Prevent Errors 
Where 1: In the Navigation bar of the About page 

 
Explanation: 
The user has to look in a different place for the navigation links, and one of the navigation links 
that was available on the home page is no longer available on the member profiles page, so the 
user would have to navigate back to the main page to access the about page. Additionally, text 
that is used as navigation on the home page, servers the purpose as a title rather than a link on a 
later page. The user probably thinks they can click on it. 
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Severity Rating: 3 Navigation Bar / 2 Obvious functionality 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  high – there is no consistency between navigation and titles across any of the 
pages, and often the link on one page is a title on another page 
     Impact: moderate – while the functionality is not immediately obvious, most can be derived by 
moving the mouse over to see if text is clickable, it is not ideal, but can be worked around 
     Persistence: moderate – once certain links are learned, it can be worked around; however it 
is hard to learn because the inconsistency is so bad 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The type and color choices should be consistent within and across pages, based on functionality 
to help users understand the purpose and importance of the text. The redesign tasks occurring 
for Issues B, C should take this issue into account. It is called out separately to make sure that 
functionality, beyond consistency, is designed for and implemented. 
Specifically for navigation, a fixed navigation bar should be implemented to provide consistent 
options across all pages, provide exit options even when scrolling, and should highlight the 
current page to provide feedback to the user. The tradeoff of implementing such a solution is the 
real estate it consumes on the page, particularly with regard to mobile devices. 
Relationships: 
PA-02, SH-04, JU-01, PA-03, PA-05, JU-05, PA-08, JU-04, PA-04, PA-09: The consistency of 
the types, navigation, clickable texts/buttons used is nonexistent. It makes it difficult for the user 
to determine the purpose and functions available for anything on the screen. Several of these 
items overlap with other issues, but functionality should be explicitly addressed in resolving the 
issue. 
Issue ID: D - Obvious Functionality 
Issue ID: E - Navigation Bar 
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Issue ID: F - Member Details Navigation 
No. SH-05, PA-7 

Problem 

Name:  
Navigating the Member Pages  
Evidence: Heuristic: Minimize Users’ Memory Load, Interface aspect: Not all names listed on 
the member pages have personal sites, navigation on the individual member pages doesn’t tell 
the user what page comes next 
 
Where 1:  

   
 
Where 2: Midway down the Member’s Profiles page 

 
 
Explanation: Users have to spend time exploring the entire “member pages” site to figure out 
which users have personal pages or to find a specific user. Once on a specific member page, 
the user can’t easily guess which user will show up if they click “next” or “previous” without 
making an effort to remember the order of members who have personal pages. 
Additionally, on the Member page, the headers for the three columns at the top of the page, but 
as you scroll down, it is easy to forget what the columns mean and the icons are not 
representative of what the columns indicate. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  moderate – this specific problem only impacts a specific portion of the site; 
however, in that portion of the site it is pervasive 
     Impact: moderate – for users looking up specific members, it is not as troublesome as users 
scrolling through the site to get an overview of the members found in the guild 
     Persistence: moderate – it is inconvenient to click back and forth or to scroll to the top, but it 
can be learned and worked around 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
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Possible solution and/or trade-offs: 
The member list should provide a 2nd level navigation bar that allows for seeing the list of 
members while simultaneously viewing the member’s detailed information. Indicative icons 
should be used to indicate the type of extra information available for a member as it varies 
member to member and would relieve the user from memorizing columns. Members who have 
external sites should have those links open in a new browser tab so as not to take users away 
from the guild’s site. 
Icons would have to be clear enough to indicate functionality without further confusing the user. 
Again, the tradeoff of adding navigation bars is real estate on the screen, particularly with regard 
to the fact that membership is a long list, and to use on mobile devices. More advanced coding 
solutions may be explored that help with real estate.  
Relationships: 
SH-05, PA-07: The main view for displaying the members and their available navigation involves 
a lot of scrolling, losing visibility to the options and losing visibility to other members currently off 
the screen. Once drilled down to a particular member, all visibility is lost to other possible 
members without navigating away from the details page. 
Issue ID: F - Member Details Navigation 
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Issue ID: G - Photo Visibility 
No. SH-07 

Problem 

Name: Photos 
 
Evidence: Heuristic: Consistency, Interface aspect: Great use of interesting and beautiful photos 
of handmade pottery, generally good quality images 
 
Explanation: Interesting and high quality photos draw the user in, may cause them to spend 
more time on the site, explore more 
 

 
 
Severity Rating: 2 Photo Visibility / 3 Branding 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  moderate – there are a lot of images available that are difficult to get to and 
rarely seen 
     Impact:  moderate – images are a critical part of drawing people towards an artist community 
and the site is notably lacking images; they are available and should be used to their fullest 
capabilities 
     Persistence: moderate – users can learn where to find the images, but it requires digging 
through a non user friendly page to view them 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or Trade-offs: 
Providing a scrolling image on the main home page of various members’ pieces that could be 
sourced from the server directory holding images would provide immediate visibility and interest. 
Either specific pieces could be chosen for highlighting, or a random selection of pieces could be 
made. This would be analogous to putting pieces in the street window to draw people into the 
store.  
The tradeoff for this solution is the potential maintenance concerns making sure the images 
remain fresh and current and aren’t jarring with the PGF brand. Additionally, it would take real 
estate on the main home page, however the page is quite bare and this solution could be viewed 
as adding a highlight to a bare page. 
Relationships: 
None: While the photos can enhance the branding of the PGF, they are an enhancement, not a 
requirement as the main UARs related to branding are (PA-01, SH-01, PA-06) 
Issue ID: G - Photo Visibility 
Issue ID: B - Branding 
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Issue ID: H - Guild specific vs. General information 
No. SH-03, JU-06, JU-07 

Problem 

Name: “About” page too wordy 
Evidence: Heuristic: Simple and Natural Dialogue, Interface aspect: About page is too long, 
contains historical information, legal information, not broken up into chunks 
 
Where 1:  

 
Where 2:  Please see the red arrows in the image below, image is confusing. 

 
Explanation: Many users will not be interested in all of this information, especially if it is their 
first time to the site. It’s difficult to quickly figure out what the guild is about, must read several 
paragraphs to do so, wade through information user doesn’t need or care about.  
Images without captions are unclear to non expert users. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  moderate – there are several places on the site where public interest 
information is mixed with subject matter specific information 
     Impact:  low – most users would just overlook information that doesn’t make sense to them; 
given the other concerns of the page, this terminology is low on the frustration list 
     Persistence: moderate – users can skip information they don’t know as a work around, but 
they may miss information of use to them because they believe that page is beyond them 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
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Possible solution and/or Trade-offs: 
Providing specific areas for the general public, current members, and persons interested in 
membership would reduce confusion over terminology that may only be known to ceramic 
artists, while still allowing all persons to access information as suits their interests. Nothing is 
excluded. 
The tradeoff is that items are organized in separate places and a content manager would be 
required to maintain that all important items are represented and in their proper place, and that 
updates in the future do not muddy the waters again. 
Relationships: 
SH-03, JU-06, JU-07: The site currently mixes information that is meant for members, interested 
parties, and general public. This is confusing and causes things not to make sense, such as 
descriptions of non-profit terminology, ceramic specific terminology, and general history and 
interesting stories about the guild. 
Issue ID: H - Guild specific vs. General information 
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Issue ID: I - Simplified and Centralized contact and about info 
No. SH-02, JU-08, SH-06 

Problem 

Name:  
Help is available, but in odd places and with unclear specificity 
Evidence:  
Heuristic: Help and Documentation, Interface aspect: incorrect/ broken links can be reported to 
an email address, but no direct way to get help 

  
 
Heuristic: Prevent Errors, Interface aspect: Site is missing common features that users expect to 
find like full address, phone number, email collected into one location 

 
 
Explanation: Users might guess to email “pottery@firerobinfarm.com” if they have a question 
about the site, but there is no easy way to overcome problems a user may encounter when 
using the site. This can cause user frustration as the user must check several places (top and 
bottom on main page, about page) to find all of this common information, may leave site without 
exploring after failing to easily find what they are looking for. 
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  moderate – users coming to a webpage are often looking for more information 
about the site, particularly contact information; this likely a frequently occurring problem for 
users 
     Impact:  high – users coming to the guild to find contact information do not want to have to 
search for it and will likely give up before finding it in its current site; this potentially means lost 
new members and lost customers to the guild shop 
     Persistence: moderate – due to the scattered nature of the information, it is hard to learn 
where to find what data and users may give up before finding desired data 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
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Possible solution and/or Trade-offs: 
Provide a simplified About page including contact information, include Contact Information in the 
footer of all pages, and separate out Guild History as its own special interest page. 
Tradeoff for this is quite low, involves updating the footer at a minimum with proper contact 
information. This should be handled as part of the redesign for Issues B, C, however it can be 
addressed prior to the full redesign without significant extra effort 
Relationships: 
SH-02, JU-08, SH-06: While it is good that some contact information is provided, it is scattered 
across the site and requires searching and detailed reading of information. Information for users 
about assessing interest (About) and actively moving to contact the guild (Contact) information 
should be immediately available in simplified language. 
Issue ID: I - Simplified and Centralized contact and about info 
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Issue ID: J - Proofreading and Proper terminology 
No. JU-02, JU-03, PA-10 

Problem 
 

Name: 
Formatting and Proofreading 
Evidence: 
Heuristic: Consistency; Speak the users’ language 
Where 1: 

 
Where 2:  

 
Heuristic: Simple & Natural Dialog 
Where 1: On the main home page, the flier link in the corner 

 
Explanation: 
(Speak the users’ language) – The times listed on the website are just numbers e.g 11-5 as 
seen above. It is unclear if that means 11 pm – 5 am or 11 am to 5 pm. (Consistency) – The 
time format is different as seen in both arrows above. The formats should be made uniform. 
The same address is formatted differently in the same flier. It can make the user think that they 
are two completely different locations.   
Using the word download implies that the dialog box will open, asking the user if they would like 
to proceed. Instead, clicking on the link opens an image of the flier, rather than a document that 
could be saved to your PC. 
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Severity Rating: 1 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  low – there are few instances of misleading text 
     Impact:  low – most of the cited misleading text does not cause errors and can be figured out 
     Persistence: low – misleading text does not cause drastic errors and can be worked around 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or Trade-offs: 
Consistency in terminology is important, but most of the items noted are understood and do not 
cause much confusion. The solution is to make the recommended fixes (AM/PM, Street 
abbreviation consistency, PDF linking consistency.)  
There is no detrimental trade off other than the time to define and recode the typos. 
Relationships: 
JU-02, JU-03, PA-10: All items are specific content based consistency in terminology items and 
do not cause much confusion. 
Issue ID: J - Proofreading and Proper terminology 
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APPENDIX	  D:	  THINK	  ALOUD	  CRITICAL	  INCIDENT	  UARS	  

	  

TABLE	  2:	  AGGREGATED	  SUMMARY	  OF	  THINK	  ALOUD	  CRITICAL	  INCIDENTS	  ACQUIRED	  AND	  AGGREAGATED	  BY	  ISSUE	  

Full	  TA	  UAR	  Report	  can	  also	  be	  found	  at:	  	  

http://maries729.wordpress.com/2013/02/28/think-‐aloud-‐testing-‐of-‐current-‐site/	  

Usability	  Aspect	  Report	  (UAR)	  

Product Name: 
http://www.pottersguildoffrederick.com/Home.html 
Date of Study: 
2/22/13 through 2/25/13 
Experimenters’ Names: 
Marie Silverstrim 
Subject ID: 
Users 1, 2 & 3 aggregated 
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No.  
UE-01 

Problem 

Name: 
User navigates to correct page, but does not find information desired because the About page is 
too wordy and disorganized. 
Evidence: 
Interface aspect:   
On the about page, there is a lot of information written in paragraph format.  

 
 
When looking for information that is actually found on the about page,  
User 1 decided not to read the information based on the title:  
User 1: “History? Maybe. Kind of interesting, but not what I’m looking for.” 
User 3 expressed similar sentiments, but did read the page: 
User 3: “I’m starting to read through it. Definitely too cluttered for about. Too much stuff…I don’t 
want to read through this. History, membership, Dues, % of sales, not really interested in that…” 
 
 
Explanation: 
On the about page, there is a lot of information written in paragraph format. Nothing is highlighted 
with headings for quick viewing, and much of it is disorganized. Both the page name of “About” 
and the title on the page “History of the Guild” are misleading. 
Severity Rating: 3  
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – Because of the mix of information contained there and the bareness of the 
home page, it is reasonable to expect people to click on About looking for any additional 
information. 
     Impact: High – Patience levels of users indicate that merely seeing that much text at a time is 
overwhelming and off putting. 
     Persistence: Moderate – It is so wordy that even if a user has been to the page before, they 
may forget all the information contained there. 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Break the about page into the components found them. Some information is general, some is 
specifically related to guild members and those interested in members. More organized data that 
could be reached via a menu and then presented clearly without much reading would be best, 
however that will involve creating a more complicated navigation structure. The benefit of 
everything in one place is that you know where to find it because it can’t be anywhere else. If the 
navigation is organized well, that benefit of knowing where things are will remain. 
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Relationships: 
Issue IDs: 
 H - Guild specific vs General information 
 E – Navigation Bar 
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No.  
UE-02 

Good 

Name: 
User navigated to individual member pages by clicking on name in member list, not on circle. 
Evidence: 
Interface aspect:   
On the Member Profiles Page: 

 
 
When looking up more detailed information about a specific artist, all 3 users navigated by 
clicking on the artist’s name, not my clicking on the black circle hotspot meant to indicate a 
member page exists. User 3 did click on the white circle first, but that is not a hotspot and it did 
not do anything. Her second attempt was to click on the name of the artist 
Explanation: 
This page is confusing in giving the user affordances of what can be clicked and what cannot 
be, and is also memory taxing because scrolling down hides the column headings. Knowing that 
users will click on the artist name first eliminates the need for the black circle column. The White 
circle column could be changed to a more indicative icon situated next to the artist’s name. This 
will simplify and clean up the page considerably without changing the user’s behavior. 
Benefit 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – Looking up artists is a common task 
     Impact: High – Page is currently confusing, users self simplify. Further cleanup will not 
require users to change current behavior patterns while adding visual clarity. 
     Persistence: Low – no change required 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Redesign should keep names as links, this was the intuitive behavior exhibited by all 3 users. 
The circles should be removed, they were confusing to one user and ignored by other 2. 
Relationships: 
Issue IDs: 
F - Member Details Navigation 
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No.  
UE-03 

Mixed 

Name: 
The user can find the address quickly, but as it is not a full address, it is not clickable to produce 
a map with directions 
Evidence: 
Interface aspect:   
Found on Home page: 

 
When looking up the address, all 3 users quickly found the address on the home page. User 1 
expressed that she knows the address is Frederick, but that is not clear since it is not a full 
address. Also expressed desire to click the address and see a map to get directions. 
User 1: “The home page tells 14 Market St. Can see it, but there’s no Google map or directions. 
The full address isn’t available… If on a mobile device, then I want to see the whole address and 
just click it. Usually I look up stuff on a mobile, not on a laptop.” 
Explanation: 
It is good that the address is so visible, but it needs to be the complete address so people not 
already familiar with the guild know that it is in Frederick, Maryland. Additionally, it should have 
map capabilities easily related to it. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Moderate – Clicking on map links is common activity, but often does not need to 
be done multiple times once the location is known 
     Impact: Moderate – most local people looking up the guild will know that Frederick means 
Frederick, MD and will make this translation, however it is inconvenient and someone knew may 
not bother without a map 
     Persistence: Low – users can type the address into a map application  
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Include the full address, along with a link to a map application to allow for route planning.  
As an advanced solution, the guild could partner with local restaurants and include their location 
relative to the restaurants on a custom map; in return, the restaurants could keep the guild’s 
cards in vestibule to reciprocate publicity. 
Relationships: 
Issue IDs: 
I - Simplified and Centralized contact and about info 
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No.  
UE-04 

Problem 

Name: 
Users have difficulty finding membership related information.  
Evidence: 
Interface aspect:   
Dues information is found on About page, but Membership contact information is on the home 
page. Membership responsibilities and perks are diluted or missing. 

 
 
When researching membership dues and contacting the guild for more information about 
becoming a member, if the user did not find the dues information in About in a previous task, 
they had trouble finding it. Additionally, clicking on the link for more information was confusing 
because it was clustered with several other contact addresses. 
User 1: “They don’t say how to find <the dues> … would probably just email about becoming a 
member here on the home page and ask…here where it says broken link. Oh, there’s a link 
specific for member mailing. Perfect. I’ll click there.” 
User 2: “Well, just there <about page> it said about becoming a member and other the other 
page I think it said $50. I can email or call that other phone number.” Note: The other phone 
number referred to is not the correct contact number for membership information, but it is the 
one most closely located to the membership dues information. 
User 3: “I saw that in the other task, was in the About. All of that was in About us, but it isn’t 
friendly because if you just want snippets, I’d rather have quick points and click for my details. I 
had to read the whole page to find out one little thing.” 
Explanation: 
All membership related information should be grouped together and clearly labeled to attract 
interested users to the guild. Limited information is currently available, and it is scattered on the 
site. The link to click for more information is small and lost at the bottom of the home page.  
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Moderate – The number of people looking into membership is limited compared 
to customers, however everyone who is interested will encounter this problem. 
     Impact: High – All the information is available, but it is organized badly, and even the contact 
information is confusing due to the organization. Someone interested in the guild may give up 
before finding out the correct information. 
     Persistence: Low – A user will either find the information or quit, this is not a regularly 
occurring activity 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
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Possible solution and/or trade-offs: 
Organize and highlight information. A link with a clear name, “Become a Member”, that lists the 
dues, responsibilities, perks, and all contact information in one location. This information is 
mostly available, but scattered and diluted. Also, listing phone numbers as well as email, as 
User 2 noted that she would call or email. 
Relationships: 
Issue IDs: 
H - Guild specific vs General information 
I - Simplified and Centralized contact and about info 

	  



HCC	  729:	  Human	  Centered	  Computing	   	   PGF	  Website	  Redesign	  
	  

Page	  35	  of	  62	  

	  

No.  
UE-05 

Good 

Name: 
Users comment positively on Facebook link, even though it wasn’t a task item.  
Evidence: 
Interface aspect:   
On Home page, at bottom: 

 
While completing the mailing list task, two users commented on the Facebook Like link positively: 
User 1: “Like that FB is right near the mailing list. I’d rather do that than join a mailing list.” 
User 2: “there’s a link to join the mailing list… and I can like them on FB… or I can click here to 
become a member.” 
Explanation: 
Even though Facebook was not the task the users were focusing on, when looking up the mailing 
list, two of the three users commented positively on the existence of a Facebook like button. One 
user specifically said she would prefer liking the guild on Facebook over joining a mailing list.  
This positive trait should be made more prominent to encourage social networking for marketing 
and publicity. 
Benefit  
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency: Low – One time action  
     Impact: Moderate – Increasing social networking is important factor for PR 
     Persistence: Low – One time  
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Make Facebook link more prominent, possibly present as an unobtrusive link on every page to 
encourage users to click it whenever they feel compelled, rather than hidden at bottom of the 
home page only. This would encourage more social network visibility. Placement would be 
related to organization and navigation tasks. 
Relationships: 
Issue IDs: 
I - Simplified and Centralized contact and about info 
B – Branding 
E - Navigation Bar 
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No.  
UE-06 

Problem 

Name: 
Users found home page bland and desired more pictures and content 
Evidence: 
Interface aspect:   
Home page is mostly white space, address and hours. 

 
Initial impressions of the home page, and general comments: 
User 1: “There’s not really much about what’s there <at the guild> though.” 
User 1: “I like that it’s a very clean website, but there’s not a lot of options.” 
User 3: “Needs more photos, there’s nothing visual and we’re talking art here… I know there’s 
more under individual artists, but nothing on home page. Even a picture of the shop would be 
good. Something to give me an idea what I’m looking at.” 
User 3: “Guild’s Mission statement is not here” 
Explanation: 
An organization that’s primary focus is art should have images to draw the user in to explore 
more of the site. There are images on the page, but they are 2 layers deep. No initial impression 
is given of the guild at the home page. 
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – every user comes to the home page 
     Impact: High – initial impression 
     Persistence: Moderate – repeat users know where to go to find pictures, but it is a hassle, 
even if learned around 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The home page is so bare, that there is plenty of real estate to add pictures. Deciding on the 
image and additional content while keeping the clean look will be the balance. 
Relationships: 
Issue IDs: 
B – Branding 
G - Photo Visibility 

	  



HCC	  729:	  Human	  Centered	  Computing	   	   PGF	  Website	  Redesign	  
	  

Page	  37	  of	  62	  

	  

No.  
UE-07 

Problem 

Name: 
User would prefer search bar to perform tasks such as finding artist, rather than clicking and 
scrolling 
Evidence: 
Interface aspect:   
There is no Search capability on the guild’s site. 
When looking up a specific artist: 
User 1:“There’s no search. Not really sure how to search, “I’ll go to member pages, that seems 
most promising” 
Explanation: 
User was able to successfully complete task with clicking and scrolling, but expressed interest in 
a search bar function, rather than looking through the site for information. 
Severity Rating: 1 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Moderate – users frequently look up particular artists, this is a common task, and 
would expand well into searching for other data on the site 
     Impact: Low – search bar would be faster, but clicking on well organized categories is 
reasonable on such a small site 
     Persistence: Low – once a user understands the organization,  
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Adding a search bar to the header. This would take up real estate, but not substantial. Users who 
are more comfortable navigating and exploring would still have that option, but users who are in a 
hurry and don’t want to read would have an alternative. The results of the search would have to 
be tested to confirm reasonable and accurate results from queries so as not to produce user 
frustration. 
Relationships: 
Issue IDs: 
E – Navigation Bar 
K – New Issue – Search Bar 
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No.  
UE-08 

Good 

Name: 
User likes being able to explore member list 
Evidence: 
Interface aspect:   
On Member Profiles page 

 
 
When looking around site for general comments, not focused on looking up a specific member, 
User 2 expressed delight at finding a person she knew in the guild, and immediately clicked the 
artist’s name to explore further. 
User 2:“I liked the member pages and personal pages”… as scrolling along the member page 
looking at names …“Oh! Janie Dunsmore!” and immediately clicks on name 
 
Explanation: 
Navigating to a known artist is a useful task, but the more serendipitous exploration of members 
of the guild who you may not be familiar with is also a useful aspect of the page and should not 
be lost. 
Benefit 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Moderate – when looking up a particular member, users will see other members 
they were not looking for 
     Impact: Moderate – knowing that a particular member is in the guild may encourage a user to 
stop by or may establish a personal connection for further communication 
     Persistence: Moderate – guild members change, so the list will be updated at regular 
intervals 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The exploratory nature of the list of membership is advantageous and should not be lost in the 
redesign, however it should be cleaner and easier to read. 
Relationships: 
Issue IDs: 
F - Member Details Navigation 
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No.  
UE-09 

Problem 

Name: 
User expresses that website looking would not normally occur on a laptop with a mouse, but 
rather on a mobile device 
Evidence: 
Interface aspect:   
Entire website 
Immediately upon starting the tasks, two users express that they would normally perform such 
activities on a different device. User 1 would use her mobile. User 3 would use her iPad. 
User 1: “If on a mobile device, then I want to see the whole address and just click it. Usually I 
look up stuff on a mobile, not on a laptop.” 
User 3: “Damn! I’m so bad on a mouse anymore! I never use one since I got my iPad” 
Explanation: 
Users will view the website from different devices. The redesign should account for these 
differences and be tested accordingly on various devices. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – 2 out of 3 users expressed mobile device use unprompted. The 
environmental analysis also stresses mobile use 
     Impact: Moderate – the current site would work on a mobile, but would not be as user friendly 
of an experience 
     Persistence: Moderate – user could save a search for later when on a larger screened device 
if not user friendly on the current device, however, may forget later and lose impact 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Test the new solution in multiple mobile devices, as well as laptop screen. It should be 
compatible and user friendly with both touch screen and mouse interaction (do not rely on 
hover) and the design should use screen real estate appropriately.  
Relationships: 
Issue IDs: 
D - Obvious functionality 
L – New Issue - Mobile Compatibility 
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APPENDIX	  E:	  PAPER	  PROTOTYPE	  
The	   screens	  developed	   for	   the	  paper	  prototype	  and	  used	   in	   the	   second	  Think	  Aloud	   study	  are	  detailed	  
below	  in	  Figures	  1-‐10.	  

Images	  of	  the	  Paper	  Prototype	  can	  also	  be	  found	  at:	  	  
http://maries729.wordpress.com/2013/03/07/paper-‐prototype/	  

	  

	  

FIGURE	  1:	  PAPER	  PROTOTYPE	  HOME	  SCREEN	  

	   	  

FIGURE	  2:	  PAPER	  PROTOTYPE	  ABOUT	  GUILD	  SCREENS	  
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FIGURE	  3:	  PAPER	  PROTOTYPE	  MEMBER	  SCREENS	  

	  

FIGURE	  4:	  PAPER	  PROTOTYPE	  MEMBER	  DETAIL	  SCREEN	  

	  

FIGURE	  5:	  PAPER	  PROTOTYPE	  EVENTS	  SCREENS	  
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FIGURE	  6:	  PAPER	  PROTOTYPE	  GALLERY	  SHOP	  SCREEN	  

	  

FIGURE	  7:	  PAPER	  PROTOTYPE	  SEARCH	  SCREEN	  

	  

FIGURE	  8:	  PAPER	  PROTOTYPE	  CONTACT	  SCREEN	  
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FIGURE	  9:	  PAPER	  PROTOTYPE	  BECOME	  MEMBER	  SCREEN	  

	  

FIGURE	  10:	  PAPER	  PROTOTYPE	  MAILING	  LIST	  SCREEN	  

	  

APPENDIX	  F:	  PAPER	  PROTOTYPE	  THINK	  ALOUD	  CRITICAL	  INCIDENT	  UARS	  	  
Full	  Paper	  Prototype	  Think	  Aloud	  UAR	  Report	  can	  also	  be	  found	  at:	  	  
http://maries729.wordpress.com/2013/03/14/think-‐aloud-‐testing-‐of-‐prototype/	  

Usability	  Aspect	  Report	  (UAR)	  

Product Name: 
Paper Prototype V1 for Potters’ Guild of Frederick 
Date of Study: 
3/8/13 – 3/10/13 
Experimenters’ Names: 
Marie Silverstrim 
Subject ID: 
Users 4, 5 & 6 aggregated 
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No.  
PE-01 

Problem 

Name: 
Home page tweaks 
Evidence: 
Users 4 and 5 did not look at the Home Page content at all, but went immediately to the 
navigation bar. User 6 recommended a tag line to give textual context, not just visual content. 
User 4: While page is “loading”, notices address on main home page 
“I was looking at links, not at the middle of the page” 
Contact Us page opens, Clicks on Gallery shop link on page 
“There’s the address and the hours, right there.” 
 
User 5: “First my eye goes to the top, then the side, then the center.” 
“Granted, if real pictures, I might look at the center first.” 
“So far, looks good to me.” 
“So, I’m going to read across the top… Don’t see anything that says location, so I’ll try Gallery 
Shop.” 
Clicks on Gallery Shop link on top menu 
While page is “loading”, user sees address on center of home page 
“Oh! Right there, it is telling me what I need to know.” 
 
User 5: “Trying to think of info or photos for the center of the home page. As a shopper, I want 
images. Probably even perspective members want images to compare and see how they fit in to 
the organization. The text isn’t bad to have here, but maybe smaller than the photos, less 
priority… could be images of events or someone throwing? That would be interesting. Multi-
faceted.” 
 
User 6: “Would be good to have a tagline, one or two sentence description saying what the 
Potters’ Guild of Frederick is… Above or below the mosaic of images” 
User 6: “If there’s space on the home page, would be nice to save a spot for highlighting 
upcoming events” 
Explanation: 
The home page needs to find the balance of providing visual interest and information 
immediately to the user. This is a site for artists, so the images should be strong, but not so 
overwhelming that any textual messages are lost. For paper prototype stage, this is not a 
significant issue, but should be kept in mind when graphic design is introduced in higher fidelity 
prototypes. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Med – See homepage first, but move on to navigation without focusing on it 
     Impact: Med – First impression 
     Persistence: Low – All information is found elsewhere on page 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
In higher fidelity designs, incorporate the suggestions and balance image with text to convey 
proper message 
Relationships: 
Issues B, D, G are impacted by this issue 
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No.  
PE-02 

Good  

Name: 
Fixed Side Navigation, Top Navigation, and Page Heading Sub Navigation bars 
Evidence: 
Users liked immediately clicking to their next task without having to first perform a pre-task of 
“find navigation” 
 
User 4: ““I like the frozen headings at top and the horizontal menu, easy to not have to scroll 
back up.” 
 
User 5: “First my eye goes to the top, then the side, then the center… Granted, if real pictures, I 
might look at the center first.” 
User 5: “I like having both options to click and scroll” 
User 5: “Like the header and side bar a lot. Simple, not overwhelming. Directs the eyes.” 
 
User 6: “This is all static navigation right? Consistent on every page? Good…Very straight 
forward.” 
 
Explanation: 
The navigation is clear, consistent and readily visible everywhere on the site. For long pages, 
since the navigation is fixed, the user is not required to scroll back to the top to see the next 
issue. Since the navigation bars are kept minimal, they do not consume too much real estate.  
Severity Rating: POSITIVE 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – used navigation bars for every step, never went back to home page 
     Impact: High – frames the content of the page 
     Persistence: High – fixed, user does not need to learn location of navigation 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The trade-off of real estate was minimized due to keeping the navigation bars slim, saving room 
for content. 
Relationships: 
Issues C, D, E – Significantly resolved with prototype design 
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No.  
PE-03 

Good 

Name: 
Use of Images on Website 
Evidence: 
Users did not comment on the lack of images, as was the case in the current website walk 
through, and did occasionally question more specifically what type of image would be used on 
the paper prototype. The user who also did the current page evaluation specifically called out 
their increased presence on the site. 
 
User 5: “I like the image visuals. Something that’s all script and people get bored. And it is an art 
site! It shouldn’t look like a tax accountant’s website.” 
 
User 5: “Trying to think of info or photos for the center of the home page. As a shopper, I want 
images. Probably even perspective members want images to compare and see how they fit in to 
the organization. The text isn’t bad to have here, but maybe smaller than the photos, less 
priority… could be images of events or someone throwing? That would be interesting. Multi-
faceted.” 
 
Explanation: 
The current site has very few images, and most of those are found several layers deep. The 
new prototype includes images on most pages, including the home page and member directory. 
Severity Rating: POSITIVE 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – There are now images on most pages 
     Impact: High – It is an art site, the imagery should convey the quality of work 
     Persistence: Med – helps navigate the directory by artist work as well as name 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
When producing high fidelity prototypes, more attention needs to be paid to specific image 
choice and placement. 
Relationships: 
Issue G – Substantially resolved 
Issue B - Branding, addressed 

	  



HCC	  729:	  Human	  Centered	  Computing	   	   PGF	  Website	  Redesign	  
	  

Page	  47	  of	  62	  

	  

	  

No.  
PE-04 

Problem 

Name: 
Under About the Guild: History of Guild category should include Current information as well 
Evidence: 
The current heading “History of Guild” is taken from the current website’s about page, however all 
users found this misleading and want to know current information as well as history. General 
about is better. 
User 4: “The About page, I’m expecting to see History and Community information. How they got 
started and what they currently do” 
 
User 5: Under About Us … “this should be History AND Current about the Guild” 
 
User 6: “Want current information about the Guild, Interested in history, but also want general 
info. Start with History and Current, then continue… maybe have a more general heading?  
“It is weird to click about and only see history. If I’m interested in membership, I would want to 
know where they’re at now 
 
Explanation: 
History is too limiting. People don’t care as much about the history, they want to know about 
what’s going on currently mostly, and maybe history later. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Low – The heading is misleading, but the content is there 
     Impact: Med – since it is a misleading heading, people may not realize there is current 
information available 
     Persistence: Low – this is the sort of information people read once, if at all 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
The content is not changing much, just the heading and making sure the current information is 
structured at the top of the blurb, with history more towards the bottom. This can be handled 
better with the text write up in the high fidelity prototype 
Relationships: 
Issue H – Guild Specific vs General Information- still needs refinement 
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No.  
PE-05 

Problem 

Name: 
Members tab organization w/ Member Director and Become a Member 
Evidence: 
Two users commented strongly that the Member Directory item should definitely be the first, and 
perhaps only thing, under the Members link. Interestingly, though both of the users are 
members of the guild, they were strictly thinking about someone new coming in looking for a 
specific member, not about general member information. 
 
User 5: “My first thing… the ‘info about membership’, really thinking of seeing members, not 
membership. Isn’t where I’d go first? Information about membership and become a member are 
related, would expect them to be together.” 
User 5: “Details about membership… would look somewhere else than under Members 
directory… maybe about us?” 
User 5: Under Become a Member section, include short info about expectations of membership. 
Change Contact information in become a member section to specific email address, name, 
maybe phone number 
 
User 6: “It is a little strange that Member Information is first and the Become a Member link 
threw me off. I’m only expecting to see Member Directory… Maybe this isn’t as confusing as I 
thought, but better if the Member Directory is at the top, with a heading of members; the 
directory is what people are interested in.” 
 
Explanation: 
People go to the “Members” link to see the members, so put the directory at the top. Having 
extra information below that is a negotiable point, but definitely want directory first. 
Severity Rating: 1 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – looking up members is a common task on the website 
     Impact: Med/High – the information is there, but people are impatient and want to see what 
they’re looking for first thing 
     Persistence: Low – the information is there, requires an extra click or scroll currently 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Move the Member Director heading to the top of the page and correspondingly make it the first 
link in the sub directory. Idea was also presented to merge information about membership into 
Becoming a member to make the flow smoother. 
Relationships: 
Issue F – Member Details Navigation - still needs refinement 
Issue H – Guild Specific vs General Information- still needs refinement 
Issue C, D, E, G – Significantly resolved with prototype design 
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No.  
PE-06 

Good 

Name: 
Member Directory has good layout and good icon use 
Evidence: 
Users liked the new member directory layout that displays members in an alphabetically sorted 
grid and include an image of their work along with their name. Any member that sells in the shop 
as an icon of a shopping bag next to their name and a key at the top of the page explains the 
icon. Both the image and text are links to the artist’s site. 
 
User 4: “Oh, that’s a fun little thing!” referring to bag icon by member name 
User 5: “The Member directory is good. Images are much more interesting than the list.” 
 
Explanation: 
The current page has no images, so explore by name only, not work. Circles are used to 
indicate a personal site and selling in the shop, but this is not intuitive and meaning is lost when 
scrolling. The image indicates further information (stock image used if member does not have a 
personal site) and the indicative icon reminds about selling in shop. Greatly reduces memory 
load. 
Severity Rating: POSITIVE 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – checking out member director is a frequent task 
     Impact: High – images convey a greater representation of the artist than just their name 
     Persistence: Med – people may recognize work faster than recalling names 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Icon meaning should be explained at both the top and bottom of list of members. Limit user 
memory load and scrolling. 
Relationships: 
Issue F – Member Navigation, Issue D – Obvious functionality – substantially resolved 
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No.  
PE-07 

Problem 

Name: 
Under Events: If text under headings is not complete, users will try to click on headings 
Evidence: 
Given that the paper prototype did not include text under most headings, it was interesting to 
gather data about what users were expecting to see under headings and when they would 
expect to click on the heading for more information, or when the blurb under the heading was 
sufficient. 
User 4: when trying to find out about events at the guild…Clicks on Glaze Help heading… User 
is asked what she is expecting to see “I want to see the time, where it is, who is running it, how 
to sign up if I need to. If that was in the text below the heading, then I wouldn’t click on it unless 
it was obvious that it was a link. 
User 4: In the “Information About Membership” section, user indicated that she’d also like links 
back to the Board Members and Committees in the guild. 
 
User 5: “I’d look at upcoming and recent events, if something interested me, or generally I’d try 
to click on the heading, depends on the text that’s there… Expecting to see at least a general 
description as to what the event was, maybe I don’t want to read all the crap, and if I was 
interested, then could click for more info. Like short format w/ general only.  A couple of lines 
are good, don’t need everything. Don’t want it junked up. I’ll keep clicking if I want more… If I 
was really interested, should there be a contact number? If I’m interested, might want some 
contact info…I’m not a huge contact us person, I like phone numbers, or at least email. Be more 
specific; know who I’m talking to. People who are older and not as techie probably like phone 
#’s too, I can find out faster on a phone call than all this crap.” 
 
User 6: “If I was really interested in an event, I’d look for more information, and probably look 
through annual too” 
Explanation: 
In the higher fidelity prototypes, attention should be given to the text below subheadings to 
ensure they are complete enough without being cluttered. If a user is interested, they expect to 
be able to get all information possible on the website. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Med – if a user is interested, want to maintain the interest 
     Impact: Med – Users who are interested need to be able to get all info available 
     Persistence: Low – once a user learns what information is available, they will know if clicking 
is valid 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Include most critical text in paragraph below sub heading so the user can assess if they are 
further interested. IF there is more information and/or pictures about the heading, include a child 
page with further information. 
Relationships: 
Issue D – Obvious functionality. If the user does not feel the information given is sufficient, 
they’ll expect the heading to be a link to more information. 
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No.  
PE-08 

Good 

Name: 
Map and Address for Finding Gallery shop obvious 
Evidence: 
Participants were concerned with people finding the shop on the street, both with address, map 
and street view images. 
 
User 5: Gallery Shop page opens… “Ok, this tells me all the information. And there’s a map, 
good. Hours, tells me that too, that’s good. OK, done. 
User 6: “That’s great. Don’t know if maybe include an image of outside the shop also on the 
gallery page? Might be helpful for street view so people know what they’re looking for” 
 
Explanation: 
Extra information to guide users to the shop is more helpful than just an address. 
Severity Rating: POSITIVE 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  High – Looking for the shop is a common task 
     Impact: High – images and maps make navigation easier and give people confidence when 
looking for the shop 
     Persistence: Low – if the site doesn’t have the information, people will use google maps or not 
come to the shop, it is a onetime lookup task. 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Current layout is good, including additional pictures of the outside of shop on the Gallery page as 
well as the home page is a consideration for a higher fidelity prototype. 
Relationships: 
Issues G, I, L – Photo visibility, contact information, mobile use are substantially addressed 
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No.  
PE-09 

Problem 

Name: 
Include text in Contact Us categories to help people choose which area to navigate to 
Evidence: 
Users came to the contact page and looked confused, there were multiple options for contact, but 
no directions in how to choose one. 
 
User 4: “When I’m looking for an address, my default action is to go to the Contact Us link” 
 
User 4: On the Contact us page, include the Gallery Address, little blurb under board members 
and little blurb under committees to help guide people which one to pick for contact purposes. 
 
User 5: Under Contact Us page, include more information under the headings 
 
Explanation: 
The Contact area contains a list of the various methods to contact the user, but would be 
benefitted by some description to guide the user in choosing which method would suit them best. 
Severity Rating: 2 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Med – This task is performed fairly frequently by people 
     Impact: Med – People have little patience and want to find the correct contact information 
immediately. Contacting the wrong person or not getting a response is frustrating 
     Persistence: Low – Users will contact once, should be correct spot 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Rather than just giving the users options, provide more details so they know what to expect to 
find under each option. For the Gallery shop, the address, for the board, some positions, and for 
Committees, some committee examples. Help the user navigate to the most useful option. 
Relationships: 
Issue D, I – Centralized contact info – still needs some tweaking 
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No.  
PE-10 

Problem 

Name: 
Include specific email under Become a Member for contact information 
Evidence: 
Under the Become a member section, there is a generic link for “Contact Us for more 
information” based on the current layout, however this was not specific enough for the users. 
They wanted to know if that was a link or an email address, specifically who would they be 
emailing, and if a name and phone number were available 
 
User 4: “Ideally, I’d rather the contact us on the member page to be more specific, open an email 
program and show me the email address and Name of who I’m contacting, rather than send me 
to a generic page.” 
 
User 5: I’d want to talk to somebody rather than email. Not sure who I should talk to.” – user 
would like a specific person’s name, rather than “membership coordinator” or generic position 
 
User 6: I’d expect the Contact Us to be a hot link to open email or to open a form. Email is 
probably better because you have a sent mail in your files for your records” 
 
Explanation: 
Users want to know specifically who they are contacting and want to know what to expect before 
clicking on a link. 
Severity Rating: 1 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Med – This issue was brought up by all 3 users as a concern for people 
becoming members 
     Impact: Med – The effect is the same, but the confidence that people have and expectations 
when clicking on a link are critical. 
     Persistence: Low – The action would occur correctly, the wording needs adjustment 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Rather than using generic “contact us” text, include the actual email address and name of the 
chair person for the membership committee. The email address under the link will need to be 
updated when the position turns over anyway, so this is minimal extra maintenance effort. 
Relationships: 
Issue D, Issue I – Obvious functionality and Contact Info can be tweaked 
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No.  
PE-11 

Problem 

Name: 
Application Form process on Become a Member Page 
Evidence: 
This was not an issue on the current website because the information about becoming a member 
was so limited. A link to the application, intended as a PDF download for informational purposes 
drew several comments from the two participants who are current members. From their opposing 
viewpoints, it is obvious this issue needs further procedural discussion. 
 
User 5: “Nice to see the application form here. I wouldn’t click on it personally, but some people 
would. I’d rather talk to someone.  Is it downloadable or fill it out online and send it in? How 
would the money transfer? Maybe just make it downloadable to keep it simple…”  
 
User 6: “The application? what does it do? I’d expect it to be a link so you could join online, fill-
able form and pay by credit card or tell you where to send a check” 
 
Explanation: 
Providing a form on a website can either be a downloadable form that is printed out and then 
mailed in, or as an online form that can be submitted directly from the website. Without explicitly 
stating the action behind the link, users perceived the function differently. 
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Low – This is a common action on most websites and users are generally not 
confused by it. 
     Impact: Low – This is more of a process issue for the guild to sort out 
     Persistence: Low – Regardless the method, the user would get the information, their follow up 
actions would vary however. 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Initially, would advise on a PDF downloadable form that the user could read over and form 
questions about prior to contacting the guild. If all information is known, it could be mailed in or 
brought to a meeting. As the guild becomes more advanced technologically, it could be upgraded 
to an online form and payment method. 
Relationships: 
Issue H, I – Keep Guild and Contact information as simple as straight forward as possible 
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No.  
PE-12 

Problem 

Name: 
Include an optional phone number on the “Join Mailing List” form 
Evidence: 
One user felt strongly about phone calls being more useful than email addresses. She 
recommended including phone number as an optional item on the “join mailing list” form. 
 
User 5: “I take it the starred items are essential… I’d like a phone number put as an optional 
contact point as well…” 
 
 
Explanation: 
Personalized contact can increase participation in events over emails that often get lost in the 
shuffle 
 
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Low – Optional information only 
     Impact: Low – This is a personal preference issue and would be optional on the form.  
     Persistence: Low – Does not cause issues, but provides additional information to the Guild 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
It is uncertain how the DB behind the form is set up and how difficult it would be to add an 
additional field to the table. Adding the field to the form as optional is straight forward. 
Relationships: 
None  
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No.  
PE-13 

Good 

Name: 
Like Facebook 
Evidence: 
Users indicated that they liked the presence of FB like button, even though it was not on a 
specific task or brought up during the questions. 
User 5: “I like the Facebook like option.” 
User 6: “Facebook link is great.” 
 
Explanation: 
This was also brought up during the Current page think aloud sessions. The capability was kept 
and made more pervasive and consistent across the entire website, rather than just on the home 
page. 
Severity Rating: POSITIVE 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Med – Want to encourage greater social presence 
     Impact: High – If someone wants to link the page, it is an impulsive act, so having it 
immediately available is important 
     Persistence: Low – Liking on facebook is a onetime click action 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Persistent presence on side navigation allows user to “like” page whenever option strikes, does 
not need to hunt for it 
Relationships: 
Issue B, C, I  
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No.  
PE-14 

Problem 

Name: 
Members Only Section 
Evidence: 
The participants who are also guild members responded positively to the idea of a member only 
section. Focus was previously on have a website for “others”, but now that it is better organized, 
the potential for using it for “ourselves” is recognized. 
User 5: “For current members … would want to see a member’s only section”… Add Members 
only link on the side navigation bar, maybe under Become a Member link 
User 6: “A Members Only section is good, but I’d put it at the bottom of the side navigation bar. 
Want the stuff for the public to be available and most easily found.” 
 
Explanation: 
This capability is not currently present on the website, so was not brought up as a task, however 
once the more pressing issues were addressed, it because a desirable addition to the new site. 
Severity Rating: 3 
Justification (Frequency, Impact, Persistence, Weights): 
     Frequency:  Low – Does not currently exist, handled via email 
     Impact: Med – Does not exist on current page, but would help members centralize 
information.  
     Persistence: Low – Does not currently exist, handled via email 
     How I weighted the factors: 50% Impact, 30% Frequency, 20% Persistence 
Due to the purpose of this site to share the Guild’s message and promote membership, the 
impact rates highest because it may drive away interested parties (customers / new members) 
rather than draw them in. 
Possible solution and/or trade-offs: 
Provide a link to another page or website that is password protected to limit access to members 
only. Would contain information such as meeting minutes, contact information, gallery shop 
work schedule. 
Relationships: 
Issue H – would be partially addressed by this fix 
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APPENDIX	  G:	  FINAL	  HIGH-‐FIDELITY	  PROTOTYPE	  	  
High Fidelity prototype created in PowerPoint to allow the user community further interaction with 
the proposed design prior to development.  

The fully interactive PowerPoint file can also be found at:  
http://maries729.wordpress.com/2013/03/27/hi-fidelity-prototype/ 

HOME
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

***	  FOR	  TES TING	  – US E 	  S L IDE 	  SHOW	  MODE***
AL L 	  IMAGES 	  AND	  TEXT	  ARE 	  INDICATIVE 	  AND	  TBD

THE 	  GAL LERY	  SHOP
14	  S 	  Market	  S t
Frederick,	  MD	  21701

Wed	  – Fri	  	  11AM	  – 5PM
Saturday	  	  	  10AM	  – 9PM
Sunday	  	  	   	   	  12PM	  – 5PM

GUILD	  MEETINGS
First	  Monday	  of	  Month
6-‐9 	  pm	  at	  Common	  Market

5728	  Buckeystown	  Pike
Frederick,	  MD	  21704

GUILD	  TAG	  L INE 	  TBD

	  

FIGURE	  11:	  HI-‐FI	  PROTOTYPE	  HOME	  SCREEN	  

ABOUT:	  ABOUT
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

ABOUT	  
THE 	  GUILD

BOARD	  
MEMBERS COMMITTEES

ABOUT	  THE 	  GUILD

Current	  information	  about	  the	  guild,	  
mission	  statement,	  etc	  etc.
… exact	  text	  TBD…

Historical	  information	  about	  the	  guild,	  
when	  it	  was	  started,	  why,	  etc	  etc.
… exact	  text	  TBD…

IMAGE

TBD

	  

FIGURE	  12:	  HI-‐FI	  PROTOTYPE	  ABOUT	  THE	  GUILD	  SCREEN	  

ABOUT:	  BOARD
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

ABOUT	  
THE 	  GUILD

BOARD	  
MEMBERS COMMITTEES

BOARD	  MEMBERS 	  -‐ 2013

POS ITION NAME CONTACT	  INFORMATION
President Lori	  L inthicum email@email.com
Vice	  President Name email@email.com
VP2 Name email@email.com

… 	  exact	  text	  TBD…

	  

FIGURE	  13:	  HI-‐FI	  PROTOTYPE	  BOARD	  MEMBERS	  SCREEN	  
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ABOUT:	  COMMITTEES
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

ABOUT	  
THE 	  GUILD

BOARD	  
MEMBERS COMMITTEES

COMMITTEES

MEMBERSHIP
This	  committee	  does	  stuff.	  E xact	  text	  TBD
2013	  Chair:	  Person	  L ast	  Name	  email@email.com

PUBL ICITY
This	  committee	  does	  other	  stuff.	  E xact	  text	  TBD
2013	  Chair:	  Person	  Last	  Name	  email@email.com

… 	  exact	  text	  TBD…

top	  of	  page

	  

FIGURE	  14:	  HI-‐FI	  PROTOTYPE	  COMMITTEES	  SCREEN	  

MEMBERS:DIRECTORY
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MEMBER 	  
DIRECTORY

BECOME 	  A	  
MEMBER

MEMBER	  DIRECTORY
denotes	  a	  member	  who
sells	  in	  the	  gallery	  shop

Marjan	  Benjamins Phil	  Berneberg Pamela	  Berry

L inda	  Jones Lori	  L inthicum Michael	  Price	  McIntyre

… 	  exact	   text	  and	  images	  TBD… 	  

FIGURE	  15:	  HI-‐FI	  PROTOTYPE	  MEMBER	  DIRECTORY	  SCREEN	  

MEMBERS:MICHAEL
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MEMBER 	  
DIRECTORY

BECOME 	  A	  
MEMBER

MICHAEL 	  PR ICE 	  MCINTYRE

ß BACK 	  TO	  MEMBER	  DIRECTORY

B iography	  write	  up
… 	  exact	  text	  TBD	  …

CONTACT	  INFO:
pottery@firerobinfarm.com
www.firerobinfarm.com

	  

FIGURE	  16:	  HI-‐FI	  PROTOTYPE	  SPECIFIC	  MEMBER	  DRILL	  DOWN	  SCREEN	  

MEMBERS:SPECIFIC
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MEMBER 	  
DIRECTORY

BECOME 	  A	  
MEMBER

MEMBER	  NAME

ß BACK 	  TO	  MEMBER	  DIRECTORY

B iography	  write	  up
… 	  exact	  text	  TBD	  …

CONTACT	  INFO:
email@email.com
www.webpage.com

IMAGE

TBD

IMAGE

TBD

IMAGE

TBD

IMAGE

TBD

	  

FIGURE	  17:	  HI-‐FI	  PROTOTYPE	  GENERAL	  MEMBER	  DRILL	  DOWN	  SCREEN	  
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MEMBERS:BECOME
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MEMBER 	  
DIRECTORY

BECOME 	  A	  
MEMBER

BECOME	  A	  MEMBER

Information	  about	  membership.
… 	  exact	  text	  TBD	  …

Include:
Annual	  Dues	  Amount
Member	  Responsibilities
Member	  Benefits
S elling	  in	  S hop	  Details

IMAGE 	  OF 	  
MEMBER

TBD

DOWNLOAD	  OUR 	  APPL ICATION	  FORM	  (PDF)

Email	  S omeone	  TBD	  at	  email@email.com for	  more	  information.

top	  of	  page

	  

FIGURE	  18:	  HI-‐FI	  PROTOTYPE	  BECOME	  MEMBER	  SCREEN	  

EVENTS:MONTHLY
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MONTHLY	  
MEETINGS

UPCOMING	  
AND	  RECENT

ANNUAL 	  
EVENTS

MONTHLY	  MEETINGS

The	  Guild	  meets	  regularly	  on	  the	  first	  Monday	  of	  the	  Month.	  
Occasionally	  the	  meeting	  is	  moved	  due	  to	  a	  holiday	  or	  some	  other	  
event.	  Please	  check	  calendar	  below	  to	  confirm.	  … 	  exact	  text	  TBD…

2013	  Calendar
J anuary	  6 	  ** July	  1
February	  4 August	  5
March	  4 S eptember	  9 	  **
April	  1 October	  7
May	  6 November	  4
June	  3 December	  2

Meetings	  are	  held	  on	  Monday	  6 -‐9PM	  in	  the	  Community	  Room	  at	  
Common	  Market,	  5728	  Buckeystown	  Pike,	  Frederick,	  MD	  21704
… 	  exact	  text	  TBD…

	  

FIGURE	  19:	  HI-‐FI	  PROTOTYPE	  MONTHLY	  MEETINGS	  SCREEN	  

EVENTS:UPCOMING
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MONTHLY	  
MEETINGS

UPCOMING	  
AND	  RECENT

ANNUAL 	  
EVENTS

UPCOMING	  AND	  RECENT	  EVENTS

S PR ING	  CLEANING	  SWAP	  MEET	  – MARCH	  4,	  2013
… 	  exact	  text	  TBD… 	  should	  include:	  who,	  what,	  why,	  how,	  where

GLAZE 	  HELP	  WITH	  SOMEONE 	  – FEBRUARY	  4 ,	  2013
… 	  exact	  text	  TBD… 	  should	  include:	  who,	  what,	  why,	  how,	  where

HOL IDAY	  PARTY	  – JANUARY	  6,	  2013
… 	  exact	  text	  TBD… 	  should	  include:	  who,	  what,	  why,	  how,	  where

	  

FIGURE	  20:	  HI-‐FI	  PROTOTYPE	  UPCOMING	  AND	  RECENT	  EVENTS	  SCREEN	  

EVENTS:ANNUAL
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MONTHLY	  
MEETINGS

UPCOMING	  
AND	  RECENT

ANNUAL 	  
EVENTS

top	  of	  page

ANNUAL 	  EVENTS

FREDER ICK 	  FES TIVAL 	  OF	  THE 	  ARTS 	  -‐ JUNE
… 	  exact	  text	  TBD… 	  
should	  include:	  who,	  what,	  
why,	  how,	  where

BRAIN	  FREEZE 	  FUNDRAIS ER 	  -‐ AUGUST
… 	  exact	  text	  TBD… 	  
should	  include:	  who,	  what,	  
why,	  how,	  where

IMAGE 	  OF 	  EVENT

TBD

IMAGE 	  OF 	  EVENT

TBD

	  

FIGURE	  21:	  HI-‐FI	  PROTOTYPE	  ANNUAL	  EVENTS	  SCREEN	  
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GALLERY
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

THE 	  GAL LERY	  SHOP

In	  the	  heart	  of	  historic	  downtown	  Frederick,	  MD	  the	  Potters’	  Guild	  of	  
Frederick’s	  Gallery	  S hop	  is	  conveniently	  located	  close	  to	  parking	  and	  
several	  restaurant	  options.	  … 	  exact	  text	  TBD	  …
Sorry,	  there	  online	  purchasing	  is	  not	  available	  at	  this	  time.

Location: Hours:
14 	  S 	  Market	  S t Wed	  – Fri	  	  11AM	  – 5PM
Frederick,	  MD	  21701 S aturday	  	  	  10AM	  – 9PM

Sunday	  	  	   	   	  12PM	  – 5PM

MAP	  OF	  DOWNTOWN	  
FREDERICK

TBD

	  

FIGURE	  22:	  HI-‐FI	  PROTOTYPE	  GALLERY	  SHOP	  SCREEN	  

SEARCH	  RESULTS
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

S EARCH	  RESULTS 	  for	  ‘Xxxxxxx’

Heading	  where	  search	  text	  was	  found
… 	  exact	  text	  TBD… 	  

Heading	  where	  search	  text	  was	  found
… 	  exact	  text	  TBD… 	  

top	  of	  page

	  

FIGURE	  23:	  HI-‐FI	  PROTOTYPE	  SEARCH	  RESULTS	  SCREEN	  

CONTACT
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

CONTACT	  US

Talk	  to	  us	  in	  person	  at	  the	  shop:
Wed	  – Fri	  	  11AM	  – 5PM
Saturday	  	  	  10AM	  – 9PM
Sunday	  	  	   	   	  12PM	  – 5PM
14	  S 	  Market	  S t,	  Frederick,	  MD	  21701

Contact	  a	  board	  member	  to	  discuss	  
something	  … 	  exact	  text	  TBD	  …

Email	  one	  of	  our	  committee	  chairs	  for	  
information	  on	  Membership,	  Publicity,	  
etc,	  etc.	  … 	  exact	  text	  TBD	  …

IMAGE

TBD

GALLERY	  SHOP

COMMITTEES

BOARD	  MEMBERS

	  

FIGURE	  24:	  HI-‐FI	  PROTOTYPE	  CONTACT	  SCREEN	  

MAILING	  LIST
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

*	  How	  did	  you	  hear	  about	  the	  Guild?
q Friend
q Friend	  of	  a	  Member
q S hopping	  in	  Area
q Other	  

*	  How	  many	  times	  have	  you	  visited	  our	  Gallery	  S hop?	  

*	  L ast	  time	  I	  was	  to	  the	  Gallery	  S hop:
o I 	  haven’t	  visited	  the	  shop	  
o I 	  was	  just	  browsing	  
o I 	  bought	  something

JOIN	  OUR	  MAIL ING	  L IS T

*	  Name:	  
*	  Email	  Address:
S treet	  Address:
City,	  S tate,	  Zip:
Phone:

S ubmit

*	  Denotes	  Required	  Answer

	  

FIGURE	  25:	  HI-‐FI	  PROTOTYPE	  MAILING	  LIST	  SCREEN	  
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MEMBERS ONLY
ABOUT	  

THE 	  GUILDHOME MEMBERS EVENTS GAL L ERY	  
SHOP

SEARCH

CONTACT	  US

BECOME 	  A	  
MEMBER

JOIN	  OUR 	  
MAIL ING	  L IS T

MEMBERS 	  
ONLY	  AREA

MEMBERS 	  ONLY	  AREA

Forward	  member	  to	  password	  protected	  blog.
… 	  exact	  text	   	  and	  details	  TBD… 	  

	  

FIGURE	  26:	  HI-‐FI	  PROTOTYPE	  MEMBERS	  ONLY	  SCREEN	  

	  


