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A Practical Guide to Information Architecture

This book didn’t come from nowhere — it came from teaching
information architecture in workshop form for many years - at
loads of conferences and in-house for clients.

So the first thank you goes to everyone who has been in one
of those workshops and asked good questions and shared good
stories. I don’t figure things out until I have to do them or answer
questions about them, so a lot of my thoughts are a direct result of
questions people ask me.

Thanks to all my clients who have let me play with their
content, and paid me to do it. How cool is it to be paid to do
something so fun!

I sent a really rubbish draft out to a pile of smart people to
see what they thought. Thanks to the following folks for reading
the draft and sending me comments — they really did help make
this book better. In first name order (yes, I am an IA): Arun
Martin, Brian Hoffman, Christopher Frost, Daniel Souza, Gary
Barber, Kirsten Hall, Kushal Pisavadia, Margaret Hanley, Marianne
Colwell, Mike Pauley, Nathan Wall, Rachel Peters, Rowan Peter,
Ruth Ellison, Patrick Foster and Steph Beath. And thanks to
everyone who shared stories that helped to emphasise points in
various chapters.

My editor Bill Harper was amazing. I looked at the first
chapters he sent back and thought he hadn’t done anything - I
couldn’t see any differences. But he had done tons of work - he’d
managed to improve my writing out of sight and still keep it
sounding just like me. Bill, I hope you can edit for me for every
other book I write (and I'm glad you're my friend).

To my lovely kid who has just spent months watching TV and
reading books while I work evenings and weekends - thanks for
putting up with me as your mum. I promise to spend more time
with you until the book bug bites again.

And to Steve who has only known me in writing mode —
thanks for saying “I understand” and meaning it.
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Derek Featherstone

Long before I was a web developer or an accessibility specialist, I
was a high school teacher. One of the things I miss the most about
that time was ongoing discussion about education, teaching and
learning with my peers. We tried to do as much as we could to
understand what our students were saying, doing, and thinking —
it was the only way to truly assess their progress. We were trying
to get inside their head, so to speak, to uncover their existing
knowledge about a subject and how that framed what we were
currently learning in class. Why? So that we could teach, and they
could learn, more effectively.

In teaching, we used many of the types of exercises
we use in user research: card sorts, think aloud activities,
probing for existing knowledge and more. It was all about
understanding people.

Ilearned those techniques from some of the best teachers
I could have hoped for. Many of the discussions we had about
education left a lasting impression. My time learning to teach was
the first time that I truly understood the meaning of the ancient
Chinese proverb:

“Give a man a fish and you feed him for a day. Teach a man
to fish and you feed him for a lifetime.”

This proverb doesn’t mention one critical aspect of success: the
balance between fish and fishing. Yes, I need to be able to fish for
myself, but in the short term, if you don’t feed me some fish, 'm
going to starve.

When I was learning to teach, I had support from friends,
peers and my professors both in terms of helping me learn to fish,
AND feeding me some fish so that I didn’t starve while I was
still learning.

I left teaching in 1999, and started my own company. That
change of context left me with nobody to help me learn to fish,
and, suddenly, I had no fish to eat. Oh, I struggled through,
making things up, learning along the way, picking up every bit of
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knowledge I could from books, articles, and anything else I could
find. Sure that information helped me learn the things I needed

to build web sites and applications and to understand people. But
what they lacked, at least for me, was the relationship to the whole.
I needed something to connect those nitty-gritty tactics I was
learning to the big picture strategy.

Having read through Donna’s book, it just feels like the right
balance between fish and fishing. She gives you some fish -
techniques you can use right away to 1) understand the mindset
and motivations of people using your sites, 2) implement and test
a draft of your work and 3) iterate to a more complete solution. At
the same time, she beautifully connects those techniques to the
big picture of user experience and Information Architecture.

As you read this book, you'll find it will work for you in
different ways, at different times in your careers. If you're just
getting started out as an IA, or are a web designer/developer team
of one that is responsible for IA as part of your job, this book gives
you the fish you so desperately need when you're hungry. And
you’ll feel like Donna is right there guiding and supporting you
with insight from her years working in the field. She’ll tell you not
to expect perfection in your work (that’s why we iterate, after all!).
She’ll tell you to just get on with it and try something. And she’ll
always tie it back to the big picture to give you enough context to
make sense of your work. She’ll feed you some fish, but teach you
how to fish for yourself along the way.

I'm not just saying this because Donna and I have grown to be
good friends over the course of our careers. I'm saying this because
I really mean it: this is the book that I needed 10 years ago.
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A Practical Guide to Information Architecture

I'll tell you a secret. One that my friends and family mostly know
about, and many people who meet me eventually figure out. But
it is one of those slightly embarrassing secrets — one that I don’t
usually just tell people when I meet them for the first time. But
you're going to be my friend for the next 300 pages, so you may as
well know this.

I really like organising stuff. Like, really. There are few things
I enjoy more than having a day off and tidying the pantry, re-
organising all my yarn (I'm a weaver and have crates and crates of
yarn) or pulling all my wine off my wine rack and putting it back
in a different order. Well, that would be if I actually had time to do
any of those things. But when I do, I get into the zone and organise
and tidy. It’s bliss.

So knowing that, can you imagine how I feel when someone
calls me up and says “Our intranet/website is in a total mess. No-
one can find anything and there’s stuff hidden in there that has
been out of date for years. We need help!” Yep, you know where
I'm going with this — I love it. And I love that people pay me
todoit.

But there is actually one thing I like even better than
organising things. I love teaching other people how to do it. I've
been teaching information architecture workshops at conferences
and in-house for about 8 years now. It’s been cool to watch how
things have changed, and how people’s general awareness of IA
has increased over that time. It’s been cool to spend a day with
people and hear them say “Wow, I actually knew a whole lot
of that, I just didn’t know I knew it” and go away feeling more
confident about their messy projects.

Now I've written down some of what I know about IA. Now
you too can read this book and say “Wow, I actually knew a whole
lot of that” (I do hope you learn some new things too of course)
and can go away feeling more confident about your
messy projects.

At least that'’s the plan — I hope it works out for you.

Happy organising!
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Imagine your local supermarket/grocery store has just been
renovated. The owners have expanded it to include more items,
and improved the layout so you can move around more easily.
And you're seeing it all for the first time.

You walk in craving chocolate, head to where it’s usually kept
and realise that, wow, everything has been moved. Yikes! How
can you quickly make sense of it and find the chocolate? After all,
you don’t want to check every item on every shelf. You look at the
signs, but they all point to where stuff used to be. No help there.
You start looking up the aisles. No, this aisle is all canned food...
this one is soft drink... this one is bread...

Aha! Here’s one that looks like it’s full of sweet things
(the bright colours and everything at children’s eye level gives it
away). You decide to give this one a go. And lo and behold, there’s
the chocolate.

Why was this relatively easy, even though they’d moved
everything around? It’s because they put similar things together
into groups. And they put those groups into bigger groups, and
those groups into even bigger groups. So they put all the chocolate
— dark, light, white, bars and pieces — together. Then they put it
near other sweet things, which are also arranged into groups of
similar items. And so, when we glance down the aisle, we can
quickly figure out what the whole aisle is about.

Now let’s extend that idea to our websites, intranets and other
information systems. We could just list everything we have on the
home page, but we usually don’t. Instead we put our content into
groups, break those groups into sub-groups, and so on. This is
much easier to use than showing all our content in one long list.

However, it isn’t just grouping items that make supermarkets
and websites work well. It’s about creating groups that make
sense to the people who use them. After all, supermarkets could
group by colour, or even where things were made. They could
put the chocolate with the gravy and other things that are brown.
They could put the Swiss chocolate with the Swiss cheese, and the
Belgian chocolate with the Belgian beer. But as tempting as that
may sound, most times it won’t help anyone find the chocolate in
their newly-renovated supermarket.
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Even when we create categories that make sense to people, we
need to describe them well. So no seacldid signs in a supermarket
full of non-Irish speakers, or aisles called Sweeties Treaties.

We also need to help people find their way to the thing they
want. In the supermarket this can be done with layout, signage and
visual guides; on websites we use navigation bars, buttons
and links.

And that’s what information architecture is all about:

. Organising content or objects
.Describing them clearly
. Providing ways for people to get to them.’

Where we find information architecture

While most information architecture work these days is used
for websites and intranets, you can find it wherever you need to
organise things (information and/or objects) that other people
need to use.

So it’s just as useful for figuring out how to organise your
music and movies, your file system at work, and even physical
things such as your paper files at home or groceries on a
supermarket shelf.

" The Information Architecture Institute define information architecture as:

The structural design of shared information environments.

The art and science of organizing and labeling web sites, intranets, online communities, and software to support
findability and usability.

An emerging community of practice focused on bringing principles of design and architecture to the

digital landscape.
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“I file everything one way, my husband files it a completely
different way. We nearly ended up coming to blows over the
filing until we sat down together one day and went through
a complete IA process on our own goals and content. We
slowly worked out terminology and structures that worked
for both of us and having documented it he went ahead

and re-sorted our files accordingly. Now it works well and
we both know where to find and file things - and what’s
even better is he now understands what it is I do at work
each day :-)”

Steph Beath, Information Architect/Interaction Designer

Throughout this book I talk about information architecture
primarily in terms of content-heavy websites and intranets,
and use a lot of examples from websites. I use the word ‘site’ as
a convenient way to avoid saying ‘website, intranet, document
management system, filing system, user manual or web
application’.

Oh, and from the next chapter I'll be calling it ‘TA’ instead of
‘Information Architecture’. Not only is it shorter, it’s also a bit
cooler, don’t you think?

Information architecture has always been important. Whenever
we create groups and describe things other people need to use, the
information architecture (how things are grouped and labelled)
directly affects how easy things are to use.

As the amount of information available to us keeps growing,
information architecture becomes even more important. The
more information there is, the harder it can be to sift through
and find what you need. Good information architecture can help
people find their way through the information, and ignore what
isn’t relevant.



But good information architecture can do more than just help
people find objects and information. It can empower people by
making it easier for them to learn and make better decisions.

So what'’s a good information architecture? It's one that is
both easy for people to understand and works well for whatever is
being grouped. A bad one is just the opposite — it’s hard for people
to use, and the content doesn’t easily fit. For example, an online
supermarket with a good information architecture may put all
the chocolate together and group it with other snack foods. One
with a bad information architecture may group all grocery items
by manufacturer, making people check every manufacturer to see
who produces chocolate.

This isn’t easy. For any set of things:

There will always be more than one way of organising them.
Unfortunately it isn’t always clear which way is the best way.
People have different needs.

People often have different ideas about what goes together and
what doesn’t.

Some people may know a lot about a topic, while others may know
nothing at all.

As you can see, three of these reasons relate to people. If you're
organising things that will be used by other people, you'll need to
do it in a way that makes sense to them - that fits with their idea of
what goes together, and is described in a way that makes sense

to them.

This can be easy if they think the same way as you, but that’s
rare — I've only worked on a couple of projects for people just like
me. It's far more likely that whoever’s using your information will
think differently to you — sometimes very differently.
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What you need to create a good information
architecture

You need to understand three very important things before you
can design an IA that works really well:

People: What they need do to, how they think and what they
already know

Content: What you have, what you should have and what

you need

Context: The business or personal goals for the site, who else will
be involved and what your constraints are.

PEOPLE

CONTEXT @

Figure 1 - 1. IA is all about meeting the needs of people, content and context
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Without a good understanding of these three things, you simply
can’t create a good IA.

If you don’t know enough about people you won'’t be able to
group content in ways that make sense to them, or provide ways
for them to find it easily.

Without a good understanding of your content, you won’t be able
to create an information architecture that works well for current
and future content.

And if you don’t know all about the context, you won'’t be able

to create something that works for people and the business, and
you’ll have endless trouble in the project.

Don’t worry. I'll be talking about all these things in this book. Part
2 is all about the people who will use your site. Part 3 is about the
content itself. And parts 4 & 5 are about actually designing an
information architecture (the groups and labels) and navigation
(ways for people to get to it). Context is covered in chapter s
(Before you start).

Chapter summary

Information architecture is all about organising content or things, describing
them clearly and providing ways for people to get to them.

A lot of information architecture work relates to websites and intranets, but is
just as relevant for music and movies, a computer file system, your paper files
at home or even groceries on supermarket shelves.

Good information architecture helps people to find information they need. It
can also help them learn and make better decisions.

You need to understand three things to create a good information
architecture: People, content and context.

The term is often abbreviated to ‘IA’ (just as I'll be doing from now on).
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INFORMATION ARCHITECTURE IN A PROJECT

In the previous chapter I described IA in general terms, and how it
can help organise and group any type of content or object.

However, most of you reading this book will probably be
working on something like a website or intranet - either designing
a new one or redesigning an existing one. So let’s look at how IA
fits with that type of project.

Imagine you've just been asked to be responsible for the IA of
a new website or intranet. What might that mean?

An information architecture project

I've worked on many IA projects — for small sites and large, for
new sites and redesigns. Although they differ in the details, they
all follow the same basic approach.

Figure 2 - 1. The

basic parts of an IA
project. Don’t worry if
yours don't look like
this - every project is

different

Kickoff Research

Project definition User research (people)

& goals

Context. Content

Technology, design, culture,

stakeholders

COMMUNICATE




The first part of a project is always to figure out exactly what is
involved - to define what the project is about, identify the goals
and anything else that will affect it (the context) such as:

the technologies you may have to use

any design constraints

the culture of the organisation (how things get done in that
organisation)

who should be involved (the stakeholders)

(These are all covered in detail in chapter 5: Before you start)

The second part of a project is research — gathering good
information and analysing it to help you make a wide range of
decisions during the project. As I mentioned in the previous
chapter, you'll need to learn all about people (what they need, what
they know, etc.) and about your content (current and future). Part 2
of this book covers people in depth, and part 3 covers content.

Design Build & Test Maintain

Build site Add new content

Navigation & page layout Add content Tweak IA, navigation & page
layout

Graphic design & brand Test & release

Prepare content
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The middle part of the project is where you design a solution. Here
Tuse “design” in its broadest sense — not just how things look, but
also creating solutions to defined problems. You'll come up with a
new IA and navigation for the site, and then test both to make sure
they work before starting to build the site. If new content needs

to be prepared, this is the time to get it started. Part 4 of this book
covers how to create the IA and part 5 covers navigation.

When all that’s sorted out and you know the details about
what the site will do and how it should work, you can start to the
technical work - building the site, adding content, and testing it
before release.

As you can see from the diagram, you need to do a lot of work
upfront before you can start building. It's very important that you
do this work. Sometimes managers or clients will tell you not to
bother with all that stuff, and to just get on with doing the IA and
building the site. That’s not only silly, as you would have no idea
what you need to do, but there’s no way you'll create anything
useful to either the business or the users. Just like in the physical
world of architecture you have to think about what you need, plan
it in detail, and write it down before you go digging foundations
and putting up walls.



Information architecture deliverables

There are two core IA deliverables in the diagram and

description overleaf:

An information architecture
The IA will describe:

The overall structure (or shape) of the site: In the broadest sense,
how the main parts of the site relate to one another.
Groups and sub-groups: The main groups and sub-groups that will
eventually be used in navigation. This will describe what will be

included in each and what they will be called (labelling).
Metadata: For some sites (particularly product sites), this is what

you’ll use to describe each product and the descriptive terms

for each
Home Products X ‘ Services About us ‘ Contact us
Home > Products > Wine > Maadwine chardonnay 2010
Products
Wine Maadwine chardonnay 2010
S This is IA
Food I Fl
Glasses — -
Kitchenware - N o
4 N
’V\aadwind‘\ sue ! Buy now!
Chardonnay ;Thls is 1A
This is 1A 2010 4

Figure 2 - 2. |A describes the groups and subgroups, plus metadata for content
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Navigation
Navigation is the way people will get around the site. It is
absolutely dependent on the IA, but in a project it’s done after the
IA is drafted. It will include things like:

e navigation bars

« related links

» in-page navigation elements (such as hyperlinks)

« helpers like A-Z indexes and site maps

Home ‘ Prod%ts ‘ Services About us ‘ Contact us
Home > Products > Wine > Maadwine chardonnyy 2010
Products V\
Wine Maadwine chardonnay 2010 .
— This is
Food navigation ﬁ
Glasses —
Kitchenware T
Y s I
Maadwine Peper% Buy now!
Chardonnay

2010 This is

This is
navigatiq

navigation

3

Figure 2 — 3. Navigation describes how people get around the site




People often ask me how long the IA part of the project takes.
You already know my answer to that - it depends.

It will vary depending on:

How much you already know about your audience and content:

If you don’t know much, it will take longer to learn about them
than if you already know a lot.

The amount of content you are working with: Large sites take more
work than small sites.

How experienced you are with IA work: The more experience you
have with IA, the faster you'll be able to come up with solutions
that work.

How much communication work will be needed: If you're working
with a small client, this will be easier than working with a large
organisation with distributed authors.

For very small projects such as a new website for a small business
with simple content, this can be a pretty quick process. You can
find out what people need, brainstorm a content list, draft an IA
and sketch some navigation in less than a day.

At the other end of the spectrum you have something like a
large corporate website that has been growing uncontrollably for a
few years. It could take you a month just to figure out what content
is already available. It could take you many more months to talk to
all the content authors and figure out what needs to be kept and
what can be deleted. And when you have drafted a new IA, you
may need to go back to all those authors and talk to them about i,
where their content will be and what they’ll need to do to
maintain it.

In both types of project, actually drafting the IA and navigation
is pretty quick. It is the research and communication that takes the
most time. Of course, you can’t eliminate these — they are crucial
parts of the project.
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Without good research into people and content, you won'’t be able
to make good decisions. It will be hard to draft the IA in the first
place. Then when you start talking to the stakeholders about it,
they’ll have all sorts of objections and questions you won'’t be able
to answer. If you start to design IA, navigation and the graphic
design without good research, you’ll have to make significant
changes — not a good thing if you've already shown people what
the site will look like.

If you don’t leave time for communication, you’ll have trouble
during the project — people will hear about it and want to know
what’s happening. And afterward it may be very hard for people
to maintain the site if you haven’t explained important ideas
throughout.

But if you get the upfront research right, and communicate
well throughout, you'll have a much easier run. You’ll make better
decisions from the start, and people will understand where you
are heading.

Anders Ramsay

“A common question when discussing how IA manifests
itself in an Agile project is “What changes?” How is the work
different to a traditional project?

The underlying principles of how information should be
structured, organized and presented are just as applicable in
an Agile project as in a traditional project. The difference is
in the journey travelled — primarily communication amongst
team members. 7

Lean Communication

In a traditional practice, documents are generally the primary
method for communicating project information, with other forms
of communication playing a supporting role.



In an Agile team, this is turned on its head. Communication

is conversation-centered — direct conversation is the primary
means of communication, with documents playing a supporting
role. Agile documents contain barely sufficient detail and are
intentionally created to convey the instability of the information
they are communicating. For example, a site map that may
traditionally be created using drawing software might instead use
sticky notes on a whiteboard with hand-drawn connectors.

In a traditional project, a site map may have been created by
an individual team member, possibly following a team session in
which the site map perhaps was sketched out. In an Agile project,
the document created by the team is the primary artifact - project
artifacts are created less by individuals and more by the team
during working sessions.

Unless there is a specific requirement or direct business value,
documents are never seen as an end in their own right, but rather
as a means to an end, which is to create a high quality software
product. A document is not expected to remain up-to-date or
be comprehensive. It is only expected to be enough to move the
project work forward, to be a placeholder for conversation among
team members.

Iterative IA
A key difference between an Agile project and a traditional project
is when the team actually starts to build working software.
Commonly, this will be anything from two weeks to two months
after the project starts. From that point forward, the software
product is built in iterations, with working software being released
in recurring cycles.

In other words, far less IA is defined up front, and is instead
defined throughout the project, leveraging what has been built so
far to inform later iterations.
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Rather than defining the entire IA before development begins,

the focus is on big-picture IA plus detail for the part of the site
currently being developed. For example, if your team was building
an auto parts site, the initial round of IA may focus on the ability
to place an order for an auto part. While the auto parts ordering
feature is being built, you may work on a parts detail page, which
will be created in the next iteration.

Distributed IA
Another key difference is how the team work together and
ownership of knowledge.

Having an individual team member as the primary keeper
of specialized knowledge such as a site’s IA makes the team too
dependent on the work of a single person and risks creating a
bottle-neck in the workflow. Instead, the entire team is actively
engaged in creating the IA, such as by creating IA artifacts during
team sessions or pairing with other team members in doing IA
work, which creates a shared sense of ownership and reduces
overall project risk.

More rewarding

Overall, a lean, iterative, and distributed approach to IA tends to
make for a more rewarding practice — with fewer hours toiling
away in isolation on detailed design documents, and more time
interacting directly with end users and team members. There

is less noise in the communication channel, less time spent

on creating great-looking documents and more time spent on
creating great-working software.
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Chapter summary

An IA is often made up of the following parts:

defining what the project is about and its goals
researching people and content

designing the IA, navigation, visual approach and content
building and testing

maintaining

The main IA deliverables in a project include:
the information architecture

navigation

metadata

The length of each individual project varies, from as little as a day, to as long
as a year, depending on how much you know up front, the size of the project,
your experience and how many people are involved.
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One of the most common questions I'm asked is who should be
responsible for the IA for a website or intranet.

Although there is a specific ‘information architect’ job role,
you don’t need to hire a specialist for anything but the largest,
most complex sites. A lot of people are naturals for IA work.

All sorts of people can be involved in IA, including business
analysts, usability specialists, graphic designers, writers, web
developers and even information architects!

Business analysts

Business analysts usually identify business needs for a system,
prepare requirements and other project documentation (and
so much more). They can be particularly good at IA due to their
experience collecting information, analysing existing systems,
focusing on detail and synthesising solutions.

If you're a business analyst who hasn’t worked on an IA
project before, you may need to do more user research than you
ordinarily would, focusing on how people use information, what
they need to do with it and their terminology (a lot of traditional
BA work involves collecting requirements, which are different).
If you haven’t designed an IA or navigational approach, the most
useful chapters for you are those on IA and navigation design.

Usability specialists
Usability specialists are often involved in the design of the IA as
part of their project role. They are very attuned to user needs, and
usually have a basic understanding of the content from activities
such as usability testing.

I've never worked with a usability specialist who had a lot
of experience with content analysis — if you're the same, pay
particular attention to this. If you haven’t worked on many IA
projects, or are working on a larger project than usual, the most
useful chapters are those on IA and navigation design.
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Writers

Writers are a natural fit for IA work. Good writers will be naturally
focused on the user, and are accustomed to organising large
amounts of content. Writers may need to brush up on navigation
design concepts.

Graphic designers
IA often falls to the graphic designer on a project, as part of their
role in designing navigation and page layouts. The most important
thing for graphic designers to remember is that the IA should be
designed before the navigation so the navigation suits the IA, not
the other way around. Now I'm not saying you all do this, but I've
worked on enough projects where I've been told, “We’re using
horizontal navigation and have space for five categories”, with no
consideration for what is really needed.

If you're a graphic designer and have been asked to design
navigation without being given an IA, please push back. Ask for it
to be done (or even if you can do it) first.

Web developers
Just like graphic designers, the job of designing the IA is often left
to the front-end web developer.

I've worked with some web developers who have a natural
empathy with users and are good at figuring out how to organise
information. They’'ve been a quite natural fit for IA work.

The important thing to remember as a web developer is to take
on the IA design as a mini-project. Collect information (as I outline
later in the book), design the IA, design the navigation, test it with
users, and then implement it. Don’t start the IA and navigation
design as you are developing the front end — you simply can’t do
both at once. I know this sounds silly, but I've seen it happen more
than once.

Project managers
Some projects don’t have anyone with the skills or time to do
the IA, and it may fall to the project manager. A project manager
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usually has the big picture view of the project, and has been
involved in requirements gathering and maybe even some
customer research. This can put them in the best place to draft the
IA, as they may know more about all the pieces than anyone else.

Whoever!

Really, it doesn’t matter who designs the IA. I honestly don’t care
what your title is on your business card. The most important thing
is that you have the right set of skills for the work.

The skills that help most with IA work include:

Empathy with people

One of the most important aspects of a good IA is that it works
well for the people who need to use it. Sometimes it can be hard
to come up with something that works well for the business and
content, and also helps people find what they are looking for. The
person creating the IA must genuinely care about understanding
the people who will use the site, and be willing to represent their
needs (and go in to bat for them when the pressure is on).

If the person doing the IA is also heavily involved in the
content (e.g. as a subject matter expert or content writer), they
need to be able to look at the information objectively, and from
the perspective of those who will use it. This can be harder than
you imagine - it takes a lot of effort to see your own content from
someone else’s perspective.

Language

The person doing the IA must have excellent skills in the language
you are working in. So much of this work involves grouping
content into concepts and describing it, so great language skills
are a must.
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Synthesis, strategy & detail

As I've mentioned already, a good 1A works well for both the users
and the content, and also meets the goals of the business. As the
person creating the IA, your job is to come up with something

that synthesises information from different areas, such as user
research activities (which we talk about in chapter 2.1). You need a
deep understanding of the content and a detailed understanding of
the business. Chances are you’ll have competing needs from each
of these areas, so you need to be able to pull things together into

a solution.

You also need to be able to think about overall strategies
(what'’s the site for?) and nitty-gritty details (what will this
hyperlink be called?) at the same time.

You'll need great attention to detail to make sure your ideas
will work in the real world.

If you work best going step-by-step, and like to see how each
step of a process leads to the next one, you may not be the best
person to create the IA. It’s not a linear process — you definitely
need creative leaps and insights.

If you're a great strategist but don’t much like detail, you'll
need to work with someone who can make sure your strategies
support the actual content.

Communication

The person creating the IA is often one of a few people on a project
who understands all the ins and outs (because they understand the
strategy, people and content). This means they’ll often be asked to
explain how the information architecture should work, as well as
all sorts of other details about the project.

Communication skills are vital. The person creating the IA
should be able to talk with a wide range of people, including users,
managers, content experts and developers. They should be able to
have one-on-one discussions with people, and present to groups.

They should also be able to communicate in more than one
style — verbally, in writing, and visually (representing things
either by sketching or diagramming) — and not rely on a standard
approach to communicating.
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In most of my projects, the most feedback, comments and
questions come when people see something for the first time -
either a draft IA or draft navigation and page layouts. At this point,
the person doing the IA must be able to:

listen to the feedback and questions

understand the underlying issues that come up

be prepared to make changes based on feedback

What you don’t want is someone who creates a draft then defends
it to the end. They must be able to listen to other people, figure out
the underlying message and decide what to do about it.

So what about an information architect? What do they do?

A person with a title of IA will usually do a range of things.
Of course, they will be primarily responsible for designing:
The IA: The overall structure of the site, groups, sub-groups
and labels

Navigation: Navigation bars, links and other ways of getting
people to information (e.g. A-Z indexes, search)
Documentation: Writing it all down (or communicating it in
another way) so it can be built

They may also be involved in:

User research: Understanding what information people need, how
they may approach it, and how they think about groups

and concepts

Usability testing: Making sure the IA, navigation and other aspects
of the project actually work for people

Other interface and interaction design, such as the interfaces for
web-based applications

Creating prototypes for communication and testing.
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And depending on the project, they may be involved in:
identifying site strategy and goals

content writing

search engine optimisation (SEO) (This is coming up in more and
more job descriptions as people realise IA can have a big impact
on SEO)

I asked a range of people about how their skills in a previous role
helped them in IA. Here’s what they told me.

Patrick Kennedy

User researcher and experience strategist, gurtle.com

“As lead web developer for an interactive agency, I worked in

a team consisting of three groups: tech, creative and ‘suits’.

The respective concerns of each discipline were well handled;
visual design by creative, dev build by the techies, and business/
marketing requirements by the suits. But often things fell between
the cracks. How did it all fit together? How would it be received by
the users? What did users want?

I saw this as an opportunity to take a more holistic view
of a project, plugging the cracks, introducing those arcane arts
‘usability’ and ‘information architecture’.

I did the usual things — read books, went to seminars and
conferences — but above all I just started doing it. Some of those
initial ‘discussions’ with my colleagues were painful (after all why
wouldn’t you put the main navigation at the bottom of the page?).
It took a lot of negotiation and relationship management.

I also made myself the ‘go-to man’ for usability and IA. Call
it shameless self-promotion, or just being eager, but within an
organisation that had no knowledge of, let alone expertise in,
the field of IA, it was important to make it visible, tangible and
valuable (that is, demonstrating value).
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Coming from the technical perspective had obvious benefits —
such as knowing how feasible it was to build a certain design — but
also some that were not so obvious. For example, my colleagues
respected my opinion and were accustomed to coming to me for
advice and insight on technical matters. This was an excellent
platform from which to start to introduce IA philosophy; a luxury
I probably wouldn’t have had if I had been this new ‘IA guy’ that
they didn’t know."

Benjamin Bykowski

Internet strategist

“My career on the Web began while I was studying Computer
Science & Engineering. I was classically trained in data structures
and algorithms and my first Web projects focused on interfaces
based more on databases than users.

In computer science, the skills that we are taught involve
taking a system and building in a sense of structure and order.
Classes are designed for inheritance and refactored for improved
performance, methods are diagrammed, integrated circuits
are mapped.

Yet taken out of context I might as well have described the
work I do as an Information Architect. Having successfully made
the transition into IA, I've the found that the skills I learned as
a computer science engineer were invaluable to creating IA,
designing navigation, and building interfaces.

As an Internet Strategist I discovered the power of
communicating design as means of articulating a vision for online
destinations. The lessons I've learned, of starting with the user,
being active in my community, and communicating information
design, are valuable not just professionally but in all aspects of
my life."
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Leslie Dann

Lead interaction designer (LBi) and Video producer (Cruz Dann Productions)

“I studied graphic design at the University of Cincinnati and
soon found I was more interested in the initial phase of projects
- understanding the content, information and communication
strategy — rather than the visual design phase.

I gotinto IA in 1994 when I was hired as a graphic designer
at a Silicon Alley multimedia firm. My first task was to do the
storyboard for a CDRom and I enjoyed it so much that I stayed on
that side of projects, not getting into the graphic interface work.
This eventually led into creating wireframes for screens and flow
charts. At the time we were known as ‘Navigation designers’.

I realised that a large part of what IAs do uses graphic

design skills:

Understanding the importance of a creative brief, how to
collaborate in developing one and how to apply it to a project.
Visual problem-solving: A lot of our work is ‘a puzzle’. We have to

figure out how to make complex information and visuals as simple

as possible, but no simpler than the target audience and creative
brief require.

Understanding the importance of creating a design system and
applying it consistently but with flexibility, knowing when you
should break the rules (consistency without boredom).

Good information design skills are key to creating the deliverables
themselves: To create balanced page compositions, clear/
consistent visual hierarchies and flow of information in our
wireframes and site maps.

Knowing the language of design and design critique skills to be
able to communicate and collaborate closely with the creative
team. The more we know about what they do and their challenges,
and vice versa, the more we respect each other’s work, resulting in
strong teamwork.
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I also produce short documentary and fiction films, as an
extension of wanting to communicate stories and topics I've
learned about through another immersive media. I'm glad to
see that video is becoming more and more part of online user
experiences and would like to keep working in both my IA and
video careers.”

Renata Phillippi

Freelance Interaction Designer

“Design and business have been a common theme in my life as far
back as high school - I even worked in a design job straight out of
high school while I studied for my Bachelors degree.

In 2002 I started working in change management and worked
my way up to a business analyst. In this role I really enjoyed
bringing design thinking to business. My first project as a BA was
to help redesign the intranet for two of the internal teams for the
client. The second project built an online application to track
hospital spending.

Later when I went on to become an IA I realized a lot of the work I
did as a BA helped prepare me for the job:

Being able to understand and translate business requirements to
prototypes, functional specs, and communicate with developers
Taking content audits to contribute to laying out information
based on the users needs and desires

Collaborating across various job functions to ensure we meet the
needs of the end user

Communicating to business how solutions would

drive results

While this is just the BA side, I know that having also been a visual
designer has helped me to visualize the business needs into

”»
appropriate solutions for the end user.
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Avi Soudack

Information Architect and User Experience Consultant, brightroom.ca

“After working as a researcher, first on educational media and
later in communication and marketing, I began to do usability
testing. It was a natural development for someone with training
in observational research methods and an interest in information
and communication technologies. But there was now an Internet,
a web, that needed examination.

After a few years or so I'd amassed quite a few hours watching
people use software and the net. Along the way, I worked as an
instructional designer, developing e-learning programmes for
adult learners at home and in the workplace, and as a writer and
editor of technical material.

Increasingly the ‘usability’ consulting I was doing involved
suggesting interaction design and content strategies. Then the
balance began to shift and i was doing less user testing and more
straight-ahead content, navigation and interaction design —
information architecture. It was a comfortable move: I was able
to put together a user-centred approach founded on my research
training and tons of time with ‘users’, with hands-on experience in
developing content, organizing information and designing online
interactions."
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Chapter summary

People suitable for designing the IA for a site could include:
business analysts

usability specialists

writers

graphic designers

web developers

project managers

Their skills should include:

empathy with people

language

ability to synthesise different types of information
attention to detail

great communication skills
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Demo Company (AU)

INFORMATION ARCHITECTURE FOR THINGS
OTHER THAN WEBSITES

When I teach workshops, people often leave wondering how IA is
relevant for their non-website project. Yes, IA is most applicable
for things such as websites and intranets. But you can use it for
other things as well.

Let’s look at some non-website examples, and see how

1A fits in.

Menus

Many applications, both on and off the web, use menus to provide
access to functions and tools. Menus are a perfect example of IA —
each grouping together similar functions.

My Xero -

Help -

Accounts - Reports - Adviser - Contacts - Settings -

Demo Company (AU)

Bank Accounts @ Account Watchlist @

o Banking »

Go to Chart of Accounts

NAB Business Account
BT 083-734-12345678

25 items to recondile

Bank balance (17 Mar 2010)
(417.98)

Balance in Xero
(4,094.73)

Recondiiation report

Ridgeway Savings
033-210-7654321

+ Reconciled

Bark balance (17 Mar 2010)
11,868.71

Balance in Xero

11,868.71

Recondiation report

@ Bank feeds not activated

Import now

Manage Account =

Get daily bank feeds free

-4,000
-4,500
-5,000
-5,500

6,000
—

Mar 12

Mar 14

——— .

Mar 16 Mar 18

Your transaction data is current up to 17 Mar 2010

Manage Account ~

Import now
—
11,850
11,800
[Mar 14:11,771.86
a4
Mari2  Marl4 Mar 16 Mar 18

Account Mar-10 YD
Office Expenses (453) 449,93 1,745.92
PAYG Withholdings Payable (825) 1,507.00 9,042.00
Sales (200) 7,219.70 39,650.70

Money Coming In @

3 Add Receivable Invoice

Draftinvoices (4)  Overdue invaices (6)

ccounts Receivable

2,200.00 6,481.17
15,000
10,000
5,000
Lo —
Older Dec Jan Feb Mar Future

Money Going Out @

Draft invoices (1)

B = 11520

2,000.00

Overdue invoices (1)

® Awaiting Payment ® Paid

2.DOC|-
1,000

|

Fig 4 — 1. Xero is an online accounting application. The menu at the top groups similar functions together (xero.com)
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Fig 4 — 2. Love it or hate it, Microsoft Word’s ribbon and menus are examples of IA for a software application
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Fig 4 — 3. If you've ever used a drawing tool, you'll know how hard it is to find the right tool or setting in all the menus
and palettes
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Data-heavy applications
Iwork on a lot of internal business applications. While a large part
of my work is figuring out how they should work, it’s also making
sure the data fields are grouped in sensible ways so people know
what each set of fields is about and what to do with them.

Aunstralian Government
Australian Transport Safety Burean

Air Safety Accident or Incident Report

=T 4

Person reporting

Name; = Contact phone (required): (eg. (09) 999

* = Required field

Contact email: (eg.

| e

Role:

I =

Type of event
These qu

Damsge to sircrat: Most serious injury: *

®

© Fatal

© serious

Summary of event

Date (dd MMM yyyy) = Locs! time (24h - hhmmy:

help jine how much i 4o ssk you for, W will not ssk you to supply more information than necesssry.

Dic the event involve?:
] ir transport aircratt
[ gicranimal strive
[P MechanicalSystem problem
D MNear collision between two airaaft
DWEE"IE related

D other

State: ~

]

] =l

For accidents or serous
incidents affecting aircraft safety,
please call 1800 011 034

This form can be used to report all
aviation safety occurrences.
Accidents and serious incidents
which affect the safety of aircraft
must in the firstinstance be
reported to ATSB by telephone toll-
free call.

Privacy

The Australian Transport Safety
Bureau collects information for the
purposes of enhancing transport
safety. The collection of aviation
accident and incident information
is required in connection with the
Transport Safety Investigation Act
2003. Some information may be
disclosed to the Civil Aviation
Safety Authority (CASA) and other
bodies or individuals for the
purpose of enhancing aviation
safety. Where possible the identity
of individuals will be protected. If
the information is the subject of an
investigation, it will only be used
and disclosed in accordance with
the Transport Safety Investigation
Act 2003

Fig 4 — 4. The online air safety incident or accident form can collect a lot of data. Figuring out what goes in what

tab, and how it is grouped on the page takes IA skills too
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Classifying

Many applications are about classifying data so people can find

and use it. For example, a document management system usually

needs you to classify each document according to a number

of criteria.

I've worked on projects where two organisations wanted to
merge or share data. The biggest barrier (and the biggest part of
the project) was that their data was classified in different ways.

Even a small difference in defining something like a geographical

boundary makes it hard to compare and combine data.

Construction

What type of building is the home?

Is this a new home being built?
Is the home under renovation?
What material is most of the roof made from?

What is the main material used in the outside walls?
Is the home in good condition and well maintained?
Please describe the:

s construction standard

* slope of land

s levels of the home

+ number of bedrooms

=

Fig 4 — 5. Insurance forms are full of classifications, and your answers affect how much you pay.

Home on concrete siab

Duplex

[Terrace home

Unit ground floer

Unit mid floor

Unit top floor

Home on poles

Home on foundations.
[Townhouse/villa/courtyard home

D ves Ono

Fossesoes 3]

Please select
Standard quality
Above average
op of the range
| Please select [=]

Please select i

Please select
1-3 bedrooms

|5 or more




35 A Practical Guide to Information Architecture ~ IA for non web

Mobile
If you are designing a mobile app, you'll need to do some IA work.
A lot of mobile apps work as a hierarchy, with menus providing
access to different parts of the application. This IA is just the same
as it is for everything else.

Everything in this book (except navigation design) is just as
relevant for these examples as it is for websites and intranets.

-l Telstra = 3:40 PM

-ull Telstra <~ 3:35 PM ==L

Authors Groups

volieclons
Latest Reads (10) > ]
Wuthering Heights, Emma, The... w' - -
i 8 *7
. . Histo Friends
Collections (1) > - ‘
Grimm's Fairy Tales @maadonna & @lozz's place >
Thu 9:24 PM
&) Fantasy (1) > @ Jolly Frog Yoga >
w The Wonderful Wizard of Oz Thu 6:37 PM
. @maadonna & @lozz's place >
Gothic (3) Thu 5:33 PM
Dracula, Frankenstein, Wuthering... Woolworths Dickson >
Thu 5:16 PM
Horror (4) City Bus Interchange >
Dracula, Frankenstein, The Meta... Thu 4:59 PM
w;
Library Donna
Figure 4 - 6. Stanza allows access to books by authors Figure 4 - 7. Foursquare arranges functions into four

and groups groups (at the bottom) then some into further groups
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Chapter summary

IA is not just for websites and intranets, and is relevant to:

Anything with a menu: Software, web applications and mobile applications
Applications that collect or process a lot of data

Any system that involves classification of information

Mobile applications

-l Telstra = 3:40 PM
Edit More s
Albums >
4 Artists >
248 Compilations >

@ Composers >
% Genius Mixes >
& Genres >
7= iTunes U
I;] Videos >

Figure 4 - 8. The iPod groups your music
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So far we've talked a lot about what IA is. In this chapter we start
the actual work by looking at what you’ll need to know right from
the start if you want your project to go smoothly - the

project’s context.

As we discussed in chapter 2, you'll want to know about:

Goals: What are the aims or goals of doing this work?
Technology: What are the technology opportunities and
constraints?

Design: Are there design constraints you need to consider?
Culture: What sort of culture are you working within, and how
will that affect your project?

Stakeholders: Who is, and who should be, involved in the project?

When I start a piece of work with a client, I want to know two
things straight away: why are they doing this work, and what do
they want to achieve when it’s finished. You may be surprised
(though I'm not any more) to hear that in most cases no-one
actually knows.

In my experience, people often know there’s something wrong
- “Our website sucks”, “No-one can find anything on the intranet”,
“We wrote the online help but everyone still phones the help
desk”. However, it can be much harder to get them to articulate

what the end result should be.
I'm going to be very blunt about this.
If you can’t clearly articulate the reason for doing the work,

and the desired outcome, stop right now. Don’t go any further
until this is clear.
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Case Study

UX Australia

Let me introduce you to a project I'll be using as an example and case study
throughout this book.

When I'm not doing IA work, teaching and writing books, I run a
conference called UX Australia that focuses on user experience topics. It’s a
small, community-focused conference and is great fun to be involved with.
At the time I'm writing this book we’re in the early stages of planning the
second conference, which will be held in Melbourne, Australia.

Naturally, the conference has an associated website that has
information about the upcoming conference (including the program),
resources from the previous conference, and online registration.

It’s a good example for the book as it has some complexity — a
combination of structured and unstructured content (which we’ll talk
about later) — while being a familiar enough topic for you to understand.

In each chapter, I'll use this example (and others, of course) to
illustrate key points.

If you'd like to see what it’s all about, visit uxaustralia.com.au.

Case study: UX Australia website goals

Our goals for the website for UX Australia were:

Allow attendees to find out a range of information about the conference

- from broad ideas like what it’s about, to detail like how to get a cheap
room at the conference hotel. (This reduces our administration costs as we
don’t have to answer questions, and increases sales as people can find out
enough to decide they will attend.)

Make sure people can see how they’ll benefit from the conference.

Help people convince their boss to let them attend.

Ensure potential speakers know exactly what is expected before submitting
a proposal (reducing the amount of chasing up we  have to do).

Be a place people would visit for user experience articles and information
(increasing awareness and potential future attendance).
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If you don’t know where you're heading, you can’t possibly get
there. My worst projects — where I feel like we’'ve been spinning
around in circles, redoing work and not getting anywhere — have
all been problems because the project goals weren'’t clear.

Project goals help define what you are doing. A good set of
project goals describe what the project is all about, why it is being
done and what the end result will be.

They are useful to help you:

Set directions and priorities

Make sure you are on track

Assess requirements and requests: When someone asks for a new
feature (like the organisation’s mission statement on the home
page), you can find out whether it will contribute to the

project goals.

Make decisions: Will this new design feature support the goal? Is
one approach better than another?

They will also directly affect the IA. As you draft an IA, you'll
be trying to make it work as best as possible for people, fit the
content and achieve the goals of the project. This can be tricky
sometimes, especially when the business wants to achieve one
thing (sell more music) and the people want to achieve something
else (download music for free). With a solid understanding of the
goals of the project, you'll be able to create an IA that works for
both the business and for people.

You'll also be able to communicate and sell the draft IA more
easily. When you can show how it will achieve the goals of the
business, stakeholders will accept it more easily.

Learning about goals

If you're lucky, your client or team may already know the goals
of the project. They may have had to figure out what they wanted
from the project to get the funding, or they may just be very
organised and disciplined.



Yeah, right.

In a lot of cases, you'll probably have to work it out yourself. If
that’s the case, try to learn these pieces of information.

What is the overall goal of this project?

This is the key question, and can be one of the hardest to
articulate. After all, it’s such an abstract question. But it does need
to be answered, or you'll get to the ‘end’ of the project and find out
that you've done a lot of work for no outcome.

Sometimes the answers are fairly obvious. But it is still
worthwhile to check that everyone is on the same page and wants
to achieve the same thing.

Goals usually fall into three different types — making more
money, reducing costs or helping people make better decisions.
Example goals include:

Increase sales by 10%

Increase customer retention by 5%

Allow customers to find information about our services (which
may lead to increased sales and reduced sales costs)

Make it easier for existing customers to place orders

(increased sales)

Reduce follow-up calls to customers (decreased costs)

Improve the quality of data from customers (reducing processing
times and costs)

Raise awareness of an issue (encouraging people to make different
decisions as a result)

Build a community around a product (increasing loyalty and
increasing sales)

How do we know that we have ‘finished’ it?

It can often be hard to figure out if a project is ‘finished’ or ready to
launch. How do you know that it's good enough to go? Sometimes
it will be that you've used up your time or budget, but that
shouldn’t be the deciding factor in whether or not you've finished.



41 A Practical Guide to Information Architecture ~ Before you start

Before you even start a project, think about when you’ll know it’s
ready enough for you to launch. You may decide you need only a
couple of pages of content ready and it can grow from there, or you
may want to make sure everything is ‘perfect’ before you launch.
Of course, that begs the question of what ‘perfect’ is and how you
will measure it.

How will we measure the impact of any changes?

At the end of a project you may need to show that the site has
actually improved (particularly for redesigns). This may help you
decide whether you are ready to launch, but more often it will be
to show that the money spent on a project was worthwhile.

(I know of lots of projects that spent a lot of money and could
show no outcome.)

Yoink is about getting free stuff from your local area
and giving away things you don't need.

will be lisk
n will

What can you give? 140

« Attach a photo if you've got one.

« You can give pretty much anything eg
homewares, clothes, equipment, DVDs,
your old iPod, presents from your mother
in-law that you never used. ..

| want to aftach a photo,

Figure 5 — 1. Yoink (yoink.com) decided ‘done’ was when 10,000 items were listed



42

To measure change, you'll need to know how you are doing at the
beginning, and again at the end. Depending on your project, you
may want to measure things like:

overall visits to the site

product purchases (how many people visit a product and buy it)
shopping cart abandonment (what proportion of people add items
to their cart but don’t follow through with the purchase)

time to complete a task

quality of incoming data

number of calls to the call centre or help desk

Of course, the fact you need these details at the beginning of the
project as well as the end means your first step may be getting
systems in place to measure them.

Ways to collect goals
The way you create project goals will depend on your project and
your role in it. If your project is part of a larger corporate initiative,
start by finding out what the goals of that project may be. Also
review any business strategies to see where the project fits in terms
of achieving broader organisational goals.

For some projects, you may be able to get a set of goals from a
brief conversation with your client or a senior manager.

For something bigger you may need to run a workshop with
a range of stakeholders. How you do this will depend on the
organisation. I've worked with some clients who are very strategic.
They’re aware of how they work and what they need, and can
usually articulate their goals fairly easily. But many just don’t have
the experience to do it easily.

Here are three methods I find useful for working out goals.

I. Scenario planning

Scenario planning takes a story-telling approach to identify goals.
By telling stories, people can better visualise and describe an
outcome, and you get great information on what the goals

really mean.
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Ask your client or stakeholders to describe an ideal outcome, in
story form. They may say something like:

“Someone visits the website, easily narrows down to just a set of
products that interest them, finds one (after comparing a couple)
and pays for it in one simple step.”

“When someone is thinking about a job with us, they find out
what sort of company we are, the types of jobs that are available
and can either contact us for more information or apply for a job
straight away.”

“The next complaint form I open will have enough detail for me
to start investigating the issue without having to contact the
customer for more information.”

“People stop phoning me with the same simple questions over and
over, but call when their situation is different to normal, or when
they need to clarify a point of detail.”

For each basic story you could dig deeper — describe what happens
before the story, explore the middle further, and identify what
happens after it finishes. Although the stories may initially sound
just like tasks, by paying attention and asking questions, you can
tease out goals. For example:

The first example above (narrowing down to find products and pay
in a single step) is all about helping customers to be more efficient
which, ultimately, may increase sales.

The second (looking for a job) is all about attracting the

right candidates, which should get better staff and reduce
administration for unsuitable applicants.

You can also do scenario planning in reverse — ask stakeholders to
describe what a failure looks like (again, in story form). Use this
as a starting point to figure out how to address the likely points of
failure. With the right organisation this can be very fun and much
more productive than tackling the goals head on.
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2. Pain points

One place to start is to identify current points of pain. Find out
what is going wrong, and see if you can get to the bottom of why it
is happening.

Pain points are a good starting point for a discussion, as they
give everyone something concrete to discuss. (The hardest thing
about setting goals is thinking abstractly about the future, so
anything concrete is good.) As you discuss the pain points, you can
start to identify consistent patterns, discuss the underlying issue
and turn it into a goal.

For example, if over-the-phone purchases are increasing,
and sales staff’s workload is increasing, discuss why. It might be
that pricing information isn’t clear, product details are missing
or just that your audience are not comfortable completing full
transactions online. Your goal may not be to reduce phone sales
(which you could do by making the phone number harder to
find as one client of mine did), but to remove the barriers that
customers are facing when buying online and gradually convert
phone sales to online sales.

3. Backcasting
Backcasting' is like forecasting in reverse. You start with an end
and work backwards to identify what you need to do to get there.
The end positions are described in scenario form, and may
describe a few different outcomes you are trying to reach. I usually
create a scenario for an ideal future, an acceptable outcome and
something in between. By looking at what would be needed to
reach each end point, you can tease out a lot of issues. You can also
identify intermediate goals that are more achievable than one big
end-goal.
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Another thing to understand before you really get started is the
technology you may be using. I've rarely created an IA before

the technology was chosen. It's much more common to have
something in place - be it a content management system, existing
system that runs the intranet or document management system.

If there’s a system you need to use, or if the project team has
ideas about the type of system they want to choose, learn a little
about how it works before you get into the IA. For example some
content management systems are very good for hierarchical
information, but don’t do so well with structured content
(we’ll discuss structured content in chapter 16) and vice-versa.
Some let you easily display related content, and some don’t.
Some may do what you need, but in a clumsy way that’s hard to
maintain. Some offer a series of navigation templates you’ll need
to work with. Some are easy to customise to do what you want,
and some can be harder or more expensive.

If you're not a technical person, talk with folks who are.

Ask them to explain the basics of how the system stores the
content and how pieces of content are displayed on a page.

Every system is different, so it’s hard for me to tell you exactly
what to look out for and learn. But when you know the basics,
keep checking whether the ideas you have for the information
architecture can work within the system you are using.

And if you have no technology constraints to work with,
congratulations!

' see http://www.slideshare.net/mmilan/backcasting-101-final-public for a thorough explanation of the
process, tailored to 1A work
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You may also face constraints in some aspects of design. You may
have to use an existing approach to the site navigation, a standard
approach to page layout, branding requirements that affect
navigation design (such as big banners that take up a lot of screen
space), preferred terminology, or the need to have the CEOs photo
on every page (I'm joking!).

If you're working with government sites (and increasingly for
corporate), you'll probably have to meet accessibility guidelines.
You may also need to meet policy and/or legal requirements.

W Australian Government

Department of Finance and Deregulation

4 Australian Government L IR Australian Government

;’;' Department of Finance and Deregulation = ak Department of Finance and Deregulation

Figure 5 - 2. All Australian Government websites must adhere to standard branding requirements
(http://webpublishing.agimo.gov.au)

Whatever these are, it's good to know them up front so you can
work with them as you come up with the IA. Few things are more
annoying than working right through a design only to be told the
navigation has to be in a particular part of the page to fit with the
organisation’s overall approach (which of course you

haven’t done).
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You may need to know a little about the organisation’s culture
before you start a project. Sometimes it doesn’t matter very much,
but sometimes it does.

Organisational culture is all about the way an organisation
works. (The best description I've heard is “The way we do things
‘round here”.)

The main thing a culture affects is how communications are
conducted. Will you be able to talk to whoever you want whenever
you want, or will all meetings have carefully constructed
invitation lists and be scheduled well in advance? Will you be able
to present a rough draft of an idea for feedback, or only present
detailed final deliverables?

When planning a project, consider who is (and who should be)
involved. Understand their role in the organisation and where
their influence lies.

The things you most want to avoid are:

People popping out of the woodwork well into the project with an
entirely different perspective on what the goals of the

project are.

The person you think is making the decisions not actually being
the decision-maker.

On many projects I discover people being excluded who really
should have something to contribute. Sometimes it’s because
other people don’t understand what they do. Sometimes there’s an
internal political agenda.

One of your roles in a project may be to introduce
stakeholders to fundamental ideas behind what you are working
on. A lot of my projects will involve some simple education about
‘the web’, how it works and how people use it.
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Doing this early can make it much easier to present ideas later
—you won't be interrupted with quite so many comments about
everything needing to be on the home page, that people don’t
scroll, and other fallacies about the web.

Lastly, don’t forget to check whether you have time and budget
constraints. These will exist for most projects and you'll never have
enough of them. But you need to know and work within them.

Chapter summary

Before starting a project, you'll need to find out all about the context of the
project, including:

What the project goals are. These may already be defined, or you may need to
help figure them out.

The technology you will be using, what it does well and what it does poorly.
Any existing design constraints and requirements you have to work within.
The culture of the organisation, and how will you be allowed to communicate
with people.

Who is, and who should be, involved in the project.

Further reading
See the list of articles at
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Case Study

How goal setting
helped our project

Ruth Henry, Space-time research, spacetimeresearch.com

When we went to redesign our website, we started with what we called a

Competitor Comparison Workshop to compare and discuss our current

website. All the relevant stakeholders were present including the CEO,

Product Manager, and Marketing Communications Manager. We discussed

the following:

What is the underlying structure of our website and competitor websites?

» Which websites have information below the fold?

» What elements are common to all websites?

What is the accessibility of the website?

e What is your first impression of the website? In a five seconds viewing what
do you first see and can you work out what the company does?

From this research the objectives were defined and documented in the
Website Re-creation Brief. This document was used to brief the designer and
scope the required project work.

With the objectives clearly defined, it was easy to allocate the project
work into phases so we could quickly go live with the new website.

» Phase I: Gaining Control - This included integrating the templates,
populating the existing content, and building features such as integration
between forms and salesforce.com.

Go Live: After Phase I we turned the website on.

Phase II: Building a Community — Integrated the Forum, FAQ, MediaWIK]I,
Twitter feed, Blog feed, and Blog.

Using the Website Re-creation Brief it was clear what was in and out of scope,
which kept our project on track. Any ideas for improvements were captured
in a Phase III document to be discussed at a later date. The supporting
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information in the brief was re-used in the contract with the website
company and in the Project Charter document.

An extract of the Website Re-creation Brief:
The external website’s purpose is to inform and excite readers to find out
more about Space-Time Research’s solutions, products, and to contact Space-
Time Research.

From analysis of our competitors’ websites we have identified that the
website must have the content separate from design. The structure and
design must be separate from the marketing branding.

Therefore the website construction is defined in layers:
features

content

structure

design

branding

The objectives of the website re-creation are:

Create a website structure and design that will allow marketing and
supporting content to be added or modified with ease.

Create ‘calls to action’ that are part of the sales funnel.

Create a website front page that can allow new content to be showcased.
Create content that is focused to different kinds of readers based on

the website’s audience. For example statistics, executives, government
employees.

Create a community.

Demonstrate that we are ‘thought leaders’ in the area of self-service business
intelligence.

Use structural elements common to competitors’ websites. This will allow
readers to be instantly familiar with the website as the structure is similar to
other websites.

Use design elements common to competitors’ websites. This will allow
readers to be instantly familiar with the design elements as they have used
them on other websites.
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Have you ever been asked to help a colleague with something on
their computer and been surprised about how they’ve set it up or
what they’re trying to do? Have you ever helped a customer over
the phone, and had to step them through some basics before you
could even begin to answer their question?

It's weird isn’t it? 'm still surprised when someone double-
clicks a hyperlink, types a URL into Google’s search box, or
wonders whether a page has finished loading. I'm even more
surprised when people phone me with questions I'm sure I've
answered on my website, or give me good suggestions for things
I've already done. And I've lost count of how many times I've had
to help people shut off their iPhone just as the aircraft is
taking off.

But they help me remember two important things:

Not everyone knows as much as I do about computers and the
internet.

Even when I think I've made something completely obvious, it
might not be.

That’s why I do some type of user research for all my projects. If
1 don’t take active steps to learn about people, I'll assume all sorts
of things that just aren’t true. And I might miss out on some very
important things that could provide real insights for the project.

User research is an important part of any project. For IA work you
can learn all about the types of information people need, how they
use it, where they use it and how they think about it. This helps
you to select content they need, make sure it is useful and easy to
understand, and is organised in a way that makes sense.

What do people need?
One of the main things you'll learn from user research is what
information people need or are looking for.
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You can learn this by asking people directly what they use and/or
look for. You can also do it by looking at their existing behaviour,
such as what pages are already popular. For example, when I'm
working on a corporate intranet, I look at the most popular pages
and also ask staff “What’s the one piece of information on the
intranet you couldn’t live without?” or “What would cause you

a lot of trouble if we took it away?” Funnily enough, it’s usually
something I don’t expect — the weather page, or maybe the canteen
menu. It’s rarely the corporate news or whatever management
thinks is most important.

Understanding people’s needs helps you:

assess existing information to make sure it meets key needs
identify information gaps

make key information easy to find

prioritise content activities — release or rewrite the most important
pages before the least important

What do people do with information?

Beyond knowing what information people need, I like to find out
what they do with it. People rarely want to just ‘find’ information -
they usually want to do something with it as well.

They may want to grab a fact, or dive in deep and learn
everything about a topic. They may want to filter a big set of
products and then compare items. They may need to send it to
other people, save it for later, or copy a part of it into a report.
They may even want to print it!’

People may also read your information before taking another
step in a process. For example, they may need to check system
requirements before downloading software, read the product
description before adding it to their shopping cart or looking at
similar products. You need to know what their next step is so you
can help them take it easily. (And remember, there may be more
than one “next step”.)

! Chapter g is all about the different tasks that people may need to do and what you’ll need to do to design for them
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Where do they use it?

Sometimes knowing where people use information may be
important. Will they be in an office with a large monitor, good
lighting and plenty of time to read? Or will they be using a mobile
device with a small screen in bright light? Knowing this could
really change the amount and type of information you provide.
You may even decide to provide the same content in different ways
for people to use in different locations.

What do they already know about the topic?
Everyone starts with some level of knowledge about a topic.

Your audience may know very little about the topic you're
presenting. If so, you’ll want to know how much they do know and
create ways to get them up to speed quickly.

Or they may know a lot about the topic — maybe even more
than you if it’s legal, scientific or something technical. You'll
need to work out how to give them what they need without basic
information getting in their way.

Most likely you'll find that some people know nothing about
what you’re working on, while others will know a lot. This is
common. It sounds tricky to design for, but if you get to know
both groups well, you'll see opportunities to meet everyone’s
needs in an elegant way.

How they think about the information - their current opinion
or feeling about it - may also be important. For example, people
may be more interested in getting a refund than paying a bill, and
will be willing to spend more time learning how to do it.

What do they already know about the technology?

If you think you’ll be doing something new (or newish) with
technology, or if you know some people may not be comfortable
with new technology, you’ll want to learn how much experience
they have.

I remember teaching a workshop where I flippantly said,
“Don’t worry about long pages, everyone knows how to scroll
these days”.
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One of the participants politely pointed out some research she’d
just finished with her internal staff that showed most of them had
no idea there was content out of their immediate view.

I was stunned, and asked more about their background.
It turns out they’d been using a mainframe system for years,
and most didn’t use computers at home (another surprise and
reminder to me). The idea of something being out of view just
wasn’t in their paradigm of how computers worked. It didn’t stop
them implementing an intranet with content below the fold, but
it reminded them about doing some extra training to help people
know it was there.

How do they describe things
One of the most important things you’'ll learn from user research,
and one you can’t get any other way, is the terminology people use
and the way they think about concepts.

This is so important to know that you’'ll use it over and over
again as you work.

What is a browser?

[
» ) 0o0s/233 4800 @ O 51

Figure 6 — 1. If you want to see how little people understand about the internet, check out this video: What is a

browser? (http://www.youtube.com/watch?v=04MwTvtyruQ)
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You'll use it when deciding what information to group together
(people talk not only about objects but also concepts and groups
- something we go into deeply in chapter 10), what to call your
navigation items, and how to phrase ideas in content. You'll need
itif you're creating an A-Z list or tweaking your search engine.

I can’t stress enough how important this is. Well, actually I
can - I'm going to continue to talk about it right through
the book!

Before you start — what do you want to learn?
Before you start the process of learning about people, think about
what you want to learn and why you want to learn it. This will help
you decide who will be involved, the types of activities you will
do, the size of your research project and whether you run it as a
formal research project or something quite informal.

User research can help you find out a range of things
— from learning broad patterns of behaviour to help you
identify opportunities for new products, to getting a detailed
understanding of how people do a particular activity. That’s why
it’s so important to figure out exactly what you want to learn. If
you don’t prepare, you'll run around in circles later wondering
what the point was, and may not collect what you actually need.

What questions to ask
I've described some of the things you can learn from user research.
Now you'll need to think about which of those things you actually
need to know. You may not need to know which content people
use most often — you can look at your web analytics for that. But
you may want to know what they feel is missing, or how good the
quality of the existing information is.

For some projects I've been interested in what people do with
a particular type of information, and sometimes how they use
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information within their working day. As you can imagine, if I
hadn’t thought of what I needed, I may not have asked the
right questions.

Sometimes, when brainstorming with a client, I play a
modified ‘s Whys’ game’. Start with something you know about
users, and ask ‘why do they need/want that?’ until your answer is ‘I
don’t know’. The idea is that you can usually figure this out
within 5 steps.

Case Study: UX Australia

5 whys for UX Australia
For example, thinking about the UX Australia website:

1. What is something we know people want from the website?: They want to see
what presentations will be at the conference

2.Why do they need to do that?: So they can make a decision about whether
to come

3. Why do they need to do that?: Because there are a lot of conferences they
could attend

4.Why do they choose one over another?: I don’t know

Aha! Now we have a research question (and in only 4 whys too) - to find out
how people decide which conference to go to.

As you could imagine, knowing that could help us express our
information in a way that will help people make that decision — even if they
decide our conference isn’t for them .

1
http://en.wikipedia.org/wiki/5 Whys

2 By the way, | haven’t researched this as | only thought about it while making up this example, but now | probably will.
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How much research to do
The biggest decision you’ll make is how much research you actually
need to do. As I said, I do some user research for every project, and
I'm always glad I did because I always learn something interesting
and important. But that doesn’t mean I do extensive, in-depth
research for everything. Sometimes I just look at existing web
analytics and customer queries, and then chat with a few people
already using the site. And that may be enough to let me know who
I'm designing for and what their main issues are.

But sometimes I'll run an extensive research project, involving
a range of people from different roles and demographics who are all
trying to do different things.

Some key factors when making this decision:

How much do you already (really) know about your audience?

Do you hang out with them all the time, or have you never met
them before?

What are the consequences of getting it wrong? If you make a
mistake from a lack of information, can you fix it up pretty quickly
(change a label, move some content around) or will it be a major
change (a complete revision of the IA)?

How much money is involved? Again, if you make a mistake from
lack of information are you throwing away a few hours work or
millions of dollars?

How quickly do you get feedback? If you do something silly, will you
hear about it immediately (and be able to fix it immediately) or will
you lose thousands of customers before you even know

what’s happened?

If it's a low-cost project where you already know your audience well,
and you can get quick feedback and changes made just as quickly,
you can probably get by with just a small amount of research. Or you
may decide to work flexibly with users throughout the project.
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But if you've never met one of these strange members of your
audience, are working on a project that will end at delivery, that
costs lots of money and may lose the business a lot of money...well,
I think you can guess the answer to that.*

Personal blog

Unimportant Importance to business ) critical
Low 4 User Impact ) High
Low ¢ ST p High
Low 4 Profile ) High
Low ¢ Convince others ) High
Lots nowledge ) Little
Easy Ability to iterate ) Hard
Easy 4 Collect Feedback ) Hard
Figure 6 — 2. When looking at whether to do user research - for a personal blog, you don’t need to do much
Enterprise application
Unimportant 4 Importance to business Critical
Low 4 User Impact ) High
Low 4 9SS ) High
Low Profile ) High
Low 4 Convince ot High
Lots ¢ Existing knowledge Little
Easy 4 Ability to iterate Hard
Easy ct Feedback ) Hard

Figure 6 — 3. For a million dollar enterprise application, user research would be a good idea

* For a more thorough explanation of some of the attributes that may go into the decision on how much research to run, see
http://maadmob.net/donna/blog/2008/user_research_decisions
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When you’re thinking about how much to do, remember that you
can do user research more than once. My favourite way is to study
existing information, talk to a few people and then decide whether
I know enough or need to continue. I may find I've identified the
key points already, or I may need to do more research.

Who to research
One of the first questions to answer is just who you need to
learn about. If you're trying to make improvements for existing
customers, you'll want to talk to them. If you're trying to attract
new customers, you'll want to find potential customers and talk to
them. If you’re working on a corporate intranet, you may need to
talk with people from a wide range of roles and areas across
the organisation.

One common mistake, particularly in corporate projects,
is talking only to managers. That’s fine if you're designing
something only the managers will use. But if non-managerial staff
will use it as well, you’ll really want to talk to them. You won'’t get
the same type of information by talking to their managers.

How to find them

After figuring out who you need to involve, the next step is to
find them and arrange for them to be involved. How you do this
will depend on the amount of research you want to do and how
well-connected you are to your audience. Here are some ways to
go about it’.

Formal recruiting

Market research companies have long lists of people interested
in being involved in research. You give the market research
company a detailed description of who you want to talk to — age,
income, role, location, etc. — and they’ll find people for you and
schedule them. You usually pay per-head according to how many

I've assembled some resources on recruiting here: http://delicious.com/practicalIA/recruiting
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participants you need to involve. Many companies will also hire
out facilities such as meeting rooms.

If you're going down the more formal path, you should
seriously consider this option. Although it may seem more
expensive to begin with, don’t underestimate how much time it
can take to contact people, invite them and follow up to make sure
they turn up. Believe me, you'll only do it yourself once.

Informal recruiting

Informal approaches to recruiting usually involve asking people
you already know. Talk to family and friends, ask on Twitter, look
for Facebook groups around your topic. See if you already have
mailing lists of people you can contact.

An informal approach is a particularly good way to find
people for intranet work. You can call for volunteers, phone
people from across the organisation or ask your colleagues for
recommendations.

Online recruiting

If you're working on an existing site, try recruiting via the site.

If you have a site or product that people already like or depend on,
they may be happy to help you make it better.

Who else to involve
If you are working in a team, try to get as many as possible
involved in the research at some point. In particular, involve
anyone who’ll make design decisions that will affect people
- they’ll all benefit from meeting some of the people they're
designing for. They don’t have to attend every research session,
but they should be there for at least some of them.

This is a much more effective approach than having people
read a research report or attend a presentation — meeting actual
customers makes it much more real.



A Practical Guide to Information Architecture ~ Learning about your users

Ideas or numbers (qualitative or quantitative)

Also think about whether you need to collect mostly qualitative
research (ideas, behaviours, observations) or mostly quantitative
(statistics, counts, etc). This will affect not only how many
people you involve, but also the way you collect information.

For example (and we discuss this further in the next section)
qualitative research is best collected via interviews, focus groups
and observation, while quantitative research is better done with
surveys or analytics.

You don’t need to choose one or the other - using both gives
you insights into different aspects of your research question. And
sometimes one type of research reveals insights that need further
exploration via the other.

A quantitative approach

Steve Baty, Meld Studios

”A few years back we were designing a Web-based business
application that would be used by front-desk staff to record
transactions. To help set the default values and some
preset combinations I went and poured through hundreds
of transactions and transcribed the relevant data. I then
performed a form of clustering analysis on the data to work
out the most common combinations of sale, which we fed
back into the design.

Three preset pairs of values accounted for slightly over
85% of all transactions, with the rest being set through two
standard select lists. The result being much faster data entry
for the front-desk staffer, and a shorter sales experience for
the customer. 7
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User research methods

You can learn about your users in lots of different ways. For some
you can use information you already have, while for others you'll
collect new information. All have their advantages, limitations and
things to watch out for.

I always use more than one of these methods. It makes it
easier for me to identify the main issues as I'll see them come up
from a couple of sources. It isn’t hard to use more than one, and it
will give you confidence that you are seeing real issues, not just a
strange result from some bias in one method".

Interviews
! Observations
Diaries /

Direct F journals
ocus groups | Task / activity

analysis
Card sorting

Collection
Method

Search logs
Website statistics
Customer feedback
Help desk
Call Centre

InDirect surveys

Self-reported Observed

Participant inviovement

® See this article for more about why to use more than one method http://johnnyholland.org/2009/08/20/practical-
triangulation/
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This diagram shows the methods you can use, depending on to the
type of involvement you have with people, and the way you collect
the data:

Direct collection involves some type of face-to-face activity
between you and the research participant. The biggest advantage
of all direct research methods is that because you're with the
participant, you can explore any issues of interest as they arise.
Indirect collection is done without any face-to-face contact with
the participant. These methods often have one big advantage: they
can collect a lot of information.

Self-reported methods rely on the participant telling you what
they think they do. These methods can involve a big bias because
people aren’t particularly good at knowing how or why they do
something (or even what they do).

Observed methods involve seeing how people actually do
something, and their biggest strength is their authenticity — all the
behaviour is real.

The different aspects are why I always use more than one method
- each from a different part of the diagram.

So finally...on to the methods.

Interviews

Interviews are one-on-one discussions with people, usually
conducted in their normal environment. They may also involve
watching people going about their normal tasks.

Interviews are a great way to gather rich, targeted information
about the issues affecting your project - the context people work
in, their tasks, their skills and their information needs. Interviews
can also be very flexible, letting you explore issues and tangents
as they are discussed. It’s a good idea to conduct them in the
person’s normal location so you can combine the discussion with
examples. They can quickly show you what they are describing to
help you understand their needs.



Interviews don’t always need to be face-to-face. You can often do
them remotely with screen-sharing technology and a phone call.
If you would like to make interviews more practical, and
less of an abstract discussion, include practical activities such as
brainstorming, card sorting (see below) or other design games’.

The main disadvantage of interviews is they can be time-
consuming - to organise, run and analyse.

Focus groups

Focus groups are small group discussions with people, usually
conducted somewhere outside a normal work environment such
as a meeting room or research facility.

Focus groups are good for eliciting feelings and opinions
about an issue, but not so good at getting practical details, unless
you include activities designed to get more realistic information.

Focus groups need to be moderated carefully. It's very easy
for people to follow paths raised by other participants and get
involved in some group-think. It can be useful to have people
do some ‘homework’ before the session — it helps them to think
through some issues, and they’re more likely to discuss and defend
their ideas if they've thought about them up front.

One advantage of focus groups over interviews is that you can
involve more people in a fixed amount of time.

Observation

Observation is all about watching people doing their normal tasks.
It is particularly good when you can’t talk to someone while they’re
doing something — for example, call centres, data processing
centres or situations that move at a very fast pace.

Observation sessions are usually more immersive than
interviews, and you may spend a lot more time learning about a
situation. You can combine the observation time with an interview
so you can ask about things you have observed.

7
http://designgames.com.au
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The advantage of observations is you get to see how things really
happen, which can be quite different to how people say they
happen. But some things you want to learn about may not occur
during your observation time, and you may need to arrange
another way to collect that type of information.

Diaries and journals

Diary studies are a way to get information about things people

do, without having to be around to observe them. Figure out what
you want to learn, and come up with a way of asking people to
record that information. For example, if you are interested in
learning what types of things people search for on an intranet, you
could ask them to jot down what they were looking for and why
every time they do a search. If you're interested in learning how
people conduct research before making a big purchasing decision,
you could ask them to make a note every time they collect
information.

Diary studies can be good for getting big picture insights for
a project, or for collecting detailed information you couldn’t get
during an interview.

The key to a successful diary study is making it easy for the
participants, and also making sure they understand what you
want to collect. Because there’s so much potential information to
collect, it can be hard to tell them what will be important before
it happens.

Card sorting

Card sorting’ is a practical way to get information about

how people think about content and categories. You provide
participants with index cards on which content ideas are written
and ask them to group the cards in ways that make sense to them.
When they finish, ask them to write a short description of each
group of cards.

® For a detailed explanation of how to conduct a card sort, see this article: http: //www.boxesandarrows.com/view/card_
sorting a_definitive guide or my book Card Sorting: Designing usable categories (2009, Rosenfeld Media)
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From this, you can learn about how people think about groupings
within content, and what content goes well together. This will help
you later on when you are designing the information architecture.

Surveys

A survey is a set of questions you ask people to complete. The
questions can be quantitative (with closed questions that can be
statistically analysed), qualitative (with open text-based questions)
or a combination of both. You can use them to collect information
about how people use something, what they may need in the
future and other issues of interest.

Surveys are good for gathering a large number of responses
with little effort. You can also use them to compare before and
after by asking the same questions.

The disadvantage of surveys is the data you collect can lack
richness, even if you ask for open-ended text responses. Surveys
don’t give you the opportunity to probe more deeply about a
particularly interesting comment, or to ask the respondent to show
you an example. You may learn what is of interest or problematic,
but not always why it occurs.

I use surveys a lot for website user research. Again, I don’t
use them as my only source of information, but to support other
methods. I usually ask the following open questions (using big
text fields):

Why did you visit the website today?/What do you usually visit the
website for?

What information do you use most often?

What do you use that information for?

Were you able to find what you were looking for?

Does the website usually have the information you need?

Is there any information, feature or improvement you would

like to see?

The first three questions are the most useful — collecting, in the
users’ words, what information is used, why and how.
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Existing data - site statistics, search terms and internal knowledge
You can learn a lot about people without talking to them. Here are
some information sources you may already have access to — and
they’re free.

Website statistics can give you data about the content people are
already using, the most popular areas of the site, and the content
people aren’t using.

Search terms (from an internal search facility and external search
sites) can give you an insight into key information needs and how
people describe their needs.

Customer emails, letters, forums, call centre logs and help-
desk queries can also give you useful information.

They can, however, contain bias. Customer emails, call centre logs
and help-desk queries often over-represent new or inexperienced
people. Website logs only show what happened, not why

it happened.

On most of my projects, this is where I start user research — by
looking around at everything we already know. It’s a great way to
get to know some of the main issues, and to think about what we
may want to learn from other research activities.

Here are some tips for collecting user research:

Have a go at it. Even if you've never done it before, don’t be scared.
You don’t have to run an academically-rigorous research program.
You just want to learn some interesting stuff about your audience,
and not make stupid design mistakes.
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» If you do interviews, focus groups or observations, record them
with an audio recorder (or video if you like). Later, create a lightly
edited transcript of the session (one with the ‘umms’, ‘ers’ and
personal comments removed). It is important to capture the
interviewees’ words as they say them - if you try to take notes,
you’ll change the terminology into your own or interpret what
people have said as you write it.

» For other techniques, capture the data as close to its raw form as
possible. For example, collect individual survey responses (not
aggregated statistics), detailed search terms (not just the top 20)
and full email messages (not just subject lines).

If you want to learn more about user research, including how
to plan it in more detail, how to run sessions and much more, I
recommend Mike Kuniavsky’s book Observing the user experience.
It’s very thorough, and a great guide.

Sometimes it’s genuinely hard to do user research. You may have
trouble getting to potential users, the cost-benefit may be very
small, or you may already be part of the user community and don’t
need to do formal research.

Even if you don’t do formalised user research, you can still
keep users in mind when working through the design process.
It’s not enough just trying to keep user needs in your head as you
work — they will slip and change as you go. Instead, take some time
to write down what you already know about users, and the types
of things they need to do. See the chapter on communicating user
research for ways to describe users so you'll remember them.
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Interview Focus group Observation Diaries/journals
One-on-one Small group discussion Watching people Ask people to record
discussion with / workshop (6-12 ppl) work, not asking them an aspect of whatever
someone about it you are studying

Collecting realistic,
rich information

Exploring an issue

Following tangents

Conduct in context
Ask ‘show me’

Prepare a guide, not
rigid questions

Audio-record &
transcribe

Can be time-
consuming to arrange.

Interview time per
person

Collecting opinions

Getting larger
numbers of people
involved

To get more practical
input

- Ask people to do
some preparation

- Use activities, not
just discussion

Audio-record &
transcribe

More time effective
than interviews

Situations when
you can't interrupt
(call centres, critical
situations)

When you want to
absorb a lot Real life

Watch then discuss

Some situations may
not happen during the
session — remember to
discuss

Similar to interviews —
time with participant
may be longer

Learning context

Seeing behaviours
you may miss in
interview/observation

Make it
straightforward and
low effort

Provide clear
instructions

Need time for
participants to
respond
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Card sort

People group content
ideas in ways that
make sense for them

Learning about groups
and terminology

This is a good activity
to run with other
methods

Needs time for
preparation. Can be
run online to reduce
collection time.

Survey

Prepared set of
questions

Collecting from a large
number of people

Quick response

Ask open questions
(rather than closed)
to get more useful
information

Can take a while to
prepare the survey.
Responses come in
quickly (if online)

Web analytics

Usage information for
an existing website

Identifying popular
content, terminology,
entry points, usage
trends

Analyse regularly

Do before other user
research

As needed

Other people

Other people already
know about your users

Getting an initial
understanding of
users based on
internal knowledge

Talk to staff from call
centres and help desks

As needed
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Chapter summary

User research is an important input to an IA project and helps you learn:
what people need

what they do with information

where they use information

what they know about the topic and technology

what terminology they use

Planning for user research involves figuring out:
what you want to learn

how much research to do

who to research

who (from your team) to involve

Common methods for collecting information are:
interviews

focus groups

observation

diaries and journals

card sorting

surveys

using existing data

There are loads of resources around about conducting user research. Try some of
the following.

Books

Kuniavsky, M (2003). Observing the user experience: A practitioner’s guide to user
research. Morgan Kauffman.

Young, | (2008). Mental models: Aligning design strategy with human behaviour.

Articles
See the list of articles at http://delicious.com/practicalIA/user research/
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Okay, so you've taken my advice and collected some user research. I
bet you spotted some interesting things along the way.

Congratulations!

The next step is to dive in and analyse what you've collected so you
can identify the key issues and be confident about what
you've learned.

Surprisingly, a lot of people forget this step and just run with
top-of-mind observations. If you don’t analyse your information it’s
really easy to just spot the things that were most important to you
(such as something unexpected), or to see patterns that don’t exist'.

The main reason people forget to analyse the research is it can
be very daunting. You can end up with a huge amount of detailed
data and feel overwhelmed about tackling it. (The other reason is it’s
much more fun doing research and detailed design than
analysing research).

But don’t worry. This chapter will help you to make sense of
all that data.

If you watch crime shows, you've probably seen one where the
investigator writes notes on the whiteboard, stands and stares at
it until the pieces fall into place (often while talking aloud). When
analysing user research, we’re trying to do the same (though not
quite as dramatically).

Like the hotshot investigator, we want to:
« identify consistent issues
« identify patterns of behaviour
» figure out which issues you are going to tackle
» keep track of insights and ideas

" Word of the day: This is called apophenia: http://en.wikipedia.org/wiki/Apophenia



76

Any analysis process can be broken down into these parts’
Prepare: Get your data and materials ready.

Deconstruct: Pull the data apart so you can look at it outside its
original context.

Manipulate: Once you have deconstructed your data, it’s easier to
identify patterns by playing around with it. As you manipulate it,
you'll see patterns and issues more easily.

Identify: Gain insights, start to generate ideas and check that the
data supports your ideas.

Summarise and communicate: Write down what you learned and
tell other people.

Preparing for analysis

When you plan to collect user research, make sure you schedule in
some analysis time. You may not need a lot, but having it in your
schedule means you'll be less likely to forget.

Then get all your data in order. Depending on the method you
use (we discuss a few methods below) you'll need to do different
things to prepare the data.

If you're working with a team, it’s a great idea to do the
analysis process together. Involving key people during the process
is easier and more effective than telling them what you learned.
And the experience of talking through the analysis makes it much
more real. This is especially important if the person designing the
IA and page layouts was not involved in the user research. Being
involved in analysis is much better than reading a report from
someone else.

2 Steve Baty, in the following article, outlines more detailed steps for the ‘identify’ part http://johnnyholland.

org/2009/02/17/deconstructing-analysis-techniques/



A Practical Guide to Information Architecture ~ Analysing user research

Just as you should use more than one method for user research,
it’s good to use more than one method for analysis. They each
offer a different way of learning about what you have. Here are five
different methods you can use.

Exploring the data

One of the easiest analysis methods is to just immerse yourself in
the data and explore it a little. This gives you a feel for the type of
information you have and the very high-level patterns.

A B G D E
Search
1 Source Tag Tag Comment frequency
2 Interviewl schedule Tlooked at the conference schedule  httle bit
3 |Interview1 reporting back 1 asked my team to find out sessions they want me to attend
4 Interviewl social done a lot of unrelated to the conference background prep
5 |Interviewl touristing food researching restaurants
6 Interviewl money 1 called my bank and let them know I'm traveling
1 downloaded the program and I probably will take it with me on
7 Interview1 schedule printed the plane
8 Interviewl sessions viill probably look at the cenference schedule and do a rough plan
9 Interview1 workshops description Tooked descriptions for the workshop
1 also used my personal understanding of people to choose a
10 | Interview1 workshops presenter workshop
11 Interview1 blogging 1 also got a usemame sorted out for the blog. I'l use that a bit
12 | Interview2 schedule Haven't looked at the schedule yet
13 | Interview2 sessions decide close to time I think I will decide in the morring
14 Interview2 sessions slides help to see the slides of the presentation, it helped me a lot
15 | Interview2 fiights company booked My company bocked the plane for me
16 Interview2 accommodation And I booked a hotel - not the conference hotel
I'm planning on staying two more days in city after the
17 Interview2 touristing conference is finished
so itis great that the IA Summit is in city It is @ great oppertunity
18 | Interview2 touristing city important for me to go to the conference and see the city.
19 Interview2 workshops description 1 just read the description and the titles of each workshop
20| Internal search schedule program 26
21 Internal search costs costs 21
22 | Internal search schedule timetable 15
23 | Internal search accommodation hotel 14
24 Internal search blogging technorati 12
The plenary speeches were very good ways to start and end the
25 Evaluation survey  structure plenaries conference
26 Evaluation survey  sessions how to The how to sessions were the most interesting
I am an experienced ia so the 'future’ / 'vision' sessions were
27 Evaluation survey  sessions visionary interesting

Figure 7 - 1. Exploring the data with a spreadsheet

My favourite way of doing this is to drop everything into a
spreadsheet with columns labelled source, tag and comment.

First I go through and record lots of stuff in the comments
column. This is the start of deconstructing the data — identifying
the individual pieces. Each row represents one thing from the
research. Yes, I know ‘thing’ isn’t a very helpful description, but
this isn’t a precise method. My ‘things’ are usually individual
sentences from an interview transcript, search terms from
internal search, comments made during a card sort, answers from
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a survey response. Each is an independent idea I may want to look
at individually. You don’t have to record every single sentence from
every single interview — a lot of it will be irrelevant - but record
anything you think could be useful for your project.

After I've recorded a pile of stuff into a spreadsheet, I start
coding the data with simple tags (keywords). Tag each line with
whatever comes to mind. Don’t worry about creating a complete
or consistent set of tags — you can go back later and revise them. I
usually have to go through mine twice and fix up some tags in the
earlier data to match how I've tagged data later in the spreadsheet.
I usually need two columns of tags — one to record the topic of the
line item, and the other to record something like how people use
the data. Don’t worry too much about my way though - let your
data guide you.

Now, start exploring the data. Sort it by tags so similar ideas
are grouped together. Look at each one for basic patterns and
interesting issues. You'll be able to identify key information needs,
the issues mentioned most frequently, how people described
similar needs (they may have done it in different ways) and
whether there was consistency between sources.

Term analysis
Term analysis is a technique used to learn about terminology and
understand how people describe ideas.
Choose something you want to know about, and use your
research notes to see how they describe it. Look for:
words used to describe the concept
synonyms (words with the same meaning)
antonyms (words with the opposite meaning)
related concepts
broader and narrower terms
concepts frequently mentioned together

You can use the outcomes from this simple analysis to understand
how people describe their information needs. It is also very useful
later on as a source of terms for navigation labels.
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Affinity diagramming

Affinity diagramming is a great team analysis activity. To start,
each person in the team goes through the research (transcripts,
spreadsheets etc), identifies issues they find interesting and writes
them on sticky notes. What is an interesting issue? Like my list of
‘things’ for the data exploration, it will come from the research.

Figure 7 — 2. An affinity diagram (thanks to Alastair Simpson for sharing it)

It may be something that surprised you, or something confirmed
by the research. It may be a particularly insightful quote from a
participant, or something you heard over and over again. And it
will include lots of simple things that made you stop and think,
‘Oh, that’s interesting’.

When the team has a pile of sticky notes, start discussing the
issues. As you discuss, start grouping the notes by similarity (or
affinity) on a big wall or table. Shuffle the notes around, move
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them between groups, even make new groups, but keep discussing
them. As you progress, talk about questions such as:

What is important about this group of notes?

Why does this happen?

What is this group of notes about — what is the underlying idea?

The actual sticky notes and the resulting groupings aren’t
important, so don’t feel you need to keep them (though I usually
take a photo in case I need a reminder). The real value is the team
discussion about the issues.

The trickiest part of affinity diagramming is determining
what issues to include in the initial activity. Some things may
only become interesting when there’s a lot of them. After the first
discussion, check the user research to see if there’s anything
you missed.

2X2 matrixes

Start as if you were doing an affinity diagram — by writing down
interesting ideas on sticky notes (you may decide to colour-code
them by participant or some other demographic as an extra level
for this technique). Take a first pass through the sticky notes and
identify two different dimensions to use - these will come out of
the data, and could include things like:

How often the participant uses the site

How experienced the participant is with the product

How familiar the participant is with the content

How they looked for information — searching or browsing

Type of task: Were they getting a quick fact or exploring

in detail?

Is the issue about a positive or negative experience?

How much content would they need to answer their question?
Any sort of demographic of the participant

Plot out the sticky notes according to where they fall on the scale
for each dimension, and then discuss what you've found. When
you've finished discussing it, find two more dimensions and
start again.
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As with affinity diagramming, the diagram isn’t the point. It’s the
discussion and the ability to look at things in different ways
that’s important.

Positive
_~
The A-Z T usually have
index works luck with the
really well search
Search is ok
when i want
something
quickly
Browse Search
4 [
A | 4
I can never
This find stuff
navigation -
the titles are
Jjust confusing
You have to
Last week i know who
wanted the does what to
policy - i had to find things
look for ages
v
Negative

Figure 7 - 3. Plotting the research findings on a matrix
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Multi-dimensional analysis

As with 2x2 matrixes, identify a set of dimensions to examine

(the ones I mentioned earlier are a good starting point). But instead
of plotting sticky notes on a 2x2, discuss each dimension with
your team.

For example if you identify a range of familiarity with the
topic, look at other aspects and see if there are differences across
people. Do people unfamiliar with the domain use different terms
to describe concepts or content? Do they need different types of
content? What do very frequent users need (are they returning
frequently to keep up-to-date?) compared to medium frequency
users (Who may be after the same content over and over) and
infrequent users (Who may just need a fast answer)? Think about
how people’s needs and experiences differ.

When you've examined all you can for one dimension, start
over with another. The discussion about people’s experiences and
needs for each dimension may also suggest new dimensions
to examine.

This may be less of a diagramming activity and more of a
discussion. It can feel a bit directionless for a while, but as you
discuss each idea, you’ll gain a deeper understanding of what’s
going on.

Tips for analysis

Here are some tips for doing any sort of analysis:

Don’t settle on the first pattern you see. Re-arrange your data using
one of the methods above and see if you can find something new.
Allow time for the patterns to form. Don’t just look at it in one
sitting — sleep on it and review it the next day.

These methods are designed for analysing qualitative information,
So you won'’t get statistics from it. This process is all about
understanding the most important issues for your users.

As you go, keep a note of important issues that come up during the
conversation. You may even assign someone to take notes of your
discussion.

For any conclusion, make sure it is actually supported by the data.
It’s easy to come up with something that isn’t real.
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Chapter summary

After collecting user research, make sure you spend time analysing it to identify
the key issues you’ve learned.

After preparing your data, use some of these methods to learn what

you learned:

Exploring the data: to get a general idea of patterns and insights.

Term analysis: to understand the terminology people use.

Affinity diagram: a team approach to identifying patterns.

2x2 matrixes: another way of looking for patterns by identifying 2 dimensions to
explore.

Multi-dimensional analysis: exploring the data against more than two
dimensions.

Further reading
For more information about analysing user research, see http://delicious.com/

practicalIA/user research analysis
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You've done your user research, and analysed the data to identify
the key things you discovered. The next step is making sure you
document what you've learned, and communicate it with others.

I know documentation is a bit of a dirty word these days, with
many web people recommending low-level documentation for
projects. I'll talk about communication a few times in this book
(for content, IA and navigation design). But out of the four things I
suggest you document, user research is the most important
(to me, at least).

I've worked on projects where the team ran big research
projects, spent hours with people, and then never wrote up
what they learned. I think this shows disrespect for the research
participants. We should treat them as our most precious resource
and do whatever we can to minimise the impact on them.

Two other problems with not recording user research
outcomes are:

The insights effectively live in the head of the person who did
the research, and so they have to be the continual champion for
the users.

Next time a similar project is run the research will start over,
covering much of the same ground.

One of the biggest benefits of recording research and sharing it
around is more people get a good understanding of the audience
and their needs. This will help in all sorts of situations:

When developers have to make decisions about something in

the interface (no matter how well you document the IA and
navigation, decisions still need to be made) they are more likely to
do it in a way that is good for people.

Managers are less likely to say “My wife/husband/best friend
really likes feature x, can we put that on the home page” as they’ll
have a better picture of the real people using their site.

People in the organisation will become more focused on real
needs and behaviour.
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I also find that writing up the research results helps me verify that
the findings from the analysis step are real. As I commit something
to paper, I check the raw research findings to make sure the issue is
real. It’s easy to ‘make up’ findings if you don’t have to write

them down!

Documenting also helps explain why something has been
done a certain way. For example, you can use the ‘evidence’ to
show that when someone looks for particular information they use
particular terms.

User research documentation doesn’t have to be a big scary
report that no-one reads. I'll show you some methods that can be
easy to produce and easy to consume, which will help other people
learn from them.

But before I jump into those, let’s talk about what you want to
get out of documentation.

Type of document

When deciding what to include in your documentation, and
which method to use, you first need to think about your audience
—who it’s for. Of course you may need to write for more than one
audience, which will mean using more than one approach.

(This should be the case for every document you produce.)

For example:

For future projects, you may want to produce a detailed report
about all your findings. While no-one might want to read it now,
it could be used when a similar research project starts in

the future.

Managers may just need an overview, and you may choose to do
something simple and visual.

If people in your organisation (or your client) have particular
opinions about what users want, you may want to focus more on
things that will highlight the accuracy or inaccuracy of

these opinions.

If your organisation is full of detail-focused people who like to
read, provide detail. If it’s full of people who are very person-
focused, provide stories.
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If this is the first time user research has been presented, and
people are sceptical, choose a more conservative type (a report)
over a more touchy-feely type (personas, described below).

So be user-centred about your documentation. Find out what
people are actually interested in from the user research and
communicate that.

When choosing a method, consider what people will need from
the information. But also let your research guide you — don’t
decide up front how you are going to communicate. And don’t

be tempted to use whatever approach seems to be popular at the
moment (personas have been pretty trendy in the past few years).
Use the method that works best for your readers and content. And
feel free to ignore my suggestions and make your own up.

But now, over to the methods...

Simple research report

One of the simplest ways to document research is as a basic report.
It’s not sexy, and not many people will read it, but it’s a great way
to make sure you've recorded a lot of detail. Include background
information like the following (which all provide credibility

and context):

How the research was conducted

How participants were chosen

What participants were asked to do or talk about

How many people were involved

In the main findings section, include things like:

Key insights (obviously)

Things that were consistent across everyone

Any differences you noticed between audience groups
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I like to include a set of detailed quotes from research participants,
sometimes as an appendix. It makes it feel very real.

Personas

Personas are representations of individual audience members.
They provide a rich description of your audience, and are a great
way to keep people in mind during a project and communicating
with other team members. As personas represent real people, team
members can easily empathise with them and over time will talk
about them as they make decisions about design elements.

Personas focus on people’s goals and describe their needs. In
this way, they're quite different to market research demographics,
which segment people according to demographic criteria. Personas
segment people based on behaviours, goals and needs. For
example, two people can be in quite different demographic groups
but have the same underlying behaviours and goals.

Personas are also different to roles — they are not job
descriptions or career roles. Just as with demographics, two people
with the same role can have quite different goals. They may have to
do the same tasks, but may approach them quite differently.

It's important to base personas on user research and not just
make them up. (A lot of people make up personas instead of doing
actual research.) Because they are so powerful - people can really
empathise with them — people forget you don’t actually know

the users. You may not spot your mistakes because the team is so
enamoured with a particular persona.
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Example persona

Jennifer is a sales rep for an upmarket kitchenware
manufacturer in Sydney. She spends her days driving to clients’
retail stores to check their stock and place orders for them.

The office gives Jennifer the schedule of customers to visit
each day. As customers have different timetables for visits, the
schedule is never the same. Her first job of the day, and the

most frustrating, is sorting out the most efficient way to get to

the clients. She is familiar with the customer’s locations as she
visits them frequently, but not as familiar with the best route between them. Sitting in
traffic all day is not Jennifer’s idea of fun. She hates being late to a scheduled customer,
and hates having to rush and arrive flustered.

A friend told her about a in-car navigation computers. She said that some let
you put in all your locations and get a map of the best way to get there, then talk you
through the directions. They can also get around traffic jams. Jennifer is not sure about
getting one - it is already hard enough to drive around Sydney without a computer
babbling at you. She also worries that she won’t be able to use it. She can’t even set
the clock on the video! How will she set all the locations and know that she’s done
everything right?

Figure 8 — 1. An example persona from an in-car navigation system project

When analysing your research data, focus on identifying key goals
that people have. The original persona methodology' focused on
three types of goal:

« Life goals: personal aspirations of the person, usually beyond the
product being designed

» Experience goals: how the person wants to feel while using
the product

! Described in Alan Cooper’s book About Face 2.0: The essentials of interaction design (2003, Wiley). There have been more approaches
developed since then
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» End goals: actual outcomes from using the product

» For most systems, end goals provide the most input, experience
goals are important and life goals provide a broader context
to remember.

When analysing user research, try to identify different goals.
Think about why people behave in a particular way, and what they
ultimately want to achieve. Goals include end results of things
people want to do, their underlying reason for undertaking a

task, and their feelings and concerns about something. Whenever
you hear someone say “I want to” you are hearing a goal. Often
asking why a user wants to perform a particular task can reveal the
broader goal behind it.

Identify the different goals and start grouping them according
to similarity. This is the trickiest part - figuring out what goals are
‘similar’ and whether to put them together or keep them separate.
Combine research participants into individual personas based on
similar goals and behaviours, not on demographic characteristics.
Try to identify a small set of personas that represent different
groups of people. For most systems you won’t need a large set of
personas — people may differ in the information they need or tasks
they perform, but overall goals usually aren’t so diverse.

When you're ready, write a description that incorporates the
goals. You can write a narrative description like the one above, or a
set of bullet points. Some organisations don’t like narratives — they
can be too touchy-feely — but are okay with a list of key features.
Add only enough personal information to fill out the persona
—don’t let them get in the way of the underlying message. Add
experience and life goals relevant to the site you're working with
so people understand why you've included them.

Photographs can also be useful, but use stock photography
rather than photos of actual research participants. A persona is a
representative user, not a real person.

Personas are only part of the documentation picture — they
describe the users’ goals, but don’t give you enough information to
do detailed interaction and interface design. For that, you
need scenarios.
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Scenarios
Scenarios are short stories that describe someone using
a product.

They don’t describe the nitty-gritty detail (e.g. the person clicks
the ‘submit’ button), but instead describe the important steps,
actions and decision points. They're written before interfaces are
designed, so they’re independent of an interface.

Scenarios often describe the system being used as a day-in-the-life
so important context is clear. They will usually focus on:

Where will the product be used: Will it be on a fast computer

in the office? A handheld device on the street? A child’s shared
computer?

Frequency and length of use: Is the task one short, infrequent
process (e.g. taking a screen shot of a website and copying into

a document)? Many short processes (e.g. reading and answering
individual emails)? A long process (e.g. quality checking an
insurance claim form)? An ongoing process (e.g. creating an
artwork using a software tool)?

What else is the person doing: Are they checking the status while
working on something else, or focused with everything else
turned off? Are there a lot of interruptions? Do they have to get up
and do something in the middle of the process (system timeouts
are terrible in these situations)?

What other products are being used: Does the person need to copy
information between products? Do they need to read a document
while filling out a form?

What are the main activities that need to be done?

What is the expected end result of the task?
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Example scenario

Jennifer gets the list of client calls by email at home before she leaves. She enters the
addresses of all the places she has to visit today. She notes that one of them must be done
at 1rram and one at 2.30pm and asks for her route to be shown.

She looks at the sequence the computer has calculated. It looks good, but there is
one client she would like to see in the morning instead of the afternoon. She moves this,
recalculates her route and gets going.

For the first client, she doesn’t need directions. She turns it on after the first client
and hears the directions as she drives. It is quite clear but she occasionally looks at the
screen when there is too much noise.

The system shows her the distances she needs to travel, so she can plan when to get
petrol. She has time after her 2.30 client, so shows the nearest petrol station and heads
there, then shows the nearest ATM to grab some cash (the route recalculates for her).

This system is turning out to be much more useful than she thought. It is saving her

time and petrol and making her day much less frazzled.

I'm often asked what the difference is between scenarios and
requirements. In my experience, requirements describe what must
be built and are great for software development processes where
it’s important to trace everything back to requirements.

Scenarios can help describe the requirements in a way
business stakeholders understand. They’re great for making
requirements come to life and understanding the full
consequences of decisions. Building scenarios with your team can
really help prioritise requirements for the project.

Research quotes

A simple way to communicate user research is to assemble actual
quotes from the research into a document, presentation or poster.
Use the actual words from participants, without editing. Group
them according to similarity. And make sure they’re balanced -
include positive comments, criticisms and requests for features
and information needs.
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Experience map
An experience map is a visual representation of one customer’s (or
aggregated customers’) experience/s with a product.

These diagrams don’t have any particular guidelines, but most
that I've seen and used have the following characteristic:

» Time: One of the main focuses of the diagram is how a customer
interacts over time.

« Touchpoints: This diagram often shows how a customer interacts
with different parts of a business (website, sales, customer service
etc) and how they connect.

» End-to-end: It usually shows and end-to-end experience.

An experience map can be done as a before and after. Use one to
show how people currently experience your product, service or

website (based on your user research) and another to show how
they may do it in an ideal future.
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Figure 8 - 2. Part of an experience map (thanks to Gene Smith from nForm). Read more about this example at

(http://nform.ca/blog/2010/02/experience-maps-cross-channel-experiences-deliverable-for-gamers)
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Other diagrams

» The top half shows people’s needs, grouped according roughly to
topic (the colour-coding shows where information came from)

« The bottom half shows content for each topic.

This diagram quickly shows what people were interested in and
what was available for each topic. In some cases there were user
needs but no content, and content without any clear user need
(not shown in my diagram). This was a very useful diagram for
discussing the outcomes of user research with individual content
providers, as they could quickly see how their work connected
with the needs of real people.

Figure 8 — 3. Information needs and existing content, plotted together
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Socialness: Watch alone
Content  No planning/dont
awareness: know what’s on
Engagement: Engagement <
\,‘\f\ 0\6

Figure 8 - 4. Diagram showing how people engage with TV

Another diagram I created aligns with the ‘multi-dimensions’
analysis method I mentioned in the last chapter. Here I identified

a number of dimensions from the data and then plotted each user,
showing where they fell for each of the dimensions. This quickly
showed there were two different sets of behaviours. I've used

this type of diagram a few times to show how individual research
participants are similar in some respects and different in others.

So keep an open mind about how to best represent what you learned.
I'm always interested in new ways of showing things, so please share
yours with me.

é\(’
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Chapter summary

The next step in user research is to communicate it to other people. This ensures
everyone is thinking about the people you’re designing for.

Commonly used communication methods include:
a user research report

personas

scenarios

quotes from research participants

experience maps

other diagrams you may invent

Further reading
For more information about communicating user research, see




A Practical Guide to Information Architecture ~ How people look for info

This chapter is a bit different to the first three chapters in this part.
It's not a ‘how to’ chapter, but rather about how people go about
looking for information, and what you need to consider when
designing for different behaviours. (Think of it as background
information about your users.)

You may have heard the myth about how people either search
or browse, but never both. That is, some people will always search
while others will always browse. I don’t know where this myth came
from, but plenty of people have told me about it. And if you've ever
been in a meeting where someone said “Why do we need to bother
with all this information architecture stuff? Let’s just put a search
engine in”, then chances are they’ve also heard the myth — and
believe it.

You can tell where I'm heading with this. It's simply not true.
There isn’t a soul out there who will only search or only browse. Oh,
people definitely have preferences. If they’ve always had good luck
with search on their intranet, they’re more likely to try that. On the
other hand, if they’ve had terrible luck searching for information,
they’re more likely to browse. And the more people use Google and
have good search experiences, the more they expect from it.

The decision to search or browse has much more to do with the
information task people are trying to perform.

In this chapter I introduce you to different types of information
behaviours, outline their core features, provide tips for designing for
these behaviours, and show some examples.

One of the most common things people use the internet for is to find
known items. When you have a known-item task, you:

know what you want

have words to describe it

may have a fairly good idea where to start

know that there is an answer

know when you see the answer
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Depending on exactly what you are doing with the information,

you may be happy with the first answer you find and may not care
where the answer comes from. It’s also unlikely that the task will
evolve while you're finding the answer.

Examples of this type of behaviour include:

finding out what ‘apophenia’ means

checking the title of the new Stephen King novel

getting a copy of the travel form

checking the price of a product (a single product in a single store —
more than that and it becomes a compare task)

seeing what films Cate Blanchett has been in

finding out what galangal is

This is a very common behaviour on the internet. I haven’t actually
counted, but I must do this at least a dozen times a day - jump into
a website to find out something, get the answer, and then leave.

L0y e e bl

it of Birstc
Camtact
Misi Bicgraphy.

Trivla

STARme; @

Al

Ml hnih
[REELFTE S T

Ly
My 1969 MaBeums. Viclona Auslisks Sge mais »

=S
e aginl, sl pubbcisl contsat i o B0RP N oy
Cle Blanchen grihusled o Auslisha's Hationsl lsalaue of Thera's no SO o
Desratse . Saa mocs » s not

Sha was swsrded ihe Ausiisken Cemanary Wl n the 200 Get ALISTAR

Cussn's Haw. . Si% Sc0 »

g 1% n popslanty they week. Ses wirg on IMDBPD
Wan Cucar, Ansthe §7 mirs & §1 nominmsons Sai ot »

AUSTAR
Wstch e Hebin Nood featuiati

e L

Figure 9 — 1. Finding out what films Cate Blanchett has been in is simple - type her name into IMDB (http://

imdb.com)
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The best design solutions for this behaviour are search and A-Z
indexes. Both can give you an answer very quickly, either by
typing your key term into the search box or by scanning a list for
it. People will occasionally browse for this type of information,
but only if they feel the answer isn’t far away.

Recipes
Glossary of food terms: G cipes homepage

ABcDEFEIHI IKLMNOPQRSTUVWXY Z

See also
. Galanaal o T « Garlic Get Cooking: watch 100 video recipes
. Gazpaa iu + Celatine + Chee Weights and measures converter
* Ginger + Globe artichoke * Gluten
« Gnocchi « Gorgonzola + Gram flour
+ Granadilla + Granita + Gratin Around the BBC
e Gravadlax or gravlax + Gravy + Grécque (ala) Guide to Organic Food
« Gremolata + Griddle + Groundnut Food and Catering
* Guacamole * Guinea fowl ¢ Gumbo

The Food Programme

ABcDEFEHIJIKLMNOPQRSTUVWXYZ
Elsewhere on the web

Food Standards Agency
British Nutrition Foundation

Farma: find farmers’ markets near you

BBC Help
ibility Help

Jobs
Advertise With Us

Figure 9 — 2. It’s easy to find out what galangal is in the BBC food glossary (http: //www.bbc.co.uk/food/
glossary/)
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Exploring is the complete opposite to finding known items.
When exploring, you:

have some idea of what you need to know

may or may not know how to articulate it

may not yet know the best terminology to use

may not know where to start looking

These ‘explorations’ don’t necessarily end. You may find enough
information to get you started, and then discover more later on.
In this mode, the information need will almost certainly change
as you discover information and learn, and the gap between your
current knowledge and your target knowledge narrows.

As an example, a few years ago I was looking for information
on the cognitive mechanisms that allow people to navigate
the physical world (I was comparing the concept of online
and physical navigation). I knew what I wanted, but couldn’t
describe it (‘navigation’ in a search engine gave me results for web
navigation), and had no idea where to start. I tried a number of
places, but didn’t succeed at all. Six months later I stumbled across
some ‘wayfinding’ papers, and realised it was the term I needed.

Other examples of exploratory tasks include:

learning how people use card sorting in their work practices
finding examples of sites with complex forms laid out using CSS
locating music I like (which for me never ends!)

Because this task is so broad, I don’t have particular
recommendations for design solutions. Needless to say search
rarely helps with this one - in a lot of cases you don’t have the
terminology to put into a search box. Links between relevant
content pages will help people move between things, and build
up knowledge.
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If you're in a situation where someone is pushing for better search,
look at your user research and see what types of tasks people are
doing. If a lot of people are exploring, particularly if they’re trying to
learn something new, find some good examples to show why search
may not be the ideal solution.

Refining and narrowing happens whenever you have a large number
of items to choose from, and you want to narrow down to just those
of interest.

In this situation, you will usually have some criteria in mind
when you start, and you should be able to recognise products that
meet that criteria. In some cases, you may do some exploring at the
start to learn about what’s important and to set your criteria, then
find a set of products and narrow down.

This behaviour will sometimes be followed by a comparison
task, which we discuss below.

Examples include:

You have thought about what is important for your next car, but are
not sure which brand and model you want.

You have ingredients for dinner, but no recipe yet.

You want to buy a birthday gift for your 5 year old nephew, and know
that he likes trucks.

The most appropriate design solutions are filters and
faceted browse.

A filter lets you select a number of criteria, and displays results
for those criteria. Good filters let you to play around with the criteria
and update results as you do so. Poor filters make you set all your
criteria up front and submit them to display results. (It's poor
because you can easily get a zero result, but have no idea which
criteria caused the zero result).
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Faceted browse let you refine a set of results one click/criteria at
a time. The best faceted browse systems let you determine which
criteria you start with and which sequence you use. You never get
a zero result as facets aren’t displayed where they’re not valid.

(I discuss faceted browse more in the section about navigation.)

2 Help

Use sliders to fine tune your car.
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P e
I care about emissions
-
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[ e—

I have lots of stuff to carry
T —

| want something quick
[E——
Top-notch quality is vital
-

It has to be cheap to run

[ — -

Figure g9 — 3. Top gear’s car chooser lets you play with different criteria to see what will suit you best (http://www.

topgear.com/au/car-chooser-launch)
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Figure 9 - 4. Wine.com lets you filter into the content one criteria at a time
(http://wine.com/)

Comparing

Comparing is all about finding 2 or more things you're interested
in, and then looking at the similarities and differences to help
you make a decision. As I mentioned earlier, you will usually
compare after you've narrowed down to a set of things you're
interested in. But if there are only a small number of products

(for example, three different software versions), you may compare
without narrowing.

Examples of when you would want to compare items include
many shopping situations, when there are slightly different
versions of a product, features for a new school or university - the
list is endless.

If you are going to design an interface that lets your users
compare, you'll need a few things to do it well:
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a very good understanding of what criteria and features are

important to people

avery good understanding of how people make final decisions
(this may not be the same as their initial criteria)
content with enough structure to display things side-by-side
a great filter, to let people narrow (if appropriate for

your content)

Comparison interfaces are hard work. I can’t stress enough the
importance of knowing what’s important to your audience to do
this well. This is one place where user research, iterative design
and usability testing are critical to the success of the site.

When you have this right, you’ll then need to figure out how
to display the results so people can easily spot the similarities
and differences and make a decision between items. This is where

people decide - to buy, or to leave.

Top Gear Car Chooser™

Compare cars

Here are the ¢ u wanted to compare.

» Select different cars to compare

MY2005 JTD
Monza
Hatchback 5dr
Man 6sp 1.9DT

Price $41,990

Performance & emissions

Fuel economy (Litres | 100KM)

€02 (gikm)

0-100 KNJH (seconds)

Top speed

Dimensions, weight & technical

Weight (kg)

Length (mm)

Width (mm}

100s of ca

Find out what we think of your

Phase Il X84 Sport
175 Hatchback
5dr Man 6sp
2.0DT

533,990

Figure g9 - 5. After filtering, you can compare car features side by side

(http://www.topgear.com/au/car-chooser-launch)
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This is quite different to some of the other tasks I've mentioned.
Sometimes you'll learn that your users just need some basic
information about a topic. (This could match a known-item or
exploratory task — they aren’t mutually exclusive.)

I mention this one because I've seen it go wrong on many
websites with detailed content, particularly Government sites.
Alot of websites I've worked with in the past few years contain
fantastic, detailed content. But they forget to provide high-level
overviews. People get very frustrated when they want just the
main ideas, a summary or the big picture, but have to dig around
in detailed content first.

The solution is simple: make sure you provide summaries
of detailed content. Depending on what you're presenting, they
could be bullet points, diagrams or even videos that communicate
the main ideas easily.

Tryeeta 2 Log in / create account
article | | discussion edit this page | | history

Pixies *
From Wikipedia, the free encyclopedia

< For other uses, see Pixie (disambiguation)
WIKIPEDIA

The Free Encyclopedia The Pixies are an American altemnative rock band that formed in Boston in 1986.

Pixies

navigation The group disbanded in 1993 under acrimonious circumstances but reunited in

= Main page 2004. Black Francis (lead vocals and guitar), Joey Santiago (guitar), Kim Deal

= Contents (bass), and David Lovering (drums) have been the band's continual members.

= Featured content While the Pixies found only modest success in their home country, they were

= Current events significantly more successful in the United Kingdom and elsewhere in Europe,

= Random article although never achieving mainstream success with their studio albums [']
search The band's style of altemative rock music is heavily influenced by punk and indie

rock, and while highly melodic, is capable of being tremendously abrasive at the

4 z - f -
same time. Francis is the Pixies’ primary songwriter and singer and has a - = 4
@ ) " ; The Fixies performing in June 2004. Left to right: Joey Santiago. Black.
distinctly desperate, yowling delivery. He has typically written cryptic songs about renas, Dave Lovirng and om Do
interaction offbeat subjects, such as UFOs and surrealism. References to mental instability, = -
= About Wikipedia violent Biblical imagery, and physical injury feature in many of the band's songs Origin Boston, Massachusetts, Unted States
= Community portal The group is frequently posited as the immediate forebear of the alternative rock Genres Alernative rock, college rock, indie rock
= Recent changes boom of the 1990s, though they disbanded before reaping any of the benefits this | years active 1925-1983
= Contact Wikipedia might have brought them.12I¥] Avowed fan Kurt Cobair's acknowledgement of the 2004-present
= Donats to Wikipsdia debt Nirvana owed to the Pixies.™l along with similar tributes by other alternative Labels 4AD, Elektra, Spin Art, Artemis
= Hep bands, ensured that the Pixies’ legacy and influence grew substantially in the Associated The Breeders, Frank Black and the Catholics,
toolbox ears following their demise. acts The Amps, The Martinis, Grand Duchy
years following their d BI0}
= What links here Website podesmusic.com g
= Related changes Contents fnide] Members
= Upload file 1 Hista Black Francis
= Special pages Formation Joey Santiago
Deintabi 40 Darard ranteact and An DL i Dimal

Figure 9 — 6. Many wikipedia articles provide a good summary before diving into detail

(http://en.wikipedia.org/wiki/Pixies)
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While some people want just a broad overview, other people want
detail — and lots of it. This is another situation where your user
research will be particularly helpful. In situations where people
need a lot of detail, you'll need to know just how much ‘a lot’ really
is. You may not be providing enough information, causing people
to go elsewhere. Or you may be still providing far more than
people need.

A good design solution that balances both these needs is
to create layers of information. Start with some good overview
information, and let people who need to dive into the next layer
for more detail. If it’s still not enough, provide another layer with
even more detail. The layering stops it overwhelming the people
who don’t need as much detail.

Have you ever gone to a website for one thing and found yourself
spending ages looking at other things on the site? If so, chances are
the site does a great job of helping you discover things you didn’t
know existed, but were interested in.

This behaviour isn’t one you undertake deliberately. I doubt
many people’ go to the web just to ‘surf’ or look around for things
that might be interesting. Or I could be wrong.

Two reasons this will come up when you’re designing:

Your business goals involve encouraging people to stick around -
to sell them product they are interested in but didn’t know about,
or maybe to expose them to more advertising.

You learn through user research that people visit your site with one
thing in mind, but actually need something else.

! with the exception of my 11-year-old daughter on YouTube
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To design well for this behaviour, you’'ll need to understand

your users. But more importantly, you'll need to understand the
relationships between your content items, so you can show people
‘related’ things. And you have to provide links to them — it is all
about capturing their attention and making it easy for them to
explore. If you can get this right, people really will stick around
and look for more. But if they can’t get around easily (with good
links), they’ll go elsewhere.
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Figure 9 — 7. YouTube appears to calculate its related videos based on the title of the video you are watching - simple
but effective (http://www.youtube.com/watch?v=n_k8_HSAl-o0)
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Figure 9 — 8. emusic provides suggestions based on connected musicians, member downloads and editorial
recommendations (http://emusic.com/)
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Keeping up to date
People often want to keep up to date with what’s happening
within an industry or topic, but aren’t looking for a
specific answer.
GOOsle Ana‘yﬂcs maadmob@gmail.com | Settings | My Account| Help | Sign Out
Analytics Settings | View Reports: [T CIE L E D (PSP S maadmob.net [~ |
pevanced Segmnts Arvetn <
i Intelligence ==
A Visitors Dashboard Mar 2, 2010 - Apr 1, 2010 ~
<3, Traffic Sources
0 Content e craph oy: [E] B[]
P Goals ]

[ Custom Reporting

My Customizations
& Custom Reports.
Advanced Segments
_l_ inteligence B=t=

=3 Email

Help Resources
(7) About this Report

(7) Conversion University

() Comman Questions

200 200

NP

o —e"N,
Mar 8 Mar 15 Mar 22 Mar 28

Site Usage

st 1,805 Visits Hv—=~ 51.36% Bounce Rate
Aty .| 5,323 Pageviews Mowiep, 00:02:18 Avg. Time on Site
N 295 Pages/Visit TN 54.96% % New Visits

200 200

1,188 visitors “

view report view report

Figure 9 - 9. Google anaytics lets me keep on touch with my website activity (http://google.com/analytics/)

Re-finding

This mode is relatively straightforward - looking for things they’'ve
already seen. They may remember exactly where it is, remember
what site it was on, or have little idea about where it was.
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Four common ways to implement re-finding are:
services explicitly for re-finding (e.g. bookmark managers like

delicious.com)

when you are signed in, you can save items (e.g. to a wishlist)
when you are signed in the site pays attention to what you look at

without you needing to save

items are saved without you signing in

These are all good for different situations. Again, you'll use the
user research to find out what people most likely need to do, and
design features to let them do it.
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Figure 9 — 10. When I'm signed in Yoga Journal lets me save my favourite poses
(http://www.yogajournal.com/poses/468)
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Figure 9 — 11. emusic keep track of what albums I've looked at (http://emusic.com)
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More ltems to Consider
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Figure 9 — 12. Amazon keeps track of what I've looked at even when not signed in

(http://amazon.com/)
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Chapter summary

People don’t have an in-built preference to ‘search’ or to ‘browse’. Instead, the
behaviours they use to find information depend on the type of task they’re
doing at the time.

Some common information-seeking behaviours include:
known item

exploratory

refining and narrowing

comparing

getting a broad idea

diving into detail

discovering unknown things

keeping up to date

re-finding

Further reading
For more information about information-seeking behaviours, see
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HOW PEOPLE THINK ABOUT CATEGORIES

This chapter is a little like the last one. Instead of a how-to chapter
it has more background information - this time on how people
think about categories. For IA work, this is very important, as

a large part of what you’ll be doing is grouping content into
categories.

So what exactly is a category? A category is an idea or a
concept that represents a collection of things. You see categories
everywhere. We even think in categories. We don’t think about
individual, discrete objects, but rather groups of objects and
abstract ideas. And because we think in categories, our language is
built around them.

In this chapter I'll describe some of the key features about
how categories work in our brain, how we think about them and
why they are important to us.

Oh, and if you think categories sound a lot like the groups
we’ve been talking about up until now, you're right. So don’t worry
about the new name. You already know what they are.

So now for an example.

A category: Sports

I sent out a tweet asking followers to send me the names of 5
sports (that’s all — it wasn’t a trick question). This is what
came back:

cyclingneckey - fOOTDAIl
e otk L
3“§sér§_b as Q p Aatl lalufcherpg
cpsera AUSTralian rules
CIriCKEeTreer porérock clirmbing
SOCCE, iy tion
H chess Uw%te[“ogﬁ?algac'n bge\ra{r!nigng
TeNNIS™SNg el e,

Pl netball i
t belt sander racing
rogaining pe anque hot dog eating american football

i -jumpi dressage wingsuit fiying
biathalonpasketoal frogjumping VNGSUIT Fui
ultimate frisbee rugby indi car racing
volleyball rugby league
lacrosse

Figure 10 — 1. A word cloud of sports
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This simple example illustrates some important characteristics of
categories, which I've outlined below.

The most important thing to know about categories is they don’t
exist independently in the world. They exist in the human brain.
They’re formed over time, based on our experiences with the
world. And because we all think differently, we all have different
ideas about categories.

There are consistent patterns. And individual communities,
cultures and workplaces will even use categories that are similar.
But no categories (or at least very few) will ever be
universally understood.

There is no ‘right’ answer

One of the things people ask me most about categories is how to

figure out what set of categories are ‘right’ for their content.
This holy grail of categorisation doesn’t exist. There is no

right way to categorise a particular set of information. In most

situations there’s more than one way to categorise a given set of

information, and the ‘right’ answer will depend on things

such as:

what people already know about the information

what they will be using information for

how they think

So why do people ask me about the ‘right’ set of categories?
Because someone told them there’s no need to do user research

for a project and understood how people think, so they should just
organise the content the ‘right’ way. And often this ‘right’ way is the
Department structure or a similarly technical aspect of

the content.
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Category boundaries are fuzzy
In workshops, I often ask people to brainstorm and write down
five ‘games’. Every time I've done this, someone has included
sports in their list (which, by the way, is fine). In the workshop
situation, there’s usually some discussion about whether sports
are actually games or a different thing altogether.

Category boundaries are fuzzy. They aren’t clear, well-defined
and universally understood. They’re messy, and the edges blur and
overlap with other categories.

Categories overlap

The games and sports example illustrates another aspect of
categories — their boundaries overlap. If I asked people to give me
the names of five sports and five games, there would be some that
end up in both categories, and quite validly too.

You'll definitely find this in IA work. When you create a set
of categories and assign your content to it, some content will
definitely fit in more than one place (though if it happens a lot, it
may be a sign you need to think more about your approach).

Family resemblance

A category can be filled with items that don’t share a single set

of attributes (in the category literature this is called ‘family
resemblance’). For example, if you look at the sports diagram,
there’s no characteristic that fits them all. Soccer, cricket and
basketball are all team sports and competitive; rock climbing and
yoga are individual sports and non-competitive

Contents change over time

Category boundaries aren’t fixed — they can change over time. For
example, as new types of sports emerge they will become part of
the ‘sports’ category.
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Dependent on context

I asked the sport question just before Christmas in the middle of
the afternoon Australian time, late evening US time and before
most of Europe woke up. Can you imagine how different this
would be if I asked it in the middle of the Olympic Games? It
doesn’t change what a sport is, but certainly changes what people
are thinking about.

Some things belong better than others

Another attribute is that some objects fit in a category better than
others - that is, there are central and non-central members. For
example, cricket, soccer and baseball were mentioned more than
anything else — certainly more than yoga and beer pong. These
things are a better fit for the ‘sports’ category.

You'll find a lot of these when you create categories for your
web content. Some things will be easy to place in the category and
people will expect to find them there. Other things will never quite
fit, no matter how hard you try.

Some categories are hard to define, but still real in our brains
Most sets of content will have a set of items that are miscellaneous,
other, general. This is a real category in our brains. We think of all
the things that fit into various categories, and will usually have
things left over.

We should expect this to happen. Again, because
categorisation occurs in our brains, boundaries change over time,
and some things fit better than others. We should expect a pile of
things that don’t fit.

Our problem isn’t usually the category of miscellaneous stuff,
but what to do with it in IA work where our job is to help people
find information. Usually I end up putting these types of things
in a category where they best fit (even if that fit is poor) or create a
single-item category (which is fine). But I keep an eye out over time
as more content is created, and modify the categories as needed.
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More than one level — subcategories

In all my descriptions above, I've talked about categories as

if they are a single level. But they’re not. Categories contain
sub-categories and sub-categories contain sub-categories and
categories can be grouped into broader categories until they make
a whole hierarchy of categories. We'll talk about hierarchies and
their different types briefly below, then in much more detail in
chapter 16 (IA patterns).

Basic level categories

If I asked what you were sitting on right now, I expect you would
more likely say chair than furniture or office chair. If you were
researching how to make your house more energy efficient you
may tell me you were interested in finding out about saving water
rather than sustainability or under-floor rainwater tanks.

These examples represent an important concept in language
and category theory — where we think and talk.

I mentioned above that all categories can be broken down into
subcategories and aggregated into broader categories.

Even though this does happen, we tend to think and talk
at a particular place in the category hierarchy. In categorisation
literature this is known as the basic level category.

Furniture

Table

Chair Bed Bookcase Desk

Kitchen chair

Office chair Recliner Sofa Electric chair

Figure 10 — 2. A simple hierarchy for furniture
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There’s a lot to this, and lots of interesting research if you're into
categories as much as I am'. But given you’re probably not, here are
the two main implications of it.

We think about ‘topics’

When we're researching and looking for information, we mainly
think about the topic we're interested in. For example, I might be
researching how to save water, reduce waste or reduce my energy
use. These are all topics. I don’t think “I'm looking for information”
or “I'm shopping” or “I'm a water-wise gardener”. I think “I want to
know more about rainwater tanks”.

This has important consequences for the type of classification
scheme you choose for your content. We’ll discuss this more in
chapter 15, but it’s almost always better to arrange content around
topics than around tasks or audiences, given this is where
people think.

People think at different levels depending on their experience

I mentioned before that categories don’t exist independently in the
world, but are formed in our brains. One important thing, which
relates to the idea of basic-level categories, is that people think

at different levels of a hierarchy depending on their experience
and knowledge about the topic. You can imagine talking to the
salesman when looking for a new bed - you’ll be talking about

a ‘bed’ (the category you use) but he’ll know and think about the
different types of bed.

This happens a lot when I talk to subject matter experts. They
think at a more precise, more detailed level. Sometimes the people
who will use their information will be thinking at a much broader
level. Your IA job is to bridge the gap between the two — not always
an easy task. But armed with a better understanding of why it
happens, you'll be better prepared for it.

! The main work in this area is George Lakoff’s Women, Fire and Dangerous Things: What Categories Reveal About the Mind (1987, Chigaco

Press). It’s a hard read!
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Chapter summary

Categories are such a key part of IA work that it's good to know how we think
about them. Some key features of categories are:

They don’t exist independently in the world, but in the human brain

There is no right answer

Category boundaries are fuzzy

Categories overlap

Items in a category have a family resemblance, but may not have a set of
features in common

Contents change over time

Some things belong better than others

Categories such as miscellaneous are real in our brains, but hard to use in IA
Categories and sub-categories form a hierarchy

We also think at a particular level of a hierarchy - the ‘basic level category’ -
though people can think at different levels depending on what they already
know. For many types of information, the basic level is like a topic — which is
how we naturally think.

Further reading
Books

Lakoff, George (1987). Women, Fire and Dangerous Things: What Categories
Reveal About the Mind. Chigaco Press
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Part 3

Understandin
Content

In chapter 1, | described how a good IA balances the needs of
people, the context (including project goals) and the content. We
discussed context in chapter 1.5, and people in part 2.

Now we’ll start looking at the content side of things — content
being the stuff you’ll provide via your site. In these chapters we’ll
talk about finding out what you already have, identifying what you
need, communicating, and planning and prioritising for release. And
in the last chapter we’ll talk about classification schemes and when

to use them.



Content you have
Content you need
Communicating about content
Content planning

Classification schemes
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Most people I talk to are working on redesign projects —
redesigning websites and intranets, updating applications, or
adding new types of content (such as video and user-generated
content) to an existing site.

When redesigning, one of the first steps on the content side
of the project is to understand what you have already. If you're
working on a new project with no content, jump to the next
chapter, which is all about figuring out what you may need.

For any content-heavy project, you need to have a good
understanding of the content before you even think of tackling the
IA. If you don’t, your IA and content just won't fit together later.

Note: when I talk about content, I'm not just talking about
words. I'm talking about everything you make available to people
- words, video, audio, downloads, files, feeds and functions. These
are all content.

Learning what you have

Learning what content you have will help you:

Understand the subject: If you're working on a new site, or a
subject you don’t have much experience with, this step will help
you to learn about the subject — essential for creating an
effective IA.

Look at it with fresh eyes: If you're working with something you
already know, it’s a great refresher and gives you another chance to
look at your content.

Clean up: You’ll get a chance to clean up old, out-of-date and
inaccurate content.

Migrate it: If you're migrating to a new IA or a new content
management system (CMS) you’ll need to know what you have so
you don’t lose anything in the migration.

Manage progress: As you work through a project, you’ll need to
keep track of things like what content has been rewritten, what
needs deleting, and what has been migrated.
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How you go about learning what you have will depend on how
much content you have. As you can imagine, the process for a
100-page informational site is different to a product catalogue with
hundreds of thousands of items.

The three common approaches are:

. Full content inventory
.Partial content inventory

3. Content audit

Full inventory

A full content inventory lists out everything on your site. It’s

the most useful approach because you get a complete listing of
everything, which means you’ll completely understand the content
when creating the IA.

Of course a full inventory isn’t always possible. I've taken an
inventory of a site with 30,000 pages, but it took two of us more
than a month to do. It was incredibly useful, and the IA we based
it on was very solid. But it was only possible because we built time
into the project to create it.

A full inventory may include a list of:

all ‘pages’

all downloadable objects, such as PDF files, documents,
spreadsheets, executables or other files

all embedded objects, such as video or audio

other content, such as reader comments

Partial inventory

If you can’t take a full inventory, take a partial inventory. This
usually collects information for a particular number of levels of
the site, though it may show some parts of the site in more detail.
It is a good practical approach for very large sites as you still get a
good understanding of the overall content in a reasonable time.
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”An Intranet I recently worked on had over 85,000
pages and no consistent IA. In this instance we convened
a team of about 8 people, conducted an inventory only
down to a certain level and identified common content
types. We then selected specific, high priority, areas of
the site to receive more in-depth inventories, which will
be conducted with subject matter experts as part of the
evaluation of content for migration to new system.”

Kirsten Hall, User Experience Consultant, www.kirstenhall.ca

A partial inventory is also appropriate if you'll be writing all
content from scratch. You won’t need a list of everything, but
you’'ll get a good idea of the main types of content that
already exist.

Content audit

A content audit collects less information than either of the
inventory approaches, and is more a sample across the site. It may
collect details for the first couple of levels of a site, then details for
different page types in each section.

A content audit is most useful for product sites. You may not
need to list out every item sold on the website, but you still need
information on a good cross-section.

As with the partial inventory, you may want to create a more
detailed inventory for some parts of the site.

What to collect

What information you collect for each page (or content item) will
vary depending on the type of project and the type of content you
have. The idea is to collect only what you’ll need for your project,
and nothing more.
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Here’s some of the information I usually collect:

Link name: The label used in navigation

Page name: The main heading on a page. This may be different to
the navigation link name and is handy to see if the navigation and
page names are different

Page URL: The full URL of the page

Content type: e.g. is it a publication, FAQ, how-to, product,
brochure, report, specification sheet, article or something else?
Resources: Are there PDF or Word documents, images or other
downloadable files attached?

Status: Is it current or out of date?

Date updated: When was it last updated?

Owner: Who owns it? (For sites with distributed authors)
Comments: Anything else you want to note

Before you start listing out all your content, read this and the next
three chapters and decide what you’ll need to collect. Of course
you may not know ahead of time what you’ll do, so don’t be afraid
to create a basic listing and expand it later.

Where the ‘content’ comes from

In most cases, you'll use the current site. But sometimes you'll
want to scout further:

If you're working on an intranet, you may want to find out where
else people get information (e.g. network drives or document
management systems). You may want to also look at how people
store information. I've seen lots of cases where people don’t have
a good place to store information and create work-arounds, such
as email folders and local drives. These can be handy to know for
your intranet redesign.

If you are combining multiple websites, make sure you list content
from all of them.

Find out if you have any customer extranets to see if they contain
content relevant to a broader audience.



127 A Practical Guide to Information Architecture ~ Content you have

I always use spreadsheets to record content inventories. I like
them because they’re so flexible — I can vary what I collect for
each project, add new information as I need to, and easily share
them with other people. You could use a database, but in 10 years
of doing this I've never felt the need to use anything other than a

spreadsheet.
A B 5 D E
] title Page title " Comments )

0.0 Home no page title
Lo UX Australia 2009 no page title Page title is long description
110 About About UX Australia 2008
111 Promote Help promote UX Australia 2009
120 Program UX Australia 2009 Program
121 Main conference UX Australia 2009 presentations: A-Z
122 Conference audio UX Australia 2009 conference audio
123 Pre-conference workshops UX Australia 2009 pre-conference workshops
1.2.4 Social Social program
1.2.5 Call for proposals Call for proposals
1.2.6 Guiding principles UX Australia 2009 program — Guiding principles

13 1.3 Reviews Reviews and posts for UX Australia 2009
140 Speakers UX Australia presenters
1.4.1 For speakers For UX Australia 2009 speakers
"Ls ‘Why attend Why attend UX Australia

1716 Pricing UX Australia 2009 pricing
17.0 Spansors Sponsors
171 Partners no page title Needs page title added
1.7.2 Sponsorship opportunities Sponsorship opportunities for UX Australia 2009
1.8.0 Venue Conference venue
1.8.1 A d. 1 Accommodation
182 About Canberra About Canberra
183 Canberra food Canberra restaurant suggestions
"9 Crowdvine UX Australia Link to crowdvine domain
2.0 UX Australia 2010 no page title Page title is long description
2.1 About About UX Australia 2010
2.2.0 Program UX Australia 2010 program
221 Guiding principles UX Australia 2010 program — Guiding principles
2.2.2 call for proposals UX Australia 2010 program — Call for proposals
2.2.3 Call for reviewers UX Australia 2010 — Call for reviewers
23.0 Sponsors Spensors

Figure 11 — 1. UX Australia content inventory
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1. Semi-automatic

If my client has something similar to a content management
system I ask them for a listing of everything in the system. If I'm
really lucky this will:

Have details about every page and object (not just titles, but links,
date updated, owners etc)

Show the basic structure of the site (if it’s a hierarchy)

Only show content available publicly

If I'm not so lucky (and I rarely am), I can often get a list of all the
files on the file system. This isn’t fantastic as I still need to do a
manual inventory, but it does give me an idea of what’s available.
One thing I usually discover is a pile of orphaned files sitting on
the server — nothing links to them, but internal search can often
find them. My clients usually don’t know they’re still available, and
we can get started on a tidy-up process by deleting them. (Don’t
tell anyone, but I love cleaning up and deleting garbage - there’s
something therapeutic about it.)

The third way to get an automated listing is by using a
program to follow the website links and produce a list of pages. If
you know how, you can also write a script to do this. As with the
CMS file listing, you'll get a list but it won’t show you how the site
is currently structured.

Even if you can get a start with an automated listing, you'll
probably need to do manual work to create a listing that shows
current structure.

2. Manual

Sometimes, though thankfully it's becoming less common, there’s
no way to create an automatic listing. In this case I have to create
the inventory manually by clicking through every page and listing
it in the spreadsheet.

I know this sounds really tedious, but looking at every page
of the content gives you a very deep understanding of the content.
You don’t get the same depth of knowledge looking quickly at the
site or reading through someone else’s inventory.
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Here’s how I create a manual inventory for a hierarchical website:
Start at the home page. In the spreadsheet, list out the main
navigation items, plus anything not included beneath one of

the main navigation items (e.g. contacts, site map, A-Z index,
disclaimer, copyright and privacy pages).

Go into the first navigation item and list out the direct sub-pages
for that item.

Start at the first sub-page and list out any sub-pages of it.
Continue going down the first path as far as the structure goes.
Go back one level and continue.

Keep going down branches and listing out everything beneath
before going up a level. This will help you keep track of where you
are up to so you'll know you've covered everything.

At each step just list the basics - link name, page name, hyperlink
and maybe whether there are downloadable files. Don’t worry
about anything else yet.

After you've listed the basic information, go back and add more
detail where you need. I do this as a second step as I find trying to
list out everything the first time around breaks my flow.

Content inventory tips

One of the most important aspects of an inventory is the
relationship between items. If your site is a hierarchy, make sure
the hierarchy is reflected in the sheet — look at the numbering
system and indenting I use in my example. This makes it much
easier to understand what you have.

One question people ask all the time is where to include
cross-links in the inventory — beneath the page they link from, or
within the section where they live structurally? I usually include
only the structural aspects or the inventory gets messy. I try as
hard as possible to list each page (or resource) only once. If you
think it's worth knowing what pages cross-link to each other,
create a separate column for it, or make a note in the
comments column.
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Ilist out all pages, but not always all resources on the pages (e.g.
the video, audio or downloadable files). If you're keeping pages as
they are, you may not need to list out all the resources. But if you'll
be using a more automated system to produce your pages in the
future you may want to list all the resources.

Other tips:

Use two monitors, with the site on one and the spreadsheet on the
other. It will save you countless mouse-clicks swapping between
the two.

I have a keyboard with browser back and forward buttons beneath
the space bar. This too saves a lot of mouse clicks. (If you don’t
have one of these you can use the backspace key in most browsers
instead of the back button).

Use standard keyboard shortcuts for copy and paste.

Stop regularly and stretch. This is one of those tasks that keeps you
at the keyboard ‘just finishing one more section’ for far

too long.

Don’t forget: there’s no right or wrong way to create an inventory.
It’s a tool for you to use, so feel free to modify my suggestions so it
does what you need it to.
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Chapter summary

The first step to working with content is to understand what you already have.
This will help you:

understand the subject (if you are new to it)

look at it with fresh eyes (if you already know it)

clean up out-of-date and inaccurate content

prepare for migration

manage project progress

This is normally done via a content inventory — a full or partial inventory,

or a content audit. The inventory lists all content and shows main content
relationships. You may be able to do it at least partly automatically, or you may
need to do it manually by clicking on every page in the site.

Further reading
For more about taking a content inventory, see
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Whether you're working on a redesign or launching a brand new site,
you’ll need to spend time thinking about what content to include on
the site.

The content you choose should not only meet the needs of the
people using your site, but also achieve your project goals.

Sometimes the choice of content is easy and obvious, especially
for small sites. For larger sites, it’s not hard to come up with content
ideas, but it can be a nightmare to figure out what to keep. (Have
you ever tried telling someone you’re deleting their content because
no-one needs it?) On top of that, you need to figure out what you can
maintain with your available resources.

We'll talk about prioritising more in chapter 14. For now, let’s
look at ways to identify potential content. Three places to start
getting content ideas are:
current behaviours
user research
your own ideas for content (or your client’s)

One of the easiest ways to get ideas for content, or to confirm what
you should include, is to look at what'’s being used already.

If you have web statistics for current content, use them to
identify the most popular content. Don’t just check the most recent
statistics — some content may be more popular at different times
of the year. Also check what happens when new content is added —
does it peak and then never get used again?

In most cases you’ll keep your popular content, though you
may want to make it easier to find. Think about why people like this
particular content, and whether you can create more like it. Also
think whether you can use it to help people find other things. For
example, you may be able to provide better links to related content.
Popular content is only popular because people can find it. If you
have good content but your statistics show that it’s rarely used,
think about why it might be happening. People may not be finding
it because it’s in a strange place in the site, or has a poor title. It may



134

be very important, but only to a few people. Of course it may not be
important to anyone, in which case you may be better off deleting
it entirely.

Even if you're working on a brand new site, you can still get
some ideas about what people are interested in. You can visit
websites like digg.com or delicious.com and see what’s popular
in your field. If you have competitors, or sites that are similar to
yours, see if they display ‘top articles’.

User research
In Part 2 we discussed ways to collect information about people’s
information needs. One of the main reasons was to help you
understand what they need and want, so you can include the right
content for them. User research is a great source of information
about the types of content you can provide.

Go through the research (you may have already done it in the
analysis step) and identify everything that indicates a
content need.

Some information needs will be obvious:

“I go to this site to download the latest research report”

“The page I use most is the canteen menu”

“Iuse this A-Z of yoga poses a lot to see how to do a pose or to
refine how I'm doing it”

Some will be less obvious. For example:

“I skim the news headlines every day and read articles that look
interesting” tells you someone is interested in the news, but
you’ll need to dig further to find out which stories are

most interesting.

“I need to convince my boss to let me attend the conference” tells
you they need something, but not what will help them convince
their boss.

When you'’re going through the user research, also pay attention to
needs for functional items such as calculators, templates
and tools.
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The easiest way to generate a list of content ideas for a new site
is to brainstorm content ideas. You should do this for an existing
site as well - you will probably come up with ideas for

new features.

Simply brainstorm with your team. Start by thinking about
the types of content you could include. Use your user research and
business goals to guide you.

At this stage it's good enough to brainstorm the types of
content you'll need. In chapter 14 we’ll discuss content planning,
where you'll elaborate on what these content ideas actually mean
and set priorities for producing them.

When you start thinking about content, it’s a good time for
competitor analysis — seeing what your main competitors provide
and how well they do it. You obviously won’t want to copy them,
but this process may trigger some ideas that didn’t occur to you.
Again, check they meet both the needs of your audience and your
project goals before including them on your list of

potential content.
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Chapter summary

The next step in content planning is to think of what you may need in the site. For a
redesign, you can use the current content and how it’s used as a starter. Add in user
research findings and a brainstorm with your team to create a list of

content ideas.
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This chapter describes different types of documents you can use
to communicate with authors and your team about content, and
offers tips on working with content authors.

When you talk about content, you inevitably talk about the
IA as well, as the two are so intertwined. In this chapter, I'll just
discuss what you may need to communicate about content before
the IA design starts.

For content authors, you may need to:

show them what content exists

discuss what should be deleted and rewritten

talk about priorities for updating or adding content
discuss content responsibilities

In the project team you may need to:
keep a record of content ideas
manage project activities such as content updating and migration

In chapter 11 I described how to create a content inventory
spreadsheet. Although I described it as a tool to learn about
content, it’s also very useful when you're talking with content
authors and your team. It may not be pretty, but it’s functional,
flexible and easy to work with.

I sometimes combine the content inventory with website
analytics data to visually show how people use it. I colour-code
rows of content according to how much people use it. It’s a
powerful way to help people see the content being used most often
(and the content not being used).

Depending on what you want to communicate to your
authors, you can also create summary charts and diagrams.
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Figure 13 — 1. Colour-coding according to popularity helps you spot patterns in content use
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Case Study: UX Aus website content

@ General content pages
@ Presentation pages

@ Speaker details

@ Blog posts

@ Functional pages

Figure 13 - 2. Content types for UX Australia

Site map

If your website is small, or you want to communicate about the top few
levels of a large site, you can draw the content inventory as a sitemap (a
diagram of the content — see examples in chapter 19). It's much easier to
look at than an inventory spreadsheet. Unfortunately it doesn’t scale well
to large amounts of content.
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Figure 13 — 4. Diagram showing user needs and content



141 A Practical Guide to Information Architecture ~ Communicating about content

A great way to talk to people about content is to match it up with
user needs. I showed a diagram in chapter 8 that shows user needs
and content matched together:

Any of the diagrams in that chapter can benefit from showing
content ideas against the user needs. It helps people see how the
content will be used, and whether there are gaps or content without
a defined need.

When you're talking to people about content, particularly
authors, make sure they have access to any information about users.
It will help them keep the users in mind as they prepare the content.

One question that comes up repeatedly is how to ‘get content from
authors’. It usually comes from people designing and building a
website who are ‘waiting for the content to arrive’ before they can
continue.

My reply is always the same: “Why haven'’t you been working
with the authors all along?”

Content is the most important part of most websites. It's what
people come for - whether it’s text, video or audio. People rarely visit
a website to see what it looks like. So the people responsible for the
content should be involved right through the process.

Content shouldn’t be treated as an afterthought, or something to
be “poured” into the website. Content is the website.

So the first answer to this issue is to stop waiting for people to
give you content and to start working together instead. Imagine how
much better, and how much more targeted, the content would be if
the authors were involved in the user research from the start. And
think how much better the 1A would be if you involved the people
who know the content best.
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But what if you haven’t done this? You can’t turn back time, and so
you’re waiting for the content. In my experience, here’s what may
have happened:

Someone has been told to ‘write the content’, but it’s low on their
list of priorities.

The content author doesn’t know what they’re really meant to
produce, and aren’t where to start.

The content author has been given the IA and told to write the
content, but they don’t understand what should

be written.

Again, the answer is to involve them more. Make sure they
understand all the background to the project, including a

good understanding of the users. Help them understand the
information architecture, and what should go where. And if they’re
having trouble fitting the content into the IA, listen to them and
adapt the IA.

Chapter summary

You may need to communicate with authors and your team about content:

You can use your content inventory, or graphs and charts, to talk about what you
have already.

A site map can show the main parts of the site as a diagram.

You can extend the techniques to communicate about people to show how the
content meets their needs.

And don’t forget to work with authors throughout the project, not just when you
want content for the IA.

Further reading
For more about communicating content, see
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With a good understanding of the current content, and solid ideas
for future content, it’s time to take the next step. You need to
define the content in more detail, think about what you need to
provide, and prioritise and plan for its release.

I often get asked to fix a brand new IA that someone else has
designed. (Yes, you read that correctly. I get called in to fix brand
new IAs, usually before they’re even released). In every case, the IA
needed fixing because the content ideas were too vague. When my
client tried preparing the new content, it didn’t quite fit into the
IA. (Sometimes it didn’t even come close!)

You should expect the IA to change as you prepare content —
some things run longer than you expect, some shorter. You may
end up with a paragraph where you thought you'd have a page.
But when the content and IA don’t fit together at all, it’s usually
because no-one properly analysed the content or defined it in
enough detail to begin with.

When you brainstorm content ideas you’ll usually come
up with high-level content types. Before drafting an IA, you'll
need to know exactly what the content will be. For example, in
brainstorming for a conference, we might say we need:

a description for each presentation

a bio for each presenter

a map of the venue

a list of nearby accommodation

information for people coming from out of town

Defining the content in more detail isn’t hard. But it is important.
Make sure you've thought about what the content actually is and
how it can be used. (You'll finish thinking about how it can be
used as you design the IA.) Do this for current content as well - it
will help you identify opportunities you may not have thought
about yet.
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Now, consider the following aspects.

Content format

For each type of content, think about the format it will be in.

For written material you could produce a publication, how-to,
brochure, report, specification sheet, article, FAQ or just a plain
old content page (or something else - this isn’t an exhaustive list).
Maybe you’d be better off with a downloadable file, an audio clip,
video or a diagram. It may even be appropriate to offer multiple
formats - you may want a video, written instructions and a quick
reference for mobile use.

dho Mukha Svanasana

complete beqlnner s qﬁide
YOg Ln

[

8r Hea o Qs M [

Adho Mukha Svanasana
(Downward-Facing Dog)

Today' Daily Tip

yogajournal.com/marketplace

Figure 14 — 1. Yoga journal has basics, articles and videos for many poses
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Look at your user research for clues about the best format for
people to use for different tasks or contexts. I've worked on
intranets full of dense policies and guidelines, and a lot of our
work involved pulling out the pieces that people most wanted and
putting them into formats that were easier to digest.

Also consider whether your site is the most appropriate venue
for communicating. I know that sounds strange, but I've worked
on projects where a poster in the workplace or a short training
course would be a much more effective way to communicate than
the intranet.

Content length

When you create the IA and page layouts for a site, you base it on

a given volume of information. If one thing contributes to my
designs failing, it’s not estimating the length or volume of content
correctly. I usually underestimate, but sometimes what I thought
would be a page of content ends up taking a paragraph.

And then there’s the other side of the coin. I've worked on
projects as an IA and content writer where someone arbitrarily
decided how much content would be in a given design. They'd say
things like we could only have 5 top level categories, a 30 word
excerpt, 200 word page and no more than 6 links in a sidebar (or
the design would implode in a puff of dust). Talk about frustrating!

Make sure you know how long your content will actually be.

If you're working with existing content, check the longest and
shortest pieces of a particular type. Look at which content you
might combine and see how long it’s likely to be. If you're working
with brand new content, draft a couple of core content pages to get
an idea of the length.

And then design for the content — don’t squeeze or pad the
content to the design.

Audiences

Check to see if there’s any content aimed at particular audiences.
If there is, go through everything you have and identify who

it’s for. When you go to design the IA this will help you decide
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whether an audience scheme is suitable (see chapter 15 for more
about this), and what audiences and content you'll use.

I've seen a website with content clearly written for a scientific
reader, even though the website was for the general public. I've
found content obviously written for children buried in a dense
government site where kids would never discover it. In both cases
I think they may have forgotten this step.

And don’t forget your user research. It will come in very handy
here, particularly if you have two or more audiences with different
understanding of the subject and different needs. You may decide
to write content specifically for each audience, or to provide
overview material for one and detail for another.

Tasks

If your users have defined tasks to do (such as booking travel or
reconciling their bank statement) see what content is available
for each task. This will quickly show content gaps, and is a very
important process if you're writing technical support material. It
may also reveal some high-priority tasks that need prominence in
the IA, or even guide you towards using a task-based classification
scheme (which we’ll discuss in the next chapter).

Accuracy

If you're migrating content from an old IA, spend some time
assessing how accurate the current content is, and what you need
to do about it. In most of my IA projects I've faced the problem
where a lot of the content has become out-of-date. If you're facing
the same problem you may need to get it up-to-date before you can
finish analysing it. Otherwise you may well be making decisions
based on the old content, not the new.

Changes over time

Find out how often new content will be added, and what type of
content it will be. This will have a significant impact on the IA you
develop, as you don’t want the content to outgrow the website.
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One of the most important things to figure out for each type of
content is whether it’s structured or unstructured (and whether
you'll use the structure in the IA).

No, you haven’t missed anything. I haven’t talked about
structured and unstructured content yet, so don’t panic. But this is
a very important aspect of content, and we need to discuss it.

With structured content every item of a particular type is
made up of the same pieces. You can look at one item and know
that all the others of the same type will be similar. If you've ever
worked with a database you’ll know what I mean - everything in a
database is structured content. All content of a particular type has
to fit into the same structure.

Unstructured content is where every item in the website
is different (structurally). As one of reviewers for this book said
“unstructured content is stuff that only occurs once in
a website”.

Case Study: UX Australia

For example, for the UX Australia conference website the following content
types were structured:

Presentation details: Title, short description, long description, presenter,
time, slideshow (embedded), audio (embedded)

Presenter: Name, organisation, URL, bio, presentations

« Blog posts: Title, post, categories

» Sponsors: Name, description, logo, URL

These things were unstructured:
» About the conference
« Why attend
« Price
» Venue details
« Links to reviews

You need to know this because it will be a significant input to how
you design your information architecture.
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The advantages of structured content are:

You can design a standard page for the content type, enter the
content in a structured way, and then use the system to generate
pages. You don’t have to create each page manually.

When anyone adds new content, it automatically gets included in
lists that link to it (such as index pages).

You can create different views of the content and store it once.
For example, with the presentation information I could create

an A-Z list of titles, a schedule, and a list containing only content
with embedded audio and slideshows. And when I add a new
presentation, it appears in the right place without an extra step.

But structured content takes more work. You need to define its
pieces, and then decide how you are going to use it. And every item
has to fit into the structure. So only create structured content when
you’ll be using the structure to automatically generate content, or
to generate different views of it.

Depending on the size of the project you're working on, and
whether there’s any time-specific or seasonal content, you may
need to decide when to release certain content.

You're likely to do this after drafting the IA, but I've included
it in this chapter because you should start thinking about it while
you're analysing your content.

In the olden days of the web, most of my projects were large
website designs or redesigns that would be launched when they
were complete. These days, most of my projects are released
in stages.

The main advantage of releasing in stages is you can release
content earlier. Projects that wait until everything is ‘finished’
get held up by the slowest content. Releasing in stages also
acknowledges the web isn’t a publication. Your site will always be
changing, so there’s no need to wait for everything to be finished.
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If you are going to release in stages, you'll need to know what
content will be released when. This probably won'’t affect your
IA design, as you may well design for what the site will look
like in the long run. Then again, it might. You may move some
information around and change things like top level categories
over time.

I use different methods to set priorities depending on the
project and content. I've outlined four, though chances are you'll
find other ways that better suit your project and content.

Cyclical or seasonal content

UX Australia runs on a yearly cycle, with different information
being released at different times. We created a map showing key
conference milestones, what content would be released and what
sections it would be in:

Milestone
E Launch Call for proposals | Registration opens | During conference After
€
g - Basic conference info | Add: Remove: Add: - Basic conference info
3 - Key dates - Callfor proposals |- Call for proposals - Overview of - Links to materials
< - Location Add: schedule - Photos from flickr
8 - Keynote speaker Remove: - Testimonials
S| g - Register now - Register now - Link to next year's
z |o conference
Rk
- What (about the conference) Add:
o |- Where (city & venue) - Why attend
g - When (detailed dates)
=3
<
- Call for proposals Remove CFP Add: Add:
Add - Presentation guide - Presentation files
- Pre-con workshops | (something te help
- Conference people pick what to
13 presentations. see — by topic,
s experience, interest)
&
2
&
- Why speak at Remove: ‘Add info about where to upload files etc
» UXAustralia (linkta |- Why speak
o CFP) Add:
= - Speakers
2 - Tips for speakers
&
- What's planned ~What's happening | Add:
= - Call for helpers?? - How to get involved | - Links to photos etc
3
A
- - Registration process Remove registration
@
2 - Prices & inclusions. form {or clase it)
B
3
 |spoensors: Add. Change ta thank our
£ |- why sponsor (deals | - List of sponsors sponsors
2 |ew)
S
a
@
Previous
| (obviausly not for first year)
3 |- tink to previous year sites
3 |- st ot all presentations {by topic, by date)
o

Figure 14 - 2. A plan for when to add particular content
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Value vs cost

On another project, we had to decide what content would go first.
We plotted the main content chunks on a matrix, with one axis
showing the value to the user and organisation, and the other
showing the cost or difficultly of producing the content. This
helped identify priorities — low value, high cost items wouldn’t be
released until later.

Effort

Phase 3 -
Valuable, but hard

Phase 2 -
Core content

Phase 1 -
Quick wins

v

Value

Figure 14 - 3. A matrix showing value and effort helps to set priorities

Scoring system

For one big website redesign, with multiple teams and sections of
content, we created a scoring system that included:

how important the content was to users (1=not important,

10= critical)

how much of it was out of date (1=out of date, to=accurate)

how much content there was (1=lots, 10=little)

how quickly the authors could get it updated (1=likely to be slow,
10=fast and responsive)
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We weighted the first criteria higher (we doubled it) and simply
added the scores up. The section with the highest score
went first.

“A method I've used for connecting personas & scenarios
to content & requirements is to create a matrix of the tasks
or steps a given persona would perform with the site, and
then rank these based on frequency and importance. This
plotting exercise can help to reveal what is most important
to allocate resources to and prioritize within design. 7

Kirsten Hall, User Experience Consultant, www.kirstenhall.ca

Core content first

On a recent project we knew some content was core to the whole
site, and a lot of the other content would link into it. We rewrote
that content first so authors could link to it as they updated the
rest of the content.

Murray Thompson, Grande Prairie, Alberta

”In my organization, I noticed that most groups weren't
moving anywhere with their website content — it was
essentially frozen from a few years before. So to help
them move forward, I worked through a process around
developing a road map for their content. I like to call it a
“future content audit”.

The way it worked was to:

1. Get key members of the group together

2. Talk about who their users are and list them out (prioritizing
key audiences)

3. Brainstorm ideas on content their audiences may be looking
for, and messages the group wanted to share (this could be
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helped along with existing personas and other user

research deliverables)

Organize the brainstormed items into a structure, including:

«  What might need a section, a page, or just a few words
on apage

*  How items are grouped and related to each other

e What’s feasible to maintain and what’s not (record
“what’s not” items, but don’t include them in the
structure)

e What content belongs to others (and can be linked to)

During the process, we didn’t look at what was in the website
already or look at what other websites had. This allowed us
to start with a clean slate more easily, avoiding “I just want
what they have” thinking or fitting things into a possibly
broken or constrained structure.

After the process with each group — which sometimes
took a couple of hours, sometimes a couple of days - I wrote
up the list of users and structured items for them. In the
end, each group had a better idea of who they were making
content for and a map of what they were working towards.
Many didn’t have very much content in the first place, so it
was easy to see what was already there and the gaps that
existed from the map.

The next step was for each group to take pieces of their
map, prioritizing the content they needed to work on. As
they worked on the content, sometimes the map changed:

a section wasn’t needed after all, or something was shifted
to a different spot. But at least they had a reference to work
with that outlined how it all tied it together. They could see
how changes affected the whole picture. For areas that put
resources towards it after the initial mapping, it helped them
get where they wanted to go.

Going through process helped people in each group
realize what they could actually use the website for and see
new possibilities. It wasn’t someone who told them what they
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should have, but was built by the group itself based on who
their users are.

From the overall website perspective, it also helped
identify common patterns and needs that popped-up across
different areas, as well as how groups were tied together in
their content. "

Chapter summary

The last steps in content planning are to define the content in more detail and
set priorities for release.

When defining the content in more detail, consider:

content format

length

audiences

tasks

how accurate it is now

what changes will happen over time

whether it is structured or unstructured (and whether you’ll use any structural
aspects in your design)

You may release your whole site at once, or in stages. If you release in stages,
you’ll need to set priorities. You can use a scoring system, determine value
versus cost or release core content first. If your site is on a cycle, identify
what content is released at each part of the cycle.

Further reading
For more about content planning
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As I've mentioned a few times, any set of content can be organised
in different ways. One of the challenges for an IA project is
figuring out what works best for your audience, your content and
your project’s goals.

In this chapter I'll talk about the different ways you can
organise your content, and offer tips on when to use a particular
method and how to use it. I'll refer to these as ‘classification
schemes’, which sounds a bit formal but helps me set it apart from
the general categorisation ideas we talked about in chapter 10.

This is just background information for you to think about for
your content. We'll discuss how to actually come up with an IA in
the next part of the book.

But first, a little background on two different types of
classification schemes.

There are two common types of classification schemes.

The first is called an exact scheme. With an exact scheme you
won’t have any problem assigning items to individual categories,
and the categories themselves may be easy to create. Some obvious
examples are time, alphabetical and geographical schemes. As you
can imagine, there’s no problem figuring out where ‘apple’ should
be categorised in an alphabetical scheme.

Some exact schemes may already have been created (such
as geographical boundaries) so you don’t have to figure out the
starting categories. You just need to decide what level of category
you'll use (e.g. what area to use for geography).

The second is called an ambiguous scheme. With an
ambiguous scheme you may well have to design it from scratch
specifically for your situation. (While there are pre-existing
categorisation schemes for many situations, for your website
or intranet you'll probably make up your own). And when start
assigning content to the categories, you'll have to make a lot
of judgement calls about what content goes in what categories
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—as we discussed in chapter 10, category boundaries are fuzzy.
Examples of ambiguous schemes include subject, audience
and task.

I'm mentioning this now so, should you decide on an exact
scheme, you can skip some of the information coming up about
creating categories and assigning content.

And now on to the schemes...

Classification schemes
Here are 8 classification schemes. For each one I'll describe when
they are most useful, show some examples and provide some tips
on how to use them well.

In some cases the what-they-are-good-for part is pretty
straightforward, so don’t be surprised when it seems obvious. But
the tips aren’t as obvious, so they’re well worth reading.

Time
Time-based schemes organise content into groups according to
when something happens. You can use them for any content where
time is a key aspect of the content.
This scheme is most useful when you know people want to
access content based on the time or date. For example:
News
Weblogs
History
TV guides
Event listings

As you can see, time can be used in two different ways — when
content is published at a particular time (news, weblogs), and
when time is a key attribute of the content (history, start times for
TV shows, events).

Time published is most suitable for content that people will
use in real time (or close to it). Think about when people will use
your information. Will they be keeping up with it as you publish
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it (as is the case with most news content)? If so, displaying stories
according to the published time will help people keep up-to-date.

But also consider how people will access the content if they've
been away for a few days, or want to see what older content is
available, or want to find something specific. You may also have to
use something like a subject classification scheme to help them.
Many weblogs do this particularly poorly, giving users only month-
based categories to help them find content later on.

Time-based schemes are so easy to design and implement that
you may use one without thinking it through. Check your user
research to see if people want to access your information in
that way.

For example, let’s say you're redesigning a TV guide and you
find most users don’t watch TV when it airs (they record shows and
watch them later). If that’s the case, perhaps you should display your
TV guide by type of show, subject and alphabetically, rather than by
time. And if you run an opinion-based news site you may choose to
organise stories around topic and columnist as well as by date.

Time is used in two ways to organise information — as a
grouping method and a sequencing method. For example news
stories may be sequenced down a page by time, but may not be
grouped by it. If you're sequencing content by time, think about
whether people need to see it ordered from oldest to newest or vice
versa. For news it will usually be newest at the top, but for some
other content the reverse order may be best.
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Figure 15 — 1. ABC news has a Just In page - good for keeping up to date with the latest

news (http://www.abc.net.au/news/justin/)
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Figure 15 — 2. Upcoming organises events by date (http://upcoming.org/)
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Figure 15 — 3. History is a natural to sequence by time



159

A Practical Guide to Information Architecture ~ Classification schemes

Alphabetic

As you can probably guess, an alphabetic scheme is also an exact
scheme - one where you don’t have to make up any categories and
can assign content to categories easily.

Alphabetic schemes can be used for practically any type of
information — as long as you can give an item a name, you can
include it in an A-Z scheme. But that doesn’t mean alphabetic
schemes are necessarily good for all content.

Alphabetic schemes work best when people know what
they’re looking for, know how to describe it, and the item
labelling matches the words that they’re looking for. (Remember
the ‘known item’ information seeking task from chapter 9?) An
alphabetic scheme is perfect for this type of task as people can
simply scan a list of words and spot the one they’re looking for.

There are only a couple of situations where you'd use
alphabetic as the main way of organising your content —
dictionaries and glossaries come to mind. But they’re great
secondary schemes to a main scheme. Even as a secondary scheme
they can be valuable - I've worked on intranets where people said
“Do whatever you like, just don’t take away the A-Z”".

When people ask me about using A-Z indexes, three questions
always come up. I'm not a professional indexer (indexing is an
entire profession in itself) so my answers just skim the surface:
Should I list things twice?

Yes, list things under two headings where there are two common
terms for something, and where you know people will use more
than one term. Be conservative though - you don’t want to double
the size of your index by adding extra terms. Do it only when there
is a real need.

Should I use more terms that are technically correct, or the words
people use?

You'll often find that people use inaccurate, outdated or incorrect
terminology. If this happens, and you know they will use these
terms, add them to the A-Z index. If you'd like to educate them
about correct terminology, include it alongside the more
common one.
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» Should I list every content page?
When you’ll be using an A-Z index, you usually won’t need to
include every content page. You'll probably want to include all
of your main topical pages or landing pages, though this will
depend on your site structure and type of content. For example on
an intranet you may have an index item for ‘Maternity leave’ but
probably not for the individual pages on maternity leave.

Your user research is a great input into the A-Z as you should have
a rich resource of the terminology people use.

E E Home
Bccessibility help
EXp | O re -the B BC Sunday 18th April 2010
FulAZ :

Dragons' Den
Drama homepage

[ Search Explore the

et Only

Click on a letter

o-slajefcflelrlc|nffofrfr]
minjojrfofrsfriuviwix|v]|z]

Dagenham and Redbridge (BBC Sport)
Dagestan (Region Profile)
Daily Politics, The
Daily Service
Dance & Electronica (Music)
Dance (School Radio)
Dance and Electronica (Music)
Dance Charts (Radio 1)
Dance Music (Radio 1)
Darts
David Jacobs Collection, The
Dead Ringers
Delicious Miss Dahl, The
Democratic Republic of Congo (Country Profile)
Denmark (Country Profile)
Derby

Figure 15 — 4. The BBC A-Z is a great way to jump to something you know the name of
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e ("% ALISTRA A JOIN THE SCI FI FORUM NOW

SCIFITV.COM.AU

Register | Login | Help

The Irternet Movie Database

Movies v TV ~ News - Videos ~ Community » IMDbPro -

Movie Terminology Glossary
letter - M

Macguffin

AKA: Weenie

A term used by Atired Hitchcock to refer to an item, event, or piece of knowledge that the characters in a fim consider extremely
important, but which the andience cither doesn't know of or doesnit care about. Examples: the engine plans in The 39 Steps, the sta
with the microfilms in North by Northwest, and the contents of the briefease in Pup Fiction

Magic hour

BP0 Z = I I -

The minutes fust around sunset and sunrise, where light levels change drastically and quickly, lending a warm orange glow to earlier
shots, and a clearer biue in later minutes that allows a crew to shoot night scenes whie light still remains.

Magnetic Soundtrack

AKA: Magnetic Print
A composite print in which the soundirack is recorded on the attached strip of magnetic tape. Largely obsolete due to high cost and
maintenance difficuities

Maintenance Engineer

Figure 15 — 5 Wondering what a macguffin is but can’t remember how to spell it? Look it
up in the IMDB glossary (http://www.imdb.com/Glossary/M)

Again, geography is an exact scheme — once you have a set of
boundaries, it’s easy to tell which category or area a particular
things belong to.

This is almost obvious, but geographical schemes can be used
for any content with some sort of geography as a key attribute.
And just like time and alphabetical schemes, the real trick to using
it is knowing whether your users want to access information
geographically.

I can’t tell you how many web and intranet project meetings
I've been in where someone has said “We should just include a
map on the home page and let people use that”. In some cases it’s a
perfectly good suggestion, but in others it’s not so good.

So when is it good? There are two real criteria for a successful
geographical scheme. The first is what I've already said a number
of times — your audience must want to access information in that
way. The second is more important — they must understand the
geography you're using, often in quite a lot of detail.
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As an example (and I've changed this slightly to protect my client),
I once worked on a project to provide information about changes
in water volumes over the past 100 years. And of course the
inevitable statement came up - that we should just include a map
on the home page and let people drill down to see information
about their local area. That wasn’t necessarily a bad idea — we
already knew people were interested in what was happening
around them and would want to know this information. The big
problem would be narrowing down to ‘around them’.

S 7 -ET

Figure 15 — 6 From (http://en.wikipedia.org/wiki/States_and_territories_

of_Australia)

Here’s a quick introduction to Australian geography. We have 6
States and two Territories.

Every Australian knows what State they’re in. But States are
big, and this information would have to relate to much smaller
areas. So we talked about what we’d do below state level and
everyone (on the client side) agreed we would base it on... water
catchment areas.
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Two big problems with the idea. First, hardly anyone knows
what catchment they are in (I wouldn’t have a clue). And second,
catchments (where the rain falls before ending up in rivers and
water stores) don’t care about State borders.

I've seen the conversation repeated over and over; “We should
use a map”, “What boundaries will we use?”, “Oh...”

This can happen even at a broader level. While every
Australian knows what State they’re in, they don’t necessarily
know what State some of Australia’s key tourist attractions are in
(me included). This posed a real challenge for a tourism website I
worked on, and we had to make sure we offered both geographical
and topical approaches to tourist attractions.

Another thing I've experienced is the difference between
using a map to display information and using a map to navigate to
it. Two quite different uses for maps that can mean quite different
things for users. Think about what you're trying to achieve with a
geographical scheme/map. Are you trying to show precisely where
various objects are in the world? Or are you trying to help people
get to content about a particular area. By figuring this out the
map’s purpose will be clearer, which can be important.

A . — - ‘
WW Travel’svenough of an adventure -
T ——

Home Destinations @ Community - Shop Hotels &hostels  Travel senvices Rewﬂe'

Select a region
Africa

Antarctica

Asia

Caribbean Islands
Central America
Europe
Migdle East
North America

‘South America

KA\
Go to a destination
Country/Region/City

Places we're loving

htip: it hink time va inlned e nak

Figure 15 — 7. Naturally, Lonely planet organises a lot of its content by geography
(lonelyplanet.com)
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This Weekend [+] = or choose analher date * Recommended foryou  [Event [+]

Advanced Search
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calendar first
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e Fning League
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2
Fireworks Tuggeranong Youth...
Phantoms, Heroes For Hir, regner,  Greenwiay, Canberra,
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ustrala
==
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The Snappers Trinity Bar, Dickson
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The Red Shore The Jam Factory
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Captal Terriory, Australi

Figure 15 — 8. Lastfm lets me see gigs near my local area, or in other locations (Last.

£m)
=/ Cart 0 Your Etsy Help Register Signin
Etsy Handmade | » Search
Home > Buy > Geolocator 3 maximize view
Geolocator 3 Search: @ places O tags O materiak O sellers
search places... resuts page 1 of 10+

N

Figure 15 — 9. Etsy lets me search for items by location (etsy.com)
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(A map for navigation doesn’t need to be particularly accurate, but
a map for displaying information certainly does.)

As with the previous two schemes, geography may be good
as a secondary way to access information, supporting one of the
other schemes.

Format

Format is another exact organisation scheme, where you organise
your content around the format of the file. This is particularly
common on sites such as instructional websites (where they
group videos, articles and tutorials) and article websites (where
they group articles, interviews and tools).

Again, it’s a fine way of organising your content as long as
your audience expects and wants to find it like that.

I must admit I have my reservations. I think people think first
about what they want to do and then about the format they want
to see it in. If I want to find out how to varnish my back verandah
(something I did need to do recently) I'll want to find out about
varnishing first before deciding whether to read instructions,
download a brochure, watch a video or hear a description.

ZUNNINGS LOWEST pRICES
warehouse PEGINNING - .

BUNNINGS DISCOVER LEARN SUSTAINABILTY  GIFTS. our CONTACT US.
HOME OUR STORES HOW TO D Y. SOLUTIONS GUIDE SERVICES £ ABOUT US

You are here: Home > Learn How to D.LY. Sion In| Register

Leam How to D.LY. x# Lean How ToD.LY. YOUR LOCATION

Dowener, ACT 2602
Your Nearest Store is:
Belconnen

Find Another St
Start your home improvement e Aneinersore

projects here, with a wide range of CHANGE YOUR LOCATION
helpful advice and tools from
Bunnings experts. reone |

Don' know the posicade?
View free DLLY. online videos :

featuring Bunnings team experts, or
download them as digital files ™

=

» viEw | [ view

CATALOGUE

D.LY. Books &Planners D.LY. Brochures

s

View a range of Publications to
help you complete your projects
around your home and garden.

i

Choose from a range of free D1Y. g
brochures you can downloadand [l
print

MAGAZINE

D.Y. Caleulators DLLY. Kitchen Planner
Free tools include a garden

calculator, a paint requirements Start designing your new Kichen
Jculator = h

with our interactive online D.LY.

Figure 15 — 10. Bunnings (my local harware store) has a great DIY section, organised by
format of the content. I'd prefer to see the topics, then choose a format

(bunnings.com.au)
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I certainly don’t want to look in three different parts of a site to
see what’s available. But format is a great way to show people the
different types of information available once they’'ve found

the topic.

Organisational structure

Another exact scheme, and one you’ll come across in both intranet
and website work, is the structure of the organisation you're
working with.

This scheme comes about because it’s easy for authors — they
can prepare information and put it in ‘their’ part of the site. And
managers can see not only where their stuff is, but also the stuff
for their section.

The biggest problem with this structure is anyone who needs
the information needs to know who is responsible for it.

So generally, this is a bad way of organising information. Of
all the projects I've worked on I've suggested the organisation
structure be retained only twice (and both were for intranets):

In a very small organisation where everyone actually did know
who does what. This was supported via user research.
In an organisation where structure and rank matter a lot. In my
situation, this was a Defence Department. I saw little point trying
to remove the organisational structure from the intranet as the
internal structure was so much a part of how they thought. It
didn’t mean that staff knew who did what though, so we provided
other ways for them to find information (see the Focused entry
points pattern in chapter 16)

”I was once working on a project for a client in the

financial sector where the intranet was categorised by

the name of the teams. The problem was that whenever a

restructure occurred, no one could remember the name of

the team! This was a particular problem for the front-line

staff (those facing the customers) as they didn’t have time

to find a particular piece of information by determining

the team name. The additional challenge was that many
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of the teams didn’t have easily identifiable names. This
resulted in a lot of printed material that got out of date
quickly, many excel spreadsheets living on desktops
and a heavy reliance on phone calls between teams. "

Ruth Ellison, Stamford Interactive, stamfordinteractive.com.au

Task

Task is the first ambiguous classification scheme we’ll discuss.
Because it’s an ambiguous scheme you’ll have to come up with the
categories first, and then assign content to them.

Task-based schemes are interesting. On the surface they seem
to be fairly easy — just organise the content around the main tasks
that people do. But whenever I've tried doing this (usually because
a client thinks it’s a good way to start) we end up with so many
and varied tasks that it becomes too hard. Even if we come up with
a draft, we often find that most of the time a particular piece of
content will apply to more than one task.

sionUp | Login | Help | Security Centre I:l Search
PayPal

[ tome IEEREIEER Gusiness | Products & Services

Get Started  Start Shopping  Send Money  RequestMoney  Buyand Sell on eBay

Join PayPal Today
The safer, easier way to pay N y j
Sign Up for the things you love
Now over 150 milion accounts - -
worldwide

Log In

How does my PayPal account
work?

How can | contact PayPal?

Problem with login? Where can | use PayPal?

Top Questions

account with PayPal?’ Pay With VISA E
+ How d PayPal keep -

m[:“;afn:‘)s Duti s Ideal for shopping online Accept payments for low fees

How do| use PayPal for
PR Get a Personal account - Its a secure and Get a Premier account and accept bank

International purchases?

fast way to send payments. account, debit and credit card payments
securely anywhere you sell online
+ Send Money

* Receive and Manage Payments
* Request Money

Figure 15 — 11. Paypal starts with a simple audience scheme, then uses a task based
scheme at the second level - sensible for them as there are a limited number of clear
tasks (paypal.com)



I've found that task-based schemes work best when:
» There are only a small set of tasks
« The main tasks have quite clear boundaries
» Your content is easy to allocate to the task groups
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0

Figure 15 — 12. Even Xero, which is a web-based accounting application, doesn’t use a task-
based structure, but topic (xero.com)

Task-based classification schemes tend to be more suited to things
like web applications more than websites and intranets. However,
even something like accounting software (which is quite a task-
based activity) doesn’t fit into tasks, but instead to the content
types you'll work on.

When you're looking for tasks in your user research, keep an
eye out for phrases like “I need to” or “I do”. Whatever follows is
usually a task.

Audience

Audience schemes are very much like task-based schemes, in
that they often sound like a good approach on the surface but are
harder than they look.
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Audience schemes are suitable, and only work when:

You can split your audience into groups, with very clear
boundaries

At any point in time, a user can identify which group they belong
to (they may switch groups for different tasks - this is okay as long
as they know where they fit each time)

Your content assigns across audience groups without too

much overlap

@ MONASH University

Staff directory | A-Zindex | Site map Search

Community summit
Community-Campus.
Summit on Intemational
Students shines light on
student experience.

Information for
Fuiure studenis courses and information for local and infernational students
Current students askmonash, study resources, careers and employment
Staif employment, resources and contacts

Alumni events, privileges and networks for Monash graduates Digital divide
Industry on and Robust, free-standing

. computer terminals are

- ~ nelping to bridge the digtal
Information about divide In South Africa.

Research experts, achievements and commercialisation

Mothers Day Classic
International engagement, collaborations and profiie |
Join Team MONASH™ at
Education quality, support and resources

the Mothers Day Classic -

Giving to Monash support research, teaching and leaming through Sunday 9 May.
philanthropy Registrations now open

Services and adminisiration divisions, facilties and contacts

News, events and media

The M h C medicines - Do they help diabetes and heart patients?
s liimE Monash University are leading a stuay to

Figure 15 — 13. A lot of universities use an audience scheme. Monash university has
information for different audiences, plus information about various topics

(monash.edu.au)

Premier Logn | Support
ForSmallAnd  _ ForPublic . Forlarge Keyword or E-Value Code Search Q)
Medium Business sector Enterprise P

Need yours delivered

fast?
Our popular FastTrack PCs are pre-built and
< ready to be shipped!

Get Yours Now >

<12 3 a»

What's New Headiines Dell Deals

Figure 15 — 14. Dell use audience as the primary scheme for their content. Unfortunately
| never know whether | have a home office or small business, and wonder what the
difference is (does the ‘other group’ get different prices?) (dell.com.au)
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Again, this is much harder than it seems. In most cases when we
start along this path, it’s hard enough identifying the audiences in
the first place - people cross over groups and aren’t sure who they
are, and a lot of content applies to more than one group. If you
have this problem, try a subject-based scheme as your primary
scheme and use an audience scheme as a secondary way to help
people find specific information.

If you decide an audience scheme is best for your content:

Make sure the boundaries are clear. For example, don’t use small,
medium and large — use numbers to describe what they are about
Label the groups in the same way that your users will talk

about them

Breaking News

2010

10- 15 April 2010

Atlanta, GA, USA l '
“Every little thing we learn

about methods, or design

features, or technologies

can help improve the products

and systems we build*

About CHI

@ 38th CHI Conference
@ 2000 Attendees

@ 35 Countries

@ 40-50 industry exhibitors

@ Ssponsor: ACM

Welcome to CHI 2010

INFORMATION FOR CHI 2010 ATTENDEES WHO ARE GROUNDED DUE
TO FLIGHT CANCELLATIONS

@ CHIPost Update: Marc

Figure 15 — 15. | was looking for the program and list of speakers for this conference. |
assumed ‘Authors’ was a list of authors - no it was information for authors. | eventually
found the program and speaker list under ‘Attending’.

If you do decide to use an audience scheme, take care with your
labelling. One of the most common mistakes is not being clear
about whether a group is about something or for a group of people.
For example, are the groups Students, Parents & Teachers a list of
people, or information for these groups. It is usually fairly clear if
the whole classification scheme is audience-based, but harder to
determine when the scheme is mixed.
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One last thing to keep in mind when creating audience schemes:
you can potentially limit access to information by audience, or
at least make it hard for them to find a full range of information.
If your audience groups are sensitive, or it looks like you're
restricting access by audience, make sure this is what

you intended.

Subject/topic

The type of classification scheme you’ll use most often is a subject
scheme (or topic scheme - I use the terms interchangeably). And
chances are you'll be coming up with it from scratch. A subject
scheme groups similar things together based on what

they’re about.
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I'll talk some more about what makes a good subject scheme

in part 4, which is about how to actually create your IA. But for
now, it’'s worth knowing this type of classification scheme works
well for most content. (I'm yet to meet a set of content I couldn’t
arrange topically.) And as long as you can do it in a way that
makes sense for your audience, it will be suitable for them as well.

Combination schemes
I've described these classification schemes as if they are all
independent. In reality you can use a combination.
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Figure 15 — 18. The Australian Taxation Office provides audience, task and topic entry points
on the home page (ato.gov.au)
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You could:

Mix up types at each level

Start with one type and use a different type at the next level
Use more than one approach for your whole content set

There are no hard and fast rules. The main things, as I've said,
are that it works well for your audience, they expect to access
information in this way, and it works well for your content.

Often, the choice of a classification scheme, or schemes, is
straightforward. As we have seen, some schemes naturally suit
particular types of information or user tasks.

We'll talk some more about this in part 4.

Wendy White, Online Projects Developer, Scitech, (www.scitech.org.au)

#1 — Scitech’s Outreach Programs website

Scitech is an interactive science centre in Perth, Western Australia.
In the early half of the millennium, Scitech’s web presence was
actually three distinct domains and websites — one for their
internal programs, one for their external programs, and one for
their planetarium.

About five years ago the decision was made to consolidate
these websites into one. Each original site used a different IA
classification scheme.

While overall the combination of the three websites made
sense, the department running external outreach programs were
tough to convince when it came to changing the structure of
their navigation from an audience-based to subject-based. They
had used the audience-based structure for almost three years, it
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was familiar to them, and they felt that their audience would be
confused if it changed.

Their second concern was not too difficult to address. Based
on the information we had, their website’s audience tended not
to use the site more than once or twice a year, usually to perform
a single task. So it seemed unlikely that a large number of visitors
would have memorised their routes through the website. We
questioned a few users of the website, and even the ones who
had visited it in the last month were only able to recall the colour
scheme - none of them could recall the path they used to locate
information. So “upsetting the users” was not a great concern —
unless we made the IA completely clunky and hideous, of course!

The external programs website was divided into three large
sections — For Parents, For Teachers, and For Students.

One of the more obvious problems with the original structure
was the potential overlap between the parents and teachers
categories. If I want a fun activity to do with my kids, will that
appear under parents? Teachers? It could believably even appear in
the students area. Which itself was also a little vague as to which
students it was catering to. It was aimed largely at those in the
Upper Primary level, which at the time was the main audience of
our external programs.

The content management system being used at the time also
didn’t allow a page of content to appear under more than one
classification. This lead to inconsistent duplication of information
between audience areas, with some duplicates being updated and
others forgotten about.

A new IA was decided upon in time, however, and our external
programs are now ordered by subject — there are career programs,
maths programs, science activities designed for ESL (English
as a Second Language) students — and this scheme seems to be
working quite well. However, in the middle of 2010 Scitech will be
conducting a series of site-wide usability tests — then we’ll really
be able to see how our audience is finding the information they
need on our website.
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#2 — ScienceNetwork WA changes from geographic to subject
The ScienceNetwork WA website is a government-supported news
website which focuses on scientific research and development
occurring in Western Australia.

When it was first created, events were organised by time,
and news articles were divided up by location - ‘Local’ (Western
Australian), ‘National’ and ‘International’. After that, articles were
sorted by month and year published.

Organising the articles by location at some point must have
made sense to someone, somewhere. It doubtless came out of the
desire to illustrate WA’s place in scientific research in comparison
to the rest of the world. It didn’t make a lick of difference to the
website visitors, however.

Another problem with the structure at that point was
that many news stories could be classified as both ‘Local’ and
‘National’ even ‘International’ when several universities across
the globe collaborated their astronomical research, for example.

After some discussion, it was decided that the news and event
listings would be best sorted by subject, then date. We spoke to the
journalists, scientists and general audience to find out what labels
they used to categorise various areas of science. We found that it
was best to first divide news up by broad area of science, such as
Space, Agriculture, Technology and so on, which would take you to
that subject’s page with the latest stories. For specialist users, we
then offered a secondary level of information dividing the broader
areas into even more specific categories, such as Radio Astronomy,
Microwave Astronomy, Astrophysics etc.

Most users are content to browse by the broad categories,
but the few users who report an interest in more specific areas,
usually the scientist and industry types, use the additional level of
navigation to drill down into their areas of speciality. The IA is still
undergoing some tweaking, but the subject-date categorisation is
far more successful than the geography-date categorisation.
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Chapter summary

Any set of content can be organised in more than one way. One of the most
important decisions is choosing how you’ll organise content so it is useful for
your audience.

You can use a range of classification schemes, including:
NG

Alphabetic

Geography

Format

Organisational structure

Task

Audience

Subject or topic

Of course, you can use more than one of these, and even mix them up.




Part 4

Designing an
Information
architecture

So far we’ve talked about the three inputs you need to make an
IA - goals, an understanding of the people, and an understanding
of the content. And you’ve learned some background ideas about
classifications.

Here’s where we start to pull it all together and create an
IA. This section describes IA structures and common patterns,
the importance of language and labelling, the process of actually
creating an IA, testing it and communicating it.



|A patterns

Labels and language
How to create IA
Testing IA

Communicating IA
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This chapter is all about IA patterns — common approaches to 1A
for different types of sites. You can use these patterns as a starting
point when figuring out your own IA. Chances are your site will fit
into one of the patterns, or maybe a combination of them.

A pattern is a common solution to a design problem that crops up
again and again.

The idea of patterns came from architecture'. As you can
imagine, buildings have common issues that need to be addressed
over and over - the relationship between food preparation areas
and food serving areas, how people will enter a building, and
integrating the inside of a room with the outside, and so on.

Patterns are also common in software development (another
place where the same issues crop up again and again) and provide
developers with solutions to software design. They are also fairly
common in interaction design, providing designers with re-usable
solutions to common needs such as login forms and pagination.

One of the key ideas of patterns is that they emerge from real-
world use. You don’t sit down and try creating a set of patterns for
a brand new field. The patterns we discuss below are generated
from the wild - from seeing how people come up with common
approaches to common problems.

IA patterns

I said earlier in the book that IA is relevant for a range of areas
where people need to use information. I'll be deviating from
that slightly in this chapter and talking mostly about website IA
patterns. These patterns are also relevant for intranets, but may
not apply as easily to things like web applications and mobile
applications - consistent patterns will emerge for these areas
over time.

1 . . . . aqs
The most famous architectural work on patterns is Christopher Alexander’s The Timeless Way of Building (1979)
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I'm also sure I haven’t found every different type of IA pattern.
If you have a site that is very different to all of these (and you've
seen others like it) let me know and I'll add it to the book website.
Below I describe the key features of each pattern, when they
are good to use, and provide some examples of sites that
use them.
First I'll talk about four simple patterns (hierarchy, database,
hypertext and linear) then combinations of the three.

Hierarchy

We've all come across hierarchies, and indeed we have talked
about them already in this book when we talked about groups and
subgroups. In a hierarchy, the relationship between items is one
of parent and child; broader and narrower. It's about aggregating
upwards into broader groupings or splitting downwards in
narrower groupings.

Hierarchies can described as broad or deep:
» A broad hierarchy has a lot of items at the top level, but few levels.
» A deep hierarchy has a few items at the top level, but many levels.

sEee

Figure 16 — 1. A hierarchy pattern
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Figure 16 — 2. We've
all seen hiearchies -
computer file systems
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A hierarchy can also be described as strict or polyhierarchy:
In a strict hierarchy an item can be in one and only one place.
In a polyhierarchy an item can be in more than one place.

Strict hierarchies are necessary in the physical world - after

all, it is impossible to put an individual item in more than one
place at a time. However, in the electronic world it is easy for us
to put things in more than one place. It also copes better with
the messiness of real-life categories, letting us place things
that people expect to find in more than one place and allowing
category boundaries to overlap.

Because hierarchies are a simple and familiar way to organise
information, they are suitable for a wide range of content.

They are particularly good for small websites that need
nothing fancier than a couple of levels of hierarchy — a top level
(home page), some second level pages and maybe a few more
detailed pages beneath them.

Although hierarchies are particularly good for small websites,
they can also be used for larger sites as well. They are particularly
suitable for content-heavy websites where the content is
quite varied.

They are also good when your information contains different
levels of complexity. For example, you can present overview or
broad information first, and allow people to drill down into more
detail as they need it.

Everything in 3 clicks?
For many years a web myth stated that everything should be fewer
than three clicks from the home page.

For many sites, this is just impractical. To fit everything into a
hierarchy like that, there would be so many items at each level it
would be impossible to select.

Instead, it’s far more important that people can make easy
choices at each level, and know they’re on the correct or
comfortable path. People really will keep clicking if they feel like
they are on the right track and learning as they go.
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Database

You've probably come across databases — computerised storage for
all types of information. Here I'm talking about a database not as a
technical object, but rather as a conceptual pattern.

The common aspect of databases (technical ones) is that
there’s a planned structure (or model) and all information has
to fit into that structure. You can’t shoe-horn something into a
database that doesn’t fit the model.

The database pattern is similar - it’s for content that has a
consistent structure. The individual pieces of content may have no
relationship to one another - they certainly don’t have the parent-
child relationship that hierarchical content does — but they have
the same structure, and are made up of the same pieces.

Figure 16 — 6. A database pattern

For example, on a website like etsy, these two items don’t really
have anything in common:
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But they have the same pieces that make up the listing:
title

description

tags

materials
location

payment methods
date added
photograph
category

colour

Every product on etsy has to use this same structure.

The database pattern can be used for quite small sets of
information, or ones that are very, very large!

One of the big advantages of database structures is that you
can store the data once then use the pieces of the structure (the
metadata — see the sidebar on page 187) to display information in
different ways.

For example, on etsy, you can find content via category (which
is a small hierarchy), colour, whether it is local, and even recently
added. This gives your people different ways to find content
they’re interested in. The absolute worst treatment for this type of
content would be a hierarchy or any pattern that allows only one
way into the content.

Database structures are good for music, product catalogues,
books, articles, weblog posts and much more - really, anything
where the content pieces have a consistent structure. They are
great for situations where people may want to access the content
in more than one way.
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Let’s not get too technical or scary, but this is where metadata
comes into the information architecture story.

Metadata is often defined as ‘data about data’ (or ‘information
about information’). It may not be a very helpful definition,
but it is an accurate one. Metadata is all of the information that
describes or relates to a piece of content.

There are three different types of metadata:
Intrinsic: What the object actually is
Administrative: How it is used

Descriptive: Description of the item

For a weblog like the UX Australia, metadata items may include:
Type: blog post (intrinsic)

Author (administrative)

Date posted (administrative)

URL (administrative)

Status: published (administrative)

Title (descriptive)

Category (descriptive)

Tags (descriptive)

This metadata can be used to for two main things:

Generate lists of particular content (e.g. show all content in the
‘Announcements’ category)

Choose what to show on a page (e.g. include title, author,
description and category).

That's really all there is to it. The hardest part for a project is
deciding what items to collect and what their content is (and so,
what categories you will use). We discuss this more in

chapter 18.
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Hypertext

The hypertext pattern is an interesting one for information
architecture as it’s almost a pattern of an anti-structure. In this
pattern, content pieces are connected to one another simply
according to relationships between them. There’s no master
structure like either a hierarchy or a database — content is just
joined together via links.

/

Figure 16 — 12. A hypertext pattern

The best example of a hypertext structure is a wiki.
Wikis don’t have a pre-planned structure — content is joined by
links embedded in the text.

And the best example of a wiki is Wikipedia. It’s a perfect
embodiment of the hypertext structure. There’s no master
hierarchy for Wikipedia content, nor is there a strong database
structure. (Yes, it is stored in a database, and has some very
basic pieces like heading and descriptions. But it isn’t a database
structure like the ones shown above.) Each page is independent,
connected to other pages by associative links:
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Hypertext structures are particularly useful when the content

is being developed over a period of time and you don’t know
exactly what you are going to create. In this situation it would be
practically impossible to identify a detailed structure up front, or
even to identify a basic pattern for a site. A lot of documentation
projects start like this — people write individual pages of
documentation as they get around to them and make relationships
between them with links.

Many sites that start with a hypertext structure are later re-
organised, when the content is known.

The main issue with hypertext structures is their success
depends entirely on people making connections between content
pieces, and linking them together. Unlike hierarchies where you
can see the next level down, or databases where you can display
all content of a particular type, hypertext structures don’t have
the ability to show related content automatically. If authors don’t
know what’s around and don’t create links, there is no way for
people to find the information.
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For further information on template tags and templates in general, see the following T ommE About WordPress

= Stepping Into Template Tags - an introduction to Template Tags. Codex

= Anatomy of 3 Template Tag - details of how to put Tags into Template files. Resources

- How to Pass Tag Parameters - details of how to use Parameters with Tags. Community ports!

+ Include Tags - additional tags related to including one Template file within ancther. [
+ Conditional Tags - additional tags, not shown here, related to making your Templates more flexible with options.
+ Function Reference - additional tags related to core WordPress functionality. Reeent changes
+ Deprecated Functions - additional tags tha are Deprecated. Random page

+ Templates - a comprehensive list of Template, Theme, and Tag resouirces. Help

= Stepping Into Templates - introduction to Template files.

Figure 16 — 14. The wordpress codex (documentation store) is a hypertext pattern - all
pages are at the same ‘level’. There are some entry pages to help people get started
but mostly people will use links to get around (codex.wordpress.org/Template_

Hierarchy)

Linear
Alinear pattern is just as it sounds - one thing follows another in
a straight line.

Figure 16 — 15. A linear pattern)

Linear patterns aren’t particularly common on the web — we
mostly use patterns that let people jump to content in a way that
makes sense for them.

However, you can use a linear pattern if you have a situation
where people must understand one thing before they move onto
another - usually for instructional material. Don’t use it unless
people really must read things in order, or it will just
frustrate them.
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Combined patterns

Now let’s look at how these three simple patterns can be combined
to create more complex information architectures. There’s some
overlap between these, so don’t worry if your site doesn’t fall
exactly into one or another.

Simple hierarchy + simple database

B —]) —])

Figure 16 - 16. A hierarchy plus database pattern

One very common pattern (probably the most common pattern
on the web) is a combination of a simple hierarchy with some
database content.

This pattern is suitable for all sorts of small, medium and
large sites. It lets you create hierarchical sections of the website
for basic content, and then to use the power of a database to
assemble detailed information within a section.

The hierarchy and database pieces may be integrated (e.g. a
database structure within one of the sections of the site), side by
side (e.g. a database structure as a whole section of the site) or any
combination in between.
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e Study: UX Australia

| m—

W UX Australia

User experience conference & workshops

Home UX Australia 2009 UX Austr:

UX Australia 2009

About
UX Australia 2009 is a 3-day user e AUE
. . . en ere
(FEzEm experience design conference, with
N . . Pre-conference
Reviews inspiring and practical p.resentatlons LR
covering a range of topics about how to 26 August 2009
e design great experiences for people. e T —
8 August 2009
piiatendy A day of pre-conference workshops focuses on practical skills
to help you get started. leam new techniques and explore Location
Pricing ideas in detail Two days of conference presentations provide He Im, Barton (Canberra),
practical skills to take away, inspire you for your next project Australia
Sponsors stretch your knowledge in a new direction or show how
someone in a diferent field has tackled a problem just like Register
Venue yours. The conference encompasses many aspects of user Register for UX Australia 2009
experience design. It includes core topics such as information
I architecture, interaction design, information design. content
rowdvine

visual design & strategy as well as the design of physical
objects.

ep in touch
Thanke

Figure 16 — 17. My conference website does this - some content pages arranged in a small hierarchy

(uxaustralia.com.au/conference-2009/)

W UX Australia

User experience conference & workshops

Home UX Australia 2009 UX Australia 2010 ct us Blog
UX Australia 2009
About
—— UX Australia 2009 presentations: A-Z
Main conference 101 things | (should have) learned in interaction design school
Conference audo Shans boris, Mt Morphett
re-conterence 101 Things 1Learned i Archtecture Schoof b Natinew Frederick delvers practcal, experience-base advie o archiects.
workshops Where' our equivalent? Where i 10 leamed nnteracion Design Schoo? Wel, e get stated. You nominate a number
. fHom 10101 ranslatetha archectur prncple nto an neracton design prcie. | can', hen you get & o

Full descripton and siides for 101 thinos | (should have) lsarned in nteraction desian schol
Callfor proposals

Guiding principles 3 truths and a lie - confessions of a UX startup (10-minute talk)
Reviews sam g

UX consultants can be great af giving athers advice — but how many of us rul fve by what we preach? Sam Ng presents 3
Speakers ruhs and a e about employing UX n buiding a software as a service company.
Why atiend? Ful descripton and sides for 3 truths and a e = Confessions of a UX startup (10-minute tak)
Pricing Automotive HMI: Building or breaking the brand experience (10-minute talk)
Spansors prevemin

A brief overview of how car makers are eiher supporting or sabotaging their precious brand inage through HHll design.
venue

Ful description and sides for Automotive Hll:Buiding or bresking the brand experience (10-minute tal)
Crowdvine

Being an experience-led organization

Figure 16 — 18. Presentations use a database structure - this index page shows the title, presenter and
short description, sorted in A-Z order. Each links to a presentation page with more detail.
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One of the main challenges with this type of pattern is deciding
what pieces you'll turn into structured content and what you'll
leave as hierarchical. Consider:

Do you want to re-use something in another part of the site? If you
have no need to re-use something, don’t worry about structuring it
more than necessary — it’s just overkill.

Database structures can help you manage larger volumes of
information. If you have a handful of news stories a year, you

can manage them as hierarchical content. If you have hundreds

a day, you'll probably want to leverage the power of the database
structure to automate the display.

Catalog

If the hierarchy + database is the most common pattern on the
web, the second most common would definitely be a catalog
pattern.

Home
|
| |
Store Store
| |
Department Department
| | | |
Gallery Gallery Gallery Gallery
| | | |
|
Content

Figure 16 — 19. A catalog pattern



Download from Wow! eBook <www.wowebook.com>

This structure is really just a database pattern, but is worth
mentioning because it’s so common, particularly in e-commerce.
At the bottom level is the content. Above that are up to three levels
of hierarchy, depending on the size of the site and type of content.

Jared Spool has written about this pattern extensively” and
describes three different types of pages between the home page
and the content page:

Gallery pages: these provide direct access to the content pages.
Department pages: provide access to the galleries.
Store pages: provide access to the department pages.

How many of these you use depends on how large your site is. As
you can imagine, a huge product catalog may use all three.

Jared describes the gallery pages as the hardest working pages
on a website as these are the point where people make a decision
(or not) to drill down to your content pages.

" This pattern is described in more detail in these articles by Jared Spool: http://www.uie.com/brainsparks/2005/11/28/
the-8-types-of-navigation-pages/ and http://www.uie.com/events/roadshow/articles/
galleries/. Itisalso described in detail in Jared and Robert Hoekman Jr's book Web anatomy: Interaction design frameworks that
work (New Riders, 2010)
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nt | Sign in

Gap, Banana Republic, and Old Navy cardmembers m

|‘ [ oot 10% OFF EVERY Tiesday." Giekor detars
(AP
Women Men GapMaternity GapKids babyGap Nursery & Gear

{ [ sar H OLD NAVY ” R BaNANA REPUBLIC H & PIPERLINE I

IN STORES AND ONLINE

NOW

THREE DAYS ONLY

OFFER ENDS SUNDAY, APRIL 11

Figure 16 — 20. The Gap home page (gap.com)

{ e ” OLD NAVY ” R BANANA REPUBLIC H & PIPERLIME H 3 ATHLETA Slms ""W"ﬂ rate

Banana Republic, and Ol Navy cargmembers =
) et i0% OFF EVERY Tussdays Clck tr eisis o
|I!

Women Men GapMaternity GapKids babyGap MNursery & Gear

Special Sizes THREE DAYS ONLY. OFFER ENDS SUNDAY, APRIL 11—IN STORES AND ONLINE.

Petite
Tall

Features

Ready, Set, Getaway!
7 Summer Favarites
Hope Chest

Swim Lessons
Denim Legsings

Departments
New Arrivals

Ts & Camis
Polos

Shirts B Tops
Hoodiss
Sweaters
Dresses & Skirts
Shorts

Pants

Jeans
Outerwear
Scarves B Belts
Jewelry
Handbags
Shoes

Figure 16 — 21. Gap women
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PIPERLIME

[ [ car H 22 oLonavy ” &R BananA REPUBLIC H

S 5 stores | s "‘;:n rats

GapCard" and Gap Silver cardmembers* got FREE SHIPPING.
|| Enter code MYGARD at chockout. Click for datails
17 Pr—

Women Men

GapMaternity

GapKids babyGap

Special Sizes

Features

Reacy, Set Getaway!
7 Summer Faverites
Hape Chest

Swim Lessons

Denim Leggings

shop by size

bt
[s

scts lang ]

[Selecta size | [Salscts sizs (¥

Departments
New Arrivals

Trouser

orerees & it gy

Shores

*Pants {
Trouser
Hip Slung
Straight

Search
Wemen X u

Nursery & Gear

See All

See 18 per page

Quick Links

Figure 16 — 22. Gap women’s pants

3¢ ATHLETA I 5

I [ car H 25 oLonavy H{]R BANANA REPUBLIC H @& PIPERLINE

GapCard* and Gap Sliver cardmembers* got FREE SHIPPING.
Enter code MYCARD at checkout. Click for details

GAP

Women Men GapMaternity GapKids babyGap

Pants: Straight
§pecua| Sizes
o

Features === n=

Rety, Se. Getauay! o<
7 Summer Faverites

Hope Chest

Denim Leggings

Departments
New Arrivals

shirts & Tops

Hosdizs

Sweaters

sses & Skirts
Shorts

+Pants

Trouser
Hip Slung
Straight

Cropped
Leggings
Loungs

sale Slim cro

sy

Figure 16 — 23. Gap women’s pants, straight-leg
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Mo || S owmsvr |[ R savnaerueue || @ prerume || 55 amem |

cap Banans Bl and ld Nawy carsmambers
o R
AP

Women Wen GapMaternity GapKids babyGap  Nursery & Gear

slim cropped navy pants.

available in petite/tall
Special Sizes N

Tl i

Features
Reacy. Set. Gatauay!

gings
Departments
New Armvals

7= e Camis

Bolos.
Shirs & Teps
Hoodiss

seletat e naw
$49.50
e |

Figure 16 — 24. A Gap content page

Hub & spoke

The hub & spoke pattern is really just a hierarchy. However, it
is worth noting as a separate pattern as the way people use it is
different to a hierarchy.

Figure 16 - 25. A hub & spoke pattern
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With a hierarchy, people tend to start at a point in it (often the

top level) and move down into deeper and deeper content, often
sticking within the one branch of the hierarchy. With a hub and
spoke, people move down one level into something more detailed,
return to the starting point (the hub) then may move to another
detailed page, back to the hub and so on.

Basic Account Upgrade Welcome, Donna Spencer - Add Connections - Sefings - Aep - 557 U1

Linked[@. Home Profile Contacts Groups Jobs Inbox(2) More... People - BY sovances
fitual Hosted PBX - Get a professional phone system ONLY $29.95 per month - From Ashley Breeden
Edity Profile | View My Profile

» Add Donna to your network

Donna Spencer ()

+ Forward this profile to a connection
Director: Maadmob & UX Events
Canberra Area, Australia | Information Technology and Senices [Eh-=3

Linked(@J. Polls Create Poll
Current « Manager at UX Events
+ Interaction Designer at Maadmob Pty Ltd (Self.employed) What is complicating your imports?
« 1A Summit Committee at IA Summit © Regulations
Past « Board member at Information Architecture Institute () CIEIERED
« Lead Interaction Designer at Australian Government - O Paperwork
Department of Immigration and Citizenship - O Hidden Costs
* Usability Specialist/Information Architect at Step Two © Fluctuating Currencies
Designs
Education « The University of Quesnsland ol

or see resuts

« University of Canberra
« Australian National University

3 people have Donna
Connections 304 connections
Websites . H:/ g‘”c:’g‘””\/ Donna Spencer is now connected to John Robbins.
My RSS Feed -
Public Profile hitp://au_linkedin comfin/donnam Donna Spencer is now connected to Yvonne Shek and
Dennis Schleicher
2days ago
Summary Donna Spencer is now connected to Jim Scarola
Lo - . " a " L. & days ago

Figure 16 - 26. For LinkedIn, the profile page acts as a hub - it’s the place you return to
often (1inkedin.com)

Subsites

Ido a lot of work on very large sites — large government sites,
large university sites and large intranets. One pattern I've used
time and time again is one I call ‘subsites’ (at one stage people
were calling these ‘portals’ but I haven’t heard that term used for
a while).

With this pattern the overall site is a series of subsites, held
together by a home page or top-level pages. The subsites can use
any pattern, and don’t all need to use the same one.

In some situations where I've seen this pattern, the subsites
all use a consistent approach to navigation and page layout, which
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Figure 16 — 27. A subsites pattern

reinforces the idea that the subsites are part of a larger brand. In
other situations the subsites have quite different approaches to

navigation and page layout as is appropriate for the content and
audience, but still use some approach to show they are part

of a whole.

This pattern is particularly useful for large organisations
that have a range of responsibilities or a range of brands, but still
need to represent themselves as a whole. It’s also perfect for any
situation where, after content analysis, you realise there will be no
one-size-fits-all approach to the IA of various sections, and that
you'll never be able to force them all into a common approach.

As you can imagine, universities are a perfect example - the
university as a whole represents an organisation and brand, the
content is diverse, and the individual parts of the university have
different communication needs (and people, politics and ego). The
same is true for government, big businesses and some intranets.
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Example - ABC

As an example, the ABC (Australian Broadcasting Corporation)

has a very wide range of TV shows, radio stations (with associated
shows), news and other online offerings.

S\

ABC

abc.net.au

NEWS

-

WEATHER SPORT RADIO TV IVIEW

ari

KIDS

HEALTH SCIENCE INTERNATIONAL A oP

BBO08

MORE...

1 ge' ing kills 56 in

24 April 2010. 00:26:07 (AEST)

Bombs targeting Shiite areas have killed at least 56
people in Baghdad on Friday in a possible backlash

after Iraq touted a series of blows against Al Qaeda.
>more

Just In | Australia | World | Business | Entertainment |
The Drum | Sport

Poh puts togsther an
authentic Malaysian satay
sauce with fresh
lemeongrass and garlic.

Sweet on satay

+ watch (8.5 M8)
* Recipe - Poh's Kitchen

= The Drum with = Unleashed — Analysis and Views

Blood, lies and spin

The denialist spin that justified the Battle of Gallipoli
is as alive now as it was in 1915, =more

Four Corners

Monday 8.30pm, 26/04/2010 on ABC1
"A Lethal Miscalculation”. The story
behind the Federal Government's multi-billion dollar
home insulation scheme debacle. 8.30pm on ABC1.
>more

[ 2 View _JTIOWDOWN L

V Guide | Video | Programs | ABC1 | ABC2 | ABC3

(e preview )

=~ Best of ABC — Our picks of unmissable content

Spectacular Sun

NASA has released new
images with
unprecandented detail of
solar activity.

+ Listen (3'54%)
+ Read - ABC Science

Poll: Is the punishment handed to Melbourne Storm

B vote No

A cruel deception

1f the Storm continues
to play in the NAL then
that is its right. But let
them never again
carry the name
Melbourne. =more

Good timing

Right now the electoral
learma seems to be
flowing the PM's way,
which is a big change
on how the year
began. >more

[} ABC Jazz - Just Jazz
from the best
musicians in the

m’l‘ country and around
the world. Listen
now. >more

ABC

Jazz

ABC Radio National Listen | Fodcast
ABC NewsRadio Listen | Podcast
ABC Classic FM Listen | Podcast
triple j

dig Listen | Podcast

Listen | Podcast

Radio Australia Listen | Podcast

ABC Local

Set your location for local radio,
news, weather and community

T

?
fOut

* ABC Shop
& of the

¢ v
Bottle

t of the Bottle - Sally Wise

From the best-selling auther of Year in
3 Bottle and Slow Cooker, comes a
new bock filled with easy and delicious
recipes for making and using your own
preserves.

New Releases | Best Sellers | Specials

Access ABC

Our Iatest anline
Your Pas:

- il Newsletter takes
IWSIBE e

scenes of the
ABC. Want to know more?

Figure 16 - 28. For the ABC, the home page aims to allow access to the many subsites
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0ABC Rsdo TV Swp  News | Sport | Local cence | Envionment | moreTopcs  hei  [CONTESN (0SS
elevision

O

I Y

OME | i i Print Email
[A[TvHowE) ngh“ghtS =} =
b Gardening tome ;
e W12 4w ‘% New This Week
ot The Show % e
Contact Us. > Videos
e X | B
e » View all
Fact Sheets
Fact sheets
Stephen Ryandrops inona | & Garteng n Balarat
Plant Finder R « Hgnona Hn
= an amazing fernery, mini * The Vegie Guide
RS orchard and vegetable
Resources paich and has only been Magazine Articles
gardening for five years
ABC shop Watch ow
On ABC Radio Download the program »
105.7 ABC Darwin The Vegie Patch

Tino Camevale ges stuck into Autumn planting In The Forums
1233 ABC Neweastle

fresnel_chick - 24/042010 1:58:21
612 ABC Brisbane A

you able to take a photo of

Full Listing jour plant and post it on here?
P o Frequency eadtore

Coming Up... 2410412010 The Vegie Patch

=

The Vegie Patchis a
working display

6:31 Gardening
o

Figure 16 - 29. For the ABC, the subsites each have their own approach to navigation,
within the overall brand (abc.net.au/gardening)

IABC rado TV | shop News  Sport Local ForKids = Science = Envionment = more Topics

\ i i
radio tv unearthed jmag [@ oo
-eﬁﬁ triple) ety o=

media _gig guide _forum _shop

home guide programs people music live music _events _reviey

The Blow Parade Is Coming

@ LISTEN music news &

+ New Roots album vill festure Jim James, Joanns

rred
playing live + Cat Empirs announce datails of new album, tour
+ Gang Starrs Guru diss 3t 47

+ Gyroscope blast former labal over "Best OF
compilation
+ Muse to tour A

watch

tralia?

mina un dnn't mi Y

Figure 16 - 30. Triple) has an approach that suits its audience (abc.net.au/triplej/)
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Example: Government websites

Iuse this pattern a lot for government websites. Many government
departments (at least in Australia) are cobbled together and have a
range of unrelated responsibilities.

wstralian Government

Attorney-General’s Department

Australian Government Attorney-General's Latest News

Department

- Discussion Paper: Enhanced

Regulation of Alternative Remittance

About the Department Families and marriage

Dealers
- About the Attorney-General's + Families
22 APRIL 2010
Department + Family relationship services e
= Ministers + Family Relationships Online . AW""“‘"“E”:S “" fhe Administrative
= Employment - Marriage Appeals Tribunal
= Contact us = Marriage celebrants program 21 APRIL 2010

Tenders and contracts
= Service charter

Superannuation
International child abduction
Intercountry adoption

+ Australia's Human Rights Framework

15 MARCH 2010
» Premises Standards 2010

All topics and legislation
= All topics A-Z
= All Commonwealth legislation

National security and counter- 11 MARCH 2010

terrorism

= Security in Government Conference

(www.comlaw.gov.au) = National security and counter-terrarism 2010, 7 - 9 June
= Legislation we administer A-Z - Background checking
+ Telecommunications interception and
Emergency management surveilance Ministers
Miabinmal \fiibe Masin Card (ANMICY

Figure 16 — 31. The Attorney-General’s Department is responsible for a huge range of
unrelated things. (ag.gov.au)

#  Australian Government

Attorney-General's Department

ou are here: Home » Copyright » Issues and Reviews » Moral rights
Moral rights
Moral rights of authors, film-makers and performers

With amendments that came into force on 26 July 2007, Part IX of the
Copyright Act 1968 provides for comprehensive moral rights protection

COPYRIGHT

Issues and Reviews Key Legislation

+ AUSFTA Free Trade Agreement = Copyright Act 1968

. Sepyright Amendment Act
. Copyright and marriage

- Digital agenda reforms

- Directors rights

- Enforcement

- Fair use

. Government use of copyright
material

- 1P and competition

- Music and small business
+ One per cent cap

. protecting subscription
broadcasts

. Technological protection
measures

in Australia for authors of literary, dramatic, musical and artistic works,
film-makers (producers, directors and screenwriters) and also for
performers, The amendments extending moral rights protection to
performers for their live and recorded performances (ie sound
recordings of performances) implement Australia's obligations under the
weo and
on that date,

Treaty, which also commenced

Nature of moral rights

Part IX implements three moral rights that are separate and distinct
from the economic rights in a literary, dramatic, musical or artistic

s wiork, fim or live or recorded performance. They are:

« the right of attribution of authorship or performership — to be
named in connection with one’s work, film or performance

the right against false attribution of authorship or
performership of a work, film or performance, and

the right of integrity of authorship or performership — the right
of an author or performer to object to treatment of a work, film

Figure 16 — 32. The overall structure is a series of subsites — each from 3 to 100 pages,

in a 3-level hierarchy (http://www.ag.gov.au/www/agd/agd.nsf/page/Copyright)
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Focused entry points

In a lot of situations (again, mainly for large sites) you’ll learn it
won't be possible to ‘organise’ the content in a single way that will
suit all the users — usually because they have different information
needs and different levels of experience with the topic.

In this situation, I've used a ‘focused entry points’ pattern.
When I use this pattern, I set up the site using whichever pattern
best suits the content and the people who need it (usually
a hierarchy).

Then, acknowledging that some people simply won’t be able
to find information using the main structure, I provide a series
of ‘entry points’ that help other users find their way. These entry
points don’t have to cover the whole site content — you may use
them to provide easy access to just key information.

Figure 16 — 33. The focused entry points pattern

In chapter 15 I described some classification schemes that could be
hard to use - particularly things like audience and task schemes.
I've found these are far better as entry points than as the overall
approach to the site structure. For example, you may organise a
website with a basic hierarchical structure, then provide entry
points for different audiences or tasks.



Example — Australia’s Water
The Australian government’s water website contains information
on Government policies and programs (as many government
sites do). The names of the programs and policies are not always
obvious — some people know them well (other government folks
and the media), and some have no idea (the rest of Australia). Both
need to find content deep in the website.

This website is a perfect example for the focused entry points
pattern. The main information architecture is a simple hierarchy,
organised around the policies and programs:

Siip to content__Change text szt

Government Water for the Future
ment, Water, Heritage and the A¥G Policy and programs

Australi

About us Contact us

Environmenthome
Water '
Water policy and programs

Waterin Australia

secure the long term water
7 are vital elements in this

Water policy and programs| 'Water for the Future' is the Government's §12.8 billion strategy that
supply of all Australians. The National Water Initistive and The Water
Rural water national frameworic.

Waterin our envionment | Rural water

Watern clessndtowns | o petorm in the Basin

) The Driving Reform i the Sasi program supports Ausialian Govermment conribuions o he aperation
Water nformaton and water reform functions of the Murray-Darling 1t
also gives the National Water Commission and Aus
Water topics specific roles and functions under the Water Act. Key

@ Links to another veb site

Water locations
8 Opans 2 pop-up vindow

Grants and funding 2008: draft requlations to enhance the water charge rules - public

Publications and
resources

of the water charge rules is to promote efficient water pricing and sustainable use of
water resources and water infrastructure in the Murray Darling Basin.

Sustainable Rural Water Use and Infrastructure

The Sustainable Rural Water Use and brogram invests in key rural water projects that
pport sustainable irrigation communities and that save water by upgrading out-dated and leaky
irrigaticn systems.

* Irigation Elanning Assistance proaram

+ On-Farm Irrigation Efficiency Program

* On-Farm Irrigation Efficiency (Filot Brojects) Program

* Erivate Irrigation Infrastructure Operator Brogram in NSV

*_Erivste Irrigation Infrastructure Brogram for South Australia

Figure 16 — 34. Water policies and programs, loosely grouped into categories for display

(environment.gov.au/water/policy programs/)

Topical ‘entry points’, like desalination, rainwater tanks and
saving water, provide access for people with interest in
particular topics:
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Skip o content__Change text sizd

Australi

overnment Water for the Future
. Heritage and the Arts Water topics

Department o

About us Contact us

[Environment home

“Vou sre here: Environment heme » Water » Water topics » Grayuater snd wastsuster

‘Water
Greywater and wastewater
Water in Australia
Water policy and programs| Greywater and wastewater are important sources of water that can contribute to household water

requirements.
Watertapics

Wastewater includes all household water, including water containing human excrement (i.e. water from
Water locations

or uprto-date Informatian abou
may be made available for purposes such as for watering parks, ovals, industrial use and irrgation. o e ]
AT Greywater includes household water that does not contain human excrement (e.9. water from the

Publications and dishwasher, kitchen sink and washing machine). Householders can install systems to treat their

flushing.
Wore information Key

+ Greywater @ (Australian Water Association) @ Links to another web site

5 Opans 3 pop-up vindow

Government Programs

Under the National Rsinwater and Grevuater Initiative, householders can get a rebate of up to $500
towards a new rainwater tank or greywater system.

water Sm ralia aims to accelerate the development and Uptake of smart technologies and
practices in water use across Australia - many Water Smart Australia projects related to wastewater
wreatment.

Projects

Statewide wastewater recycling proiect (Water Smart Australia project)
* Mackay wastewater recyeling proiect (Water Smart Australia project)

+ Green Plumbers: best practice quidelines for installation of househeld stormuater and revwater
recycling systems @ (National Water Commission)

+ Recvcled water quality standards i@ (National Water Commission)

- Informatinn nackans to snhance nublic swArensss ahout use of recyrled waer for drinking

Figure 16 - 35. A topic entry page - this links off to pages throughout the site

Example — Australian National University

University sites often use the entry points pattern as well. Overall,
the site uses a subsite pattern, with content is organised around
individual schools or faculties. They then provide entry points for
particular audiences - particularly for school leavers.

Study@ANU 2

search studyeAny Welcome to Study@ANU

| =
This site providas the most up-to-date version of the ANU Handhook vith information on co
spe

< nformation for Undergraduste students, Graduate students 2nc International studen
L e e ey e 5005 Semse Ak oo

Study@ANU 2010

Advanced Search

Undergraduste Study. Graduste Study Explore More

If you have never studied st university, you  1f you slready have 3 Bachelor dagres, or it ANU Advisory Days.

will probably be shudying a5 a1 you ant s Buila an your professions]

Undergraduate student. xperiance, you can 2xplors o
By geing b Graduzts SdumAIL

ANU invites prospactive studsnts to
tetiary a2ucation options vith AU

Colie tnbadudions N
International Office Single Degree Programs
Studant Recrtmant

b ot
country. tore

Gradusts Cou

Lotk Onlins Handbesk

Combined Dearss Drograms
Shortcuts

Sepnine
=nd Charges

= vis the Uni Graduste &

scusts Reses

Gradusts Research Online Hangbeok Graduate
5 eloct Studies Select

aduate Studie

vhich sllows greater Flexibility
 graduats coursavork

Quick Links

Accommodation

{5tudy Abrosd and Exchange
{Division of Registrar and

grants to allow AN
Gverseas for their

e vandertel

Instituts of Advancad Zth Anuy Svaiisble, tore
Shadies

University Centraz

<usc

4Going To Uni (DEST)

Hore Things To Do Apply Online

&

SIGN Mentoring Pros

. rosram 8 APPLY
S o sk 2o ! ONLINE
e o n -

Figure 16 — 36. Study @ANU acts as an entry point, particularly for school leavers

(studyat.anu.edu.au)

s
Can oo on student

pting online applications for




Download from Wow! eBook <www.wowebook.com>

206

Tagged

A tagged pattern uses either the basic database or hypertext
pattern. Each item in the site is ‘tagged’ with keywords, and those
keywords are used to provide access to the content.

The tagging may be done by the original authors of the
content, the readers or by some central authority (such as the
web team).

This pattern works well for very large collections of diverse
content, especially where the content readers will have different
ideas what it is about.

It can be useful in situations where people aren’t sure what
they are looking for or what’s around. The tags can help people to
explore and find related information.

H © Signed in as maadmeb £ @ Help Sign Out
ICKT - vasicor
Home  You - Organize & Create - Contacts - Groups - Explore [ ] search
IMG_1643 Shor This &

P (300 A% @ AL FET Uploaded on August 28, 2009

by docbaty

s photo

eam

= maadmob's favorites

Figure 16 — 37. Flickr includes tags on all photos, letting you find all photos with a particular

tag — photographers and visitors can both add tags (flickr.com)
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Posted 49 minutes ago

Featured Video

More than 180 sailors are preparing to spend theit  x0. 5y 4ney 2000 &
first night back on land, after returning home from
a six month tour of the Middle East.

Hundreds of people gathered at the Navy base at Sydney Harbour this morming to greet the men and women
on HMAS Stuart.

Harbour -
e
v Ristpolce n
The ship has been conducting anti-piracy operations and helping with counter-terrorism operations in the il
Middle East. :zm uring an
Semsneraton

There was a range of emotions on display s the crew disembarked, as well as some remarkable reunions.

One man proposed to his girfriend via a banner hung form the ship's railings as it came into view.

Figure 16 — 38. ABC news uses tags - these are added by the ABC (abc.net.au/news)
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Hierarchy

Database

Hypertext

Linear

Simple hierarchy +

database

Catalog

Hub & spoke

Subsites

Focused entry points

Tagged

Suits content

Small sites

Varied content

Content with a consistent structure

Content being developed

Sequential content

General content plus some content types with

consistent structure

Large sets of structured content

Hierarchical content

Large corporate and government sites with many

independent sections of content

Any, but usually a hierarchy

Large sets of content
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Suits people

Read broad information and then more detail

Want to access content in more than one way

Follow links to related material

When people need to understand one thing before
progressing to another

Finding a particular section then looking at detailed
products

When people will want to return to a central place
each time they move to new content

People may want to access it in different ways, and
there is no ‘best’ way

Find information according to their own
terminology.

Find related information easily

Challenges & issues

Balancing breadth and depth

All content must fit the structure
Don’t collect more metadata than you’ll need

Authors need to know what to link to
You may want to restructure later when the content

is complete

Only use it when people really must read in
sequence or people will be frustrated

Choosing what content to structure and what to
leave as unstructured

Deciding whether the subsites should use the same
approach to navigation, page layout and brand

Who does the tagging, and do the tags come from a
central set or generated by the authors
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Words. In all IA work, everything comes down to the words. No
matter how well you group content together or how easy it is to
see on a page, the success comes down to what you call things.
Words will make your IA a success, or have people staring stupidly
at the page wondering what to click on.

Your IA, the words you use (labelling) and how you put it all in
front of people (usually navigation) are all deeply connected. I've
separated them into chapters for convenience so we can discuss
each separately, but they really do all work together. I'm starting
with labelling as it will be handy to know what a good label is
when you start creating an IA.

As we discussed in the section about information-seeking
behaviours, people come to a set of information with an idea in
their head. It may be a quick task to learn something specific, or
a longer research task. Either way, they have some pre-conceived
ideas about what they are interested in, what they already call it,
and what they hope to see.

If they arrive at your information and immediately see the
word that’s in their head, they’ll click on it, learn something
and be satisfied. If they don’t see what’s in their head, they may
look around to see if there is be something similar enough, and
may spend a bit of time wondering what each thing is about. But
no-one likes to feel stupid (and believe me this is something that
makes people feel stupid) - if they can’t figure out your labelling
pretty quickly, they’ll go somewhere else. (And if there’s nowhere
to go, they’ll just be cross at you).

That’s why we want to make sure our labels are great.
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Before we start into the characteristics of labels, let me explain
better what I'm talking about. Labels are all the things that describe
chunks of content. They’ll include not only the names of items in
your navigation and the hyperlinks you use in content and lists,
but also the headings that describe chunks of content.

The best labels are dull, boring and completely obvious — they just
work and no-one ever thinks twice about them. Often when I tell
people this they look scared and almost start hyperventilating —
they think their labels should be interesting and innovative.

Make your content interesting and your features innovative,
but don’t try to break new ground with your labels. Keep them
simple and stable.

The best labels:

call things by their correct name
are consistent

use terms that your audience uses
are as clear as possible

As a list, this looks pretty straightforward, but doing it is
sometimes a very hard balance. Let’s look at each one.

Call things by their correct name
One of the hardest issues you'll come across in labelling is
whether to use ‘correct’ terms or those your audience understands.
Sometimes these two things align with each other naturally. Often
they don’t.

This is something I've learned the hard way over time. When
I started out, I thought I should make sure the labelling was the
same as what the audience used. But the more I did this, the more
I was unhappy with what I was coming up with. Your audience
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is often wrong, using terms that are out-of-date or just plain
incorrect. Follow them and you risk not only losing credibility, but
also making it harder for people who do know the content well.

The right answer is to use the most correct terminology you
can use, in the context of what your audience knows. Correct
terminology will describe the content well — helping people
understand what a section of content is about. It may even help
them use more correct terminology, which will help them learn
and find more information.

If there is a big gap between correct terminology and the
terms your audience uses, think about how you may deal with this
on screen. For example, you may decide to include descriptions as
well as labels, or provide different ways to get to the same content.

Martetplace | Subscxive | Conferences | Yoga Directory | ShopYJ | Insuance | Free St

O a MARKETPLACE .
JOURNAL NOW ONLINE: Yogalournal.com/MARKETPLACE w w w m u m

Welcome, |LOG OUT Search

HOME | POSES | BASICS | PRACTICE | WISDOM | HEALTH | LIFESTYLE | TEACHERS | BLOGS | MULTIMEDIA | NEW

TTERS | LIVEMAG

Subscribe and

Yoga Poses

Search Poses by Keyword

BUILD A SEQUENCE

Gick name for ful o

Gick on a colum to sor,

Sanskritiame.

Adho Mukha Svanasana.

Agnistambhasana

Practice Downloads Ananda Balasana

Anantasana
Anjaneyasana
S Ardha Bnekasana
Today's Daily Tip Ardha Chandrasana
Open the Gates

Parighasana (Gate Pose)
energizes and lightens the Ardha Uttanasana
side body and invites the

breath to become truy
three-dimensional. In
Parighasanz, the body

Astavakrasana

Eaddha Konasana

Adno Mukha Vrksasana

Ardna Matsyendrasana

English llame
Downward-Facing Dog
Handstand

Fire Log Fose

Happy Baby Pose
side-Reclining Leg Lift
Low Lunge

Half Frog Pose

Half Moon Pose

Half Lord of the Fishes Fose
Standing Half Forward Bend
Eight-Angle Fose

Bound Angle Pose

continued) Bakasana Crane Pose
Ealasana chi
5 s STUDIOS | TEACHERS | RETREATS | WORKSHOPS

Get 2 Free Issues
+ 2 Free Gifts!

GiveaGifts
Customer Service »

4
ﬁhrs

yoga,.

2 Sk
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yogajournal.com/marketplace

YOGA DIRECTORY

Figure 17 — 1. Yoga journal shows the Sanskrit and English name side by side

(yogajournal.com)

Consistent

When it comes to terminology, consistency is very important.
You need to be absolutely consistent within your own set of
content — people naturally assume things that look the same are
the same, and things that look different are different (who’d have
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thought it!). If you're going to use a particular label, stick with it
throughout your site — don’t say Contact us in one place and Get

in touch in another. If two hyperlinks on a page go to the same
content, label them the same way (or at least similarly enough that
people know they’re the same).

It can be handy, though not essential, to be consistent with content
outside your own site. If there’s a term everyone in your industry
uses, and your audience is likely to know it, just use it. Let people
use the knowledge they’ve learned outside your site to make life
easier on your site. You can’t go wrong with simple things like
Contact us, About us and Our services. There’s little point trying to
be fancy here - it will only lose people.

People often ask me about consistency within a label set — for
example, should they use all verbs, labels that all use the same part
of speech or all one-word labels. I personally don’t think it matters
too much - I've never seen a usability test where someone anyone
reacted to a bit of inconsistency. (Very occasionally someone will
comment on it, but I've never seen it stop them from finding the
right link.) But for the sake of neatness (which I do like) if you can
make your label set consistent, go for it. It may make it slightly
easier for your audience and will certainly stop people from
nagging you about it! Never create a bad label just to make the set
consistent though - that will certainly fail.

Use terms that your audience uses

While I said you should make sure your labels are accurate for
the content they’re describing, you'll often have plenty of room
to work within this, and many ways to describe something. When
making this decision, think about the terms your audience knows
and understands, and use these (your user research will help
you here).

Even within a single language, some words are more common
in particular regions of the world, even down to quite small groups
of people. Pay attention to these and use them where you can.

Be careful with jargon as well. I won’t say you shouldn’t
use it at all. After all, I would never say ‘Australian Broadcasting
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Corporation’ — everyone in Australia knows it as the ABC'. But only
use jargon your audience knows, and make certain they do know
it. (1 once worked on a military intranet and had to resist the urge
to remove the acronyms - staff did actually know them all.)

ey
v

Figure 17 — 2. Imagine my surprise when | showed this image to an American audience in a
workshop and asked what it was (we call it a stubbie holder, but the audience were yelling
out coozie)

Clear as possible
Clear labels are obviously better than unclear labels. Here are a
few easy ways to make sure your labels are clear.

Use as long a term as you need to describe the content or idea.
Don't try to find a shorter term if it makes the label less clear or
more abstract — go with the longer label. If you need many long
labels for something like top level navigation, that’s fine. Design
navigation that lets you use longer labels and is suitable for the
words you need to use - not the other way around.

Use words that are as concrete as possible. For example, don’t
use Small, Medium and Large if you can better describe what
these labels actually mean.

With acronyms, it's particularly important to know what terms your audience use. If | were using ABC on a site aimed at Americans,
they would assume it meant ‘American Broadcasting Company’
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Make sure your labels clearly explain the content they represent.
People should be able to guess what might be in a section by the
label and get pretty close. My daughter’s school’s website has a
section called Parents (not For Parents, just Parents). I thought it
might contain news specific for parents, or ways for parents to
be involved in the school (after all, it’s a school website — most
of the content is for parents). Imagine my surprise when I found
out this is where the canteen and after-school care information
was — something I'd previously looked for and thought wasn'’t
around. The label just doesn’t communicate what is included in
the section.

Don’t use cute, obscure labels. Well, I guess you can, but you
risk people not clicking on them. If you absolutely know your
audience is willing to explore your site, go ahead. But if yours isn’t
the type of site people will be willing to explore, make your labels
plain and clear.

That doesn’t mean you can’t use slightly informal language,
or be fun in your labelling - just be clear at the same time. Clear
labels aren’t necessarily formal. Be consistent with your brand and
writing style — use friendly labels if that’s your voice, or use more
formal labels if your writing is more formal.

Like duh, you need to log in. Sign In| Register

Celebrity
Finder A-Z

Lindsay Lohan | Kim Kardashian | Peter Andre | Michael Lohan | Cheryl Cole | total rotters | It's all about moil | you look nice
‘ello

) 'ello, what 'ave we 'ere then? | hot mess

Figure 17 — 3. You can only get away with labelling like this if it really matches your brand

(3am.co.uk)
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You can get ideas for your labels from a number of places:
Content: look at the words used in your content and the labels
they suggest.

User research: your research will contain hundreds of words that
describe how your audience phrase ideas and concepts. Make sure
you look at your search logs — you'll see exactly what people are
looking for.

Card sorting: in a card sort, the last step is often for people to
provide a label describing what the group of cards is about. I often
find these labels a bit long or informal to use, but they can give
you some ideas.

What everyone else does: look around at competitors or other
content like yours and see what other people do. If there’s a
consistent approach, you can do your users a favour and

use that.

If you're tossing up between two terms, use google trends to see
the popularity of particular terms.

Finally, expect labels to change over time. As you add more
content to a site, or move things around, labels will need to
change as well. Language is subtle and slight changes in words
may be needed over time.

For intranet work, as organisations change the labels in
common use also change. Older employees remember and use the
old labels, but new employees will have no idea what to use. Keep
on top of the terms being used and adapt over time.

Keep an eye on how people are using your site — in particular,
watch search terms and see if there’s any change in the terms
people are using over time.
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Chapter summary

No matter how well you group content and how easy it is to see on a page,
success will comes down to the words you use - the labels.

The best labels:

Call things by their correct name

Are consistent

Use terminology that your audience uses
Are as clear as possible

Further reading
For more information on labelling, see
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Let’s imagine you've done all the things we've talked about so
far. You know what you're aiming to achieve for your client or
business. You know about your users, what they need and how
they’ll approach your information. You understand what your
content is about.

And you know lots of things about groups, classification
schemes, IA patterns and labelling.

Guess what? You're ready to create the IA for your site.
(“Finally!”, you say.)

This is the scary part of the whole process. Now you have to go
and create something.

How you actually go about doing this will depend on how you
work and how you think. (It will be slightly different for everyone.)
If you like working stepwise through things — this leads to

this leads to this — you may be wondering ‘how’ to step from

the information you collected to come up with the perfect
information architecture. Sorry, but this step isn’t linear (and,

as you may remember from chapter 10, there is no one perfect
outcome). If you like linear processes that show how you got to an
outcome, you may find this a bit hard.

If you're a more intuitive, creative type, this step may be easier
for you. You may be more comfortable taking that creative leap
and synthesising everything into a new IA. You'll probably find
this fairly easy (as long as you've collected enough inputs).

Here’s a step-by-step guide to help you work through it.

First, think about what you're doing at this step.

If you're working with a hierarchical pattern (or even a
combined hierarchy and database pattern) you're probably trying
to come up with top level groups and sub-groups.

If you're working with mostly database content you're
probably trying to come up with attributes for your content.
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Now, draft your information architecture.

Did you expect more?

Look, you've done all the preparation you need. As long as you
know what you're trying to create, and you've gathered enough
information about your users and content, there’s no point
fiddling around.

At this point, the best thing is to let everything you know
swish around in your head and just make something up. Yes, just
have a go at it. Draft a set of top level groups or attributes.

Yes, right now.

Really.

Go do it — start scribbling on a piece of paper or a whiteboard,
or just work through it a bit in your head. Once you get over the
fear of the blank piece of paper or whiteboard and start, it will all
begin to flow.

I wrote a blog post about this once and said ‘just make it up’.
Judging by the comments, some people thought I was saying you
should make it up out of nothing. I'm not suggesting that at all.
Make it up based on what you already know. You won’t be pulling
it out of nowhere - you'll be synthesising everything you
already know.

But don’t try to make it perfect. Just get something (or maybe
a couple of things) down as a starting point. Don’t agonise over
trying to get the perfect answer straight away.

This step is more important than the previous one. No matter
how experienced you are, your first draft of an IA will not work
perfectly. Mine never do either, and most experienced IAs tell me
the same thing. But you won’t know that until you check it.

Again, this step is different depending on whether you're
working with a hierarchy or database content.
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If you're working with hierarchical content:

Look at your draft groups. Think about what you know about your
audience. (Start by thinking about just your core audience or core
tasks.) Does it look like these will make sense for what they need
to do? Will they understand the groupings? Will the right things be
grouped together? Will they understand the labels?

Then look at your content. Slot it into your draft groups. Does it

all fit in? Does it fit in easily, or could some things be in more than
one place? Is there content that doesn’t really fit anywhere?

If you're working with database content:

Look at the attributes of each type of content. Look at what

you know about your audience and what they need. Will those
attributes give them good ways to filter, sort or otherwise narrow
down your content? Will they understand what each attribute
actually means?

Get a sample of the content and assign the attributes to the sample
content. Can you assign it all easily? Are there some objects that
don’t quite work as well as others? Are there some attributes that
you realise need some more work?

For both types of content, go back to step 2 and revise what
you've created.

Look at your draft, what you know about your audience, and
your content. See if it looks like it will work.

Each time you do this, first check core tasks and core content.
As you revise it, start looking at the more unusual tasks and
content. Go deeper and play with more detail every time.
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You'll know when to stop revising. There’s a point where you look
at your draft IA, the audience needs and the content, and it just
feels good. It feels simple and right and you can’t tweak it

much more.

I'm not sure if this happens to everyone (although talking to
people in my workshops makes me think it’'s not uncommon), but
when I do this step another strange thing happens. Not only does it
feel good, I also feel totally stupid for spending so much time to get
there. “Why did I think it would be so hard a couple of days ago? It’s
so obvious. I should have been able to do it faster.”

That'’s one way I know it’s going to work. I feel that way
because I've managed to move from something messy to
something simple and elegant. Hard thinking went into it, but it
looks so obvious at the end.

In a project, this is a good time to start talking to other people
about the draft IA. Talk to your client, your colleagues or your
subject matter experts. However, don’t do it until you've worked
this right through - there’s little point showing them a
half-baked idea.

When you talk to them, be prepared to explain how you came
up with what you did. Be prepared to explain the ideas that didn’t
work out and you threw away, and the rationale for the things you
kept. But most of all, be prepared for nitty-gritty detailed questions
about edge-case content and user needs. I'll tell you a secret — if
people are talking to you about detailed edge cases, the core is
good. Otherwise they’d be picking holes in the core idea.

If they are picking holes in the core idea, listen to them.
Think about what'’s going on and why they don’t understand the
core idea. In all my experiences doing this, I've learned that if a
lot of people have a objections to the draft IA, it's coming from
somewhere. And in the long run it isn’t going to work.
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-

The last time I presented a draft IA that I thought was okay, some
of the subject-matter people had reservations about it. They
expressed it politely as, “I'm still not sure about this but we’ll see
what happens”. I was halfway through writing the content when

I finally realised they were right — it wasn’t going to work out. My
mistake in this case was I didn’t understand the content as well as
I thought I did (and it was based on some tricky legislation), so I
didn’t see that it wasn’t quite going to work. I rewrote the content
and re-jigged the IA at the same time. And I went back and said,
“Remember when you said this may not work? Well, it didn’t”.

As a series of steps, this process is fairly straightforward. Here are
some extra tips for doing it.

How many content groups?
How many content groups are too few or too many? As you may
predict, there’s no right answer for this — it depends a lot on your
site and content.

You want people to easily find whatever they need for their
current task. That involves three steps:

. looking through the list of groups
.ignoring the things that aren’t relevant

3. choosing between the things that might be relevant

You might think fewer groups would make this faster. And
certainly the first step will be. But if you have fewer groups, the
groups themselves can become more abstract and harder to
interpret, making the second and third steps harder.

What if you had more groups and less abstraction? Well, the
first step — looking through the list — would be slower. But the
second and third steps should be faster as the content is
less abstract.
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As you can see, it’s a balance. If you're not sure which way to
go, create two versions using this process. Test both with your
audience and see which one works better.

A comment from one of my blog posts illustrates
this perfectly:

”I don’t want to sound like a smartass (or whatever the
Australian equivalent is), but the perfect number for items
in a navbar is ZERO and each item added after that is a
compromise.

Zero items requires zero interpretation by the user and
every item after that requires increasingly more complex
interpretation. I know zero items isn’t practical (or politically
realistic), but I think it’s worth thinking of the challenge as
“what do I absolutely need to add to this list?” rather than
“how can I whittle down this list?”

Having said that, I agree with you that long lists
can work just fine (and that users proving it in testing is
a powerful way to sell it internally). The key to long lists
is the speed with which a user can ignore everything else
other than what they’re looking for. If we can make it more
about ignoring than interpreting, we have a better chance
for success. For example, if you put an alphabetical list of a
hundred names in front of me and my goal is to find my own
name, it is an exercise in ignoring the 99 items that aren’t
my name. "

Dan Willis, uxcrank.com

Navigation design

As you draft the IA, you will have ideas for navigation. Though you
should work through the IA first (to get your groups and labelling
right), you can’t really separate the two. Sketch your navigation
ideas so you don’t forget them, but concentrate on getting the 1A
done at this point.
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Which classification scheme to use

One thing people ask me all the time at workshops is whether they
should organise their content according to an audience scheme, a
topic-based scheme or something different. Apart from reminding
them that audience schemes are hard (see page 175), I usually
recommend they draft both. One of them will just work out better
than the other. It really is the easiest way to resolve these types

of questions.

If you have two approaches you think work well, another
way to choose between them is to run a usability test (which you
should do anyway - see chapter 19). This will usually give you a
clear indication of which one will be more effective.

If you end up with both schemes working, or if one works well
for one audience and one works well for another, think about how
you could use both in your website. Maybe you’ll mainly structure
the content around topics but provide an audience-based entry
point as well (see the section about focused entry points patterns
in chapter 16).

If stakeholders hate it

If your client, stakeholders, authors or subject-matter experts

are very negative about the IA, or have fixed ideas about how you
should have done it, you may want to:

See if you've actually missed something, or taken it too far. Go
back to the beginning for the parts that people are particularly
negative about and rework it. It’s hard to throw away existing ideas
and start again, but this may be just what you need to pick up what
you've missed.

Work their idea right through using the same process as above.

See if it works. If it doesn’t, take detailed notes about the parts

that didn’t work and why so you can explain it to them. As

you’ll learn with experience, something that looks sensible and
straightforward on the surface often isn’t.
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Team or individual

You can do this by yourself, or with a team. I find it easier to think
through the initial draft by myself. For anything complex I find it
hard to think about the IA, audience needs and content all at once
while discussing it with people at the same time. If you're the same
and work in a team, you could all create first drafts independently
(and do at least one round of checking content and user needs) and
then get together to work through the best parts of each.

If you are doing this in a team, try not to fall into the trap of
talking about whether you should approach it in a particular way.
For example, don’t have a long discussion about whether to use
‘Products and services’ as a single group or a combined one. Try
both out with your content and user needs and see which will
look better.

The mechanics of the process

Are you wondering just how you should do this? Should

you create a site map (more on site maps in chapter 20) in a
computer drawing program, a mind-mapping program, or even
a spreadsheet?

It doesn’t really matter how you go do it as long as it suits how
you work. Sometimes I jot everything I know on sticky notes and
shuffle them around my desk until I start to see some patterns that
work. Sometimes I stick all my user research and content ideas
around my whiteboard and scribble for a while. Sometimes (and
this is more common for me) I sit in my comfy office chair with
my feet on the desk and play around in my head (which really
freaks project managers out as they think I'm doing nothing).
Occasionally I sort it out during a run or a swim. Sometimes I'll do
this with a client and a whiteboard and lots of markers. It really
depends what works best for you.

The only way you shouldn’t do is in front of a computer.
Computer programs are great for writing down what you’ve come
up with, but most people think more creatively when they’re on
their feet at a whiteboard or doing physical work like shuffling
papers around a big desk. Even if you love to mind-map with a
computer program, at least start by doing it on paper.
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Figure 18 — 1. Content
written on green
sticky notes

Figure 18 - 2. User
needs on white sticky
notes

Figure 18 - 3. Shuffle
around until they start
working. Labels on
pink sticky notes
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Make notes of your rationale

As you work through the draft IA, make a note of the ideas you
discarded and why you kept what you did. This will help when
you are talking with your client or team and someone asks ‘why
didn’t you do such-and-such’. You’ll be able to remember what you
thought about and explain clearly why it didn’t work.

You don’t have to create a big, formal document. Some
scribbled notes will do, or even photographs of your whiteboards
at various stages. I promise that as you work through ideas and
discard some, you'll forget why you made particular decisions.

IA that changes over time

Some sites will have an IA that changes over time, as many
types of content are based on a cycle. For example, the UX
Australia conference site changes during the year as different
milestones are reached.

If your site is likely to change over time, in a cyclical way, or
just for extra content, make sure you include that in your IA

Sequencing in the IA

One other thing to think about is how you sequence the IA.
In most cases, the order is fairly easy to figure out — there will be
a natural order for things. Sometimes that order is by importance,
sometimes groups in the IA will clump together and form natural
subgroups that feel like they belong together.

The absolute worst thing you can do is to sequence
alphabetically — alphabetical order is fine for A-Z lists (when
people are doing a known-item information task), but not for
navigation items. Alphabetical order is essentially random order.
Spend time figuring out a sequence that makes some sense instead
of defaulting to alphabetical.
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Chapter summary

You're at the point when you're ready to create the IA. The best way to approach
this is to just start — put pen to paper and get ideas down. Then:

Check it works for both the content and the people

Revise it

Keep tweaking it until it’s working

Discuss it with your client, stakeholders, authors and subject-matter experts
Test it (see chapter 19)
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You're over the main hump of your IA design process. You're
happy with the IA you’'ve come up with, it fits your content, and
should work well for the users.

Before you continue it’s a great idea to test that assumption.
Instead of just thinking and hoping it will work for the users,
make sure it actually will.

This is called usability testing. It basically involves putting a
draft of something in front of people, asking them to use it to do
things they’d normally do, and checking it works for them. When
you perform a usability test on something before you start to build
it, you can find out what works, what doesn’t work, and what you
need to fix. It lets you see things that aren’t going to work and
make changes before it’s too late.

Of course, usability testing can be done for anything.
Although it’s used a lot for software and websites, I've heard of
retail outlets setting up test stores specifically to check changes to
store layout.

For your project, you probably won'’t be doing usability testing
on anything quite so large. You’ll want to test your draft IA — your
groupings and labelling. Eventually these will form the main way
people find information or do tasks, so it’'s important to get them
right, and to know they’re right.

Usability testing at this point won’t check everything you
need to check for your final project. You’ll want to do it again more
thoroughly when you've designed the navigation, page layouts
and content. However, the more things you try to test at once, the
harder it is to figure out what aspect wasn’t working — was the
label obscure, or was the page so busy that people couldn’t see the
navigation bar at all? Usability testing just your IA lets you know
that your groups and labels are working well. The other reason for
testing your IA is that navigation and content have to work with it,
so it’s best to find any mistakes before you start working on these.

Usability testing isn’t about checking whether the people can
use your website. It is about checking that your website lets them
do what they need to do. It’s a subtle but important difference,
and one to keep in mind when you’re testing. You are testing your
work, not people’s abilities.
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Before you start testing your IA, think about what you want to get
out of your test. This will help you decide how to run it and who
to involve.

The main thing you’ll be trying to learn is that your groups are
sensible and your labels are good. You may want to check that your
overall approach is okay (e.g. if you've used an audience-based
classification scheme, that people expect to see your information
in that way and understand the audience groups). Or you may not
want to test the IA as a whole, but instead dive deep and just check
a part of the IA that was hard to design or where stakeholders
couldn’t agree on the approach.

One of the biggest advantages of the approach I'm about to describe
is that it’s very easy to do. It doesn’t take a lot of preparation and
you get results quickly. Depending on your situation, you could

set up a test one morning and have results that afternoon. It really
is that easy to quickly test your IA. It’s great to test quickly, make
some changes and test again. So you really can test as soon as you
have a draft IA you're happy with.

If you didn’t get a chance to do good user research earlier in
your project (and I know this happens for all sorts of reasons), you
could take this opportunity to test your IA and gather some extra
research at the same time. Even if you undertook some research
early on, chances are some things came up in between that you
wish you knew more about, or assumptions that you'd like to
follow up. Combine an IA test with some simple research to help
you make better decisions later in the project.

You could time your test with something else. (It takes so little
time that it’s easy to slot in with other activities.) If you're going
to be communicating with your audience in some other way —
perhaps a stakeholder or staff meeting to gather requirements for
another part of the site — you could include a simple test of the IA
alongside this.
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This type of testing is quite simple. You're going to ask people how
they would do a particular task or look for particular information
using your new IA.

For example, if  wanted to test the IA of my conference
website, I could ask people to find out some key things like how
much it costs, what events are on particular days, and what they’ll
get out of the conference. I'm not really asking them to find the
answers, as the content won'’t be available yet, but asking them
where they would look for the information. I show them the IA
step-by-step and ask them to indicate where they’d look - it’s
that easy.

This testing method works best for a hierarchy pattern
(see chapter 16), simple database structures and combination
hierarchy/databases (particularly for checking the top couple of
levels). If you've used the subsites structure, you may want to test
from the top levels, or test one or more of the subsites. It’s also
great for testing the focused entry points structure, as you can see
which way different people approach information.

It’s unlikely to work for most wiki structures — they don'’t
really have an IA to test. You can test these later when you have
some content ready (see chapter 24 for more about this).

It can work well for the top couple of levels of a catalog, but
not so much for the deeper levels — especially ones that contain a
lot of products.
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Before you start, you need three things:

1. A draft IA
The first thing you'll need is your draft IA.

It’s okay if your IA is still in draft form. This is a perfect way
to check what parts of the IA work and what parts don’t. You don’t
have to test just one draft IA — you could try out different versions
or different approaches.

It’s also okay for your draft IA to list things in more than one
place if you're unsure where you’ll put them. This helps people
feel like they’'ve found the ‘right answer’, and gives you good
information about the paths people will follow.

2. Scenarios

The second thing you'll need is a set of tasks or a list of things you
know people may need to look for. In usability testing we call these
scenarios, and they represent what people will do and look for
during the test.

When you're writing these out, make sure they use the
terminology people use and provide some sort of background or
context to make sense of the task. In particular, you should avoid
using the same terms as you have in your IA. If you do, it just
becomes a treasure hunt for the exact word in your scenario.

For example:

If you were designing a furniture website don’t say “You need a
new bookcase”, because people will start looking explicitly for
bookcases. Say “You've just moved house and have books in boxes
everywhere” instead, which gets them thinking about what they’d
do about that problem.

If you have an intranet, don’t say “Find the maternity leave policy”.
Instead, say something like “You've just found out you're going to
have a new baby. What are you entitled to?”.

On your accounting software, don’t say “Raise a receivable invoice”.
Try something like “You just delivered a report to your client and
it’s time to ask them for money”.
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Using these more realistic scenarios helps ensure people think
about the task they may need to do, rather than just hunting for
the exact word you're giving them.

There’s no right number of scenarios to use. You want enough
to cover a good proportion of your IA (or the part you are most
interested in exploring) and a good proportion of the tasks people
will do (so you can test that the main tasks are easy to complete).

As people go through the scenarios they’ll see parts of the
IA, and remember where they saw things. This is okay, as people
do learn and remember in real life. But after a while people start
to focus more on remembering where they saw something than
thinking about where they would look for it.

I've found the best approach to balancing these two issues is
to have enough scenarios to cover your content and normal tasks,
and enough participants so they don’t complete every scenario —
they just do enough to keep the activity fresh.

It’s also good to randomise your scenarios (if you write them
out on index cards as I describe below, just shuffle them) so each
person does them in a different order. This will make sure your
test isn’t biased by the order.

3. Participants

The third thing you'll need is a group of people who can give a
small amount of time to be involved. As we discussed in chapter
6, the participants should be people who will be using

your information.

The most important thing to note for this type of usability
testing is that it only takes a small amount of time and
commitment. Even a couple of minutes of input from people
will give you some very valuable data. So the way you arrange
your participants will depend a lot on your project situation.

For example, when I do intranet work, I do face-to-face tests and
basically arrange to see people at their desks. For website work, I'll
set up an online test and invite people via email or via the website
in question. If you can keep it low effort for people, it will be much
easier to get them involved.
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For more information about getting people involved, see the
section on recruiting participants in chapter 6.

Method

The two main ways of running this type of usability test are face-
to-face or online (yes, you can do both). The advantage of running
face-to-face testing is you can talk to people. Just like other user
research activities, you can ask people why they made particular
decisions and what terms meant for them. This type of feedback
help you understand why your IA is working (or not working)
instead of just letting you know it is working.

Of course, it isn’t always easy working face-to-face, which
is where online testing can be particularly useful. The main
advantage of online testing is you can involve people you wouldn’t
otherwise be able to meet face-to-face. And you can often involve
more people than you would ever reach face-to-face, giving you
a lot of useful information. Each method will involve
different preparation.

On paper

Figure 19 — 1. Scenario cards and hierarchy cards
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If you decide on face-to-face testing, you'll need to prepare your IA
and your scenarios. My favourite way of doing this is with a set of
index cards.

For the IA:

Write the top level categories on an index card. If you have more
categories than will fit on one card, just continue on another.
Write large enough that you can read it at arm’s length. Number
each category 1, 2, 3, 4, 5, etc.

For each top level category, write down the second level categories
in the same way. Again, if they don’t fit on one card, just continue
on another. It can be handy to use a different coloured card (so
you can handle them more easily) but it’'s by no means essential.
Again number these, this time using the number that represents
the category above, followed by a number for the current level (e.g.
1.1, 1.2, 1.3).

Continue for all categories and all levels.

For the scenarios, write each scenario on one card (it can be
handy to use a different coloured card for these too). I also usually
label these as A-Z in the corner of the card. (The numbering and
lettering system helps with record keeping and analysis.)

Come up with a way to explain the exercise. This helps you
introduce the activity efficiently and helps people understand
what you're about to ask. I usually say something like:

“Thanks for agreeing to help us out today. We've been
working on improving [whatever your site is] and would like
to check that what we’ve come up with is sensible for the
people who will have to use it.

I'm going to ask you to tell me where you would look for
particular information. On this set of cards I have a list of
things people do with this [site]. I'm going to show you one
of these, and then show you a list of words that may end up
being navigation on the [site]. I'll ask you to tell me where
you would look first then show you another level and again



236

ask you to tell me where you'd look. If it doesn’t look right
we’ll go back, but we won’t do more than two choices - after
all, it’s not a scavenger hunt. Don’t worry if this sounds
strange — once we've done one, you'll see what I mean. And
if there are tasks on those cards (the scenarios) you wouldn’t
do, or that don’t make sense, just skip them. "

Bundle up your cards (plus some blanks and a marker) and you're
ready to go.

Running the test

When you're with a participant, you pretty much run through the
test the same way you described in your introduction. So first show
them a scenario (or read it out if you like), then show them the top
level card. Ask them to choose a group. For that group, show them
the next level card, and so on until there is nowhere further to go.

If they choose a group and feel as if they’ve made the wrong
choice (usually this will happen as they don’t see anything that
helps at the next level), go back one level and ask them to choose
again. But just as you outlined in the introduction, only do this
twice. After all, you want to know where they would look, not get
them to hunt down the ‘answer’ to the scenario.

Run through the scenarios you have planned for this
participant. If you feel like they are trying to remember where they
saw answers instead of thinking about what they’re looking for,
that’s a good time to wrap up.

If your participant needed to go backwards at any step, you
may like to ask them what happened. Ask if they remember why
they chose the particular group and what they thought would be in
it. Be very careful not to make them think they’ve made a ‘mistake’
- remember, you're checking how good the IA is, not how good the
participant is. But by asking you’ll learn very useful information
about what people think groups are about and how they expected
to look for information.

When you’re finished, thank the participant for their help and
let them know what happens next.
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When I'm using this method to test an IA, I sometimes notice a
consistent problem in the IA — usually a label that just doesn’t
make sense. That's why I carry spare index cards and a marker.
Rather than continue testing something I know isn’t working, I'll
change the label (by writing a new card) and continue testing to
see if the new label works any better.

Recording results

As you work, record the participant’s answers (this is why we put
numbers and letters on the index cards). Ilike to have someone
with me taking notes, as it can be tricky juggling cards and writing
down selections (the test moves pretty quickly). All you need to do
is write down the path for each scenario.

For example:
A:1,1.2,1.2.1 (nO), 1.2, 1.2.6 (happy)
B:7,7.6,7.6.5

A helper can also write down the comments people make as they
do the test, which are usually both interesting and useful.

After the test, I usually record the results in a big spreadsheet.
I put the scenarios across the top, and the IA down the sides. Then
I simply go back through all the results and tally where people
looked for each scenario. Because I let people look in two places, I
usually mark first choices with a big X and second choices with
a small x.

It’s a simple process, but it very quickly shows you patterns.
For some scenarios, you may find there was a consistent approach.
For some, there may be less consistency. Sometimes you’ll find
consistent answers that were quite different to what you thought
would be the ‘right’ one.

Online

Preparation using an online tool will vary, depending on the tool.
At the time of writing I know of three online tools that focus
specifically on IA testing (all are quite new):
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TreeJack: From Optimal Workshop (http: //www.optimalworkshop.
com/treejack.htm)

C-inspector (http://www.c-inspector.com/)

PlainFrame (http://plainframe.com/)

The first two let you test the IA as a hierarchical tree. The third
lets you test your IA in the form of navigation - i.e. the position of
navigation bars on the screen. I usually create an IA before I know
anything about navigation (something we discuss in chapter 23)
so the tree approach works well for me, but it would be easy to
mock-up a navigation approach and test with a bit more context.
All follow the same idea as the face-to-face test. You
upload a hierarchy (your IA) and a set of scenarios. You write an
introduction test and send it out via email or include a link to it
on your website.

* Top
* fruit & vegetables
e cthnic vegetables
e fresh herbs
e frut
* green vegetabEs
® other vegetabl

® prepared salads

Skip this task

Figure 19 — 2. Treejack (https://optimalworkshop.com/treejack.htm)
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Menu | Tasks | Results

Linkedin > Send a Message

Connections (13) People (8) Jim (2)
Inbox (7) Friends (3) John (1)
More... (3) Chris(0)
Home (1)

204 users (13 selected)

User Clicks Time | Notes First click path

[V vaHsIe 12 3l Confacts > My Connections
(V] TQKN3MH5 4 30 More...

[] 14GDER 4 21 Contacts > My Connections

(V]| TONJIFSL 2 9 Inbox (11) > Compose Message
(V] 10AU4VHE 12 47 Home

(V] TXKSMYIV 2 16 Inbox (1) > Compose Message

Figure 19-2: The results from a PlainFrame test

It’s usually pretty easy to interpret the results of this activity.
The spreadsheet I described above, or the outputs from the tools,
show a fairly clear picture of what works and what didn’t. When
interpreting the results, think not only about what happened but
why it happened.

First, think about whether the overall approach worked well.
Did the test show you've chosen a good basic approach to your IA
(particularly if you've chosen something like an audience or task-
based classification scheme)?

Identify the scenarios where people looked in the same place
you thought the content would be. You can probably be confident
this will be a good location for that content.

For the parts that worked well, think about what made
them work well and check that they worked well because the IA
is suitable. You need to be a bit cynical here and make sure the
scenarios didn’t work well because you used leading language and
people word matched, or because they always did that scenario 5th
and had learned the IA.
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When the results weren’t what you expected, think about
what happened:

Did everyone think the information would be in a different place
to where you thought you’d put it? If so, consider putting the
information there. You may need to tweak the IA a little to fit it.
Were some of your labels just not clear enough, or did people
interpret them in a way different to how you intended? You may
need to revisit the labels, the placement of content within them, or

the categories themselves.

When you've finished analysing what worked and what didn’t, go
back to the process we discussed in the last chapter. Tweak the IA
(or toss it out entirely and take a new approach) and test it again.
Keep doing this until you’re happy you have something that’s

going to work.

Brian Hoffman, Web Experience Specialist, EnergyCAP, Inc.

”I had done an open card sort, came up with top level
categories, which things might go in them, and identified
some terminology issues. But I wanted to test the results of
the hierarchy I'd come up with and didn’t think a closed card
sort would achieve what I wanted it to — I wanted to test the
whole hierarchy and not just the top categories.

So somehow I came up with the idea of a tree test. I
wanted a very natural interface for participants to use, so I
ended up creating the hierarchy in a series of nested folders
in Windows. The participants were then given tasks and
asked to find things in the hierarchy by navigating through
the folders and using a think aloud protocol.

It worked really well and using an iterative testing
process I’ lbelieve I came up with a very solid start to the IA for
the site.
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Melinda Anderson, Freelance user experience consultant

“A couple of years ago a local (Australian) government
client came to me for help. They were redesigning their
very large, information-based website. They had devised a
new site structure, but had not as yet involved users. They
wanted to understand whether or not the proposed structure
was likely to work before progressing into design and
development. Usability testing was not possible because,
being a largely static content website, there were a limited
number of wireframe templates to be developed. This meant
that they would not produce enough wireframes to make

a prototype, and waiting until the website was nearly
complete would pose a huge risk should the structure turn
out to be flawed.

I had read about a method for testing on index
cards'. The client provided me with a copy of their proposed
structure, which I converted to index cards. Armed with
these cards and a list of information-seeking tasks, I went
to the local library and (with the library’s permission)
canvassed participants. I found that participants quickly
learned the structure and so later tasks didn’t have as
realistic results as earlier tasks. In addition, I found that
juggling cards, trying to note down the paths the users
took, and asking questions to understand their motivations
was challenging. However, at the end of the exercise, I
was able to go back to the client and make some strong
recommendations on the key problem areas and the client
went away happy.

It was around 6 months before a similar project crossed
my desk. A colleague of mine had discovered a tool to create
a prototype site just with navigation. We decided to conduct
information architecture testing following the standard

1
http://www.boxesandarrows.com/view/card_based_classification_evaluation
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usability testing approach. The client provided a site map
and we developed a prototype. We used 6 participants from
their primary audience. Again, participants learned the
structure fairly quickly, so again after about 15 tasks, the
results were slightly compromised. This time however, it
was easier to capture the participants’ journeys because I
didn’t have the manual task of flicking through cards. The
testing gave us strong results and because an interview style
approach was followed, we were able to collect feedback

on labels, much like we had done with the card-based
classification validation scheme. We fed back to the client
in an informal wash-up and they went on to implement our
recommendations.

Fast forward 2 years and I'm now working for an
agency in London. A client requested usability testing on
their new site; however, being predominantly static content,
they faced the same problem as my first client — they didn’t
have a significant amount of interaction to test, and in order
to get the most out of an hour long test session, they needed
to produce a fairly comprehensive prototype. This was just
not financially viable, nor was there enough time to develop
a prototype.

While researching IA testing tools, I came across a
new web-based software program (Treejack)* where users
completed the study remotely online without a facilitator. As
the client was not comfortable conducting the entire testing
remotely using Treejack (they were unfamiliar with the
concept of IA testing and were concerned that they would not
get the results they were looking for), a small sample of the
respondents were invited to our labs, and we observed them
using Treejack to complete the tasks in a manner similar
to the white site testing and usability testing. Treejack
conveniently tracked the paths that users took and presented
that information in a digestible format that made it easy and

z Treejack: http://optimalworkshop.com/treejack.htm
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fast to identify key problem areas. In addition, by observing
participants, we were able to collect comments and feedback
regarding the proposed structure, that was not possible with
the remote studies.

Whilst we got some great results, which we fed back
to the client, we did find some issues with Treejack that
we hadn’t counted on. I found that the results could be
compromised. Some participants liked to browse through
the structure first to see what was in each section before back
tracking and making a selection. Whilst this is consistent
with the web browsing behaviour of some types of users, it
did not suit the purposes of the study, which relied on users
making first-instinct decisions. I also found that not all
participants understood how to use Treejack, even though
comprehensive instructions were provided (remembering
that users don’t tend to read instructions).

Since that first time using Treejack, I have completed
further studies using this tool, these being predominantly
remote studies with no facilitation. I have found that whilst
it is cheaper to conduct the remote studies because the cost of
a lab and facilitator is removed, the lack of direct interaction
with participants means that only path information
available, and it is up to the consultant to interpret this
correctly. I also have to take into consideration that users
may not interact with the application the way that we expect
them to, which can compromise the results. That said, I
still feel that the data capture feature makes it preferable
to the manual approach of the card-based classification
verification scheme.

Having used a number of different methods to test IA,

I can safely say that I prefer to use an electronic prototype to
index cards. I find that allowing the user to drive frees me
up to observe, take notes, and ask more detailed questions.
I think that it is better to do one-on-one interviews rather
than remote facilitation because I can explore concepts and
rationale with the participants, which helps me to better
understand the results, and therefore provide more accurate
recommendations. 7
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Chapter summary

A usability test of your IA will let you check that it’s working well before you
design navigation and page layouts. A test involves:

Deciding what you want to learn, and which parts you’ll test

Preparing the draft 1A

Preparing scenarios

Arranging participants to be involved

Running the test

Seeing what happened and making changes to the IA

This type of testing can be done face to face, or via an online tool.

Further reading
For more information on testing an information architecture, see
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In previous chapters I've talked about how you should design
your communication around the needs of the people you’ll be
communicating with. This is just as important for the IA as it is for
all other communication.

However, at this point I'm going to suggest you don’t
communicate the IA to anyone outside your immediate team.

Of course you’ll want to explain the groups, labelling and pattern
you’re going to use. And you’ll want to describe how you came up
with the groups, what will be in them, and why you know they’re
going to work well. But even so, you may want to hold off for a
little while.

No, not because I think you should keep it under your hat or
secret. I'm suggesting it just because people may not need to know
about the IA.

In the past I've presented IAs to clients, stakeholders and my
audience. Full of good intentions and transparency, I've shown
people diagrams and spreadsheets showing the IA. I've explained
the rationale behind the groups and all the issues we came across
when deciding the labels. But the results were never particularly
good. Why? At this point it’s all too abstract — my diagrams and
spreadsheets didn’t connect to anything concrete and practical.
Everyone walked away with different ideas about how the site
would work.

So I suggest you communicate the IA after you've designed the
navigation and page layouts. Show people the two things together
and they can visualise how the site is going to work. It's much
safer and less likely to cause confusion.

Of course, that doesn’t mean you shouldn’t write anything
down after coming up with the IA. Just consider who to talk to
about it at this point in your project.

An IA is usually documented as a sitemap (an IA sitemap is
different to the sitemaps you see on websites, but shows the same
sort of thing). Sitemaps can be diagrammatic or some type of list.
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I use two different types of sitemap, depending on the complexity
of the project.

The first type of sitemap I use is a conceptual sitemap. Similar
to the diagrams in chapter 16 (IA patterns), it shows a high-level
representation of the site and its basic pattern.

A conceptual sitemap will usually show top-level headings,
key pages or sections, and key relationships between pages or
sections. It definitely won’t show all the pages that will eventually
be in the site.

This sitemap will almost always be a diagram. I'll use it in
situations where I have a chance to explain it — its abstractness can
be hard to communicate in writing.

There’s no one way to draw this diagram. The shapes and
connectors should be simple, and the diagram should not contain
too much information. The idea behind it is to show the overall
shape of a site at a glance, so don’t make it too fussy.

I don’t always use this type of sitemap, especially with
small sites or larger sites that are straightforward hierarchies or
databases. In these cases, a conceptual diagram just isn’t necessary.

Home
About us Articles Authors Publications Glossary
(by topic, title, date)
Individual Individual
Articles Publications

Figure 20 - 1. A conceptual sitemap
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The second type of sitemap is a more detailed one. Rather than
trying to communicate concepts, this one’s all about the nitty-
gritty detail.

This type of sitemap can be done either as a diagram or some
type of list. (I use a spreadsheet, but plenty of people use the
outline view of something like Microsoft Word.) If you have to
choose between the two, consider how hard it will be to update
— for large sites, a diagram may be easy to see at a glance but
inefficient to change.

Even detailed sitemaps that represent a lot of content don’t
need much in the way of drawing shapes. I use simple boxes and
simple connectors, with each box representing a ‘page’ in the
site. Where I have structured content like articles, news items or
publications and there are too many to list, I show these as a stack
of boxes. For special things like interactive tools, areas available
only to logged in users or something else you can use colour or
different shapes. Tailor the diagram to suit your own site and what
detail you need to include.

For large sites, spreadsheets can be both very useful and much
easier to maintain than diagrams. You can also use them for other
things, including project tracking activities such as recording who
owns what, who has provided content, which pages have been
prepared, which have been checked, and much more. You can
include columns for extra information and notes — which are all
harder to do on a diagram. If you have a database-structure site,
you can include the metadata in the columns as well.

Stack of

Page structured Part of a page
content

Figure 20 - 2. Basic shapes for drawing an IA
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Food & wine

History

The essentials

Events calendar Touring

Links (body) Links (body) Links (body)
Lacation 1 food & Location 1 nature Location 1 history
wine
e —| T s |
Location2 food & Location 2 nature Location 2 history
wine
C—m T —
Location 3 food & Location 3 nature Location 3 history
wine
Events generated from e — e | v s —|

database, Need 1o store
o Startdate

SRS R R G

o Enddate

o Location (multiple
select)

.

o Description

o Image

Maps <>

Figure 20 - 3. A detailed site map for a tourism website - the icons indicate which
template to use, the pages are numbered to match the copy book

Tz1z]4]] c D E F G
1 |www.environment.gov.au - Combined structure
2 |No. Title Nav OK Page titl Sidebar Fix
3 Home Remove heritage trails ad. Update ne:
4 11.0 ABOUT HERITAGE 2 oK
26|2.0 HERITAGE PLACES y OK
27| 2.1.0 World heritage places X W Change nav to 'world heritage places'
23 2.1.1 Gondwana Rainforests of Australia - Barrington Tops Area Sidebar link to NSW national parks is
29 2.1.2 Gondwana Rainforests of Australia - Focal Peak Group
° 30 2.1.3 Gondwana Rainforests of Australia - Hastings-Macleay Group
31 2.1.4 Gondwana Rainforests of Australia - lluka Mature F Move dinosaur site here.
- [32 2.1.5 Gondwana Rainforests of Australia - Main Range Group
- [33 2.1.6 Gondwana Rainforests of Australia - New England Group
° 34 2.1.7 Gondwana Rainforests of Australia - Shield Volcano Group
35 2.1.8 Gondwana Rainforests of Australia - Washpool and Gibraltar Range
36 2.1.9 Lord Howe Island Group
a7 2.1.10 Sydney Opera House
38 2.1.11 The Greater Blue Mountains Area
39 2.1.12 Willandra Lakes Region
40 2.1.13 Royal Exhibition Building and Carlton Gardens
41 2.1.14 Australian Fossil Mammal Sites (Riversleigh)
42 2.1.15 Fraser Island
43 2.1.16 Great Barrier Reef
44 2.1.17 Wet Tropics of Queensland
45 2.1.18 Australian Fossil Mammal Sites (MNaracoorte)
48 2.1.19 Purnululu National Park
47 2.1.20 Shark Bay. Western Australia
43 2.1.21 Macquarie Island
49 2.1.22 Tasmanian Wildermess
50 2.1.23 Kakadu National Park
51 2.1.24 Uluru - Kata Tjuta Mational Park
52 2.1.25 Heard and McDonald Islands
53| 2.2.0 National heritage places
54| 221 Kurnell Peninsula (S)
55 2.2.2 Brewarrina Aboriginal Fish Traps (Baiames Ngunnhu)
56 2.2.3 Sydney Opera House
57 2.2.4 First Government House Site
58 2.2.5 North Head, Svdne

Figure 20 - 4. A detailed sitemap in Excel. This was being used to record migration testing as well
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People often ask me how to show cross-links on a sitemap. After
all, the final site will include links between key pages. I don’t try
to show these on the sitemap — on a diagram it is just too much
information. You can include it in a spreadsheet if it’s important
to record key links. But the best place to identify cross links is
within whatever you are using for content (I usually use a big
document that contains all the copy and all the links).

Depending on where you live, it might even be faster to walk or ride and avoid traffic congestion.

Walking kids to school or riding with them has lots of benefits. Your local school might be interested
in starting a walking school bus [http http://www.travelsmart.gov.au/schocls/schools2. html].

Use public transport

Depending en where you live, public transport [Take action>Travel smarter=Use public transpert] can
be cheaper and less stressful than driving. You'll also help reduce air pollution and traffic congestion.

Avoid peak hour traffic

Peak hour can be the most stressful time to drive. Stopping and starting in heavy traffic increases
wear and tear on your car and uses more fuel than normal driving.

Work from home

Ifyou're in a situation where you can do all or some of your work from home, you can save on fuel,
maintenance and parking costs. You might alsc have more free time.

Car pool or car share

Car.pooling and car sharing [Take action=Travel smarter>Car pool and car share] can cut your
transpert costs and help remove the need for your own car or the secend car.

Figure 20 - 5. Part of a copy book, showing crosslinks and external links

Another question people often ask me is how to maintain the
sitemap after the site has gone live.

I rarely bother doing this. A sitemap is necessary during a
design or redesign phase to keep track of the new IA, and maybe to
manage the production of the site. But I think that the sitemap of a
built site is the site itself.

The only reason you would want to keep a separate document
is if you were managing the site manually (without a content
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management system of any type) and needed to keep track of
things like owners, date last updated, date pages were added. But I
know few people who don’t use some type of content management
system these days, so you probably won’t need to maintain a
sitemap. If you want to for some other reason, a spreadsheet will
be easier to maintain than a diagram.

So far we've discussed what to include in the actual sitemap. But
two things are much more important to document - the rationale
behind the IA, and how to maintain it into the future.

The rationale describes the reasoning behind the IA as a
whole, and is incredibly useful when other people have to figure
out where to add content or make changes to the IA without you
around. Include information about:
why you chose the overall approach
what each section is about - the underlying idea
what each section should include

If you tested the IA, make sure you include details of what you
learned during the testing.

Just as important is information about what you decided not
to do. Make sure you describe the ideas you threw away and why
you did so. For example, if you started off thinking you'd use an
audience scheme and found it didn’t suit the content or didn’t
work in testing, that’s really handy for someone to know. If you
tried alternate labels for categories, describe why you decided
against using them. This is very, very important. If you don’t
document these, guess what’s going to happen? Some manager is
going to toss out your work and use one of the crappy ideas you
threw away.

Also document how to maintain the IA into the future. This is
similar to the rationale as it describes the IA as a whole and what
should be in each section, but it should also provide guidelines
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on what to do in the future. Think about the types of content that
should be added, and how to choose where to locate them. Think
about what would happen if the site doubled in size — how should
someone manage the IA as that happens? This process also helps
you check the IA is scalable and that you've considered future
requirements.

Gary Barber, radharc, radharc.com.au

“I have seen this happen too many times, you design a sexy
IA, and six months later all the good work and benefits of
the IA work have been lost.

To overcome this issue you need to either train the
client in the dark arts of an IA, how you make categorisation
decisions (nice but not practical), or provide some reference
documentation.

I have found that over the years the best type of
documentation is the one that is very concise, in bullet
points and focuses on the elements of the IA or the
interactive design. All you want to provide is information to
help them make that categorisation decision. Often this just
comes down to comparing like with like information.

The critical thing with this “Where do I put this
manual” question is the method of presentation of the
information.

I have worked with government agencies that have
requested a PDF of the “Where manual”. I knew instantly
where this would end up on the shelf and eight months later
it was evident the manual had not been reference.

Similarly in a large company, I delivered this type of
documentation via their online help system. The problem
here was that no one used the Intranet — so same end result.

Documentation is great, but it’s a waste of time if it’s
not used. So how do you overcome this?

Simple, you have to match the type of documentation
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with the client’s real internal processes. Just like all users
aren’t the same, so all clients aren’t the same. It’s a good idea
to observe and research the people that are responsible for
the day-to-day maintenance of the site. Even if it’s just a few
minutes, you'll get an idea of the type of documentation they
respond well to.

I have found that depending on the personality of the
maintainer the following methods have worked well for my
clients:

A decision tree of the category system using flow diagrams:
Designers and developers respond well to this. Usually a
few large poster size printouts. However, there can be issues
maintaining the decision tree.

A wiki of the decision tree process: This uses the auto linking
of the wiki to link up the decision touchpoints to flow through
to the final category, with a description of the category and
examples.

Powerpoint/keynote presentation: This is basically the same
as the wiki above, however the slides are manually linked
together. This can be subject to version control issues.

Word document / PDF: This tends to work well for editors and
copywriters. I include a simple list of the categories based
around the site IA, again with detailed descriptions and
examples. The issue is there is no decision support system
with this document. The document is also subject to version
control issues.

Spreadsheet: This is usually the basic documentation, it’s a
simple spreadsheet with the categories listed in a tree like
structure, a brief description and a few examples. It’s often
extended from the site map. Now I have never seen this type
of documentation work well, except with fellow IAs - maybe
that says it all.

Whatever is used it has to be simple, easy to get to, use and

maintain. If it takes more than a few seconds to access and

start the decision process, I have found people will just not
024

use it.
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Chapter summary

Document your IA, but consider whether you want to show it to the client or
anyone outside your immediate team - it may be better to leave it until you have
designed the navigation and page layouts.

For internal use, the IA is usually documented as a sitemap. | use two types:

A conceptual sitemap shows the overall approach to the site.

A detailed sitemap shows all pages and a lot of detail. It may be a diagram, but
works well as a spreadsheet.

More important than the sitemap is your document explaining the rationale for
the IA so people can maintain it over time.

Further reading
For more information on how to communicate IA, see
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Part 5

De5|gn|ng
navigation

We've figured out our groups, tested them and talked to other
people about them. And we’re pretty confident that we’re on the
right track.

It’s now time to take the last step in our IA journey and design
ways to help people get around your site and between pieces of your
information — navigation. This section describes different approaches
to navigation, how to design it, test it and communicate it.



Navigation core
Navigation extras
Designing navigation
Testing navigation

Communicating navigation
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Navigation is a fairly all-purpose word that refers to the methods

we design that let people move around information. It includes

navigation bars, hyperlinks, buttons and other clickable things.
Navigation is more than just a way of getting people around a

site. It can also:

let people browse to the content or functionality they need

show the context of the information

show what is related and relevant

help people find information they didn’t know about

Navigation is more than just a single bar at the top of the page.
It’s an entire system that combines different pieces for
different needs.

Here are some common elements of an overall navigation system.

Navigation bars

The simplest approach to navigation is a navigation bar — a
horizontal or vertical bar that shows the categories of the site.
Navigation bars can be used for both simple and more
complex sites.

A horizontal navigation bar stretches across the page,
usually right at the top, or beneath some sort of banner or logo.
It may contain the same information on every page, or change
depending on the section of the site you're in.

A horizontal navigation bar is suitable when:

you have a small number of top-level items that can fit across

the screen

you aren’t likely to be adding new top-level items

your labels are short enough to fit into the horizontal space

you aren’t likely to translate the site into a language that uses long,
compound words (which take up more space)

you want to maximise the amount of page width available

for content
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Simple horizontal navigation bars can usually display 1-2 levels
of a site.

e Why chooseme?  Contact _Blog
Web strategy Interaction design _ Expert review User research Content
IA I .
Upcoming workshops
About information architecture (IA) « 8 Apr 2010: Information

architecture; Theory. & practice
(Information architecture summit
in a way that allows people to 2010)

Information architecture is about structuring information systems (such as websites and intranets)

+ 12-14 May 2010: Information

architecture: Just the essentials

(UXLx)

25 & 27 May, 2010: Information

architecture: Theory & practice

Information architecture skills are most needed for projects that involve organising and managing (Optimal Usabilty, Wellington &

Iarge amounts of content - providing structure, navigation and labeling. Auckland)

+ 26 May 2010: Designing for people.
(Optimal Usability, Wellington)

« find information they need

« find information they didn't know they needed

« make better decisions

« complete information tasks faster and more accurately

1A skills are are also necessary for interactive applications - providing the structure, workflow,
Iabeling and navigation for a system.

See all workshops
TA in a project

Related presentations
Information architecture activities are design activities, done toward the beginning of a project. Most

Ia-heavy projects will involve steps like: « Information architecture patterns (1A

Summit 2010
o Elicit or articulate the business goals and context in which the project occurs )

o Analyse content * Desigring to delight the information

Figure 21 — 1. My business website is simple, and horizontal navigation allowed me to
use the full page width for content

147 FEATURES

Figure 21 — 2. Horizontal navigation doesn’t have to be at the top of the page - but it's
important that people see it and recognise it as navigation (alfaromeo.com/)
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Figure 21 — 3. This

website uses simple
left-hand navigation

(blackestate.

co.nz)

Figure 21 - 4. ACC
uses right-hand
navigation. In
usability testing,
this performed just
as well as left-hand
navigation (acc.

co.nz)

A vertical navigation bar sits at the left or the right of the screen
and is most useful when:

you have more top level groups than would easily fit across
ascreen

you may add or change groups over time

some groups may have long labels

you may want to translate the website

Vertical navigation is also good for hierarchical sites with a few
levels. One of the most common navigation patterns is to display
the pages for the section you are displaying, indenting the sub-
categories to show their relationship.

Black

Top

, Black Estate is a remarkable
Vineyar . i

= place for wine.

Stockists

Join the Black List

Chardonnay
Contact 7

News Publcatins AboutACC Contactus Help
Making aclaim  [ISUSUNIFINILEEE  For Business | For Providers.

= &)(A)(A] | | common sports mures

ini 1 = Concussion
Ankle injuries gmesen
/An ankle sprain is an overstretching or tearing of one or more ankie ligaments. * Knee sprains
AAnkle injuries are the most frequent injuries in sports. Sprains to the outer side “RLCED.

of the ankle make up 85% of all ankle sprains ACC815 Managing your - Shoulder njuries:
sports injury (PDF 1.075H)

Sportsmart - 10-point plan

on this page Sport smart tips

1. How do ankie sprains occur?
2. Treatment

habitation

4. Reduce the risk of re-njury. Knee sprains (PDF 182K)
5. Resources

How do ankle sprains occur?
“The ankle joint has many ligaments that provid
e sprains are usually cau

ability by limiting the ammm of side-to-
n excessive rolling o onte
ds. This Eansnsmﬂ\uamn ontne

Is with 3 history of previous ankle sprains are more likely to have future ankle
sprains than individuals who have not had one before.

Treatment
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If you want to use this approach, make sure each level is visually
distinct and the indentation is big enough for people to see the
relationship between items. This helps them understand where
they are in the site and the context of the current information.

Although it’'s more common to find navigation bars at the left
of the screen, there’s no reason they have to be there (though some
people say they should be there for languages that read right to
left). Right navigation bars let the content area be the focus of the
page. And as long as they’re easy to identify as a navigation bar,
they’re just as easy to use as left-hand navigation.

Inverted L
By combining horizontal and vertical navigation bars we get
inverted-L navigation. This pattern usually has a horizontal
navigation bar that’s consistent right across the site, and a vertical
navigation bar for each section of the site.

This approach is good for large sites, particularly those with
the subsites pattern I described in chapter 16.

Case Study: UX Australia

| [ Searcn |

-‘:’C UX Australia

User experience conference & workshops

Home UX Australia 2009 UX Australia 2010 Contact us Blog

UX Australia 2010

About

UX Australia 2010 program

Program

Guiding principles Hands-on workshops
Callfor proposals Hands.on workshops will be held on Wednesday 25 August 2010. Workshaps include

Call for reviewers « MJ Broadbent: Visual skills for the I-Can't- Draw crowd (half day)

o Lisa Herrod: Inclusive design: Accessible user experiences on the web (half day)
Sponsors

« Rachel Hinman: Mobile UX essentials (half day)
o Todd Zaki Warfel: Practical prototyping (half day)

« Daniel Szuc & Gerry Gafiney: The usabilty kit workshop (full day)

Pricing

« Plus 2 more half day workshops to be announced!

Figure 21 — 5. UX Australia has horizontal navigation for the major sections, and rarely changes. The
left navigation bar is a 2-level hierarchy for the current conference, and changes throughout the year as
planning progresses.
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Siemsp Acsbiity Contactus

<Searon iz e so

2 to whols of WA Govemment sesren

Department of Commerce

ommerce [ Consumer Protection

Shopping  Creditandmoney  Motorvehicles  Real Estate Tenancy Business Senvices  Publications  AboutUs

Real Estate

Finance forbuilingor  Finance
buying a home

y— Information on finance for building or buying a home
Fees and charges Whether building or buying. it is a good idea to start doing some homework to find a home loan that is
right for you. Home loans have different features, including fees and charges and different pay back
Lenders options. The home loan with the lowest interest rate is not necessarily the cheapest.
Morigage brokers Working through different finance aptions can be difficult and confusing for many people. Shop around,
ask as many questions as possible and get help, if necessary.
The Consumer Credit
Code Please select from the following topics:
Yourrighs after Loan features
signing a credit Fees and charges
i Lenders
Mortgage brokers
Case study Refinancing and debt consolidation
The Consumer Credit Code
Buying and selling a Your rights after signing a credit contract
me ‘A quide to home loans (PDF 690 KB)
Case study - a long term commitment
Home buiding

Figure 21 - 6. The Department of Commerce WA has a 2-level horizontal navigation bar
plus a 3-level vertical navigation bar - a good model for a large hierarchical site (http://

wwWwW.commerce.wa.gov.au/)

Tabs

Tabbed navigation is just a variation of the horizontal navigation
bar, and is suited to the same types of websites. However it will
always have a second level of categories, and it’s important to

visually connect the two so people can see what part of the website
they’re in.

PayPal

m Individuals Business Products & Services

Get Started  Start Shopping  Send Money  RequestMoney  Buy and Sell on eBay

Figure 21 — 7. Paypal has 2 levels - the top is tabs, the second is a horizontal navigation bar
(paypal.com.au)
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Drop-down

Drop-down navigation uses a horizontal navigation bar, and
when someone hovers over a top level category the second level
categories are shown.

The main advantage of drop-down navigation (and flyout
navigation, which I'll explain next) is people can see what’s
included in the next level category without having to click into it.
This not only helps them navigate more efficiently (it’s one less
page to load) but also helps them understand what the site covers
and what each category is about. By looking at what is in the next
level, they get a better idea of the category.

Martetpiace | Subsaibe | Conferences | Yoga Directory | ShopYJ | imswance | Free stuff

-5 70 a ice « let your story unfold...
g JOURNAL @)/O L
Weeome, [LocouT [ [Sean]

HOME‘ POSES. ‘ EASICS | PRACTICE ‘ WISDOM | HEALTH ‘ LIFESTYLE ‘ TEA[HERS‘ BLOGS ‘ MULTIMEDIA ‘NEWSLEITERS‘ LIVEMAG

Anatomy

subscribe and
Asana Coms - Get 2 Free Issues
2 Free Gifts!

Expert QaA

‘Subscribe Now

Home Practice

1 3 GiveaGift»
Master Class " Customer Service »

et

Pranayama

lifestyle  ayurveda rs

Monkey Pose | Hanumanasana mimics Hanuman's famous leap from the southern tip of India to Sri Lanka. More »

Welcome to YogaJournal.com! Today's Daily Tip

Figure 21 - 8. Drop-down navigation on Yoga journal lets me see the next level of the site

without clicking into it (yogajournal.com)
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Flyout
Flyout navigation is similar to drop-down navigation (showing
the next level in a hierarchy without people having to click into it)
except it’s used for vertical navigation bars.

The main disadvantage of flyout navigation is it can be hard
to use, as people need to carefully move their mouse across
then down. If you know your audience will struggle to select the
navigation items (e.g. if they won’t have the fine motor skills
needed) consider a different approach instead.

Flyout navigation can show a third level of hierarchy.

For both flyout and drop-down navigation, consider these issues:

» Long menus may go off the bottom of the screen, making it
impossible to get to the bottom items. Test on a variety of screen
resolutions to make sure this doesn’t happen.

« If they appear too slowly or disappear too quickly, they may be
frustrating to use. Test people’s reaction to them before releasing.

» Many implementations require javascript, which is still not
supported everywhere. Make sure people can navigate without
javascript available.

amazon_com Hello, Donna Spencer. We have recommendations for you. {Not Danna?)
—T y e . . : "
Donna's Amazon.com | '§ ¥ Today's Deals | Gifts & Wish Lists | Gift Cards

All Departments E

Books >

Movies, Music & Games >

== indle
e #1 Bestselling
| e Product on

Clothing, Shoes & Jewelry )
» Kindle Store
Sports & Outdoors

Tools, Auto & Industrial >

> Ac

Figure 21 — 9. The flyout navigation on Amazon is easier to use than most. It stays out
longer, and you don’t have to be quite as precise with your mouse (amazon.com)
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PG COMPUTERS | APPLECOMPUTERS |  NOTEBOOKS & NETBOOKS.

MOVIES

MF3 &1PODS

B00KS | SCIENGE &TOYS

usiness & Economy

FRYS.COM | U0 [/ (L A S

HARD ORIVES & MEMORY

(877)688-7678

Search For: m

Personal Interest

Audio Book

Best Seller

Biography &

Body, Mind, & Spirit

FRY'S ISP —wmmy

Children & Juvenile

<
v

a ¢ Comics

No Phone Line Needed ion & Training . Cooking

NO CONTRACT 080P. i . Crafts & Hobbies

$4995/0, ED, Software < Education

Macintosh ‘ Fiction

Dial Up from $5%%mo “Artificial Intelligence 3 =

5 03 {Deisbese a 0] Dl General Interest

s s o eete] T

Track Your Recent Order Hardware & T¢" iography & [ Home

Integrated Sof Careers | Political Science

© Frys Top Picks Sony cCw23EX/B 1o Gt Geri ol Coes

P Coreo-550m, 458, e Computers History | Sports & Recreation

© PC Computers &0 ROM e Cooking |\  Technology
© Apple Computers Ho CratisiAHabbics
© Notebooks & Education
Tablets Fiction

cTViRd

© PDA & Handheld: oy ltns Health & Sports
© tia v - rd B iouse & tiome & Gardening s sshcai
Figure 21 — 10. Tabs and dropdowns and flyouts, oh my! (frys.com)

Giant drop-downs

A fairly recent navigation type that’s becoming more common

is very large drop-down boxes containing many links. Just like
normal drop-downs, the advantage is they let people jump deeper
into the site without clicking through every level. And if they're
grouped and laid out well they can show a few levels of the site —

not just the next level.

CHOICE  CHOICE Online.

.. 1
[y [J[=B8 Make the right one.
L _

Reviews and Tests Life Stages Community
e .

HOUSEHOLD

TECHNOLOGY

BABIES AND KIDS

MONEY

FOOD AND HEALTH

TRAVEL AND
TRANSPORT

Isignin
| Join now

Mediaand News | Enal |print [Rss  |video 1A A

—

Popular searches

Sign in

Email

Password

Become a
CHOICE
member

Figure 21 — 11. This giant drop-down provides access to deep content, and is laid out

well so you can still find what you need (choice.com.au)
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Whole page

Some sites contain a home page that uses the whole area for
navigation, usually integrating the navigation into the graphic
design. In these types of sites, other pages will usually have
another navigation type for the rest of the site — the home page
approach doesn’t carry through.

Figure 21 - 12. This home page is only navigation (theadventureschool.com)

Page body navigation

Although we spend a lot of time designing navigation bars, people
spend most of their time looking at the body of the page, using
the navigation bars when the page body doesn’t help or they
already know which category to choose. But in a lot of situations,
navigation happens mainly in the body of the page.

Within-page navigation includes lists, indexes and summary
content that leads to more detail.
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This style of navigation offers a lot of flexibility and variation.
Within-page navigation is also particularly common for database-
structure sites with a lot of content - it'’s much easier to use the
page body than to include a long list of items in navigation bars.

[

oo e 8

vl BEME TECEVisioN
Text only | Make this my Homepage | Halp

The BBC's International Commercial TV Channels

Profits from these channels help fund BBC public services.
For more information on any of the channels, click on the links below.

ETg BBC World [ BBC America BBC Prime
worio I R sescssccsscansss cesssscsscensene
Pl | cecsssscensssces
NEWS AMERICA
The BBC's commercial Bringing award-winning The BBC's general
international 24-hour news television to the United entertainment channel which
and information channel. States. is available across Europe,

Middle east and Africa.

BBC Canada — BBC Kids o BBC Food
E0E | - STEOR clo cesssessassscase

Featuring award-winning Showcasing the best children’s The channel is dedicated to

Figure 21 - 13. BBC TV has most of the navigation in the page body (bbc.co.uk/tv/)

Contact Us | Store Locator | Ste map

®

vodafone

Help & Support

Hot Offers | Mobike Phones | Plans | Add Ons | Mobie Broadband | Accessories | Store Help ‘Order Hotline: 1300 300 404
= View Cart, (0)

- Reasons to Switch
Try one of these for size . toVodafonetoday
Pick up a great gift today £

Aot Offers
Appe® Phone™ Offers
WiCuageotes
S only Caps.

Apple® Phane™ Offers

Vogatone Caps 2¢ lionths
‘Why buy online?

Prepaid

Business /
5 USB Modem Nokia E71 =\ Samsung Jet Best deals
| Prepaid lobie Broadband 6GB for only $0 Upfront on our | o | $0Upfrontonour Exclusive online offers
Mobile Broadband $39 $29 . ) $29
| | o = Free next day delivery
I 27, i B conf Y
Gelies | Total mincost $696 + B\ Toulmincost 369
Apple® Phone™ Ml Se75 40over e s T N
12months J Changed your mind?
BlackBery® \ ~J Check out retums policy

Fal

A

Figure 21 — 14. The body of this page serves as information and navigation

(vodafone.com.au/personal/)
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Contextual links
Another way to achieve in-page navigation is via contextual links.
This is common in many websites, though wikis are undoubtedly

the prime example.

Blog

Addi
o
Hu

Help

Facebook
Twitter
Community Portal
Characters
Features

"Lost"" World

iitional Languages
reate anew article

pload a new image

Recent changes  Random page.

Special pages

Reclaim

Search this wiki 4
Lostpedia

Forum

>

(R

Lostpedia is on Facebook Become a fan!

Jack Shephard

g
Broadbnncl buddy
Compare broadband plans

inthe

“Jack redirects here. For other uses of “Jack’ ses Jack (disambiguation).
Dr. Jack Shephard is a farmer spinal surgeon and was the de facto leader of
the sunvivors following the crash of Oceanic Flight 815. Before the crash, Jack
had control issues and trouble dealing with situations that he couldn't fix, which
led to the deterioration of his martiage and the relationship with his father.
Howaver, on the lsland, this abilty to solve problems through reason made him
able to function well during a crisis and lead several AMissions

He was commonly looked upon as the leader of the sunvivors and was on good
terms with everyone, especially Kate and Juliet. He blew open the Hatch and
pushed the bution with John Locke where the two of them had issues working
together because John was a "man of faith while Jack was a “man of science”
He was later captured by the Others, along with Kate and Sawyer, as part of

Article | Discussion = Theory

[o]

Compare now

Dr. Jack Shephard

Original tmeline

Figure 21 - 15. In the Lostipedia, most of the navigation is via contextual links

(lostpedia.wikia.com)

For contextual links, here are two issues to keep in mind:

INAL TIMELINE

o)

Make sure they’re clearly visible. Use a colour that fits within your

brand but is different to the body text so people can tell where the

links are.

Use the tips from the chapter on labelling to make sure the links

clearly describe the destination and are obvious to their readers.
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Related links

Related links are a very common type of navigation item. As the
name suggests, they allow access to content that’s related to the
current page. They allow you to highlight content you'd like to
expose to people, and help users to find things they may be
looking for.

Related links can be manually identified by content authors as
they prepare their content, or automatically by the system. This is
another good use of metadata - if your system lets you do it, you
can automatically generate related links based on metadata from
the current page.

When choosing related links, or rules to generate them, make
sure they really are related and useful. Don’t include things you
want to promote that aren’t related to the current content — it will
just annoy the people who really want to find information.

" : I@ Enter a recipe name, keyword or anything.
alirecipes

AUSTRALIA N2

| @ views: 9589 Last updated
FREE MEMBERSHIP! o Bmﬁmﬂﬁxoﬂ?? m [EE
save your favourits recipes, | VETY Banana Banana Bread all our cake recipes!

= 2= Recipe by: Shelley Albelunn | Photo by: Linda

et

Filter your search:

L i eoories
B Add areview

T ndd 2 tweak

Add a tag

B ~cd to Facebook B

Main ingredients
Chicken  Pasta’ Cheese
Chocolate | Beans ' Beef

Duck / Dairy  Egg’ Fish

Recipe type
Cake ' Muffins Dinner.
Dessert  Biscuits | Bread

Breakfast/ Budget Chill

RoverTISE WiTH US JeSp——
Chutner

v ore B = poto more photos 4b | Serves: 12 History

Total time Want to see where you've been?

@ Under 30 minutes This banana bread is moist and delicious, with lodds Leg in to show your Recent searches and
o mimstes to 1 hour | O baNaNa flavour. Friends and family love my refipe Recently viewed recipes.
and say its by far the best. It's wonderful toasted:  SiMilar recipes

Figure 21 — 16. Allrecipes has a section for similar recipes (allrecipes.com.au)

Customers Who Bought This Ttem Also Bought Page 1 of 20

Lo el

i 1y \
\‘J Measuring the User Designing for the Digital ~ Communicating Design:  Designing for About Face 3: The b
Experience: Collecting Age: How to Create Developing Web Site Interaction: Creating Essentials of Interaction
Analy... by Thomas Tullis Human... by Kim Goodwin Documentat... by Dan Innovative Appl... by Design by Alan Cooper
Attt (11) rpedepete (2) Brown Dan Saffer pedcicie e (12)
$24.32 $44.00 P (38) Yootk (19) $29.70
$29.69 $29.70

Figure 21 — 17. Amazon has many related links - this one is created by looking at what other people bought (amazon.com)
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Chapter summary

Navigation refers to the methods we design that let people move around
information. It includes navigation bars, hyperlinks, buttons and other
clickable things.

Common types of navigation, and what they’re good for, include:

Horizontal navigation bars are great when you have few groups with short labels
that aren’t going to change a lot

Vertical navigation bars are good for more groups, longer labels and more change
Inverted-L navigation lets you combine horizontal and vertical navigation bars
for large sites

Tabs are just 2-level horizontal navigation bars

Dropdown and flyout menus let people see what’s at the next level making it
easier for them to jump to content and see what’s in each group

Full pages devoted to navigation are okay for some home pages

Links in the body of the page, either as navigation, in context or as related links
let people get to content as they are reading

Further reading
For more information on navigation design, see
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In the last chapter we looked at the main types of navigation
bars and approaches. This chapter is all about other ways to help
people get around your content.

Breadcrumbs

Breadcrumb trails are used on many websites — mainly
hierarchical ones. The breadcrumb trail is the strip you see near
the top of the website that shows the position of the current page
in the hierarchy. They can help people understand the current
page by showing the section it belongs to, which often provides
context and a better understanding of the content. Breadcrumb
trails can also give people an easy way to move to a broader level of
the website - handy when they land in the middle of the site as the
result of a search.

Occasionally someone will tell me breadcrumbs should show
where you've been, not where you are (after all, that’s what the
metaphor is about). But it doesn’t make sense. If people land in the
middle of a website and follow a bunch of contextual links they
really don’t care where they’ve been, and they can use the back
button if they need to go to pages they’ve seen.

Breadcrumb trails are definitely an addition to your main
navigation scheme. During usability testing I've seen people who
don’t see them at all, or don’t understand what they mean (along
with plenty who do). So don’t rely on them as your only navigation
mechanism.

When designing a breadcrumb trail:

Include all levels of the website.

Place the breadcrumb trail beneath the banner and navigation, but
above the page content.

Hyperlink everything except the current page.

If you want to show the relationship between the items, use the

» (r1t+0187) character instead of the >> (greater than) to avoid
screen-reading software saying ‘greater than, greater than’.
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HOME NEWS MISSIONS MULTIMEDIA ABOUT NASA CONNECT

Station > Expeditions #* Send 4 Share

Figure 22 — 1. NASA’s breadcrumb navigation (nasa.gov)

Tag clouds

Tag clouds are used in websites that use tagging to describe
content. A tag cloud shows a visual representation of the tags. In
most implementations, the size of each item in the cloud relates
to how commonly the tag has been used (with larger sizes showing
they have been used more often).

Although tag clouds have become more common in the past
few years, they still are not well understood. People regularly
misinterpret what the different sizes mean, and many find the
visual approach quite confusing. This is one area where you really
should do usability testing and make sure your users know what’s
going on.

Case Study: UX Australia

A uxaustralia's Tags
Bookmarks | Network | Tags | Subscriptions | Inbox

You can also rename tags, delete tags and manage tag bundles.

taos E
Show alltags By size

11May09 12Apr10 120ct09 14Apr09 14sep09 15Feb10 15Mar10 16Mar09 17Aug09 18Jan10 1Feb10 1Mar09 1Mar10
20Jul09 23Nov09 24Jun09 25May09 260ct09 27Apr09 27Apri0 28Sep09 29mari0 2Aug09 30Mar09 4Jan10 SApr10

6Jul09 7Dec09 8Jun09 9Nov09 agile analysis
case_study communication
content content_strategy design design_practice
donnam
games
information_architecture interaction_design interface
later
practicall4  presentations
prototyping review
search
style_guide tools usability usability_testing
user_experience user_research
wireframe

Figure 22 — 2. The social bookmarking service delicious was one of the first sites to use a tag cloud. This
one shows the tags for articles included in the UX Australia newsletter

(delcious.com)
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Site maps

In the early days of the web every site had a site map — a single
page that listed all pages. They disappeared for a while (or at
least became less popular) but have been re-appearing in the past
couple of years.

Site maps serve two different audiences:

Humans (yes, people) who want to see everything at a glance and
avoid going step-by-step through the site. This is a fairly common
behaviour when people know what is available but aren’t sure
which section it’s in.

Search engines (not people) that can more easily see what content
is in a site and get to all the pages.

For both situations you’ll want to list as many pages as possible
- both humans and search engines want to get deep into a site
without much effort. For small sites this is fairly easy.

For large sites you'll have to make a decision about how much
to include. While you may not be able to list every page, you may
be able to list all the major sections of the site. This may be enough
to get people and search engines deep enough into the site.

Make sure you have a way of maintaining the sitemap. (I
think this is one of the reasons they fell out of popularity for a
while - they can be hard to maintain.) If you're using a content
management system, it should be able to produce and update the
site map automatically. If you’ll need to do it manually, make sure
you have procedures so it can be kept up-to-date.
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Apple.com Site Map

Apple Info ®

News and Events
Hot News

RSS Feeds

Serninars and Events
User Groups

Mac®

Considering a Mac

Why you'lllove a Mac

Which Mac are you?

Frequently Answered Questions
Wateh the ads

Find out how
Mac Basics
Photos

About Apple
Contact Us
Supportand Service
Website Feedback
Public Relations
Investors
Working at Apple
Environment
Recycling
Working with Apple
Procurement
Supplier Responsibility
Legal Information
Choose your country or region

Servers
Servers Overview
Xserve

Xsan
Mac OS X Server
MobileMe

Learn More
Logln

sy

Where to Buy

Where can | buy Apple products?
Apple Online Store

Apple Store for Business

Apple Store for Education

Apple Online Store Country Selector
Apple Retail

Find a Reseller

Apple Financial Services

Apple Rebates

Markets
Creative Pro
Education
Science

Small Business
Cames

Developer
Apple Developer Connection

Figure 22 — 3. The Apple sitemap includes a lot in a small space, and is still easy to read
and understand (apple.com)

G Oogle Google Site Map.

Google Home Search Guides
About Google Basics of Search
dvanced Search
Help Cent Explore search
lelp Center Explore search
Site Map ‘Setting Preferences
Search Features
Senices & Tools

Search Features Help Center

Spell checker, calculator

& more

Services & Tools Corporate Information

Desktop Search,

Toolbar, News & more Oveniew
Technology
Business

Find on tis site: Cultore
Management
Wilestones
Intiatives
Quick Profile
Ofices
Ten things

Security

Privacy Pol

Privacy Highlights

Services. Tools Help Centers
Aletts Maps
Answers Mobile
Directory News Search
Fraogle Scholar
Groups Special Searches
Google Apps University Search
Images Web Search
Google Labs
Local
Investor Relations Press Center Hiring
Mews & Events News from Google Jobs
Einancial Information Google Blog Directory Lifs at Google
Corporate Goverance Google Twitter Directory Office Iocations
Company Ovenview oogle Channel Joining Google
‘Google Podium Student jobs
Media Room Benefits
Awards
Permissions

More Google

Google Blog
Google Store
Oficial Logos
Holiday Logos
Fan Logos

Product Information
Reviewer's Guides

Webmasters Mobile
FAQ lobile Home
Getting Listed Sh
Googlebot Mobile Blog
Guidelines lobile Help Forum
Incorrect Listing lobile applications
Rank Questions Mobile Help

Figure 22 - 4. The Google site map is a good way to find products and Google content

(google.com)



A Practical Guide to Information Architecture ~ Navigation extras

Big footers
A fairly new trend, and one that often eliminates the need for a
site map, is to use a large footer at the bottom of every page.
This section, like a site map, helps people to jump between
content pages and search engines to find content. And because
they are at the bottom of the page, they are out of the way for
people’s everyday tasks.

If you want to list everything, they are suitable only for small
sites. But they can be used on large sites to list the main areas of
the site.

Explore the ABC

» ABC Commercial Buy TV Programs  Stock » International Australia Nstwork TV Radis »Rural Rural News Programs Festurss
Footage Online/Mobile Educational Music Australia Chinese French Indonesian Khmer Message Boards Rural Blog Country Brealfast
Publishing Live Events Tok Pisin Vistnamese Rursl Reporter Landline

} Science Nevs in
Karl Ask an Expert
Careers Teaching Science Video Audio
Bhotos Ancient Worlds Being Human Energy &
Transport Environment & Nature Helth &
Medical Innovation & technology Space &
Astronomy

» ABCShop DVD Books
Clothing Toys & Novelties
Sellers Dovmlozds

»Arts Blog Arts llevs Events Reviews New
& Radic Video Audio Arts Genres your Local
ur Say Arts Links

» Services ABClow RSS/ XML Feeds Video
podeasting Podeasting Mobiles / PDAS Mailing
lists Disaster information

» Best of ABC online.

» Education Schoals TV For Schools Topics

Lifelong Learning
»Sport Cricket AFL Rugby Lesgus Rugby

Union Faotball Tannis Galf More sports
» Featured sites  Black Saturday The Big
Diary Gallipoli in 3D ABC Mobile Sydney
Sidetracks ABC Earth

» Religion & Ethics The Ak E:
The God Who Sings The Religion Report The » Unleashed

nter For

» Health & Wellbeing  Health Nevs The Pulse
Topics A-Z Talking Health Quizzes & Tools
Healthy Recipes Health Minutes Healthy Living

Language Map Local
Atz & Evants Heslth &
tick TV Spesking Out

» Resource Sales  Cost:
desst Produ

There is a lower-bandwidth version of this page available here

Careers | ABC Services | Help | About the ABC | Contact the ABC | Sitemap | Feedback and FAQs

Figure 22 - 5. The ABC has a large footer, letting you get to the main sections of the site

(abc.net.au)

RECENT COMMENTS RECENT POSTS PAGE MENU

Figure 22 - 6. This portfolio site has little main navigation in the page, but a lot in the

footer (binarybonsai.com)
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A-Z indexes

An A-Z index lists out key content in an alphabetised list.

A-Z lists are very useful for the known-item information tasks
we talked about in chapter 10 - when people know exactly what
they’re looking for and what it’s likely to be called. They’re also a
good way to help people understand the difference between their
terminology and technical terms (by displaying the two together)
and adapt to new terms over time.

In a good index:

The term used in the index matches whatever term the person
has in mind when they approach the index (e.g. an index that uses
‘Refrigerator’ when the user is thinking ‘Fridge’ won’t be

much help).

The index has a good coverage of the content. It may not include
every page, but will include every topic or major area covered by
the site.

Of course, this isn’t unique to the web — the same issue exists in
printed back-of-book indexes.

As with site maps, A-Z indexes also help search engines to
locate content.

Signn | Subscribe

@ News & Blogs @ Forums " Videos

ConsumerReports.org

Cars Appliances - Electronics -~ Home &Garden - Babies & Kids -~ Money Shopping - Health <
Home » Ao Z ndex
CR AR,
A to Z Index
This index includes all the ‘Choose from the alphabetized list of topics below.
main preducts, services and
topics available on A-D E-H I-L M-P R-U V-Z
ConsumerReports.or
Browse hrough e alphabetia | %, oo Doy stosar 024mo9)  Comonrrs ek st
list on your rightto quickly find Activity centers. Baby food ) - Car seats Deck stains
currentinformation from Air condttioners. Backpack carriers Carpet cleaners Decking materials
Consumer Reports on a Air purifiers Backpacks Carpet stain removers. Decking materials
particular subject. All topics on ‘Appliance stores. Bathroom makeovers. Cell and smart phones Dehumidifiers.
this list have been reviewed and Arts & crafts Bathroom scales. Cell phone service providers Desktop & Mac computers
updated on an accelerated Athletic shoes Bathroom sinks: Chain saws. Diaper bags
schedule appropriae fothat “autio s vdeo Saitubs Changing fables Diper pas
productor senice, or witin & two Beauty & personal cre crid besty Dipers
yeartimetrame. Bed 8 batn chid satey Digtalcaneras
Sike nemets Criarens heatn Digtalcaneras & photography
Can'tfing a reportfroma it rairs Crear savs Dihalcomvererberes
o o Comer sies Cotnes arvers Digtal icur frames,
sites cotnng Dihwasher deergents
Reports Magazine?
Some arcles fom previous e oo e s
issues of Consumer Reports Bluetooth headsets. Cold medicine danger Door locks. ¢
magazine are no longer available Bottles & nipples. Common household cleaners.
on our site, because our currency Bouncer seats Computer backup systems
Teview incicatea thatnformation il i
was outdated. Whenever Buiding toys Cooktops & wall ovens.
possible, we have replaced these Buving for baty Cookware

Figure 22 — 7. Consumer reports A-Z index helps when you know what product you're

interested in (consumerreports.org)
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Figure 22 - 8. The
New York Times home
page is packed with
links (this shows
about 20% of the
page) (nytimes.com)

Figure 22 - 9. As is
the McMaster-Carr
home page (this
shows about 5%

of the home page)

(mcmaster.com)

Link-rich home pages

For some large websites the main goal of the home page is to help

people get to the content they’re interested in. (Some home pages

are designed to reinforce a brand, send people in a particular

direction - anything but help people get to content.)

A good approach can be to include lots of links on the page. This

is called a link-rich page and is a great way to let people jump

straight into content. More links provide more opportunity for

readers to spot the content they are interested in and follow a link.
The main challenge with link-rich pages is that they need

to be well-organised visually. The links need to be grouped well,

labelled well and easy to read.

INSIDE NYTIMES.COM D

DINING & WINE » TRAVEL »

OPINION 5

DoC.D.O.'s
Have Social
Value?

A Room for Debate
forum on what the
Goldman hearings tell
us about the risks of
financial “innovations.”

NY. I REGION » OFINION »

BOOKS »

gi/’ i

Op-Ed: Power From Trash | A Pois Tour of Paris,
Revalution to Riots

Trailing Disasters:
Savings at What Price?

Vietnamese Carry on a
Cajun Food Tradition

Here to.Aid His Family,
Left to Die on the Street

ORLD » BUSINESS DAY »

- Republicans Allow Debate - Editorial: Dangerous
on Financial Overhaul Games

oPION » TIMES WIRE »

Mozt racent updstes on NY Times com. See More =

LM.F. Promises More Aid
for Gresce as Eurcpean

G 12 minutes sgo. A Congressional Grilling for Goldman
Crisis Grows

- Letters: A Congressional 24 minutes sge  Big Wind Farm OFf Cape Cod Gets
Grilling for Goldman Approval
22 minutes ago Evelyn Cunningham, Journalist and
Aide, Dies ato4.

- LALF. Promises More Aid
for Greece as European
Crisis Grows

- Digging Deep and Sesing
Gresces Flans - Op-Ed Columnist: Red,
* Tory Leader Who Treads Blue and Broke

Confidently on Labour's
Turf

- Already Holding Junk,

Germany Hesitates
ARTS MOST POPULAR
e TECHNOLOGY » - Alvin Ailey Company
N Names aNew Leader

- Cellphone Payments Offer EMAILED | BLOGGED | SEARCHED | VIEWED

‘Welcome to Arizona, Desert  Alternative to Cash N " d N
Outpost of Contradictions ) Dance: Esteemed Dance 1. We Have Met the Enemny and He Is PowerPoint
- The Self-Appointed ‘Troupe SaysItIs Gpen to e .
- Obamasays Passing Twiteer seotde Change = Critcs Noabork: n New Orleans, the aste of 3
pre e Comebad
Imigration BIM2YBe 4y p 1o pay §1.2 Billion for - Books of The Times: Laura oo '
Difficult e lofay e i Tevwair® | 3. Maureen Dowd: Olive Oil and Snake Oil

+ Cape Cod Residents Don’t Far From Home 4. Listening to (and Saving) the World's Languages
Expect One Ruling toEnd  SPORTS » 5. Many Kentucky Horse Breeders

/learningenglish|

Need help finding a product?
E-mai or call (404) 6296500

CONTACT Us

04728110 - 0 Ines
BUILD ORDER

|L:M‘MASTERICARRP OVER 480.000 PRODUCTS
[

[OFiND| BOOKMARKS ORDER HISTORY

Choose a Category All Categories
Abrading & Polishing

Building & Grounds

How can we improve?

Fastening & Joining

Door & Equipment Hardware Fasteners .
Electrical & Lighting " ~ -
Fabricating % % @ [ } @ g g m
Fastening & Joining /

Sorows®  Theaded  Eyebols  U-Boks Mils  Weshers  Snms  Hefcald
Filtraion Bots Rods & Threaded
Flow & Level Control Stugs nserts
Fumiture & Storage ..
Hand Tools . i~ -~ % %
Luoricating Spacersd  Pns  Anchos  Nais Neers  Rwels  RwvelToos  Siapks

\
=

Staplers.

Material Handiing

Measuring & Inspecting

Office Supplies & Signs

Plumbing & Janitoria

Power Transmission

Pressure & Temperature Cortrol
Pulling & Lifing I

- O

Key Stock

o @

Lanyaros

'S 2
©
Reaing  Cavi Tes uagnets
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Filters

Filters allow people to narrow down a large set of content. They are
great for content sets, where the content has a range of attributes
and people may want to approach the site with different

starting points.

As we discussed in chapter 9, people often approach large sets
of content with particular criteria in mind. For example, when
buying a car you may be interested in a particular body type, fuel
efficiency, safety and other features. A good filter will let you
choose the criteria that matter to you and see results that match
just those criteria.

To design a good filter, you really need to know a lot about
your audience and what matters most to them. As with other
aspects of IA, labelling is also very important.

© mobile realestate @) reaholidays.comau @) realcommercial.comau 5% International Sites ~ Figure 22 - 10. Real
@ redlestate.com.au estate websites need

the biggest address in properly

good filters to let

retire [N > Signin or > Register myrealestate @

you focus on the
criteria that matter

Select Suburbs or Regions Enter Suburbs or Regions _ (separated by semi-<oions)
Kippar =~ - )
Kowen Forest || Dowrer: Dickson. Lynsham: J (realestate.com.
Latham Property Type Bedrooms )
Lawson - - . au
Al v | [y ~)
Lyons E » dearal
Macarthur Max. Price
Macgregor Al =
Macquarie ‘
e L | B
Include surrounding suburbs O Apartment
[ unit F
B B Townnouse
| Other Searches S Australia's cheapest suburbs
P With affordabiy ssues mounting as one of the biggg L Vla
» Inspecion / Auction Times 1o home buersnow and i the fure, rpdsta comsd| [, 21
research anaiyst Cameron Kusher has compied i
»
Newland Estates chespest areas forbuying propery. [ Acreage u
» New Apartments " I e e T
F24/7 Customer Service (800) 027-7671  Espaiiol (s83) 927-4104 = _ - Figure 22 - 1. Zappos

0S - « N lets you filter by a
pp : w
[-com]) 1n other Full year! = alvay ouse: H H
- number of criteria
SeARCH BY: Size, Narrouw Shoes, Wide Shocs, Popular Searches
to narrow down the

ALPHABETICALBRANDINDEX % - A B+ G- D: E- F- G- H- - 1- K- L- M- N- Q- P- Q- R-5- T-U- V- W+ X Y- 2 results list (zappos .
SEARCH: We found 124 items for “Dr. Martens” SAVE THIS SEARCH com)
Zappos Core Value #10: Be Humble

Subcategory size width 2 Heel Height

Ankle (63) B B 7 B B B o |[ e os _| Low (5/8in - 1 1/4in)

Mid-Calf (52) Sl = Flat (0in - 5/sin)

Knee High (9) 1 i Medium (1 3/8in - 2 1/2in)

High (2 5/8in - infinity)

BOOTS ) WOMENS©  SHOES
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Faceted browse
Faceted browsing is a particular type of filter. Instead of choosing
a set of attributes like a filter, you browse step-by-step, narrowing
down the result set with each step. You don’t have to enter a search
term, can start narrowing down with any attribute and can never
get a zero result (something that can happen with other filters).
My favourite example is epicurious — a recipe site. Their
iPad app (which, by the way, is great) uses faceted browse to help
narrow down to a recipe:

my shopping list

epicurious

ba Conch Bulol with
Figs and Tomato.

fo 5

and Banana Sauce

my shopping list

with Peanut Butter

ke with Cream
wn Cake

Ragan

rry and Banana

BB Banana-Caramel Biiss @

Caramel-Walnut Upsidedown Banana @
2\ cake

Figure 22 - 12. Main ingredient=Banana Figure 22 - 13. Dish type=Bread

BEEE Banana-Nut Bread e

Figure 22 — 14. Meal/course=Breakfast
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iPad = 5:24 PM

1 [ GontrotPanet epicurious
Search Results for: Banana, Breakfast, Bread

Banana-Macadamia Nut Muffins

f Bon Appétit, Juna 1991
.. ﬂﬁ 95% would make it again

ious 31z iorks (DASE ON 134 user reviews)

Banana Bread

Gourmet, August 2003

4

.. Hﬁ 92% would make it again

31210rks (D@sed on 373 user reviews)

i
]

Banana Bread with Chocolate Chips
and Walnuts

Bon Appétit, February 2000

W“ 91% would make it again
s12torke (DASEA ON 402 user reviews)

Wheat Germ and Banana Muffins

Ban Appétit, Novembar 1995
f ﬂ 90% would make it again
3imiorks (DAsed on 72 user reviews)
Low-Fat Banana Bread

Bon Appétit, August 1987
Wﬂ 92% would make it again

31z torks (Dased on 458 user reviews)

Banana-Nut Bread

Bon Appétit, Novembar 1998

1 I & B

showing 1- 13 of 13

o B ™

00 =)

souersfey

Figure 22 - 15. The results

In the situation I just showed, I would have come to the same point
no matter what path I took. I could have chosen Breakfast, Bread,

Banana and still ended up with the same list. The key point is that I
never hit a dead end and followed my own path, not the designers’.

Faceted browse is available on an increasing number of

sites, but may still be unfamiliar to many people. Make sure you
thoroughly usability test it — people may be fine when moving
toward content, but may not be sure how to modify their path or

get rid of an attribute.
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Chapter summary

Special navigation approaches include:

Breadcrumb trails, which let you see where you are in a hierarchy

Tag clouds, which provide a way to navigate via tags (but should be tested
carefully)

Site maps and A-Z indexes, which let people jump straight to content when they
know exactly what they are looking for

Link-rich home pages, which are great for content-heavy sites where people need
to get to products quickly

Filters and faceted browsing, which lets people narrow down a large set of
content to just the criteria they want

Further reading
For more information on navigation design, see




282




283

A Practical Guide to Information Architecture ~ Designing navigation

It’s time to get out your paper and pencils, or whiteboard and
markers, and design the navigation for your site.

I'm quite serious about you doing this with paper and
pencils or on a whiteboard. The last place you should be designing
navigation is in front of a computer. While they’re great for
documenting what you've decided, they can really limit your
creativity when it comes to design.

Believe it or not, the home page is not the most important page
on your site. The humble content page holds that honour. So when
you start designing your navigation system, this is the best place
to start. There are two reasons for this:

The content page is where people will spend most of their time.
It's where they’ll have success or failure, and most likely where
they’ll be when they want to move to another page in your site.
It will probably be the first page people see. It depends on the
type of site you're working on, but in a lot of cases people come
from a search engine. Where do they land? More often than not
on a content page. And when this happens the content page is
effectively the home page to your site.

Start working with the main content type for your site (or types if
you have more than one). But before you start to draw anything, go
back to everything you learned (from your goals user research and
content analysis) so you know:

What needs to be on this page

Where people will want to go next — will they want more detailed
information or other information on the same topic

If people need to move between different sections of the site, or
whether they’re more likely to explore everything in the

current section



284

» Where you would like them to go next — to related products, more
expensive versions of the same product, etc.

» Whether it matters if they don’t go anywhere and just jump in
and leave

For example, on an intranet content page people will often want to
know who to contact. On a recipe site they’ll want similar recipes.

On movie sites they may want to go to movies with the same actor
or director.

One way is to start with the most important goal or
information need, the product that creates the most revenue, or
the function that’s most frequently used or requested by people.
Get this working, and then see if it needs to be varied for different
content or different goals. Once you have a set of pages roughly
assembled, revisit the goals and needs.

For small sites, you may be able to work through this for most
of your content pages. For large sites you may need to sample a set
of content pages and think this through to look for patterns.

Once you've thought about it, start sketching. Draw what
needs to be on the page, and sketch out navigation approaches that
will help people do what they need to for this page. Don’t try to get
it ‘right’ - try lots of different approaches and ideas.

When you've got some scribbles for the content page, start with

ideas for the pages that would link into the content pages. You may

have several types of these pages:

For simple hierarchies, the page may just need to list out the

content in the section.

» For database structured sites, you may have more than one way to
get to the content.

» You may design gallery pages (see chapter 16 — the Catalog pattern)
or comparison pages.

» Don't forget to think about A-Z indexes, site maps and other
helper pages.
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These are crucial pages in your site — they are the places where
people will make a decision to click on a content page. Get these
wrong and people won't click through.

As with the content page, sketch. Draw different approaches
to these pages and how people would experience them. Think of
the different types of tasks people will be doing, and the decisions
they will be making at that level and design for that.

Depending on the structure of your site, you may have
another level of index pages, linking to the pages that link to
the content. Tackle these in the same way.

When you've finished sketching your content pages and index
pages (pages that lead into content pages) then do the home page.
Honestly, if you start on your home page you’ll spend so much
time on it you won’t allow enough time for the other page types.
Not only that, you risk designing navigation that only works if
people work from the home page inward.

Home pages generally need to:

Communicate who the organisation is

Highlight particular content or features

Allow people to navigate to where they want to be

When you design navigation for the home page, you will be
designing more than just navigation bars. For many home pages,
everything is ultimately navigation to content deeper in the site.

When designing home page navigation, think about:

How much of the navigation you've designed for other pages is
relevant to the home page? For example if you use top and left
navigation within the site, you may only need the top navigation
on the home page.

Is there anything on the home page that isn’t for navigation? (And
should there be?)
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What needs to be on the home page, and what does it navigate to?
For example, you may want to include news, links to individual
articles, campaign advertisements that link to campaign pages,
quick links to key pages, etc.

What do you know that may be difficult for people to find, and

so deserves some home page space to help them?

Home pages are difficult and frustrating to design. Not because
they’re inherently hard to lay out, but because everyone has an
opinion about how to do them. More than any other type of page,
sketch lots of versions and be prepared to make changes. But also
be prepared to use what you know about the project goals and
people’s needs to push back on some suggestions and explain
your decisions.

Just as you did when you designed your IA, after you've sketched
your content pages, index pages, special pages and home page,
revise them:

Think about the business goals, people’s needs and the content,
and make sure the navigation will support it

Check that the navigation will support the IA well

Sketch and tweak and check it until you’re comfortable it will work

for your site

If you're wondering whether to take one approach or another (top
navigation or side, no navigation bars, large footers) try them all -

work through the whole site, see what would happen, and see what

works best.
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Chapter summary

When you're ready to design navigation for your site, don’t start with the
home page. Start with the content page - identify what people need to do on
that page and design navigation that suits it. Then design the pages that lead
to content pages, and then finally design the home page.

Sketch lots of versions and expect to change it as you go.

Further reading
For more information on navigation design processes, see
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In chapter 19 I described how to test the draft IA before you
designed the navigation. This chapter is all about testing
the navigation.

When I described how to test your draft IA, I suggested you do
it in isolation - without the navigation or content - and just focus
on the IA. To test the navigation, I'm going to suggest the exact
opposite — that you test it with real content, and as much of it
as possible.

The main reason is that although we design things like
navigation bars, most navigation happens within the body of
a page, much of it via contextual links. To properly test the
navigation, you need to test these links and the content around
them. Of course, you’ll also want to check that your navigation
bars, tag clouds, breadcrumbs and other navigation elements work
as well.

Usability testing for navigation and page layouts is similar to
usability testing for a draft IA. But you'll be trying to test more —
the labelling, navigation design, page layout and content. It’s more
detailed, and a much bigger test than just a quick test against
a hierarchy.

All through this book I've been trying to give you enough
information so you can do it all yourself without having to buy
another book. But for testing your navigation and content, I think
it’s better if you do get some help or learn some more. On the
surface, usability testing looks easy — put people in front of the
site and watch them work. But it’s also easy to make mistakes and
not know you've made them. Poorly-written scenarios can lead
to answers that don’t reflect real-world use. You may struggle to
not tell someone what to do when they get stuck. You may have
trouble figuring out why people are having problems. And it can
be very easy to misinterpret what happens.
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I strongly recommend you do usability testing — it’s the only way to
make sure you've actually done a good job for the people who will
use your site. You will have made mistakes (I still do) and it is the
best way to pick them up. But if you've never done usability testing
before I suggest you get help from someone who has, or buy one

of these two awesome books that will help you avoid common
mistakes (both focus on a simple approach to usability testing):
Rocket Surgery Made Easy, by Steve Krug

Handbook of Usability Testing, by Jeffrey Rubin and Dana Chisnell

Both books provide general information on how to test, so here are
some specific things you'll need to do to plan for your test.

For a usability test of your navigation and page layouts, you can be
testing practically everything in the site. I suggest you focus

on checking:

Does the IA still work now it has been made into navigation?
Can people see the main navigation bars and know how to

use them?

Do people notice and use other navigation elements such as
related links?

When do people use navigation elements other than

contextual links?

Where it’s relevant, can people use within-page navigation
elements such as comparison features?

If you've used something less common, such as faceted browse,
how well do people understand what to do with it?

What content works well (and what doesn’t work quite so well)?

You may want to focus on areas you found hard to design, or where
there were a lot of comments and changes as you worked through
the navigation design.
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The best time to test will be after you have content prepared. You
may not need all the content you’ll eventually have in the site, but
the more content you have, the more you'll get out of the test.

If you know some of your content will take a while to get
ready, don’t think it’s necessarily to delay your testing. Run an
initial test on whatever you have so you can get feedback earlier
rather than later. You can always test again when more content
is ready.

If you haven’t finished the graphic design, you can test
without it — use a fairly plain visual approach, or even test a black
and white version. You'll need to test again with the graphic
design finished to make sure people can still see and use key
features. But as with the content, don’t delay your testing until the
graphic design is finished - it’s better to get some feedback rather
than wait.

You don’t necessarily have to build the whole site to test it.

A rough working prototype can be good enough, again to get some
initial feedback and make sure you're on the right track.

Some people recommend testing a paper prototype (a paper
version of the site). To be honest, I'm not particularly fond
of paper prototype testing for IA projects. It’s great for some
situations - early versions of web applications to test the basic
workflow, or to test different versions of single pages. But most
IA projects have a fair amount of content, and making a paper
prototype means you have to create a paper page for each content
page, and then manage them during the test. And for anything
other than small sites, it can be quite hard to handle.

I recommend you create a basic computer-based prototype — it
doesn’t need advanced features like search, login areas or within-
page updates. Just keep it simple and static so you can get some
feedback easily. (There’s more info about prototypes, including
prototyping tools, in chapter 25.)

If you're using a content management system, it may be easy
to create a draft site to test. Otherwise a basic HTML prototype may
be good enough.
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Preparation is similar to the IA testing. You'll need:
a draft site (real or prototype)

scenarios

participants

The only real difference is that testing the navigation and pages
will take longer than IA testing. People will be actually working
through the scenarios instead of just telling you where they would
look and reading the content. Plan for the test to take longer —
anything up to an hour is normal and gives you a lot of

good feedback.

You can do the testing face-to-face or remotely’. Face-to-face
testing is always best as you can see how the participant is reacting
during the test. However, remote testing is great if you can’t meet
people face-to-face. Remote testing uses screen-sharing software
and a voice connection (phone or internet-based) so you can see
what the participant is doing. The available tools are getting better
and better, and it’s a good option that makes usability testing a lot
more accessible.

" See this website for information about remote testing and tools to help: http://remoteusability.com/
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Other tips for testing navigation and pages:

Don’t start all your testing from the home page. Start from
somewhere inside the site occasionally to mimic what would
happen if someone landed in the middle from a search engine (or
followed a link from another site).

Ask participants to think of things they’d want or expect to find
on the site and try to locate them. You can learn some interesting
things about users’ expectations for site content and relationships.
As participants work, occasionally ask them what they expect to
find behind different links. This can give you great clues about
how people interpret terminology when they first see it.

If people consistently use search during the usability test, think
about rewording your scenarios. They may be just trying to put in
a scenario keyword instead of thinking about what they want

to find.

If people don’t click on something you expected them to, wait
until the test has finished and then ask them if they noticed it and
what they thought it was. You may learn that it didn’t look like
navigation, that people didn’t look at that part of the screen, or
that the terminology was poor.

If half of your participants look in one place and half look in
another, ask them what they thought would be in the section they
didn’t look in. You may learn something important about the
group or labelling.



Chapter summary

It’s vital to test your navigation and page layouts before you release, with real
content and real links.

But usability testing this detail can be tricky. Get someone involved who can
help you or read up about testing before you have a go.

Otherwise the testing process is similar to testing the IA, just more detailed.

Further reading
For more information on navigation design, see
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COMMUNICATING NAVIGATION

Navigation and page layouts are commonly drawn and

documented as wireframes.

Wireframes are design drawings without any visual
treatment. They’'re usually done in simple lines, with few colours.
Their purpose is to show what will be on a page, without final

graphic design or interaction.

Bamnertbranding

Search UX Australia

Home | UXAustralia2009 | Workshops |

Newsletter | Contact us

UX Australia 2009

About

Stuff here about the conference. Will change often.

Program

Subheading

Speakers

Social

Register

Sponsors

Previous conferences

Sometimes it will just be lext, with headings etc. Sometimes it will have pholos and tex!, and

sometimes it may have teaser graphics (Iike ‘Register now’).

Sub-sub heading

Wil need styles for
Regular fext
Bulleted ists
Numbered lists
Hi-h6

Standard data tables

Image
placeholder

When & where

Pre-conference workshops: 00 August 2009
Main conference: 00-00 August 2009

Venue name, Canbetra, Ausiralia

Key dates:

= dd mmm yyyy: Gall for proposals

= dd mmm yyyy: Proposals due

= do mmm yyyy: Successful speakers.
notified

= dg mmm yyyy: Conference registration
opens

Keepin touch

Subsaribe to the following and keep in touch

Call for proposals.
Conference registration

Sponsor logos

(with UX articles,
jobs, ofher events & conference news)

Email address:

j won't use your datailsfor anylhing else, warit
spam you etc. Uneub any time. Wil this whole.
thing better

Some business detalls
‘Contact detalls
Link to uxevents com.au

Figure 25 — 1. Wireframes are basically boxes and lines

Wireframes themselves aren’t particularly hard to draw - they’re
just lots of straight lines and text. And you can do them in any

drawing package - Visio, Illustrator, InDesign or one of the many
online prototyping tools'.

' see http://delicious.com/practicalIA/prototyping/ for a list of tools
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What makes wireframes hard is deciding:
How much detail to include
How much of the site to draw

I've mentioned this in other chapters on documentation, but it’s
very important when talking about wireframes — the amount to
draw, and the amount of detail to include depends on the purpose
and reader of the wireframe. Wireframes that give a management-
level stakeholder a broad idea for the shape of the site should
contain a lot less detail than ones showing a developer how to
build the site.

Wireframes will be used by a wide range of people on a project.
The main readers, and their main concerns include:
Project team: To discuss different ideas and approaches.
Subject matter/content authors: How will their content fit into the
site and be represented in it? What parts of a page do they have
available?
Managers: Have you met business needs? (And “where’s my stuff
on the home page?”)
Developers: Exactly how should this work, and how will I
implement it?
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Logo

Types of wireframes

Bearch

Cimtast wh|  Feraap | Olessay | Aod miew |

Hiames " Mews & Evenls | Abaud Us | Actian Areas | Puslicalicns

Intzrnal pramaticn

Aol the arganialion

Inkernal pramation

Merws & ewvants
Clukck s i
mclian areas

Figure 25 — 2. A reference zone wireframe

Reference zones

The wireframe above shows very broad content zones only. This
type of wireframe is good for:

discussing big ideas without worrying about detail

showing the high-level approach across a whole site — highlighting
consistent and different placement of elements

exploring different layouts with a team

discussing high-level flows and ideas without getting into detail

When you use this type of wireframe, make sure people
understand it’s only meant to communicate broad ideas and
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positioning, or they may wonder why you haven’t ‘finished’ the
work. Also keep an eye out for whether people understand you —
many people find these types of wireframes hard to understand as
there isn’t enough detail for them to work with.

(Her\tage pIacesY Shipwrecks \

Search by name or location (search the AHPI)
Place name .

Exact location

State:

NSW ~
Heritage list:

All heritage lists v

Find places near a location (search My Environment)

Street no. and name: Street type:

'

Suburb:

Postcode: State:

| msw v

Figure 25 — 3. Detailed wireframe

Detailed

This type of wireframe shows as much detail as will appear in the
final site. It will include final wording of all navigation items and
all content.

As you can imagine, you probably won’t use this type of
wireframe for every page in your site — creating the content for
every page is just too much work. But it’s great for special pages
where the full details need to be spelt out (particularly any
interactive pages), and as an example of particular page types.

When you use this type of wireframe, you’ll probably want to
introduce ideas with something broader before showing this type
of detail. It’s easy (and common) for people to get distracted by
irrelevant details (like wording of content) and forget to focus on
the more important aspects of the design.
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Combination

Wireframes don’t have to be only broad, or only detailed. The
next example shows a combination of both. It doesn’t show the
content, but it does show all the headings and the layout. This
wireframe helps people focus on what you want to discuss or
show - the less important parts aren’t shown in as much detail. I
use this type of wireframe more than any other.

Figure 25 — 4. This

wireframe shows Design games banner
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Specification wireframe

The final type of wireframe is even more detailed. Not only does it
have all the interface details, it also has enough annotations for a
developer to build it without having to ask you anything.

This type of wireframe is necessary when you're ready to have
a system built. Developers need to know exactly what text should
appear on the screen, where the data comes from and goes to, and
what action occurs for every link and button. They also need to
know about any variations that might occur if the data is longer

than it looks, and how the individual screen will work.

Email links: Applications, forms & resources

Applications and forms
Name of farm

Name of another form, this ane longer than
aline

And yet ancther form

Checklists
Checklist for something

Send an email with website links to the following (select all / unselect all):

Information sheets

Nomination of sometning (919.pd)
[¥] Megical examination form { 26.pdf)
X-ray examination form (160.pdr)
Another form (47p.pdf)

[¥] Police records check(1101.pdf))

Booklets
[FLife in Australia

Related links

Internal links:

[External website
[CLanguage requirements
[ Cost caiculator

[ Application for something

[CInomination of a guardian

FAQs

Lodgement, fees, processing time
Include lodgement addresses
Include fee infarmation

Include processing times

Email address:

Preview | Send email |

([ cancet

Triggers

< User selects ‘Send to client>Send links via email’ from AFR1

Content

o Same as AFR1

o Instead of tabs, display as three columns
< All content able to be selected

Actions

Select ‘select all’: select all checkboxes

ceooa

content to be defined)

o Need to determine: what is displayed in the email - short names or full form names

Cancel : closes pap-up window with no action

Select ‘unselect all’: unselect all checkboxes
Preview: change view to a preview of the email that will be send to client (still to be drafted)
Send email: send an email to the client that includes all links the user has selected (email layout and

o Need to define what is included for the lodge, fee, processing times

Figure 25 — 6. A detailed specification wireframe
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Figure 25 - 7. A slightly strange specification wireframe

Believe it or not, the wireframe above contained enough detail for
the developers to build. It was never written down in any more
detail than this. What made it work is that we all worked through
the design process together, and so had a common understanding
of what needed to happen. It was built within a few days of
sketching, and because it was so recent, everyone remembered
exactly what all the strange squiggles were about. The only
changes made after the build was to change some of the on-screen
text that wasn’t properly defined in this version.

Page description diagrams

A quite different way to communicate page layout design, and
one that works particularly well when you're working with
graphic designers, is a page description diagram. This is an ‘anti-
wireframe’ in that it doesn’t include any drawings at all. Instead it
describes the elements of a page in words. It lists what needs to go
on a page, and describes which parts are the most important and
need the most emphasis.
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What to include in a wireframe
Drawing your wireframes is one of those tasks that’s never quite
finished. You can keep refining them, adding more details and
annotations, until the cows come home.

To avoid this, think of your wireframes as being made up of
three levels:

. Absolute essentials: Those things the wireframe will be useless

without. When you're pressed for time, or already working closely
with the people who need to use the wireframe, this is where
you can stop.

.Explanations: Things that aren’t essential, but will help

people understand what the wireframe is about — annotations,
background information, important things to pay attention to.

. Information design: Better visual approaches, so people can more

easily understand what you're communicating.

I was talking at South by Southwest Interactive® last year about
wireframing with my friends Nick Finck and Michael Angeles (our
talk was called Wireframes for the Wicked’). During the presentation
someone tweeted that we were ‘Old skool IAs’, and should be
talking about prototyping.

The only reason we didn’t talk about prototyping is that we’d
decided to talk only about wireframing, and to allow more time for
questions than talking. Otherwise they were right — prototyping
is a very important way of communicating navigation and page
layout design.

A prototype is a more interactive version of a wireframe. It can
be done on paper or on a computer - the key is that people can do
something other than look at it.

2
http://sxsw.com/interactive

* our talk is here: http://www.slideshare.net/nickf/wireframes-for-the-wicked
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Figure 25 — 8. A paper prototype of a web application

Name | | Thanks for subscribing to our newsletter. We have sent
i you & confirmation email. If you ever want to unsubscribe
Email | | follow the link in that email (or the link that will be in

. every newsletter).
Subscribe to [_| Monthly newsletter

D Conference announcements

The fine print: We'll never give your email
address to anyone else, and will only use it
to send newsletters to you

Subscribe Close:

Figure 25 — 9. A prototype subscription form using Microsoft Expression Blend - it took
me about 5 minutes to create a basic working prototype

As with wireframes, the amount of detail you'll include in a
prototype depends on what you need to communicate and who
you're communicating with. Paper prototypes are great for
showing initial ideas and how someone would move through

a site (but are tedious to make if you want to include all page
detail). Detailed computer prototypes can mimic the final site well
enough that you can really demonstrate how the site will work.
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Introducing wireframes

When I'm working with a new client, stakeholders or people who’ll
be using a site, I take some time just to explain what I'm about to
show them. A lot of people will never have seen a wireframe, and
will wonder why you haven’t ‘finished it Clients accustomed to
being presented with pixel-perfect visual designs may be expecting
something different.

I usually explain that it’s a draft, and as the idea is to get
feedback we’ve done only enough work to communicate the ideas
to them (i.e. we didn’t want to waste time and money making it
perfect when it’s only a draft). I also explain that it’s black and
white, shows the ideas but not the final visual approach, and only
contains example content.

It can help to show people a before and after from another
project - showing how the line drawing changes to something
finished and how the two relate to each other.

Using sketchy wireframes

A trend, and one that’s quite effective, is to create computer-
drawn wireframes that have sketchy lines and handwritten
typefaces. The advantage of this approach is it’'s much more
obvious that the wireframe is not real and not finished. It’s a subtle
difference, but people are much more comfortable providing
feedback and ideas on things that look unfinished than look
finished and perfect.

Subscribe to[] Monthly newsletter

[ Conference announcements

The fine print: We'll never give
your email address to anyone else,
and will only use it to send
newsletters to you.

Figure 25 — 10. A sketchy wireframe (from Balsamiq mockups - balsamig.com)
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Almost every month I get an email with an invitation to preview a
new prototyping or wireframing tool - they’re popping up all over
the place. You don’t have to invest in these tools though - standard
drawing tools like Visio and OmniGraffle can create very basic
prototypes and quite good drawings.

I'll keep a list of tools on the book website, but here are some
to start with:
Eightshapes Unify: This is an InDesign-based documentation
system. It contains templates, common page layouts and symbol
libraries to get you started. http://unify.eightshapes.com/about—
the-system/
Konigi wireframe stencils: For OmniGraffle, this contains a broad
set of components to use in wireframes. http://konigi.com/tools/
omnigraffle-wireframe-stencils
Nick Finck’s stencils: This is similar to the Konigi stencil set, but
for Microsoft Visio: http: //www.nickfinck.com/blog/entry/visio
stencils for information_ architects/
Balsamiq: This prototyping tool is currently the most popular,
allowing you to create simple sketchy prototypes online.
Axure: Very established software for creating clickable prototypes:
http://www.axure.com/
Microsoft Sketchflow: At the far end of the prototyping spectrum
is Sketchflow, which lets you create everything from quick sketch-
style prototypes through to quite complex interactive prototypes
with re-usable code.

For more: http://articles.sitepoint.com/article/tools-

prototyping-wireframing
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Chapter summary

Navigation and page layouts are usually communicated via wireframes (simple
line drawings) or prototypes (simple working versions).

As with all communicating, figure out what your readers need to know and
provide that level of detail. Wireframes and prototypes can be done at various
levels of detail:

Reference zones show broad zones on a page only

Detailed wireframes show all detail, but usually for specific pages only

A combination lets you focus more on those aspects you need to communicate
Page description diagrams don’t include drawings, just descriptions of what’s
important

Further reading
For more information on communicating navigation design, see
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So we’re done. You now have a brand-spanking IA that works
really well for your organisation, audience and content. And the
navigation design lets people get around your content, find what
they need and discover what they didn’t know about. The project
is finally over!

No, of course it isn’t.

IA projects are never over. There’s always a new need to meet,
new content to add, and the shifting sands of everyday life dealing
with content.

Even if you're working through this book for a project you still
aren’t done. You've worked on the IA and navigation, but there’s
still work to do on the content, as well as the graphic design. The
branding hasn’t been discussed at all (you really don’t want me
talking about that), and the site still has to be built or rebuilt.
There may be tons of work still to go.

The good thing is, carefully designing the IA based on a good
understanding of what you need to achieve, what people need,
and your content means any additional work should go fairly
smoothly. The IA work really does create the foundation and
blueprints for the rest of the work to come.

I've covered a lot in this book, but you may still be wondering
what to do for a particular issue on your project. You may have to
make loads of decisions I haven’t covered at all, or covered in only
a single sentence that doesn’t give you much to go on.

How do you make these decisions?

For every question I've been asked in a workshop, there’s one
answer. I don’t even have to say, “Well, it depends”.
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Information.
The more you know, the easier it is to make good design decisions.
And to get that information you can:

. Research for your particular problem
.Research about what other people did
.Justdo it

In the first three parts of the book I talked a lot about the first type
of research - learning enough about your goals, your audience and
your content that a lot of your decisions are straightforward

and obvious.

I can help you with the second type of research as well. At
the end of most chapters is a URL for further reading, and I'll be
maintaining a list of the best articles on each topic.

And the third - well that’s my favourite approach of all. You
can answer most questions by just having a go at solving them. You
might even try tackling your question with a couple of approaches.
But as I said when I talked about coming up with the IA, just do it.
Make it up and see how it works. Work it right through and put it
in front of your audience to see how they react. Tweak it and try
again. Stop thinking and fussing and just have a go.

You're ready - go do it!
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Donna’s a freelance information
architect, interaction designer and
writer. That’s a fancy way of saying she
plans how to present the things you
see on your computer screen, so that
they’re easy to understand, engaging
and compelling.

Things like the navigation, forms,
categories and words on intranets,
websites, web applications and
business systems.

Most of the projects Donna works on are large, messy
monsters, like government websites and intranets, internal
business applications and web applications. But she still gets to
work on something small and funky too. So she’s intimately aware
of the challenges of both long-term, ongoing projects and short-
burst, agile programming type engagements. She’s also an old hand
at sketching screens, drawing wireframes and building prototypes.

But whatever sort of job Donna’s working on, there’s one
common requirement. She has to comprehensively understand
the needs of the user. Only then can she make the system as usable
as possible. Luckily, she’s also quite fond of people, so doing user
research and running usability tests is a pleasure, not a pain.

Not surprisingly, given Donna’s obsession with usability
and fondness of people, she’s also quite the teacher. She’s a very
experienced speaker and regularly holds workshops and speaks at
local and international conferences, on the topics of information
architecture, interaction design, the web, writing and more. She
even runs a user experience conference (UX Australia).

Donna’s been doing this since 2000. She’s worked on the
boards of the Information Architecture Institute (international)
and Web Industry Professionals Association (WIPA). She’s also
written a book on card sorting (http://www.rosenfeldmedia.com/

books/cardsorting/)



310




A Practical Guide to Information Architecture

ATTRIBUTIONS

In order of appearence

1 About information architecture

Xero ~ http://www.xero.com || Adobe~ http://www.adobe.com/ ||
Australian Transport Safety Bureau ~ http://www.atsb.gov.au/ || Foursquare ~
http://foursquare.com/ || Yoink~ http://www.yoink.com/ || Australian

Government ~ http://webpublishing.agimo.gov.au

2 Understanding people

YouTube ~ http://www.youtube.com || alanstairs~ http://www.flickr.com/
photos/alanstairs/4073602871/ || nForm~ http://nform.ca/ || IMBD

~ http://imdb.com || BBC~ http://www.bbc.co.uk || TopGear~ http://
www.topgear.com | | Wine.com ~ http://wine.com/ | | Wikipedia ~ http://
en.wikipedia.org | | eMusic ~ http://emusic.com/ ‘ | Google ~ http://
google.com | | YogaJournal ~ http://www.yogajournal.com/ | | Amazon ~

http://amazon.com/

3 Understanding content

UX Australia ~ http: //www.uxaustralia.com.au/ ‘ | ABC~ http://www.abc.
net.au || Upcoming~ http://upcoming.org/ || LonelyPlanet~ http://
lonelyplanet.com || Lastfm~ http://www.last.fm/ || Etsy~ http://www.
etsy.com || Bunningswarehouse ~ http://www.bunnings.com.au || Paypal
~ http://www.paypal.com || Monash~ http://www.monash.edu.au || Dell
~ http://www.dell.com.au || CHI ~ http://www.chi2010.0rg/ H choice

~ http://www.choice.com.au || A Listapart ~ http://www.alistapart.com ||

4 Designing an information architecture

Chrisig ~ http://www.chisig.org || White house ~ http://whitehouse.

gov || Freelance switch ~ http://www.freelanceswitch.com || Toysrus~

http://www.toysrus.com | | Wordpress ~ http://wordpress.org/ | | Gap ~
http://www.gap.com/ || Linkedin~ http://www.linkedin.com/ || ANU~

http://www.studyat.anu.edu.au || Flickr~ http://www.flickr.com || 3am
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~ http://www.3am.co.uk/ || Adobe~ http://www.adobe.com/ || Optimal

workshop ~ https://optimalworkshop.com/ | |

5 Designing navigation

Maad Mob ~ http://maadmob.com.au/ || Alfaromeo~ https://alfaromeo.com/
|| Blackestate ~ https://blackestate.co.nz || AAC~ https://acc.co.nz

|| Department of commerce ~ http://www.commerce.wa.gov.au/ || Frys~
https://frys.com | | The adventure school ~ https://theadventureschool.com
|| Vodaphone ~ https://vodafone.com.au/personal/ || Lostpedia~ https://
lostpedia.wikia.com || Allrecipes~ https://allrecipes.com.au || NASA
~ https://nasa.gov || Apple~ https://www.apple.com || Binary bonsai~
https://binarybonsai.com | | Consumer reports ~ https://consumerreports.
org || Newyorktimes~ https://www.nytimes.com || McMaster-Carr ~
https://www.mcmaster.com | | Realestate ~ https://www.realestate.com.au

| | Zappos ~ https://www.zappos.com | | Epicurious ~ http://www.epicurious.

com/ ||
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