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USABILITY TESTING
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User testing of UX helps discover the blind spots that a new user will readily encounter when {

using the product
User testing often leads to the most surprising learnings!

Quantitative tests - they are about data, do not involve ‘talking’ to users

> E.g., A/B tests, landing pages etc

Qualitative tests — show the customer the design deliverables or product to solicit their

feedback



COMMON UX METRICS

« PULSE —low-level metrics for user experiences
> Page views
» Uptime
» Latency
» Seven-day active users (i.e., the number of unique users who used the product at least once in the
last week — the time period for tracking can be different too )

» Earnings




HEART FRAMEWORK - UX METRICS

\l « Heart metrics developed by Google for large-scale testing of UX design

« Also useful as a prioritization framework to weigh competing ideas or feature requests
Focus only on a handful of UX metrics

« HEART: Happiness, Engagement, Adoption, Retention, and Task success
» Happiness & Task success known user metrics
» Engagement, Adoption, and Retention — from large-scale behavioural data
» Use HEART with goals-signals-metrics framework
More on HEART :

How to Use the HEART Framework to Make Product Decisions (productplan.com)



https://www.productplan.com/learn/heart-framework-product-decisions/

HEART

#1 Happiness #2 Engagement
How satisfied and happy How are customers
are your customers? engaged on your

product?

#5 Task Success #3 Acquisition
How long does it take for How many new visitors
a user to complete a are you getting per
task? ) month?
#4 Retention
What are the daily and

monthly active users?
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ADOPTION

RETENTION

TASK
SUCCESS

More on HEART :

HEART FRAMEWORK

GOAL

For users to fesl like the
site is unique

FOr usees Lo keep
discovering more content

For usecs to use the
site or app

For users Lo continue
1o use the site or app

For users to
accomplish their goal

SIGNALS

A satisfaction rating
from & survey

The amount of time
people spend viewing
from analylics

The number of

signups per day from
analytics

The number of retum
customers from
customer data

The number of
successful completes
from o study '

METRICS

* Satisfaction
* Porceived ease of

use

* Neot promoler score

Number of videos
watched per user por
week

« Number of upicads
« Number of shares

Upgrades to latest
version

* New subscriptions

Purchases Dy new users

* Number of active users
* Renewdl rate
* Repeat purchases

« Search result success
* Time to upload
« Profile crestion

completion

How to Use the HEART Framework to Make Product Decisions (productplan.com)



https://www.productplan.com/learn/heart-framework-product-decisions/

QUALITATIVE TESTING METHODS




\ USER TESTING
\]xj « Usability testing — what the users actually do with your product

« Ask discovery questions first

O

« Participants are given goals or scenarios to accomplish with a site or app or prototype

» How many users to test with...? Atleast 6 -8 people in one wave, talk to these separately than in groups

> Usability metrics — success rate, task time, and perceived ease of use

In-person Moderated Unmoderated
remote remote

complements




In-person — is ideal for direct customer feedback and observing customer expressions/cues

Moderated testing — helpful in early-stage and MVP validation; ensures rich feedback
from the users
« Unmoderated remote — suitable for later stages when there is enough confidence about

MVP
» Tools for recruiting users and carrying out remote testing — e.g., Amazon’s Mechanical Turk or

Mturk

s
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EYE TRACKING

]X\; « Tracking how the user visually interacts with a design or a visual stimulus

 Used for : comparing different versions of the product or product components such as

design

>

>

Usually done in a lab setting

For website versions and mobile versions

Users to be asked about their known eye conditions, so that the prototype test can be done
smoothly

Using eyetracking to generate heatmaps

Changes to the site’s design, positioning of content, the information architecture can be tested




F-Shaped Pattern of Reading on the Web with heat map
The design must help scan the pages/ screens with ease
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25 a principal dancer for 15 months from 1978 1o 1579 ™

i
i

Balanchine’s and Lincoin Kirstein's company # Saraloga Spengs, appeating as Franz i Coppéta On Oct 12, 1979, Mr. Baryshnikov danced the role of the Poet In Mr. Batanchine’s bafiet, “La Soanambuta’ with the City

Various contexts for
Usability heatmaps —used to
visualize key user interactions,
e.g., identify how users see,

click, scroll or move on a page
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Feature Set design looked
7 + Thought feature Y ' Y ¥ 80% professional
O X was valuable and Messaging
unique
q + Liked the hero Y Y Y 60%
- Complained Y Y Y Y 80% figure on our home
that feature ¥ was page
missing = Didn't understand Y Y 40%
UX Design our tagline
- Didn't see “sign Y ¥ Y 60% How valuable? 7 7 6 8 7 7
up” link (1-10) {median)
- Had difficulty Y Y Y 60% How easy to use? 5 7 5 a 7 5
with registration (1-10) (median)
Product-market fit Usability

lterative testing — address the issues in each wave and conduct the next wave of testing with different users
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Quantitative

* Q\) WHEN TO USE?
2}\; |

e Qualitative
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THE PRODUCT RESEARCH METHODS LANDSCAPE

BEHAVIORAL

ATTITUDINAL

Question types across the research methods landscape

What people do

Why &
How to fix

How many &
How much

What people say

QUALITATIVE (DIRECT) © 2022 Christian Rohrer QUANTITATIVE (INDIRECT)
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ROHRER’S RESEARCH METHODS FRAMEWORK

A Landscape of User Research Methods

BEHAVIORAL @ W Eyetracking L__)' Clickstream / Analytics
@ A/B Testing
B Usability Benchmarking
B Usability Testing B Remote Moderated Testing
@ Field Studies B Unmoderated Testing
@ Contextual Inquiry
& Concept Testing
@ Diary Studies
& Participatory Design 0 Card Sorting / Tree Testing
/. Focus Groups  Customer Feedback
ATTITUDINAL | Interviews @ Desirability Studies /\ Surveys
QUALITATIVE (DIRECT) © 2022 Christian Rohrer QUANTITATIVE (INDIRECT)

KEY FOR CONTEXT OF PRODUCT USE DURING DATA COLLECTION

@ Natural use of product Ml Scripted use of product 4\ Decontextualized (not using product)

4 Limited (use of a limited form of the product to study a specific aspect of the the user experience)
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