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UX challenges

 Difficulty seeing the big picture of the overall experience,
potentially missing what is important

« Tools and methods are limited, often time-consuming,
expensive, or too high-level

* Need to prioritize UX projects based on KPI's and UX
metrics
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UX compass
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Clients often ask..

G How are we doing?
@ How do we compare?

G What do we need to improve?
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Experience scorecard requirements

@ Broad suite of metrics representing a holistic experience

@ Provide a clear picture (score) of the overall experience in a
single dashboard view

O Identify and Prioritize specific UX Issues

@ Lean and budget friendly
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Developing the Scorecard
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Our development process

D O-®

Define Develop Collect Analyze Create
Requirements Methodology Data Data Scorecard

This is the initial process- we have not gone through validation yet
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Overview of experience

e Personalized

Experience is
always personal,
based on what
you care about
the most, and
relative to your

\expectations /
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Overview of experience

USABILITY
Ease of navigation Happy
Organization of site Confidence
Ease of use Relaxed
Usefulness Controlled
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BRAND

Interest in
products/services offered

Positivity about the Brand

Desire to use the site in
the future

Trust in the company

Visual attractiveness

Usefulness of graphics and
images

Understandability of the
content/language

Usefulness of information
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Personalized metrics e Personalized

Participants distributed 100 points across these
four areas based on the importance to them personally
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Personalized metrics

Overall

NOT PERSONALIZED  Score PERSONALIZED g;’g{:”
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Avg overall score @ Avg overall weighted score e
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Task relevance P

Task Category 1 Task Category 2 — Task 1

Task Category 2 — Task 2

Task Category 2

Task Category 3 — Task

Task Category 3

Task Category 3 — Task 2

Task Category 4 Task Category 5 — Task

Task Category’ 5 Task Category 5 — Task 2

Task Category 6
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Experience scorecards

/

BEFORE

Anticipated

Interaction-Based
Experience

Scorecard

\_

DURING

~

AFTER

Interaction-Based
Experience
Scorecard
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Cumulative-Based
Experience
Scorecard
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Our (simple) technical solution

Qualtrics Survey Website

« Works for products
Task Instructions Perform Task with easy access

« Budget friendly

« Little clunky (moving
Next Task Feriorm Task between survey and
website)

Task Ratings &

 Cannot monitor or
Post Task .
Ratings measure web behavior
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Interaction-Based Experience Scorecard

Overall Experience Score Competitor Evaluation

Score Breakdown Score Comparison

87.0

What's
important to
Participants?

Paricpants exp weighted 0 Pasicipants indicated that they Gare most about
average (combination of importance and Design, emotion and brand have
experience) based on #y, emosion. if
design. and &

Expected vs. Actual
Experience

Change in
Expectation

Ona scale of 1 fow) 195
(high) the actual experience

The actual experience on both Experece seo

4 excesded expectato csl dats

Task Category Ratings

Average
Task Rating

Onascaieof 1 fow) 1o §

(high task average was 4.3

Tashs wers rated on sase.

R S & thi ’ ( &e3tin0ns wee comparatie
3cross the two stes, ikea and Targes
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Overall Experience Score

87.0

out of 100

90.0 + Excellent

80.0 - 89.9 Very Good
70.0 - 79.9 Good

60.0 - 69.9 Fair

<60 Poor

Score Breakdown

87.0

ENCEE

Usability =~ Emotion Design  Brand

20 40 60 80
Experience Score

This score gives an overall picture of
participant’s experience. It is a weighted
average (combination of importance and
experience) based on usability, emotion,
design, and brand.

Competitor Evaluation

Score Comparison

87.0

Usability Emotion Design Brand

79.9

Usability Emotion Design Brand

20 40 60 80
Experience Score



Expectations & Experience

+0.57

Change in
Expectation

On a scale of 1 (low) to 5
(high) the actual experience
was rated better than the
expected experience by an
average of 0.57.

Average Rating

Expected vs. Actual Experience

Easy to use Usefulness Organization Look & Feel

Expected I Actual

Actual experience exceeded expectations,
most notably on usefulness, organization, and
look & feel.

1

Competitor Evaluation

Experience Comparison

Ikea + 0.57 Target + 0.40
3.9

Average Rating

lkea Target

Expected M Actual

The actual experience on both Ikea and Target
exceeded expectations.



Task Evaluations Competitor Evaluation

4.3

Average
Task Rating

Task Category Ratings Task Comparison

4.42 4.73

Cualaiszle et Lot g Browsing or  Specific Services Store

(high) task average was 4.3. Viewing Product Information Time  Satisfaction Designed
Tasks were rated on ease, Products  Information complete reasonable

time, satisfaction, & design.

Average Rating
Average Rating
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Tasks involving services & store info. The task evaluations were comparable
were rated lower. across the two sites, Ikea and Target.




Task Evaluation Breakdown

Av .

Find the set of ENTUSIASM tumblers. scored the lowest were
Browsing “find the weekend hours
of the IKEA store closest
Find assembly instructions for any of the to where you live” and
4.64 KALLAX shelving units that you can print out. = 4.7 “Find out if IKEA can

Category Complete | Reasonable Design

Products 4.33 . 4.42 4.33 Find the measurements for any VIMLE sofa. 4.8

Product
Info. 4.82 5 4.64

. Find the address of the IKEA store closest to deliver a dining room
Services 3.89 5 3.78

where you live. 4.3 table to your house.”
Store Info. 3.75 . 4.50 3.50 | View all the filing cabinets available. 4.0 The tasks that scored

Find out if IKEA can deliver a dining room the highest were “find
table to your house. 39 the set of ENTUSIASM

Find out if IKEA has any service that could tumblers” and *find the
assemble a product for you. 36 measurements for any
VIMLE sofa.”

4.50 + Excellent 3.5 - 3.99 Fair/Good
4.0 - 4.49 Very Good M < 3.50 Poor

Find the weekend hours of the IKEA store
closest to where you live.




Experience scorecards

BEFORE DURING AFTER

Anticipated

Interaction-Based
Experience

Scorecard

Interaction-Based
Experience
Scorecard

Cumulative-Based
Experience

Scorecard

v
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A simple setup

Qualtrics Survey

« Works well for products and services that
have regular (or somewhat frequent use)

« Very easy set up in any survey platform,

Task selection no confusion, quick to administer
and ratings

« Harder to pinpoint precise issues with
tasks, only know which tasks are more

Priorities and problematic (pointing in the right direction)

demographics
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umulative-Based Experience Scorecard

Overall Experience Score (Weighted)

Overall Experience Rating

437
iml I

Hula Netfix  Amaeon

it an s avrincs s of el
e 0t den i 1 T et extsracn e b was 4100 o g
et 5o highes averal expetence raing nan b Fus (5 691 and Amazon (o<

> Hulu had an overall
Unweighted Experience Scores weied sxoscence

2 lower scora on usabiéty

Thera was a significant
torenca betwaen Hul
and Neifio in terms of
usabilty (p<05) and
‘emation (s and

‘emation

higher
‘engagement on Netfix
o ‘compared to Amazon or
= Amason Hulu {p<05).
Task Evaluation Breakdown
E

Netflix

Amazon
Hulu 206

[ a1.a3:
Excellent Very Good

Hulu's task 3, Account Management, wdnin.muusﬂlnt ‘wera rated the lowest. Task 4 of download was rated as
falr, and the remaining tasks were rated as

© Bentley User Experience Center 2020

UX Priorities

Priorities — Netflix, Amazon, & Hulu

Paricipants across ail 3 plationms indicated that they care most about usabilty.
while amatian was on.
‘emotion coming in third), while emotion held the sacond order of importanca for

Priorities and Experience

[ a—

L

with designicontent coming in as Sl

Thera s no high UX
priorty for any
streaming service.
For sach of the thrae
platforme, al four
dimensions fall within

priorty. However,
s to the relative

0

Hepimgorance

Segmentation Analysis
Overall Weighted Score by Device

oy sams 870886 842

ngMLd scare

Tablet PC/tapton

oy o 2t
Platforme, partieulary
e for Hulu.

Ther s a significant difarence
betureen the weighted score for
Hulu and Netflx when streaming
on the TV, suggesting thal the TV
streaming exparienc is superior
on Ntfix.

Additionally, the waighed score for
ot

there was no signilicant statistical
difterance.)

Summary

Usability
o e e e (o Y e e T
Specllnﬂllj in ease of use and easy naviga

Emotion
+ The strengest emations that participants feel while using Hulu are confidence and happy, while the weakest
‘©emotion was control.

Design & Content
- Easy 1o readtext is the highest rated aspect of the Hulu design. The lowest rating for design and content was
useful information.

Branding

+ Wnile the Hulu brand was the lowest out of the three brands, the ratings are relatively ciose in the rust
category and Inferest in product. There was a lower score for positive feeling and future use compared to the.
other two brands.

Emotion Ratings

ase as1 5
ha1 ads
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Usability Ratings

s

Average Rating

Average Rating

Hiil

logicalOrg  Easytolse  Useful Happy Relaved Control  Confidence

Wi mNetfi g Amzmon HHUl mNetflx g Amazon

Design/Content Ratings Brand Ratings

a1

mlm

Attractive  Usefullmages  Teat Easy Interestin  Positive Feeling FutureUse  Trust
nston oduct

Average Rating

Average Rating
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Overall Experience Score (Weighted)

76.7

out of 100

ScoiBifeandow Overall Experience Rating

Amazon Hulu

£
§ 4.0

Netflix

3.5

90 + Excellent

80-89.9 Very Good 0 20 40 60 100 3.0

70-79.9 Good [l usability [ Emotion Design/ Brand Hulu Netflix Amazon
60 - 69.9 Fair Content

<60 Poor
Hulu had an overall experience score of 76.7 (good). The weighted score for Netflix was greater than both

Hulu (p<.001) and Amazon (p<.05). The overall experience rating for Hulu was 4.00 (out of a possible 5).
Netflix also had a higher overall experience rating than both Hulu (p<.001) and Amazon (p<.05).




Overall Experience Score (Unweighted)

77.4

out of 100

90 + Excellent
80-89.9 Very Good
70-79.9 Good

60 - 69.9 Fair

<60 Poor
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Unweighted Experience Scores

85.5
79.1

Usability Emotion Design/
Content

m Hulu m Netflix m Amazon

Hulu had an overall
unweighted experience
score of 77.4 (good), with
a lower score on usability
(74.1) compared to the
other three dimensions.

There was a significant
difference between Hulu
and Netflix in terms of
usability (p<.05) and
emotion (p<.05), and
higher emotional
engagement on Netflix
compared to Amazon or
Hulu (p<.05).




Task Evaluation Breakdown

o core E—

Netflix 4,28 4,12 4.35 4.00
Amazon 4.33 4.04 4.25 4.46
Hulu 4.07 3.93 3.30 3.79

e R R e

Netflix 4.36 4.15 4.23 4.16
Amazon 3.96 4.19 4,27 4,28
Hulu 4.06 3.39 4.08 3.89

4.40 + 4.1-4.39 3.8-4.09 3.5-3.79 <3.50
Excellent Very Good Good Fair Poor

Hulu’s task 3, Account Management, and task 6, Manage Plans, were rated the lowest. Task 4 of download was rated as
fair, and the remaining tasks were rated as good.




UX Priorities

Hulu Priorities Priorities — Netflix, Amazon, & Hulu

|
What's Usability ' _ = Netflix
Important to 37.6
Participants? Design/

. = Amazon
[ |

|
Content - — — Hulu
Brand \ 24.0

18.3

Design/

Usabilit
Content Brand ¥

Emotion

Participants across all 3 platforms indicated that they care most about usability. For both Hulu and Netflix, brand was least important,
while emotion was least important for Amazon. Design/content held the second order of importance for both Hulu and Amazon (with
emotion coming in third), while emotion held the second order of importance for Netflix, with design/content coming in as a close third.




Priorities and Experience

 Emotion | Emotion [N Usability | There is no high UX
High § s - priarity Ifor any _
Experience 4 () streaming service.
For each of the three
Usability | Usability platforms, all four
dimensions fall within
a low-medium
priority. However,
due to the relative

Low 2.0 importance, usability
Experience should be the first

i platforms, particularly
10 40 5o for Hulu.




Segmentation Analysis

Overall Weighted Score by Device There is a significant difference
between the weighted score for

87.0 88.6 84.2 841 87.0 85.4 Hulu and Netflix when streaming

on the TV, suggesting that the TV
streaming experience is superior
on Netflix.

Additionally, the weighted score for
all 3 platforms trended higher the
more frequently a service was
used. Finally, the weighted score
trended higher for ages 18-44 than

ages 45+ across all platforms.
Tablet Phone PC/Laptop (Note: For both frequency and age,

| - there was no significant statistical
HHulu mNetflix mAmazon difference.}
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Ratings Breakdown

Usability Ratings Emotion Ratings

A 4.56 453 4.54 4.51 4.49

4.31 44 4.29
g 4.46 4.25gm |4.44
3.94 I Ii 3.88 I I i i I I

Easy Nav Logical Org Easy to Use Useful Happy Relaxed Control Confidence
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mHulu mNetflix ®mAmazon mHulu mNetflix mAmazon

Design/Content Ratings Brand Ratings

4.68
4.46 4.40 4.44

4 294'56 431
e 4.12 404 27 : 4.30 4.5 : 4.18 427
| I i . | I‘i? ! 4i I

Attractive  Useful Images Text Easy Useful Interestin  Positive Feeling Future Use

mHulu mNetflix mAmazon | fisematian Product m Hulu mNetflix mAmazon
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Answering the three basic questions

Overall, the experience of Hulu is good (76.7/100 and 4.0/5.0). The usability of Hulu
scored lower than other aspects of the experience.

How do we compare?

Hulu scored significantly lower than Netflix and Amazon for the overall experience,
particularly around usability, and tasks focused on changing account info and plan levels.

Q What do we need to improve?

The priority is to improve the experience around changing account information and plan
level and possibly the TV platform. In addition, overall usability needs to be improved
across the site, particularly related to the organization of the website/app and navigation.
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Next steps

« Continue implementing both versions of the experience
scorecard with our clients, and refining as needed

« Consider ways to integrate both versions of the scorecard to
gain insight into specific interactions and overall sentiment

« Go through formal validation process, specifically around
the various metrics that represent the broader experience
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Thank you!

Would you like an experience
scorecard for your organization ?

© Bentley User Experience Center 2020

33


mailto:walbert@bentley.edu
http://www.bentley.edu/uxc

