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Executive Summary

This report documents the findings of a usability evaluation of the web site www.Avis.com
carried out as part of the Comparative Usability Evaluation Study (CUE-3) in August 2001 by
Saren Rune Pedersen, Tribal DDB. The main purpose of the evaluation was to assess the
usability for Scandinavian users of the current Avis web site.

Positive aspects about www.Avis.com:

Assuming that car rental and rates are the most important content for most people
visiting thisweb site, it is very easy for the user to arrive at the “ Check ratesmake a
reservation”, since there are many entrances to that page.

The process from requesting a rate to make areservation isa*“closed” flow. The user
will not have to go back when first he has requested arate.

On the front page there is a good and assumingly relevant left navigation box,
containing the most important services the web site offers. Rates, reservation,
review/modify/cancel reservation and add a coupon to an existing reservation.

Improvement areas for www.Avis.com:

The front page must focus more on the core messages. Car rental rates and
reservation. Instead of having a big useless picture in the middle, the focus must be at
the options in the drop down menu and make the way to car reservation just one click

away.

Improve the navigational system. The global navigation appears only on the front
page, which makes it very difficult for the user to navigate forth and back on sub-
sites. Also, it is not obvious at what point the user isin the car reservation process.
This makes the overview and chance to edit information through the process difficult.

Improve the language and information categorization. The web site has | ots of
internal, organizational language, such as the naming of the car groups, country codes
and wizard numbers. It is not easy and intuitive for new users to understand and
indeed not necessary since it can be done differently and better. At worst, the user
can't find a suitable car, mixes up the US time system, and does not fulfill the
application form.

Also, the categorization of pick-up placesin a given country should offer the user
alternative criteria such as: close to airports, close to cities etc.

Eliminate inconsistency. Several pages have elements of inconsistency. The worst is
probably when the user wants to request arate, and the header of the page displays.
“Reguest A Rate”. On the next step, the header displays: “Make A Reservation”. This
may confuse users and worst of al terminate the process since it is not clear what is
going to happen next: “Buy a Car”, perhaps?
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Based on the usability problems identified in this evaluation, we recommend that Avis should

Focus more on the global navigation system. Make it easier for the user to switch
between menus and go forth and back on sub-sites. Also, clearly show the user where
he/she is in the booking or request phase.

Focus more on the language used on the web site and the way information is
categorized. Users are not familiar with the AVIS car grouping system, or the internal
jargon. The way to display specia offers must be based on the user’s own terms.

Focus more on the core business: Car rental rates and reservations. Make it easy and
convenient for the users to make a rate request without giving too much information.
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Comments on the Website

Find Out What it Costs to Rent a Certain Car

1. /M Thefront page has several entrances to car rental and price requests. It's not obvious
which entrance is the most accurate and which one suits the user’ s actual needs. As the
picture shows, there are several entrances that could bring the user to the same point.
However, for first time visitors thisis not logical.

2. /% Using agreat part of the screen estate to show the AVIS-logo is waste of space.
Instead, focus on the left navigation — which is probably the reason for customers to visit
the site.

3. /% The Travelodge banner may confuse the user since it is about making reservations
and furthermore the first thing the user sees.

ﬂ try _
we;de'

i 1z F .y
Rates & Reservations
Getting Started is Simple
Just zelect ywour reseryation

function and click GO...
Select Function

4. /% The navigation on the front page might be difficult for some Sl
users. There are two steps, first choosing a destination, then clicking Make & Reservation
GO. Instead, hyperlink the menus in the navigation and let the user fler ra
go directly to the right destination.

(= Review or Cancel
& Reservation

() Modify An Existing
Reservation

-

Add A Coupon To An
Existing Reservation
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Whenever the user chooses an entrance to check rates, the next page looks like this:
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Provesd o Next Step
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5. /M Thered horizon line indicates where the user is on the site. However, it is not clear
how the user can return to the front page. Though it is more or less a convention that
clicking alogo will bring a user to the front page, it must be made clear. Also, the other
navigation elements disappear, which makes it even more difficult to navigate.
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(o)}

- % When us ng the button “Then Click Here” the user is taken to the first page in the
reservation/check rate process — no matter which of the pages he/she came from.
Thisis a huge problem, since it would be much better to recognize and remember the
information aready typed in, instead of starting all over again. Especialy later in the
process.

7. /M If the system already knows the combination of country code/country, the system
should rather provide the user with a drop-down menu with al countries listed instead of
a specific search function.

8 /M The distance between the actual search button “ Country Code Search” and the input
field “Country of Residence” istoo far. The principle of closeness would solve this
problem and ensure the user understands the connection between button and input field.

9. M Itisnot clear how many steps there are in the process from requesting arate to
making areservation. This makes it difficult for the user to know exactly where heisin
the process, what to expect and when he/she is done.

This could be information such as. “We don't need your credit card to make a
reservation” or “3 easy steps to book a car all over the world”.

Proceed to Next Step

It is not obvious what “Next Step” will bring the user.

10. & Private or first-time users may not intuitively understand the meaning of “Avis
Wizard Number” or “Check your corporate rat€’. In order to speak the user’s language,
provide users with fulfilling and helping information like:

What is a Corporate Rate?
Do you have a Wizard Number?
How to get a Wizard Number!

& Checl: all rates
" Check your corporate rate
(What is corporate rate?)

11. /% This page has three main messages:

1) What kind of rate must the user check?
2) Where does the user come from?
3) Enter a special Wizard number if you have one

In order to serve the user in alogical way, the information must be separated into three
gedtalts, making it much easier to get an overview.
The Wizard number is probably a good idea. However, the text explaining what to do in
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case you don't have a number, must be displayed before the system asks for a number.
Also, the box with information for Avis Wizard Customers is placed in the middle of the
screen estate. It is not relevant for users without this number. Instead, the user must be led
by asking: Are you aready a customer, please fill in Wizard number and last name. If not,
please proceed to >

Country code sear ch:

B sl
LB L U -
12. A& When the user arrives at the ;':.'.' e .

P et plaeaen gluaser glead Bl gnetres gl Qe @ G EDOLGRONC ] e e

country code search it is not possible to :
go back to previous page without

hitting the back-button. Also, the P R
global navigation brings the user back b ok e e
to the front page only.

13. /& Itisnot possible to enter a country
name in original language. To prevent
errors from occurring, there must be an
explaining text telling the user to type
in the name of the country in plain
English. e E

R naton fsan

|danmark

ﬁ.r.ﬁ Country Code o

Aenldl Flatin Bnarch Sikm

14. /& The user must go through 3 steps before getting the right
location. In the real world most people would probably use
the phone instead.

Rurisl Stalion Swarch: LocsSom
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Screen 2 in requesting arate
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€ Airine Information
Hems ndecatad wiih an tedak T oam aptions

“Airiinz Hama: [HOME =

“Elight é: [

15. /i Strange progress indicator. Since the user has aready entered some information, it
would be more logical to arrive at step 2/3 instead of 1/2. Inconsistency like this confuses
the user.

16. /4 |1t is obviously not possible to make reservations years ahead.
Pick-Up Date: IDayj |August j
Pick-Up Time: |Hour x| |00 »| & am © P

7. & For European customers it is a well-known usability mistake to mix up AM/PM.
Some usabl e suggestions could be:
1) Distinguish the target group into US/European/Asian residents etc.
2) Display both time systems or give the user the chance to change systems
3) Base the time system on the users |P-number
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Rental station search
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Rates & Reservations [
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18. /% On both pages it is very difficult for the user to go back and forth. The missing
navigation makes it difficult to:

- Make a new search

- Go back to the first screen — step 1/2 (or step 2/3)
- Switch between the screens

19. /4 The screen displaying locations can contain more fulfilling information like:
- Sorting options: Closest to airport, nearest city, hotels etc.

_Mws
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20. A If itisnot possible to pick up

1 alfis]
the car at thetime/day theuser has = = 202 s e e s a8 J0E T
entered, an error message will TLHT e feees fme i feos g eomen g Sl ohinn e
display the following information: i mimia ki i
To prevent another error from i i o

occur the system could inform the Lo |

user about opening hours of that

particular office.

Returning to the main screen after choosing arenta station
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Procesd o Mext Shag

21. & After selecti ng a pick-up location the header of the returning screen is “Make a
Reservation”. The previously screen had a header: “Request a Rate”.
This confusing and changing labeling can really confuse a user since the goa of the task
obviously changed without any notifications.
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Request A Rate - Step 1 of 2
Make A Reservation - Step 1 of 2
Request A Rate - Step 2 of 2

22. /& A common usability problem is when you don’t follow established conventions.
When not following those conventions it is easy for users to make mistakes that could
easily be prevented. In this case AVIS uses (*) in front of an input field as optional and
not mandatory.

 Airline Information
lterns indicated with an asterisk (%) are optional

*Airline Name: | SAS-SCANDINAVIAN AIRLINE ]
“Flight #: [173

Proceed to Next Step

Select a car — step 2/2

A Rates & Reservations |

[l
Y

Féguiest A Fade - Slep 2 af 2
@ Rental Pick-Up & Relum Information
Fhe: fullowds g ke ion wis smlaimd
PickAlp Lacaties Cades [ = jo s b berasn 153

Plekdbg Dates  Wadersdsy SaptembarS, 2001
Fich-llp Temes 100 pm

Fretars Batee Tioursday Septambes 06, 20
Pestign T 11 15 arr
PFehn Lacsties Cade [ = bl b bowrave 165

Aidine Bane  bone

& Car Greup Mlormalion
Pleaze kst 3 oo grosdp fom it el Bel
dsqrbipend

1.6 or similar j

Group C-Renault Megan

YT e 0L - Fenault e ane +b or simila
e e oS oy O - Renault Laguna FXE DTl or similar
=,.=,==m=.=.-;m:$"r e Group E - Renault Safrane 2.0 ar similar

i s E"--—'Gr|:|U|::| F - Renault Laguna 2.0 or similar
Fraquest Fho ke [00E | (Group G- BhAW 320 0 or similar

: Group H-FRenault Megane Scenic 1.6 ar similar

Group J - Smart Car or similar

Group K - Fiat Marea W TD 100 or similar

Group L-Renault Clio 1.6 or similar

Group M - Mercedes-Benz E 270 ar similar

Group M -Yolkswagen Kombi 9FL or similar -
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23. A Thefirst part of the page contains information about the choices aready made. There
are no chances to go back or edit information straightaway.

24. /i The user chooses a car quite |ate in the over-all process. At that moment, there has

aready been given alot of information, even though it is only a price-check. This may
frustrate the user.

25. A Making the assumingly most important choices is not made intuitive for the user:
Choosing the right car at the best price!
Before being able to make a qudified choice, the user must recognize and understand
each group and the price differences.
What are the differences between group C and D —is the qudlity increasing or decreasing?
Furthermore, he must know if certain car models include air-condition or not.

26. /1, Optional information is only for users who aready know the system quite well:

© Personal Information
Please enter all other information in the fields below. ltems marked with an asterisk (*) are
optional. All other infarmation is required.

Enter & corporate, government, or association AWD number in the field below:
“AWD #: |

*Rate Code: I

*Frequent Flyer Airline: INONE ;]

*Frequent Flyer #:l

Proceed to Next Step

All fields are optional, but there is no explanatory text:

What does AWD# mean?

What is my Rate Code? How do | find out?

What if | am afrequent flyer and forgot my #? Does it have an impact on the price?
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27. /& Theuseris

trapped in the pop-up window since he/she can go forth or back; make

new reservations etc. within the pop-up, with the main window in the background.
Instead, the information provided in the pop-up window should be specifically related to
the content on the main page, to ensure the user does not miss the connection between
content in the main screen and pop-up.

28. /1 When choosing the first item in the drop-down menu (LOCATION & POLICY
INFORMATION), the following happens:

Rental Locations
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29. /M Instead of having the header: LOCATION & POLICY INFORMATION, the header
should encourage the user to be active, like: Choose an item to be described.

Overview
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0. /M If the user wants to see another rate, it would be nice to just change the car type
which is not possible. Also, it is not possible in any way to compare different rates/cars.

31. /&, There are certain links on the above page. However, when clicking on the “click
here’ a pop up opens and the user must specify where to look for further information.
Instead of having the user clicking twice, it would be better to go straight to the
information.

A problem with this is the assumable important issues surcharges. Information about
Surchargesis the last line in the drop down menu and the user has to scroll before
noticing it. This could turn out to be a problem since it is the first link in the overall
formula and probably important. Also, there is no reason to “hide” the information in the
drop down menu since it is possible to show all submenus at once.

| Mileage: Free Unlimited Milesiilometers per rental

jti surcharges (zome of which are mandstory) may apply to this booking. Pleaze click here and see under
< surcharges f)r more details.

| LOCATION & POLICY INFORMATION LOCATION & POLICY INFORMATION =
AT OLICY NEOBMATION P8 Additional Drivers & Charges -

Additional Drivers & Charges Age Reguirements

Age Requirements Acceptable Charge Cards

Acceptable Charge Cards Chauffeur Drive

Chauffeur Drive Country Currency

Country Curren —p Drivers License Information

DriverELicensgnfDrmatiun Driving Information & Folicies g

Drivi T icies Insur f VErages

fisurances & Optional Coverdl referred Service

Preferred Service Special Equipment |00

Special Equipment Surcharges & Taxes i

32. /& Some of the information on the confirmation page is very difficult to understand, like:
Yy

Dk/BE/L

33. /&, Thelist contains a huge amount of information. It would be nice to have a printer-
friendly function and a email-confirmation with all necessary information.
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Make a Reservation
Making areservation is the next step after having checked the rates.
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34. /M, Theflow can cause some confusion sinceit is not clear if the user has made the actual
reservation. Usually the user has to make a confirmation and then see the results, before
the actual purchase is done. However, in this situation the reservation is made.
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35. /M After choosing “I’ve changed my
mind” from the confirmation page the
user will be displayed to a“Keep it” or
“Cancel it”-page.

It would be nice to be able to make
changes to the reservation instead of
cancel it and start al over again.

36. /M, If the user decidesto keep the
reservation by clicking “Keepit!” or
“Cancel” hewill arrive at a new page.
Hereit is not intuitive what to do next?
There is neither visible navigation nor
any action buttons. The user is provided
only with a description and link to the
front page (shown at the end of the page).
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Get an overview of the kind of cars that Avis offers

When entering the menu “Fleet” the user arrives at this page.
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37. /& The main purpose of this page is not

clear: Firdt, the user has to get an overview of
the different car models. This overview must
be based on something familiar with the
user’s everyday world and not the
classification system provided by AVIS.
Instead of dividing cars into groups of Ietters,
the presentation should rather focus on
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common things like size and equipment.

. /T For normal usersit is doubtful they

understand the difference between the 2
different views (Fleet guide by Country and
iPIX ® Images of Fleet Cars). Instead of using
the word iPIX the text should rather explain the
user it ispossible to view carsin a different
mode and from a different angel.
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Find out where to rent a car mmEm— -
39. /b After choosing “Fleet guide by Country”, the :L_.ffﬁ _____ sl
user must specify the location. However, after T o
choosing an option in the drop down menu, the e
GO-button activates automatically, which means == =
the user loses control over the situation. v — =

40. A When choosing a country, the system
displays alist with al rental places. The way to

display thelist is confusing. Using aphabetic : -
view is good, however, it's not very easy to get a _ -
quick overview of the different cities. Instead, o PR e s
provide the user with the choice of sorting the cities m
by name, region etc. Also, to provide the user with |~ cm v

a better overview, each letter could be marked so it
is easier to see the changes or use spacing to split
up each category.
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41. A Instead of letting the user enter the location code, the system must recognize the
information and carry this information to the next level.
What time system is used? In this case where — assumable — there are quite a few
international users, it would be nice to have some kind of indication of the time zone.
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Determine if Avis has special deals

42. /& 1tisnot obvious, which offer the user can choose from. Instead of along list of
different offers depending of location, resident etc., the information architecture should
gather information into logical boxes: Special offers for European customers, US
Residents etc.

For the user it is not clear, which offer suits him the best. Some offers go to the same sub

page, which makes it even more confusing: Do | receive this offer for being European or
the fact | make the reservation online.
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Error messages:
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43. A In genera, the error messages on the site are not informative and do not try to help
the user recover from the error.

44. A Thelabeling of the Continue-button on the above shown pages is wrong since it does
not continue when the user hits the button, but brings the user back to the front page.
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Global navigation:

| Progeams | 3k | Abor | Talk
[ E | R | 2R | B

& Serrican

A Rental Locations ‘
A Avis Deals

Programs & Services

I

A Maps & Weather

45. A Only from the front page it is possible to switch between different areas of the site.
Even though the red banner is displayed on al sub sites, it is not obvious that the AVIS-
logo will bring the user to the front page and the headers to certain other places on the
ste.
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Persistence is be estimated according to the following scale:
1. Usersquickly learn how to get around the problem,

2. Usersonly learn to get around the problem after encountering it several times,
3. Usersnever learn how to get around the problem.

% users who % of userswho | % of userswho | % of userswho | Persistence
will not be will suffer minor | will experience | will experience
affected by this | problems (brief | serious problems | disasters (unable
problem delays) (significant to solve task;
delays; users voices strong
eventually irritation; solves
complete their task incorrectly)
task)
Problem 1 0 10 0 0 1
Problem 2 95 5 0 0 1
Problem 3 95 5 0 0 1
Problem 4 0 10 0 0 1
Problem 5 5 0 75 20 2/3
Problem 6 0 100 0 0 1
Problem 7 10 75 10 5 1
Problem 8 0 10 0 0 1
Problem 9 5 65 15 15 2
Problem 10 5 0 0 95 3
Problem 11 50 50 0 0 1
Problem 12 30 70 0 0 1
Problem 13 80 20 0 0 1
Problem 14 0 10 0 0 1
Problem 15 0 100 0 0 1
Problem 16 95 5 0 0 1
Problem 17 85 15 0 0 1
Problem 18 5 70 20 5 12
Problem 19 0 10 0 0 1
Problem 20 20 40 25 15 2
Problem 21 70 25 5 0 1
Problem 22 80 20 0 0 1
Problem 23 25 75 0 0 1
Problem 24 0 10 0 0 1
Problem 25 5 50 30 15 3
Problem 26 20 80 0 0 1
Problem 27 10 80 5 5 1
Problem 28 0 10 0 0 1
Problem 29 0 10 0 0 1
Problem 30 5 80 10 5 2
Problem 31 40 60 0 0 1
Problem 32 40 60 0 0 1
Problem 33 10 0 0 0 1
Problem 34 0 10 0 0 1
Problem 35 10 10 80 0 2
Problem 36 10 0 0 0 1
Problem 37 5 50 30 15 2
Problem 38 5 80 10 5 2
Problem 39 1 9 0 0 1
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Problem 40 10 0 0 0 1
Problem 41 50 50 0 0 1
Problem 42 5 9%5 0 0 1/2
Problem 43 10 80 10 0 2/3
Problem 44 10 80 10 0 1
Problem 45 5 70 20 5 2
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1. Forord

Opdraget til denne analyse er givet af CUE-3 (Comparative

Usability Evaluation 3), som er en starre undersggelse om brugen af web-
inspektionsmetoder foretaget august 2001 med udgangpunkt i sitet
www.avis.com.

Notabene.net har afviklet analysen i overensstemmelse med normal procedure
for dette analyseprodukt.

CUE-3 er afviklet uafhaengigt af sites ejer, som ikke er involveret i
undersggelsen pa noget punkt. Selvom opdraget er gjort troveerdigt i sin
problemstilling, har kundedialog i sagens natur ikke vaeret mulig. Konsekvensen
deraf er, at der er foretaget visse generaliseringer i analysen. Derudover
indeholder afrapporteringen specielle henvisninger af hensyn til CUE-3-
undersggelsen.
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2. Executive Summary
Denne ExpertVurdering omhandler brugervenligheden pa www.avis.com.

Det er undersggt i hvor hgj grad malopfyldelse kan sket pa den
sammenfattende Most Wanted Respons-parameter:

e Bruger foretager en reservation af en bil

Konklusionen er, at sitet pa afgerende punkter indeholder barrierer, som ggr det
vanskeligt at gennemfgre en reservationsproces. Selvom nogle brugere vil
gennemfgre en reservation, vil frafaldet blandt brugere, der potentielt havde
planer om at gennemfgre en reservation vaere markant, som fglgende af
manglende brugervenlighed.

3 mest negative egenskaber
Sitet bgr optimeres pa fglgende punkter:

e Anvendelse af grafik, der gar forsiden og visse sider tunge og som derfor
ger sitet langsomt at downloade

e Navigation, specielt navigationsflow skal optimeres

e Fraveeret af ngdhjeelpsomrade pa alle sider (med sitemap,
sggemulighed, home-knap mv.)

3 mest positive egenskaber
Sitet skal fremhaeves for:

e At fungere fejlfrit pa bade Internet Explorer og Netscape-browsere
e At veere lavteknologisk i koden og ikke kreeve brug af plugins

e Atindeholde begreenset meengde information pa indledende sider og
generelt veere let at laese og forsta.

Justering af internetstrategien

Det er strategisk beslutning at medtage bannerannoncer pa sitet. Det ma
tilrades, at denne beslutning tages op til overvejelse, idet man ma beslutte om
sitet er en reklamesgijle for bannerannoncer eller et serviceveerktgj for Avis'
nuveerende kunder og potentieller kunder.
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3. Den anvendte inspektions-metode

Grundlzeggende bestar enhver inspektion i, at sitet inspiceres med fejl og
mangler for gje og som regel af andre end dem, der udvikler pa eller har
udviklet sitet. | princippet har enhver tilkendegivelse veerdi, uanset om det er en
kollega, en kunde, en borger eller en usabilitykonsulent, der udtaler sig. |
praksis far tilkkendegivelserne dog farst veerdi, nar de saettes i en sammenhang,
hvor rammerne er defineret og begreberne velkendte. Jo bedre denne
sammenhang er beskrevet og defineret, jo starre veerdi far tilkkendegivelsen og
jo mere preecis analyse, kan der foretages. For at saette rammerne for en
usability-analyse tager Notabene.net sa vidt muligt altid udgangspunkt i 2
parametre, som vi har fundet relevante:

e Hvem er malgruppen for sitet
e Hvad er malet (hvad skal malgruppen kunne med sitet / processen )

De 2 punkter kan beskrives mere eller mindre detaljeret. Som angivet ovenfor
geelder der den sammenhaeng, at jo mere praecist og detaljeret disse 2
parametre kan beskrives, jo mere praecist kan en usability-specialist saette sig i
malgruppens og brugerens sted og vurdere, om malgruppen kan anvende sitet
som tilteenkt.

Og omvendt: Ser man bort fra disse parametre opstar der fare for sakaldt
"smagsdommeri" - at konsulenten udtaler sig med starre vaegt end der maske
er belaeg for. Fejlkilden kan aldrig helt undgas, men dog mindskes.

KernebrugerKarakteristikken - foranalyse saetter malgruppen i
centrum

For at have en passende ramme at analysere udfra, starter Notabene.net som
regel en inspektion med en foranalyse af malgruppen. Denne analyse kalder vi
en KernebrugerKarakteristik, fordi malet med den er at afdeekke forhold hos en
malgruppe eller brugergruppe for sitet. Dette sammenfattes i en
rammeseettende karakteristik af det man passende kan kalde en kernebruger -
altsa en salgs arketype for brugere af sitet. Dette gar vi vel vidende, at der ikke
ngdvendigvis er mange detaljerede kvantitative og kvalitative data til radighed
om malgruppen. Dog har ejeren af sitet ofte mere viden om malgruppen end
ejer selv er bevidst om. Disse data traekkes frem og sammen med brugertrends,
konsulentens viden om brugeradfeerd fra "teenke hgjt"-sessions og statistiske
oplysninger om brugerne pa Internettet fas et rammesaettende materiale, som
usability-konsulenten senere kan anvende i sin vurdering.

KernebrugerKarakteristikken produceres typisk som et selvstaendigt dokument,

hvor udfra medtages i ExpertVurderingen. | dette tilfeelde er dokumentet af
praktiske arsager vedlagt i sin helhed som bilag.
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ExpertVurdering - selve inspektionen

Notabene.nets ExpertVurdering er selve inspektionen. Dataindsamlingen til
inspektionen foretages uafhaengigt i forhold til KernebrugerKarakteristikken.
Farst nar alle data er indsamlet, foretages der en konkret sammenligning af
sitets performance i forhold til rammerne i KernebrugerKarakteristikken. P& den
baggrund udtaler konsulentens sig og kommer med sine kommentarer og
anbefalinger.

Inspektionen koncentrerer sig om 2 afggrende - i forhold til brugeren -
"syretest".

1. Oplevelsen, afkodning og forstaelse af forsiden

2. Navigation og anvendelse af services pa sitet

ad 2) | dette tilfeelde er dette afgreenset jf. opdraget.
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4. Sites idé og malsaetning
Folgende er hente ordret fra scenario-oplaegget til testen.

Below is a list of user tasks that Marketing and Development have identified as
benefiting from user feedback. The tasks are listed in order of importance to
Marketing with the most important tasks listed first.

Find out what it costs to rent a certain car.

Make a reservation.

Get an overview of the kind of cars that Avis offers.
Find out where you can rent a car.

Determine if Avis has special deals.

abhwON -~

Udfra de definerede opgaver kan Most Wanted Respons (MWR) defineres il
e Bruger foretager en reservation af en bil

Bemeerk at MWR-begrebet ogsa anvendes med en anden betydning. Vi

anvender det med folgende betydning: "Hvad er den/de helt basale mal med

sitet". Vi anvender det til at sammenfatte testen mht., om sitet kan performe pa
den helt grundlaeggende parameter for sitets ejer.
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Anvendt hardware

Med udgangspunkt i KernebrugerKarakteristikken er der i vurderingen af
www.avis.com anvendt falgende gennemsnits-PC bestykket med falgende
udstyr:

500 Mhz AMD-processor

64 Mb RAM

15 tommer skaerm

4 MB grafikkort

1024x768 og 800x600 pixels

16 - 32 bit farver

Internetopkobling via 56 K Flex-modem hos fgrende udbyder

Win 98 SE

Browsere: Netscape 4.0 og Internet Explorer 5.0 (fortsat mest udbredt)

Bestykningen svarer til en PC, der er ca. 2,5 ar gammel og er saledes hverken
en absolut worstcase-PC eller en meget ny PC.

Sitet er fortrinsvis testet med en skaermoplgsning pa 800x600 pixels.

Sitet er ikke testet pa en MAC.
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5. Sadan laeses analysen

Analysen behandler som hovedregel kun de faktorer, der giver anledning til
mulige problemer for brugerne. Der konkluderes pa de enkelte brugerproblemer
udfra fglgende skala:

@ Flot og godt
(lzsning andre kan lade sig inspirere af)

€ Mindre vigtigt at rette
(fungerer fejlfrit, men kan optimeres ved lejlighed)

@ Vigtigt at rette
(skenhedspletter der vil kunne irritere - typisk i sammenhaeng med
andre problemer)

© Markant vigtigt at rette
(der opstar let misforstaelser eller andre problemer)

@ Afgorende vigtigt at rette
(problem som skal rettes; brugere vil give op og vil ikke bruge sitet
som tiltaenkt)

Det er vigtigt at holde sig for gje, at selv det bedste site kan optraede pa en
made, sa brugeren lases. | vurderingen laegges der veegt pa at fange sadanne
steder. Jo flere gange et site optreeder uhensigtsmeessigt jo st@rre er chancen
for at en bruger vil opleve det og ma/kan risikere at opgive.
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Inspektionen: Data, konklusioner og
anbefalinger

6. Forstehandsindtrykket - forsiden

Farstehandsindtrykket er utroligt vigtigt, da malgruppen vil bedgmme sitet pa
dets umiddelbare signaler. Det er vigtigt, at brugerne i malgruppen kan afkode
sitet. Derudover viser undersggelser, at downloadtiden betragtes som en
ngdvendig gene - den skal fgrst og fremmest veere lav.

Er forstehandsindtrykket ikke positivt, vil sitet fra start veere bagud "i point" hos
brugeren.

@ Konklusion - forstehandsindtrykket (1)
Forsiden skal fgrst og fremmest bekraefte (eller afkreefte) brugeren i, at han er

/] Avis Rent A Car - Welcome to Avis Online - HHs Explorer
J Filer Hedger Yis Foretiukne  Furkbtioner  Hizlp |

j E oS DB 83 A0
Tilbage Eremad Fopier  Opdater Startside Post  Udskriv  Rediger Stop
JAQIESSEI@ http: #funae. aviz. com. j .f’PGé

444 T recruiters now!

y
toover 7 7
A 4

Rates & The Rental Avis Programs Maps & About | Talk
Reservations | Fleet | Locations | Deals | & Services | Weather | Avis To Us

AAdvantage

h
Getting Started is Simple n
Just select wour reservation mﬂ m“ mrm?
function and click GO...

SElechELschas ANNIVERSARY
i+ Check & Ratef 1981-2001
Make & Reservation CLICK HERE &)
i Travel Agent
Reszervations
i Review or Cancel 5 T -
A Reservation
" Modify An Existing
Feservation
i Add & Coupon To &R e maig Gar fﬂﬂf_il -
Existing Reservation ﬂﬂ IM Mﬂmﬂ HS]'EP!
GO e’) Suburban | Travel | For Travel | Destination
- 7 Locations Partners Agents Information
=
@1 Udart ’_ ’_ |4 Internet

kommet det rigtige sted hen. At bruger kan fa lgst sit problem. Det ggr forsiden
ganske godt. De fleste vil afkode sitet med stor sikkerhed ikke mindst
malgruppen. Forsidens starste barriere er veegten/downloadtiden pa et
almindeligt modem. Dette vil ikke nadvendigvis fa brugere til at falde fra, men
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dog skabe ungdig irritation, der bear undgas. Derudover er der en raekke
punkter, der med fordel kan optimeres pa.

® Downloadtid - forsiden (2)

Serveren svarede straks (indenfor 2 sek.). Download af
forsiden var pa 42 sekunder, hvilket af mange opfattes
som meget lang tid - ogsa i forhold til andre sites.
Forsiden er malt til samlet at veje ca. 133 Kb, hvilket er
langt over det anbefalelsesveerdige. Heraf udger grafik
alene 119 Kb.

Et hurtigt tjek af filerne der udger siden viste at grafikken
generelt var komprimeret "efter bogen". Dog er denne
grafik gemt i forkert format, gif, hvor den vejer ca. 11 Kb.. En sadan grafik kan
uden problemer komprimeres til ca. 6 Kb i JPG-formatet.

Der findes 3 animationer pa forsiden, som samlet vejer ca. 80 Kb.

Anbefaling: | forhold til at ventetid af mange brugere anses som vaerende den

stgrste gene, forslar vi meengden af grafik nedbragt drastisk. Start med at gere

de 2 animationer statiske (mht. banneret - se seerskilt afsnit). Fremskynd naeste
redesign og overvej at fraveelge grafikknapper til fordel for tekst-knapper.

Sidstnaevnte har i gvrigt en anden, men ikke uinteressant fordel i forbindelse
med sitets online-markedsfering: S@gemaskiner kan laese tekst og ikke grafik,
hvorfor anvendelse af tekst-knapper, eventuelt ville kunne vaere med til at
forbedre sitets optagelse pa diverse sggemaskiner.

© Bannerannoncen (3)

| toppen af siden ses en typisk o Send your resume
bannerannonce, animeret. Et mgﬁ wover = (A0
er, at brugerne generelt er
blevet banner-blinde og annoncen af den grund antageligt vil have ganske
begraenset veerdi. Veerre er det, at anvendelse af bannerannonce kan preege
Avis's brand i negativ retning. En bruger besgger www.avis.com for at gere
brug af Avis ydelser og vil vaere potentiel kunde. En typisk brugerforventning er
ikke at blive eksponeret for annoncer, der ikke direkte er relateret til brugers
geremal pa en virksomheds site. | vaerste fald vil brugere vaelge konkurrentens
site. Det vil dog formentlig veere de feerreste, netop pga. den udbredte
bannerblindhed.

A AJAD

IT recruiters now!

Anbefaling: Optimér sites performance gennem optimering af sitets
kerneydelser og ikke gennem salg af bannerannoncer, som er irrelevante for
brugeren. Overvej at medtage links til andre sites u/b, hvor det hjeelper
brugeren.
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@ Forside - 800 x 600 pixels skaerm (4)

Forsiden fungerer generelt fint pa en skaerm med 800 x 600 pixels om end, der
opstar en scrollbar, der deekker for 2 vigtige menupunkter i bunden af sitet:
Privacy Policy og Site Map. Privacy Policy er afggrende for sitets troveerdighed
og Site Map er en hjeelpefunktion. Faktisk er producentens navn (© 2001 ARAC
Management Services, Inc.) placeret hgjere end disse punkter, hvilket ikke kan
veere gjort af hensyn til sitets malgruppe, der neeppe kommer for at fa
produceret en hjemmeside.

Designet fingerer fint i en oplgsning pa 1024 x 768 pixels og sitet kan i gvrigt
ogsa anvende pa en 640 x 480 pixels skaerm og er i den henseende
"lavteknologisk".

Anbefaling: Placér alle hjaelpefunktioner pa et centralt sted, der normalt altid er
synligt - typisk i overste del af brugergraensefladen.

Anbefaling: For et site, hvor brugere kan blive bedt om af afgive personlige
oplysninger, kan det veere afggrende for brugen af sitet og gennemforelse af
visse transaktioner (som f.eks. en reservation), at brugeren let kan laese sig til
hvilke politikker sitets ejer har med hensyn til personlige oplysninger. Privacy
Policy skal veere mere synligt placeret, saledes at det ikke forsvinder pa en 800
x 600 pixels oplgsning.

Bemaerk: Fjernes banneret fra designet vil bunden af brugergraensefalden
veere synlig og problemet mindre.

@ Afkodning og services (5)

Avis har i forvejen et steerk brand, hvorfor enhver potentiel bil-
lejer vil nikke genkendende til logoet - og det velkendte "We try

We tr¥
o hardeT

harder". Forsiden fremtraeder enkel og kommunikerende — Rates & Reservations
tenderende til det anmassende. Hele venstre menubar er afsat | sz yos s
til "Rates & Reservations" - derudover ses linket med samme N,
navn 2 andre steder. | grafikken midt pa siden gives brugeren O et Haaateaion
en forventning om sitets kerneydelse "Vi make car rental on Sty
internet easier" Ingen potentiel billejer vil veere i tvivl om - og vil O A Resereation™
forvente - at pa dette site kan man leje og reservere en bil. O e aton o

¢ Add & Coupon Ta An
Existing Reservation

Venstre menubar er usaedvanlig i funktionalitet, idet der er valgt 6o 2))
formular-funktionalitet med radiobottums og kun én knap, der

kalder pa handling, nemlig "Go". For brugeren gges antallet af klik, fordi der
skal foretages et valgt farst - medmindre man kan godkende sidens standard-
indstilling. Men menuen kan ogsa virke hjeelpende med hensyn til at fremhaeve
sitets kerneydelser overfor sine brugere, og er i den forstand et aktiv for
brugerne: "se her, det er her du skal veelge".
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| forhold til sitets performance er den valgte funktionalitet mindre
hensigtsmaessig. Jo flere klik brugerne skal foretage for at na content, jo flere vil
veere faldet af inden malet nas.

Anbefaling: Laeg kernefunktionalitet direkte pa forsiden for at undga for mange
klik og sidevisninger.

@ Forsidens tekst (6)

Det er ganske begraenset, hvad der er af tekst pa forsiden, da stort set al tekst,
der findes, ses pa knapper eller links.

Selvom der er en del links pa forsiden, vil en bruger naeppe miste overblikket
her i forhold til sitets muligheder og primaere funktion "Rates & Reservations".

| hgjere oplasninger end 800 x 600 pixels kan personer med let nedsat syn
have sveert ved at laese alle tekster, specielt negativ-teksten i den rade
menubar.

Anbefaling: Da det ofte er sveert at laese tekst sat i negativ, kan teksten i rad
menubar med fordel gare mere "bold" - alternativt kan anvendes en anden
skrifttype.

@ Forsidens design / grafik (7)

Forsiden er praeget at kontraster mellem den hvide baggrundsfarver og Avis'
markante rade farve. Sidens samles af menubaren i toppen og de 2 sgijler i hver
side, hvilket giver en fornuftig balance.

Selve den grafiske forarbejdning er generelt udmaerket og ensartet, ligesom
webdesignerens komprimering af grafikken generelt er i orden.

Banneret i toppen skreemmer sidens aestetik - men som fgr naevnt vil mange
brugere overse banneret.

@ Forstehjzlpsomrade (8)

Som tidligere naevnt er det uheldigt, at punkterne Privacy Policy og Site Map
ikke er synlige konstant. Sitet omfatter over 500 enkeltsider, hvorfor det vil veere
relevant med savel et sitemap og en s@gefunktion, safremt brugeren
ngdstedtes. Sitet har ingen s@gefunktion i normal forstand. Det er
troveerdighedsskabende, at andre basale punkter er lige ved handen:

e About Avis
e Talk To Us (kontakt-mulighed)

Optimeringsmulighed: Tilfgj gerne en Home-knap, da ikke alle vil bemaerke,
at logoet virker som Home og heller ikke ser Home-teksten over logoet.
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7. Opgaver og navigering

Navigering er foretaget med udgangspunkt i en opgavelgsning, hvor sitet skal
give svar pa en reekke basale spgrgsmal omkring biludlejning, der kan medfare
en reservation.

Opgave 1-2: Find out what it costs to rent a certain car / Make a
reservation (forsgg 1)

De 2 forste opgaver blev keedet sammen udfra en forventning om, at blev én af
opgaverne lgst ville svaret pa den anden opgave automatisk vaere givet.

© Konklusion - opgave 1-2 (9)

Opgaven blev ikke lgst af konsulenten. Som nedenstadende gentagne forsgg
viser, lykkedes det farst til allersidst i inspektionsforlgbet for konsulenten at
finde den rette kombination af input og navigation for at komme videre i
funktionaliteten Rates & Reservation.

Trods konsulentens erfaring fra analyse af mange typer af sites viser dette, at
ogsa en konsulent kan kare fast.

Der blev i al hast afviklet nogle fa
bruger-session med konsulenten ; D 3 1.8
som observatgr med henblik pa at  sefis oo J ou

afdeekke i hvor hgj grad andre :

kunne anvende funktionaliteten

Request A Rate

Rates & Reservation og finde svar Woustyouhate: 1 Cr
pa ovenstaende spgrgsmal. B T i —
Der blev navigeret dels som weardthmter: |

Laat Mame [

konsulenten havde gjort - dog i en

lidt anden kombination - og dels R ety |
med stor usikkerhed. Ingen var - - -
sikre pa, hvordan der skulle

navigeres pa denne side for at komme videre i processen.

Udfra de foreliggende data er konklusionen pa denne delopgave, at sitet ikke
fremstar tilstraekkeligt modtagerorienteret og brugervenlig og at sidens
udformning er uhensigtsmaessig.
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Click 1: Forsiden > Check A Rate / Make A Reservation > Go (10)

Sitet svarer hurtigt og i Igbet af 10
sek. fremkommer fglgende side.

Enten kan man som bruger
identificere sig via Wizard Number
og Last Name, dvs. man antageligt
allerede er kunde hos Auvis eller
man kan checke priser (Rates),
hvilket kraever at man lader sig
identificere mht., hvilket land man
kommer fra.

| formularen skrives DK, som er

= e

Request A Rate

Winuld you Bk fo: 4
-

Country of Residence: [—

¢ W B 1A
iy Cont Sairch

Rates & Reservations

#] vaw

W you 8o not Bave & Wizard Numbar, cich Procesd B Mext S2ep

P e

Danmarks internationale landekode og der trykkes "Country Code Search".

Click 2: Forsiden > Check A Rate / Make A Reservatlon > Go > Country

Code Search (11)

Sitet svarer hurtigt og i Igbet af 8
sekunder fremkommer fglgende
side, hvor der stilles samme
spgrgsmal.

Der er kun en handling mulig,
nemlig at veelge knappen "Find
Country Code". Jf. knap-teksten fra
far, er de 2 funktioner
tilsyneladende ens.

1# = -\_1
PP -y - 3 #m
3
Al Rates & Reservations
Country Code Search

#] vaw

=
B e

Anbefaling: Siden er overflgdig - sitet burde have givet svar, ikke opfordre til ny
sggning. Dette vil give irritation hos de mere kritiske brugere.
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Click 4: Forsiden > Check A Rate / Make A Reservation > Go > Country
Code Search > Find Country Code (12)

Sitet svarer hurtigt - i lebet af 7
sekunder og fremkommer med

fglgende side, som var dér, hvor e EEL)
navigationen startede. Som bruger
er der ikke opnaet nogen form for Recuseat A e
afklaring. Woustyouskete: =
ey S ] ey Com s

Pa dette tidspunkt vil de farste - T
typisk de mere gvede brugere - :;*::}M [
stoppe med brugen af sitet. v ——

| rrocoed o mest S1ew | =
Det er abenlys for den mere gvede .. — g

bruger, at der er noget galt med
funktionaliteten, og at man er i en lgkke.

Avis.com kan veere heldig, at brugere henvender sig via kontakt-muligheden for
at ggre opmaerksom, pa at sitet ikke fungerer. Men hvordan kommer man nu
tilbage til forsiden?

Den mere gvede bruger har erfaret fra andre sites, at logoet ofte betyder
Home/Hjem, hvilket virker i dette tilfeelde. Den mere gvede brugers typiske
brugeradfaerd i dette tilfeelde er dog, at stoppe brugen af sitet - evt. veelge et
andet site.

Det mindre gvede bruger vil veere ngdstedt her - og vil i fgrste omgang veere
forvirret. Da denne bruger endnu ikke har erfaret, at logoet betyder hjem, vil der
maske blive gjort nok et forsgg. Alternativt vil nogle skrive URL til Avis.com og
ad den vej komme til forsiden og maske starte igen.

Endelig vil nogle i simpel hast veelge knappen Proceed to Next Step i en
blanding af tro og hab pa at komme videre (se forsgg 4).

Anbefaling: Det Igser ikke problemet med hensyn til funktionaliteten, at der
mangler en Home-knap. Den bgr naturligvis altid vaere der med navn naevnelse.
Brug af logo som Home er sakaldt hemmelig navigation for visse dele af
brugerskaren.

Siden skal svare med relevante svar - alternativt give anvisning pa hvordan
man sa skal gare.
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2. forsog: Find out what it costs to rent a certain car / Make a
reservation

Click 5: Rates & Reservations > Country Code Search (1 3)

Efter at der er trykket Country Code
Search pa ny fas nu fglgende side.

Da DK ikke virkede forsgges nu
med stavemaden "Danmark". Country Code Search

Siden fejler i indleesning, hvorfor
grafikken mangler. | dette tilfeelde
er det katastrofalt, fordi der ingen
navigation er nu.

Dette kan bero pa en tilfeeldighed  ess - — @ v 3
ud af 10000 indlaesninger af siden.

Mindre gvede brugere der oplever dette vil veere Iast, fordi de ikke ngdvendigvis
ved at de kan trykke ENTER. Nogle vil stoppe andre vil bruge browserens
"tilbage-knap".

Safremt der stadig er enkelte mere gvede brugere tilbage, trykker de ENTER.

Click 6: Rates & Reservations > Country Code Search > ENTER (14)

Efter 4 sekunder svarer sitet "No
Match".

BRI | . e uicra s comiogbreacaia v z s

. . . A Rates & Reservations =
Danmark findes ikke i databasen. =

Counbry Code Search: Mo Match

Men da alle jo ved, at Danmark Yo vy sy
findes, kan det taenkes, at det er ‘e Uy oncies ol Pisasa ¥y amop
stavemaden. —_—
Hvorfor der tastes "Denmark" og 01 A5G g e

trykkes "Find Country Code"
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Click 7: Rates & Reservations > Country Code Search > ENTER > Find
Country Code (15)

Efter 3 sekunder svarer sitet med
felgende side, som nu ses for 3.

iy y—r—r——r— =] e
gang. [Ags e bresenaions
Alt er udfart efter sitets Raguest 4 R
anvisninger, der er prgvet med -+ .. AR
alternative sggetermer. Alligevel o e B Corey CooeSaars
sender sitet tilsyneladende P o P RS REA Mpa
brugeren rundt i en lgkke. e

W you 88 not Fave & Witard Number, clich Procesd 5 Hex! Step
Ingen brugere tilhgrende den del af [ oot st e R
brugergruppen, som gnsker at e o 5

finde en pris eller foretage en reservation vil fortsaette brugen af denne
funktionalitet.

Da det er denne brugergruppes adfeerd, der vurderes i denne analyse er
konklusionen, at sitet fejler grundlzeggende.

Anbefaling: Funktionaliteten skal gennemarbejdes fra grunden.
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3. forsag: Find out what it costs to rent a certain car/ Make a
reservation

Under Click 4 blev det naevnt, at visse brugere ville sgge tilbage til forsiden og
gere et nyt forsgg pa at finde konkrete oplysninger om Rates & Reservation.
Dette er efterprovet med fglgende resultat.

Der fortseettes, som var Click 4 netop gennemfart. Af hensyn til at lade sitet
vaere kompatibelt med forskellige browsere er videre navigation gennemfgrt pa
Netscape 4.

Click 5-6: Rates & Reservations > Home (via logo) > Rates & Reservation
(16)

Efter 12 sekunder er forsiden XY =
indleest pa ny. Og nu veelges Rates = & « A & < £ & & &
& Reservation i den rede menubar. ==

Efter at der trykkes Country Code
Search pa ny fas nu fglgende side.

£ Chach A Rt Msks & Remnstio
T Travel Agent Bessrewiass
T Harvirs or Comnd & Remarewiion

| content-feltet gives samme
muligheder som i venstre menubar

T Wiy An Evisting Besereuien

pé forsiden_ T fudd A o Ta ds i nbiling Reereation |
Tiope, e Fgoy
Som brugere typisk gor, hastes der — —

blot videre, idet siden ikke forteeller
afg@rende nyt - og der trykkes pa Then Click Here.

Click 7: Rates & Reservations > Home (V|a Iogo) > Rates & Reservation >
Then Click Here (17) T .

Efter 10 sekunder fas sggesiden S T A 2

o Bt b Memsin [y eamrs ro o giw kg =] A b v
som brugeren ellers kom fra. ]
Bruger har i dette tredje forsag Racuest A ta
forsagt sig med alternativ -+ -
navigering, men ender samme sted ey e it |

som fgr, der ikke farte til noget.

Havde d.et veeret en bruger, Qer ser A
denne side for farste gang, vil e
brugeren nu komme ind i en proces = Se— ke @
svarende til det 1. forsag.

Anbefaling: Funktionaliteten skal gennemarbejdes fra grunden.
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4. forsog: Find out what it costs to rent a certain car / Make a
reservation

Under Click 4 blev det naevnt at nogle brugere i simpel hast vaelge knappen
Proceed to Next Step i en blanding af tro og hab pa at komme videre.

| givet fald ville clickstream blive:

Click 5: Rates & Reservations > Proceed to Next Step (18)

Resultatet er en fejlmeldingsside -
med anvisning af, hvordan

T N W R T I e ——y =] A by v
problemet Igses.
A L Rates & Reservations
Der er kun én mulighed for wore sony...
handling i knappen Continue. ey o
Conbrue

P I el R T

Click 6: Rates & Reservations > Proceed to Next Step > Continue (19)

Brugeren ledes tilbage til den side,
bruger kom fra og bruger blev

e
saledes ikke hjulpet videre i T T e LT
processen. A oL Rates & Reservations
Reguest A Hatw
Igen vil resultatet blive yderligere T
frafald i brugerskaren.  Coummyetmamsmn: [— I

Fyou do reat have & Wizerd Mumber, click Procsed to Nert St
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5. forsag: Find out what it costs to rent a certain car / Make a

reservation (20)

For god ordens skyld blev
funktionaliteten prgvet igen - nu
med sma bogstaver og med valg
af Check your corporate rate.

Dette medfgrte ingen aendring i
sitets svar, hvorfor alle tidligere
kommentarer er fyldestggrende.

o et & bamsi e reamra rn e glek g I O st
A Rates & Reservations
-
Requast A Rate
Would you ke ta:  © Check ol it
& T ax ¢ oyt i it
Cauntiy of Redsdends. Er [y ey

(2 bt comndry Code Ror whae o

Fyou do reat have & Wizerd Mumber, click Procsed to Nert St

s 99 (DK

6. forsogg: Find out what it costs to rent a certain car / Make a

reservation (21)

Et allersidste forsgg blev gjort
efter, dataindsamling var afsluttet
og fa timer for deadline, nemlig
kombinationen af dk og s& med
valg af Procees to Next Step.

Dette gjorde forskellen og medfarte
denne side.

Det blev hurtigt godtgjort, at sitet
kan levere en reservation.

Tiden til inspektionen var imidlertid

AL Rates & Reservations J

Wik e A Reiefvatisn - Stap 1 of 2

@ Rental Pick-Lip & Retum information
Enber the iy o depon 2oe 0 the el fach o ks aneoe o ha ek o § inowr, o pelsct
FEIMTAL STATIOH SILARTH tn paddoam. b £ify Sawrh

Pich Ly Lostlion Code E: | Ly

Pkl buie:[1 5] [ge 5]
Picklly Time:[17 2] [ F] # s © i

s amimgh 12150 P = Mo
e e
wimin Thome: [Fin =] [0 5] & b, P
Entss a Matur Locason Code below F difesent from sbave, Cwnwine,
leares bilank.

e ikl

[P . Faghur Dighon Searth B
h Alrling Information
Brrm e o R [7) by etonsd
‘Micksa Mume:[X =]
o o — o
[

gaet, hvorfor den efterfalgende reservationsproces ikke blev gennemgaet.
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Opgave 3: Get an overview of the kind of cars that Avis offers

Denne opgave blev nedprioriteret udfra den vurdering, at svaret ville komme
som en naturlig del af netop gennemfart opgave. Da fgrste opgaver ikke lod sig
lgse pa tilfredsstillende vis, har det mindre eller ingen betydning, hvilke biler,
der tilbydes.

Opgave 4: Find out where you can rent a car.

Denne opgave er defineret til at veere mindre vigtig, hvorfor kun de vigtigste
data preesenteres her.

@ Konklusion - opgave 4 (22)

Den gennemfgrte clickstream er acceptabel, idet de enkelte sider i
sammenhaeng generelt giver mening. Der skal dog forholdsvis mange klik til fgr
content nas, hvilket kan fa brugere til at falde fra.

Optimeringsmulighed: | stedet for at bruger skal klikke sig til en lokalitet, kan
funktionaliteten optimeres ved indfgrsel af en sagefunktion.

Click 1-4 : Forsiden > Rental Locations > Rental Location Information >
(Scrollmenu Denmark) Go > Aalborg (23)

Her tilbyder siden Make a

Reservation for this location. ) z £ 2L 0 B
bt b it | B2 Sibt o e L PUAME oL AT w2 1T Abe) w2 ] I Bt e
Dette er godt eksempel pa, at =5
Avis forteeller, hvad de kan gare MentulLasstons: Aaliueg Bosmark
for brugeren det pageeldende T — i
sted st e O
Locsncoan Al |

Punktet veelges.

o e B
Jotn F Ksnnedys Plas JA
Amtarg

o
Mo B0

¢ B00am 1o B00pm, Waesd =
e [emamat Lot e 22 (D
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Click 5 : Forsiden > Rental Locations > Rental Location Information >
(Scrollmenu Denmark) Go > Aalborg > Make a Reservation for this
location (24)

Frem kommer denne side, somer & - 4 & = & 4 & &

grundigt behandlet tidligere, _—_— I
hvorfor alle tidligere kommentarer
er fyldestggrende. Recqavet i Pt

Would you ke ta; & Chack alleated
& Ot your copstate rid

Country of Residencs: [~
( lefter country code for whaw jou v L
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Opgave 5: Determine if Avis has special deals

Denne opgave er defineret til at veere mindst vigtig, hvorfor kun de vigtigste
data praesenteres her.

@ Konklusion - opgave 5 (25)

Punktet vil veere let at finde for brugerne og indeholder passende maengde
relevant information for en oversigtsside.

Click 1-4 : Forsiden > Avis Deals (26)

| den rede menubar findes
punktet Avis Deals, der giver
forventning om, at her kan der
findes tilbud.

Special Deals From Avis

= Reserve (nbing - Save Up Fo 105
- st Aot Mk oag! Rare

Efter 22 sekunder fas falgende
oversigtside.

Ingen brugere vil veere i tvivl om,

at Avis har forskellige tilbud. pallly =TT
o _ = e
Siden giver et godt overblik og - s * e 0n @ L]

gode muligheder for brugeren til
at veelge videre. Der er anvendt passende sma grafikker, som med fordel kan
geres linkbare.

Download-tiden er i overkanten af det acceptable, men ellers en god
oversigtsside.

Optimeringsmulighed: Fjernes banneret kan downloadtiden mindskes en del.
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Opfyldelse af KernebrugerKarakteristikkens kravsaet (se bilag)

@ A. Hardware og software (27)

Sitet fungerer fejlfrit - pa naer en enkelt side, der fejlede under download - og
opfylder kravet.

© B. Hastighed (28)

Specielt forsiden er meget tung, hvilket er kritisk. Der forekommer ogsa andre
sider pa sitet, som tager omkring og over 20 sekunder at downloade pa et
almindeligt 56 Kb modem. Dette bgr der optimeres pa.

@ c. Teknologier og plugins (29)

Sitet er generelt lavteknologisk i koden og indeholder ingen tekniske barrierer,
der nedsaetter hastigheden.

@ D. Grafik (30)

Visse sider indeholder mere grafik end indholdet berettiger til. Dette bar der
optimeres pa.

© E. Tekster (31)

Teksterne er generelt korte og informerende. Visse steder ville forklarende
hjeelpetekster kunne afhjeelpe potentielle barrierer. Der er ganske givet flere
steder end denne analyse har kunnet afdaekke.

€ F. Skrifter (32)

Skrifttypen er en standardskrift, der er let at laese. Der er dog et problem pa
forsiden, som der bgr rettes op pa.

G. Udskriftmulighed (33)
Punktet er ikke undersagt.

© H. Navigering (34)

Visse dele af navigeringen indeholder barrierer, andre dele af sitet gar fri for
patale og fungerer generelt brugervenligt.

© 1. Segning (35)

Et site med over 500 sider bgr altid tilbyde en sggemulighed, gerne en
intelligent sggefunktion, hvor man f.eks. kan indsnaevre sggningen.
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BILAG: KernebrugerKarakteristik
af www.avis.com’s brugergruppe

KernebrugerKarakteristikken seetter fokus pa websitets brugere
ved overordnet at beskrive forhold hos brugerne,
der kan influere pa deres adfaerd pa sitet.

Opdragsgiver: CUE 3
Udarbejdet af: Henrik Hansen
Dato: 29. august 2001
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Kort om KernebrugerKarakteristikken

KernebrugerKarakteristikken er en analyse, der afdaekker forhold hos en
malgruppe eller brugergruppe for et site.

Usability og brugertrends kan ses i forskellige perspektiver f.eks. globalt,
internationalt, nationalt, regionalt, lokalt. Hvem end sitet matte henvende sig til,
ma ethvert site tilpasse sig de til enhver tid geeldende brugerforhold og trends
hos malgruppen.

Afheengig af malgruppens sammensaetning kan disse forhold veere af starre
eller mindre vigtighed. Nogle forhold vil dog kunne formuleres som krav i forhold
til et website og dets evne til at vaere modtagerorienteret og brugervenligt.

Det er vigtigt, at der sondres mellem brugergruppe og malgruppe fordi de 2
begreber defineres forskelligt:

e Brugergruppen bestar af de brugere som rent faktisk anvender sitet

e Malgruppen bestar af de brugere, som sitets ejer gnsker skal anvende sitet

Brugergruppe, malgruppe og usability

Den optimale situation er naturligvis, at brugergruppe og malgruppe viser sig at
veere ens eller overvejende ens. At den malgruppe man i internetstrategien
sagde, man ville henvende sig til, senere viste sig ogsa at anvende sitet. Dette
er dog ikke ngdvendiguvis tilfeelde.

| forhold til usability-aspekter kan dette deekke over, at sitet ikke er tilstreekkeligt
malrettet malgruppen og dens behov og at sitet indeholder barrierer for hele
eller dele af malgruppen.

Disse forhold kan ikke afdeekkes i denne analyse af www.avis.com, idet

analysen tager udgangspunkt i brugergruppen - dvs. dem man har konstateret,
der anvender sitet.
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Avis.coms brugergruppe

Jf. opdraget har Avis undersggt brugergruppens sammensaetning i grove traek,
dvs. at vi har nogle fa kvantitative data, om de brugere som sitet tiltreekker. Avis
har oplyst felgende demografiske data:

e at hovedparten af brugerne er 18 til 50 ar gamle

e at fordelingen | kagn er 70% hankgn og 30% er hunkgn

Avis gnsker analysen foretaget med udgangspunkt i det Skandinaviske marked.
For denne analyse, betyder det:

e at der analyseres med udgangspunkt i skandinaviske brugere

Brugertrends i skandinavisk perspektiv

Ved at bruge undersggelser og statistikker kan man fa et generelt billede af den
skandinaviske internetbruger og forbrugsmeansteret i Skandinavien. Ingen
offentligt tilgaengelige undersggelser giver et samlet billede, hvorfor det er en
fordel at anvende flere undersggelser. Der anvendes forskellige metoder til
indsamling af data (interview, paneler).

Der er udvalgt 2 undersagelser, der forteeller om det univers, som avis.coms
brugergruppe er en del af.

e A.T. Kearneys undersggelse "Global E-Shopping Survey" fra ultimo
2000. Undersggelsen omfatter Sverige, Tyskland, Frankrig,
Storbritannien, USA og Japan.

e Taylor Nelson Sofres Interactive undersggelse "Global eCommerce
Report", juni 2001. Undersagelse omfatter 36 lande, deriblandt Danmark
og Norge.

Derudover anvendes data fra Nielsen//NetRatings, Danmarks Statistik og den
danske Telestyrelse.

Brugerscenariet

Det er oplyst, at det er en reservations-proces, der er malet for denne
undersggelse. Dvs., at brugeren er i en beslutningsproces, hvor der foretages
research, angiveligt mellem flere udbydere af samme ydelse, hvor malet er, at
der tages en beslutning, og at der gennemfgres en reservation. Denne type
proces er at betragte som en ebusiness-proces.

CUE-3 - ExpertVurdering af www.avis.com, august 2001 - deltager Henrik Hansen / hh@notabene.net



notabene

Ebusiness - hvorfra?

Det har betydning for vurderingen, om brugerne typisk foretager denne proces
hjemmefra i ro og mag eller pa arbejdet eller uddannelsesinstitutionen under
tidspres.

Om den erfarne svenske "online shopper" oplyser A.T. Kearney at 90 %
foretager transaktioner via en internetopkoblet PC i hjemmet.

Det forventes ikke, at der er den store forskel mellem skandinaviske brugere pa
dette punkt. Som brugertrend betragtet betyder dette, at Avis.com kan forvente,
at mange brugere vil anvende sitet fra egen PC i ro og mag.

Ebusiness, motivation og vaner?

Mange faktorer spiller ind pa brugerens motivation for at gennemfgre en
bestemt handling.

Vanens magt er en kendt parameter.

Norge og Sverige er lande med store geografiske afstande, og historisk har
nordmaend og svenskere f.eks. anvendt postordre-services i stgrre omfang end
danskerne. Selvom Sverige og ikke mindst Norge har investeret i infrastruktur,
har mange danskere lettere adgang til varer og serviceydelser. Derfor er vi ogsa
motiveret pa forskellig vis overfor Internettets ydelser.

En tese er, at hvor danskerne sgger og finder sin vare pa Internettet, vil
nordmanden og svenskeren i hgjere grad sgge, finde og vaere motiveret for kgb
- for pa den vis ligner handlen pa Nettet tidligere tiders postordre-handel. Og det
er man vandt til.

Danskeren har derudover vaeret pavirket af den vedvarende offentlige
diskussion om sikkerhed pa Internettet. Derudover er mange danske sites
blevet kendt ulovlige i offentligheden. Dette har givet pavirket danskeren
generelt til at vaere skeptisk med hensyn til at gennemfare handler og afgive
personlige oplysninger pa Internettet. Det er ikke undersagt, hvorvidt
nordmaend og svenskere er pavirket pa samme made.

Den generelle accept af postordre som handelsmetode vil influere pa adfeerden
pa Internettet. Danskerne er mere skeptiske - nordmaend og svenskere, der
alligevel kaber pr. postordre, vil opleve det som en yderligere lettelse, at de nu
ogsa bare kan ga pa Internettet og bestille varer.

Det betyder, at nordmaend og svenskere generelt vil vaere mere erfarne og

mere motiverede for at gennemfgre mere kreevende navigationsflow end
danskerne.
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Hjemme-opkoblingens hastighed til Internettet

Den megen fokus pa bredband kan foranledige en tro pa, at bredband er ved at
veaere "hver mands eje". Telestyrelsen oplyser at der ultimo 2001 var oprettet

e 26.000 ADSL abn. (marts 2001 var tallet 45.000)
e 45.000 kabel-modem (via kabel tv, sdsom Stofa, TDC ect.)

Dertil kommer naturligvis ISDN, men selvom disse nok er hurtigere end et
analogt 56 K modem ger det ikke ud for en bredbandsforbindelse.

Ovenstaende tal skal ses i lyset af, at teleselskaberne er noteret for i alt 1,621
mio. internetabonnementer ultimo 2000.

Bredband er ikke udbredt endnu i Danmark. For de gvrige lande i denne
analyse skriver Telestyrelsen, at tilgeengeligheden af ADSL pr. 31. dec. 2001 er
hhv. 60 %, 19 % og 11 % for Danmark, Norge og Sverige. Selvom kabelmodem
er mere udbredt i f.eks. Sverige tyder intet pa, at den skandinaviske bruger
sidder pa en bredbandforbindelse.

Avis.com skal saledes veere velfungerende pa en analog modem-forbindelse.

Skandinaviens tidsforbrug pa sitet

Nielsen//NetRatings maler Igbende en raekke nagletal (se tabel) for brugernes
anvendelse af Internettet. Disse tal indikerer hvor ensartet de skandinaviske
brugere er, og hvor stor internetpenetrationen er netop nu.

Internet-forbrug, juli 2001 DK NO SE
Antal brugersessions pr. maned 12 11 12
Anvendt tid pr. site 18 min. 17 min. 25 min.
Tidsforbrug pr. maned 5:13 timer| 4:38 timer| 5:29 timer
Tidsforbrug pr. surfsession 25 min. 24 min. 28 min.
Tidsforbrug pa den enkelte side/sek. 36 sek. 35 sek. 36 sek.

(Kilde: Nielsen//NetRatings)

Brugerne er generelt meget ens. Dog anvender svenskerne mere tid pr. site.
Bemeerk at brugerne i snit kun anvender 35-36 sekunder til at laese og afkode
den enkelte side. En anden undersggelse (NetValue) fra dec. 2000 har endda
malt dette tidsforbrug til kun 27 sekunder for danskerne.

Den gennemsnitlige bruger anvender saledes ganske kort tid til at afkode den
enkelte side.

Kon og internetaktivitet

Cybersc@n har estimeret fordelingen mellem brugerne samt forskelle i
internetaktivitet for juli 2001, se nedenstaende tabel.

CUE-3 - ExpertVurdering af www.avis.com, august 2001 - deltager Henrik Hansen / hh@notabene.net 31



notabene

Kon og surfmenster, juli DK NO SE
2001

Meend | Kvinder | Maend | Kvinder | Maend | Kvinder
Kgnsfordeling, over 15 ar 58 % 42 % 54 % 46 % 55 % 45 %
Internetaktiv indenfor sidste 3 62 % 44 % 70 % 50 % 71 % 50 %
mdr.

Internetaktiv indenfor den sidste 60 % 43 % 68 % 49 % 68 % 47 %
mdr.

Internetaktiv indenfor den sidste 52 % 36 % 61 % 39 % 61 % 39 %
uge

Var internetaktiv i gar 40 % 21 % 49 % 26 % 47 % 27 %
(Kilde: Initiative Media's Cybersc@n)

Keonsfordeling

Der er ikke de afggrende variationer at konstatere, og det samlede billede er, at
begge kan stort set er lige meget repraesenteret med en lille overveegt til
maendenes side.

Brugernes kgnsfordeling pa Avis.com er saledes noget mere skaev end
internetbrugerne generelt. Dette forhold kan dog let vaere begrundet i, at det
ofte er manden hos et par, der kgrer bil og derfor er det ogsa ham, der lejer
bilen.

Internetaktivitet

Der er dog markante forskelle i den daglige kontakt til Internettet. Op mod 5 ud
af 10 meend havde saledes anvendt Internettet dagen far undersggelsens
gennemfgrelse - det havde kun 3 ud af 10 kvinder. Kun ca. hver 3. kvinde
havde veere pa Internettet i ugen inden, mens ca. hver 2. mand havde veeret
aktiv pa Internettet.

Denne trend bekraeftes i en undersagelse af Danmarks Statistik for danske
"Familiers brug af Internet 1. kvt. 2001". Undersggelse omfatter "Personer med
adgang til Internettet i hjemmet" og viser at 40 % af maendene anvender
Internettet dagligt mod 26 % af kvinder. Indenfor sidste uge star kannene lige
ca. 45 % til hver og indenfor sidste maned er det henholdsvis 9 % og 16 % til
maendene og kvinderne.

Kvinderne anvender saledes Internettet mindre hyppigt. | kombination med at
mange kvinders adgang til Internettet ofte er praktisk motiveret (mens
maendene ofte har en mere legende/hobbypraeget holdning til Nettet) er
konsekvensen, at kvinderne som segment ikke opnar samme erfaring i brugen
af Internettet og de forskellige sites.

Det betyder, at maends internet-faerdigheder ofte er bedre, men kvinderne vil
naeppe af den grund veere mindre kritiske brugere.
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Da 30 % af brugerne er kvinder pa Avis.com betyder disse forhold, at ensker
man at servicere dette segment, skal sitet indrette sig pa mindre gvede brugere
0gsa.

Alder og interneterfaring

Alder er i sig selv ikke en barriere med hensyn til at brugergruppen omfatter
personer oppe omkring de 50 ar. Imidlertid influerer det pa brugeradfeerden, at
personer omkring de 40-50 ar ikke er opvokset med EDB og IT pa samme
made som f.eks. personer mellem 18 og 30 ar.

| adfaerden ses det ofte pa den made, at man simpelthen ikke er sa god til at
problemlgse pa et site, som man ikke helt forstar. Store maengder information
pa den enkelte side vil ofte give problemer i den forstand, at de aldste i
brugergruppen vil finde siden "uoverskuelig". Endelig vil begyndende
aldersskavanker medfgre, at nogle kan have et let nedsat syn, hvorfor
anvendelse af sma skrifter eller skrifter med nedsat kontrast kan blive et
problem.

Safremt Avis.com gnsker at betjene denne gruppe ma sitet imgdekomme
brugeren pa disse punkter.

Sammenfattende karakteristik af brugergruppen

Sammenfattende er billedet af det univers som Avis.com henter sine brugere i,
at brugerne

anvender sitet hjemmefra

anvender en analog internetforbindelse (56 K modem)

kun er delvist motiveret for kreevende navigationsflow

har forskellig erfaring med Internettet

har en kritisk brugergruppe i kvinderne

har en svag brugergruppe i den eeldste del af brugergruppen

Med hensyn til tekniske specifikationer vil sitet magde et univers af hjemme-
PCere, hvor den typiske PC er en nyere PC (< 3 ar). Nogle husstande vil have
flere PCere hjemme, fordi b@grnene lzegger beslag pa den ene. PCen vil vaere
en standard-PC, 300 MHz - 1,2 GHz processor, 32-256 Mb RAM, Win 95-98,
15-17 tommer skaerm, 16 bit farver, 800x600 pixel, 8-32 Mb grafikkort.

Den mest udbredte browser er IE 5.X, men en del anvender stadig IE 4.X og IE
6 er pa vej ind. En del anvender fortsat Netscape.

Avis.com bgar ikke have en teknisk opbygning, der medfarer problemer pa disse
browsere.
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Kravsaet til www.avis.com

Udfra brugerscenarierne og beskrivelserne af malgruppernes faerdigheder er
det muligt at opstille et kravsaet for www.avis.com.

A. Hardware og software

Skaerm-design: Skal fungere optimalt pa skaerme med 800x600 pixel, men bar
designmaessigt ogsa fungere fint pa hegjere oplgsninger, f.eks. 1024x768 pixels
eller mere. Tusinder af farver (16 bit). Browsere: Internet Explorer og Netscape
4.0 og op. Ber ogsa fungere fejlfrit pa Mac.

B. Hastighed

Sitet skal veere hurtigt pa et almindeligt 56 Kb-modem. Specielt pa
indgangssiden og pa niveauet herunder skal sitet opleves hurtigt. Selvom
"hurtighed" er en malbar starrelse opleves denne subjektivt. En vigtig parameter
er dog, at den enkelte side begynder at loade straks, sa brugeren ser, at der
sker noget. 5-10 sekunders downloadtid er fint, 10-20 sekunder accepteres til
nad, hvis sitet er relevant og nedvendigt. Loadtider herover er altid kritiske.
Disse tider perspektiveres af, at malinger viser, at f.eks. den danske
internetbruger i snit bruger omkring 30 sekunder pa den enkelte internetside. En
anerkendt retningslinie siger, at en startside kun ma veje op til ca. 40 Kb.
Retningslinien har dog ingen nytte, hvis ikke siden loader hurtigt. Leengere nede
i hierarkiet ma siderne godt vaere tungere, fordi brugere er forberedt pa mere
detaljeret indhold.

C. Teknologier og plugins

HTML og DHTML. Der mé ikke anvendes teknologier, der kreever plugins - dertil
er brugergruppen generelt "for svag" og "for bred". Der vil veere mange, der ikke
ved, hvad det er, de skal stille op med en plugin. Java-applets er problematiske,
da det sinker hastigheden, ikke mindst p& PCere med mindre processorkraft.
Sitet bgr generelt veere lavteknologisk i koden, bl.a. af hensyn til hastigheden.

D. Grafik

Grafik bgr naturligvis anvendes i den grad, det er relevant af hensyn til branding
og indhold og ma i gvrigt ikke ggre siderne for tunge.

E. Tekster

Pa introducerende sider skal teksterne vaere korte og informerende, saledes at
brugeren hurtigt kan afkode og forsta indholdet. Jo mere specifikt indholdet
bliver nede af i hierarkiet, jo mere detaljeres oplysningerne og maengden af
dem.

F. Skrifter

Skrifttypen bar veere en standardskrift - let at laese. Vaer opmaerksom pa, at
mange midaldrende er svagere seende og kan have svaert ved sma skrifter og
skrifter i lave kontraster. Dette ma ikke forekomme. Pa introducerende sider bar
skrifttyper veere sa store, at ingen oplever laesevanskeligheder.
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G. Udskriftsmulighed

Siderne bar generelt kunne skrives ud. Pa informationstunge sider er det et
krav.

H. Navigering

Det er afggrende, at brugeren kan orientere sig i forhold til forsiden. Ved
navigationsflow (flere sammenhgrende sider) skal det vaere tydeligt, hvor i
processen man befinder sig. Jo feerre knapper og overskrifter jo bedre. Alle
knaptekster skal veaere lette at afkode og forsta.

l. Segning
Et site med omfattende informationsmaengde bgr altid tilbyde en sggemulighed,

gerne en intelligent sggefunktion, hvor man f.eks. kan indsnaevre sggningen. At
sitet tilbyder en oversigt over indholdet anses for givet.
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Executive Summary

This report documents the findings of a usability evaluation of the website www.Avis.com carried out
as part of the Comparative Usability Evaluation Study (CUE-3) in August 2001 by participant C. The
main purpose of the evaluation was to assess the usability for Scandinavian users of the current Avis
website.

Positive aspects about www.Avis.com:
e A sequential reservation process.
e A sense of an information rich website.

e Many possibilities for tailoring the car reservation to your specific needs.

Improvement areas for www.Avis.com:
e Divide the online service strategy in private and corporate customers.

e Assure standard user interface guidelines in relation to navigational elements and page layout.
e Work with dynamic help and tips, which support the user while interacting.

Based on the usability problems identified in this evaluation, I recommend that Avis should:

e Describe a set of standard interface and design guidelines for the cooperation.

e Set aside resources to information prioritizing

o Describe separate Internet strategies for private customers and corporate customers.
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Comments on the Website

The page indicators under each user task represent the page number in the sequence needed to perform
the task.

Find Out What it Costs to Rent a Certain Car
Page I:

1L Country of residence should be a dropdown menu with the country name and the two letter
code behind. This way the user will find the country name and be subjected to the two
letter code. In the current form there may be confusion about the relation between the text
field and the search button.

2. &% The layout is confusing on the first page. It would benefit from a numbered list approach.

Page 2:

3. M Itisa problem that the text field is named “Pick Up Location code” while the button used
to search the for the pickup code is name “Rental Location Search”. The user may have
problems combining the two concepts.

4. M The relation between the “Pick up code” text field and the “Rental location” search button
may be confusing to the users. E.g. do you have to write something in the field and then
press the button or do you just press the button?

5. 4 It would be an advantage to distinguish between customers who are arriving by plane and
those who arrive by other means on a prior page. This would enable AVIS to tailor the
information on the user interface in an even higher degree.

6. & Ifthe pickup time of the car is not “available” at the chosen rental location the user may be
at a loss to determine the valid time span available.

7. v It is a positive feature that the page is structured by a numbered list.

Page 3:

The layout of the “Request a rate” response form is well structured and easy to take in.

v
9. M The full price including surcharges and taxes should be presented so the user do not have
to perform additional search and navigation for this information.
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Make a Reservation

(The positive and negative aspects described in the former chapter apply to this user task as well)

)

10. v

11. v

Page 3 :

12. /A

Page 4:

13.

It is a positive feature that most services concerning the reservation of a car are gathered in
on area on the front page — especially since the front page suffers from a large number of
menus and banners.

It is a positive feature that the reservation process is sequential, so the user will be guided
through the necessary steps.

It is a problem that there are terms and conditions on renting a car, that the user has to
discover for him/herself. E.g. it is only possible to rent a type F car if you are 28 years or
older. But though you choose a car of this type the condition is not presented to you .

It is a problem that the reservation process ends with a “I’ve changed my mind button”.
Most users will look for a “end reservation” or something similar.

Overview of Avis’ Fleet

Page 1:

14. /&

The instant load of a new page based on the users choice in the scroll down (Country) menu
may be time saving for experienced users and users who handle a mouse well. For users
whose ability to control a mouse is less certain a wrong choice will quickly take on larger
proportions when the user is transferred to a new page. The fact, that the go button is present
signals to the user, that he or she will have to press this button before any interaction occurs.
When the next page is instantly loaded it will therefore be an unexpected occurrence for the
user.

Page 2 & 3:

15. v/
Page 3:

16. /My

The fleet list and the description of the specific models are clear and concise.

If you after having chosen a car wish to make a reservation you should be taken directly to
the first page of the reservation screen
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Where can you rent a car?

Page 2 and 3:

17. &% The information about rental locations is among other things of a geographical nature so it
would be a help if the user could access a map.

Page 3:

18. v/ The layout of the rental station overview is clear and easy to take in.

Avis’ special deals.

19. /W It is not clear if you have to read through all the special deals to find one that suits you and

then make a reservation or if the system will automatically chose any deal, that falls within
your rental needs when you do a reservation

20. ./ The information architecture of the special deals section is built on a marketing ideology.
There are separate descriptions of all the deals, but as a user it is difficult to get the whole
picture. An information architecture, which separates the deals in areas, would be welcome.
E.g. deals that are connected with time spans, with geographic locations, with specific
affiliations, with benefits etc.

General comments

21. M Itisa problem that AVIS does not distinguish between private and cooperate customers. It
will in some cases make especially the private users doubt if the service is relevant for their
needs and make it difficult to pinpoint the relevant information.

22. v The error texts are besides from the specific comments earlier in the text quite good. They
make a brief statement of the problem and describes a method of solving the problem for the
user.

23. /M There is too much text on most follow-up pages. Cut to the bone and present only relevant
information in follow-up pages.

24. /M Users have to backtrack quite often when making mistakes. Avis should provide the users
with easy access to missing information through dynamic tips, hints and guides.

Estimated Problem Frequency, Impact and Persistence
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As some of the problems are related to specific subsections of the site, the percentage should be read
as number of users entering that specific subsection that will encounter problems.

Persistence is be estimated according to the following scale:
1. Users quickly learn how to get around the problem,

2. Users only learn to get around the problem after encountering it several times,
3. Users never learn how to get around the problem.

% users who

% of users who

% of users who

% of users who

will not be will suffer minor | will experience will experience

affected by this | problems (brief | serious problems | disasters

problem delays) (significant (unable to solve
delays; users task; voices
eventually strong irritation;
complete their solves task
task) incorrectly)

Persistence

Problem 1 20 60 20 0 1
Problem 2 80 20 0 0 1
Problem 3 70 30 0 0 1
Problem 3 20 50 20 10 1
Problem 5 80 20 0 0 1
Problem 6 80 0 10 10 3
Problem 9 0 50 50 0 2
Problem 12 95 0 0 5 2
Problem 13 20 40 20 10 2
Problem 14 80 0 20 0 1
Problem 16 90 10 0 0 1
Problem 17 50 0 0 50 1
Problem 19 0 50 30 20 2
Problem 20 0 50 30 20 2
Problem 21 40 50 10 0 1
Problem 23 40 50 10 0 2
Problem 24 20 50 20 10 2
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Executive Summary

This report documents the findings of a usability evaluation of the website www.Avis.com carried out
as part of the Comparative Usability Evaluation Study (CUE-3) in August 2001 by D. The main
purpose of the evaluation was to assess the usability for Scandinavian users of the current Avis
website.

Positive aspects about www.Avis.com:

The site provides a lot of relevant information in a reasonably well structured form.

The rate & reservation wizard provides a well structured and very flexible process towards
a precise rate for a specific reservation, making it easy to reserve a care once the decision
has been made.

The reservation process can be started right from the front page.

Improvement areas for www.Avis.com:

Comparing different options, e.g. types of cars, prices, is difficult.

Information describing the price structure, e.g. prices per day, per week, is unavailable. This
is information that is expected to be available in any branch of Avis. It should hence also be
available on-line.

The wizard is the primary source of information regards rates and availability of models.
However the wizard is not designed to support other than a specific reservation process.
This leaves the user irritated or confused, when following a general link to prices and ending
up in a specific reservation process.

Based on the usability problems identified in this evaluation, | recommend that Avis should

Make sales material like price structure available on-line, to support more than just the
reservation process.

Change to wizard to better suite the many ways of entering it. E.g. taking into account the
users context before entering the wizard and then transferring as much as possible to the
wizard.

or

Supplement the wizard with new ways of getting to information regarding rate, model
availability.

Page 2



CUE-3 - Usability Evaluation of www.Avis.com, August 2001 — Participant D

Comments on the Website

Find out What it Costs to Rent a Certain Car

In order to determine the price of a potential car the user will need to understand, that price
information is available primarily through the “Rate & Reservations” wizard. This means that it is
difficult to compile a list of prices, e.g. to compare the price of the different car (price?) groups. It
does not seem to be possible to get an explanation the price structure, e.g. the individual price
components.

Additional price information can be found in several other places. Surcharges and taxes can be found
in a subsection of a information describing a specific location. Prices for special equipment should
also be found in a location subsection, but price information is also included in the general
description of the different kinds of special equipment.

Getting a price for a specific model, for a specific period and location (using the wizard) can be done
using minimum 5 steps (15 if none of the required codes are known in advance), but the average user
are more likely to use 15 steps for the first request, and 5-11 steps on any requests immediately
following the first.

A number of locations in the site structure refer to the wizard, e.g. the “The Fleet” section. However,
the wizard does not adapt to data already provided, e.g. a country selection and/or model selection.
Hence, ignoring the context as perceived by the user.

Rental station search '1

Country code search Rental search result: Cities ’)
< > ( Rental search result: Locations
Home |—>{ Checkarate |—> Step1lof2 Step2 of 2 ——| Rate response f----- > Make a reservation
(to, from, pickup, (car type, discounts) O
delivery, airline info) pop up
Rate & Reservations
pop up
Fleet guide
The fleet |[—>| Select country |—>| by country —>| Model Wocaton ‘>
Special equipment Surcharges & Taxes

Rate & Reservation wizard

1. ¥ Theresult of arate request is well structured and seems to include most of the relevant
issues.

Page 3



10.

11.

12.
13.

14.

15.

16.
17.

18.
19.

>

BB BB

B B B

“~

B B BB B

B < B <

CUE-3 - Usability Evaluation of www.Avis.com, August 2001 — Participant D

The price is given as a total price, e.g. “Your rate for a 02 day rental is 2677,50 - DKR”.
This makes it difficult to understand the price structure used to compute the price, e.g. the
differences between single day rental versus longer rental periods, weekend prices etc.

The price structure is not available (except indirectly through the wizard).

Using the smallest number of steps possible in the wizard requires knowledge of available
country codes.

The country code search page only supports country names given in english.

The country selection requires going to another page to select the country if the country
code is not known in advance. A possible alternative could be a drop-down list containing
all possible country names.

The user is required to enter the country of residence. It should be possible to find a price
of without informing Avis of where you live. Does it impact the price?

Using the smallest number of steps possible in the wizard requires knowledge of available
location codes, e.g. “CP2”.

The use might overlook the “Proceed to Next Step” button (red flat button), due to the fact
that it does not use the standard button style. This problem is made worse by the fact that
other buttons in the dialogue uses the standard style.

The Rate & Reservations wizard is very flexible, in that it can take any location based on
country, state/province and city.

The location selector is far more flexible than most users will need. It involves 3 steps
making it a slow process.

The location selector does not support local name spellings like “Kgbenhavn”.

The location selector error message “We’re sorry... No matches were found [snip]” is
useless.

Entering pick-up time/date and return time/date is made slow by the use of drop-down
lists.

The wizard does not supply any help regarding entering possible pick-up and return times.
E.g. entering “0:30am” is not accepted when the location is “CP2”. The drop-down lists
could easily provide this information by only providing acceptable dates and times.

The wizard is well structured, grouping related fields
It is unclear why Airline and flight number is relevant.
The “Car group” drop-down includes an example.

The user is required to remember the car group, e.g. found before entering the wizard.

Price information found outside with ““Rate & Reservation” wizard

20. £ Comparing the prices of different car groups requires entering the same information over

and over. Each request requires a minimum of 5 steps and up to 15 steps.
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All relevant information regarding a specific location is accessible from any listing of the
location.

Navigating location related information is done using a drop-down list combined with a
“Go” button. This design will make it difficult for casual user to get an overview of the
information available.

It is difficult to get a full overview of a specific location, e.g. printing a full list of relevant
information.

It is difficult to compare information, e.g. prices of special equipment and surcharges and
taxes specific to different locations.

Car prices is not available in “The fleet” section of the web-site, making it difficult to find
and compare price information.

Make a Reservation

Making a reservation is done using the “Rate & Reservations” wizard. Hence, the problems described
above also apply to this task.

Only the first step in the reservation process was included in this evaluation — the step immediately
following the “Request a rate” steps.

26. v
27.

28.
29. /M

It is possible to make a reservation online.

Making a reservation requires entering an e-mail address. If the user does not have, or
does not want to provide an e-mail address, the dialogue leaves no alternative, e.g. by
providing access to a telephone number. This information was available via “more info”
buttons in the “Request a rate” steps.

It is unclear what the “Cost Control” field means.

“Add coupon” is only available as the first step of the wizard, where the user have not yet
decided to reserve a car. (might be solved in the part of the dialogue that was not included
in this evaluation).
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Get an overview of the kind of cars that Avis offers

Information about what cars are available is only accessible in “The Fleet” section of the web-site.
Notes on the web-site indicate, that car types may vary from location to location, however
information about the types available at a specific location is not present.

Country code search

U

Home —>| Thefleet ——| Select country |—>

\selected models

360° images

Fleet guide

by country Model

Locations [—>| Select country [—>| Locations |—>{ Location(s)

;

“-»|  Locations

30. ¥ Thelist of countries on the fleet front page is divided into groups by region.

31. &  The list of countries uses non-standard drop-down list navigation instead of links.

32. ¥ All car models available in a country is presented nicely with pictures (with some
exceptions).

33. & The list of cars does not appear to be sorted (most cars appear in group order, but there are
exceptions)

34, M atis impossible to see what models are not available for a given location (a footnote states
that not all models are available for all locations).

35. &%  Price information is not available based on model (only available through wizard)

36. &%  Thereisno relationship between model and special equipment. (The “Special Equipment”
section of the site describes the special equipment available somewhere in the world).
There should be links from the model description to the available special equipment.

37. & Itwill confuse some people that, when clicking the special equipment link, the context

changes from country-specific to global, e.g. describing U.S. and Canada specific issues,
having previously selected Denmark.

3g. Navigation within the Special Equipment sub-sub-section of the site uses non-standard
drop-down list navigation, making it more difficult to asses the list of available equipment.

39. M Navigation within the Special Equipment sub-sub-section is placed at the bottom of the
page effectively hiding it on pages with long descriptions.
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40. &  The site-structure is unclear with regard to what is special equipment and what is program
& services, e.g. “Portable Cellular Phone Rentals” are available in the special equipment
navigation, but “jumps” to program & services in the top-level navigation.

41, Vv It is nice to have the possibility to look inside a particular model using the 360° degree
iP1X images.

42. & Placing the link to iPIX images on the fleet front page, will effectively hide the feature for
users accessing the models by country. The feature should be available in both the fleet
guide by country and model pages.

Find out where you can rent a car

Information regarding where you can rent a car is found the “Rental Locations” section of the site. If
you need to rent a specific car, e.g. a full size van, that might not be available at all locations, this
information is not available.

See also problem 21 through 24.

Near you (U.S. only)

(

Home —> Rental locations ——

Location Rental locations:

information Country | | location(s)

(select country)

Rates & Reservations

43. ¥ The rental locations front page orders rental locations by region.

44, & The ordering of regions is not the same as the one used in the fleet guide.

45. & The region navigation differs from the one used in the fleet guide. It mixes region and
country.

46. £ Selecting a region, e.g. Africa, results in an error message.

47. & 2/3 of the rental locations front page applies only to the U.S. and Canadian users.
(Suburban locations and locations near you). This increases the likelihood for e.g.
Scandinavian user to select a part of the site, that is of no use to them.

48. &  The link “Click here for rates and available vehicles” (linking to the rate and reservation

wizard) promises more than the wizard can provide. This might cause visitors to abandon
the web-site.

49. Finding a location requires drill-down process of minimum 3 steps. A more dense
presentation is used for describing cell phone rental availability
(http://www.avis.com/programs_and_services/rental_services/celllocations.html)
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50. & The description of rental locations does not include a map (ok for U.S. and Canadian
locations)

51. A Information about the selected location is not transferred to the wizard, when following
the “Make a Reservation for this Location”.

Determine if Avis has special deals

Information about special deals can be found in the section titled “Avis Deals”. Currently the list of
deals hold 9 deals. However, the information is not available from the rate and reservation wizard and
the locations where they apply.

Most of the deals available applies only to U.S. and Canadian rentals.

52. Vv Some special deals are presented on the front page.

53. & Deals presented on the front page is not selected based on the user currently browsing the
site.

54. &%  The list of deals does not provide information about where the deal apply. (The exception
is that 3 deals are listed concerning European rentals).

55. &% The majority of deals apply only to the U.S. and Canadian audience. Because this is only
described in the terms and conditions of a specific deal, this is likely to cause
Scandinavians to give up searching for deals applying to them.

56. v The “Request a Rate” provides a link button, that transfers the code for the deal (AWD
number) to the wizard.

57. & Feedback, that the deal code has bin transferred is hidden during the first 4 steps of the
wizard (14 steps if the country and location selectors are used).

58. M The description of the benefit is mixed with the terms and conditions.

59. M4  Information regarding special deals is not available from the rental locations where they
apply.

60. /&  Information regarding special deals is not available from the specific model the deal
applies to.

61. &%  Information about special deals is not available in the wizard.

The site in general
The design uses the same design template with small exception. Clear corporate identity.

The site navigation focuses on the two top levels. The top level divides the site into 8 sections. Top-
level navigation is shown in the red top-bar on the front page, and in a box to the left when second-
level pages are shown. Second-level navigation is shown as links under the current top-level section
in the box to the left. The logo is clickable linking each page to the homepage. The section heading is
also clickable, linking each page to the front page of the current section.

Third-level navigation is not standardized. Third-level navigation seems to be primarily drop-down
list/go-button navigation.
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The logo is clickable, linking each subpages with the homepage

The current section is highlighted using a gray colour if the navigation box and by the
heading in the top-bar.

The visual difference between pages from two different subsections are minor, making it
difficult to notice jumps between subsections caused by crosslinking.

The currently selected second level is not highlighted in the navigation at all.

The lacking standards for third or fourth level navigation makes it difficult to navigate the
site except for moving up to the current sub-section or the homepage and then moving
down again.

Page 9



CUE-3 - Usability Evaluation of www.Avis.com, August 2001 — Participant D

67. Estimated Problem Frequency, Impact and Persistence

Persistence is be estimated according to the following scale:
1. Users quickly learn how to get around the problem,

2. Users only learn to get around the problem after encountering it several times,
3. Users never learn how to get around the problem.

% users who will | % of users who | % of users who | % of users who | Persistence
not be affected will suffer minor | will experience will experience
by this problem problems (brief serious problems | disasters
delays) (significant (unable to solve
delays; users task; voices
eventually strong irritation;
complete their solves task
task) incorrectly)
1 N/A
2 100 3
3 100 3
4 20° 80 2'/3
5 20 50 20 10 2
6 40 60 2
7 80 20 3
8 5 95 2'/3
9 50 40 5 5 1
10 N/A
11 20 80 23
12 20 50 20 10 2
13 80 20 3
14 100 3
15 80 20 2
16 N/A
17 20 80 2
18 N/A
19 10 50 40 2
20 70 30 3
21 N/A
22 20 60 15 5 2
23 30 40 30 3
24 40 30 30 3
25 20 60 20 3
26 N/A
27 60 30 10 3
28 80 20 3
29 60 20 20 2
30 N/A
31 60 30 10 1
32 N/A
33 60 40 2
34 70 30 3
35 20 60 20 3

! Only corporate user and users reserving from the same location over and over will get around this problem.
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36 60 30 10 2
37 60 10 40 2
38 20 60 10 10 2
39 60 20 20 1
40 80 20 1
41 N/A

42 50 20 30 2
43 N/A

44 80 20 1
45 80 20 1
46 80 20 1
47 40 30 20 10 2
48 60 30 10 3
49 50 50 3
50 60 20 20 2
51 20 60 20 3
52 N/A

53 60 40 1
54 70 20 10 2
55 50 30 20 3
56 N/A

57 30 50 20 10 2
58 60 40 1
59 60 25 10 5 2
60 60 25 10 5 2
61 60 25 10 5 2
62 N/A

63 N/A

64 50 30 20 2
65 50 30 20 2
66 40 50 10 1
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Addendum A: Deviations from your standard
usability evaluation procedure

The aim of my standard evaluation procedure is to prepare for a complete redesign, hence describing
the concepts and functionality in more detail.

The procedure was shortened somewhat due to technical problems and a very tight schedule.

Addendum B: Ressources used

Day 1: 3 hours - traversing the site in general systematically

Day 2: 2 hours - traversion the rate & reservation wizard

Day 3: 4 hours — describing ways of solving identified tasks, identifying problems, writing report
Day 4: 6 hours — identifying problems, finalizing report

Addendum C: Comments on how realistic the
evaluation has been

The parts included in the test was done in a realistic way. The fact that no test customer numbers etc.
was available meant, that the full reservation procedure was not tested.
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Executive Summary

This report documents the findings of a usability evaluation of the website www.Avis.com carried out
as part of the Comparative Usability Evaluation Study (CUE-3) in August 2001 by Sofie Scheutz. The
main purpose of the evaluation was to assess the usability for Scandinavian users of the current Avis
website. Skandinaviske brugere vil i denne rapport vaare omtalt som brugere.

Til grund for denne vurderingen ligger ars erfaring med brugeres adfaard pa websteder. Undertegnede
vil gare opmaarksom pa, at en ekspertvurdering er en mindre sikker vurderingsmetode end en test af
brugervenlighed med typiske brugere.

Positive aspects about www.Avis.com:

Ingen registreringstvang.
Alle brugere vil vee glade for at det ikke er ngdvendigt at lade sig registrere for at kunne
reservere og lgje en bil.

Nem afbestillingsprocedure.
Brugere vil sadte pris pa at de nemt kan afbestille en reservation. Nem afbestillingsprocedure er
ofte en betingelse for at brugere overhovedet vil foretage en reservation.

God indsnaevring af maengden af oplysninger.
Alle brugere vil vaae glade for mulighederne for at reducere og indsnaavre oplysninger til kun at
gadde prais det land, hvor bilen lges.

Improvement areas for www.Avis.com:

Giv priseksempler.

Brugere vil ikke kunne finde oplysninger om hvad det cirka koster &t leje en bestemt bil, for de er et
godt stykke igennem reservationsprocessen. De faareste brugere vil pabegynde
reservationsprocessen for at finde en pris, hvis de blot er kommet for at snuse og orientere sig lidt.

Opprioriter overblik over hvilke biler der udlejes
Mange brugere foretraskker at kigge neamere pa hvilke biler de har mulighed for at Igje fer de
bestemmer sig for at foretage en reservation. Dette kan vaare svaat at fa overblik over.

Undga slang og uover ensstemmelse i sprogbrug

Brugere vil have svaat ved at gennemskue hvad et link som The Fleet gemmer pa&. Brugere vil ogsa
have svaat ved at forsta uoverensstemmelser imellem hvad en knap hedder og hvad den kan, f.eks.
hedder knappen, der ska hjadpe med at finde Pick-Up Location Code, Rental Station Search.

Based on the usability problems identified in this evaluation, | recommend that Avis should

Revurdere brugernes primaae forventninger, ansker og krav til www.avis.com. Giv brugere
mulighed for at have forskellig indgang til a lgje en bil, brugere kan f.eks. ga primaat efter et
bestemt magke, en bestemt periode eller en bestemt pris.

Konsultere en skandinavisk sprogkonsulent, med kendskab til det engelske sprogs forcer og
begramsninger hos skandinaviske brugere af internettet.

Foretage test med skandinaviske brugere af www.avis.com.

Sofie Scheutz, DidlogDesign
29. august 2001

Page 2



CUE-3 - Usability Evaluation of www.Avis.com, August 2001 — Participant E

Indhold

EXECUTIVE SUMMARY ...ttt s b bbb bbb 2

COMMENTSON THEWEBSITE ... s bbb s 4

FIND OuT WHAT IT CosTsTO RENT A CERTAIN CAR
MAKE A RESERVATION
Bekradtelse.............

ATDESHTING ..o
GET AN OVERVIEW OF THE KIND OF CARS THAT AVIS OFFERS
FIND OUT WHERE YOU CAN RENT A CAR ..vuuttiteestsssessesssesessssssssssssssssssssssessessessssssssssssssssssssssassessessesssssssssssssssssssssassassessessnes
DETERMINE IF AVIS HAS SPECIAL DEALS w..uturuieseessessesssessssssssssssssssssssssssessessessssssssssssssssssssssassessessessssssssssssssssssssassassessessnes
GENERELLE OBSERVATIONER.....cuetuetetstsstsssassessessesssssessssssssssssssssassassassessessesssssssassassassassassessessessessssssssssssassassassassessessessesansas
ESTIMATED PROBLEM FREQUENCY, IMPACT AND PERSISTENCE..........ccccccomnmninsensinsinsinssnssessssssssssssssssssssseens 15

Page 3



CUE-3 - Usahility Evaluation of www.Avis.com, August 2001 — Participant E

Comments on the Website

Som illustration til vurderingen er der i dette kapitel gengivet de relevante skeambilleder som indtog en
central pladsi vurderingen. Billederne er her gengivet i ca. halv naturlig sterrelse.

=11k Your address for
% comfort and value.

Rates & The | Rental Avls | Programs | Maps & | About | Talk
Reservations | Fleet | Locations | Deals | & Services | Weather | Avis To Us

AAdvantage

ANNIVERSARY

1981-2001

Rates & Reservations
Getting Started is Simple
Just zelect your resenvation
funietion and elick GO...

Select Function

& Check A Rate!
Iiake A Reservation

£~ Travel &gent
Rezervations

" Review or Cancel
A Reservation

" Madify An Existing
Reseryation

¢ Add & Coupon Ta An
Exizting Reseryvation

GO \"‘) Suburban Travel For Travel Destination

Locations Partners Agents Information

| Rates & Resewations | The Fleet | Rental Locations | Avis Deals | Programs & Services |
| Maps & Weather | About Avis | Ernployrnent Oppaortunities | Talk To Us |

©2001 ARAC Managernent Services, Inc

Privacy Policy

Site Map

Figur 1: Forsiden af www.avis.com. Der er mange forskellige linkstil Rates & Reservations. Nar titlen pa disse links
varierer kan brugeren kommei tvivl om de ferer til det samme.

Find Out What it Costs to Rent a Certain Car

1 Brugere vil umiddelbart fraforsiden (figur 1) klikke pa Rates & Reservations for at finde
priser, men her finder de farst en pris, ndr de er godt igennem en reservation. De vil derfor
have svaat ved at danne sig et overblik over priser.

Kommentar: Avis ber imgdekomme en naturlig efterspargsel pa priser i form of
priseksempler og muligheder for at sammenligne priser palgien af forskellige bilmaaker.
Endelig er det en mulighed at tilbyde lgje med udgangspunkt i pris, f.eks. En kunde har
1600,- danske kroner til at lgje en bil i weekenden. Hvilken bil kan han lge?

Make a Reservation

2. v Knappen Rates & Reservation er nem at finde fraforsiden.

3. M Udover linkstil Rates & Reservation frab&de menubjadke i toppen og bundmenuen findes
der yderligere 2 indgange fraforsiden (figur 1): Check arate/ Make A Reservation i
menuen til venstre, samt billedet i centrum Check Rates & Reservations. Brugere kan
kommei tvivl om disse links refererer til det samme pa grund af de varierende overskrifter.

4. v De fleste brugere vil, som hillister vagre i stand til at indtaste Country Code uden hjedp (figur
2). De gvrige brugere vil fa hjadp af knappen Country Code Search. Nar brugeren har
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indtastet it land pa engelsk, bliver han paat fart tilbage til siden han kom fra og koden
fadger med.

Nogle brugere vil under Country Code Search kommetil at indtaste navnet pa deres land pa
deres eget sprog. Det vil ikke give noget resultat.

Kommentar: Country Code Search funktionen ville virke mere tolerant hvis den ogsa
reagerede pa sggeordet pa det lokale sprog, f.eks. “Danmark.” Flere andre steder pa
www.avis.com tager webstedet hensyn til lokale forhold, f.eks. ved omregning til danske
kroner og lokalisering af det lokale udlgningssted. Derfor vil nogle brugere formode at
webstedet ogsa klarer at finde Denmark, ved en indtastning af segeordet Danmark.

A Rates & Reservations

Request A Rate

Would you like to: & Check all rates
¢ Check your corporate rate

Country of Residence: |_

g Couniry Code Search |
(2 letter country code forwhere you live)

For Avis Wizard Number Customers Only
Tospesd Up this process, enter your Wizard Mumber and Last Mame

Wizard Number: [
Last Name: [

If you do not have a Wizard Number, click Proceed to Next Step.

@2001 ARAC Management Services, Inc.

Figur 2: Request A Rate. Nogle brugere vil fejlagtigt tro at Proceed to Next Step betyder at de skal
lade sig registrere og fa et Wizard Number.

De fleste brugere vil vaae glade for at de ikke ska have et nummer eller veare medlem for
at kunne reservere en lgebil.

Nogle brugere vil tro at de kommer til en side hvor de skal lade sig registrere nar de klikker
pa Proceed to Next Step (figur 2). Det vil afholde enkelte brugere fraat ga videre i
processen, dade ikke bryder sig om at skulle lade sig registrere.

Kommentar: Nar det ikke er obligatorisk at have et Wizard Number bgr teksten If you do
not have a Wizard Number, click Proceed to Next Step amndrestil f.eks. Det er ikke
nadvendigt at have et Wizard Number for at reservere en hil, klik blot videre.

Brugere uden Wizard Number vil undre sig over hvordan og om de ger sig fortjent til et
Wizard Number. Brugere der er fortrolige med Avis og har reserveret bil et par gange er
maske modne til at fa et Wizard Number.

| skermbilledet Request A Rate - Step 1 of 2 (figur 3), vil mange brugere forvekde Pick-Up
Location Code med Country Code, som de lige har fundet i forrige billede. De vil kommetil
at indtaste landekoden igen f.eks. dk. Derefter vil de have svaat ved at komme videre.
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Knappen der skal hjadpe brugere med at finde Pick-Up Location Code hedder Rental
Station Search (figur 3). Brugere vil ikke forbinde Rental Station Search med hjadp til at
finde Pick-Up Location Code.

Kommentar: Der bar ikke vagre uoverensstemmelse i sprogbruget. Knappen bgr hedde
Pick-Up Location Code Search dler blot Location Code Search.

Klikker brugere pa Renta Station Code, gar det nemt. Hurtigt far de valgmuligheder mellem
lande og derefter lokale opsamlingssteder. Koden f.eks. cp2 falger automatisk med tilbage til
den side brugerne skal arbejde videre pa

Det er godt at brugerne far at vide at de blot skal efterlade feltet blankt, hvis
afleveringsstedet er det samme som opsamlingsstedet (figur3). Brugere bryder sig ellers
ikke om at efterlade noget blankt, med mindre de direkte bliver bedt om det.

Det er valgfrit pa webstedet at give de oplysninger, der er markeret med asterisk (figur 3).
Det strider imod dansk /skandinavisk tradition, hvor felter markeret med * eler lignende atid
ska udfyldes. Det vil fanogle brugeretil at gai sta ved feltet Airline Name, da de vil tro at
det er obligatorisk. Ikke ale vil laese teksten med smét, som forklarer, at det er valgfrit.

AL Rates & Reservations |

Request A Rate - Step 1 of 2

© Rental Pick-Up & Return Information
Enter the city ar airpart code of the rental pick-up location in the field below if
known, or select RENTAL STATION SEARCH to perform a city search

Pick-Up Location Code: | Rental Stafion Search

Pick-Up Date: IDay 'l IAugust 'l
Pick-Up Time: IHour - |00 = & Am CPm

(For example: 12 00 PM = MNoon)
Return Date: [Day =] [4ugust 7]
Return Time: [Hour 5] [0015] @ Am o Pm
Enter a Return Location Code below If different from above.
Otherwise, leave blank.
Return Location Code:[ | Feturn Station Search |

© Airline Information
ltermns indicated with an asterisk () are optional

“Alrline Name: [NONE -
“Flight #: |

Figur 3: Request A Rate—Step 1 of 2.1 skandinavien er felter markeret med * obligatoriske at

udfylde. Brugere vil derfor umiddelbart tro at disse felter skal udfyldes.

| Skeembilledet Request A Rate — Step 2 of 2 (figur 4) under Car group information, vil
brugere savne priser. Hvad betyder det for mig prismasssigt om jeg vadger den ene eler den
anden bil i to dage. Brugeren skal vadge en bil og klikke Proceed to Next Step for at se
prisen, hvis prisen ikke passer dem, ska de tilbage og preve med en ny hil.

Kommentar: Mange brugere kan godt lide at fa et priseksempel f.eks. pris pr. dag. Det vil
spare gkonomiske brugere for megen klikken frem og tilbage her.
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The following information was entered: =
Pick-Up Location Code: (P2 = Kampmannsgade 1

Pick-Up Date: Monday Septermber 10, 2001
Pick-Up Time: 10:00am

Return Date: ‘Wednesday Septernber 12, 2001
Return Time: 500 am

Return Location Code: CP2 = Kampmannsgade 1
Airline Name: Rone

® Car Group Infarmation

Flease select a car group from the below list. Only cars available for your rental
dates are displayed

|Gr0up G-%olkswagen PassatWagan or similarj
Gro Opel Carsa 1.4 ar

® Personal Information G
Please enter all other informati| Group C- Opel Yectra or similar
asterisk (7) are optional. All ot gmup E -ﬁugiﬁégf Drsimillar
roup F - Audi .4 or similar
Enter a corporate, government Group P - Ford Focus WWagon or similar
*AWD #: |Group G -Volkswagen Passat'wagon ot similar

“Rate Code: |

“Frequent Flyer Airline: [NONE |

*Frequent Flyer #: |

Proceed to Next Step

Figur 4: Request A Rate— Step 2 of 2. Brugere vil savne priseksempler i forbindelse med valg af
bilmaarke. Ellers skal de klikke frem og tilbage for at f& oplysninger om priser.

Alle skandinaviske brugere vil vaae glade for at prisen er omregnet til kroner (figur 5).

Det er for sent at give oplysninger om at denne reservation kun er gyldig for folk over 25 &
med karekort (figur 5). Folk pa 18 — 24 vil blive irriteret.

Rates & Reservations

Request A Rate Response

Thank you for choosing Avis. The following information was calculated based on the information
shown below that you provided to us. Changes in rental or return location, car type, dates or
times may change this rate. This rate is for renters 26 years of age or older with a major credit
card in their narme.

Your Rate Request Information is Shown Below

Rate: Your rate for @ 02 day rental iz 2100.00 - DKR

PLEASE MOTE: The hest rate for this rental includes tax
andfor some insurance coverage. Included tems are
indicated &z included below .

Mileage: Free Unlimited Missiiometers per rental

Additional zurcharges (zome of which are mandatory) may apply to thiz booking. Please click here and see under
surcharges for more details

Tax: INCLUDED

Optional Coverages: COWY - Collision Damage Yaiver: INCLUDED

(Thess coverages can ONLY be purchased ot the PA| - Personal Accident Insurance 30.00 - per day

it ctmaton sbok fenence avsiale st s ocaton, | 1L~ ARY Insrsnce: WA e 2y
! TP - Theft Protection: IHCLUDED

click here and select "Insurances & Optional
Coverages" fram the pull-dovwn menu.

ADVISORY: Cars rented in this country may not be driven into the following countries:
CQITSIDE ELVEFTA COUNTRIES

This Rate Applies to the Rental Information Shown Below

i - |

Figur 5: Request A Rate Response. Danske brugere vil vaere glade for at se prisen i danske kroner.
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Bekr atel se

17.

18 v

Det er afgarende for mange brugeres tryghed at fa en bekragftel se pa reservationen.
Brugere vil vaae glade for den bekradtelse Avis leverer her (figur 6).

Kommentar: Mange brugere ville vadge at printe siden ud. Overve at tilbyde en printvenlig
udgave. Tilfgj til Siden at bekradtelsen ogsd kommer sendt pr. e-mail til den indtastede e-
mailadresse.

‘h'“a‘"“gﬁ' Your address for
2 comfort and value.

ikagur Latga - Precsiar

y-| A Rates & Reservations

Make A Reservation: Confirmation

Thank you for choosing Avis. The following information was calculated based on the information
shown below that you provided to us. Changes in pick-up of return location, car group, dates, or
times may change this rate. This rate is for renters 25 years of age or older with a major credit
card in their narme.

Your Reservation Information is Shown Below

Reservation Humber: 334109570KE

Rate: Your rate for @ 1 day rental iz 1050.00 - DKR
Mileage: Unlimited free Milestiometers

Tax: 25.000 %

Additional surcharges (gome of which are mandatory} may apply to this booking.

This Reservation Applies to the Rental Information Shown Below

Pick-Up Location & Station Code: Hampmannsgade 1 - CP2
Pick-Up Date: Saturday September 01, 2001
Pick-Up Time (military time); :00 AN (05007

Return Location & Station Code: Hampmannsgade 1 - CP2
Return Date: Sunday September 02, 2001

Figur 6: Bekraftelse. Brugere er ofte sd glade for at f& en bekragftel se, at de vadger at printe den ud.

Bekradtelse pa reservation kommer gjeblikkelig pr. email (figur 7). Bekradtelsen indeholder
mange relevante oplysninger for brugeren.

Kommentar: Tilfgj evt. telefonnummer til udlegjningsstedet pa Kampmannsgade. Det vil
brugere ofte fa brug for.
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Emine:  Avis Real-Time Reseryations Confirmation

Avis Real-Time Reservations Confirmation

MNOTE: If you cancelled your reservation immediately after processing,
please disregard this confirrnation

Thank you for choosing Avis. The following information was calculated
based on the information shown below that you provided to us. Changes
in pick-up or retum location, car group, dates or times may change

this rate. This rate is for renters 25 years of age or older with a

major credit card in their name.

Listed below is your reservation confirmation:

Reservation Number.......: 33410957 DKEB

‘four rate for the 1 day
period is :1050.00 - DKR
Iileage : Unlimited free Miles/Kilometers

Additional surcharges (some of which are mandatory) may apply to this
booking

Pick-Up Location.......... Kampmannsgade 1 - CP2
Pick-Up Date..... ... Saturday Septermber 01, 2001

Pick-Up Time. ... . . 8:00 AM ([DB00)

Return Location........... kKampmannsgade 1 - CP2
Return Date.............. Sunday September 02, 2001
Return Time.............. 8:00 Ak (0800)

Figur 7: E-mail Confirmation. Brugere vil vaare glade for denne e-mail bekragftel se, men vil ogsa
kunne fa glaede af oplysninger om telefonnummer til udlejningsstedet.

Afbestilling

19. v

21 W

Brugere vil finde det nemt at afbestille en reservation. Brugere vil bifalde at afbestilling og
andring af reservation kan ske direkte fra menuen til venstre pa forsiden (figur 1). Har
brugeren afbestillingsnummeret ved handen gér det nemt og hurtigt.

Kommentar: Nem afbestillingsprocedure er ofte en ubevidst betingelse fra brugerens side
for overhovedet at foretage en reservation. Tydeligger at brugeren kan afbestille i 1abet af
faklik, nar de har reservationsnummeret i handen.

Brugeren som ska afbestille og som har glemt eller mistet Sit reservationsnummer eller ikke
er i neaheden af praecis den computer hvortil reservationsnummeret er sendt far ingen hjadp
(figur 8).

Kommentar: Der er flere mé&der at hjadpe brugeren ud af situationen pa: Tilbyd et
telefonnummer til en hjadpsom lokal Avis-medarbejder dler tilbyd en knap, der hedder: Jeg
har mistet mit reservationsnummer? Og til de glemsomme: Husk evt. brugeren pa, at
nummeret er blevet sendt til ham pr. mail, kort efter reservationen.

Oplysningen om at brugeren blot skal ignorere e-mail bekradtelsen (figur 7), hvis han
afbedtilte reservationen umiddelbart efter bestillingen er god og vil spare mange bekymringer
om reservationen nu alligevel ikke er afbedtilt.
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AL Rates & Reservations i

Review or Cance| & Reservation

To begin the Review or Cancel A Reservation precess, please
provide the following information;

Reservation T,
Number:

Last Name; Hense:

Procead fo Next Step

B 01 ARAC Wlanagement Senices, nc

Figur 8: Review or Cancel A reservation. Hvad ger brugeren som ikke er i naerheden &f sit
reservationsnummer?

Get an overview of the kind of cars that Avis offers

2. M Mange brugere vil have svaat ved at finde en oversigt over hvilke biler Avis udiger. Denne
funktion ber opprioriteres, da mange brugere vil komme ind pa webstedet netop med ansket
om a fa et overblik over bade hiler og priser. Oplysningerne om biler findes under linket The
Fleet. Ikke dle vil umiddelbart gennemskue at det daekket noget med “The fleet of cars’.
Det kan derfor virke som slang pa skandinaviske brugere.

23. v Brugere vil vage glade for at kunne begrasse det viste biludbud til kun at omfatte det
aktuelle land. Der er ingen grund til at se pa biler som de ikke kan |gje.
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~ Fleet Guide by Country

@ Rates & Reservations

© The Fleet To find the fleet for a particular country, first choose a region, next selecta
+Fleet Guide by Courtry H n n H
- Special Eciment country, and then click "GO" to continue.

@ Rental Locations

@ Avis Deals NORTH AMERICA
@ Programs & Services United Stah -~ Go
@ Maps & Weather I e J _I
@ About Avis AFRICA
@ Talk To Us IAngma d EI
| —
ASIAIPACIFIC
IAustraIia d EI
CARIBBEAN
|Angui||a -l EI
EU
LATIN AMERICA
|Argentina -l El
MIDDLE EAST
IEIahram d EI

| Rates & Reservations | The Fleet | Rental Locations | Avis Deals | Programs & Services |
| Maps & Directions | About Avis | Employrment Opportunities | Talk To Us | Home |

2 2001 ARAC Management Services Inc.

Figur 9: Vadgland. De brugere, der har fundet ud af klikke pa The Fleet, kommer nemt og hurtigt
videre med at finde oplysninger om hvilke biler, der Iejes ud i deres eget land.

24, Brugere vil eftersparge priser overalt pasiden —ogsai forbindelse med en oversigt over
hvilke biler Avis.com udlger (figur 9). Brugere vil have forstéelse for at de ikke far eksakte
priser. De vil dtille sig tilfreds med priseksempler. Se ogsa punkt 1 og 14 om priser.

25. v Brugere er godt tilfredse med at kunne klikke pa billedet for at fa flere oplysninger (figur 9).
De har ikke brug for ale oplysninger med det samme.

26. & Detvil vage nogle brugere der ikke opdager at billederne er klikbare (figur 9).

Kommentar: Tilfg en knap; More Information til hgjre for hver enkelt bilinformation, der
farer til de samme oplysninger som et klik pa fotoet.
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Y. The Fleet
p—

try
:“:;dsf

Fleet Guide by Country: Denmark

@® Rates & Reservations

e ;h;ng; o ot These are samples of the fleet which we offer for rental in Denmark . Click on the photo for more
+Fle AIGE By COUNtry . .
- Special Equipmert information.

@ Rental Locations
@ Avis Deals

@ Programs & Services
@ Mmaps & Weather

Car Group A
2 Door Economy
Manual - No Air

@ About Avis OpelCorsald |
® Talk To Us Car Group B
| 4 Door Compact

Manual - No Air

Opel Astra

CarGroup C

4 Door Intermediate
Manual - With Air
Opel Vectra

Car Group D

4 Door Standard Size
Manual - With Air
Audi Ad 16

Car Group H

4 Door Full Size
Automatic - With Air
Audi A6 Tiptronic

Figur 9: Fleet Guide by Country: Denmark. Brugere kan godit lide at orientere sig blandt de sma
billeder. Det er fint at skulle klikke videre for at f& uddybende information.

Nar brugeren har klikket pa billedet og faet flere oplysninger og derefter vadger at lave en
reservation (figur 10), bliver oplysningerne om den pageddende bil bragt med over i
reservationssystemet, sledes at brugeren ikke skal lede efter den der. Det vil mange
brugere vazre glade for.

A The Fleet
—r
Fleet Guide by Country: Denmark
@ Rates & Reservations
@ The Fleet .
+Flest Guice by Courtry OPEL : CORSA 1.4
+Special Eouipment m— . Air Bags
@ Rental Locations « Holds 1 large, 1 small
@ Avis Deals Suitcases
® Programs & Services « Radio
® Maps & Weather -
® About Avis « Power Steering
® Talk To Us » 2Doors
\ J e Seatsd
» Cassette Player
» Rear Seat Belts
+ Manual Transmission
Make Your Reservation
The make/model shown above is an example only. Avis is unable to guarantee a specific make/model. All car groups
and models may not be available at all Avis locations.
| Rates & Reservations | The Fleet | Rental Locations | Avis Deals | Programs & Sewices |
| MWaps & Directions | Corporate Information | Employment Oppartunities | Talk To Us | Home |
@2001 ARAC Management Services, Inc.
Privacy Policy Site Map

Figur 10: Detailoplysninger pabil. Klikker brugeren pAMake Y our Reservation i dette billede, bliver
oplysningerne om bilen bragt med hen i reservationssystemet.
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Find out where you can rent a car

28. v Fra webstedets forside (figur 1) kan brugere klikke pa Rental Locations for at finde ud &f
hvor den lokale udiger ligger.

29. v Tamodige og grundige brugere vil klikke sig videre ad Rental Location Information (figur
11) og hurtigt f& helt Iokale oplysninger, som f.eks. om udlejeren pa Kampmandsgade kan
monterer barnesaade i bilen og hvad det koster.

30. M Nogle brugere vil ikke laese gverste link pa siden, Rental Location Information (figur 11). De

vil blive tiltrukket af en indtastningsboks nederst pa siden. De, der ikke opdager den lille tekst
(US Locations Only), vil fa problemer med at indtaste oplysninger og fa nyttige resultater,
f.eks. ved indtastningen Copenhagen far brugeren 3 hits bl.a. Copenhagen (Caldwell) i LA.

More About Avis Locations Worldwide
@ Rates & Reservations
@ The Fleet

@ Rental Locations

@ Avis Deals

Rental Location Information

Detailed rental location information on over 4,400 Avis Rent A Car locations
worldwide. Click here for rates and vehicles available at specific locations.

@® Programs & Services
® Maps & Weather

@ About Avis

@ TalkTo Us
\—/ 200 neighborhood locations in the US.

Avis Suburban Locations

Find An Avis Location Nearest You (Us Locations Only)

Addressiintersection:  City:

| |copenhagen
State: Zip Code:
|Se|ecta81ate j |

Find My Location o

Destination Information

there, our Avis Employees

Rental Locations

Need a car for your home car rental use? Avis Suburban features cars and rates at more than

Complete as much information as possible below, then click "find my location”.

Find out additional information about the places you are going from the people who live and work

Figur 11: Rental L ocations. Nogle brugere vil overse det relevante link Rental L ocation Information,

fordi deres gjne tiltrakkes af en indtastningsboks nederst pa siden.

Determine if Avis has special deals

31 & Deflege brugere vil ikke finde pa at kigge under Avis Dedls (figur 1). De fleste vil dadet

hen som en dags reklame.

2 M Detvil vage utydeligt for mange brugere om Avis Dedls er for “medlemmer” dler for dle.

Navnet antyder at det er for inviede.

Generelle observationer

3. M

Nogle brugere vil forsage at fa et overblik ved hjadp af Avis.coms sitemap, men denne

sitemap hjadper ikke meget, da den blot er en opremsende gentagel se af webstedets

overskrifter.
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Kommentar: Brugere ville savne en stikords linie om hvad linket drgjer sig om. F.eks.
Fleet Guide by Country — se hvilke bilmaaker vi udlger i dit land.
Rental L ocation Information —find din neameste udlger i Europa, Asien,....

Skandinaviske brugere vil finde det obligatorisk at der er link til f.eks. www.avis.dk. sdledes
at de nemt kan reservere bil pa deres eget sprog, med mulighed for at ringe og kontakte
firmaet.
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Estimated Problem Frequency, Impact and
Persistence

Persstence is be estimated according to the following scae:
1. Usersquickly learn how to get around the problem,

2. Usarsonly learn to get around the problem after encountering it severd times,
3. Users never learn how to get around the problem.

% users who
will not be

affected by this

problem

% of users who
will suffer minor
problems (brief
delays)

% of users who
will experience
serious problems
(significant
delays; users
eventually
complete their
task)

% of users who
will experience
disasters (unable
to solve task;
voices strong
irritation; solves
task incorrectly)

Persistence

Problem 1 10 30 30 30 3
Problem 3 70 30 0 0 1
Problem 5 80 20 0 0 1
Problem 7 60 30 10 0 2
Problem 8 0 80 20 0 2
Problem 9 70 20 10 0 2
Problem 10 50 30 15 5 2
Problem 13 10 70 15 5 2
Problem 14 10 20 70 0 3
Problem 16 70 0 0 30 1/3
Problem 20 60 20 10 10 1
Problem 22 10 20 70 0 2
Problem 24 10 20 70 0 3
Problem 26 70 30 0 0 2
Problem 30 30 20 50 0 2
Problem 31 80 20 0 0 3
Problem 32 80 20 0 0 1
Problem 33 20 30 50 0 3
Problem 34 60 40 10 0 2
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