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Executive Summary

This report documents the findings of a usability evaluation of the website

www.Hotel penn.com carried out as part of the CHI 2003 Workshop on Comparative Expert
Reviews in March 2003 by Team A. The study is aso known as Comparative Usability
Evaluation 4 (CUE-4).

The most important positive aspects about the website:

1. Onceunderstood, the interaction between date and room type was appr eciated by
most users. Although everyone felt they would choose dates first, then see what rooms
are available, they liked the ability to check dates by room type if necessary

2. Picturesof therooms on the reservations page were liked. Users do not have to go
back into the site to see the room and get a brief description.

3. Confirmation information was given. However the pricing shown did not necessarily
correspond to what the user will be charged, there is no statement of when the chargeiis,
and sometimes email confirmations did not occur immediately.

4. Tab order in thereservation form was provided

5. TheiPix system was generally liked

The most important improvement areas for the website:

1. Data not preserved when Back button used. Users part way through areservation
lost data when they used a back button, selected a promotional rate offer or similar
functions. It was very frustrating to start again.

2. Lack of internationalization. Terms such as Zip and State deterred participants, some
of whom would have caled or tried to find an email address.

3. Color /icon key not easily understandable. Rather than displaying the meanings of
theicons/ colorsin asimple ‘key’ users have to click into the meaning for each icon
and remember the meaning in their heads. They don’t need this extra mental load when
booking a room.

4. Page hastoo much information presented at once. Most users expressed a
preference for a more step by step approach, especially for the form filling and payment
portion which they thought belonged on another page. Doing so would open some
more space for instructions, reservation options (e.g. non smoking) and provide space
for labels outside the text boxes on the payment page.

5. Unclear charges hidden charges. Thisincluded discovery of additional $2 / night
room charges, non-specified pet charges, extra person charges, and taxes which
appeared itemized on some pages but not others. This shook users trust and many
would have stopped or called / emailed to question the charging.
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Based on the usability problems identified in this evaluation, our team recommends that the
website project team should

1. Split the reservations page into two pages: one for room and date selection (similar to
the left and middle parts of current page) but also showing / updating itemized price and
a second page for the visitor address details & payment.

2. Find out from the hotel what criteria users tend to specify / request when booking and
include that in the reservations system design. Inability to positively select a‘no
smoking room’ bothered all participants. With more room on the reservations page
options such as this and similar can be accommodated, but information is needed from
the hotel as to what these criteria may be.

3. Usahility test prototypes of the new system. The page can be tested in low fidelity
paper or HTML versions before committing to a Flash interface which is more resource
intensive to design.

Method

The test has been carried out with seven users who all belong to the target group for the
website of adult travelers with web access. Five test participants were tested individually,
but one session included a couple as they normally book travel together on the web.

All tests were conducted in English in a meeting room. Each test took between 1%2 and 2
hours. Participants were paid £25 for the session.

Prior to the test we interviewed the participants on their use of the web, and specificaly
their experience using the web to research / book flights or hotels and their expectations of
functions / content on hotel sites. We aso introduced the non-disclosure agreement on the
use of the videotape and that we could use their comments in the report. During the test
participants were asked to carry out tasks using the website. The first task was to find the
site, and the second task was to explore the site, specifically trying to find certain
information that they said they expected to find on such as site during the interview. The
rest of the tasks were specified by us, and are included in the appendix. Participants were
encouraged to ‘think aloud’ during the test tasks.

After the testing participants were again interviewed and filled in a questionnaire.

Equipment

The equipment used for this test was a laptop with a 750 MHz processor and a 15" monitor
set to aresolution of 800 x 600 for al test participants. Microsoft Internet Explorer 6 was
used and Flash 6 was pre-installed. The computer had a broadband (over 500 kbps) internet
connection.
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Test Participant Profiles

The tests were carried out with test participants who fulfilled the loose criteria of being
adult travelers. Within that, we attempted to get a variety of user web experience levels and
ages. The recruited participants are described in the table below.

Participant [ Gender | Age | Title Internet Shopped | Research | Booked
experience* onthe hotelsor | flights,
Internet | flightson | hotels on
before? web? web
1 Mae & | 37, Business Analyst, Both Yes Yes Yes
femae %5 Medical Student Experienced
couple
2 Female | 32 Unemployed Intermediate Yes Yes No
(parent)
3 Male 38 Print graphic Experienced Yes Yes Yes
designer
4 Female | 23 [llustrator Intermediate No No No
5 Male 48 Professional Experienced Yes Yes Yes
6 Female 30 Project Manager | Very Yes Yes Yes
Experienced

* Internet experience was classified by the test participant according to these groupings:
* None or Beginner (e.g. has used it once or twice at most)
* Intermediate (uses it irregularly, less than 3 years)
* Experienced (usesit daily, for at least 2 hours per day, knows how to search
without problem)
* Very experienced (has developed websites, knows HTML)

Comments on the Website

Usability comments are classified in one of the following categories:

- Positive finding.
This approach is recommendable and should be preserved.
Category code C

- Minor problem.
Caused test participants to hesitate for a few seconds.
Category code P.

- Serious problem.
Delayed test participants in their use of the website for 1 to 5 minutes, but eventually
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they were able to continue. Caused occasional “catastrophes’.
Category code Q.

Critical problem.

Caused frequent catastrophes. A catastrophe is a situation where the website “wins’ over
the test participant, i.e. a Situation where the test participant cannot solve a reasonable
task or where the website annoys the test participant considerably.

Category code R

Good idea.

A suggestion from atest participant that could lead to a significant improvement of the
user experience.

Category code A.

Bug.

The website works in away that’s clearly not in accordance with the design
specification. This includes spelling errors, dead links, scripting errors, etc.
Category code T.
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Category

Description

A-01

R

Reservation system does not retain infor mation when expected

Severa times reservation information was lost and this annoyed users. One person
had areservation all set up, filled in the form, and then noticed Promo Prices >
AAA, and it sent then back to the reservation for with all their information lost
(and not with their reservation revised to the new prices as they expected). Other
times they tried to back to the main site (e.g. to find information about non-
smoking rooms) returned to the reservation to find al their work gone.

Suggestion: Retain the information on the form when the user returns to the main
Site.

A-02

No easy way to compar e promotion price and normal price

The few that figured out that they got AAA discount didn’t like the fact that you
could not see what the discount was in absolute $ or % without setting up a
reservation in both circumstances, writing down the prices and comparing them.
There was a strong desire to know the discount.

Suggestion:  State the discount, also mention it on the main site under rates/
packages — many people searched there to find and AAA discount, found nothing
and assumed no discount applied.

A-03

Form labelsinappropriate for international audience

Participants were unhappy about the labels Zip and State. Obvioudly these are not
appropriate for non- US audiences. Some truly resented the US-centric form, some
put their country as the ‘ State’ and then again as country. Some left the State
unfilled in and got the error. One tried to put NA (for not applicable) as the Hate,
and then thought he might accidentally be declaring he lived in Nebraska and fail
the credit card check. Over half said the field would force them to abandon the
booking or make it by phone or try by email.

Suggestion: Several solutions for forms exist that are more acceptable to
international audiences.

A-04

Inconsistencies in names of room types between main site and reservations
area

Severa exist —such as on the main site there are Superior, Moderate and Standard
bedrooms, but on the Reservation page it has only Superior rooms and then Suites.
On the Virtua Tour area the rooms have titles like ‘ King Guest Room’ and
‘Double Guest Room’ but these names appear nowhere else in the site including
the reservations area. This led to general confusion over what they were actually
booking.

Suggestion: Make room type names consi stent
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A05 Q Color key not understood at first

All users had trouble understanding the calendar colors. To some it seemed more
intuitive that the non colored dates were available, and using a color to signify if it
isunavailable. Making the avail able dates colored the same as the month selector,
the non-selected room types and other elements of the Flash reservations page was
generaly considered confusing. Initially users considered there was some
commonality between al the brown elements to the page because they had the
same color.

Suggestion: Select and apply colors that better signify a meaning (e.g. ared for
unavailable) and use different colors for distinctly different functions/ page
sections.

A-06 Q Lack of feedback when unavailable dates clicked

A common mistake was to click on the white box for dates when a room was not
available. This provided no feedback and led to confusion (e.g. “why doesn’t this
do anything when | click it”. Even after most participants figured out the
significance of the key colors, they said they’d prefer if clicking on the white boxes
gave a feedback message such as “room not available on this date” or similar. This
would have educated them on the meaning of that type of box.

Suggestion: Provide feedback on the meaning of the white boxes directly, either by
amessage that appears on click, or arollover message.
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A-07 P Lack of correspondence between the number of date boxes selected and the
number of nights.

Half of the usersinitially booked the wrong number of nights by counting the
number of date squares selected (e.g. they thought they booked 3 nights having
selected 3 dates). The fact that a full box appeared for the checkout date, except if
that date also happens to be the start of an unavailable period, confused some users.

Suggestion: Consider changing the symbols to be half filled boxes for both the
check in date (right half of box shaded) and check out dates (left half of box
shaded). Thiswas suggested by 2 participants who felt it would be more intuitive.
This design should be mocked up and tested informally before deciding to go
ahead.

A-08 P Room photos not shown for all room types, also incomplete info

While most appreciated and liked seeing the photos and brief explanation when
they clicked on the room types, the lack of a photo for the Superior_1 Double Bed
and Run-of House type room was noted by al. Also some felt the room
explanations were incomplete, inconsistent or misleading (“extra person charges
apply —how much are they” ; “ so this has new furniture — do the other rooms have
old furniture?’) and wanted to click for more information.

Suggestion: Review the room descriptions to ensure they have similar types of
information, provide photos for al rooms and consider providing alink to further
information (which retains any information the user has already put in the
reservation system).

A-09 P Unnecessary sound for the use of the reservations calendar

Most participants did not like the click noise when the dates were selected, and felt
the visual feedback was sufficient. One recognized the annoyance it may causein
an office environment. All but 1 person knew how to turn off the volume.

Suggestion: Remove the audio feedback on click o the room dates.

A-10 P Run of House not under stood

The change in the middle section to show ‘Run of House unavailable’ was the first
thing most users noticed when they started selecting dates with the calendar. The
term was not understood by anyone, and the explanation (Run of House room type)
was considered useless. One inexperienced user was very bothered by this term,
and severa thought it was alienating hotel industry jargon that showed a very
business-centered, rather than user centered approach.

Suggestion: Remove the option run of house - presumably this means to book all
rooms in the hotel, and someone wanting this is very unlikely to book it through
theweb. Also it was never available. If it can not be removed, then place it at the
very end of the list of room types, not in the middle.
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A-11 R Unclear charging and perceived hidden charges

Participants were very confused as to the pricing. Although they understood taxes
applied, they were confused about issues such as the $2 / night accommodation
charge — was that already included in the shown price? It states that there were
extra charges for pets, but doesn’t state how much, and the extra person charges
apply —isthat aready included in the price? Also several were uncertain when
their card would be charged for the room — immediately or upon checkout. Many
would have stopped because of these uncertainties, lack of trust.

Suggestion: generaly increase transparency of pricing and show add on prices
throughout. Show the ‘ extra person charge’ itemized on the right side of the
reservations area; show prices including itemization of taxes, pets, extra persons,
and any other charges on the fina ‘ Thank you' page of the reservation process.
State when card will be charged.

A-12 T Behavior of calendar selection does not correspond to key

The green box showing a selected date in the calendar never showed a price, as
shown in the icon key (click for details). Users were confused by both the green
‘key’ icon with 12 and 125 in it, and the fact it never showed on the calendar.

Suggestion: Make consistent one way or the other.

A-13 R Color coding key for icons/ colorsdifficult to use

Most participants found clicking on the symbols individually to be alongwinded
way to learn want they meant. Also the label *Click for details' was not seen as
clearly stating what details they would get. Most suggested explaining their
meanings in a smpler format.

Suggestions: Place the key near the top left of the page. Use alabel such as ‘room
availability key’ or smilar. Let the user see directly what the icons mean e.g.’

]

= room available (more)

rather than having to click into each and remember them.
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A-14 P Closing help and error pop upsin reservations area potentially difficult

The pop up boxes must be closed by clicking the X in the top right corner. Two
users were unsure how to do this, and clicked the Back button on the browser,
taking them to the start of the reservation process and losing the data they had
aready selected.

Suggestion: Add tool tip of ‘Close window’ over the X, add a‘Close window’ text
link in the pop up, and retain the user’ s data if Back button is clicked.

A-15 Q I nstructions not read

All users started clicking into the reservations page without reading the text at the
top of the 3 sections. This was partly explained by the small size of the text. Once
they experienced difficulty using the reservation some read it.

Suggestion: Present the page instructions more clearly at the top of the page,
explaining they can select room type first OR select dates. More room will be
made available for this by putting the personal information on a separate page.

A-16 P Reservation area text and background color s difficult to read

One of the first things users noticed on entering the reservation area was the black
text on the dark green background, which they found hard to read. The same color
combination was used for the message ' Book your Reservation Today at the Hotel
Penn!” in the top right of the reservations area, and several commented on the
difficulty that people with poor eyesight would have. There were a'so comments
on the difficulty in reading the text which was generally seen astoo small,
particularly in the Help area of reservation.

Suggestion: Use a color with a better contrast to the background and increase the
font clarity.

A-17 T Getting ‘trapped’ in thereservation area

Unless they noticed the Home link on the bottom of the page, most users clicked
the browser Back button to try to get back to the main site. Thistended to
repeatedly reload the reservations page.

Suggestion: Enable the back button to go back to the main site if that is where the
user has come from.
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A-18 T Poor tab order of the form

After tabbing through the entire form, two of the 6 users tried to tab from the last
field in the form (comments) to the **Finish Reservation ** button, but found it
want to the top again. They found this annoying and inconsistent to the way forms
normally work.

Suggestion: Change tab order to go to the Finish Reservation button.

A-19 T Unprofessional text presentation showing ‘coding’ type text

The area on the reservations page with the room names has underscores between
the words (e.g. Superior_King_Bed) and on the form on the right side of the page
there are spaces missing between words (FirstName, LastName, CardHolder €etc).
Thiswas noted by half the participants and although would not stop their using it, it
was seen as unprofessional and soppy, one person saying it seemed asiif it was
coding exposed.

Suggestion: Remove the underscores, include spaces between words.

A-20 R I nability to specify a non-smoking room (or similar requests)

Users searched in vain for atick box or some positive way to make their room non-
smoking. Many used the comments field, but felt no confidence that it would be
read by staff or if they even offered non-smoking rooms. One user went back to
the main site to find if they offered non-smoking rooms, lost al reservation
information and was very annoyed, would give up. All requested atick box, which
they considered simple and had usually seen on other sites.

Suggestion: Provide atick box for non-smoking room request and any other similar
aspects to the room reservation (discussion with the Hotel required to identify
these).

A-21 T Lack of email feedback upon making booking

Bookings made on Saturday afternoon and Sunday did not receive a confirmation
email until Monday when these were al sent at the sametime. Apparently
weekend bookings are processed as a batch run. Users expected an immediate
confirmation email.

Suggestion: Process emails with confirmation of booking immediately. Trust will
be greatly reduced when no email is received.
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A-22 P Poor presentation of error messages

Error messages were generally seen as overly alarmist and written from a hotel
person’s perspective. ‘Error: you are putting too many adults in thisroom...” was
seen as an accusation and blaming of the user. Many participants suggested a more
advisory tone such as ‘ Please note: this room hold a maximum of 4 people. To
accommodate more than this, you will need to book an extraroom.” Others
occurred during the completion of the form were considered odd in that they read
‘status: incomplete’ and outlined the areas that they had done correctly as well the
part where it was incorrect. Again unclear how to close the pop up — clicking back
loses all reservation data.

Suggestion: Review al error messages and where necessary rewrite in more
conciliatory tone.

A-23 P Essential information hidden in Help area

Most users who discovered the Help area found it wordy, but full of useful
information that they wished they had known about before. They felt that some of
the information should have been presented on the page as a brief introduction to
using the calendar.

Suggestion: Present a summary of the ‘how to use the reservations page’ info on
the top of the reservation page rather than in help.

A-24 P No ‘print this page logo/ link

On al the reservation pages, especialy the General T& C page and the Thank you
page, many users wanted to print the page. To do this they had to use the browser
print function which showed only the small part of the Terms & Conditions seenin
the scrolling frame. Printout also very distorted.

Suggestion: Provide a print function which prints the full Terms & Conditions, aso
the Thank you page without distortion. Also include the hotel’ s contact details on
the printout.

A-25 Q Must remember information between screens - I nsufficient infor mation when
confirming reservation with ‘I agree’ button

After completing the form with personal information the user is presented with the
General Terms & Conditions page to which they are intended to click ‘| agree' to
complete the reservation. However some of the user’s booking information (such
as address, credit card details) is not available for review. Other details such as
price are retained but only in afaded out background screen. Trust was affected.

Suggestion: Present clearly the booking information on the confirmation and
validation pages.
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A-26 P Lack of availability of some help information

Two users wanted more information about the criteria for child vs. adult in terms of
which ages the hotel considered for child. One user lost a half complete
reservation in searching for this. This was unavailable anywhere on the site.

Suggestion: Provide easy access to the help on this and other topics likely to occur
to users.

A-27 P No ability to update reservation

One of the tasks asked the users to try to modify their completed reservation, which
was not possible. However half the users felt that they would have expected the
ability to do so in an apparently ‘advanced’ reservation system.

Suggestion: Provide system to update / modify existing reservations.

A-28 T No validation on the form area

The system allows input of email addresses without the* @' symbol, also using
letters for the phone number. One user noted this an said it could lead to an error
in the email address, with which they would not get the confirmation email.

Suggestion: Provide validation of form fields.

A-29 P Placement of labelsin thetext box areas

This was seen as ‘strange’ by most users — they were unsure when clicking into the
box (some tried to highlight the text to cut it). Also losing sight of the labels once
the field was filled in was considered strange. Although everyone figured out how
it worked, it was an unnecessary distraction.

Suggestion: Provide field labels next to, not within the fields (see later suggestion
about placing reservation over 2 pages).
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A-30 R Reservation page too cramped in effort to put all there

All users described the page as busy, cramped, confusing, and similar terms. The
appearance of the form with credit card logos was seen by two people as requiring
too much information when they simply wanted to know how much rooms cost
(although these fields didn’t have to befilled in, it was seen as alarming to see
payment / credit cad details). Everyone was comfortable with a traditional multi-
page reservation system, and saw little advantage in presenting everything on one
page. It was described by one participant as a ‘ dashboard” which is acceptable
only if you are ahotel clerk using it every day only.

Suggestion: Do not present everything al on one page. Although thisisamain
feature of the system, it reduces the overall effectiveness by forcing too much on a
limited screen space. Place the calendar and room selector on the same page, with
the logic to calculate the cost (fully itemized to show taxes etc) based on selections.
Use a‘Proceed to booking' button to go to a second page for capturing name card
info etc, and transferring the cost, room type & date information.

A-31 Q No distinct link color in reservations area

The same color (black) is used for normal text and links. Asaresult, one user
looked at the promotional rates page, read about a discount for AAA members, but
did not realize he could & should click on the bold black text to get the AAA rates.
He expected to be able to get it on check in.

Suggestion: Distinguish link with a unique colors and / or underlining the link
words.

A-32 Q Notification of required fields appears at bottom of the form box
Some people didn’t noticeit.

Suggestion: Place it on the top of the form area.

A-33 P iPix tour ‘I’ button confusing

Although all who used the virtua tour liked it, and understood how to navigate
with it, they were surprised by the information they got when they clicked the ‘I’
button — instead of getting information about the room / area they were viewing,
they got information on iPix and how to use it.

Suggestion: Clarify that the ‘I’ button is for iPix instructions, not about the area
viewed.
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A-34 P No explanation of required formats

This was most noticeable with the credit card details — participants did not know
whether to input an expiry date of Dec 2003, 12/03 or 12/2003. Also whether
spaces are needed in the credit card number.

Suggestion: Provide formatting information.

A-35 P Unnecessary clicking the Visa logo

All users thought they had to click the VISA logo to select the card type, and were
surprised it did not highlight their selection. They eventualy figured that the
system somehow knew the card type, but several commented it was strange to be
only displaying information in an area where it otherwise requires selections &
interactions.

Suggestion: Make the card type selectable.

A-36 P Date selection lost when change month using the month selector

One user started the date sdlection with the check in date on the lower of the two
months shown, then tried to use the month selector to move to the next month
where they would choose the check out date. Thislost her initial date selection,
and her check out date was seen as a new check in date by the system.

Suggestion: There may be some programming difficulties with this, but investigate
retaining the initia click as the check in date in the situation described.

A-37 P Horizontal scrolling on the main site

On many pages on the main site, horizontal scrolling was required on a 800 x 600
pixel resolution. Thiswas seen as annoying by all but 1 users, and some
considered it unprofessional.

Suggestion: Design to avoid horizontal scrolling

A-38 P General ‘dated’ appearance of site and home page

The impressions of the design of the main site were not generally positive - most
found the colors old fashioned and one called the scrolling text ‘cheesy’. Post task
ratings on the aesthetics confirmed that they did not find the site modern looking.

Suggestion - Consider arefresh of the site design.
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A-39 Q Poor presentation of map / location infor mation

The map page was considered very poor by all users and was mideading. The top
3D map was the worst, providing no North / South information or distance key, and
it as highly distorted (most though the hotel looked close to Central Park whenin
fact it isvery far). On 800 x 600 the lower map is below the fold, and many never
found it.

Suggestion: Improve map presentation. The lower map was better but still requires
scaling and directiona information.

A-40 P No explanation of rooms being en suite (with bathroom)

In Europe many hotels provide rooms with a shared bathroom at a lower price.
One participant was unsure if that was the case here even after reading the full
description of the guestroom amenities on the main site. He correctly assumed it
did have a bathroom, considering the prices, but others may have been unsure.

Suggestion: Update room description to mention bathroom.

A-41 Q No email addressfor the hotel

All participants searched in vain for an email address - particularly important when
booking from abroad and there are uncertainties on the booking cost or the
availability if non-smoking rooms. Many found it annoying that they had to
provide their email address even though the hotel offered none.

Suggestion: Provide an email address through which enquiries / modifications to
reservations can be made.

A-42 Q No simple presentation of price information

Users wanted to see a table that told the rates of the rooms without having to use

the interactive Flash calendar and room selector. Even if the table presented rates
in a price range (depending on season) this was seen as preferable to having to go
to the reservations page, because very often a date for the visit may not be known.

Suggestion: Provide room pricesin atable on the main site.
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A-43 T Confusing text

4 of the 6 subjects read the General terms & conditions and noticed the following
phrase under the guarantee policy: ‘For al reservations guarantee to form valid
payment is required at booking’. The Cancellation policy was also dightly
unclear: * For all reservations cancel between 4PM eastern standard time to arrival
date to avoid penalty of 1 nightsroom charge’ Thiswould have caused at least 2
to pull out of the reservation. The lack of sense and caused them to wonder what
happened for payment, cancellations, and booking in general.

Suggestion: Review and improve all T& C page text. Issues such as thiswill affect
trust and users may back out of bookings.

A-44 Q After the booking thereisno clear path back to the main site

All users found it very strange that the only link offered on the * Thank you page’ at
the end of the booking process was to make another reservation. That was seen as
very unlikely if they have just completed one. To get back to the site users clicked
the back button repeatedly, until they got to the reservations when the clicked
Home. Most expressed a strong desire to have some direct link to the site. One
used the back button and worried it may be ‘undoing’ his reservation.

Suggestion: Give more navigation options to main site.

A-45 Q No ability to cut and paste information on any reservation system page

Some said that they wanted to cut and paste the terms and conditions page or the
final Thank you page into a Word document or email.

Suggestion: Allow usersto cut and paste text.

A-46 Q Thank you page does not include their comments or email address
This was disconcerting to users especialy after they had relied on the comments

area for the non-smoking issue. There was some uncertainty that it would go to
their correct email address.

Suggestion: Include comments & email in the Thank you page.

A-47 P # symbol dightly confusing on the Thank you page

One participant found the # symbol confusing. Although he figured it stood for
‘number’ he saw this as an unnecessary American abbreviation.

Suggestion: Replace # with the word ‘number’ or ‘No.” as abbreviation.
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A-48 P Inconsistency in interface design

Users generally found the transition to the Flash reservation system disconcerting,
and the disappearance of the navigation on the left was met with surprise and
concern by the less experience users especidly (“uh oh - what have | done?’ asthe
Flash site loaded). Other smaller inconsistencies were noted although not seen as
major issues, such as variations in capitalization / non capitaization in the
reservations form (e.g. check in vs. City).

Suggestion: Make the interfaces consistent in design.

A-49 C Ability to select rooms by date or vice versa was appr eciated

Although not al would have persevered to figure out the system if they were not in
ausability test, when participants figured out how to use the two left panes of the
page, they liked it. They aso liked the fact that selecting the date and room type in
the left and middle of the page updated the right side with that information. Also
Users liked ability to see the room they were booking, get a brief description, and
get current pricing information based on the room type.

A-50 C iPix system was generally liked

Everyone liked being able to scan the hotel in this way
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Before test
Clear computer cache and cookie list.

Start browser — go to www.cnn.com.

Briefing for test:

| am neutral — | have not participated in the development of this website. Please provide as
many comments as you possibly can. Think aloud, positive and negative comments are
welcome.

You are not being tested — It isa way to test the usability of the site. Don’t worry about
what you do or say. Videotape will be made, only used internally. Present NDA form.

You can ask questions— But many times | will have to not answer them, or ask you to
forget | am here. | may occasionally ask some questions to better understand what you are
thinking or doing.

Pre-test interview
1. How often do you use the web? What type of thisngs do you use it for?

2. Haveyou ever researched a hotel or flight on the web? Ever booked over the web? If yes, what
was your experience?

3. What kind of information would you like to find out on a hotel site? Is there any specific
information you would be interested in learning more about?

4. What are your expectations of a hotel website?

5. What would you not want to see on a site of this type?
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Post-test interview (Responses shown in italics. Letters correspond to testing session)

1. You have now worked with this website for about two hours. Do you find that the content is
understandable to you? Was there any/too much jargon/terminology you didn’t understand?

Not easy, confusing. Booking process was unclear — help panel explained everything but it
ishidden. It isa dashboard with no assistance, feelslike it was taken from an internal hotel
reservation system.

Yes but for someone who uses the web a lot, for meits not idiot proof

Fair —main part OK, typical. Dont feel confident in booking, its disointed fromrest,
bombarded with everything at once — should break it down.

At start straighforward, but reservations confused me. Need to put in 4 blocks to stay 3
nights. If used it all the time, no problem. Getting home was hard, idn't like the litle print.

Lked the 3d tour, would have convinced me ; booking was restrictive, nit sure what to do
for the state field —if | put in NA would it think | live in Nebraska? Design of main site
looks dated.

Old fashioned, didn't like site, for some reason uses Flash for reservation, but its
unprofessional, gimmicky, hotel uses gimmikslke that and iPix — doesn’'t take web serioudly;
inadequate feedback in reservation;

2. Isthere anything missing from the site?

a.

b
C.
d.
e
f.

email address, update to modify reservation, informatin about charges, taxes etc, function
to select non smoking, info on age for child vs. adult, north south and scale on the map

back button was horrendous — need to keep hitting it; no way to amend reservations

email address, some photos in reservation page
info for families
basics like email address, how to get to the hotel are missing, but they have Flash —why?

3. Did you find the reservation area easy or difficult to use?

a.
b.

easy to find, hard to use

easy to find, hard to figure out; would be better to have separate screens — too cramped and
busy

difficult —info on left updates stuff on theright. Hard to tell what color signify, text is fuzzy
and | don’t like under scores between words

Page 20



Comparative Expert Review, March 2003 (CUE-4) - Team A

e. hard—didnt like losing my data all the time. Selector for adults/ chil numbers lookslike an
afterthought squeezed in, needs better color, but | liked the room type picture

f. difficult poor feedback about how much charged & when; | prefer a systemwhere you give
dates, then number of people — it tells you what rooms available. Payment should be a
separate page. |'ve never booked on anything as bad as this.

4. If you had to give it arating between 1 and 7 on this scale, what would you give it?
(note — scores shown below in italics)

Very 1 2 3 4 5 6 7 Very
Difficult Easy

5. Isthere anything you think should be presented differently?

c. explanation of how to useit isin help — should be on the page; navigation is at
bottom — looks an afterthought

e. colors, something for non smokers (comments won't be read at their end)

f. contrasts poor with black text on green, text too small; ’cick for details' is poor
cue.

6. If you have used another hotel / car / airline reservation system, how does the Hotel
Pennsylvania system compare?

(note — scores shown below in italics)

Much
Worse
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7. What two things did you like best about making a reservation at the hotel Pennsylvania?
a. integrated and calculated onright; seeing what’ s available and what’ s not.
b. You can seeit all and cost

Get picture of room when click it

Sraightforward, easy to use, good virtual tour

® o o

Seeing the room on reservation; getting it all on one page; seeing what dates available by
selecting room (although | wouldn’t do it that way)

f. Can play around when you get used to it; very top of home pageis OK

8. What two things did you like least about making a reservation at the hotel Pennsylvania?
a. noclear order to steps; error prompts such astoo many peoplein room
b. too much happening

c. adding & taking away children numbers—inwrong place; card & personal details entry
info isall squashed up

d. map not clear; confused with colors, 4 blocks = 3 nights, small home button at bottom, help
text hard to read

e. dtatefield; cant amend reservation; terms & conditions phrase confusing
f.  whole process too complicated; lack of feeback

9. Any recommendations for the designers of the system?

a. colorsarebad, ugly, need to give instructions upfront rather than in help, no need to have
it on 1 screen, payment shoudl be a separate screen — scary to see credit card logos

b. put it on separate screens
C. put on more screens, not one
d.
e
f. dstartagainand keep it simple
10. What 3 words would you use to describe the site, particularly the reservation system?
a. overcomplicated, frustrating, challenging — makes me feel stupid
can’t think of any

b
€. uncertain; unconfident (about charges); confused (why room not available)
d. clear, traightforward, OK colors
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e. ambitious; incomplete
f. complicated; clunky; old fashioned

11. Would you like to use a site with this type of reservation system again in the future? Why /
why not?

no
no
no
yes
no

- o Qo 0 T

no
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Post Test Questions Name:
Please answer the following questions about the tasks you just completed. Please circle the figure
on the scale from fully agree to disagree entirely. Please add your comments on the space at the

bottom of the page.
Number of respondents for each shown initalics and brackets
Fully Disagree
agree entirely
1. | fed in control when I'm using this site 3 2(D) 1@ |2 |33
2. Thereis nothing unnecessary on the website 3(1) 2(1) 1(D) 2(4) 3
3.1 quickly find what | want on the website 3(D) |2 1 23 [3(
4. Thewebsite has alogical structure 3 2 14 |2 3
5. | would not like to use the website 3 24 |1() |2 3(D
6. The user can move quickly through the site 3 2(2) 1 24 |3
7. Itisdifficult to navigate the website 3 2 (1D |2@® (301
8. The pages on this Site are very attractive 3(d 2 1(D) 2 (1) 302
9. This site has some annoying features 3(3) 23 |1 2(1) |3
How would you rate the following visual elements:
Very Very
unappealing appealing
10. Colors used 303 29 |1(D 3
11. Graphics 303 229 [1(D 3
12. Layout of information 3 209 [1(D) 3
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Test Tasks

Task

Comment

1. Youand your partner are planning a weekend trip to
New York City and you will need ahotel. A friend
of yours recommended one called the Hotel
Pennsylvania. How would you find their website?

To find how they try to find the site. Do they use a search
engine? Which one, what search words do they use.

2. You have found their website. Have alook at the site
and see what you think of the hotel. If thereis
something of particular interest to you about New
York or hotels you stay in, try to find it here.

Thisisaninitia ‘free browsing’ task. | like to start with
these before more task specific ones to see where people
go, why, and what takes their interest. Its also the way
many people work with hotel sites — they check out the
place, learn about it before deciding if they'd like to stay
there. They are asked to find something of their specific
interest on the site.

3. Youliketo jog in the morning and you want to find
how close the hotel isto Central Park. Can you find
this information?

Map page not very clear. Central Park does not appear on
lower street map and is hard to distinguish on the pictorial
3d map at top.

4. You and your partner like the look of the hotel and
would like to stay there. You are thinking of staying
there sometime around July 4". When would it be
possible to book aroom around that date?

To explore the icons for availability — are they
understood? Do they click on the white block for 4" July?
What do they think it means ?

5. You are quite budget conscious, and are a member of
the American Automobile Association (AAA)
because it sometimes gives you hotel discounts. You
decide to stay there for 3 or 4 nights starting from
June 30™. Y ou have budgeted for spending no more
than $500 for the full cost of accommodation. Can
you stay at the hotel in this budget? What would it
cost to stay there?

Most people are primarily date & budget driven when
booking hotel rooms. The type of room is often secondary
depending on the room available. This part will require
them to click the buttons to select start and end dates,
possible confusion. They will redlise that they can only
stay for 3 not 4 nights. Also exploresif they see,
understand taxes extras.

6. You decide you'd like aroom with aking sized bed.
Go ahead and book it using your own name and
address details, however, use the email address | have
provided.

For payment, use aVISA card with a number 4444
3333 2222 1111 which expires in December of this
year.

To test the CC booking form. Possible issues with no
‘State’ in Europe. Also tab order at end of form does not
go to the finish reservation button.

7. You'vejust remembered that you want to make sure
that it is a non-smoking room. Please revise your
reservation now and then complete it.

Interrupt to introduce this task when they click Finish
reservation (onthe T&C page) . To seeif the notice and
feel confident using the make changes function. Are they
confident a comment will reserve a non smoking room?
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How much will it cost you in total for your stay
there?

Let them review the T& C page too — do they understand
the guarantees? Do they notice $2 / room charge? Are
they concerned when their card will be charged?

criteriafor achild vs an adult. How do you do this?

8. You have reserved a Superior King Bed room and When completed res. And have details, ask them about
want to see what it looks like. How would you do details — are prices as they expected? What would want to
this? do with the page? Print it? There is no option from the

reservation confirm page to go back to the home or any
other page in the site (it just offers make another
reservation). When they are back on the site there are
different ways to see the room, but only through the
virtual tour do you see the King Guest room in 360
degrees. TheiPicstour hasits own set of issues. This task
is to review navigation from the confirm page to main site
aswell as how useful the virtual tour is.

9. You were going to leave your two children (aged 10 | Some hotels alow you to modify a booking online — see if
and 12) with your brother, but have decided they users expect this one too and their reaction when they see
might enjoy the trip to New Y ork, and want themto | its not possible — they must cancel & rebook.
come. Can you modify your reservation to have al 4
of you stay in the room?

10. You'd liketo stay at the hotel in aroom with all 4 of | Answer = no . you can have 2 adults + 1 child, but not 2
you init. Can you stay in the same type of room you | kids.
booked before (Superior King bed) or do you need a
different type of room?

11. Dueto work commitments, you need to change your | Thiswill exploreif they can use the system where the
travel plans. You would like to take the children room type, rather than the date, is the primary criteria.
some time in July for 3 nights and stay in aroom Thiswill require their understanding on using the middle
with two double beds. Find 3 consecutive nights of the 3 panes for room selection.
when such aroom is available, then go ahead and
complete the booking and note the total cost of your
stay.

12. Because you've booked these new datesin the hotel, | To see how they do with cancelling their reservation. Any
you want to stop your original room reservation. questions on refund amount or when refunded?

How would you do this?
13. You want to email the hotel to find out the age There is no clear contact us (by email at least). Expensive

to call from abroad. Other contact details are often below
the fold. Many people like reassurance of being able to
contact a hotel by email.
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Executive Summary

This report documents the findings of a usability evaluation of the website

www.Hotel penn.com carried out as part of the CHI 2003 Workshop on Comparative Expert
Reviews in March 2003 by Team B. The study is also known as Comparative Usability
Evaluation 4 (CUE-4).

The most important positive aspects about the website:

1

Available dates ar e easily visible — The ability to immediately know if a particular
room type is available without cycling through dates (common with Expedia for
example) is a very positive feature. Some sites (WWw.roosevel thotel .com) allow
users to choose dates, but have no calendar so you know the day of the week aswell as
the actual calendar date. The two month calendar in the Web site is quite a positive
feature.

Basic registration isrelatively smple — You can click around and generally figure out
what to do.

Automatic calculation of costs and taxes. The reservation system does most of the
calculations and presents them well. The only exception is the occupancy charge which
is not reflected in total cost.

Pictures of rooms— The room pictures are likely to engender some trust in the
customers. Please include room pictures for the suites as well.

Confirmation emails are generally clear. The confirmation emails have all the
relevant information and an 800 number.

The most important improvement areas for the website:

1

You can lose data if you have partly filled in forms and want to go out to the Home
page to check on various things. | filled in aform, but couldn’t remember if the hotel
served afree breakfast. | lost all my datawhen | jumped to the home page and then
came back to finish registration.

There was no clear way to request a smoking versus a no-smoking room or a room for
someone with a disability (wheelchair). | assume that the comment areais the place
where you do that, but | was never quite sure how to indicate that this was essentia (if
you have asthma this would be critical) and not a comment.

The use of disappearing labels in the form is at first confusing. My inclination was to
delete the test, but you can’t really select the disappearing label. Thisis a trade-off of
space versus usability, but why not allows selection and deletion of the label first if the
customer tries to do that?

The promotional information on the Flash page was not sufficient. There were
promotions on the HTML page that didn’t seem to be available on the Flash page. The
system might be doing some automatic work and actually giving the person the
promotional price, but that wasn't clear. | would like to see AAA and AARP discounts
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listed (there will likely be some disclaimers, but that is OK) given that people are
concerned about costs in these tough economic times.

5. The use of the Flash interface seemed to eliminate some basic accessibility features like
Alt+Text, the ability to change the text size, and keyboard access to the left and middle
panels.

Based on the usability problems identified in this evaluation, our team recommends that the
website project team should

1. Consider adetailed review of the text for messages and help. There are many small
inconsistencies that may affect usability and credibility of the site.

2. Make sure that the TOTAL price (including that $2 occupancy fee and any energy fees,
etc) is shown to the user. Y ou can break down the room charge from taxes from other
fees, but it is important to get the total cost when you make a reservation. Thisis partly
a Ul issue and partly a management issue. Full disclosureislikely to be appreciated in
the long run.

3. Consider away to get feedback on the new web site directly from users and then
compare that data with the expert reviews and usability testing.
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1.Comments on the Website

Usability comments are classified in one of the following categories:

Positive finding.
This approach is recommendabl e and should be preserved.
Category code C

Minor problem. C

This problem may cause users to hesitate for a few seconds.
Category code P.

Serious problem.

The problem could delay customersin their use of the website for 1 to 5 minutes, but
eventually they should be able to continue. Could cause occasional “ catastrophes’.
Category code Q.

Critical problem.

This problem could cause frequent catastrophes. A catastrophe is a situation where the
website “wins’ over the user, i.e. a Situation where the user cannot solve a reasonable
task or where the website annoys the user considerably.

Category code R

Good idea.

A suggestion from the reviewer that could lead to a significant improvement of the user
experience.

Category code A.

Bug.
The website works in away that’s clearly not in accordance with the design

specification. This includes spelling errors, dead links, scripting errors, etc.
Category code T.
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ID | Category |Description

B-01 P Terminology

What does Run_of _house mean? This sounds like hotel terminology. |
could not find any Run_of house rooms for the entire year so why is this
term even in the list?

Change this term so that it is meaningful to occasional users of the hotel
system.

B-02 P Underlying system visibility

The underscores for the room descriptions are not necessary, This seems
like an implementation detail that should not show up on the user interface.

Remove the underscores.

B-03 P

Low contrast of text with background

The contrast between the black text and brown background is relatively low.
Consider using colors that yield a higher contrast.
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B-04

GENERAL TERMS & CONDITIONS

****Note a $2 occupancy tax will be charged per room =
per night.

Guarantee Policy: .

For all reservations guarantee to valid form payment is
required at booking.

Cancellation Policy:

The terms are spread apart and require scrolling. This can tax short-term
memory. Cancellation policies are important to hotel users.

Eliminate all the large blocks of white space between the separate terms and
conditions.
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B-05

Lhank you lor your reservatio

Remindar: A0L vwil fevar sk o 100 your paswand o bRng indormalian,

Hello

Confirmation of Your Beservation at New York - Hotel Penn
40I Seventh Ave, New York, NY 10001, £/54

s WP ol ke o thank
you fior incleding the Hotel
Pennsylvania in your plans,

Guest Comment:
TEST

required at booking.

Your Reservation Summary:
(Please call 1-800-223-8585 ¥ vou have any
qugstions)

Guesk Hama:
Address:

Phone: !
Fa:
Ernail:

Current Reservation Info:
Confirmation: NYP - 121287
Room Type: Superior_1_King_Bed
Mumber of Rooms: 1

Adults: 1

Children: O

Langth of Stay: 1

ihackln: Sat, May 3, 2003
CheckOut: Sun, May 4, 2003

Rate Type: Web RACK

Lodging Charge: US$ 109,95
Tawes: USE 14.57

Ladging Charge plus Taxes: USE 124,52

Dzily Rate
05,/03/2003 USE 100.95

Terms, Conditions and Hotel Policy:

Chack-in time after 4 PM. Check-out time before 12 PM. Pets allowed
(additional charge) Rates subject to change. Reservation must be cancallad 24
hours prior to armival to avoid cancellation fee of one night room and tax,
#*+4Mote a £2 occupancy tax will be charged par room per night.

Guarantes Policy: For all resereations guarantes to valid form payment is

Cancallation Policy: For all reservations cancel 1 day prior by 4pm eastarn
standard ttma to arrival date to avoid penalty of 1 nights room charge.

Missing Feature.

There is no capability for printing a confirmation. There is an email
confirmation, but many users may want a printout right away.

B-06

. - 12 12
click for details - 125

Provide multiple coding of data when appropriate.

The word "details’ isinsufficient. It isn't clear what | am clicking for.

Add better explanatory text or minimally add Alt+Text.
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B-07 P
Thank You for Your Reservation!
You will receive an e-mail confirmation with the
information below. Thanks for including us in your
travel plans! We look forward to having you as our
guest!
MLA 01778
confirmation #: | 121287
check-in: | may 3, 2003
check-out: | may 4, 2003
nights: | 1
adults: | 1
children: | 0
room type: | Superior_1_King_Bed
rooms: | 1
room total: | $109.95
Aesthetic and minimalist design.
The heavy lines in the table make the borders stand out as much as the text.
Lighten the lines or eliminate them.
B-08 P LB RRNLAN BTN, L*
room type: | Superior_1_King Bed
rooms: | 1
room total: | $109.95
Thisis the room " subtotal”.
A common complaint among hotel usersis that the total cost is often hidden.
The cost here is just the room cost without taxes and other fees.
Include aline for the cost of the room and aline for total costs.
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B-09

Click a room from the list below will
show its availability on the calendar.

total (all room nights)

Low contrast of text with background

The contrast between the red text and brown background is relatively low.
Consider using colors that yield a higher contrast.

B-10

Superior_Junior_Suite

A Superior Junior Suite features New
Furniture. Sleeps a family of 4.

Bug — No picture for the Superior Junior Suite

Include a picture of the Superior Junior Suite
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B-11 P
ERROR:

You must have at least one adult per
room.

The title of this message is harsh and the system did not prevent this simple
mistake.

Avoid the user of the word “Error” in messages.
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B-12

Reservations

Fill out the requested information below:

Confirmation Number: 121287
Last 4 Digits of Your 1111
Credit Card Humber:
| Fetrieve by Fesersation |

@ 2002, Mew ok - Hotel Penn
Fesenvations system powered by iHotelier

Minimize the memory load on the user. Provide a clue on the interface about
the email address of the confirmation message.

With busy people who get lots of email, it may be hard to find the
confirmation number if you don't recall the email address of the sender.

Y ou might want to include a succinct note that “ The confirmation number is
contained in email that you received from reservations@hotelpenn.com
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B-13 P
Here is wour resenvation recard with us.

Ifyou are sure you want to cancel, click the button to confirm.

[ Cancel My Beservation ]

@ 2002, New ok - Hotel Penn
Fesenrations system powvered by iHotelier

The language above the button has pairs the words “cancel” and “confirm”.
This pairing caused a bit of mental dissonance. The text that says “Hereis
your reservation with us’ would seem more appropriate at the top of the
reservation.

| would recommend just saying “ Click the button to cancel your
reservation.” Move the text starting with “Here is your reservation...” to the
top of the reservation information.

B-14 P ~To clear dates, click on "Reset" on the middle left
hand side of the calendar panel.

SELECT rROOM

Select a room

type located
in the center
column.

Inconsistent terminology.

The Help refers to a panel while the text in this error message refersto a
column. Either word will work, but the system should be consistent in its
terminology.
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B-15 P

STATUS: INCOMPLETE

You must complete the following
steps, but in any order.

SELECT DATES SELECT ROOM COMPLETE FORM

You have Select a room All required
selected a type located  form fields have
check-in and in the center been filled.
check-out date. column.
OK INCOMPLETE OK

False affordance. The green bold text at the bottom appears button-like,
especialy since thisis an error message. The text invites clicking.

| clicked “INCOMPLETE” expecting to be taking back to that panel.
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B-16 . .
Q ***To close the Help window please click on the -

word "Help” again.* " "

SELECTING THE PERIOD OF YOUR STAY

—Start by clicking on the month you are planning to
visit, on the left hand side of the screen.

—The calendar for the selected month and the month
following it will appear next to it. Click on the dates
you wish to check-in and check-out and the entire
period of your stay will be highlighted.

—Please note that the check-out date is not the last
night of your stay but the next morning.

—To clear dates, click on "Reset” on the middle left
hand side of the calendar panel.

[~ |

*FirstName |*Lastr~‘n\
ey

woA oo

help

No clear exit for Help.

| read the text at the top, but didn’t not notice the Help text on the tab at the
bottom for several minutes.

Make the text button more obvious.
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B-17

*FirstName *LastName
*Address

g *State |*Zip
*Country

*Email

*Phone | Fax

neal e

*CardHolder
*CardMNumber
Comments/Requests

O i

*ExpireDate

* fields with an asterisk are required

**finish reservation®**

Lack of input format information.

The interface does not provide any hints about what the input formats are

for phone numbers, dates, card numbers. Will it accept US and non-US date
formats for expire.
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) A —
B-18 Q Comments/Requests
* fields with an asterisk are required
**finish reservation™**
|- > |
The purpose of the Comments/Requests field is not clear.
| looked for a place to choose a non-smoking room and was puzzled for
several minutes then realized that possibly | could put that in here asa
request. Would the person reviewing this acknowledge the request? Does
this have to be in English rather than German, or French, or Danish?
Consider checkboxes for the 2-3 most common requests with a small text
field for other requests.
B_lg P - - - - | o "

Comments/Requests

* fields with an asterisk are required

**finish reservation**

The required field legend is at the end of the panel. The de facto Web

standard is to have the legend information at the top and possibly highlight
in adifferent color.

Move the legend to the top and consider making the asterisk another color
(redundancy of cues).
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B-20 :
| | T B @;.1 (F)  JEsmionas
*CardHolder
These icons appear clickable, but they are just meant to indicate what cards
are acceptable.
These images are both good and bad. They provide good feedback, but also
look clickable. On balance a good idea though a few mistakes will be made.
B-21 “Reset” [in the date panel] is ambiguous and the purpose of the button not
really clear.
Consider a button that is more explanatory, for example, “Clear Dates”.
B-22 *FirstName *LastName
*Address
g *State |[*Zip
*Country
*Email
*Phone Fax

The labels disappear if you start to type, but if you try to delete them first,
nothing happens. Once you know this, it is not a problem, but a first time
user may try to delete the text before he/she enters data.

Allow the user to delete the labdls first.
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B-23

CONMNECTION STATUS: unable to submit
reservation

Error message is not helpful. | made a mistake in my email (used # instead
of @ symboal).

Provide better feedback. Tell the user that the email address did not have
the proper format because the @ was missing.

B-24

If you made a mistake on your email, you got the message in the row above
and no clear exit to get back to the form. If you used the Back button, you
lost al your good input on the form as well as the mistaken email.

There should be a button that takes you back to the form with the email field
highlighted.

B-25

The State and Zip are required fields, but are not relevant to non-USA
customers. The form does not seem to support international users.

Consider putting a country field first and allow choice of country. The rest
of the form could then change to the appropriate format.

B-26

Insufficient contrast between text and background. Text does not |ook
active. No clear exit.

Change the color so the text is clearly visible and use a button-like
appearance similar to the Finish Reservation Button.
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B-27 Your Reservation Summary:
(Please call 1-800-223-8585 if vou have ahy
questions)
The email confirmation includes atoll-free number, a positive feature for
the person who has to make changes or has a plane delayed.
One small suggestion would be to include a regular number if someone has
to call from outside the USA.

B-28

Groups Cancel Promotional Rates

No clear path for canceling areservation.

Thereisa Cancel button in the room of buttons at the bottom, but given that
Cancel has many meaningsin a Ul, it would be better to say “Cancel
Reservation” Space is tight, but for a user who makes late changes, you
could provide a better cue.
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B-29 Q Terms, Conditions and Hotel Policy:

Check-in time after 4 PM. Check-out time before 12 PM. Pets allowed
(additional charge) Rates subject to change. Reservation must be cancelled 24
hours prior to arrival to avoid cancellation fee of one night room and tax,
**E*note a $2 occupancy tax will be charged per room per night.,

Guarantee Policy: For all reservations guarantes to valid form payment is
required at booking,

Cancellation Policy: For all reservations cancel 1 day prior by 4pm eastern
standard time to arrival date to avoid penalty of 1 nights room charge.

The email confirmation has a cancellation policy, but does not tell you how
to cancel from the Web site. Since email is likely the best record for the
user, the email should provide brief instructions on how to cancel a
reservation.

B-30 R The wording in the Terms, Conditions, and Hotel Policy is awkward and
unclear. Users have to do calculations about the latest date/time for
cancellation.

For example, you might want to reword the cancellation policy to read:

“You must cancel your reservations 24 hours prior to 4 PM Eastern
Standard Time (EST) on your date of arrival to avoid a penalty of 1 night’s
room charge.”

Even better would be a smart system which would say: Y ou must cancel by
4 PM Eastern Standard Time on April 4 to avoid a penalty of 1 night’s room
charge.
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B-31 Q Missing information. Help doesn’t tell you how to cancel areservation.

Include a brief note about how to cancel in the Help.

B-32 C In arder to better serve yau in the future,
please state a reason faryour cancellation.

Asking for feedback is commendable. As a designer, | would ask how the
feedback will be used to make changes.

B-33 P

Your Reservation is Cancelled!
Thank you for your patronage.

Provide more feedback to customers on the page that confirms the
cancellation.

It would help to have a bit more information here so the customer knows
that the right thing has occurred. You might want to have the name, dates,
and number of rooms that were cancelled for instance. Thisis donein great
detail on the email about the cancellation which is good, but for immediate
feedback, provide more context for the cancellation on the page that appears
after you click the Cancel My Reservation button.
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B-34
Q PROMOTIONAL RATES

AAA

aaa rate, membership card required at check-in.

AARP

aarp rate, membership card required at
check-in.

GOVERNMENT

government rate, government id required at check-in.

Customer expectations.

Customers may expect more information here. For example, what is the
AAA discount (10 %7). Since this would affect my cost, | would like to see
at least the range of discounts that each of these would offer or the actual
rate. If | call the hotel, they will give me the rates for AAA and tell me that |
have to show my card.

The title of this screen object is Promotional Rates, but these are really
group discounts and not promotions like those mentioned in item B

B-35 R Unclear if the one-page system allows you to take advantage of promotional
prices.

There does not seem to be a way to do promotions (WINTER INTERNET
SPECIAL (1/3/2003 To 3/31/2003) for example) through the one-
page booking system. Perhaps the system does it automatically, but
that is not clear.
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B-36

System does not speak the user’s language. The text is almost unreadable
because of low contrast and exactly where is the hot spot.

Outside of people who work in technology, terms like Flash and Engine and
even HTML are not well understand. Eliminate the jargon, increase the
contrast and provide a clear button-like object for going to the HTML
version if thereisadelay..

B-37

() Selected Date
125

These are dates you have selected as
part of your dates of travel, from check-
in to check-out. Each date except the
check-out date should show the rate for
that day, once a room has been
selected

L

Bug — | could not get a state where | saw the room charges on the calendar
as noted when | clicked on the detail icon. This makes the system look
somewhat unpredictable.
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B-38 P

The title text is unreadable here. It may not be important, but it is the
“tagline” for the page so it should be at least readable. Similarly, you could
make the help button dlightly larger. It could easily be missed.

Put the title text at the center of the screen and make it White or some color
that provides adequate contrast.
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B- march
39x s mo tu we th fr sa
1
Rules for selecting get confusing if you inadvertently select a range that you
don’t want.
During my first experience with the system | accidentally selected arange
and then tried to fix it. The rules seem to change here. The easiest way to
get back isto click Reset. | stumbled around for about 1 minute trying out
various combinations of clicking in the middle of arange and at each end.
B- .
total (all room nights
30y ( ghts)

Superior_1_King_Bed £12234.91

Bug — the last digit on the room charge is clipped. Thiswould be arare bug
given that you would have to stay along time. | discovered it when |
accidentally clicked a wide range of dates.
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B-40 P

Room features 1 King Bed and Mew
Furniture. Data Ports, Cable TV, Hair Dryer
and lron and lroning Board

Rates for using phone lines not available.

A common complaint in articles about travel is the price of phone calls.
That has gotten some significant press in the last year. What are the rates for
making phone calls or using the data ports on the phone for business (even
on vacation).

Include a More... button on the picture that would give more details,
especially about the phone.

B-41 R Accessibility for people with disabilities.

A mouse appears to be required to for the left and center panels. The text
size feature on |E did not change the text size (which might cause scrolling,
but for people with vision impairments, that might be OK. Thereis no
Alt+Text.
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B-42

Click buttons below to select check-in date,
check-out date, rooms, adults and children.

december
sa

11 12 13 14 15 16 17

18 19 20 21 22 23 24

System is too limiting on extended reservations.

Members of my family often book amost a year ahead for major vacations.
| tried booking a New Y ear’s holiday from December 30, 2003 to January 4,
2004 and could not. Consider allowing reservations up to a year ahead.
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B-43 R

Inability to go back to the home page without losing data.

If you are in the middle of filling out things and can’t remember if the Hotel
Pennsylvania serves a free continental breakfast or is near the train station
you may want to click the Home button. If you do , you lose the datain the
flash screen. One workaround might be to have a button associated with the
picture above that would pop up a summary of features that tourist and
business guest would like. For example, is there a copy facility in the
building or an exercise room?

B-44 C The ability to see what dates and rooms are available right away is a strong
feature that is lacking from sites like Expedia.

B-45 C The pictures of the rooms are inviting and engender some trust in the hotel.
There are picture missing of the several room types.

B-46 C The confirmation emails are detailed and for the most part clear.
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B-47 P FINISH RESERVATION

-Once all the fields are selected and files click on
finish reservation, if there is any information missing
a window will display the reguired information that
is missing.

Unclear text in Help

The text, “...Once dl the fields are selected and files click...” is not clear.
What are “files” in this situation?

Revise text to read something like “After filling in your guest information,
click “finish reservation”.

B-48 P Minimalist design

There are some words that could probably be removed in a number of places
to reduce clutter. For example, in the instructions for the second column on

the site you could eliminate several words.

“Click aroom below to show its availability on the calendar.” The visual
style makes it clear thereis alist and the word “below” is also a cue.

B-49 Q wouuld also like someone to email me the
phone rates since | may

Insufficient room in Comments/Requests field

| attempted to put a note in the field that | wanted a non-smoking room and
also wanted someone to send me the phone rates since | would be working
in my room online (that might be stretching what arequest is, but it isa
legitimate questions and one of the major complaints among travelers who
use the phone alot. Perhaps there could be a note about how long messages
can be.
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B0l oom 1

=adult 1
= child 0

Good feedback for users.

The use of the +/- rather than just up and down arrows provide
clear feedback about what clicking on the area will do.
Separating the room, adult, child groupings even dightly may
make it easier for people to operate these controls (I'm thinking
of an older person who may have trembling hands for example).
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Executive Summary

This report documents the findings of a usability evaluation of the [registration function
of]* website www.Hotel penn.com carried out as part of the CHI 2003 Workshop on
Comparative Expert Reviews in March 2003 by Team C. The study is aso known as
Comparative Usability Evaluation 4 (CUE-4).

The most important positive aspects about the website:

1. Ability to seethe entirereservation process at one time. This makes it possible for
the user to explore different possibilities quickly and complete the entire process before
submitting any data.

2. Available dates display. This powerful feature solves a thorny reservation problem:
finding available dates when your schedule is flexible.

3. Dynamic display of pricing. Asthe user makes different choices, the total cost of the
reservation is automatically updated.

4. Flexible data entry. The data entry fields don’'t have rigid formatting requirements
(e.g. “no spaces in credit card number.”)
The most important improvement areas for the website:

1. It'sunclear whereto start. | think moving the room selection to the first column
might make the whole process clearer.

2. Advantages are not obvious. Users have to “play” with the interface to discover its
most powerful features, and some will not discover them at all.

3. Someinterface elementsaren’t in the best location. The Reset button and the
Room/Adult/Child widget, for example, are easy to miss.

4. Room typeinformation doesn’t make it easy to choose. The information is
inconsistent, making comparisons between room types difficult.

Based on the usability problems identified in this evaluation, our team recommends that the

website project team should

1. Following some of our recommendations, tweak the interface to make the process
clearer.

2. Conduct a small number of user tests to verify that the changes have produced the
desired improvement.

! Note that if | was reviewing the entire site, my recommendations and findings would be very different. The
Home page, for instance, is so unprofessional ooking that it undercuts the hotel’ s credibility.
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Method

Here are the steps in my expert review process:

- Determine the target audience and business objectives of the site, and which sections of
the site need to be reviewed. (In this case, al of this information came from the briefing
document provided).

- Determine the key tasks user will want to accomplish at the site (and the tasks that the
publisher wants users to do to accomplish its business objectives), then choose the ones
I’m going to try doing.

- Walk through the site, performing these tasks as | think most users would, making notes
about anything that is confusing or difficult to understand or doesn’t work as expected.
(I also capture and print screenshots and annotate them as | go along.)

Generate the report.
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Comments on the Website

Usability comments are classified in one of the following categories:

- Positive finding. Category code C
This approach is recommendable and should be preserved.

- Minor problem. Category code P.
May cause a considerable number of users to hesitate for a few seconds.

- Serious problem. Category code Q.
May delay a considerable number of usersin their use of the website for 1 to 5 minutes,
but eventually they will be able to continue. May cause occasional “catastrophes”.

- Critical problem. Category code R
May cause frequent catastrophes. A catastrophe is a situation where the website “wins’
over the user, i.e. a Situation where the user cannot solve a reasonable task or where the
website annoys the user considerably.

- Good idea. Category code A.
A suggestion from the reviewer that could lead to a significant improvement of the user
experience.

- Bug. Category code T.
The website works in away that’s clearly not in accordance with the design
specification. This includes spelling errors, dead links, scripting errors, etc.

ID |Catego |Description
ry

C-01 P Database-style labels.

Names of things (like " Superior_1 King Bed”) and field labels (like
“CardHolder” and “CardNumber”) will strike users as odd and unprofessional
because of the use of underscores and lack of spaces between words.

C-02 Q Missing information.

One room type (“Run_Of _House”) is unexplained. (It's description is the
completely uninformative phrase “Run of House Room Type”.) Anyone

unfamiliar with hotel jargon will not know whether to book these rooms.
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C-03 Inconsi stent room descriptions.
Some of the room type descriptions include details like “ Data Ports, Cable
TV” while others just describe slegping accommodations. This makes it
difficult to compare advantages of different room types. Descriptions should
be in a consistent format that highlights the differences.

C-04 Room descriptions are different elsewhere in the site.
If auser goes to the Accommodations page to get clarification or a more
detailed description of the room types, he will find Superior Bedrooms,
Moderate Bedrooms, and Standard Bedrooms. Only Superior Bedrooms are
mentioned on the Reservations page.

C-05 Low contrast type.
The page heading “Book Y our Reservation Today at The Hotel Penn!” is very hard
to read/notice because it is black text on adark green background.

C-06 No photos of some room types.
Two room types have photos; the other four do not. This aso makes it more
difficult to choose between types.

C-07 “# of rooms/adults/children” selector easy to miss.
This widget more properly belongs in the center panel, with the room
selection, than with the date selection.

C-08 Add “Next/Previous’ arrows to months.
| recommend adding an arrow before the name of the first month calendar and after
the second to take you to the next or previous month. Thisis a very well-established
convention, and easier than clicking on the list of months.

C-09 Instructions hidden under Legend icons.
Requiring users to click on each icon to see what it means (and in some cases
get important information about how the interface works) means many users
will miss thisinformation. The icons should be labeled (e.g., Selected date,
Unavailable date, Selected date) and the additional information for each icon
should probably appear in arollover, instead of requiring the user to click
each icon.

C-10 Instructions at top of the panels are too long.
The instructions (e.g. “ Click buttons below to select check-in date, check-out
date, rooms, adults, and children™) are just long enough that no one will read
them until after they’ ve experimented unsuccessfully.

C-11 Consider swapping first and second panels.

It might make more sense to put the room selection panel first. This might
make it more likely that users clicking through the room types will notice that
the calendar dynamically shows availability.

Page 5




Comparative Expert Review, March 2003 (CUE-4) - Team C

C-12

Check-out days concept is difficult.

To avoid the whole concept of check-out only days, consider reformulating the
interface so that the user clicks the first and last nights they want to stay, instead of
check-in and check-out. days Y ou could make this even clearer by having the first
selected day be formatted to indicate that only the last half of the day is selected.

People are often confused figuring out the dates of their stay because the check-in
and check-out days are not full days. By changing the mental model to “nights you
want to stay,” the interface could clarify it for them.

Note that this change in model would have to be tested on some actual usersin the
prototype stage.

C-13

Credit card icons are not selectable.

Some users may be puzzled when they can’t indicate what type of credit card they
are using. (Mast people don’t know that the card number itself identifies the type of
card.)

C-14

Credit card number field accepts spaces.
Users are not punished for entering the data the way they are used to seeing it.

C-15

Credit card number field shouldn’t strip spaces.

The field deletes spaces as you type them. It should alow the user to type spaces
within the card number, because this is how the number appears on the card, and
alowing it makes it much easier to proofread the number, reducing the number of
mistakes and the expense of contacting the user to get the correct number.

C-16

The “**finish reservation**” button doesn’t look like a button.

Most users will find it because of it's position, and the fact that they’ll be looking for
a button to submit their info. Even renaming it “Finish Reservation” (without the
asterisks) would be an improvement.

C-17

Format of expiration date isn’'t shown.
Most users will try “mm/yy” sinceit is fairly standard.

C-18

Illegible link.
On the confirmation page, the “make another reservation” buttor/link isillegible
black text on dark green background.

C-19

Missing navigation.

On the confirmation page, the “make another reservation” button/link is the user’s
only option, other than Help. There should be alink that just takes you back to the
HTML site.

C-20

Add day name to dates.

At the top of the right panel where Check-in and Check-out dates are shown, the
dates should include the day of the week (“Friday, July 18, 2003" instead of just
“July 18, 2003"). People are much more likely to know the days of the week they are
trying to register for than the dates, so including the day makes gives them a better
chance of confirming that they’ ve made the reservation correctly.

C-21

Muddled text.
This nonsense text appears in the General Terms and Conditions: “For al
reservations guarantee to valid form payment is required at booking.”
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C-22 P Use labels for the fields instead of embedded 1abels.

Users will expect the labels in the fields on the right (e.g., “*FirstName”) to
disappear as soon as they click, the behavior they’re used to from HTML form fields.
Instead, they have to start typing before the label's disappear. Use the standard
behavior.

C-23 P Thefield tab order is not set correctly.
Users expecting to tab from field to field will be annoyed and dowed down.

C-24 Q The Reset button is not in the appropriate location.

Right now, it is associated with the list of months, not the two monthly calendars,
which are what it will reset. User will not notice it. Probably needs a better name
(Clear dates) to let user know it will not clear Payment info they have aready
entered.

C-25 Q The Reset button’ s name doesn’t suggest its function.
It would probably be better to call it “Clear dates’ to let the user know that it will not
clear Payment info they have already entered.

C-26 Q Cancdl button is hard to find.
The Cancel button should be named “ Cancel Reservation” and be more prominently
placed.

C-27 T Missing function.
The instructions in the legend suggest that once aroom is selected, the selected days
should aso show the room rate, but they don't.

C-28 Q Design driven too much by need to “squeeze everything in.”

In severd instances, the screen layout seems to have been driven in part by the
demands of “fitting everything in” at the expense of using the layout to make sense
of the information. (See C-07 and C-24, above.)

C-29 A Add “Noon” to check out time.

In the General Terms and Conditions, “ Check out time before 12 PM” should be
“Check out time before 12 PM (Noon)”. (No one knows the difference between 12
AM and 12 PM.)

C-30 C Dynamic room availability display.

The interface does an excellent job of solving one of the classic problems with
computerized registration systems: the need for a user with flexibility about datesto
blindly guess open dates. By showing at a glance what dates are available for a given
type of room, user can avoid this problem entirely.

C-31 Q Users may not notice/understand availability display.

Some users just may not “get” this feature. | would recommend adding some
additional cueto bring it to their attention. For instance, when you select aroom
type, the label for the Available Date icon might change to “ Superior 2 Double Bed
room available’.
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Executive Summary

This report documents the findings of a usability evaluation of the website

www.Hotel penn.com carried out as part of the CHI 2003 Workshop on Comparative Expert
Reviews in March 2003 by Team D. The study is aso known as Comparative Usability
Evaluation 4 (CUE-4).

The most important positive aspects about the website:

1

Good Design: Obviousthree places of interaction. There are three obvious places to
interact with the reservation system; this makesiit all clear in one place. The room
types, and the checkout with personal and financial information clearly show that thisis
the place to ‘do’ things at the site.

Good Design: Match likely user tasks. The three places map nicely onto user tasks so
that the potential customer may begin in any one of the panels and then see the results
of their interaction immediately reflected with information in another panel.

Good Design: Calendar. The calendar is clearly recognizable as a calendar, with the
most likely current month as a starting point to anchor the user.

Good Design: Font size for reading. The font is sans serif with good size for most
potential customers.

Good Design: Error Notification. The error handling makes it clear that something is
wrong. Itisnicely donein that it focuses the customer’s attention on the fact that an
error was made, visualy.

The most important improvement areas for the website:

1

Flexibility, forgiveness. It isclear that alot of though and time went into making
OneScreen flexible. However, customers can lose all of their entries by hitting BACK
or other likely actions. When a customer is making a decision about accommodations
and attempts some likely actions (for example, if you look at ‘ Packages to seeif you
can get a better deal), it can destroy all entered data and selections. Such problems can
be frustrating and break down customers' trust in the website.

Conceptual Model: how customers may think. Check in and Check out may not be
the way customers think. It should become clear by interacting with the panels that
when you select two days, it means “check in” date and “check out” date. Thisisa
hotel point of view. If the user does not read carefully (many people do not...), they
may mistakenly think that they have booked two nights when actually they reserved
only one. This could cause serious problems for travelers once they reach the hotel
when they 1) do not have an extra night’s stay or 2) think that the cost was cheaper than
it actually is because they only selected a one-night stay by mistake.

Main navigation is at the bottom of the OneScreen page. The main navigation for
OneScreen is on the bottom and in a simple font that could go unnoticed. If the
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customer recalls something like * Promotions’ while they are looking at the room prices,
they are likely to hit the BACK key and lose their context.

4. Change Reservation not possible: customer must cancel and then typein all
information again. For the smallest date, room, or number of persons change, the
customer must start all over again.

5. Task Failure: get a special request like ‘non-smoking room’. There is no clear way
to get a specia request and know that it will be honored. No information that | could
find even states any policy regarding what could be an important consideration for any
guest, smoking or not. Is it worth losing a single customer for this apparent oversight?

Based on the usability problems identified in this evaluation, our team
recommends that the website project team should:

1. Question some of the assumptions about your user profile. What percent of
travelers are currently connecting from high-speed connections? If the user has Flash 6
installed and connects through a modem, what kind of experience will they have?

2. Look at the big picture of and how your application islikely to be implemented at
a given hotelsweb site. Do you have control or guide them on important aspects of
graphic design, color/contrast choices?

3. Support thetotal customer experience and do it well. The process extends from
when a potential customer selects ‘ Reservations' to when the customer receives an
email confirmation. If acustomer returns, are they treated any differently from the
first time they tried OneScreen? Are all of those steps as good as they can be? Isthe
email formatted for easy reading? Even the email is part of the experience and the
customer may print it to bring along.

Method

This was an expert review. | used a combination of published heuristics' % *along with
some others that | have gleaned from various sources over the years.

Tasks Used in this Evaluation

1. Makeareservation

! Nielsen, J., and Molich, R. (1990). Heuristic evaluation of user interfaces, Proc. ACM
CHI'90 Conf. (Seattle, WA, 1-5 April), 249-256.

ZNielsen, J. (1994b). Heuristic evaluation. In Nielsen, J., and Mack, R.L. (Eds.),
Usability Inspection Methods, John Wiley & Sons, New York, NY.

3Nielsen, J. ,Ten Usability Heuristics,
http://www.useit.com/paper sheuristic/heuristic list.html
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Cancel areservation

Get a non smoking room

Go back and change a reservation: add more people to room, change length of stay
Explore discounts while making a reservation

Repeat visitor, make a reservation

Comments on the Website

Usability comments are classified in one of the following categories:

Positive finding.
This approach is recommendabl e and should be preserved.
Category code C

Minor problem.
May cause customers to hesitate for a few seconds.
Category code P.

Serious problem.

May delay a considerable number of usersin their use of the website for 1 to 5 minutes,
but eventually they will be able to continue. May cause occasional “catastrophes”.
Category code Q

Critical problem.

May cause frequent catastrophes. A catastrophe is a situation where the website “wins’
over the test participant, i.e. a situation where the potential customer may not be able
solve areasonable task or where the website annoys the customer considerably.
Category code R

Bug.

The website works in away that’s clearly not in accordance with the design
specification. This includes spelling errors, dead links, scripting errors, etc.
Category code T.

ID

Category | Description

D-01 C Good Design: Obviousthree places of interaction

There are three obvious places to interact with the reservation system; this
makes it al clear in one place. The room types, and the checkout with
personal and financia information clearly show that thisis the place to ‘do’
things at the site.

Page 4




Comparative Expert Review, March 2003 (CUE-4) - Team D

Good Design: Match likely user tasks

The three places map nicely onto user tasks so that the potential customer
may begin in any one of the panels and then see the results of their
interaction immediately reflected with information in another panel on their
choices.

D-02

Good Design: Calendar

The calendar is clearly recognizable as a calendar, with the most likely
current month as a starting point to anchor the user.
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D-03 C Good Design: Error Notification

The error handling makes it clear that something is wrong. It is nicely done
in that it focuses the customer’s attention on the fact that an error was made,
visualy.

D-04 C Good Design: font size for reading

The font is sans serif with good size for most potential customers..

D-04 R Flexibility, forgiveness

Customers can lose all of their entries by hitting BACK or other likely
actions. Selecting any other action while in the process of making a
decision about your accommodations can destroy all of your entered data
and selections. EXample: If you have a set of dates and rooms selected, or
even some persona information, and you decide to look at ‘ Packages to see
if you can get a better deal, you will lose all of your specifications when the
Back key is pressed. Thisisatypica mistake with Web applications.

RECommendation: Do not offer actions that would derail a reservation.
Alternatively, handle all actions that do not follow the path for completing a
reservation, once one has begun, like the error dialogs that bring up
information but do not cause information the customer has aready specified
to belost. If possible, catch the action before it destroys data by offering a
confirmation dialog.
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D-06 R Conceptual Modd: how customers may think

Check in and Check out may not be the way customers think. It should
become clear by interacting with the panels that when you select two days, it
means “check in” date and “check out” date. Thisisahotel point of view.

If the user does not read carefully (I’ ve noticed that some people do not a
certain times...), they may mistakenly think that they have booked two
nights and actually reserved only one. Y ou can check your data records and
feedback to see if this has ever happened.

There are two potential ramifications of this potential problem:

1) It may cause some problems at the desk of the hotel and not be reported,
effectively masking the potential problem. It may therefore not be reported.

2) Selecting two rooms and seeing a price may cause customers to
misunderstand the cost of a‘room per night’ (See next issue for details, we
only get to talk about one per box...) They may book the hotel site, thinking
that the night is inexpensive only to be surprised when they show up at the
hotel.

REC: Consider simplifying the model or prototype some options that allow
the single date to mean ‘ stay that night’ and check out the next day. This
would be good to test with potential customers of course before
implementing, but if it turns out to be a better simpler model, it will make
everyone's life easier, especially the customer and hotel staff.

D-07 R Main navigation is at the bottom of the OneScreen page. The main
navigation for OneScreen is on the bottom and in a simple font that could go
unnoticed. If the customer recalls something like * Promotions’ while they
are looking at the room prices, they are likely to hit the BACK key and lose
their context.

D-08 R Change Reservation not possible: customer must cancel and then type
in all information again.

For the smallest date, room, or number of persons change, the customer
must start all over again.

REC: Allow alogin using a link from the confirmation email using the
email address and confirmation number to reload the OneScreen applet and
allow customers to make changes to a reservation. The link should be in the
confirmation email.
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D-09 R Task Failure: get a special request like ‘non-smoking room’

There is no clear way to get a special request and know that it will be
honored. No information that | could find even states any policy regarding
what could be an important consideration for any guest, smoking or not. Is
it worth losing a single customer for this apparent oversight?

It is possible, if the customer thinks about it, to request a non smoking room
in the text field. However, if this was extremely important to a guest and
they had no confidence that someone would read it, they may simply try
another hotel.

REC: Revisit the design for the three-panel approach and consider using the
third panel for specia requests (only if they can be practically implemented
through the hotels). Link a step to the check out process from the third
panel. | know this may go against the concept of OneScreen but it is
possible that the reservation check out process could be another step that
many customers probably would not mind, especially if they were confident
that they were getting what they wanted.

D-10 Q Answer the question: what does a room cost per night?

Basic information may be difficult to see immediately or take some thought
to find. (Related to Conceptual Model above)

If the customer’sinstinct is to select a weekend, the price for the total of two
nights shows up on the center panel next to the room type. Thisis what has
caught the customer’ s attention because something on the screen moved or
changed. They have to then do the math to figure out a room per night cost,
potentially to compare to other hotels or just for a simple way to think about
it. If you make them figure out the cost by selecting two dates on the
calendar, it's aready too much work.

REC: Consider using the right panel to give more details about the room
selection, options like non-smoking, and show a clear cost per night figure.
(See Graphic Design below for clarity of data)
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D-11 P Error Handling should be succinct, clear, polite

Error messages are wordy and written in passive voice, usualy with no clear
action to be taken. They simply tell the user that something is wrong and it
may sound like the user’s fault to some.

EXample. “"ERROR: You are trying to select a range of dates where

we have no vacancy on at least one day for the room you have
selected”.

REC: Do not use the word “ERROR. Make error messages concise and use
the active voice. Tell them what is wrong using the subject of the problem
early in the message, that you are sorry, and offer a solution that is precise
enough to act on.

REC: “Sorry, no One Bedroom Sulites are available on March 22, 2003.
Please choose another room type for the dates you have selected, or change
your dates.

D-12 P Starting Point: Calendar.

Customers may have an unnecessary hesitation about where to begin. The
reason could be due to the visual design more than the layout; all the
clickable areas are the same color. Then calendar shows empty sgquares up
to the current date.

REC: One solution isto reverse the dark colors used and make them light—
people seem drawn to light areas. This would then be consistent with the
form to fill out in the third panel as well—all the areas the user must address
would be light rather than dark. This may be part of the defaults or tools
that OneScreen offers hotels to guide them to clearer design.

REC: Simplify the user prompt in the first panel. “Click buttons ....".is
unnecessary to say. Focus on the action and reinforce the check in/check
out metaphor (if that is not changed). “Select a check-in and check-out
date”.

REC: Use arollover to instruct and reinforce the check-in and check-out
date so that it is not misunderstood.
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D-13 P Starting Point: Room Type

Most customers may not understand that they can start by selecting a room
type and thus get an overview of the dates when rooms of that type were
available. Many may use OneScreen the first time and not see that thisis
possible.

REC: Simplify the prompt above the room type selection and make it active
voice: “Select aroom typeto seeiif it is available on the calendar”

REC: Usearollover to instruct and reinforce the fact that you can start with
the room type.

D-14 Q Finishing Point: vital feedback
The font size and color are the same for labels and data that is feedback to
the user. This could lead to oversights.

REC: Use a smaller font for labdls such as Check in:

REC: Space the data evenly apart from the labels so that they are left
aligned and easy to read.
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D-15

Graphic Design: The site could visually communicate mor e effectively.

The colors at Hotelpenn.com are generally too dark, the contrast with dark
characters on dark backgrounds makes it hard to read, and the opportunity to
make color mean something is lost.

REC: Maybe thisisjust an implementation that iHotelier has no control
over, but since it can affect the usability of the OneScreen applet, | suggest
that you consider building defaults or guidelines into the applet that enforce
better visual communication.
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D-16 P Graphic Design: What do each of the colors mean?

The dark olive green color means an item is selectable for clicking. The
dates, room types and **finish reservation** button are all olive green.
White or clear means not available in the calendar, it is used for the prompt
area to instruct the user, and white is used below the OneScreen for main
navigation. This consistency begins to work against the user as more items
are selected on the page.

REC: Maybe thisisjust an implementation that iHotelier has no control
over, but since it can affect the usability of the OneScreen applet, | would
suggest that you consider building defaults or guidelines into the applet that
enforce better visual communication.

REC: Consider re-designing what color means and use it to communicate
related items among the three panels. For example, consider the following
items and make them the same color:

REC: White is a good color for the instruction areas to tell the user what
they should do.

REC: Light green on the calendar could mean available date—since it
shows graphically as an open (rather than filled) box, this graphic may be
more in the direction that people expect.

REC: Gray or some dark color could mean not available on both the
calendar and when aroom type is not available for a set of choices.

REC: A bright color should be used to show selected. The color used for
‘selected’ should tie in visually with the color on the right panel for specific
information: dates, room (nights, price, etc).

REC: Use adifferent color and font size for labels so that the data that is
important stands out clearly. Carry the label font/color into the form to be
filled out so they are clearly labels as well.

| could go on and on, but these are the basics.
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D-17 P Graphic Design: Dark characterslack contrast

It is difficult to read some text because black text is used on a dark colored
background.

REC: Again, this may be just an implementation that iHotelier has no
control over, but since it can affect the usability of the OneScreen applet,
consider building defaults or guidelines into the applet that enforce better
visual communication. Better, make it impossible to select poor contrasts.

D-18 P Speak the users' language.

Some customers may not know what an "asterisk” is (in "fields with an
asterisk are required”). Other words such as ‘field’,

REC: Use “* means required” at the bottom of the fill in form, in a different
font than al the labels and data.

D-19 T Bug: (probably arare event)

| did aright click on an error message and it showed the Flash menu. |
picked Play and it presented a Flash error “Process out of Sequence” and
tossed my carefully specified dates and information away. Thisis the kind
of bug that, if a customer has entered any data or made some effort to
understand and use your site, will make them quickly leave.

REC: Don’t leave the tools lying around for people to trip over.... Remove
the Flash right click menu from the interface.

D-20 P Invisible feature: Reset

‘Reset’ isthe same color and position as months on the page. It'saso a
nice technical computer term.

REC: Move it to the place above the Key for room availability and call it
“Clear Dates’. Thiswould have the added benefit of making the
rooms/people control more visible.

D-21 P Invisible feature: Click for details
“Click for details’ is not a very descriptive label.

REC: Use Date / Availability Key. Make it look more like an informational
graphic that is click able rather than the same format as the calendar by
putting a border around the 4 keys. Describe them all on one page rather
than one by one—some people will open one and think that it is supposed to
explain all four, or they will open and close each one moving back and forth
from the dialog to the icons..
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D-22

Finishing Reservation

The tab order skips the credit card field. This combined with the low
discrimination of the graphic design for a default card selection makes it
likely to generate an error.

REC: This can be simply addressed with radio buttons centered over each
credit card icon and by including the button field in the tab order.

D-23

User prompts and instructions: poor grammar makes an impression

On the second panel, the prompt “Click a room from the list below will
show its availability on the calendar” makes it sound like someone with
English as a second language did the screen design and gives a poor
impression of the hotel.

REC: Check for proper grammar in all information.

D-24

User prompts and instructions. long passive sentences may not be read
by some customers

The prompt “Click aroom from the list below will show its availability on

the calendar” is long enough to be overlooked by some customers. Click is
a bit outmoded as wording to instruct users as well, it sounds like old AOL
during the early days of online services.

REC: “ Select aroom to see availability in the calendar (and total price for
your stay)”. This way the language reinforces the selection showing on the
calendar (customer sees 2 days selected for a one night stay, if the current
metaphor is too difficult to change to a more natural operation)

The active voice is easier to read and generally brief and to the point. This
general principle may be applied to all instructions and error messages.

D-25

Print does not work well with Flash
Printouts for confirmation pages format poorly.

REC: Explore better print alternatives.

D-26

Repeat visitor: must typein all information again

REC: There is an opportunity to optimize the experience for a repeat
customer by saving some background information and using their email
address as alogin. This could aso help the return customer who wants to
change a reservation, which is not possible currently.
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D-27 P Confirmation Page is difficult to read critical information.

The confirmation page has unnecessary lines that make information difficult
to read.
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Thank You for Your Reservation!
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REC: Remove the lines, and highlight critical information like the
confirmation number, add the day of the week to the date for clarity, and left
aign al labels.
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D-28 P Confirmation Page: general terms -- difficult to read critical
information.

The confirmation page has a scroll bar that may not be noticed, important
cancellation policy information is below the scroll.
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Chack-in tima afier 4 PM.
Check-out time before 12 PM,
Pet= aliowed {additional chargel

Rates subject to change.

Reservation must be cancebed 24 hours prior to arrival
to avoid cancallation fee of one night room and tax.
fneshote @ 52 ocoupancy tax will be charged par room
per night.

Guarantas Policy: [=]

& bore EN T I

REC: Remove scroll bar and make the window larger. Alternatively, format
the information to fit in the window without scrolling.
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D-29

Confirmation Email

The information is poorly formatted.

& Thank you for your reservation!

File Edit Wiew Tools Message Help

B @ & g X | a 9 |

Reply Reply &l Forward Print Delete Prewious Mexk Addresses

=10l x|

From: reservations@hotelpenn,com
Date: Saturday, March 22, 2003 8:25 PM
To: rperkins@shaore.net

Subject: Thank wou For vour reseryation!

Current Reservation Info:
Confirmation: MYP - 129153

Room Type: Superior_1_Double_Bed
Number of Rooms: 1

Adults: 1

Children: 0

Length of Stay: 12

CheckIn: Mon, Mar 24, 2002
CheckCut: Sat, Apr 5, 20032

Rate Type: Webh RACK

Lodging Charge: USE 1249,40
Taxes: USE 172,80

Lodging Charge plus Taxes: US§ 1522.20

Daily Rate

03/24/2003 USE 109,95
03/25/2003 USE 109,95
03/26/2003 USE 109,95
03/27,/2003 USE 109,95
03/28/2003 USE 109,95
03/29,/2003 UsSE 109,95
03/30/2003 USE 119.95
03/31/2003 USE 119.95
Me N1 f2N03 1158 119 a5

REC: Align the information using tabs/spaces so that it is easily readable.

|
4
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D-30 P Help window: closing is not consistent

The color is the same as the form. There is no close box. The user must
figure out that clicking on Help is atoggle and it closes the window as well.
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REC: Use a consistent window type with an ‘X’ in the upper |eft like other
windows on the site.
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D-31

Not Rated

OneScreen: A marketing and user interface concept tradeoff

There is atradeoff in clarity and screen size to make the OneScreen concept
work. Advanced computer users and repeat customers can appreciate and
want more density on a screen. However, when information is densely
packed new users often struggle with it. The thinking time can outweigh the
operational clicking and linear decision-making time significantly. Densely
packed information is also more likely to result in errors that someone,
either the customer or the hotel will have to deal with.

It is a good marketing concept, to be able to complete a registration in a
single page. It may not be the optimal solution for a Ul design however,
with tradeoffsin clarity.

REC: Revisit the concept with OneScreen ‘ registration completion’ for
repeat customers, OneScreen ‘room selection’ for first time customers.
Look at the process from a decision-making point of view; the customer is
trying to find out what dates specific rooms are available and at what cost.

Consider supporting this basic decision process with the OneScreen to
ensure confidence in the customer that they would get exactly what they
wanted. Paying for the room could be a secondary screen that would not
bother anyone | predict; resources could then be put into making

From the customers point of view consider the benefits of the following:
Step 1) Make the decision process as good as possible.

Step 2) Paying for the room could also be a better experience because the
screen resources could be applied to it exclusively. It is often perceived by
usersthat it is smpler to do (make more steps) than to think.

D-32

Run of House not available

This seems to be a type of room that is never available, and there is no way
to find out what it is.
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Addendum

Resources used for the evaluation (person hours).
| spent about 13 hours on this evaluation in the period from March17 to March 23, 2003.
Near the end of the evaluation, | had my wife and 12yr old niece attempt to book a two
night stay to confirm some hypotheses | had developed for some of the basic starting
points; like the check in/checkout metaphor problem and the way the screen interacts.

A comment on how redlistic the evaluation has been.
This evaluation is close to the kind of evaluation | would do for aclient. | might have
spent another 4 hours or so to be more thorough but due to extenuating circumstances |
ran out of time. For the size of the application, the time | spent is close to the amount
that would be needed on an application of thistype. | would probably add more screen
shots and possibly some redesign sketches but those were out of the scope the evaluation
part.

Other comments.
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Executive Summary

This report documents the findings of a usability evaluation of the website
www.Hotel penn.com carried out as part of the CHI 2003 Workshop on Comparative Expert
Reviews in March 2003 by Team E. The study is also known as Comparative Usability
Evaluation 4 (CUE-4).

The most important positive aspects about the website:

1. Overall layout and concept of OneScreen reservations is impressive. Users will
appreciate dealing with only one screen and not having to navigate/negotiate a sequence of
screens. Thiswill assist in maintaining continuity of user experience.

2. i. Fading the reservation screen while information/error messages are displayed
(e.g. from: color-coded icons and “Status: Incomplete”) is a useful feature to smoothly
guide/inform users and assist in maintaining continuity of user experience.

ii. “Status: Incomplete” message box lessens the impact of error message and helps
maintain continuity of user experience. If information is missing/incorrect/incomplete
after clicking ** Finish Reservations**, users will appreciate being directed by the “ Status:
Incomplete” message box that lists the steps to take by column in order to complete a
successful reservation.

iii. Pictures of rooms useful to users. Users will appreciate pictures of room-types — show
what they’re getting for their money. Perhaps increasing trust and persuading bookings.

iv. Helpful and intuitive coded-coded icons. Users will appreciate the intuitive coded-
coded icons describing “available dates’, “ selected dates’, etc.

The most important improvement areas for the website:

1 Ensure that it is obvious to users how and where to enter their personal and
credit / debit card details. Users may quit from the website because it may not be obvious
how/where to enter their personal and credit / debit card details.

2.i. Mirroring reservation system for all languages may increase International
bookings. Because reservations can only be made in English, International users may be
somewhat annoyed to find that while information about the hotel is provided in their native
language, rooms can only be booked in English.

ii. Make distinction between nights of stay and checkout date. User may be confused
that there is no distinction between nights staying and checkout date. So checkout date
looks as if user is booked for whole day/night. That is, one extra night than is required. As a
result, user may reserve one less night than required using the iconic calendar
representation.

iii. Make clickable links obvious to user. It may not be apparent to user that the white-
colored text at the bottom of the columns are clickable links.
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iv. Ensure continuity between screens and throughout the hotelpenn.com website to
provide continuity of the user’s experience. For example:

(a) offers (e.g. $99 rooms), etc. that are made available/suggested in one part of the
website (e.g. Home Page), are indeed available el sewhere (OneScreen reservations).

(b) the use of information that could [accidentally or not] mislead or misinform
users (e.g.” Internet Specials’) should be avoided at all costs.

Based on the usability problems identified in this evaluation, our team recommends that the
website project team should

1. Ensurethat it is obvious to users how and where to enter their personal and credit /
debit card details.

2. Mirroring reservation system for all languages may increase International bookings.
3. Make distinction between nights of stay and checkout date.
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Method

An expert evaluation approach was taken to evaluate the hotelpenn.com website. Tasks
proposed by the CUE organisers were undertaken. Usability concerns were identified
through breakdowns/disruptions/discontinuities in [proposed typical users] flow of
experience in pursing tasks. "Positive findings’ of website features/design were identified
by their ability to maintain continuity in pursuing tasks. Furthermore, the degree to which
the expected outcome [that drove a proposed typical user to the website i.e. to reserve a
hotel room] matches the actual outcome, provides a measure of success and also helps
identify positive findings. Using the coding scheme provided by the CUE organisers, the
usability concerns and positive findings were then coded.
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Comments on the Website

ID

Category

Description

E-01

T

| cons labels appear to be syntax/scripting-like characters

In OneScreen reservations — 1% column:

Users may be confused by the numbers in the color-coded icons (e.g. “12”,
“125”, etc.). They may look to a user to be part of computer/technical
syntax/jargon (i.e. internal workings) that should be invisible to a user.

Suggested solution: remove numbers

E-02

Syntax/scripting-like characters are returned as error message

In OneScreen reservations — 3™ column:

When an incorrect format for credit/debit card details is entered the number
“12" appears. This may look to a user to be part of computer/technical
syntax/jargon (i.e. internal workings) this should be invisible to the user.

Suggested solution: see E-42 and E-45

Include in “help” tab how to enter personal, credit/debit card details, etc., or
incorporate “help” iconsin all three columns.

E-03

Poor use of English in construction of text instructions may cause problems

In OneScreen reservations — 2" column:

Users may have difficulty interpreting the text instructions:

“Click aroom from the list below will show its availability on the calendar.”
Suggested solution: this should read something like:

“Click aroom from the list below to show its availability on the calendar.”
OR

“Click aroom from the list below. Availability is shown on the calendar.
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E-04 T Poor use of English may dissuade users from accepting reservations

In OneScreen reservations — “ General Terms & Conditions’ :

After clicking **Finish Reservations** users will find difficulty
understanding the sentence under the sub-heading “ Guarantee Policy”

“For all reservations guarantee to valid form payment is required at
booking”.

Suggested solution: rewrite text

E-05 R Reservation can only be made in English

International users may be somewhat annoyed to find that while information
about the hotel is provided in their native language, rooms can only be
booked in English.

Suggested solution: see E-36

Mirroring reservation system for all languages may increase bookings.

E-06 R Home page information that is off-screen may never be seen

In Home page:

International users may not be aware that information in their native
language is available off-screen i.e. only reachable by scrolling.

Suggested solution: see E-37

Ensure clickable flag icons are arranged/placed within borders of the display
screen.
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E-07 R I nformation appears misleading

In “Specia Packages’ screen:

Other than out of date or inappropriate offers e.g. “romance package” users
may believe that “Internet Specials’ are areduced rate option. Subsequently,
users will not be able to locate clickable icon/text to check out the “Internet
Specials’.

Users might think that they have been hoodwinked into believing that there
are “Specia” rates. Potential to reduce user’strust in site.

Suggested solution: see E-38

Ensure continuity between screens and throughout the hotel penn.com
website to provide continuity of the user’s experience.

For example: the use of information that could [accidentally or not] mislead
or misinform users (e.g. “Internet Specials’) should be avoided at all costs.

E-08 R Information appears misleading

In OneScreen reservations:

Cannot locate the $99 option quoted in both the Home page running titles
and Rates/Packages page.

Users might think that they have been hoodwinked into believing that there
are cheaper rates to encourage them to continue browsing. Potential to
reduce user’s trust in site.

Suggested solution: see E-38

Ensure continuity between screens and throughout the hotel penn.com
website to provide continuity of the user’s experience.

For example: ensure offers (e.g. $99 rooms), etc. that are made
available/suggested in one part of the website (e.g. Home Page), are indeed
available elsewhere (OneScreen reservations).
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E-09 R I nformation appears misleading

In OneScreen reservations:
Cannot locate “Internet Specials’.

Users might think that they have been hoodwinked into believing that
cheaper rates exist to encourage them to continue browsing. Potential to
reduce user’s trust in site.

Suggested solution: see E-38

Ensure continuity between screens and throughout the hotel penn.com
website to provide continuity of the user’s experience.

For example: the use of information that could [accidentally or not] mislead
or misinform users (e.g. “Internet Specials’) should be avoided at al costs.

E-10 R Back-button disabled

In OneScreen reservations;

Attempting to retrace steps (e.g. to check out if a user has misread or done
something wrong) / return to home page (to start again) using “back-button”
isimpossible (i.e. in a constant loop). Potential to frustrate/annoy user.

Suggested solution: see E-43

Either enable back-button or/and make clearer to the user that the white-
colored text at the bottom of columns are click-able links (e.g. to Home
Page) by using underlines, boxes, icons or explicitly referring to them.

E-11 R Clickable links are not obvious to user

In OneScreen reservations;

It may not be apparent to user that the white-colored text at the bottom of
the columns are click-able links.

Suggested solution: see E-43

Make clearer to the user that the white-colored text at the bottom of columns
are click-able links. For example, by using underlines, boxes, icons or
explicitly referring to them.
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E-12 Clickable links are not obvious to user
In OneScreen reservations:
May not be clear to user how to cancel areservation.
Suggested solution: see E-44
Change text link “cancel” to “cancel reservation”.
E-13 A user attempting to reserve aroom to fulfill their special needs will
encounter difficulties
In OneScreen reservations:
Users will have difficulty reserving aroom to fulfill their special needs.
For example, smoking, non-smoking, disabled, etc.
Suggested solution: see E-48
Enter check boxes for special needs. For example:
I smoking/non-smoking
i disabled, etc.
E-14 No distinction between nights of stay and checkout date

In OneScreen reservations - 1% column:

User may be confused that there is no distinction between nights staying and
checkout date. So checkout date looks as if user is booked for whole
day/night. That is, one extra night than is required. As a result, user may
reserve one less night than required using the iconic calendar representation.

Suggested solution: see E-46

Instead of fully blocking/coloring the day representing checkout, display
only half-day blocked/colored.
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E-15 R Importance of entering correct email address

OneScreen reservations — 3™ column:
If user enters email address incorrectly then:

I no confirmation will be received

i. cancellation can only be made by email/phone.
Suggested solution: see E-49

After clicking on **Finish Reservation**, remind users to check their
personal details, credit/debit card details and email for confirmation.

E-16 R May not be obvious to users how/where to enter their personal and
credit/debit card details

In OneScreen reservations — 3" column:

Users may not predict that the text labels that identify personal and
credit/debit card fields disappear when details are entered.

Suggested solution: see E-42 and E-45

Include in “help” tab how to enter personal, credit/debit card details, etc., or
incorporate “help” iconsin all three columns.

E-17 R Not obvious to user how to enter format of the credit/debit card expiry date

In OneScreen reservations — 3" column:

Users may have difficulty entering the correct format for the credit/debit
card expiry date (e.g. 05/04).

Suggested solution: see E-42 and E-45

Include in “help” tab how to enter personal, credit/debit card details, etc., or
incorporate “help” iconsin all three columns.
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E-18

Not obvious to users that columns can be filled out in any order

In OneScreen reservations:

Only after considerable use (or by accident) will users become aware that
they can proceed with areservation using columns in any order.

Suggested solution: see E-41

Make users are aware that they can proceed with a reservation using
columns in any order.

E-19

Constraints filling out columns in any order

In OneScreen reservations:

While columns can be completed in any order, some constraints however
are imbedded into the design.

For example, users have to select number of adults (rooms/children) in
column one before filling-out column three.

E-20

Missing pictures of rooms

In OneScreen reservations — 2™ column:

Users may become suspicious of the missing pictures of room-types (e.g.
superior double bed and junior suite, etc.). This may deter some users from
booking these rooms.

Suggested solution: see E-47

Adding missing pictures of room-types (e.g. superior double bed and junior
suite, etc.) will improve continuity of users' experience.

E-21

No feedback that credit/debit card selection has been accepted

In OneScreen reservations — 3" column:

User may repeatedly click on credit/debit card type when no feedback
appears — then cross their fingers in the hope that it has been accepted.

Suggested solution: see E-42 and E-45

Include in “help” tab how to enter personal, credit/debit card details, etc., or
incorporate “help” iconsin all three columns.
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E-22 Q Users outside the US may encounter difficulties with the field * state”

In OneScreen reservations - 3" column:

Users outside the US may encounter difficulties entering something for
“state”. This is because most countries outside US divide areas into regions,
counties or provinces, etc.

E-23 Q Users may not become aware of black text for some time

In OneScreen reservations;

Black text on green background is difficult to notice — text appears
camouflaged.

E-24 P Difficulty interrupting text

In OneScreen reservations — 2™ column:
Users may have difficulty interpreting the bracketed text:

“total (all room nights)”

E-25 P Difficulty interrupting text

In OneScreen reservations — 2" column:
Users may have difficulty interpreting the text:

“Run_of House’

E-26 P Syntax-like characters should be invisible to user

In OneScreen reservations — 2™ column:

Users may be puzzled by the use of the underscore (e.g. “_") between room-
type names. Its use may look to a user to be part of computer/technical
syntax/jargon (i.e. internal workings) that should be invisible to a user.

E-27 P Discontinuity in text

In OneScreen reservations — 3" column:

The text “Finish Reservation” (at the top of column) and ** Finish
Reservation** (at the bottom of column) should correspond.

Users may hesitate when issuing the final click to book room.
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E-28 C Useful information for International users

In Home Page:

International users will find the click-able flag icons with information
provided in their corresponding languages very helpful.

E-29 C Overall layout and concept of OneScreen reservations is impressive

In OneScreen reservations:

Users will appreciate dealing with only one screen and not having to
navigate/negotiate a sequence of screens.

E-30 C Useful/pleasant “help” tab design feature

In OneScreen reservations:
Dropdown “help” tab is a nice feature once a user identifies how to use it.

Suggested improvements: see E-42 and E-45

E-31 C Useful coordination of dates and available room

In OneScreen reservations:

Dates showing availability in first column (coordinated with room-type in
second column) is very useful.

E-32 C Fading main reservation screen useful/pleasant feature to help maintain
continuity of user experience

In OneScreen reservations:

Fading the reservation screen while information/error messages are
displayed (e.g. from: color-coded icons and “ Status: Incomplete”) is a useful
feature to smoothly guide/inform users and assist in maintaining continuity
of user experience.
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E-33 C “Status: Incomplete” message box lessens the impact of error message and
helps maintain continuity of user experience

In OneScreen reservations:

If information is missing/incorrect/incomplete after clicking ** Finish
Reservations**, users will appreciate being directed by the “ Status:
Incomplete” message box that lists the steps to take by column in order to
complete a successful reservation.

E-34 C Helpful and intuitive coded-coded icons

In OneScreen reservations — 1% column:

Users will appreciate the intuitive coded-coded icons describing “available
dates’, “selected dates’, etc.

E-35 C Pictures of rooms useful to users

In OneScreen reservations — 2™ column:

Users will appreciate pictures of room-types — show what they’re getting for
their money. Perhaps increasing trust and persuading bookings.

E-36 A In Home Page, OneScreen reservations, etc:

Mirroring reservation system for all languages may increase | nternational
bookings.

E-37 A In Home Page:

Wherever possible, the Home Page content should be arranged/placed
within the borders of the display screen. This will ensure that all information
is available to the user without the need for scrolling.

E-38 A Ensure continuity between screens and throughout the hotel penn.com
website to provide continuity of the user’s experience. For example:

I offers (e.g. $99 rooms), etc. that are made available/suggested in
one part of the website (e.g. Home Page), are indeed available
el sewhere (OneScreen reservations).

Ii. the use of information that could [accidentally or not] mislead or
misinform users (e.g. “Internet Specials’) should be avoided at
all costs.
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E-39 A In Home Page and OneScreen reservations:

It is anticipated that the website (e.g. colors and pictures of the rooms)
would appeal to middle class and middle age/pensioner customers and not
so much to younger users. That is, the website presents the impression of a
hotel that is: old fashioned, sturdy and functional.

If this statement is incorrect then the website design is in need of redesign to
make it more eye-catching to younger age groups.

E-40 A In OneScreen reservations:

The sound to indicate feedback should be improved.

E-41 A In OneScreen reservations:
Make users aware that they can proceed with areservation using columnsin
any order.

E-42 A In OneScreen reservations:

“help” icong/options could be included in all columns detailing purpose of
column, instructions of use and how/what/where to click/enter information
may be useful to users (see E-45).

E-43 A In OneScreen reservations:

Make clearer to the user that the white-colored text at the bottom of columns
are click-able links. For example, by using underlines, boxes, icons or
explicitly referring to them.

E-44 A In OneScreen reservations;

Change text link “cancel” to “cancel reservation”.

E-45 A In OneScreen reservations:

Include in “help” tab how to enter personal, credit/debit card details, etc., or
incorporate “help” iconsin al three columns (see E-42).

E-46 A In OneScreen reservations — 1% column:

Instead of fully blocking/coloring the day representing checkout, display
only half-day blocked/colored.
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E-47

In OneScreen reservations — 2™ column:

Adding missing pictures of room-types (e.g. superior double bed and junior
suite, etc.) will improve continuity of users experience.

E-48

In OneScreen reservations — 3" column:
Enter check boxes for special needs. For example:
. smoking/non-smoking

V. disabled, etc.

E-49

In OneScreen reservations — 3" column:

After clicking on **Finish Reservation**, remind users to check their
personal details, credit/debit card details and email for confirmation.
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Addendum
a.
Timesheet

09:00 |10:00 |[11:.00 [12:00 [13:00 [14:00 [ 1500 |16:00 |17:.00 | Tota
M S
T I 2
W P 3
T # 4
F —— 2
S I ——— 4
S [ 4

21

b. The evaluation, coding and write-up were carried out in a professional manner
comparable to most evaluations that team E has previously carried out.

Page 17




Usability Evaluation of
www.Hotelpenn.com

March, 2003

Written by Team F

Page 1



Comparative Expert Review, March 2003 (CUE-4) - Team F

Executive Summary

This report documents the findings of a heuristic evaluation of the website

www.Hotel penn.com carried out as part of the CHI 2003 Workshop on Comparative Expert
Reviews in March 2003 by Team F. The study is aso known as Comparative Usability
Evaluation 4 (CUE-4). The focus of the evaluation was on the OneScreen Flash-based

hotel room reservation process.

The most important positive aspects about the website:

1

One screen checkout process. The concept of being able to get immediate feedback on
room availability and pricing and then to check out on the same screen is a positive one.

Calendar with available rooms. Allows usersto plan and make changes to either
dates or room type, based on actual availability.

Changereservation options. Allows user to make changes while completing the form
and retain all of other information.

HotelPenn website navigation. Allows user to explore the site and always get back to
Home from any page or to another option because left navigation bar remains visible.

HotelPenn website provides many pathsto make reservation. Allows user to
explore and make a reservation from the beginning (home page) or later at many
convenient points.

The most important improvement areas for the OneScreen reservation website:

1

Figure/ground contrast. Very difficult to read the black type against the brown
ground. Couldn’t see Flash loading because of this. Didn’t see months on the left side
of first panel on the OneScreen screen. Very hard to read the options and choices.

Codefor room availability. Not intuitive. Not well positioned. Difficult to see it; then
difficult to decode it, especialy the split box.

Cancdllation. No information on how to cancel reservation. User does not know that
confirmation number is required. Cannot cancel from reservation screen, after
reservation is confirmed. Must wait for email confirmation, then return to Hotel Penn
website, then locate place to cancel (not intuitive that it is under “reservations’ and not
prominent once this option is selected).

Confirmation. Does not offer or suggest a print option for reservation, which would
then give the user the confirmation number. User needs to know to use browser’s print
option, and user doesn’t know the importance of printing the reservation.

Escape, leave reservation screen. Not intuitive about how to escape or leave the final
reservation screen. Back button reloads Flash with return to OneScreen reservation
screen. Hitting back button again repeats the process. Users may not understand they
have left Hotel Penn website. Users may want to return to hotel website to take tour, get
map, etc. Users have to log on again.
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Based on the usability problems identified in this evaluation, our team recommends that the
website project team should

1. Redesign the interface, with special attention to figure/ground contrast, size of fonts and
icons and placement of options and features. The most advantageous feature of the
OneScreen process is the dynamic linkage between room availability and the calendar.
Putting the checkout process as a second screen might be preferred by users because it
would allow the calendar, embedded help, and room information to be displayed in
larger, more readable fonts.

2. |If technically feasible within the Flash display, create contextual help and/or balloon
help that provides assistance on how to use the site effectively and efficiently. Current
help is conceptual, only describes the general process, no matter when it selected, and is
limiting (describes the process as linear, beginning with the first screen).

3. Conduct usability testing of redesign to see if it improves efficiency, effectiveness, and
satisfaction for intended user groups.
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Method

Team F conducted a heuristic evaluation of the Hotel Penn.com website, with a focus on the
scenario of making and canceling a reservation using the OneScreen reservation process.
Two usability experts independently evaluated the site, created a list of findings, and then
met to discuss and rank both positive and negative findings. Where one person’s findings
were different from the other, the two evaluators went to the website together to understand
the issues. In some cases, they discovered additional issues during this process and/or
learned how to solve a previoudy identified problem. The heuristics used for the
evaluation were Nielsen’s original 10 heuristics, with interpretations for adapting these to
the Web provided by Pieratti and Instone.
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Comments on the Website

The following table catalogs our findings, generally in the order in which they occur when
performing the OneScreen reservation process. At the end are more genera findings
regarding the Hotel Penn.com website.

ID | Category

Description

F01| P

Visibility of system status.

Users may not know that the OneScreen application is loading because of
the poor figure/ground contrast. The screen looks black or dark green. It
appears to go black when the reservation button is clicked.
Recommendation: create sufficient figure/ground contrast through different
color scheme to allow users to see text against background for this and
many of the other findings that follow.

F-02| Q

Visibility of system status. Aesthetic and minimalist design.

Screen colors with black font and brown background will make it difficult
for users to see the options, may cause eye strain, and may discourage users
from working with the one-screen process.
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F-03 R Visibility of system status. Recognition rather than recall.

Color-coded date boxes may have no meaning to users. Users may not see
coding scheme at bottom of screen and may not correlate the colors in the
calendar to this scheme.

F-04 Q Match between system and real world.

“Check for details’ does not communicate what it will help the user do.
Location of this information, critical to understanding how to use the
calendar, is not displayed prominently, coming at the bottom of the
calendar. Recommendation: change label and location.

F-05 Q Help and documentation.

Help is conceptual, not contextual. The same help appears whenever the
user clicks on it during the process. Users may not see the scroll bar to
scroll through help. Recommendation: provide context-sensitive help or
balloon mouseovers or embedded help.

F-06 P Match between system and real world.

3-screen layout suggests a linear process (without flexibility to beginin
middle screen). Help also supports process by stating, “ Start by selecting
thedate. ..”

F-07 P Recognition rather than recall.

Counter-intuitive about how to close help. At top of help screen,
instructions tell user how to close help (by clicking on hyperlink “help”
again); hyperlink “help” is not at top of screen, but at the bottom.
Recommendation: Use “close’ for closing help, embedded help, and error

Messages.

F-08 P Recognition rather than recall.

Users will have to learn that the reselection of an item changes it back to a
deselected state. E.g., to change the room preference, user has click on that
preference again.

F-09 Q Visibility of system status. Match between system and real world.

When user clicks on “reset,” it clears the calendar selection, but not the
room type. User may not know to deselect the room choice by clicking on it
again (see F-08) Recommendation: Reset button should clear everything.
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F-10 P Recognition rather than recall.

When a selected date is not available, all 3 panels go gray; error message
appears in middle panel. User may be puzzled by the grayed-out panels and
not see the error message right away.

F-11 P Match between system and real world.

User makes a room selection, then chooses the dates;, middle screen shows
al room types available with those not available in lighter background and
with room types “not available’ displayed in red (drawing the eye to the
red). Recommendation: the user’s room choice, when available, should
display in away that stands out more than the “not available” choice and
alternative choices.

F-12 Q Match between system and real world. Help and documentation.

“Run of House,” which appears frequently as atype of room available, will
likely have no meaning to user. Help doesn’t provide explanation or
definition of room types. If user requests “ Superior Deluxe” and sees that
only “Run of House” is available, user might not want to continue the
reservation process. Recommendation: Provide explanations of room types
(even when not available) and change room categories to terminology that
matches user’s vocabulary.

F-13 Q Visibility of system status.

Small size of clickable options for number of adults/children/rooms may
cause problems with eye/hand coordination, especially for older users. May
also cause readability/visibility problems because of small size of font and
very small arrows.

F-14 Q Flexibility and efficiency of use. Recognition rather than recall.

Zoom-out option to make small screen bigger is not indicated. Users will
need to know from experience to right click. Also not intuitive that the
screen can be moved around within the viewing area.
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F-15

User control and freedom. Match between system and real world. Error
prevention.

Within the OneScreen process, if users click on the “special packages’
option at the bottom of the screen, they are taken out of the OneScreen
process back to the special packages screen in Hotel Penn.com. However,
when they click on “online reservations,” thinking that they will return to
their reservation in progress (or at least to the OneScreen reservation
screen), they are taken to the HTML reservation screen instead. They will
not know where they are or why it looks different.

F-16

Visibility of system status. Consistency and standards.

It may not be obvious to users that in filling out the form, they type inside
the box and the information (e.g., name) disappears. No instructions
provided in Help.

F-17

Visibility of system status.

Users may want to click on the credit card icon (not clickable), as there
doesn’t seem to be any way to indicate which credit card the user chooses.
Recommendation: if the type of card is not needed, delete the icons of the
cards, using the names of cards instead.

F-18

User control and freedom.

System converts credit card number and expiration date to match system
requirements, rather than making user re-enter information to comply with
system requirements.

F-19

Match between system and real world.

“Comments” box doesn’'t suggest what information should go there. Users
may think it’'s like a “comment card” hotels use to get feedback, in this case,
perhaps on the online registration process. If it isintended for specid
requests, it isn't intuitive. When confirmation is returned via email, user’s
“comments’ are included.

F-20

Visibility of system status. Consistency and standards.

Although the confirmation contains the “comments’ submitted by the user,
there is no assurance that special requests will be met. If the user requests a
non-smoking room or a handicapped-accessible room, without confirmation
that thiswill be provided, the user may want to cancel the reservation.
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F-21 R Visibility of system status. User control and freedom.

Although users can change their reservation throughout the process, they
have no information on how to cancel their reservation, nor do they know
they will need their confirmation number to do so. If they want to cancel
soon after making the reservation (and before the email confirmation
arrives, a delay whose length they can’t predict), they have no clear path to
do so. They also are not informed that they need the confirmation number
to cancel (when they do reach the right screen to cancel) and they are not
informed that they should print out their reservation to save it until the email
confirmation arrives. This may cause users so much anxiety about the right
to cancel that they will be reluctant to compl ete the reservation online.

F22 R Match between system and real world. User control and freedom.

Users may not be able to locate the place to cancel a reservation, and may
not realize that it is under “reservations’ back at the Hotel Penn.com site.
Because they cannot cancel the reservation after they have confirmed it with
OneScreen, they will have to return to the Hotel Penn.com website and
figure out whether it's possible to cancel. Then they may be unprepared to
provide the confirmation number. No other option is allowed for canceling.
Users may click on “retrieve my reservation,” thinking, incorrectly, that the
system can retrieve the reservation without the confirmation number.

F-23 R Match between system and real world. Consistency and standards.

The third panel on the OneScreen screen provides the total that will be
billed to the charge card, or so it seems. At first, this appears to be a
positive feature, as hotels frequently don't state the actual nightly room rate.
However, when the user finishes the reservation and is asked to “agree’ to
the terms, an additional fee is described. Recommendation: Combine all
fees on the screen with the credit card, or remove this screen and make it a
2-screen process (room type and dates of stay), followed by another screen
with rates and terms and credit card information.

F-24 P Match between system and real world. Consistency and standards.

“Finish reservation” option, when clicked, is followed by “make changes’
or “accept” options on another screen. It seems counter-intuitive to finish
the reservation and then make changes. Recommendation. Move “make

changes“ as an alternative to “finish reservation” on previous screen.
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F-25 R User control and freedom.

When the OneScreen reservation process is complete, users may not know
how to leave this state. They cannot return to the Hotel Penn.com site, and
they may not know that they have |eft the hotel site. They may choose the
“back button” as afamiliar escape option, but that will reload the Flash
application. Choosing “back” again, in the mental model of going back
through previous screens, repeats the same OneScreenrel oading process.

F-26 R User control and freedom.

Users who do not currently have Flash 6 installed are automatically bumped
to the HTML reservation process, which is “broken” and will create a bad
user experience. Recommendation: Provide the option for users to
download Flash 6 for easy OneScreen reservations online. For those who
already have Flash installed, they can click through. This could be done
with a portal page or viathe common practice with PDFs to offer the ability
to download Adobe Reader if users don’t have it.

F-27 P Match between system and real world.

At the Hotel Penn.com site, users may seek “special rates’ under corporate
and special rates option. They will then find they have made an error.

F-28 P User control and freedom.

At the Hotel Penn.com site, users who click on promotional rates do not have
the option to go directly to online booking from there; only choice is Home.

F-29 C Visibility of system status.

Home is available on every page in the Hotel Penn.com site, as well as the
availability of the other options through the left navigation bar, which stays
visible.

F-30 P User control and freedom.

Users may have to scroll below the fold on the Hotel Penn.com home page
to see the flags for other languages. Recommendation: since so many users
are from outside the U.S, move this option up higher on the screen to make
the choice more obvious.

Page 10




Comparative Expert Review, March 2003 (CUE-4) - Team F

F-31 P Consistency and standards.

The Home page requires scrolling to read the marketing information about
the advantages of staying at the hotel. Thisinformation is also contained in
the first item on the left navigation bar, so it would likely be visible. Yet,
when users click on it, they see that the information is not exactly the same
as the home page information. Some users may feel that they have to read
the information in both places, or they might miss something important.
Recommendation: Delete or abbreviate the information on the home page,
and/or provide a link to the same place as the first item in the left nav bar.
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Addendum

Resour ces used for evaluation

Evaluator 1:

2/25 reviewed website and OneScreen reservation 1hr.
process, made and cancelled reservation; also
tried the HTML version for comparison of the
process

227 Performed scenario again; made and cancelled 1.5 hours
reservation; made notes about issues with
OneScreen reservation process

227 Catalogued issues 1.5 hours

Evaluator 2:

2/26 reviewed website and OneScreen reservation 1hr.
process; made and cancelled reservation

2/26 Created table of issues .5 hours

Both Evauators

2/27 Met to collate the issues, review any independent | 1.5 hours
findings; rank top positive and top negative
ratings

Evaluator 1:

| 2/28 | Wrote report | 5hours

Commentson realistic natur e of evaluation

Much of the process of conducting this heuristic evaluation was realistic, with two

significant exceptions:

1. | would normally recruit at least 3 evaluators. With the restriction of using only 2
evaluators, it was easier, but perhaps less realistic, to come to agreement about the

priority and severity of issues.

2. | would have had a preliminary meeting with the sponsor or client to learn the issues
and ask questions. | did not pose questions to the CUE4 coordinators because
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a. The website was one that | might use myself, so | understood a lot about the
user that I might not normally know.

b. The information provided was very useful

c. Theissues uncovered in the evaluation were quite obvious with a great deal
of overlap in findings as well as what the sponsor pointed out as possible
problems.

The report took the longest amount of time, but thisis always the case.
One additional thing I did, which | would normally try to do, but which wasn’t requested: |
checked out the website on both a Mac and PC, noting differencesin display. Aswell, |

used two different monitors to see what issues were raised. And | reviewed the HTML
registration process to compare it to the OneScreen process.
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Executive Summary

This report documents the findings of a usability evaluation of the website

www.Hotel penn.com carried out as part of the CHI 2003 Workshop on Comparative Expert
Reviews in March 2003 by Team G. The study is aso known as Comparative Usability
Evaluation 4 (CUE-4).

Based on the evaluation instructions, we chose to focus nearly al of our efforts on the one-
screen reservation system.

The most important positive aspect about the website:

1. Primary interactions are available on a single screen. In our opinion, the one-screen
application is a significant step forward from standard web reservation systems. It looks
easier, it seems faster to use, and because there is no navigation it is possible to see
everything you need to know about your reservation without navigating.

The most important improvement areas for the website:

1. It'stoo easy to createinvalid and incomplete reservations. The system allows users
to make entries and selections that result in errors. The vast mgjority of these errors are
avoidable. As aresult of the one-screen interaction, the user is, in effect, building a
reservation. The problem is that the state of construction is not clearly represented. The
user is not an expert in all the rules of constructing the reservation, and thus needs
guidance. For instance, the “Finish Reservation” button is always available and
clickable even when the reservation is not in a completed or valid state. This leads to
incorrect and frustrating actions.

Recommendation. Visually and textually guide uses towards completion. Use bounded
input controls to prevent errors. Employ more robust client-side data validation.

2. Colorsthat are appropriate for identity are not always appropriate for an
application. The current colors used for the user interface elements are problematic. It
is clear that they were chosen to reflect the hotel’ s identity. The green and gold have
equal weight, making it difficult to distinguish between what has and has not been
selected.

Recommendation. Color choice should be driven by the application needs. Both
selection (see below) and reservation state (see above) can be better visualized through
careful and dynamic color selection. Brand identity should be incorporated with spot
colors.

3. Selection is confusing, inconsistent, and error-prone. A combination of poor visual
feedback, incomplete state logic, and complex business rules creates a series of minor
problems that have the overall effect of making selection difficult throughout the
application. For example, it appears that the date feedback system was designed from a
static perspective. In fact, users have to make choices about dates and rooms while
these objects are in a variety of selection states.
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Recommendation. The selection systems should be redesigned to visualize the dynamic
nature of the process.

4. There aretoo many opportunitiesto lose information. Whenever a user navigates
away from the one-screen application, any data entered gets lost. This happens when
dates are selected before a promotional rate is selected; when a person wants to make a
second reservation; and when a customer navigates or is driven away from the one-
screen application. This can cause problems that drive customers away from the website
and to the telephone.

Recommendation. If it's worth the user entering, it's worth the program remembering.
Find a way to preserve user input across sessions of the one-screen application.

5. The application does not support some important usage scenarios. There is no
support in the application for users who wish to book packages, users who wish to find
an inexpensive room within aloose range of dates, and users who wish to reschedule
reservations.

Recommendation. Our analysis indicates that users of this application would be well
served by increasing the coverage of the application to include these scenarios.

Method

Team G conducted the review using a technique called persona-based expert review. In this
technique, a set of user models (called personas) are created. These personas are then used
to derive a set of user mental-models, goals, and scenarios. Evaluators walk through the
product under evaluation using the personas goals and scenarios as the basic script for the
evaluation. Product success and failure is judged primarily by observing how well the
product serves the personas’ needs. Finally, evaluators refer to a set of guiding principlesto
describe product successes and failures are encountered during the walkthrough.

For a more detailed discussion of the method, see Appendix A: Test Procedure.
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Comments on the Website

ID Category Ul Area Description

G-1 Q-Critical Overall Use of color makes selection, navigation, and control difficult to
Problem understand.

Selections are not clear because the green and gold have equal
saturation. This color choice is problematic. Colors that are
appropriate for identity are not necessarily appropriate for navigation.
There are many cases of confusion about what is and what is not
selected because of this.

Suggested solution: Create a color system that uses identity colors
only for accent, rather than relying on them for critical navigational,
selection, and control elements.

G-2 Q-Critical Overall Reservation state is not well managed

Problem It is very easy to create a reservation that is in an invalid or
incomplete state. Invalid states are created by improper bounding of
input controls. Incomplete states are inevitable, as the task of the
user involves starting with an incomplete reservation and creating a
complete one. However, users have difficulty understanding the
methods used to feed back reservation completion state. Users also
encounter errors because they are allowed to try to “finish”
incomplete reservations.

Suggested solution: Prevent the creation of invalid reservations by
disabling controls and using bounded input system. Create better
state feedback to guide users to completion.

G-3 C-Positive Overall Single page presentation is initially appealing

comment A user with simple reservation needs finds the web application easy
to use and appealing. “This looks a lot easier than a lot of the
reservation systems | have to use.”

G-4 R-Serious Overall One-screen application does not support package booking.
problem A significant set of users will want to book packages on the web.
This missing functionality will likely drive users away from the web
site.
G-5 R-Serious Overall One-screen application does not support users who are
problem primarily price-sensitive.

Users who have some date flexibility will likely make a purchase
decision based on price of available rooms. The current application
design does not support this user behavior.

G-6 P-Minor Overall Error messages are modal

problem When error conditions are encountered, the application creates a
modal error dialog.

Suggested solution: Most of the errors handled this way are
preventable. Error prevention recommendations are listed
individually in the context of each individual error. In general, errors
should be prevente