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Usability speaks to the extent to which a product can be used by a specified user to achieve specific goal or set of 

goals with effectiveness, efficiency and satisfaction in a specific context. Usability seeks to ensure: 

• Effectiveness

• Efficiency

• Satisfaction

Usability and why it is important 

In recent years the benefits of Usability Design for online systems and applications has been documented to 

demonstrate a wide range of business benefits, some of which include; increased productivity, reduced costs, 

increased sales, reduced call center volume, etc. The underlying principles behind some of these benefits are as 

follows. 
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Increased Productivity 

Efficient user interfaces allow users to solve tasks faster thus making 

an impact on workforce productivity. Furthermore, well designed and 

optimized user interface leads to reduced number of opportunities for 

users to make mistakes and results in fewer errors.  

Reduced costs 

Training, development and deployment costs are the ones that can 

be severely trimmed down by proper investment in the user 

experience, as well as reduction of call center instances. Easy to use 

and learn user interface automatically translates into less training 

investments for the end users 

Increased sales 

A usable online experience allows our representatives the ability to 

gain competitive edge by providing them with a superior experience. 



The most important aspect of Usability 
and the hardest to measure 
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If there would be only one thing to acknowledge 

from this report it would be good usability mitigates 

the subconscious frustration of a cumbersome work 

experience felt by users. The transverse of this, the 

subconscious manifestation of frustration 

associated with a brand will embed a negative 

association with the user which is enduring and far 

reaching.  I cannot stress the importance of this 

enough. 
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7 

When a user looks at a web 

page for the first time they 

reflexively do a series of 

observations to assimilate the 

page content.  

 

1. Locate the optical center of 

the screen which is 10% above 

the physical center of the 

screen 

 

2. Scan up the page until the 

line of vision encounters a 

significant boundary 

 

3. Begin to scan the page from 

the upper left to the lower right 

until a piece of information is 

encounter on which they can 

begin to build upon 



Grey Tool Bar 
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In the current design on first encounters it is highly likely that the user will have difficulty distinguishing the tool bar from the 

browser. The use of the Grey Toolbar also increase the vertical space of an already overcrowded page space. A 

consideration should be made to redesign this tool bar as follows. 

Tool bar can be easily lost and mistaken for a part of the browser 

Apart from conserving screen real-estate the use of ribbon grounds and focuses the user as well as grouping tasks and information. 

High Effort - High Impact 



Available Credit Notice 
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Attention should be made that warning 

as and notices do not obscure the most 

basic of items such as primary 

navigation in this example.  

 

Warning and notices should promote 

awareness to a situation but not to 

hinder nor possibly annoy the user.  

 



Credit Notice Fix 
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In this example a more productive means of drawing attention to the user 

that their credit is below the acceptable limit would be a notification in the 

“tool” bar next to the total. 

Disabling order entry, not shown, will also make the user aware that their 

credit is below limits. 

Medium Effort - High Impact 



Navigation 
Redundancy 
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The current GCM site navigation design 

implements redundancy by duplicating 

identical navigation in multiple areas, i.e. 

top and side.  

 

In this example redundancy squanders 

screen real-estate; the side navigation 

displays the same links as the drop down 

box from the header navigation but with the 

left column, reserved for the redundant 

navigation consumes 250,000 sq. pixels. 



CTA Below 
the Fold 
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On one of the first pages of 

the site, the sign in page, 

the CTA falls immediately 

below the 768 fold. 

Low to Medium Effort - High Impact 
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Although it is very likely that 

the user will quickly learn to 

scroll below the fold, this 

annoyance could have been 

easily avoided if the web best 

practice of moving CTA’s to 

the right of input fields was 

followed. 

CTA Below 
the Fold 

Low to Medium Effort - High Impact 



Misuse of White Space 
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Apart from squandering exercise screen 

real-estate per item (80,000 sq. pixels 

per product) having a single CTA at the 

bottom of the page cutting the user off 

from a point of commitment. On 

excessively long pages such as this it 

would be recommended to include a 

CTA at the top of the page. 
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Excessive use  
of Carousels 
Scrolling carousels encourage users 

to view a page in a horizontal space 

and deter a user from scrolling. 

Carousels should be used on short 

pages and avoided deep into a site.  

Medium/High Effort - High Impact 



Below the Fold 
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Users will scroll below the fold on a web experience yet 

users spend 80% of their time above the fold. Sites that 

force the user too routinely scroll below the fold are risking a 

potential spike in error rate as studies by the Nielsen 

Norman Group indicate that the further a user scrolls the 

greater their attention dissipates.  

 

When accessing content Web users will often make a 

decision on whether to continue based on what they see 

above the fold. When content falling below the fold cannot 

be avoided it is essential to place a reasonable clue above 

the fold. Users are less likely to view the scroll bar as a hint 

of further content below the fold. 

 

•Elevating this problem would resolve many usability Issues 

•Fixes could be applied in stages 

 

Medium - High Effort - High Impact 
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Add to Cart 
Button 
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No “Add to Cart” button or 

CTA associated with product 

image and description.  

 

The user must hover over the 

product image and click on 

quick view which brings up a 

modal window. 
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Product Selection 

27 

Selecting a defining facet from the left hand 

categories will limit our selection to this 

definition, i.e. items in a particular price range. 

Medium - High Effort - High Impact 



Narrowing Results 
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