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WHAT IS USABILITY

Usability is a quality attribute that assesses how 
easy user interfaces are to use. 

Usability is defined by five quality components: 

• Learnability

• Efficiency

• Memorability

• Errors

• Satisfaction
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WHAT IS A HOMEPAGE

• The homepage is your company's face to the 

world and often the first point of contact. 

• Increasingly, potential customers will look at 

your company's online presence before doing 

business with you.

• Making sure your homepage is usable is a 

business necessity, not an option.
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ROLE OF THE HOMEPAGE

1. Communicate 

• What the company is

• The value of the site over the competition

• The products or services offered

2. Establish credibility and trust

3. Allow access to all important features

4. Define the style and navigation pattern of the 
whole site
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FIRST IMPRESSIONS COUNT

On the web, you often get only a few 

seconds to convince the potential customer 

to stay. 

If they can’t use your homepage or they don’t 

understand the purpose or value of your 

services, they will take their business 

elsewhere.
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WHO IS THE USER?

Know thy user…
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“billboard going by at 60 miles an 

hour…”
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Usablity studies show that….

• Users spend an average of 1 minute 49

seconds on a website before deciding to 

move on.
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Homepage viewing…

• Initial homepage viewing time (when homepage 
is the first page visited) is on average 25-35
seconds

• Time spent on the homepage decreases with 
every subsequent visit

• Only 23% of users scrolled the homepage 
during their initial visit (even fewer on 
subsequent visits)
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Interior pages viewing…

• 60 % of initial page views were on interior 

pages (house with many doors metaphor)

• Users who visited an interior page first 

spent there on average 45-60 seconds

• Users read more content on interior pages
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Searching behaviours

SERP – Search Engine Results Page
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• In 93% of searches, users only visited the 

first SERP (ten results) 

• Only 47% of users scrolled the first SERP
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Where users click on the SERP 

Position in the SERP No of clicks

#1 51%

#2 16%

#3 6%

#4 6%

#5 5%
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Scrolling

• Most users don’t scroll pages

• Homepages  are scrolled the least, SERPs

and interior pages the most (42%, 47%).

• When they do scroll they only scroll 

through 1.3 screens worth of info



1. COMMUNICATE SITE’S 

PURPOSE
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1.1 Show company logo…
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1.2 Include tagline that 

summarises well what the site or 

company does…
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1.3 Emphasise how you differ from 

your competitors/ what the site does 

that’s valuable to users…
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1.4 Emphasise the key tasks so that 

users have a clear starting point on 

the homepage…
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2. COMMUNICATE 

INFORMATION ABOUT YOUR 

COMPANY
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2.1 Group corporate information: 

About Us, Employment etc in one 

area…
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2.2 Include  a link to About Us on 

the homepage

2.3 Include Contact Us on the 

homepage



3. CONTENT WRITING
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3.1 Web pages have to employ scannable
text, using 

• highlighted keywords

• meaningful sub-headings

• bulleted lists

• one idea per paragraph 

• the inverted pyramid style, starting with the 
conclusion 

• half the word count (or less) than 
conventional writing 



29



30



31



32



33

3.2 Speak the customer’s language

3.3 Avoid redundant content
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3.4 Don’t use weird, made-up 

words, puns or phrases

3.5 Avoid exclamation marks, 

UPPERCASE LETTERS, or 

W.E.I.R.D E.F.F.E.C.T.S



4. USING HYPERLINKS
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4.1 Make sure links look clickable
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4.2 Make links specific and brief

4.3 Don’t use constructions:

Click here for a quote

but Request a Quote
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4.4 Differenciate between 

visited/unvisited links by means of 

colour
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4.4 Open links in the same browser 

window

Exception: PDF files or similar (Word, Excel 

etc)



5. NAVIGATION
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5.1 Locate the primary navigation 

in a highly noticeable place
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5.2 Group items logically and use 

clear labels – match the structure 

to user expectations
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5.3 Don’t create redundant 

navigation areas
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5.4 ‘You are here’
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5.5 Breadcrumbs…



6. USE OF GRAPHICS
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6.1 Use relevant graphics, not 

for pure decoration
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6.2 Edit photos to be the right size 

and quality
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6.3 Beware of “banner blindness”
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6.4 Avoid using animation, unless it is 

useful

6.5 Never animate critical elements 

such as your logo, tag line or main 

headline

6.6 Avoid animated intro pages



7. GRAPHIC DESIGN
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7.1 Use high contrast for better 

legibility
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7.2 Limit the use of styles
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7.3 Use the right fonts

• Opt for fonts which are available on your 
customers’ computers and are easily read on 
the screen.

Most recommended ones are: Arial, Georgia, 
Trebuchet MS, Verdana

• Sans serif fonts look better on the screen

• Recommended text size for a general audience 
is 10 -12 point
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7.4 Follow existing Web 

conventions

“Users spend most of their time on other
websites.“

Jakob Nielsen
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7.5 Avoid visual noise



8. WEB CREDIBILITY
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The design itself can communicate 

trustworthiness in four ways: 

• Design quality

• Up-front disclosure of information

• Comprehensive, correct, and current

content 

• Connected to the rest of the Web
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Features which increase credibility:

1. Make it easy to verify the accuracy of the 
information on your site.

2. Show that there's a real organization behind your 
site.

3. Highlight the expertise in your organization and in 
the content and services you provide.

4. Show that honest and trustworthy people stand 
behind your site.

5. Make it easy to contact you.
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6.Design your site so it looks professional (or 
is appropriate for your purpose).

7.Make your site easy to use -- and useful.

8.Update your site's content often (at least 
show it's been reviewed recently).

9.Use restraint with any promotional content 
(e.g., ads, offers).

10. Avoid errors of all types, no matter how 
small they seem.
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Would you trust them…
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That’s it for now…

http://www.usability.gov/pdfs/guidelines.html

- web design and usability guidelines

www.useit.com – Jakob Nielsen’s 

homepage with lots of articles on usability

World Usability Day – 14th November


