DON'T MAKE ME THINK & S tevé Rt

DON'T

. 2 i d it-
It’s a fact: People won't use your Web site if they can t find thf;r'w“;/lzb“:i‘::'
Companies everywhere are staking their fortunes and their fu-tures on their il
People with little or no experience are responsible for these blg—bufiget p;nec s, it
is suddenly a hot-button, bottom-line issue. Don't Make Me Think!is for € peop o
trenches—the designers, the programmers, the webmasters, the project 'managers. g ‘
marketing people, and the folks who sign the checks. Krug's clearly explained, eas. ya S(zl i
principles will help you arrive at both the right questions to ask the experts you hire, an

practical answers so you can make difficult technical, aesthetic, and structural decisions.

When I'm working on a project that presents a user interface brainteaser, | immediately call
my ‘lifeline’—Steve Krug. Steve ‘gets it’ and has an uncanny ability to untangle the most
complex problems and make it look easy in the process. However, what really makes Steve
the best in the business is his gift at explaining solutions to complex problems in easy-to-
understand language, enlightening the rest of us along the way.

cov IMNIHL IW FIINVW L. NO

— Robert Raines, V.P. Design, Creative Director America Online

For many years, | was certain that when Judy Garland was told to follow the Yellow Brick i
Road to find the Wizard of Oz, it was as clear as an instruction could be structured. Now it /
has been superceded by Krug’s Don’ t Make Me Think! His company’s name, Advanced
Common Sense, accurately mirrors the empowering message of his new book. He gives to
all that read it the keys to the kingdom of knowledge navigation in the current land of www.

sictetny s

—Richard Saul Wurman, author of Information Anxiety

Some books will open your mind. Don’t Make Me Think! goes further: It will open your
boss’s mind (and wallet) to investing in Web site usability. And it does so quickly, gently,
and with humor. So buy your boss a copy. Better yet, take advantage of the volume dis-
count and order it for everyone who's involved in any way with your company's Web site.
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—Louis Rosenfeld, author of Information Architecture for the World Wide Web
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Is this trip really necessary?

—SLOGAN ON WORLD WAR 11 POSTERS ENCOURAGING GAS RATIONING

ﬁ

ead m e l St HEN I STARTED TELLING PEOPLE THAT I WAS WRITING A BOOK ABOUT
how to do what I do, they all asked the same thing: “Aren’t you afraid of
putting yourself out of a job?”

G AND DISCLAIMERS

THROAT CLEARIN

It's true, I have a great job.

> People (“clients”) send me proposed page designs for the new Web site they're building or
the URL of the existing site that they’re redesigning.

The online
gift currency
Thez's thoughthul ta.

e cortime
end fum 3 spemd
wvery tome

Home page design A Home page design B

> 1look at the designs or use the site and figure out whether they're easy enough to use
(an “expert usability review”). Sometimes I pay other people to try to use the site while
I watch (“usability testing”).l

> I write a report describing the
problems that I found that are |
likely to cause users grief A usability report |
(“usability issues”) and sug- :
gesting possible solutions.

! _..not to be confused with “voyeurism.”













Michael, why are the drapes open?

~=KAY CORLEONE IN THE GODFATHER, PART 11

R‘.‘ often ask me:

“What's the most important thing I should do if I want

to make sure my Web site is easy to use?”

The answer is »‘implc. [t's not “Nothing important should ever be more than

me thlnk'

KRUG'S FIRST LAW OF USABILITY

two ‘] (s away,” or “Speak the user's language,” or even “Be consistent.”

It's...

[13 9 H 8

Don’t make me think!
I've been telling people for years that this is my first law of usability. And the more
Web pages I look at, the more convinced I become.

It's the overriding principle—the ultimate tie breaker when deciding whether
something works or doesn’t in a Web design. If you have room in your head for
only one usability rule, make this the one."

It means that as far as is humanly possible, when I look at a Web page it should
be self-evident. Obvious. Self-explanatory.

I should be able to “get it"—what it is and how to use it—without expending any
effort thinking about it.

~ Just how self-evident are we talking about?

Well, self-evident enough, for instance, that your next door neighbor, who has no

_ interest in the subject of your site and who barely knows how to use the Back button,
could look at your site’s Home page and say, “Oh, it's a . (With any luck,
she'll say, “Oh, it’s a . Neat.” But that's another subject.)

3 AczunIIy thm isa dosc contender "Gct mi ofhalfﬂw uaonis on each page, then get rid of half
of what's left.” But that one gets its own chapter later.

(1]
















Why are things always in the last place you look for them?
Because you stop looking when you find them.

N THE PAST FIVE YEARS I'VE SPENT A LOT OF TIME WATCHING PEOPLE USE
1e most is the difference between how

the Web, and at has struck

we think people 1 s and how they actually use them.

W he,' we're creating sites, we act as though people are going to pore over each page,

Gguring out how we've organized things, and weigh-

e deciding s\hw.} link to click.

What they actually do most of the time (if we're lucky) is glance at each new page,
scan some of the text, and click on the first link that catches their interest or vaguely
resembles the thing they're looking for. There are usually large parts of the page
that they dor't even look at.

SCANNING, SATISFICING, AND MUDDLING THROUGH

We're thinking “great literature” (or at least “product brochure”), while the user’s
reality is much closer to “billboard going by at 60 miles an hour.”

WHAT WE DESIGN FOR... THE REALITY...

Look around
feverishly for

Read
any’ thing that
Read
a) is interesting,
Read or vaguely
Read resembles what
you're looking for,
[Pause for and
reflection]
4 ! b) is clickable.
 Finally, click
o acgy,efuny As soon as you find
 chosen link - ha?ft\:a;'fn ent
4 match, chick
I it doesn’t pan
out, dick the Back
button and try
again.
















FACT THAT YOUR USERS ARE WHIZZING BY, THERE ARFE

five ’  § {1 O\ Cari ao 10 make ire they see—and understanc—as

- 1 s Create a clear visual hierarchny on each page
4 3 Take advantage of conventions

 Break pages up into ¢ learly defined areas

g

» Make it obvious what's clickable

DESIGNING PAGES FOR SCANNING, NOT READING

y Minimize noise,

Create a clear visual hierarchy

One of the best ways to make a page easy to grasp in a hurry is » sure that

o m

the appearance of the things on the page all of the visual cues—clearly and
accurately portray the relationships between the things on the page: which things are
related, and which things are part of other things, In other words, each page should
have a clear visual hierarchy.

Pages with a clear visual hierarchy have three traits:

U S

Very important

» The more important some-
thing is, the more prominent
it is. For instance, the most
important headings are either
larger, bolder, in a distinctive
color, set off by more white
space, or nearer the top of the
page—or some combination
of the above,

A little less important

Neowbore near as lmporLant

[31]

46y G SHA $C CREAM . CIRC

If you | Dow'’t know | Whose signs | These are
You con't have | Driven very for | Burma-Shove

95
















It doesn’t matter how many times I have to dlick, as long as
each click is a mindless, unambiguous choice.

—KRUG'S SECOND LAW OF USABILITY

@
An l m a ve e l EB DESIGNERS AND USABILITY PROFESSIONALS HAVE SPENT A LOT
, e of time over the years debating how many times you can expect users

to click to get what they want without getting too frustrated.! Some

&
7 . sites even have design rules stating that it should never take more than a specified
or ® . number of clicks (usually three, four, or five) to get to any page in the site.
- On the face of it, “number of clicks to get anywhere” seems like a useful criteria. But
" over time I've come to think that what really counts is not the number of clicks it
WHY USERS LIKEMINDLESS CHOICES takes me to get to what I want (although there are limits), but rather how hard each

ck is—the amount of thought required, and the amount of uncertainty about
hether I'm making the right choice.

general, | think it’s safe to say that users don’t mind a lot of clicks as long as each
k is painless and they have continued confidence that they're on the right track. I
k the rule of thumb might be something like “three mindless, unambiguous
ks equal one click that requires thought."2

'e classic first question in the word game Twenty Questions—“Animal, vegetable,
r mineral>”—is a wonderful example of a2 mindless choice. As long as you accept

I¢'s actually just one part of a much broader debate about the relative merits of wide versus
deep site hierarchies A wide site is broken into more categories at each level but has fev}:er
evels, so it takes fewer clicks to get to the bottom. A deep site has more levels and requires
miore clicks, but there are fewer options to consider at each level.

Of course, there are exceptions. If I'm going to have to drill dow
ite repeatedly, for instance, or if the pages are going to take a long
ue of fewer clicks increases.

n through the same parts of a
time to load, then the

[41]






Omit ne=J:=
words










CHAPTER

Street sign:
Breadcrumk

DESIGNING NAVIGATION

And you may find yourself, in a beautiful house, with a beautiful wife
And you may ask yourself, Well...How did I get here?

TALKING HEADS, "ONCE IN A LIFETIME"

ise your Web site if they can't find their way around it.

from your own experience as a Web user. If you go to a site and can't
looking for or figure out how the site is organized, you're not likely
ome back. So how do vou create the proverbial “clear, simple, and

gation?

rom a mall
Saturday afternoon and vou're headed for the mall to buy a chainsaw.

hrough the door at vou're thinking, “Hmmm. Where do they

As soon as you're inside, you start looking at the department
n the walls. (They're big enough that you can read them from all

store.)
ﬁ‘h /

“Tools? Or Lawn and Gardenr

TOOLS HOUSEWARES LAWN AND GARDEN

" Given that Sears is so heavily

o e
n the direction ol Tools

Jent, vou start looking at the signs at the end of
rent

When vou reach the Tools departn

each aisle.

. " SANDING AND
G‘t > | POWERTOOLS  HANDTOOLS oo
: £l |Gntdead Smniit e —C

&









































































Lucy, you got some ‘spl

—DEST An
EST ARNAZ, AS ®1
Z, AS RICKY RiC

ainin’ to do

esigning a Home page often reminds me of

the 50'S TV game show Beat the Clock.

Each contestant would listen patiently while emcee

. 1 o gud Collyer explained the “stunt” she had to per-
l n s form. For instance, "ou have 45 seconds to toss
: ; il ive of these watet s into the colander

\'(IZ!PPl‘d to your I

o ® PL |
a m Ittl n g 11 - The stunt always icky, but doable with a

' little luck. o < i)
: : Bl But then just as ¢ stant was ready to begin, P ‘ xmgﬁ
B @ Bud would alway b, there's just one more Bud Collyer offers words of encouragement to
. o ] a plucky contestant
° : thing: you have | lindfolded.” Or “...under
IS be Fi : water.” Or “...in 1! limension.”
yo n ‘ . It's that way withi ne page. Just when you think you've covered all the
i _ bases, there's alwa t ane...more...thing.

~

your Contro 4 . : | Think about all the things the Home page has to accommodate:
VT : ite identity and mission. Right off the bat, the Home page has to tell me

Site identity and mi
what site this is and what it's for—and if possible, why | should be here and

DESIGNING THE HOME PAGE

not at some other site.
an overview of W hat the site has
>) and features ( What can [ do

handled by the persistent

~

Site hierarchy. The Home page has to give
to offer—both content (“What can [ find here:
here>”)—and how it’s all organized. This i usually
navigation. \7

box on the

; : : tienlaved search
> Search. Most sites need to have a prominently displayed searc

Home page.

[97]






















































One man likes Yo push a ploygh

» o
The other Iikes 1, chase a cow
8501 why they con's be friends

» OSCAR Hamag;

But that's 1y re

—OKLAHOMA!

.......

“ 3 EFT TO THEIR OWN DEVICES, WEB DEVELOPMENT TEAMS AREN'T notoriously
T a lfm e r a n ; I successful at making decisions about usability questions. Most teams end up

spending a lot of precious time rehashing the same jssyes over and over.

h ‘ \'\' l I l Consider this scene:
t e 0 a n WEB DESIGN FUNNIES Today‘s episode: “Re]ig'imls Debates”
S h 0 u ld B e L featuring... . -

] Marketing L
Friends” ‘

WHY MOST WEB DESIGN TEAM ARGUMENTS

ABOUT USABILITY ARE A WASTE OF TIME, AND
HOW TO AVOID THEM

We could use a
pulldown menu for
the product Tist.

z

Caroline the
Designer

Well, 1 don't think most P
People don’t like ople n‘g'nd the;r?.a Be;;ie;ﬂt :
M SOt % idea?
pugg%vzzsénngofiiir 7 lot gf space. better i
Wi

a site if it uses
pulldowns.













Usability testing  Seseey
on 10 cents a day |

gave me your name.

Lo weeks?

We're launching our site
in two weeks and we want to
do some usability testing.

KEEPING TESTING SIMPLE—SO YOU DO ENOUGH OF IT

i iy “usability
As soon as I hear “launching in two weeks” (or even “two months’) Fmd lu~ =
£ - -DU 57
testing” in the same sentence, [ start to get that old ﬁreman-he;lided mtg tle] urning
T : : ‘hat's going on.
chemjcal-factory feeling, because I have a pretty good idea of w g

for a disaster check. The

Ifit's two weeks, then it’s almost certainly a request i

. i 3 i ous, and someon
launch is fast approaching and everyone’s getting nerv

8ays, “Maybe we better do some usability testing. :
ntis to settle some ongomng
Ifit's two months, then odds are that what they want is ©© settle s

Internal debates—usually about something very .speaﬁc (Ij]l\j:i S
Opinion around the office is split between two different ’IL.. gns; o
like the sexy one, some like the elegant one. F?nally siolm
© authorize the expense gets tired of the arguing an¢
some testing done to settle this.”

or schemes.

one with €
«All right, let’s get

says,

[139]
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I dowt like th, colors,

a4 o ® : lains h
] his chapter explains how to conduct a test if youy acili
S I I t t e S l n g ® ook for if you're an observer. T e
l , i l ®
E i ? ili
y what to do if you’re the facilitator
E m vI e ‘: If you've never conducted a usability test, the main thing you need to know i that

you should just relax, because there’s not much to it. Your responsibility is to tell

the users what you want them to do, to encourage them to think out loud. to listen
carefully to what they have to say, and to protect them.

HOW TO DO YOUR OWN TESTING

Here's a list of the things to keep in mind. If you read this list and the sample
session that follows it, you'll be ready to start testing.!

5 Try the test yourself first. The day before the test, try doing whatever you're
going to ask the test participants to do and make sure that you can do it in the
time allotted. Make sure that whatever pages you're testing are accessible from
the computer you'll be using, and that you have any passwords you'll need.

> Protect the participants. It's your responsibility to prevent any damage to your
test users’ self-esteem. Be nice to them. If they get stuck, don't let them get
too frustrated. Be sure to pat them on the back (figuratively), and thank them
(sincerely) when you're done. Let them know that their participation has been
very helpful—exactly what you needed.

> Be empathetic. Be kind, patient, and reassuring. Make it clear to them that you
know they’re not stupid.

! } .+« Handbook of Usability
{Fyou sill fel the meed for more advice, 1 recommend Jeffrey Rubin's Han

Testing, See my reading list on page 183-

[155]
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CHAPTER

SLH(:, we ve "nad(, mist s SUL I L ¥ } }‘ } th Alls }: q
, e Ve L 1§ U'.i\.l f € 5 hot £ D0p AL With th s
”’l ow h ) (s
70
LYNDON ES JOH

[ ] ;
K, you've done your testing, and YOU'Ve g0t evervana’
I n How do you decide what to change? BT MYERYONe’s notes,
® . .
the baby out wi e
After each round of tests, you should make time as soon a5 possit
ik d5 POss]

g ble for the
development team to review everyone’s observations and decide i

$ vhat to do next,
e I S G ! ! ; At this meeting, you should distribute copies of everyone's notes and copies of

ver screens or sketches wi ste 17e doj e ;
whatever s s were tested. You're doing two things at this meeting:

Triage—reviewing the problems people saw and deciding whi - -
INTERPRE ’ g P eciding which ones need to be fixed.
TING TEST RESULTS > Problem solving—figuring out how to fix them. : e

It might seem that this would be a difficult process. After all, these are the same
team members who've been arguing about the right way to do things all along, So
what's going to make this session any different?

Just this:

The important things that you learn from usability
testing usually just make sensc. They tend to be obvious to
anyone who watches the sessions.

Also, the experience of seeing your handiwork through someone else’s €yes will often

: . = npia idea in a new light.
suggest entirely new solutions for problems, or let you see an old idea in a new lig

't have to agree on the
And remember, this is a cyclic process, so the team doesn't have to agree ont
perfect solution. You just need to figure out what to try next.

[175]













; edition, don’t miss
%L Your schoo]

ORT

Now that you have read the Classics My

enjoyment of reading the origingl, obtain;ﬁted

Lia RO
OBLIGATO Ry +

the added

OF public librar.f

OF gy

HERE ARE DOZENS OF WORTHWHILE USAB
sites I could recommend, but these are the
the way I think about the Web,

ILITY-RET Aty BOOKS
ones that

AND WEg

uenced

fave really jnf

Recommended
reading

s INEORMATION ARCHITECTURE FOR THE WORLD Wipg o
Louis Rosenfeld and Peter Morville, O'Reilly, 1998,
Hands down, the single most useful book aboyt Web site desion. The,
tackle the issues of navigation, labeling, and searching with ad;rtira.b; —
clarity and practicality. ble i e|

> Way WE Buy: THE Scrence of SHoPPING

Paco Underhill, Simon and Schuster 1999,

A wonderful summary of many years of detailed o}
I"“ WE HHY shoppers in their natural habitat. Even though t
i brick-and-mortar shopping experience, the proble

L L Web design: creating complex, engaging environ:
people look for things—and find them.

> Sourc:s oF Power: How PEorLE MAKE DEcISIONS
Gary Klzin, MIT Press, 1998. 2P
Klein's study of naturalistic decision making is another wonderful exam-
ple of how field observation can reveal the difference bet
we think we do things and the way we actually do them. I t}‘ .
Earth Catalog still existed, this book and Why We Buy would both be m 1.

[183]
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