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Understanding and improving 
your customers’ experience 
through testing and research



Goal for today

 Help Content Managers better engage their 

residents by improving User Experience (UX) 

through testing and research

 Do this on a budget!



Topics

 What is Customer Experience (CX)?

 What is User Experience (UX)?

 Myths of UX

 Deconstructing UX
 Usability

 Information Architecture

 User Interface

 Content Strategy
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How did we get here?

 1900: Age of Manufacturing

 1960: Age of Distribution

 1990: Age of (Digital) Information

 2010: Age of the Customer

A little bit of history:



What is Customer Experience (CX)?



What is Customer Experience (CX)?
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What is Customer Experience (CX)?



What is Customer Experience (CX)?



So, what is Customer Experience (CX)?



CX & Local Government

64% in 2015



Start with UX!

CX vs. UX: What’s the difference?

CX UX



2013: Public Utilities Board – a case study

 In 2013, Vision was hired to redesign a 
website for this PUB



UX bridges the gap

 Learn what your audience consumes

 Learn what your audience wants

 Learn what the business rules are



UX is a broad concept

Promise of UX

 Useful

 Usable

 Desirable



UX – Myth or Fact?

People read on the web

MYTH



UX – Myth or Fact?

All pages should be accessible in 3 clicks

MYTH



UX – Myth or Fact?

People don’t scroll

MYTH



UX – Myth or Fact?

Usability testing is easy and inexpensive

FACT



UX – Myth or Fact?

Icons enhance usability

MYTH



UX – Myth or Fact?

Icons enhance usability

Manage



UX Landscape
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What is Usability?

It is the measure of customers experience 
when they interact with the product

Intuitive Efficient

Satisfying

Usable
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Usability Research

QuantitativeQualitative

WHY? WHAT?
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Qualitative Research: User Testing

User Testing is a 
technique used in user-
centered interaction 
design to evaluate a 
product by testing it on 
users
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Qualitative Research: User Testing
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Qualitative Research: Individual Interviews

1. What’s your first impression of this page?

2. What didn’t you like about this page?

3. If you could only change one thing about this page, 
what would you change?

4. What did you like the most about this page?

5. Would you recommend this page to a friend if the 
content was relevant to them? Why or why not?
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Qualitative/Quantitative: Eye Tracking

• Where are people looking?

• How long they are looking?

• How their focus moves from item to item

• What parts of the interface they miss

• How they are navigating the length of the page

• How size and placement of items affects attention?
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Quantitative Research: Analytics

Information resulting from computational analysis of data 
or statistics

• Register a GA account

• Get the GA code

• Place it in your website

• Make sure it works
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Quantitative Research: Analytics

• Visit/Session
• Pageviews
• Unique Pageviews
• Average time on page
• Entrances
• Exit Rate
• Bounce Rate

Metrics
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Quantitative Research: Analytics

UX Interpretation: Unique Pageviews

Value Good Interpretation Bad Interpretation

High Page is converting 
well, no further 
action is required

If page has a high bounce or exit 
rate then consider reviewing 
wording of links linking to this 
page

Low Absence of links and/or referrals
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Quantitative Research: Analytics

UX Interpretation: Entrances

Value Good Interpretation Bad Interpretation

High Good content, page is 
most likely correctly 
indexed and may have 
referrals from other 
websites

Low Check for poor content
Create referrals from other 
sites
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Quantitative Research: Analytics

UX Interpretation: Bounce Rate

Value Good Interpretation Bad Interpretation

High Informational Page: 
High rates are okay

Routing Page: Check content, 
make sure that all links work 
and the page is simple to 
understand

Low This page is performing 
well, it is sending people
to other pages
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Quantitative Research: Analytics

What is a normal Bounce Rate?

• 40%-60% Content websites
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Quantitative Research: Analytics

Issue Identification: Look for pages with high traffic 
and high bounce rates

http://kentwa.gov/corrections/jils/jailregister.asp
http://kentwa.gov/corrections/jils/jailregister.asp
http://kentwa.gov/content.aspx?id=11732
http://kentwa.gov/content.aspx?id=11732
http://kentwa.gov/content.aspx?id=40802190827
http://kentwa.gov/content.aspx?id=40802190827
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Information Architecture (IA)

It is the practice of deciding how to arrange the 
parts of something to be understandable

IA

Users

Context Content
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Information Architecture (IA)
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How do we improve IA?

• What is the flow of users through a site?

• How does the application help the user by 
cataloging the information?

• How is that information presented back to the 
user?

• Is that information helping the customer, and 
driving decisions?
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How do we test IA?

1. What do you want to learn?

2. When do you need to test?
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Testing your IA
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Testing your IA: Explain the exercise

Come up with a simple way to explain the 
exercise
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Testing your IA: Run the test

End
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Testing your IA: Run the Test

Home
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Testing your IA: Run the Test

Home



Testing your IA: Run the Test
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Home



Testing your IA: Run the Test
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Home
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Testing your IA: Run the Test

Home
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Testing your IA: Run the Test

Home
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Testing your IA: Document your findings!
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User Interface (UI)
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UI: Best Practices

Keep it Simple!
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UI: Best Practices

Design for the Users and their tasks
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UI: Best Practices

Implement a Visual Hierarchy: Western cultures read from 
left to right and top to bottom

Your eyes here
and then here

Now, that’s visual hierarchy!

Your eyes here
and then here

Or maybe here?
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UI: Best Practices

Use color and contrast appropriately
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Content Strategy
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What is Content?

 Contextualized Data

 The Stuff Inside a Container

 An Extension of UX
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What is Content Strategy?

Content 
Purpose

Time & 
Energy Saver

Right 
Platforms

Reuse Content

Eliminate Silos

Evaluate 
Success

Assigns 
Responsibilities
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What is Content Strategy?

Content 
Operation

Content 
Production
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What is Content Strategy?

What content do 
you and your 
audiences need, 
and why?

How content is 
created and 
maintained?

How is content 
organized, 
prioritized and 
accessed?

How are decisions 
about content and 
content strategy 
made?
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Thank you!

“I have made this longer than usual because I have not 

had time to make it shorter” 

- Blaise Pascal


