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1 About UsabilityOne

UsabilityOneis Austr al i a6 s bilterasdarch gpnsuitanay with offices in
Melbourne and Sydney.  Since 2001 we have staked our claim as a leader in our industry
and are recognised for our excellence and innovation

Over the past seven years UsabilityOne has supported development of hu ndreds of
websites for some of Australiads nbtus-chipgorperatési gi ous c |l i
SME&s across all industries, as wel/l as Local, State

Some of our recent clients inclu de:

YAHOO!  Sglesv () I

invent

orld Vision FairfaxDieital ’ -
m world¥ Ririexbieital  (CarPoint
 ~xz [l ) Sost

What sets us aparté?
We are obsessed with delivering value!
We work with our clients to demonstrate the marketing value and financial returns

generated from u  sability research and analysis. This requires specialist commercia I
understanding and skill sets. Our extensive knowle  dge of web analytics and business
processes ensur es we address the big picture. We are the only organisation that does

this in a structured manner .

Classically trained market research specialists.

Our consultants are specialists in evaluating interacti ve technology through their

traditional market research experience . UsabilityOne is also Australiab
research consultancy 1 we support the design process but we do not design. Research

and design are two very different skill -sets and should be approached independently to

deliver optimum results. Our role is to guide and support expert designers to create best -

of-breed interfaces.

Independent design testing.

UsabilityOne is able to work 100% for the client without the conflict s of interest or
distraction s of anin -house design team.  We feel it is critical that design conc epts are
independently tested. = Without independent testing, there is a high likelihood that the

results of the testing will be biased.

Innovative and passionate about cont inuous improvement.

UsabilityOne has forged new methodologies in web analytics and market research and is
committed to improving the quality of our research. This is further demonstrated

through a series of research papers and conferences addressing cur rent issues in web
communication and usability across a range of industries and markets.

For more information contact UsabilityOne on 1300 783 103  or visit
www.UsabilityOne.com
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2 Executive Summary

The use of video on the Internet  has grown dramatically in recent time s. Implemented
correctly, video has the potential to engage the Internet audience, whether that is to

entertain, inform  or sell products. Very little research is available on how best to include
videoont he Internet, so UsabilityOne has undertaken research  (an expert review
usability testing and an online survey) to develop usability guidelines for video usage on

the Internet

Respondents were asked in Us abi | i trgcéhnhsardey how many videos theyw  atched
on the Internet . Eighty percent of respondents said they viewed at least one video inthe
past week (over half watched more than three videos) . Online video advertising and

video sharing web sites such as YouTube have made it accessible for the gener al public to
contribute and consume mass es of video footage online and there is no indication that
this trend is slowing

UsabilityOne has seen this ~ same trend of video on the Internet with its clients. Many
include , or are at least considering providing video content  on their websites

This study present s guidelines on how to incorporate  video s in web sites as follows:
I Video which is presented as smaller chunks of video is more appealing to users

than longer , single clips. All participants in usability testing preferred viewing
selections of small clips  over viewing one long video.

1 Providing associated or  related text positioned  close to the video is well
received by users. Users can then decide how they would like to absorb the
information.

1 Ifthe vi deo content you are providing is likely to be read in conjunction with a
textual article, then displaying video with articles in the page s the better option
than displaying a popup window (61% of survey respondents preferred video
displayed inthe page or had no preference)

1 Conventions seen in most video interfaces should be employed when designing
video player interfaces . However, some lesser used elements onvideo interfaces

such as @lay video full  screen dare difficult to represent with an icon only (only
38% of survey respondents identified  the full screen icon correctly in the YouTube
interface) .

1 How closely a video advertisement relates to the content of the web site can
affect whether a user has a positive or negative website experience.

1 Users p refer a shorter rather than longer ad vertisement duration with pre -
roll video advertising (advertisements  which users are forced to watch before
playing the clip of interest) . Video and audio quality is important, but not
critical to the effectiveness of v ideo.
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3 Methodology

To generate the usability guidelines for incorporating video on web sites, the following
approach was undertaken

1.

An expert review of video used on web sites. This involved brainstorming well
known websites which include video and review ing them for typical usability

issues.

One -on - one usability testing with eight participants . Having selected some
websites of interest, participants were recruited for one -on-one usability testing
sessions which were held in our purpose built usability la boratory . They were
given arange of tasks ~ on web sites which had video content as well as web sites

containing video advertisements . Examples include :
You want to find out the latest gossip on Brithey Spears (news website)

Find out whether  you are intere sted in purchasing the iPod Touch product
(Apple website)

After the facilitator was comfortable that the participant s understood the tasks,
they left the room to watch the interaction from the observation room . This was
sOo participant s -ansdaudwatchHing and listening) tb videos with a
facilitator sitting next to them . It was also important not to let the participants
know that video was the subject of the study whilst doing the tasks  , as this would
have impacted on how the participant navi  gated the various  web sites containing
video. Being unaware that the study was focussed on video meantthe user
interaction was more natural.

After all the tasks were completed, the facilitator came back into the room and
asked questions relating to the pa rtici pant 0 sandrespac@lty rel@atmgto
the video components of each of the web sites .

Finally, a n online survey completed by 200 people (using a nationally
representative sample in February 2008) was conducted . Some of the questions
were present ed as typical survey style questions with multiple choice options

while others required users to watch video stimulus before answering a series of

questions. This enabled us to collect quantitative figures on areas such as video
advertisement appropriatene ss, duration, and video and audio quality . The entire
survey results are presented in the Appendix.
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4 Should | provide video?

The first thing to consider with video on websites is whether video will be beneficial for
your website. Providing a video for th e sake of having it may not necessarily  enhance the
user experience.

Through usability testing of different web sites containing video  combined with  the survey
results , it was clear that video was almost expected in some situations while in others it
was s een as a co mplement to the content delivered.

Examples where video was seen to be undoubtedly beneficial include:
1 News websites ( news web sites often use video to present  articles )
1  When demonstration of a highly visua | concept is necessary (e.g.iPod Touch
multi -touch screen interaction).

For many other websites, users saw video as an alternative means to access the same
information, complementing or re -enforcing the static content. This was particularly the
case for the following types of web sites :

1 Webites which provide tips and advice

1 Product information e.g. describing a product

1 Service information e.g. selling the benefits of a service

The following charts demonstrate the range of web sites where videos has been watched
and also where users f ound vide o useful.

Figurel - Watched video types

In the past week, what kind of video have you
watched on the Internet?

0% 20% 40% 60% 80% 100%
'

funny 66%

news

video advertisement
sports

none

video which shocked you
educational

product overview

adult

Figure2 ¢ Websdtes where video is useful

What kind of website(s) is video useful on?

news 77%

humourous 77%

information/educational 61%

selling product 53%

sports 51%
selling service 35%
gossip 32%
Other (please specify) 4%
T T T T 1
0% 20% 40% 60% 80% 100%
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5 Giving users control of video

Having decided your  web site will include video content , we now look at how best to
pro vide video for users. A key finding of this study has been the importance of giving
users control when it comes to video on the Internet.

4..broadcast TV is a medium for relaxation, where the "user" sits back

and becomes immersed in whatever the program directors decided to
air ... In contrast, computer users sit forward and drive their own
experience 6 (http:/www.useit.com/alertbox/video.html)

This idea that users expect (and prefer) to be able to drive their experience was clearly
apparent in  usability testing.  The following iPod Touch example shows how video can be
presented to users as either one detailed video or shorter selections of smaller video

5.1 VideooniPod Touch page

The iPod Touch web site was chosenasa nexample ofa website using video to sell a
product online.  This example provid es two very different styles of presenting video and
usability test participants gave their preference. In usability testing of the website,
participants were asked to find out whether they were interested in purchasing the iPod
Touch product. They were not given a time limit to do the task.

Video is displayed quite prominently in the workflow of finding out about the iPod Touch.
The Guided Tour (Figure 3) isthe most prominent and then when users navigated further
they came across the Features Page (Figure 4).

Figure3 - Guided Tour Figure4 - Features Page

iPad touch e

Features

Touchscrzen 2od

@ rueic
25
 ceoe

1 1es Wi-l 1 RIuSic Tors
K e ViF Mus o Stare
k0 Trehrn ngy

|+ B

@ Music

it: Small | Medium | Large Downlosd it: iPod (48MB) | Large {252MB

Attribu tes of the Guided Tour
1 One video approximately 14 minutes long
1 Other than the main navigation, the page only displays the video ( i.e. no text
complementing the video)
1 Thevideo mostly consists of an Apple staff member  demonstrat ing the features of
the iPod Touch with close -ups of the iPod Touch.
Users were asked to make a selection of playing a Small, Medium or Large video.
Users could pause or skip ahead in the video

f
f
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Attributes of the  Features Page :
1 The primary features of the iPod Touch were listed o n the left of the page (e.g.
Music, Videos, Photos etc ).

1 Five ofthe listed features played a video.

1 Each video plays a quick example of the particular feature (vi ewing photos,

playing music etc ).

1 Thelength of v ideo ranged from 26 seconds to one minute.

1 Audio is slowly introduced

1 A short textual description describing the feature is provided underneath the

video .

1 No voice over of the product was provided, just video of using the iPod Touch.
After the usability tests, users were asked which page they pre ferred touse to find out
about the iPod Touch. All users commented they preferred the Features Page over the
Guided Tour. It was also clear that after around two minutes of watching the guided tour,
most users either started losing interest with the video  or were looking for ways to

control the video by skipping ahead. No user watched the Guided Tour to the end.

Having watched the Guided Tour, users typically navigated on to the Features Page to

find out more about the product. Users selected the various links on the left of the
Features P age, choosing features of interest, viewing the movie and also reading the text
on the bottom of the page underneath the video being played.

When probed about th e Guided Tour and the Features P age after the session, user s had
comments such as...

Al | i ked b eviewghe quick vieleotarm read the text on

the feature 0o

fil could quickly see al/l t he Tdoiufcfheor ent f eatur es
Awhen | skip video in the Guided Tour, | couldn
missing anything i mpor t ant o

There are two important  findings from this example .

Firstly, if you have a lot of information being conveyed in video, it is better received by
users when itis broken up into smaller chunks of video which users can cho ose from . It
is importa nt to keep in mind that the Internet is an active medium where users  want to

control the interaction compared to a broadcast medium like television

This was observed witht  he Features p age. The page is laid out so that  short snippets of
video are played when feature choices on the left -hand -side of the page are selected .
This was viewed upon more favourably than the single, longer linear Guided Tour video.

And second ly, provid ing associated or related text close to the video is well received by
users . Users can then decide how they would like to absorb the information.

For example, u sers like d to be able to read a description whilst playing the video  in the

iPod Touch example . If the video is of interest, then the user will likely read textual
descript ions in more detalil.
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6 In p age or separate browser window s for video

Video can be presented in the page or as a separate window in websites. The four

websites which were reviewed were The Age/Sydney Morning Herald (SMH), ABC News
and ninemsn. News artic  les are presented differently on these websites, with some being
in a separate browser window and some in the page itself.

6.1 The Age/ Sydney Morning Herald

The Age and SMH websites are set out so that video plays in a separate browser window.
When a user sel ects a video article  (Figure 5), a popup window (Figure 6) contain ing the
video is displayed. A very brief description of the video and thumbnail links to related

video new s articlesis also provided in this popup window . These related video articles are

underneath the video currently playing . Users didndét have issues
separate window but in some cases, having a disjoint between a video and the
under lying text art icle meant it was difficult to find o ut more when playing the videos

Figure5 ¢ TheAge slecting video article
MacGill makes the cut

Figure6 ¢ TheAge ideo in popupwinggxx

g NEWS | MYCAREER | DOWATN | DRIVE | FINANCE | WOBILE
EairfaxDicita O

) http://media.theage. com.au - Mazilla Firefox

Hovember 1, 2007 - 2:53P) lheaqe,com.au
a8 a A

Spinners Brad Hogg and Stuart MacGill were both

named today in an expanded Australian squad of 13 for Latest related coverage

the first Test against Sri Lanka at the Gabba next « Video Aussie squad ;

week

The national selectors faced a difficult choice
between the Test-proven MacGill and the in-form
Hogg, and have decided to reserve their judgment
until they can observe the pair in the lead-up to the
first day of the match next Thursday.

Deciding to choose 13 players rather than the
traditional 12 is a move the selection panel has
made numerous times in the past. notably before
the corresponding Test against England at the

N | Etotannart | s s | suseass | wcreiogy [EZTR) ot

Videos

g Y —
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6.2 ninemsn
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The ninemsn website avoid s the issue of a disjoint between the video and article of
interest by providing the video in the same page as the article. This is displayed

prominently at the top of the article
highly likely to click on this video

However, in some situations users
on ninemsn .

are taken to a page containing
Similarto Th e Age and SMH, users can view related videos
users sometimes struggled to navigate back to the text articles

(Figure 7). Such prominence meant users were
prior to reading the article

all videos (Figure 8)
in this area, but

from the all video s area.

Figure7 - ninemsnvideo in page above article

==l

Ten Australians taken hostage in China then quickly released will come home
on Thursday, Foreign Minister Stephen Smith says.

The Australians and a translator were on a bus at the Bell and Drum Tower
square, in the popular north-west city of Xi'an, when a Chinese national
hijacked it just before 10am (1300 AEDT) Wednesday.

The man, armed with explosives, released nine of the Australians soon after.
AT

Jd NSW waman and the tranclatar wara ban t cantivig fnr cama

Figure8 ¢ ninemsnall videosarea

I'}’“

‘u«.L

-J.ﬂé

Related v

6.3 ABC News

Displaying videos on the ABC News website is similar to the
next to the article
are positioned in a multimedia section to the right of the article
. Users are then able to read the article

video is played in the page

and pictures

ninemsn web site in that the
(Figure 9). The difference is that videos

along with audio, maps
alongside the related video.

The weather bureau says the rain lashing
the central Queensland city of Mackay is
causing the worst flood to hit the region in
more than 20 years.

A disaster situation has been declared in the
Mackay region and locals are being told to
stay inside.

The situation is worsening in Mackay as four
ABC staff members are among hundreds of
people trapped waiting for State Emergency
Service (SES) boat crews to take them to
safety.

Businesses and schools are closed, rescue
helicopters have been grounded and earlier,
two people were saved from the roof of their
car.

The weather bureau says there have been
falls of more than 100 millimetres an hour,
for several hours.

Queensland Premier Anna Bligh says the
Government is working as hard as it can to
help Mackay residents.

"This is a very rapidly emerging situation, it's
too early yet to say the extent of the
flooding,” she said.

"What we do knov

Flncad and talaran

t with the a\roort

Figure9 ¢ ABCNewsvideo in page next to article

Video: Mackay declared disaster zone @
(ABC News)

Audio: Flash flooding hits Mackay (ABC
News)

Map: Mackay 4740
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6.4 Key findings

The news web sites demonstrate a variety of approaches in playing video for news

articles. Whether the video was played in a separate browser window (The Age, SMH) or

in the page (  ninemsn , ABC News), users wanted ac cess to the related article in text. The
benefit of providing the videos in the page means users can view the article alongside the

video as it is being played.

If the video content you are providing is likely to be read in conjunction with a textual
article, then displaying video with articles in the page  isthe better option.

A further consideration for  web sites containing large amounts of video is whether to
provide a method of navigating vast amounts of video content. The Age/SMH use the

popup video playerasa means of navigat ing through the library of all videos. The
ninemsn website provides a page designhated to navigating this video content with a large
number of thumbnails the user can select. Whilst users like being able to navigate

through othe r videos of interest, they often struggled to get back to the text articles
when viewing videos since they were using different navigat ion through video content
only.

We recommend that if providing an option for users to navigate all video content on you r
web site, it needs to be clear how to get back to the main content of the web site and this
must be positioned prominently.

UsabilityOne: Aligning Technology with People Page 11
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The conventions seen in most video interfaces should be employed when designing video

elements.

On the whole, vid eo controls are widely understood. Users clear
video , pause, adjust the volume , and also how to move backward and forward in

currently playing.

ly understand how to play
a video

However, there were instances in usability testing  where users struggled to understand
some of the more advanced controls in typical online video players .

The following elements of video players

often caused confusion:

1 Play next and previous clip vs fast forward and rewind

1 How much of the video has loaded
1 Play full screen video

vs the current ly playing position

7.1 Play next and previous clip vs f ast forward and rewind
The video players in The Age/  SMH (Figure 10) and ninemsn (Figure 11) provide a

previous and next clip button . Users often thought

and rewinding the video , while the actual behaviour was that they played the next and

previous video clip in the video library.

In the survey

how many respondents would mak e this same error. Half ( 50% ) of the respondents
thought the icons  were for fast forwarding and rewinding in The Age interface (Figure
10), while 52% thought the next and previous clip was for fast forwarding and rewinding

inthe ninemsn interface (Figure 11).

these icons were for fast forwarding

, we provided screenshot s to see

Important consideration needs to be made
as the icon provided in these interfaces is

forhow users should move

misleading. Clicking on thumbnails is the more

conventional approac  h to selecting different videos in a library

It is however, important to note that The Age and SMH have recently updated the
interface removing the play next and previous clip icons in the player interface.

UsabilityOne: Aligning Technology with People
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Figurel0- Play Nex/Previous Clip (The Age)

Rounding accounts for 101 %

Figurell- Play next clip finemsn)
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