Web UX/UI
development
workshop
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Did you receive my

comments? L
O




O From your homework...

* Think about what your users want
* Then think about what you want your users to do

* Think about why do you need a search bar

* If you are clear about these, think about how the stories should be
told and how to present them
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Today’s agenda

* Recap of last week

e Sketching and wireframes
Exercise: Find out what users want and sketch the solution

e Design thinking and collaborative design
Exercise: Present your solutions and redesign

* Website prototyping

* Website usability testing
Exercise: Test your website prototype with the other groups

e Use of typography & color
* Revisiting the web UX/Ul design process
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Problem statement
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Sketching
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What is sketching?

Sketching is the process of
rapidly translating ideas into
something tangible.
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© Why do we sketch?

To explore

/éég

To refine

/ ’
L Vd
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Why do we sketch? @f @

To communicate visually
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Why do we sketch?

To collaborate
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Why do we sketch?
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Why do we sketch?
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Everyone
can sketch

Sketches can look terrible and still - - Y EEEEREREE
workgreat = 0 Sl




Sketching basics

Shift your thinking
from
to
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Sketching basics 4[ fhe pieseridea ]7

You don’t have to be an
o artist to be a designer.

4[ The big idea J_ Anyone can develop
artistic skills and design

Shift your thinking thinking with dedication

from naming items and time.

to perceiving visual

relationships
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All you need are
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All you need to know

! -\- Roundish shape

Line Buncha lines /////



... combine to
create
anything
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... combine to
create
anything
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How to layer
up

e Start with a light (gray) marker

* Continue to use marker to block
out & define the layout

* Use ball point to add detail

* Reinforce critical areas with a 60%
(gray) marker
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Wireframing
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U In layman’s term, it is

out the Uls and the user
flows.

What is
wireframing?

/4









e User flows tell you:

e what pages users land on
NN\

* the key elements on a page (but

B VAVAVAN not everything)

 how users transition from one
page to the next

Remember user
flow?
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Grand Narratives + Playpoints Idea

L Jd L
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ooming in

* Once you have the flows down you are
ready to design the pages in more detail

 The basics:

* What global elements are shared
across all pages?

* What content goes on the page?

 What affordances does the Ul need to
let the user accomplish tasks?
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© Sketching user interface

Global elements
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© Sketching user interface

Text
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© Sketching user interface

Images
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etching user interface f
|
Form elements ®
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O Flow first or Ul first?
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\ Sketch the solution /

\

* Based on your research
findings (personas, problem
statements painpoints and user
flows) for your group project

e Sketch a desktop web solution
 Don’t do in a group

* Time: 15 mins



Keep your
sketches now

We will reserve them for lateruse // :::::::::




Design thinking
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THE 4 STEPS OF

DESIGN THINKING

DEVELOP POSSIBLE
SOLUTIONS

IMPLEMENT

UNDERSTAND
THE PROBLEM

PROTOTYPE, TEST,
& REFINE




@ * Put yourself in someone else’s

shoes to start “seeing” things
through his/her eyes

e Understand from the users’
perspectives

e Methods:

* Interviews
e Observations
* Experiences
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O

e Revisit your design challenge
* Redefine the problem
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O

* Write or sketch all possible

solutions
e Evaluate each solutions
3. ldeate

e Learn from other
e Make decisions
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* A prototype transforms an idea
into something tangible and
“experiment-able”

e Start “Building” something

4. Prototype
* 3 Stages:

* Inspiring — “What could it be?”
* Evolving — “What should it be?”
* Validating — “What will it be?”
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e Test your prototypes with real
users

e Gather feedback from users
* |lterate your designs

Never fall in love with your design
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Essence of
design thinking

We're going to do things differently from how
we’ve always done it before.

We're going to study problems before we jump to
solutions.

We’re going to treat requirements as assumptions
and validate them.

We're going to diverge on our best ideas before
picking the one that matches the solution best.

We’re going to map the customer’s journey to see
where we’ve made a mess of things.

We’re going to build multiple prototypes and watch
users interact with them, to learn what’s best.
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How does design
thinking work?
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Design thinking focuses on the
users

AN NN
Fail fast and try again

Engages all stakeholders to design
the solution

Why design




Collaborative design
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What is
collaborative
design?

 Think of it as

* A way to translate the team’s
thoughts into tangible take-aways

* Away to In
the design process

* A way to empower stakeholders to
better explain their needs to the
design team

* Closely related to design thinking
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ANAAN
NNNNWhy collaborative

design?

* Helps us better the
problem

Allows team to get to a consensus

unspoken requirements
and preferences

Helps stakeholders better
the design process

Low-fidelity and low-cost way to




ANAAN
NNVNNWho should join the

collaboration?

* Designers
* Developers
* Business stakeholders

» Users (potential, existing,
surrogate)

(Any combo of the above)




O~

Let’s try it
now
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Present your
solutions and
redesign

 Remember your sketches from
the last exercise?

* Now present it to your group (1
minute for each person)

* Explain to them your design

e After the solo presentation,
discuss with your team the pros
and cons of each design

* The whole group iterate and
finalize the design

* Time: 15 mins



Website prototyping
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“A prototype is an early sample,
model or release of a product built to
test a concept or process or to act as

a thing to be replicated or learned
from.”




Where are prototypes
used?

* Industrial design

* Product design

* Automotive design
e Software design




* Typically lower fidelity
e Typically just a portion of the
. . system
How Is It * If coded, it’s allowed to be bad,
different erm unreliable code

* Much less investment to build

production?



e Paper (sketched)
* Yeah! We have already tried this

e Paper (print-outs)

Types Of * Photo gallery
* Clickable/tappable
prOtOtypes * Concierge
e Static HTML
* Functional



Paper
prototypes
(Sketches)




Paper
prototypes
(Print-outs)

Sy




Find a Place to Stay

o Search Asbnb
o Save a Listng to 2 Wish
o Comact s Owner
o Baok a Praperty

Add a Cestom Error Message

Next

Add a Custom Error Message




Clickab
prototy
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Concierge
MVP

7
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Coded
prototypes
Clickable/

tapable
prototypes

Wire-frames &
mock-ups

Prototype
and fidelity

RESOURCES Time

Paper
prototypes

Cost

Low FIDELITY High
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U * Choosing a prototype tool is like choosing a

platform (think iOS vs. Android, Windows vs.
OS X) so choose wisely. Some factors to
consider

* Cost (one-time vs. subscription)
e Strengths vs weaknesses of each tool

HOW to ChOOse e Community / support

 Team / company

the tOO|S?  Stage of development

Read this to compare different prototyping
tools:
http://www.creativebloqg.com/web-design/top-
10-prototyping-tools-2016-21619216/2
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For this project ...

| would recommend you starting
with paper prototyping

Why?
* Easy
* No need to learn a software
* Just as effective

/4



Paper
prototyping

Y /A



* When showing paper
prototypes, remember to explain
to the viewer that itis a
prototype and doesn’t represent

Expla!n When what the final product will look
showing your like

prototype * Instruct participants to “click”

* Provide the testing scenario(s)
and task(s)



Human
computer

7

* The trick to testing with paper
prototypes is that there needs to
be a human acting as the
computer

* The “computer” needs to behave
according to pre-defined rules

* This person and technique is also
known as the “Wizard of Oz”



What does the tester needs to do?

e The facilitator:

e provides test scenarios and tasks

* asks the test participant
clarification questions

* debriefs the participant

* The facilitator can also be the
computer, but it is easier with
two separate people

/4



You could consider the help
of Invision or Marvel

e Access Invision or Marvel

* You can make an interactive
prototype by:
1. Upload your sketches

2. Create hotspots to link to
different sketches

3. Test it with users

/4


https://www.invisionapp.com/
https://marvelapp.com/

Usability testing
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What is usability testing?

e Usability testing refers to evaluating a product
or service by testing it with representative
users

e Typically, during a test...

1) participants will try to complete typical
tasks while

2) observers watch, listen and takes notes.
* The goal is to identify any usability problems,
collect qualitative and quantitative data and

determine the participant's satisfaction with
the product

/4



How to run a
usability test?




Before the

Develop your Create prototype Recruit typical users
tESt see scenarios & tasks of those pages for participation
2 « typicall -oNn- i
(or print out although it can be done in groups
pages on pa per) - ideally, different people than those

who you’ve previously involved




DAV VAN
NN\

During the test ...

1. Brief participant on the process
2. Introduce task/scenario

3. Have THEM work through the
scenario with the prototype

4. Prompt for feedback

Encourage them to explain the
actions they would take

6. Take notes and ask questions

7. Get feedback
(questionnaire/debrief) at the end

/4



Afte r t h e Review & Rate major Compile a list Don’t wait

collate data issues for of prioritized until you
teSt .. severity and results have run all
priority to of the test
address session to
analyze the
results

If you see obvious or consistent problems early,
consider making changes to the prototype
between some of the sessions




* Understanding of
and their
significance
e User of designs
Re;ylts of. » User
Usabmty testing e Clear guidance for interface
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ColoRING PAGES
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How to =t

do a ? 8
usability SAT e
test? boaalal ® |
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Resources for preparing
for usability testing

e A template for usability test

plan

* A test plan should include:

» Test objectives (Why do you
do the test?)

* Scenario

e Tasks

* Questions

e Post-testing evaluation



https://www.userfocus.co.uk/pdf/usabilitydashboard.pdf
https://www.userfocus.co.uk/pdf/usabilitydashboard.pdf
https://www.userfocus.co.uk/pdf/usabilitydashboard.pdf

USABILITY TEST PLAN DASHBOARD
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Key things to look for during the test

Do they seem to understand what it’s
all about?

Do they think it looks ‘intimidating”
and/or “overwhelming”?

Users’ explorations of the application
— what do they explore first and what
do they never look at?

Whether users can successfully
complete their tasks

The number and/or severity of errors
per task (or per unit of time if it
makes sense)

Productivity: the length of time it
takes to complete each task
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Key things to look for during the test

* The length of time it takes to learn
something

e The amount of assistance required
(verbal / online help /
documentation)

Users’ reported levels of frustration
Users’ reported acceptability of the
application to support their task
performance

Users general delight with the
application

/4



O How to analyze the result?

Qualitative Quantitative
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O How to analyze the result?

Paths taken
by the user

Qualitative

Comments
from the
user

Types of
errors made

Observations
by the
researcher

Answers to
open-ended
questions
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O How to analyze the result?

Number of
clicks

Time to
complete
task

Number of
errors

Quantitative

Task
completed /
not
completeo

Satisfaction
survey

Demographic
information
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Post-test
survey

The System Usability Scale Strongly Strongly
Standard Version disagree agree
12 3 465
1 | think that | would like to use this system. 0|0|0|0O|0
2 | found the system unnecessarily complex. 0|0]0|0]|0
3 | thought the system was easy to use. O|0|0|0]|0O
4 | think that | would need the support of a technical o olo
person to be able to use this system. 0|0
| found the various functions in the system were
5 | wellintegrated. o|0|0|0|0
| thought there was too much inconsistency in this
6 System. 0|0|0|0O|0
| would imagine that most people would leamn to
7 use this system very quickly. ol o o A
8 | found the system very cumbersome to use. ololololo
9 | felt very confident using the system. 0|0(0|0]|0
| needed to learn a lot of things before | could get
L going with this system. 0|0[{0|0|O

Ve



Assessing Issue severity

ISSUE SEVERITY

Impossible to recover

Infrequent -

Easy to recover

Frequent

Sy



O

Assessing iIssue severity

ASSESS SEVERITY

Infrequent <

Impossible to recover

High impact

7

Low impact

\ 4

Easy to recover

> Frequent

- SEVERITY LEVELS

1 - CRITICAL
2 - MAJOR

h3 - MINOR

& - COSMETIC
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* Devise a usability test plan for
the prototype you have just

made
TEStiﬂg your e Test it with another team
protgtype * Analyze the result

* Discover usability problems for
your prototype




* Further develop and iterate
your paper prototype for your
group project

e Test it with at least 5 people to
understand the usability

. problems
PrOtOtypmg and * Send me your findings
usa b|||ty test (usability problems) and what
you intend to change with your

designs

* Due Date: Nov 6




Use of typography
and colors
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* The art and technique of arranging
type to make written language

) , and
when displayed.
. * The arrangement of type involves
What is selecting typefaces, point size, line
length, line-spacing (leading),
typography? gth, line-spacing {leading)

letter-spacing (tracking), and
adjusting the space within letters
pairs (kerning).
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@ The difference between good & bad
typography

g4 s

& ONE (=
ELSE COULD @&
fit in the tunnels so they sent us. With a
flashlight and 45 into hell.

COLT 45 1911 PISTOL
é Lelzed Staces Army lssued

FTHEE BMOLSE CF MM A rees

The thing with going In was you never knew if
vou'd be coming back out. That was always :
there. And you couldn't not think about it. So ‘
you went in and did what you had to. What =SETE
you were ordered to, Anything to get out and S WRGLAWATRENS FOSLY
see those monumental clouds exploding

across that blue sky again




Howto

iIss off
our

designer

friends
and give
them.a
migraine.
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FONTS VS. TYPEFACE

Type used to be made of metal.

Garamond 12pt was kept in a
different case than Garamond
14pt — each was considered a
different font.

Garamond is the typeface,
Garamond 12pt is the font.




L BN [ Adobe Garamond

FONTS VS. TYPEFACE ¢« = zloo & = ¢ e »

Today, Garamond Regular is a e = ==
o i *_ Adobe Garamond.scr Nov 18, 2002, 10:54 PM 575 KB font sultcase

font file, Garamond Italic is a ¥ AdobeFnt ist Aug 18, 2003, 11:27 AM 17KB  text
different font file. & AGarAltita Feb 18, 1982, 6:55 AM 21KB  PostS...ine font
* AGarAltReg Feb 18, 1992, 6:54 AM 12KB  PostS...ine font
\* AGarBol Jan 23, 1992, 11:00 AM 52KB  PostS...ine font
* AGarBoita Jan 23, 1992, 11:00 AM 54 KB  PostS...ine font
Some people use “font” to & AGarBoiltaOsF Feb 18, 1992, 6:54 AM S4KB  PostS...ine font
dlstmgmsh the weight or & AGarBolOsF Feb 18, 1992, 6:53 AM 52KB  PostS...ine font
variant within a typeface. u_ AGarExpBol Feb 18, 1992, 6:56 AM 26 KB  PostS...ine font
& AGarExpBoilta Feb 18, 1982, 6:57 AM 27 KB PostS...ine font
\* AGarExpita Feb 18, 1992, 6:56 AM 2TKB  PostS...ine font
* AGarExpReg Feb 18, 1982, 6:55 AM 44KB  PostS...ine font
Typeface: Adobe Garamond & AGarExpSem Feb 18, 1982, 6:55 AM 44KB  PostS...ine font
i & AGarExpSemita Feb 18, 1992, 6:56 AM 27KB  PostS...ine font
Font: Adobe Garamond Italic & AGartta Jan 23, 1992, 10:58 AM S3KB  PostS...Ine font
& AGariaOsF Feb 18, 1992, 6:53 AM 53KB  PostS...ine font
& AGarReg Jan 23, 1992, 10:58 AM SOKB  PostS...ine font
» AGarRegSC Feb 18, 1992, 6:52 AM S53KB  PostS...ine font
& AGarSem Jan 23, 1992, 10:59 AM 51 KB  PostS...ine font
& AGarSemita Jan 23, 1992, 10:58 AM 56 KB  PostS...ine font
& AGarSemitaOsF Feb 18, 1982, 6:53 AM 56 KB  PostS...ine font
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Typography basics
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Typography basics
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Typography basics

C
e

aletica Neue

vetica Neue

vetica Neue

Helvetica Neue
Helvetica Neue

Helvetica Neue

WEIGHT
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Typography basics

Gotham Book —
Gotham Condensed|Book

Gotham Bold
Gotham Condensed Bold

Gotham Light Italic
Gotham Condensed Light

STYLES

/4



© Typography basics

* Adjusting the distance
* between two letters

* adjusting the spacing
* throughout the entire word

Tracking:

VASI. VAST.

Kerning:

VAST. VAST.
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@ Font families

Geometric (futura)
Humanist (Myriad Pro)
Old Style @embo)
Transitional saskerile
Modern (Bodoni)
Slab Serif (Rockwell)
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@ Font families

Geomeh’ic (Futura)

Clear, objective, modern,
| universal. Can be seen as

cold, slightly impersonal,
boring.
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@ Font families

Human|st (Myriad Pro) Clear, empathetic, warm,

modern.
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@ Font families

Classic, traditional, easy to
read. Can feel too old,

Old Style (Bembo) dated, and stuffy.

/4




@ Font families

Sharp, classic with a
modern feel, easy to read.
Can also feel old or dated.

lTransitional saskerine
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@ Font families

Strong, stylish, dynamic.
Difficult for readability.

Modern (Bodoni)

/4




@ Font families

Incredibly dynamic, makes
a bold statement.

Slab Serif (Rockwell)

/4




O Legibility VS Readability

... is the ease with which a reader can

in text.

Some typefaces were designed to be
used large, such as in headlines.
Usually these typefaces are less
readable at smaller sizes and should
not be used for body copy. These are
called

Readability

...is about arranging words and groups
of words in a way that allows the
readers eye

and in a way that makes sense.
Some typefaces are designed
specifically to be used in large areas of
smaller body copy. These are called

/4



HEADS VS. BODY

Some typefaces are designed
only for use in the heads
(headlines). These are known
as “display faces.”

Don’t use a display face to set
body copy. Pair a display face
with a more subtle typeface for
the body copy.

You can also choose to use a
single typeface and mix
different weights, sizes or styles

to create differentiation
between head and body.

League Gothic
NMMIaadrone
Didot

rafolita

AZO SANS UBER

/4



* Choosing the appropriate fonts
you want to use for your website

* Choosing a “set” of fonts (two or
more) that will be used for
specific types of written content
on your website.

Font Palrings * |[deally, you want to find fonts

that complement one another
and are

/4



O Font pairings
e Use Contrast to create visual interest

* Weight (Light, Medium, Bold, Extra Bold)

e Size (Example: 30 pt. Heading and 16 pt. Body
Paragraph)

» Style (Italic, Oblique, Small Caps, Strikethrough,
Underline)

e Color (Using Blue for Headlines, and a Dark
Gray for Body Content)

e All Caps vs. No Caps

 Pair Different Classifications, 4 major
classes
* Serif
e Sans serif
* Script

* Decorative /////



Font pairings

A good rule of thumb
is to pair a serif font
with a sans serif font

Serif Font that Uses Color, Scale,
Weight to create Contrast

|
PLAYFAIR DISPLAY BOLD

Muli Light. This i1s a body paragraph. Information here i1s secondary
to the headings. Contrast is created via weight, color, scale, and
different classifications of fonts.

Sans Serif Font that Uses Scale
and Weight to Differentiate

Sy



O Font pairings

e Use Font Families

* Choosing multiple members of a font
family can add visual interest to your
website without have to choose vastly
different fonts—the difference can be

e e.g. Calibri, Calibri Light, Calibri Regular,
Calibri Bold, Calibri Bold Italic...

 Select Fonts to Reflect your
Industry/Brand Personality

e Consider what kind of fonts reflect the
spirit of your brand (e.g. script fonts for

more feminine brands) .
7



Font pairings

A pairing done
using Roboto
Regular for header
and Roboto Thin in
body

An Example of “Font Families”

Roboto Regular

1
] SLdlt

The Use of Blue and pairing of sans-serifs create a clean, innovative
brand personality. This would be appropriate for a new up and
coming software company, but less suited for a Bridal Shop.
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O Font pairings

e Use too many (keep to 2, or maybe 3 to
achieve cohesiveness)

e Use script or hard to read fonts for body
texts (difficult to read at small sizes)

* Use two different fonts from the same
classification (not enough visual
contrast - they just compete for
attention)

/4



 fontpair.co

* femmebot.github.io/google-type
Some resources + typegenius.com

for font pairing - typewolf.com
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Color

Color has a predictable and
quantifiable physiological
effect that influences our

perception and our behavior.




Temperature

The perceived warmth or
coolness of a color
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Temperature

The perceived warmth or
coolness of a color
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“When we ‘see red’, the pituitary gland
releases adrenaline into the
bloodstream, producing a quantifiable
rise in our blood pressure and an
increase in pulse rate and respiration - all
of which prepare the body for the ‘fight
or flight” survival response.”

- Rutherford



Red is stimulating and attention-
grabbing.

Good for conveying themes of passion,
lust, aggression, danger, adrenaline, or
appetite.
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“Conversely, ‘cool’ colors lower blood
pressure, pulse rate, body temperature,
respiration and promote deeper
breathing, leading to a reduction of
stress and anxiety.”

- Rutherford



Blue is soothing and relaxing.

Good for conveying themes of peace,
serenity, trust, devotion, and religion.
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Usamame or emal

- y
= | [

Welcome to Twitter. e liscan ~ . :

e e # v
Start a conversation, explore your - -
imerests, and be in the know.

New to Twitter? Sign up

Full name

Email

Password

About Help Biog Status Jobs Terms Privacy Cookies Adsinfo Sand Advertise Businesses Medis Developers Directory © 2014 Twitter
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Yellow is warm and energizing.

Can be good for conveying themes of
confidence, creativity, and positivity.



SERVICES = THE WALL ~ FOUNDERS < BLOG

Pollen Brands communicates environmentally & socially
responsible messages through branding & immersive web :
experiences. It's a process we call BRAND POLLINATION™ -

AV,
o

\f}:‘}

CONTACT
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“Green, the color of nature, is associated
with fertility and growth and is therefore
used in ‘natural’ food restaurants and in

hospitals to evoke an impression of
health.

- Rutherford



Green has strong connotations of nature.

Good for conveying themes of freshness,
health, sustainability, and the
environment.
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WWW.I-AVION.COM

-Avica €12 un COMparateur de prix de Millet
d'avion, G vous permet de comparer le prix
d'un vol parmi les prinGipaus voyagistes et
compagmies aénennes 3fin de trouver le Dullet
d'avion le moins cher. Vous n'avez plus qu'a
faire vos bagages. Bon voit
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Black is bold and perceived to carry
weight.

Good for conveying themes of authority,
power, sophistication, and wealth.



Bestill provekjoring

Voltswagen.

Volkswagen har blitt elekirisk. Opplev nye e-up

Scroll deg videre eller klikk her

Neste —

77
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White is pure.
Good for conveying themes of

cleanliness, simplicity, virtue, chastity,
and innocence.
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lpad Alr Features Design Bwit-in Apps App Store Videos Tech Specs

iIPad Air

The power of lightness.
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There is a trend
for website to
go white
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va‘w How ItWorks SignUp Login @ wish Lists

Miami Beach, FL 11/01/2012 9 > 11/05/2012 *  1Guest 4 Photo | Map |
Room type: | ffif Entire home/apt 388 # Private room 212 bt Shared room 9  Other options...

Your trip is soon! Serious about finding a place? Try using Match.

Redo search in map

Sort: Recommended | 4 609 results (with 4 popular on Wish Lists) ’ * Share ’

South Beach Modern 1 Bed/1Bath $1 5 4
Entire home/apt — Drexel Ave, Miami Beach (South Beach)

Per night
f 3““
Peaceful Oasis + bicycles $-1 2 5
Entire home/apt — Michigan Ave, Miami Beach (South Beach)

Per night
& &,
Hot SoBe Condo on 8th & Washington $99
Entire home/apt — Pennsylvania Ave, Miami Beach (South Beach)

Per night




‘ & Q Anywhere ] Anytime 8& 1 guest Discover hosting Trips Messages *  Help ‘
FOR YOU HOMES EXPERIENCES RESTAURANTS
+ oS
Room type v  Pricerange v  Instant Book v  More filters v [ search as I move the map -,/ Hnlend
- T 81.824 HKD
$1,157 HKD =
1 $1,471 HKD g/"‘
08 HKD I $980 _$643';|':(6"lne-] (\(%;azakhst
bV _— 3
North $731 HKD , Turkey _
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s T Chad '“‘\
Venezuela /).{‘ ‘1 nge;i“gij;ahnopla
smbia 18y &=
af 5 5 D e
Tanunia
Brazil R
b Angola 7% i
Bolivia NRE“;L\/\/)‘U
$643 HKD La Salentina, sea, nature & relax $731 HKD YOUR PRIVATE 3 BEDR. RIAD, AN EXC... cm}; South Botswana|  Me1°925C21
Entire house - 9 beds Entire house - 5 beds § Atlantic s
Ocean South Africa
% % % % % 97 - Superhost % % % % % 161 - Superhost -,
( Argentina
/ L d
ps://www.airbnb.com/rooms/3389298 ?* ~l9,‘i°."£‘i (= @ Language and currency




@@ tripadvisor

Motels - gt Vication Reantals  Masturarts » Besd of 2074 Your Frorcts § Nore « LTl

hotel e

Saarch for n Oy
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g-w“,mmr
\3?" QOO0 0 Review by GZamnen
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»
o

L"

.- your perfect trip

B
5l
£
=y

B
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¥ -

1974
i\
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[©)O) e DS

BdVisor The workfs
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@& Tripadvisor

2 Review Q Trips [ Alerts & Basket

[ Hotels =] j [ Things to Do PR J [ Restaurants

&%J [Trovel Stories @ J [Flights A J LMore J
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After

Before
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RGB CMYK

Colors on the web

Red, Green, Blue
[ Additive Colors |

Cyan, Magentaq, Yellow
[ Subtractive Colors |

What's the difference and
how should you supply your artwork?
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e Colors in CSS are most often

specified by:
COIOrS on the  a valid color name - like "red"
e an RGB value - like "rgb(255, 0, 0)"
we b * a HEX value - like "#ffO000"
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O Colors on the web

@ - T al

Web Safe Colors

FFFFFF

The profile “‘Web Safe Colors' cont
Copyright 2007 Apple Inc., all righ

Fill il Color lid

1 A # FFFFFF

{1l

Q

RN |
HEEEREREEEEmET O
Opacity 100 |

Recent Selected Recent Pages :
78 HE EEE llf.ll o |

/4



"imary‘ Primary colors

'
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Secondary
colors
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Y ‘ Tertiary colors
‘Q-O'
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Basic techniques for
combining colors

Triad

* uses colors that are evenly spaced
around the color wheel.

* tend to be quite vibrant, even if you
use pale or unsaturated versions of

your hues.

* To use a triadic harmony
successfully, the colors should
be carefully balanced — let one
color dominate and use the
two others for accent.
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O

Basic techniques for
combining colors

Analogous

use colors that are next to each other on
the color wheel

usually match well and create serene and
comfortable designs.

are often found in nature and
are harmonious and pleasing to
the eye.

make sure you have enough
contrast when choosing an
analogous color scheme

Choose one color to dominate, a
second to support. The third color
is used (along with black, white or
gray) as an accent.
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Basic techniques for
combining colors

Complementary

e create a vibrant look especially
when used at full saturation

* must be managed well so it is not
jarring.

* tricky to use in large doses, but
work well when you want
something to stand out.

* are really bad for text.
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Basic techniques for
combining colors

Split-Complementary

 a variation of the complementary
color scheme.

* |In addition to the base color, it uses
the two colors adjacent to its
complement.

* has the same strong visual
contrast as the complementary
color scheme, but has less
tension.

* is often a good choice for
beginners, because it is difficult
to mess up.
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Color and usability| [N EREETTTENS
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Color and usability m m
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Color and usability
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O Tool: Adobe Color

* https://color.adobe.
com
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O Tool: Paletton

e http://paletton.com
/#uid=1000uOkllllaF
w0g0qFgFeOwOaF
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O Tool: Colordot

* https://color.hailpix
el.com/
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© Tool: Colourcode

e http://www.colourco.de/
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http://www.colourco.de/
http://www.colourco.de/

Get Inspirations
from...

https://dribbble.com
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https://dribbble.com/

[} [} [ J
Béhance Discover Live Jobs Sign Up With Email  or  f e Q. Signin [\ Adot G et I n S p I rat I O n S
Best of Behance Curated Galleries Creative Tools Schools & Organizations f
rom...

PALAZZO DELLA RAGIONE Google / Android bl yfinding system for Art- Illustration for ZEIT Magazin Colors Loves Neon
zavod Platforma
Gianluca Gelmini Vallée Duhamel Multiple Owners « Tanawat Sakdawisarak Alexander Berdin-Lazursky
Architecture Advertising Typography ustraton Photography ° h tt p S: / / WWW b e h ance.n et /
L] L] L]
16183 © 2544 L 1 2150 < 24456 R & 710 © 5723 J D 601 © 4734 1 10 1618 © 14814 H

sinte
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Revisiting web UX/UI
process
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Remember we
have...
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© Building your online business

e Design and create a commercial homepage

 at least 10 webpages

e Objective: to extend the internet business or to start a new business model
from an existing or startup company

* Do justify the reasons why you want to start internet business model for the
company

* Get into a group
* Deadline: Nov 27 7pm
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S Your project will be assessed by:

Website
planning

Ideation &
research

Marketablity

Site usability

Effectiveness
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S Your project will be assessed by:

Website Planning (20%): Planning of the website’s structure, content, and use cases to
ensure that the website could support support findability of desired information and
functionality.

Ideation & Research (20%): Thorough research of users’ needs and painpoints. Generation
and validation of ideas by the methods of prototyping and user testing.

Site Usability (20%): Design of the site’s interface to make sure that users find it intuitive to
use the website without much learning.

Marketability (20%): The potential of your product find it market fit with the consideration
of competitors and the product’s profitability.

Effectiveness (20%): The effectiveness of the product in meeting the target users’ )
expectations and needs. /////
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e User research
* |dentify user groups

* Define users’ problem
statements

Here IS the IISt * Use case, user scenario, user

flow and sitemap
* Prototype
* Test your prototype
* [terate
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Hope you enjoy
the workshop

and don’t forget
vour homework
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| appreciate your feedback!!!

e Send it to
gordonlee.cityu@gmail.com

* Or leave it on
https://gordolee.wixsite.com/int
ernetcomm

Hope to see you soon!!!
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