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Introduction



Reputation Information

• Can be presented by both:

 visual means;

 textual means.

• Both have some problems.



Reputation Information

Visual Means

Textual Means



Earlier Work



Previous Studies

• Conducted user studies (consisting of 

user tasks & interviews) on:

 WidSets: website for downloading & 

developing mobile applications.



Previous Studies

• Conducted user studies (consisting of 

user tasks & interviews) on:

 Nokia Ovi Store: Nokia’s Internet service offering 

services in various areas such as games, maps, 

music & mobile applications.



Previous Studies

• Focused on: current usage of offered 

reputation information.



WidSets Study

• The study was conducted through:

 User interviews

 Web based questionnaire

• Results:

 Visually prominent UI elements act 
as main source of information for 
decision making.

 Less prominent information was 
overlooked.

Karvonen, K, Kilinkaridis, T, Immonen, O: WidSets: A Usability Study of Widget Sharing, in: T. Gross et 

al. (Eds.): INTERACT 2009, Part II, LNCS 5727, pp. 461–464, 2009. The Proceedings of INTERACT 2009, 

12th IFIP TC13 Conference in Human-Computer Interaction, August 24-28, 2009, Uppsala, Sweden

http://www.springerlink.com/content/7w23m3j4t33w2567/
http://www.springerlink.com/content/7w23m3j4t33w2567/


Nokia Ovi Store Study

• The study was conducted through:

 Semi formal usability tests 
(following think aloud protocol)

 User interviews

• Results:

 Lack of cohesion between different 
reputation elements.

 Users found quality & credibility of 
the reputation information 
questionable.

www.ovi.com

Paper under submission.



The Study



The Study
• Amazon (shopping), www.amazon.com

• eBay (shopping), www.ebay.com

• TripAdvisor (hotel & vacation reviews), 
www.tripadvisor.com

• LinkedIn (networking tool), www.linkedin.com

• YouTube (video sharing), www.youtube.com

• Yelp (reviews & recommendations for local 

business), www.yelp.com

• Digg (social news), www.digg.com

• NowPublic (social news), www.nowpublic.com

• IMDb (serial & moview reviews), www.imdb.com

• AppStore (Apple’s store for iPhone applications), 
www.apple.com/iphone/apps-for-iphone/

http://www.amazon.com/
http://www.ebay.com/
http://www.tripadvisor.com/
http://www.linkedin.com/
http://www.youtube.com/
http://www.yelp.com/
http://www.digg.com/
http://www.nowpublic.com/
http://www.imdb.com/


Hypotheses

• Websites offering reputation information 
have problems with usability;

• More specifically, reputation information 
provided has bad usability;

• Visual prominence of reputation elements 
is guiding decision making process;

• Visually prominent elements on the 
websites are wrong;

• Visual nudging – not working on these 
websites for enhanced decision making.



Research Question

”Why is the reputation information 

underutilised?”



Method

• Heuristic Evaluation

 Based on Jakob Nielsen’s heuristics.

 Basic method to analyse the sites.
Nielsen’s Ten Principles

1. Visibility of system status.

2. Match between system and real world.

3. User control and freedom.

4. Consistency and standards.

5. Error prevention.

6. Recognition rather than recall.

7. Flexibility and efficiency of use.

8. Aesthetic & minimalistic design.

9. Help users recognize, diagnose and recover 

from errors.

10. Help & documentation.



Method

• Expert Evaluation

 Focused on how the reputation 
information was presented on the 
selected sites.



Results



Results for Heuristic Evaluations 



Heur 1:Visibility of System Status

Amazon

Apple



Heur 1:Visibility of System Status

Yelp

YouTube



Heur 2:Match Between System & 

Real World
Amazon

Amazon

Digg

eBay



Heur 3:User Control & Freedom

Amazon

NowPublic

Digg



LinkedIn

Amazon

Heur 3:User Control & Freedom



Heur 4:Consistency & Standards

Amazon



Heur 4:Consistency & standards

TripAdvisor

Yelp



Heur 5:Error Prevention

Amazon

YouTube
Digg



Heur 6:Recognition Rather Than 

Recall
LinkedIn

TripAdvisor

Yelp



Heur 7:Flexibility & Efficiency of 

Use
TripAdvisor

NowPublic

eBay



Heur 8:Aesthetic & Minimalistic 

Design

Amazon



Heur 8:Aesthetic & Minimalistic 

Design
eBay



Heur 9:Help Users Recognize, Diagnose 

& Recover from Errors

eBay

YouTube



Heur 10:Help & Documentation

eBay



Results for Expert Evaluations 



Visual Elements Representing 

Reputation Information

TripAdvisor

Amazon eBay

YouTube

Yelp

Digg



Visual Elements Representing 

Reputation Information 
Apple

NowPublic

TripAdvisor

IMDb

YouTube



Discussion



Problems

• Cluttered User Interface – might mislead 
or confuse the user.

• Missing nudge – to look at relevant 
information.

• Lack of inter-relation between different 
reputation elements might:

 have negative effect on credibility 
of information;

 effect user’s willingness to 
contribute.



Suggestions

• Clearly distinguish between distinct 
sources of information – guide users’ task 
flow.

• Tie together – different instances of 
reputation information.

• Promote transparency.

• Create visually prominent & real-time 
links between the users across services.



So how does it translate to UI design?



Honestly - putting it all together is tricky. But

there’s some pretty good design around already

that follows some of these guidelines.



Google Shopping

Usage of color scheme to differentiate between the 

ratings 



NowPublic

Real time links between the users



Thank You!


