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WHY ITERATION IN TESTING MATTERS

Nielsen’s motivation for using an iterative approach to UX design

(D> +

ITERATION

Usability testing best
practices suggest using an
iterative approach when
evaluating respondent
materials.*

*(Geisen and Romano Bergstrom, 2016)

TESTING

Exploratory testing allows
researchers flexibility to
incorporate feedback
throughout the design
process.

& [
RESULTS

Produces a finished product
that most closely suits the
needs of the panelists.




HOW DID WE GET FROM...

2018 & EARLIER 2019 - 2020 2021 - PRESENT

..... Verizon = % 133 70 ) o%m ) T 090 0 |
NIELSEN MOBILE PANEL ~NIELSEN MEDIA PANEL=

Nielsen Mobile Panel

Last Sync: 02/03/2020, 2:45 PM Meter Status

° STATUS

INCOMPLETE

Configure Cellular

Status
Configure Wi-Fi " & 1ot
. ACTIVE No action required at this time.
Last Sync: 10/12/20, 12:34 PM
No Action Required

STATUS

INVALID
SETTINGS

Please enable the Notifications settings
in order for the Nielsen Mobile App to
properly function.

Open Settings
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TESTING TIMELINE

Mobile App UX
In-lab usability study conducted Ethnography
:-Zglr?s\;?as'zilgitgrfgEiznv;lteabllation In-lab usability study conducted with both Lite UX-based ethnography using video
orocess for the mobile app with English and Spanish participants was diary-based participant responses to
Lsers on a mobile device conducted to understand the registration investigate user interactions with the
Follow-up phone intervieWs were and installation process as well as users iOS version of‘the moblle app over a
conducted ~3 weeks after the attitudes towards the apps purpose and ~2.5 w'eek period. iOS Battery Usage
in-lab study their privacy. Follow-up phone Interviews Statistics were also collected to
' were conducted ~3 weeks after. provide more insight into participants
performance perceptions.
2016 - 2018 FALL 2019

—_ _ N . >

s FALL 2016 SUMMER 2018 2021 - Present
E lterative Website Mobile App UX 3.0

2 Registration Testing Study

£

E Testing using mixed-methods were In-lab usability study conducted to

© completed to improve the UX of the investigate the installation and

E registration website leading up to permission-acceptance process of the

~ the mobile app. mobile app. Validated UX metrics were
g : introduced to make comparison to apps
=S external to Nielsen. Follow-up phone

‘éi interviews were conducted ~2 weeks later.




METHODS
@ Study Locations Demographics: oCo
O New York, New York a  Mix of gender,
[ Tampa, Florida ethnicities, and ages
@ Nationwide (U.S.) using Q  Mix of mobile device
remote platforms operating systems
o
v
@@ Recruitment: Study Designs: v
General Population In-lab Usability Studies L—

Phone Interviews
Eye-tracking

Remote UX Studies
Lite Ethnography with
Video Diary Entries

EI Tech Literacy
d Screener
d Incentives
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METHODS

How did we collect data?

]
EYE TRACKING

For two of the five studies
we used eye tracking. We
used heat maps, gaze plots,
and AOIs to analyze the
usability of our recruitment
website and our mobile
application.

oﬁOo

PARTICIPANT
INSIGHTS

Throughout each of the
five studies, we recorded
participant feedback. By
recording unprompted
participant judgments and
eliciting reflections, we
ensured a more robust and
thorough picture of the
participant experience.

6/‘

NEUROLOGICAL
MEASURES

In three of the five studies,

we used neurological
measurement as a way of
capturing subconscious
message resonance.

VALIDATED UX
METRICS

In two of the five studies,
we used validate UX metrics
as a way to capture
measurement across
iterations of the study as
well as make comparison
with external UX studies.
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3  UX Deliverables Matter :

3 Prioritization of UX Problems:

FALL 2016: MOBILE APP USABILITY STUDY

Key Takeaways

QO  Creation of a highlight reel of
users/participants making mistakes
showcased that problems do exist and create
stakeholder buy-in.

O  Stakeholders see value in UX testing and
become interested in including iterative
testing in the future.

nielsen

O Finding a large amount of problems can
become overwhelming when addressing from

a product management perspective.

O  Creation of a prioritization matrix (high,
medium, & low) for identified problems
helps speed improvement timelines
Q  Problems are prioritized by impacts

to the end-user, impacts to the
product, level of effort to address,
and more...

nielsen

EMM UX STUDY
September 6-9, 2016

EMM UX STUDY
September 6-9, 2016
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FALL 2018: MOBILE APP UX 2.0 STUDY

Key Takeaways

3 Insights from Spanish Participants:
QO Spanish users have more difficulty with
the app compared to English users.
[  Important to include Spanish
Language SME in the app
development cycle

21548 Af =il 26% &

NIELSEN MOBILE PANEL

APP USAGE

We collect app usage to measure which apps are
launched and how long they are open.

We collect:
« App launch
« Amount of time an app is active

3 Permissions are Difficult:

We do not collect or have access to:
+ Content within the app, including pictures and

Q  Permissions are very difficult for users to
correctly set up, regardless of language. - A e
Qd  Permissions need to be siloed (“one t 2 Notlcocines T

3. Tap the “Permit usage access” toggle button
¥) Actualizacion en 20. plar P g gl

a time”), provide users with
instructions, and provide users with
value propositions.

opyright © 2017 The Nielsen Company. Confidential and

Copyrig
proprietary.




FALL 2013: MOBILE APP UX 3.0 STUDY

Key Takeaways

il 26% &

Eye-tracking Insights: ‘ VeN

D MOSt |nd|V|dua|S DO NOT read We use NielsenVPNutSoameeasure basic website
permissions screens while completing an .
onboarding process. They go on . vl .
auto-pilot. et

We do not collect or have access to:
+ Sensitive or secure info including passwords,
banking/financial info, texts, messages, emails,

and contact info
+ Textyou type or enter on a website

3 In-Lab Study # Real World Use:

O  Follow-up phone interviews spotlighted To en: le this permission:
performance issues perceived by the app. Lo
O  Also spotlighted that some phone ‘ —
functionality was prohibited once
the app was installed (i.e.;
Chromecast, Screen Mirroring)

a  Collecting UX Metrics showcased that the e T .
app is in a fairly good state (regarding its — ———
usability) i .
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2021: MOBILE APP UX ETHNOGRAPHY STUDY

Key Takeaways

a

a

Q
a

Copyright © 2017 The Nielsen Company. Confidential and

proprietary.

a  COVID-19 Pandemic > New Methodology:

Remote-unmoderated > Nationwide (U.S.)
sample

Reduced researcher bias, hands off
approach

3 UXcan be Impacted by non-Ul Components:

Severe performance issues (battery use)
Battery usage perceived by end-users
doesn't correlate with what tech teams
report is used

Asking for various permissions causes

privacy concerns, however, proper Ul can

mitigate concerns to an extent.

@ Users more willing to allow
permissions (and not voice
concerns) compared to previous
testing

For this mission, we will ask you to install an app on your iPhone for 2 weeks.
Over the course of the mission, various parts will become available for you to complete!

Reach out to us if you have any questions or concerns!

Monetary $100 Yes

Battery
Battery Health
Last 24 Hours Last 10 Days

Last Charged to 100%

Avg. Screen Off

10



CONCLUSION

Why is iterative testing important?

1. There’s ALWAYS room for

improvement. ©

STATUS
INCOMPLETE

Celtotie bRt No action required at this time.
Last Sync: 10/12/20, 12:34 PM
° STATUS

2. You only get ONE first impression. sermnes

3. LISTEN to your participants — LR N
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