Heuristic Evaluation of pointspring.com & competitors

1. Purpose of the Study
The main goal was to analyze Point Spring & Driveshaft (PSD) against a set of generally agreed upon usability and user experience standards. Competitors were included to see how PSD stacks up and identify where the website has room for growth and where its threats are.

The goals for this evaluation were: 


· identify usability problems based on information architecture, interaction design, visual design, and the quality of writing

· compare website interaction to a model of direct conversation with the user

· identify value of using website based on typical user motivations

· identify disadvantages of PSD to its competitors
2. Method

The method used was heuristic evaluation, which analyzes how a website or interactive system stacks up against a set of best practices or general principles of usability. These principles can be found in Appendix A. The categories were identified by a heuristic evaluation performed by (http://www.smashingmagazine.com/2011/12/16/a-guide-to-heuristic-website-reviews/) and the principles were organized from resources found in Appendix C including several websites on Heuristic Evaluation and a number of books on best practices of UX design. The websites were then rated on their success or failure of each general principle and how severe the problems were (with 0 being the most severe and 4 being the least) as well as including a description of aspects of the system (positive or negative) that resonated with that principle.

The ratings were then added up for each category and averaged to give a rating for each category for each website.

This evaluation is qualitative in nature (although the rating adds a quantitative component). The ratings are based on judgments of the applicability of design principles by the User researcher/Usability expert.

The in-depth evaluation was focused on the PSD website and three of its competitors: Hunter Trucks Sales (HTS), Transaxle (TA), and Keystone Spring Services (KSS). For these sites, any external systems they used to promote their products was included in the evaluation, but any other external systems (e.g., employment systems) were not. 

This evaluation also included a high-level evaluation of functionality used by PSD, the above competitors, as well as other sites: Superior Distributors (SD), Hill International Trucks (HIT), Cumberland Truck Equipment (CTE), Transedge Truck Centers (TETC), Hovis Auto & Truck Supply (HATS), and Truck Parts Inventory (TPI). The pages/systems included in each site were compared.
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Figure 1. Network graph showing percentage (from 0 to 1) over each category evaluated. This percentage represents the severity total out the total number of points in each of the nine categories (toward the center of the graph shows more severe problems).
3. Findings

These are the qualitative findings from the evaluation. They have been categorized as a general comparison of YYC to its competitors. Interspersed with each finding is a short description of what each bullet point represents. Full details of usability issues for PSD can be found in Appendix B.

3.1. PSD's strengths with respect to (wrt) competitors:
· Unified customer experience 

PSD keeps everything on the pointspring.com domain. The same cannot be said of any of the competitors (except possibly TA, but they were not doing too much on their site). This really relates to being sure of who the user is interacting with and trusting the process.

· Direct connection between brand, products, and purchasing

Related to keeping everything on the site, PSD is able to offer a relatively streamlined process from landing page to search to order to sale. Not only is this beneficial to audience, but also to you for tracking data. KSS and HTS both have sales sites, but they are primarily on separate websites.

· Connection of search to purchasing history

The search on PSD has access to prior purchases from the user. This is especially helpful for users who have to order similar parts frequently. Only Engine King through KSS even tracks account information that I could find and I was not able to verify that such data is easily accessible or even kept.

· Consistently listing price and availability (including whether main branch carries it)

PSD provide as much information about getting the product to the customer. This information was not consistently shared on other websites since they were off-site and not integrated into these websites systems.

· Achieves best W3C page validation for effective HTML design and cross-browser compatibility

PSD, while not perfect, validated reasonably well in terms of the key components for web development correctness. Best practices, connected to websites displaying correctly for sight and mobility impaired situations, were upheld highly by PSD just a bit more than competitors. This issue can also connect with successful cross-browser development—again not perfect, but better than competitors.

3.2. PSD's weaknesses wrt competitors:
· The visual design does not highlight the professionalism of PSD

PSD and KSS are not at the same level visually as HTS and TA. The level of polish on these websites influences the initial impressions customers have of the websites, and same with PSD and KSS. The visual design is holding the website back.

· Lack of people in imagery on PSD makes interacting with website impersonal

The imagery on PSD is largely about the empty showroom and of the front of the facilities. HTS has pictures of product and people (including a shot of the front office personnel). TA shows dynamic pictures of the product and contexts of use. TA mostly uses pictures to PSD, but also includes pictures of the product on Engine King and Suspension King websites.

· Website is not customer or benefits focused, but PSD and features focused

PSD language must refocus on customer. Everything that goes on the website is about trying to connect the user to what they can get out of what a potential website has to offer. There can be some explanation of who the company is, but this should not be the primary purpose of the website (e.g., it shouldn't be what people see on the home page). Any aspect PSD describe about itself should be turned around and explained why this is a good thing for customers.

· Use of high quality imagery of products for sale

TA and HTS both include imagery for the products they are selling. High quality, large images are nearly a must for people to make decisions about a product they have not ordered online before. It seems that clients may have product catalogs. Anyway you can streamline this process (without having to refer to the catalog), removes one hurdle to ordering a product. It also gives customers more control over the process.

· Providing low level commitments to connect with PSD such as newsletter signup, social media connections, or control over account signup.

The level of commitment is inversed and limiting the number of customers using the online process. Neither TA nor HTS (which are the only ones with online stores) require users to do anything before searching. There are also other ways as mentioned above to lower the bar to committing to the website, which can lower the bar for making a sale online.

· Open, public search process over products

As mentioned above, the search process is making the process of just searching online much, much harder. PSD stands alone in this regard.

· No mention of service provided on website (even fairly standard services)

All three competitors included a list of service available at branches. Making this information available for use at the users leisure answers questions when they have them and for easy reference.

· Link names, page titles, and page content should be broken down by customer needs

Main menu items should respond directly to questions the user might ask you about. Anything like History of PSD could be move to a different location on each page. Something like the History page needs to be separated into different pages such as About Us, History, and Why Do Business with Point Spring for example. Line card may make sense to your user base, but are you 100% everyone who uses the site will know what it means?

· Clean and logical ordering of web forms

Web forms are not aligned in a way that guides the user to adding information (e.g., the order page search). The most highly recommended  is to have an inivisible vertical line between the form labels and the form elements. It is also recommended to only have one form element in a row at a time (except for something like name). Lastly, the submit/search/send email is right in line with the rest of the form. Longer forms (such as ordering) should also have separation into logical subgroups. All competitors have great form design. Contact form is closest, but even that could use some work.

· Efficacy of checkout process

The PSD order system works, but under certain circumstances (an error in the user information form) the page will display both the order form and the confirmation page at the same time allowing a user to move forward without filling information they need to in order to make sure the order can be fulfilled. Even starting the process is uncertain with the number of form elements on the first search page.

· Privacy policy demonstrating what the scope of what you will do with collected data

From a trust perspective, websites need to explain how they will be using information collected through the website. A privacy policy does not need to be legalese, but it should explain what you will do with sensitive information such as emails, addresses, phone numbers. Reminding users when you collect that information of how that information will or will not be used is also a great idea. All competitors provided privacy policies (though TA's privacy policies were on the Engine King and Suspension King). 

· Full contact information is provided

This is not a huge problem and contact information is provided. The limitation is that not enough contact information is provided for branches. Other sites (HTS and TA) provide email addresses for individual branch contacts. KSS and PSD do not. 

· Consistent friendly, engaging, active, and strong voice and positive tone of language used.

As mentioned in the language comments below, the tone needs to be the same as a sales man would have when engaging with a new client. What sales tactics would you use? The website language should be similar to this. The most persuasive language is positive and friendly (welcoming). Active as opposed to passive voice and strong, specific verbs and nouns come across the most strongly.

· Lack of listing showing currently promoted sale items

I know this is a problem with not being able to update the website. But, all 3 competitors have been able to show promotions leading to increased sales for them. This leads to stifled online sales. But, it also demonstrates a certain staleness of the website.

· Pages need to be built on scannability: short sentences, short blocks of text, subheadings, bullet points

Users of websites are rarely going to read anything in depth (even full length articles, they might skim read). Focusing on the techniques above will make it easy to scan a page, let the user finds what they need out of the page and move on. If users then want to read the full page they then have that option.

3.3. PSD maintains competitive balance with competitors on:
· Web forms maintain user data after errors

None of the websites lose data when the user enters into the forms and has an error. This is a low bar, but it is good that the user doesn't then have to re-enter all the data after an error.

· Some validation for correct data collection is done on every website

Every website is at least making sure that important data is definitely added to the forms. Some of the sites also check that email addresses are formatted correctly. There is an opportunity for phone numbers (KSS does this actually), but this is a start.

· Non-error message instructions, labels, and text is in language users would understand.

Language on the sites is appropriate for the users and fits the circumstances. The language on the website is not overly technical or unclear. The exception is error messages.

· Websites work on a variety of device/browser/resolution combination with only minor issues

The websites generally were not using a lot of Javascript and so they all worked very well across all different devices and browsers. I was surprised the mobile devices worked as well with these websites as they did. Now, none of the websites were really optimized for the web, but they worked reasonably well.

3.4. All sites are struggling on:
· Validation of entered data into the websites

Phone numbers and certain numbers were not validate for correctness and accuracy. This can lead to problems with business intelligence, but also sometimes with just completing an order. The validation should occur both on the webpage itself and also once it's submitted to the server—to avoid security issues.

· Finding a way to incorporate user reviews into the process

PSD and TA did not attempt to incorporate user reviews into sales. Both HTS and KSS (through Engine King and Suspension King) do incorporate reviews on products. Suspension King had 3 total reviews on the whole website. No other site had any reviews that were noticeable even though that ability was provided on all those websites.

· Effectively integrating testimonials into website

Only Suspension King through KSS had testimonials displayed. And, that was an unorganized, uncurated list of comment after comment. I doubt any user would sit and read one of them. Testimonials can be a strong persuasive element for doing business with an organization.

· Providing FAQ (or what I have heard named: “Customer Services”) for working with company online

Such services are a place people can go when they are frustrated. This may not be the first place they would go if they weren't already using the website, but on the website and for any business that take place on the website. This is a place people can get answers at their pace.

· User-centeredness of search results and process (conversation style)

Search results on PSD have a good layout to work through, but a lack of information and imagery makes it hard for users to make decisions on a product. Other websites, KSS and HTS, lack the standard, easy to work through layout of search results PSD has. As much as possible, search results should from web form to results act like a conversation allowing users to filter based on certain questions and find the exact product they are looking for.

· User-centeredness of error messages

This is a very common problem, but so many error messages sound like they were blatantly made by computer scientists for computer scientists. Error messages are some of the most stressful aspects of working with computers. They should be positive, apologetic, friendly, and help the user solve their problems. The message should not make the user feel bad about what they have done, but make it seem like the computer made the mistake (as much as possible).

· Submissiveness of website language/visual design.

Another very common problem that all websites suffered from. In general, the websites are dominant and leading user action. But, users should be running the show, the computer should only guide. The computer should make the user feel like they are in control and in charge.

3.5.  Website Functionality
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Figure 2. Shows how many websites have each of these functions on their website. Orange represents functions supported currently by PSD website.
From this data, it would seam adding services, financing information (if appropriate), and privacy policy is needed to stay on part with competitor websites. While we have talked about employment and there was a lack of information, perhaps some information should be posted on the website. Also surprisingly, news & updates, awards, and newsletter was so low. 

Employee Login, Library, and Customer Showcase were also seen, but each on one website only.

4. Recommendations

Based on the above findings, it is recommended PSD improve the following high priority items:

1. Create a complete visual redesign of the website with a focus on increased imagery on the website, improved layout, and brand promotion.

2. Add testimonials and/or customer showcase to the website

3. Enhance visual design and content of search and checkout. Make process easy to use, trustworthy, and enjoyable to buy online. A standardized online shopping cart/e-commerce is a very good option.

4. Redesign signup and search process as a part of the overall website. Promote search as the primary component of the website.

5. Revisit all content on website for appropriateness to user goals and for showing the value/benefits of working with PSD. Text blocks should be shortened. Sentences should be shortened. The keys for scannable text should be adhered.

6. Add pages describing standard services provided by PSD and privacy policy about what PSD will do with user data.

7. Add email addresses to branches and making sure images are updated for each branch. Contact information will be provided so that users can connect with the PSD on their terms. Provide a Google map location showing all branches.

8. Weekly or monthly promotions should be added to the website in easy to find locations. For especially great deals, such deals should be promoted on the home page.

9. Starting from the perspective of the brand, create a consistent tone and voice that permeates the language on the website (and any other online campaigns—ads, email newsletters, social media).

10. Ensure all web forms validate data both via Javascript in the browser and on the server to ensure data collected is accurate.

The following are less high priority items, though still could be useful techniques:

1. Start an email newsletter that is promoted, archived, and conducted online. The newsletter should promote products, showcase customers, promote the know-how of PSD, and generally be entertaining and worthwhile to read.

2. Social media accounts could be started in coordination with the newsletter. These websites should promote PSD know-how, customer interaction (particularly encouraging positive ratings on websites), and particularly location-based checkins.

3. Add an employment page as a way to connect with a younger work force. Also, add financing information if that is something PSD supports.

4. Improve the Customer Services based on user tasks on the website.

5. Consider adding a forum to help with technical aspects of dealing with problems they may have. This will also allow users to help each other as well as creating another touch point for your staff.

6. Add ability for users to create reviews on website. If possible, provide incentives to write reviews (to get system started).

7. Create a blog that can show regular updates based on PSD's superior knowledge about the products and services offered. It gives customers something interesting to read, a reason to come back, and a way to increase revenue/SEO rankings. It is also a way to cross promote social media as well and other features as well.

Appendix A. General Principles Applied
1 Task orientation and website functionality
This category specializes in the way users do tasks on the website. This describes the primary uses of the website.

1.1 Task startup provides a low bar to use . For Example:

· Effort is minimized by removing any hurdles, allow user to get right into the task

· When possible, make a reasonable guess to fill in controls

· Shortcuts for common tasks are available for experts

· Social validation if people are unsure (social proof, testimonials, ratings, reviews) 

1.2 Task decision making. 

· Too many choices? (people want many choices, but options make it hard to decide)

· Fewest possible of clicks required to complete a task

· Responses to questions (dropdowns, etc.) are presented in order of likelihood 

· Recommended responses are clearly marked

1.3 Task questions/labels

· Accuracy of controls for completing task

· Consistency in  methods of completing tasks

· Labels for form elements clearly ask an answerable question to the user.

· If saving data is necessary, do it automatically

1.4 Task Completion

· Questions are asked only if users can answer/cares to answer

· Task-oriented questions are asked

· Ask questions only once in a setting

1.5 Task Flow

· Command for next step  is discoverable (or inevitably discoverable) 

· Error prone tasks are broken into smaller chunks 

· Little information is required to remembered between steps

· Suitable tempo (not too much at once, or too slowly) of asking user questions

· No unnecessary steps

· Task progress is shown

2 Navigation & Information Architecture
This describes how a user gets from page to page, task to task. It also describes how content is broken down across pages/screens.

2.1 Actions are easily discoverable

· Primary tasks are discoverable (or inevitably discoverable)

· Standard elements easy enough to find?

· Use images for labels for tasks requiring recall

· Links provide reasonable indication of where they go: External links, Larger downloads

2.2 Navigation and page layouts are consistent

· Home page link, site identification, navigation links, sitewide utilities, contact information present on all pages

· Consistency in navigation across website

· All pages should include page title and page heading/name

2.3 Demonstrated clear value (but minimal effort) for each task

· Main reasons to use the website are promoted on the home page and throughout

· Benefit to audience is stated on each page in some form

2.4 Logical ordering of website

· Information is separated into appropriate sections

· Pages and tasks do not “take on” too much or too little

· Below-the-fold content is no greater in importance than above the fold content.

· Categorize into relevant groupings

3 Forms & Data Entry
This category deals with how users provide input into the system. While website functionality above is the “what” of the system, forms & data entry is the “how.”

3.1 Form works as expected by the user and developers

· Form elements used are appropriate

· Provide reasonable checks on input data

· Don't require data re-entry after an error or user goes back

· Form elements are flexible (e.g., multiple date formats accepted)

· Consistency of input methods

3.2 Form is well organized

· Start with easier or most logical form elements first

· Form elements align visible together, with few jumps

· Form as a whole is visually grouped

3.3  Default values

· Default values based on reasonable guesses are used

· Keep track of previous user input

· There are no blank canvases

3.4 Control appearance

· Clickable things look clickable. The right affordances are applied

· Control focus is demonstrated through highlighting and design

· Size of form elements reflects amount of data needed

· Non-applicable controls are removed or disabled

· Links must be clearly be colored/designed

3.5 Prevent Errors from Propagating

· Provide reasonable check on input data

3.6 Form elements are clearly understandable

· Form elements are labeled in a clear, concise way

· Form elements use tooltips/question marks giving details about elements

4 Trust & Credibility
This deals with how the system works with the user. There are two components: letting the user know what is happening and demonstrating why the system is trustworthy.

4.1 Demonstrates competence, accuracy, and timeliness

· Explain who your company is (authentic story about organization)

· Home page must be timely

· Listserv sign up is included

· Important changes are notified to user

4.2 User Privacy is respected

· Privacy Policy documenting what data will be collected and how it will be used

· When private data is entered, reminder of policy is shown in user's language

· Privacy related settings should be set off by default.

4.3 Visibility of system status

· Long delays are communicated and graceful

· Avoid (negative) surprises

· Feedback is immediate, when action is happening, and shows success or failure

· System responds consistently in all areas

4.4 Interruptions are rare and appropriate

· Not distracted at inappropriate times

4.5 Contact information is provided

· Multiple ways to provide contact information is available

· Feedback is welcomed and encouraged

4.6 Wait time is an opportunity to engage the user

· Startup, shutdown, signing in/out, adjusting/transitioning, waiting, problems/service unavailable, customer service time is not wasted

· System is responsive to user interaction

· For wait times of longer than 5 seconds, provide progress bar

· Explain what the purpose of the wait is

5 Writing & Content Quality
This deal with all writing in the website in terms of both informing and persuading.

5.1 Instructions

· Instructions limited only to that which is not obvious

· Non-main instructions are used only when self-explanatory labels aren’t possible

· Do main instructions sound like something you would say to the user?

· Instructions should be clearly visible/accessible

· Are acronyms and abbreviations defined before first used? (unless universally known)

· Use mnemonics, icons, abbreviations where appropriate

5.2 Terminology

· Jargon is appropriate for audience

· Language used on website is appropriate for the most distracted, least invested user you expect to have on your website.

· Task-focused language

5.3 Speak User’s Language (familiar)

· Address users in second person

5.4 Appropriate language is used for context

· Formality of language is appropriate

· Provides flattery of user success

· Is user described as dominant and computer as submissive?

5.5 Persuasion is used appropriately for encouraging user action

· Are items correctly shown as scarce or not?

· Human faces are used to personalize the website/tasks

· Text (as a whole) tells a story

· Get people to make small commitments first

· Call to action is dominant and persuasive

· Use social proof to document website/company success

5.6 Language on website is strong and appropriate

· Language used is clear

· Voice is consistent across site

· No spelling, grammar, or punctuation errors

· Language is simple without cliché

· Language used is precise as opposed to overly abstract

· Language is not wordy, it is simplified

· Strong/explicit verbs are used

· Active voice is used (except  where the user may have made a mistake)

6 Search
This category deals with supporting the user search for what they need. This includes using a search bar and for how users search for information on a page.

6.1 Pages/screens are constructed around user questions/goals

6.2 Pages/screens are easily scannable

· Text is broken into short blocks

· Headers are provided

· Good information hierarchy

· Removal of extraneous information

6.3 Pages/screens are built on progressive disclosure

· High level information is immediately seen

· Provides additional information when asked for

6.4 Search bar is provided

· For search bars, only need a text box, search button, (perhaps icon instead of button, but must be clear it is clickable)

· Enter will search when using form

· Search results should help user make an informed decision

6.5 Provide an FAQ

· FAQ should answer questions most users will have when coming to website

· FAQ should be easily scannable and have its own navigation

· FAQ should be broken down by audience

7 Help and Error Tolerance
This category deals with mistakes users make in using the system and how the system responds. It supports the user in recognizing and overcoming errors.

7.1 System prevents errors from happening

· Catastrophic/irreversible actions are extremely difficult to trigger

· Ask confirmation before committing actions with severe results

· Ensure form elements have maximum/minimum settings (prevent invalid values)

· Emergency Exit is provided at every step of a task

7.2 Error Response, Feedback

· Notify user of what happened and why

· Notify user of how to remedy error

· Ensure website missing page errors are user-centered

7.3 Provide Flexibility and Forgiveness of User Input

· When possible, provide the ability to undo an action that erred

· System is as easy as possible given system configuration to recover from errors

· Don’t lose information due to an error

· Allow user to easily predict what website will do

7.4 Documentation

· Provide technical support based on the user’s perspective/tasks/goals

· Make it in the user’s language

· Make it searchable

· Categorize documentation

· Up-to-date help

· Contextualize help based on user’s current activities

7.5 Error Language

· Apologize for errors

· Don’t blame the user

8 Page Layout & Visual Design
This category deals with aspects of the way the website looks. The design should put a positive image on the website.

8.1 Layout

· Create information hierarchy

· Create sense of page flow: focal point, guiding elements, termination point

· No competition in focal points

· Whitespace provides enough space to feel  open, but not empty

8.2 Text

· Does website favor visual information over textual information?

· Typography is readable and conveys theme

· Links/commands/actions are clearly visible

8.3 Color

· Color at the forefront

· There is effective color contrast

· Reds, yellows, greens are used for status elements

8.4 Imagery

· Photography is high quality

· Imagery used helps enhance the meaning, rather than just being eye-candy

8.5 Animation

· Animations should usually be natural, relaxed, and subdued

· Animations should not be tiresome after repeated viewings

· Animations should not interfere with users’ productivity

· Animations should convey a single meaning at a time

8.6 Visually appealing

· Is interface desirable/attractive?

8.7 Simplicity

· Website does not have any unnecessary elements—everything serves a purpose

· Icons/glyphs are made as simple as possible

8.8 Consistency & Standards

· Website follows typical design guidelines

· Except for the most standardized icons/glyphs text, labels accompany them

9 Accessibility
This category deals with supporting all sorts of users in all sorts of circumstances.

9.1 Physical Accessibility

· Does website work under various human physical limitations

· Is color contrast enough across website

· Color elements should have redundant design elements (for color blind users)

· Control target is easily clickable (e.g., provide margin of error)

9.2 Device Accessibility

· Does website work at lower resolutions?

· Does website work on mobile devices?

9.3 Cultural accessibility

· Colors used are culturally acceptable where appropriate

· Language used is appropriate in locales used

9.4 Website validation

· Does website validate with W3C?

9.5 Website works across browsers
Appendix B. Details on PSD Heuristic Evaluation

Task orientation and website functionality




Task startup provides a low bar to use . 

To order, user needs to login to the website first. There is no way for them to even sign up for an account number. There is no way to learn about Point Spring's knowledge directly (listserv, blog, twitter, etc). I can learn a little about who point spring is through the history page. There is no way to search for services I can request (even standard ones). There is no way to provide feedback through the website. Website does a good job of pre-feeding information about client onto order form, when ordering. The first time filling out the order form could be overwhelming. The form elements for ordering do not lend themselves easily into searching. Description is all one needs (and at that point, it should be labeled something else). The other options should be initially hidden. The table at the bottom of the order form (order pad) may speed the process up for expert users (which is good as something that can be hidden from novice users), but it should not be the first thing users see. Browsing parts is fairly easy to do. You can see by category and by vendor. Could a list of recently browsed parts speed up the browsing process (or one attached to a particular account).
Task decision making. 
 

An individual can have multiple open carts—if this is something users want, then it is great, if they do not need to have separate carts open at any given time, then it is very confusing. Browsing the line cards should allow the user to do more than just admire the parts. Actually allow a client to make comparisons between products. The ordering system often confronts the user with too much to decide on at once. The order pad on the same page as the search is too much. Also, the ordering process (during an error) shows too much on the page (although this does not seem to be a normal part of the process—but rather when an error is made in filling out the form, like it is jumping the gun to complete the order). Too many clicks required to complete most task (there are more direct ways to log in, search, check out, and so forth). Dropdowns are in alphabetical order, which is what is needed for that many items in the list. Only way to remove an item from the order form once added to the cart is to set quantity to 0. Should be an arrow that clearly deletes and 0 should not remove the item immediately.
Task questions/labels


I am sure the words stock and emergency are clear to someone ordering parts, but it might be good to have a question mark or a hover over tip that explains exactly what each of those entail. Cart data is saved between sessions to the account, which is important for users who can't complete an order immediately. There is consistency in how textboxes are labels with other textboxes and drop downs with other dropdowns, but not textboxes to dropdowns. Also, dropdown labels disappear after user has selected something, which could be problematic if the user wanted to change, it wouldn't be something they could easily see question/answer for. While the labels may be a bit unclear, the controls are accurate for what they intend to do. 
Task Completion


I was able to finalize the order before I entered the information in. Then information was completely blank when looking at the printer friendly version. After I then tried to fill out customer information, I received this message: “110: Please do not use the browser refresh or back buttons. Select Catalog Home to restart.” As the user, I did not do either of these, I just did not fill out the form in the expected way (but the form let me do it that way and did not give me an indication not to). When clicking on the search history button I was given an error message stating no items found, even though I had done a number of searches. Search history should be connected to prior orders made by customer. There is some ambiguity in the order pad from clear on an individual row and clear all.  If the goal is to move toward true e-commerce (and allowing things to be bought online without intervention of a user for trivial orders), then the ability to get a quote would need to be treated differently than a regular order. As something that would need to be requested outside a normal purchase request. The questions asked are task oriented. Having to wait for login information (as opposed to getting into searching) is going to turn off people from ordering online.
Task Flow


Logging in takes me to a welcome page with nothing else on it. The Order placing page has both a form for placing the order and reviewing the order—this is too much on one page, it is also confusing, because I can finalize the order before filling in all the information required. In fact that page still exists on the screen. Website keeps me logged in, even when I go to another page (though the login box should be removed from the top page when logged in). Switching between multiple carts is time consuming as a user needs to go to view carts, select the one they want, and then get a notification page, then search. Logging out takes me to a log out page, as opposed to a home page with a logout message. Adding to the cart takes me to a message something has been added to the cart as opposed to showing me the updated cart. The user needs better indication of the process of completing an order. When going through that process, the user may get lost in the details and not be exactly sure how to proceed. The final receipt (attachment on the email) should show the product ordered. I understand users may have books and it may be easiest for them to enter parts number, but everything we can do to make them not have to rely on the book the better (hints based on part numbers they have entered so far, easily accessible record of parts they have entered in the past, etc.)
Navigation & Information Architecture


Actions are easily discoverable


The computer needs to hit the user over the head saying “Please Check Availability & Price Before Adding to Cart.” This would work with a color to form elements that demonstrates what needs to be hit next, and a grayed out Add to Cart. Opening a new cart is ONLY available when one goes to an already open cart. Line cards is not as clear as Parts (and this is what other sites do). Catalog should give a clear indication that this is where one orders parts (and services?). When looking at product spotlight, there is no link for them to easily order the product. Main menu is clearly identifiable and internal/external links are reasonably easy to identify (and clearly marked). “You are here” navigation markers (with title of link and arrow pointing downward) seems overly technical and too subtle to notice. One of the most important (since one cannot search without logging in) is finding the sign up page, but it is buried in the login page (it is meant to seem like a secondary instruction).
Navigation and page layouts are consistent


Navigation is consistent. All standard components (logo, menu, utilities, contact link ) are accessible on all pages. The headings and page titles could be a little more A) consistent (the contact us is different from the rest of us) and B) present (the line card and order forms do not have page headers—even though they do have indicators of where one is in the navigation).
Demonstrated clear value (but minimal effort) for each task


Only values demonstrated by Point Spring (thought not the website itself) is on the history of Point Spring and it is kind of buried. Need to promote each page as to why it is useful (as opposed to expecting the user to understand why it would be useful).
Logical ordering of website


The content on History of PSD is trying to serve multiple purposes. It starts as a history and then blends into other kinds of content at the end such as values and the points that make Point Spring unique. The menu should be broken up into logical sub menus—history and HDA truck pride can be at the bottom. It seems that there needs to be more content on the website. There needs to be more segmentation about who Point Spring is and why we should work with them (e.g., values, mission/vision statement, corporate leadership statement). 
Forms & Data Entry


This category deals with how users provide input into the system. While website functionality above is the “what” of the system, forms & data entry is the “how.”


Form works as expected by the user and developers
Parts (and services?) can be entered into the order form and returned as quotes, even when certain parts and services are not sold by Point Spring. The forms do not do appropriate error checking, only whether PO # and Order Placer is set. I can get away deleting the entire address and all contact information. But, PO# does not even check if a number was entered (on purpose or accidentally). Email is not verified to be an email address. The nice thing though is that when I make an error, it does not require me to re-enter data—that's good. Input methods used are standard and consistent throughout the website.
Form is well organized


Customer Order Name should be one of the first things asked. Then shipping information, shipping options, email, and finally notes. The order form could have some more visual separation to make the form appear less dense. Labels and form elements generally line up well. The use of tables helps to orient the user through the form. The only issues are the search form and the line card form. These could be lined up more effectively.
Default values


Website order form adds company name as Ship to, but this should be editable. What if the user wants to add a c/o name or for whatever reason, use a different name from the one on file. In general, when forms have reasonable guesses as to the data, the form pulls it up.
Control appearance


Everything that looks clickable is clickable. There are plenty of hover over effects that will not degrade for mobile devices. Generally, the size of the form element is within the ball park of the size of the data, though this could be improved upon. There are issues with the applicability of controls, for example when an error is made on the order form. Links, while they do not have an underline, do provide appropriate hover over effects and look different from non-clickable text.
Prevent Errors from Propagating


I was able to order a part with incomplete information. I was able to load an old cart and re-order a part again (what if I cannot remember if I ordered a part or not). Very little error checking is done.
Form elements are clearly understandable


Customer PO# is very unclear. Post Office #? Most elements are straightforward and even expected. Some details should be provided for those elements that are less clear (though tool tips/question marks). 
Trust & Credibility


Demonstrates competence, accuracy, and timeliness


I am told there is an error when I *first* try to order a part on the system (it shouldn't give me an error until I at least try to enter it in once. Printer-friendly mode does not show information for my order (not shipping information) especially it does not show the parts I ordered. The website is clearly not kept up to date. There is no way to sign people up for a listserv/newsletter. I think the history is an authentic story, but it just needs to be able to be told in a slightly different way. The transitioning images help a bit with making the home page feel timely, but after a second visit there is no new information.
User Privacy is respected


The site does not do a lot involving privacy, but sharing information like an email address and address is a slightly sensitive bit of information. True e-commerce with credit card information would be a good bit more. A privacy policy would be a legal solution to this problem (although with B-2-B I don't know exactly if this is necessary), bu explaining how you will keep private information confidentially when you collect it, engenders trust. There is an ability to logout, which is a start.

Visibility of system status


There is very little waiting on the website, so delays are not an issue. Feedback is not always communicated clearly, not always consistent, and not always given when appropriate. The order form error messages are an example of this. Beyond this, the line card page should visually show the results differently from the original selection page. Feedback is given when logging in, and changing shopping cart, but the way this notification is given is overkill—there should be a less beat you over the head way of giving feedback. There were a number of negative surprises that had to deal with errors (Order form).
Interruptions are rare and appropriate


Distractions and interruptions do not occur on this site. The site is fairly linear. There could be a little more interruptions to promote products and activities on the site, but as it is—this website is doing fine at not distracting. There is a popup that happens with the drop down menu, but this is normal and not distracting as it happens only during mouse over—the animation is approaching slightly distracting (because it is jarring not smooth), but it is not over the top.
Contact information is provided


Contact information is included for the website, but given the nature of the way Point expects people to interact with the company, the contact information should be included for the branches (I mean emails). There are slightly different ways to contact included such as email, phone, and a contact form. The address is located on all pages of the web site, it may make sense to include the main phone number as well.
Wait time is an opportunity to engage the user


There are no real waits on the website.
Writing & Content Quality


Instructions


Instructions for the order form are redundant and not needed. Few if anyone will actually read them. They also, oddly, follow the search form. There are no instruction on the line card page (it feels oddly without context). Instructions are not necessary on the login, but they should be present on the sign up page and on the order form. When instructions are present they should be reduced to only what is necessary. Instruction about in-stock items versus non-in-stock items is too verbose. Instructions like “Please enter shipping information below:” are redundant and do not any information. It would make more sense to break the form up and add instructions for “Please type shipping address,” “Please indicate how you want to ship the item...” Instructions could be a bit more user-centered, but they do not seem overly technical. Core and surcharge do not seem to have values, are they needed ever?
Terminology


Error numbers are confusing to a user and should not be shared. (Error 901: No Items Found). No items Founds does not match the intention of trying to see my search history. Select button should be relabled something less technical on line card page. Use the word “type” instead of “enter.” The content pages do not require users to have technical language beyond what is normal for the industry. The forms are mostly fine, assuming terms like order pad, PO#, and part numbers are all a part of doing business EVERY DAY. Terms like Core and Sur-charge may be a little more technical and need some explanation, but are they even necessary.
Speak User’s Language (familiar)


The perspective of the language switches back and forth from a formal (third person) to an informal (we and you). The language on the website (from the text that is written) becomes a little bit too much about what Point Spring does, as opposed to how they can help you the customer. It's subtle but there needs to be a shift in language on the website. It is ok to have some we centered language, but the website needs to put the customer first. Some of the instructions/error messages are “you” centered. Other are third person centered.
Appropriate language is used for context


The formality jumps back and forth depending on if the website is giving instructions, telling the PSD story, or returning an error message. The website needs to have a consistent tone throughout. It's not causing major problems, but it is a subtle difference. I do not think the website should not flatter too much, but should flatter as much as it is appropriate in interacting with customers in person. Right now, it is a little too “sterile” in the way the website interacts with the customer. Error message, instructions, and form set up set up a dominant computer to submissive user relationship. The user should be always submissive (except when it must show competence). For example, the instructions should ask the user to “Please....” Also, forms should be set up so that the user guides the process not the computer.  Last sentence of home page “Please contact your nearest Point Spring & Driveshaft Co. location for all of your truck parts and service needs. “ seems inappropriate. You have an opportunity to interface with people on your site and with this sentence you are essentially sending them off the site. That is probably not the intention, but there is that interpretation on there. You need to use this site as an opportunity to connect with people at the very least, even if they do not buy anything online here.
Persuasion is used appropriately for encouraging user action


Scarcity is not really used on the website other than in stock or not in stock (perhaps that information exists though and can be communicated to the user). Human faces are present, but not emphasized on the website. Most of the images (while of Point Spring) are not doing enough to sell the company or the website. Why should people care about photos of the facility unless it helps the in their tasks. High Quality photos of people at work at one of the stores, of the people that work their, and potentially of customers (in the context of testimonials), will go a long way to helping humanize the experience for a user. Many of the images make Point Spring seem like a ghost town. Also, the older photos are too small to really make out what is in them (would a younger/web audience really connect with them?). The text does tell a story, but that story needs to be segmented better in modular bite sized pieces as users go from page to page to page. Commitments to participate in the website are much, much to high. To search for parts, one needs to make an account, and then wait for someone to contact them. Give people baby steps to follow and make a relationship with your company through the website (a listserv is a good first step). Call to actions are not easily discoverable, but they are there: namely contact Point Spring and buy parts. A kernel about demonstrating Point's superior knowledge (product spotlight, tech tips) is there, but it needs to be expanded/enhanced and made to serve the brand more strategically. Tech tips is good, but is too textual. Product spotlight is good, but needs some of Point's own commentary on the videos as well. No testimonials or other social proof is provided for the site—this is a major problem. Even something like social media sharing of original articles would be a bit of social proof for the knowledge you guys have. How about any recent awards?
Language on website is strong and appropriate


There is a grammatical error when order placer name required error message comes up (it has two periods at the end of it). Order Placer Name is an awkward way to ask Who is placing the order. The voice is relatively consistent (except in error messages). The language used is relatively clear for the audience and it is unassuming and natural. When possible (even in content pages) try to design the text to be briefer and easier to scan. Also provide summaries at the end so people can pull out the main points of the articles/content. I found “need to be replaces” in the wheel end problem tech tip. There are also a couple of grammatical issues on that page. Try to minimize passive voice as much as possible. The verbs and nouns are generally descriptive and strong in the text, even though in the instructions they could be strengthened.
Search


Pages/screens are constructed around user questions/goals


The locations link takes the user to a page from Drupal content management system (automatically generated), stating “Locations uncategorized” This is clearly not meant to be seen by users and yet it is accessible. Other than this error, pages are there to help support the user and their needs. The one page that might be a little superfluous is the HDA page. From the user standpoint, why does there need to be a separate HDA page on the Point Spring website as opposed to just a link to the HDA page?
Pages/screens are easily scannable


Text on informational pages is too long and difficult to scan. On the other pages, scanning could be supported by an improved layout. The most effective page to scan may be the search results page, but still the layout and use of hierarchy could be improved. The order page and the line card page need headers. There is a slight bit of repetition between what is on the first page and what is on the history page.
Pages/screens are built on progressive disclosure


The order form search should not have all the complicated elements initially. Only show these once the user has demonstrated a need to further refine their search. Generally, there is a bit less of a need for progressive disclosure except for more complicated tasks like the order form and the line card. There could be additional information added to “head customer questions off at the pass,” that are not on the website currently.
Search bar is provided


Not initially. Not until one has logged in into the customer search. The contact page hides the contact form until the form is clicked, then hides the contact information. There is no reason to hide either of these on this page. Enter does not search the form. In general, the user is left in the lurch if they have any questions beyond the name of the part and the vendor. There may be a parts catalog that accompanies this, but the more we can get customers to not rely on the book. The better off we'll be. The search box does not look like what a typical search box should look like. It looks intimidating. No search results overall statistics provided (like total number).
Provide an FAQ


There was no FAQ, but their likely should be one.
Help and Error Tolerance


System prevents errors from happening


The Clear form on the order pad clears everything without a confirmation (particularly annoying if I just filled the page with entries and accidentally hit clear form). When increasing the font size on the form, all data is cleared from the order form page. The order form can allow incomplete data to be sent in some cases. The order form does allow the user to cancel the order on the main page. Although there is no back button after one starts to place an order. Cancel cart returns before finalizing order. There should probably be backwards and forwards steps (or some sort of navigation on this process). The system never checks before finalizing an order or clearing data. The system prevents negative values, though it should more clearly state and give feedback that values must be 0 or greater. Beyond that, there are not any significant data checks. Card lines do not provide any real navigation, so the only emergency exit out of it, would be to another page. This is something, but taking a step backwards would be helpful for showing progress of the task. The state portion of the order form does minimize the number of characters.
Error Response, Feedback


When I click Select on the line card form, nothing happens, although the page clearly reloads. The user maybe confused if they thought they selected something but didn't. Errors do not have consistently in a way that they stand out or describe in a way to help alert the user there is an error. Not all required information is validated.  There is a missing 404 page for broken links or pages that can't be found by the server, it tells the user what could have happened and where to go (home page), the only thing missing is that it could look like it is a part of the website. When logging in (even with an invalid username) the website says the password is invalid. There should be different messages for password is invalid versus no record of user on website.
Provide Flexibility and Forgiveness of User Input


One does not lose information due to errors, but there is not an easy way to undo errors—take a step back. It may not be clear even, that there was an error made and the user may just send the information without fixing the error on the order page. The pages need a back button. Erred logins just take me to a page with no login form (except at the top, which doesn't always work) and tells me password is invalid. It should keep the username in the same place, but let me retry the password. In general, the website does not deviate from what the user might expect the computer to do (as long as they have some of the terminology down).
Documentation


No documentation added or necessary.
Error Language


Website does not apologize for error. Errors are curt and matter of fact. “Order placer name required.” Often error messages are overly technical (“Error: Password invalid [804]”), accusatory as in the order place name error above, or just generally confusing. The error messages should make the user feel like the computer has made a mistake (users need to feel empowered especially during errors).
Page Layout & Visual Design


Layout


Email language is mostly good, but it should be formatted a bit more reliably. On most pages, the header is taking up more space than it probably needs to. The header needs to be clearly visible and important, but not the dominant element (Google is an obvious exemption to this). In part this depends on goals of the website, but the size seems like it could be better used on other components. The home page is modular and relatively easy to follow. It gives users easy ability to scan. A bit more thought can be given to the templates for all the other pages. On some pages, like the order form, a separate design should probably be used to emphasize certain items and lend itself more to the task of finding a particular item for sale. The remaining pages need to have a bit more thought given to the hierarchy of information given to lend itself to scanning. There is generally ample spacing on most pages. The page flow could be helped on pages like line cards and contact us as they have a focal point, but that is it, because the elements look like they were just tossed on the page wherever (as opposed to place somewhere in relation to other elements strategically). The locations page have a good flow and hierarchy. The layout sometimes adds borders when they are not necessary (such as around the header, or around the page itself). There is also some odd spacing around images/borders—these odd gaps that do not add anything to the site, but are there because of the shapes being used.
Text


On the attachment to the email when something is ordered, the attachment states this is not an invoice in the corner of the page. It should be made more clear near the top of the attachment. The website is heavily text favored. The website should have a good bit more images than it has. There is an opportunity for images on the locations page, on the order form page for each item, and elsewhere where it supports the general communication. The typography is readable, consistent, and appropriate. Most actions are visible and easy to find. The one issue may be that some headers have red text that could be confused for links, particularly since links are also red like that.
Color


Colors chosen are fair given the brand colors (as the exact tones of color in the logo would be too saturated for the website. Color is not always applied in a logical way, e.g. as a border around the login panel in the header, alternating colors of the headers, random gradients behind the header and the page itself. Color contrast is fair, but could use red tones as the contrast color. From a readability standpoint, contrast is fine. From an aesthetic standpoint, it falls flat. Red is used in the error message (though that tone seems harsh next to other reds used), but red is also used for links (is red a stop and reflect, or proceed).
Imagery


Photography used is not appropriate. The quality is borderline appropriate—higher quality photos should be used. The images also make Point Spring look dead. Most of the images are just eye candy (with the exception of the Product Spotlights). Imagery is really holding back the website as much as anything else.
Animation


Animation is only on the front page and the fact that animation is being used is fine, but the transitions used are not natural, relaxed, or subdued. They are a bit jarring and over the top. They are distracting and not helping with the message Point is putting out. It is especially distracting that they change every time for no real reason.
Visually appealing


The website looks a bit dated and not appealing. The home page is ok with a fairly dominant image and some decent layout. The rest of the pages do not look professional and do not look engaging.
Simplicity


In general, the website does remain simple. There is adequate spacing. From a visual standpoint, there is nothing that is absolutely unnecessary (perhaps aspects like the downward arrow under the “you are here” navigation that can be done differently). Perhaps, icons/glyphs could be used a bit more to help signify to users what things do on the website (the +/- for text size is a good example of this).
Consistency & Standards


The website overall design follows the general best practices. The form designs do not as much. The order form when you are about to submit an order comes close, but other form elements are just jumbled and hard to follow. Again, there are no glyphs beyond the +/- and those are acceptable.
Accessibility


Physical Accessibility


The website is accessible for those who need larger text (the buttons themselves though are small to see—though they have good contrast, and harder to hit with a mouse or finger). There is enough color contrast across the website to be easily readable under any circumstance (black on white). The color components have alternate stylings to be easily distinct for things like buttons, links, etc. Other than the text size buttons, the main menu items could be slightly larger for circumstances where clicking and selecting is more difficult. Small images should have alt tags (less than 8 inches by 8 inches). There are multiple h1 elements (should only be 1).
Device Accessibility


The page displays adequately at 1024x768. The website works well on an iPhone and on my Android tablet.  The Android has a slight display problem with the login box at the top of the page. Both mobile devices do fine until the locations page. There is a way that you can click and hold to allow hover over effects occur, but they are not intuitive on these devices. Most people will click the locations button, which leads to nothing.
Cultural accessibility


Not necessary to evaluate other cultures.
Website validation


Validate fine, and had all links working. The only small issue is that CSS should be used instead of inline HTML style tags (e.g., <b>). Missing a few alt tags as well.
Website works across browsers


The pages almost all work perfectly on the main 4: firefox, chrome, safari, and ie. There is a slight offset in the login box on chrome (due to spacing differences between the browsers). That isn't a huge problem. What is a problem is that the drop down for the locations does not show up on IE. Only Akron shows up and apparently you can click on an invisible Clearview as well.
Appendix C. Sources

Web Resources
1. http://en.wikipedia.org/wiki/Heuristic_evaluation
2. http://en.wikipedia.org/wiki/Progressive_disclosure
3. http://www.sitepoint.com/heuristic-evaluation-guide/
4. http://www.smashingmagazine.com/2011/12/16/a-guide-to-heuristic-website-reviews/
5. http://www.tingzabraham.com/Information-Architecture/usability/usability-heuristics-part-1-visibility-of-system-status/
6. https://www.measuringusability.com/blog/he.php
7. http://uxmag.com/articles/psychological-usability-heuristics
8. http://www.nngroup.com/articles/how-to-conduct-a-heuristic-evaluation/
9. https://www.youtube.com/watch?v=hWc0Fd2AS3s
10. http://www.nngroup.com/articles/ten-usability-heuristics/
11. http://www.cs.umd.edu/class/fall2012/hdcc208f/HeuristicEval.pdf
Books
1. Designing the Obvious by Robert Hoekman

2. Designing for the Social Web by Joshua Porter
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