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Studi ed the stuff

15+ years experience in research,
development, consulting

Worked 10 years for Siemens, 7
years for Infragistics

Adjunct Professor at Rutgers State
University of New Jersey

Published 40+ technical papers,
gave 50+ public talks
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‘Think back ...

which keys did you press?’




Honeywell

The Honeywell User Experience creates
value by enabling our people to understand
the needs of our users, customers,
installers, maintainers, channel partners
and employees to design intuitive,
desirable and differentiated end-to-end
experiences.

We collaborate with customers and
business partners to serve their needs,
every day.
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Who should do visual design?

Visual Designer Developer, Business Analyst,
l ntern, é Tom iIn
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User Experience

NThe envisioned, expected, or actual
a user I nteracting with a technical

A A user will always have an experience, no matter if you design for it or not.
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User Experience

Usability

Allowing users to
accomplish objectives
efficiently
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Eye Candy

Appeal

Engaging users emotionally

Perceived Ul aesthetics are closely
related to apparent (a priori)
usability: If something looks
appealing, it is assumed that the
usability will be good as well.

Tractinsky, N. (1997). Aesthetics and Apparent
Usability: Empirically Assessing Cultural and
Methodological Issues. In: Proceedings of CHI, 22-
27 March, 1997. 115-122.

Raita, E., Oulasvirta, A. (2011). Too good to be bad:
favorable product expectations boost subjective
usability ratings. Interacting with Computers, 23(4),
363-371.
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The role of visual design

Make software products that are:
A Attractive

A Professional

A Contemporary

A Desirable

A Distinct

A Inline with brand

A Functional, usable and useful




What I1s Attractiveness?

atttracttive [uh-trak-tiv], adjective :

A providing pleasure or delight, esp. in appearance or manner
A arousing interest or engaging one's thought or consideration

www.dictionary.reference.com Honeywell
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When is something attractive?

If it can be processed easily by the brain

A Symmetry
A Proportions
A Cleanliness
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Visual Design Principles

A Simplicity i show as much as necessary and a little as possible
A Symmetry i provide balance and stability

A Visual Hierarchy 7 present Ul elements in a way that informs users about their importance and thus
guides them through a Ul

A Association T show what belongs together to support the understanding about what Ul elements are
connected
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Simplicity



When Is something attractive?

Alf itéds low in visual c opmopotypecality (i.g. farQiliar) e . s |
A Websites that are low in prototypicality are rated lower in attractiveness no matter
how complex or simple they are.
A Websites of high visual complexity are rated lower in attractiveness no matter how
familiar they are.
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