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WHY DOES FORM
DESIGN MATTER?




SHOPPING

http://www.flickr.com/photos/stidlabif /0555853 /




SHOPPING
ONLINE




ACCESS

Images from Flickr users katielips, pealco, and *nathan




ACCESS
ONLINE




DATA INPUT




DATA INPUT
ONLINE




Why Forms Matter

e How customers “talk” to companies online

e Commerce ($)
 User: Enable purchasing
e Business: Maximize sales

e Access (membership)

« User: Enable participation

« Business: Increase customers & grow communities
 Engagment

 User: Enable information entry & manipulation

e Business: Accumulate content & data




65,000 videos per day -July 2006




Design Principles

Minimize the pain
* No one likes filing in forms
« Smart defaults, inline validation, forgiving inputs

[lluminate a path to completion

Consider the context

 Familiar vs. foreign
* Frequently used vs. rarely used

Ensure consistent communication

 Errors, Help, Success
 Single voice despite many stakeholders




DESIGN PATTERNS

Repeatable design solutions
to common problems

Work “positively” for
specific problems in specific
contexts

Capture best practices that
solve real user needs

Between principles &
guidelines

A design vocabulary




“IT DEPENDS”

If your goals are..., try
solution...

If your constraints are...,
try solution...
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Data Sources

A

s € A

Usability Testing

 Errors, issues, assists, completion rates, time spent
per task, satisfaction scores

Field Testing

e Sources used, environment, context
Customer Support

e Top problems, number of incidents
Web Conventions Survey

e Common solutions, unique approaches

Site Tracking

« Completion rates, entry points, exit points, elements
utilized, data entered

Eye Tracking

« Number of eye fixations, length of fixations, heat
maps, scan paths

BUSINESS OF DESIGN, EBAY INC. APRIL 2004
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ONE AT A TIME

Isolate individual best
practices

Look at simple examples
of each
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INFORMATION




e Layout

 Label positioning

e Content groupings
 Input Affordances

* Formats, required fields
 Actions

e Primary & secondary
e Help & Tips
 Visual Hierarchy
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Top Alignhed Labels

When data being
collected is familiar

Minimize time to
completion

Require more vertical
space

Spacing or contrast is

vital to enable
efficient scanning

Flexibility for
localization and
complex inputs

Vertical Labels

Advantage:
Rapid Processing

Label

Longer Label

[ Select Value

Even Longer Label

One More Label
® Value 1
() Value 2

Primary Action

Advantage:
Adjacent Label

Label 7

and corresponding Input field

| -

Longer Label

| Select Value

Even Longer Label

Disadvantage:
Increased vertica

One More Label
® Value 1
() Value 2

Primary Action




Top-alighed Labels




Right Alighed Labels

e Clear association
between label and
field

e Requires less vertical
space

e More difficult to just
scan labels due to
left rag

e Fast completion
times

Right-Justified Horizontal Labels

Label |

Longer Label [Select Value [~ |

Even Longer Label l

One More Label @ value 1
O value 2

Primary Action

Advantage:

Adjacent Label and corresponding Input field

Label +— T
Advantage:
Disadvantage: Longer Label [Select Value | | Reduced vertical
Reduced readability space
Even Longer Label ,

One More Label @ value 1
() Value 2

Primary Action




Right-aligned labels




Left Alignhed Labels

° W h en d a ta req u i red is Left-Justified Horizontal Labels

unfamiliar
e Enables label scanning

e Less clear association

between label and
field

e Requires less vertical
Space I_\d'yantg_ge:

e Changing label length labels
may impair layout

Label: |
Longer Label: [ Select Value =]
Even Longer Label: |
One More Label: ® Value 1
() Value 2

Primary Action

Disadvantage:
Adjacency of Label and corresponding Input field

Label: +—— |

Longer Label: | Select Value =]
Even Longer Label: I
One More Label: ® Value 1

() Value 2

Primary Action

Advantage:
Reduced vertical
space




Left-aligned labels




Eve-tracking Data

e July 2006 study by Matteo
Penzo

e Left-aligned labels

 Easily associated labels with the
proper input fields

e EXxcessive distances between

labels inputs forced users to
take more time

e Right-aligned labels

e Reduced overall number of
fixations by nearly half

e Form completion times were
cut nearly in half

e Top-alighed labels

e Permitted users to capture both
labels & inputs with a single eye
movement’

 Fastest completion times




e For reduced
completion times &
familiar data input: top
alignhed

e When vertical screen
space is a constraint:
right alighed

e For unfamiliar, or

advanced data entry:
left aligned

BEST PRACTICE




Required Form Fields

 |Indication of required fields is
most useful when

e There are lots of fields
« But very few are required

e Enables users to scan form to see
what needs to be filled in

 |Indication of optional fields is
most useful when

 Very few fields are optional

 Neither is realy useful when
 All fields are required

Form with Optional Fields

Label

Long Label (optional)

Longer Label
| Select value |

Even Longer Label

One More Label
® Value 1
(2 Value 2

Primary Action Secondary Action

Form with Required Fields

Label

Long Label *required

Longer Label *required
| Select Value |

Even Longer Label

One More Label
@® Value 1
() value 2

Primary Action = Secondary Action




All fields required




All fields required




Most fields required




Few fields optional










BEST PRACTICE

Try to avoid optional
fields

If most fields are
required: indicate
optional fields

If most fields are
optional: indicate
required fields

Text is best, but * often

works for required
fields

Associate indicators
with labels




Field Lengths

e Field lengths can
provide valuable
affordances

e Appropriate field
lengths provide enough
space for inputs

e Random field lengths

may add visual noise to
a form







A







e When possible, use
field length as an

BEST PRACTICE affordance

* Otherwise consider a
consistent length that
rovides enough room
or Inputs
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Content Grouping

e Content relationships
provide a structured
way to organize a form

e Groupings provide

e A way to scan information
required at a high level

e A sense of how

information within a form
Is related




Lots of content grouping
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Excessive visual noise

Backgrounds & Rules

Label: |
Longer Label: | Select Value |
Even Longer Label: |
One More Label: @ value 1
() Value 2
Additional Visual Elements
17 Label |
3 — Longer Label: | Select Value =]
2 —
5 — Even Longer Label: |
6 —
_— One More Label: ® Value 1
) Value 2
8
Impaired Scanning
l Label: |
l Longer Label: | Select Value =l
l Even Longer Label: |
l One More Label: ® Value 1
) Value 2

—9
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— 12
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— 14
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Minimum amount necessary

& Advantage:
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Minimum amount necessary







BEST PRACTICE

 Use relevant content
roupings to organize
orms

e Use the minimum
amount of visual
elements necessary to
communicate useful
relationships
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Actions

Primary & Secondary Actions

Primary Action Secondary Action Ec:tsea:t?';r;argres:

Advantage:

Primary Action Secondary Action Clear Action

Primary Action

e Not all form actions are equal

e Reset, Cancel, & Go Back are secondary actions: rarely
heed to be used (if at all)

e« Save, Continue, & Submit are primary actions: directly
responsible for form completion

e The visual presentation of actions should match
their importance




Sample Primary & Secondary Actions

Secondary Action

Expand options Secondary Action

@' Selecta room

Primary Action

* Advanced
Yahoo! Search « Preferences

Primary Action Secondary Acticns

°Choose and continue to more options.

@Save this information in an itinerary.

@Cancel and go to home page.

Hotel and roem details, photos, and maps

Secondary Acticn

Primary Action

Secondary Actions




®  home | pay | register | sewices | site map Start new search Searchl
| Buy | Sell | My eBay | Community | Help | Advanced Search
POWERED BY

Hello, wookash! (Mot you? Sign in ) nguér!-luws'.'g OSun

Sell Your Item: Add Subtitle

Add Subtitle ($0.50)

Add a subtitle (searchable by item description only) to give buyers more infarmation. See example.

Cancel | Confirm

About eBay | Announcements | Security Center | Policies | Site Map | Help

Copyright @ 1995-2005 eBay Inc All Rights Reserved, Designated trademarks and brands are the property of their reviewedb
respective owners, Use of this Web site constitutes acceptance of the eBay User Agqreement and Privacy Policy. m
site privacy statemel




TYPICAL WEB FORM

Personal Information

First Name

Last Name

Contact Information

Address

City

County
[ -~ Select County -~ m

Post Code Country
" United Kingdom | %}

| Cancel

SECONDARY ACTION

PRIMARY ACTION

Post Code Country
[ United Kingdom %)
=
Post Code Country
| United Kingdom B
Post Code Country
| United Kingdom B

cancel |

Post Code Countrv

| United Kingdom B
Post Code (;oumy

[ Unitec Kingdom %)
Post Code Qountry

| United Kingdom B




Please fill out the information below, Please fill out the information below.

Perso @ nformation pavsonal Information

Last Name

Contact Information

unty — @ 9

Country P EfaR A Country
|United Kingdom | ' nited Kingdom |

TR,
—————

B: FIXATIONS C: FIXATIONS

Eye Tracking by Etre | www.etre.com Eye Tracking by Etre | www.etre.com




Please fill out the information below.

Please fill out the mformation below.

E: FIXATIONS

Eye Tracking by Etre | www.etre.com

- F: FIXATIONS

Eye Tracking by Etre | www.etre.com




"Personal TNk

A

Post Code Country
United Kingdom §

(]

Post Code Country

United Kingdom 1%

[usutmn |, canou |
C

Post Code Country

United Kingdom »%]

| cnn

A: HEAT MAP

Eye Tracking by Etre | www.etre.com




BEST PRACTICE

Avoid secondary actions if
possible

Otherwise, ensure a clear
visual distinction between
primary & secondary actions

Align primary actions with

input fields for a clear path
to completion
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Help & Tips

e Help & Tips are useful when:
 Asking for unfamiliar data
« Users may question why data is being requested
e There are recommended ways of providing data
e Certain data requests are optional

e However, Help & Tips can quickly overwhelm a
form if overused

e |n these cases, you may want to consider a
dynamic solution

e Automatic inline exposure
 User activated inline exposure
 User activated section exposure




Help Text




Lots of Help/Tips

Start new search Search I

Advanced Search

®  home| pay | serwvices | site map
Buy | Sell My eBay Community Help

Hello, skitterballl (Sign out.)

Powered By

Sell Your Item: Choose a Selling Format

@ Live help

To begin, select a format and click the Continue button. Please make sure your item
is allowed on eBay first.

@ Sell item at online Auction
Allows bidding on your item(s). You may also add the Buy It Now option. Learn
mare.

" Sell at a Fixed Price
Allows buyers to purchase your itemn(s) at a price you set. Learn more.

" Advertise your Real Estate
Allows advertising of property to generate multiple leads. Real estate sellers may
also sell at an online Auction or Fixed Price. Learn more.

Sell your items in your own eBay Store
Your own storefrant on eBay, plus features to help you sell more.
Learn more about eBay Stores.

WWant someone else to sell for you? Find a Trading Assistant.

Continue > I

New Sellers, before you sell...

e Learn how to sell

* Review the seller's checklist
e Learn about selling fees

22l tools & services!







Automatic inline exposure




Automatic inline exposure




User-activated inline exposure




User-activated inline exposure




User-activated dialog exposure




User-activated section exposure
ehY’

Home > Sell > Create Your Listing
Sell: Create Your Listing
Tell buyers about your item.
* To get help: Click (? %

¢ To show or hide optional features, e.g. Intemnational Shipping. on this page, Help  Show/Hide Options
click the Show/Hide Options link.

What you're selling *

Category (7)
Collectibles = Animals > Fish
Change category

Describe your item (7,

Title % (7)

| |
Subtitle (50.50) (7

| |

Pictures (First picture is free. Each additional picture is $0.15.) (7

Add Pictures 12 remaining Q, Remove

Help (%)
@ Live help

Creating Your Listing

On this page you'll provide all the
content of your listing, such as a
description and pictures of your
item.

You'll also choose how you want to
sell the item, known as the selling
format. For example, you can have
buyers bid in an auction-style listing
to determine the final sale price.

You'll be able to review and enhance
your listing on the next page after
you click the Save and Continue
button.

Related topics

* Topic Index




e Minimize the amount of
help & tips required to
fill out a form

BEST PRACTICE = = oibcemtie amta

request is most useful

e When lots of unfamiliar

data is being
requested, consider
using a dynamic help
system




INTERACTION




Interaction

e Path to Completion

e “Tabbing”

e Progressive Disclosure
e Exposing dependencies




Path to Completion

e Primary goal for every form is
completion

e Every input requires consideration &
action

e Remove all unnecessary data requests
 Enable flexible data input

e Provide a clear path
e Enable smart defaults




Remove Unnecessary
Inputs




Flexible Data Input

Phone Number
l (ex. 555-123-4444)

Phone Number

(T - -

Phone Number

A

|

(555) 123-4444
555-123-4444
555 123 4444
555.123.4444
5551234444




Smart Defaults

Shipping Costs

Shipping Service Shipping & Handling

[Standard delivery L” $

Add another shipping service Don't know what to charge? Try the Shipping Calculator. To offer free shipping
enter 0.00 above

Shipping Insurance Sales Tax

Not offered L” $ | 0.00 | don't charge tax Change

View insurance rate table




Path to Completion




Clear Path to Completion




Path to completion




BEST PRACTICE

Remove all unnecessary
data requests

Enable smart defaults

Employ flexible data
entry

llluminate a clear path
to completion

For long forms, show
progress & save




Tabbing

e Many users interact with a form by
“tabbing” between fields

e Proper HTML markup can ensure
tabbing works as expected

e Multi-column form layouts may conflict
with expected tabbing behavior







BEST PRACTICE

Remember to account
for tabbing behavior

Use the tabindex

attribute to control
tabbing order

Consider tabbing
expectations when
laying out forms




Progressive Disclosure

* Not all users require all available
options all the time

e Progressive disclosure provides
additional options when appropriate

e Advanced options
e Gradual engagement




Exposing Options




Exposing Options




Dialog




Progressive Disclosure




Gradual Engagement













e Map progressive
disclosure to prioritized

BEST PRACTICE user needs

e Most effective when
user-initiated

e Maintain a consistent
approach

90




Selection Dependent Inputs

e Sometimes an initial data input requires
or enables additional inputs

e More options become available because of
an initial input

 Further clarification required due to initial
iInput




Selection Dependent Inputs

Create a Download Request

Select active listings and sales history records that you want to download.
Note: Your sales records are available for the current month and the past three calendar months.

Date Range
" All records

" All new records since last download only (Last downloaded: Jan-01-05 00:00:00 PST)

& From |‘r‘esterday ;I

€ From | April =1 |25 =] |2005 7] at|12:00 AM 2] US Time (PST)
To  |April 21|25 =] |2005 =] at|12:00 AM 2] US Time (PST)

Email address
ljnucci@ebay.com
Your downloads will be sent to this email address. Separate multiple email addresses with commas.




Page Level

Section Title

@ Top Level Choice 1
Single line of explanatory text about Top Level Choice 1

O Top Level Choice 2
Single line of explanatory text about Top Level Choice 2

O Top Level Choice 3
Single line of explanatory text about Top Level Choice 3

 Action




Section Tabs

Section Title

Vs

Choice 1 T Choice 2 T Choice 2 1

Choice 1 Data Choice 1 Data

Choice 1 Data
Select v

[H Choice 1 Data
[ Choice 1 Data

Action




Section Finger Tabs

Section Title

Top Level
Choice 1

Top Level
Choice 2

Top Level
Choice 3

~ Action

Choice 1 Data

Choice 1 Data
Select

[ Choice 1 Data
[] Choice 1 Data

Choice 1 Data




Section Selectors

Section Title

—— Top Level Choice 1 v

Choice 1 Data Choice 1 Data

Choice 1 Data
Select v

Choice 1 Data
[] Choice 1 Data

Action




Expose Below

Section Title

@ Top Level Choice 1
O Top Level Choice 2
O Top Level Choice 3

Choice 1 Data

Choice 1 Data
Select

[H Choice 1 Data
[ Choice 1 Data

Action

Choice 1 Data




Expose Within

Section Title

@© Top Level Choice 1
Choice 1 Data Choice 1 Data

Choice 1 Data
Select v

[ Choice 1 Data
[] Choice 1 Data

O Top Level Choice 2
O Top Level Choice 3

Action




Inactive Until Selected

Section Title

@ Top Level Choice 1
Choice 1 Data Choice 1 Data

Choice 1 Data
Select A 4

[HA Choice 1 Data
] Choice 1 Data

O Top Level Choice 2

Choice 2 Data Choice 2 Data

Choice 2 Data

Select v
O Top Level Choice 3

Choice 3 Data

Select v

Action




Exposed & Grouped

Section Title

— @ Top Level Choice 1
Choice 1 Data Choice 1 Data

Choice 1 Data
Select v

™ Choice 1 Data
[ Choice 1 Data

— Q Top Level Choice 2
Choice 2 Data Choice 2 Data

Choice 2 Data
Select v

— O Top Level Choice 3
Choice 3 Data
Select v




Exposing Dependent Inputs

Page Level
 Requires additional step
e Section Tabs
« Often go unnoticed
 Require smart defaults
e Finger Section Tabs
 Follow path to completion scan line
e Section Selectors
o Effectively Group information
e Hide some options
e Expose Below & Expose Within
 Potential for confusion
 |nactive Until Selected & Exposed within Groups
 Association between primary selection is impaired










 Maintain clear
relationship between

BEST PRACTICE initial selection options

e Clearly associate
additional inputs with
their trigger

e Avoid “jumping” that
disassociates initial
selection options




FEEDBACK




 Inline validation
e Assistance

e Errors

 |Indication & Resolution
* Progress

* |Indication

e Success
e Verification

106




* Provide direct feedback as data is
entered

 Validate inputs
e Suggest valid inputs
e Help users stay within limits

107




Password Validation




Unigue User Name Validation




Valid Input Suggestions




Maximum Character Count




BEST PRACTICE

e Use inline validation for
inputs that have
potentially high error
rates

e Use suggested inputs
to disambiguate

e Communicate limits

112




Errors

e Errors are used to ensure all required
data is provided and valid

e Clear labels, affordances, help/tips &
validation can help reduce errors

e But some errors may still occur

e Provide clear resolution in as few steps
as possible




Error Messaging

Start new search Search |

®  home | pay | register | services | site map
Buy | Sell | MyeBay | Community | Help Advanced Search
™ POWERED BY
Jrasé,n?qmusvs 05101

Hello, wookash! (Mot you? Sign in.)

Sell Your Item: Add Subtitle

Please enter your correct infarmation in the highlighted fields below.
Suhtitle - Please enter a subtitle or click Cancel.

Add Subtitle ($0.50)

Please enter a subtitle or click Cancel.
Add a subtitle (searchable by item description only) to give buyers more information. See example.

Confirm | Cancel

About eBay | Announcements | Security Center | Policies | Site Map | Help

Copyright @ 1995-2005 eBay Inc All Rights Reserved, Designated trademarks and brands are the property of their Teviewed b
respective owners, Use of this Web site constitutes acceptance of the eBay User Agreement and Privacy Policy. m
site privacy stateme




Short Forms: too much?

®  home pay | senices | site map lStan new search ” Search]
T Sell | My eBay | Community | Help | Advanced Search
POWERED BY

Hello, sculberson@ebay.com! (Sign out ) J\'aeyrﬁ:ms-.-s OSun
Post to Want It Now Help

Please correct the highlighted fields before continuing.
& * Title - Please enter a title for your post.

* Description - Please enter a description for your post.

¢ Category - Please enter a valid category.

Tell millions of sellers what you're looking for and get responses emailed to you. It's free. Learn more about Want It Now.

Title

Please enter a title for your post.
55 characters left

Description

Please enter a description for your post.
Tip: Be as specific as possible: specify quality. color, quantity, price range, etc. See example.
500 characters left

Category
Selecta category... V|

Please enter a valid category.
Choose the best category to help sellers find your item

If you prefer, you may specify a category number instead

[ Post To Want It Now J




Short Forms




Short Forms







BEST PRACTICE

Clearly communicate

an error has occurred:
top placement, visual

contrast

Provide actionable

remedies to correct
errors

Associate responsible

fields with primary
error message

“Double” the visual

language where errors
have occurred




Progress

e Sometimes actions require some time to
process

e Form submission
e Data calculations

e Uploads

e Provide feedback when an action is in
progress




Disable Submit Button




 Provide indication of
tasks in progress

BEST PRACTICE e Disable “submit”

button after user clicks
it to avoid duplicate
submissions

122




Success

o After successful form completion
confirm data input in context

e On updated page

e On revised form
 Provide feedback via

e Message (removable)

« Animated Indicator










Animated Indication




BEST PRACTICE

e Clearly communicate a
data submission has
been successful

e Provide feedback in

context of data
submitted

127




Additional Tips

e Avoid changing inputs provided by
users

e With later inputs
o After an error has occurred

e Let users know if difficult to obtain

information is required prior to sending
them to a form




Accessibility & Mark-up

Use <label> tags to associate labels with inputs
* Properly read by screen readers

* Most browsers treat text with <label> tags as
clickable: larger actions

e Use the tabindex attribute to provide a “tabbing” path
* Provides control over tabbing order
e Enables forms to be navigated by keyboard

e Consider the accesskey attribute for additional keyboard
support

e Direct access to associated input fields
e Consider <fieldset> to group related form fields




e Wufoo
e http:// www.wufoo.com

e Form Assembly

e http:// www.formassembly.com
 jcebrrg

e http://www.icebrrg.com
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PUTTING IT ALL
TOGETHER...







For more information...

e Web Form Design: Filling in
the Blanks

http://www.lukew.com/resources/
web_form_design.asp

e Functioning Form
e www.lukew.com/ff/

e Site-Seeing: A Visual
Approach to Web Usability
e Wiley & Sons

e Drop me a note
e |uke@lukew.com




