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Project Overview 
The Smarter Enterprise site (http://www.ibm.com/smarterplanet/us/en/smarter-enterprise/) launched 
in Aug 2013. The purpose of the site is to tell the full architecture story about the Smarter Enterprise 
to prospects. 

The Smarter Enterprise (SE) site contains three different types of interaction models: 

I. Homepage  

II. Case Study & Perspectives Pages  
- BD&A Perspectives page 
- US Open Case Study page 
- Cloud OpEd page 
- Mobile page (launched 10/1) 
- Social page (launched 10/1) 

III. Solutions pages 
- Social Business 
- Mobile 
- Cloud  
- Big Data & Analytics  

The team is looking to improve the current digital experiences to ultimately drive greater results from 
prospects exploring the Smarter Enterprise site.  By optimizing the site from the feedback of this 
study will hopefully help the overall metrics in each of the areas. 
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The goal for this research was to establish a baseline assessment of the revised web, tablet and 
mobile experiences after the changes from the Expert Review have been implemented. The team 
learned about the behavioral insights around how users navigate and engage with deeper content on 
the Solutions page. 

We identified and prioritized improvement opportunities across key scenarios and tasks.   
This will serve as a guide for the short-term redesign improvements along with the long-term digital 
strategy. 

Study Objective 
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With the upcoming addition of more questions to the Solutions pages, there’s concern for  
how this will impact the overall page. We conducted a Rapid Usability Study, one-on-one  
user behavioral sessions, with 12 users. The feedback and insights will guide optimization.  

We alternated sessions of either leading with Solutions page Prototype 1 OR Prototype 2  
using this framework:  

(1) Warm-Up (2-3 mins.) 

(2) Solutions Page (30 mins.) 
Messaging & intent followed with task-based exploration that will probe the user to go through the 
experience. 

(3) Compare with Alternate Solutions Page (15 mins.) 
Let user explore the similarities and differences between this and the previous Solutions page. Which is 
better? Why? 

(4) Perspectives Page (10-15 mins.) – IF TIME ALLOWS 
Overall feedback on the page & Sticky Nav 

(5) Post Session (2-3 mins.) 
General feedback. 

Methodology 
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Usability Study Timeline  
14 Nov – 3 Dec 2013 
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[1] Develop Test Plan 

1: Created a test framework that 
led to the writing of the discussion 
guide 

- Included core tasks to focus on 
during usability study 

- This framework deck was used as 
a guide to agree on test scenarios 

11/14 - 11/15 

[2a]  Test Materials 
[2b] Recruit 

2a: Test Material development. 

- Based on discussions in 1, the Test 
Plan will be used to create a formal 
Discussion Guide and two prototypes. 

- The Discussion Guide will formalize  
all tasks for recruited respondents.  

2b: Recruit sample within Ogilvy.   

11/15 - 11/22 

       [3] Conduct Study 

3: In-lab test sessions. 

- Ogilvy’s Usability Analyst 
will moderate and facilitate 
all user test sessions. 

11/25 - 11/26 

   [4] Results &  
      Analysis  

4: Findings and report. 

- Ogilvy’s Usability Analyst to 
provide detailed final report  
to team. 

- The report will also matrix out 
all recommendations. 

- This matrix will be used as a 
work session with the team, to 
prioritize or modify functions 
and feature changes. 

12/2 - 12/3 
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Tablet 

Mobile 

Desktop / Laptop 

Testing Stimulus 
Question Detail Page (#1) 

Question Detail Page (#2) Revised Solutions Page (#2) 

Revised Solutions Page (#1) 
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TASK 1. VIEWING OLA – Media Driver to Question Detail 

Tablet 

Mobile 

Desktop / Laptop 

Question Detail Page (#1) 

A 

Findings: 
A – Most respondents understood that this was an IBM 
banner ad about Big Data & Analytics.  Some thought the 
colors were not representative of IBM but the animation 
caught their attention.  Respondents also expected a text 
heavy site because of the content and the design of the 
banner ad.  

B – After clicking on the ad, most were surprised by the use 
of imagery in the hero space and liked the video in the 
content area. Heavy blocks of text made it hard to scan.   
“I would normally not read this much on my mobile. [I] would 
rather see it visually…” – Assistant Search Planner (NEO) 

Recommendations: 
A: Make the banner ad more representative of the site 
experience while still maintaining the animation. 

B: Break up the copy so it’s easier to scan.  Consider use of 
imagery that’s indicative of the content to help users better 
understand the content. 

B 
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TASK 2. SITE EXPLORATION – Viewing Question Detail Page 

Question Detail Page (#1) Findings: 
A – Most thought they were in a sub-section of IBM.com for Big Data & 
Analytics but not specifically in Smarter Enterprise because of the number  
of times “Big Data & Analytics” has been repeated and highlighted in the 
experience so far. 

B – At a glance, it appears that this is one element and clicking on any  
of the items would go to the same place. After a closer look, respondents 
thought these were two distinct elements because of the two arrows at the 
end of each CTA.   

•  Perspectives  
o  Graphic – Respondents were confused and bothered by this 
image because they couldn’t decipher what was in it. There 
were mixed feelings about whether it was clickable or not 
o  CTA – Almost all thought the text was clickable and some 
were unsure about the graphic being clickable too but 
understood where it went because of the copy. 

•  Big Data & Analytics CTA 
o  Graphic + CTA – Most were confused by this and thought this 
is where they are already so unsure where else this would go. 

Recommendations: 
A: Re-iterate the “Smarter Enterprise” in hero area and making  
the “Big Data & Analytics” function as (1) a way to get to “Big Data & 
Analytics” and (2) as a category header for the current page. 

B: Separate out the two CTAs and re-work the Perspectives graphic to 
something that’s indicative of the content and easily discernable. Re-word  
the Big Data & Analytics CTA so it’s clear it’s not the current page and be 
clear how it’s different. 

B 

A 
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TASK 2. SITE EXPLORATION – Viewing Question Detail Page 

Question Detail Page (#1) Findings: 
A – Most understood the purpose and functionality of the carousel of 
questions here and were drawn to the bright use of colors in the images.  
The content of the images were less desirable since they didn’t add value  
in helping the respondent understand the questions better.  

[For Desktop + Tablet] After clicking on the arrow and getting one more slide, 
most thought the work involved in clicking wasn’t worth the payoff. 
“It’s making me work to find out one more!” – Marketing Analytics 
(CommonHealth) 

[For Mobile] The experience was fine. 

Recommendations: 
A: Re-work images while keeping the bright colors.  For Desktop + Tablet, 
consider another layout if there’s only four slides and only go to carousel if 
there’s 5 or more. 

A 
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TASK 3. SITE EXPLORATION – Viewing Revised Solutions Page 
Question Detail Page 

Revised Solutions Page (#1) 

Findings: 
A – Respondents loved the use of these iconography and thought they were indicative of 
the IBM brand and understood these were other offerings. Most noticed the highlight on 
“Big Data & Analytics” and thought it was because they were currently on the page.  
“Great graphics! Good simple summary!” – Account Executive (OPR) 

B – After respondents were presented with this page, most were surprised to see it.  
There were mixed feelings about which page is the overarching page for “Big Data & 
Analytics”.  Once respondents saw that the “Is there a new customer hiding in your data?” 
tile appear along with the message in the hero most started to understand the hierarchy 
between the two pages. 

C – There was a clear understanding that these are case studies for “Big Data & 
Analytics”.  These case studies were the reason for the few respondents that thought this 
was the detail page for “Big Data & Analytics”. 

D – Most understood these were pointing to other content on IBM.com 

E – Again, most thought they were already on the “Big Data & Analytics” site so why  
is this here? 

Recommendations: 
A: Re-consider the highlight on the “Big Data & Analytics”. 

B: Keep the placement and treatment of the questions the same. 

C: Re-consider the need for this on this page. 

D: Keep the same. 

E: Re-consider the need for this on this page. 

A 

B 

C 

D 

E 
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