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Methodology 

•  In order to evaluate the usability of Condé Nast’s new Glamour 2.0 website, 8 moderated one-on-one 
interviews were conducted on May 19th, 2008. Six prototype pages were tested in total. Users from 
three of the four targeted persona groups participated in the study (i.e., ‘Rationals,’ ‘Surfers,’ and 
‘Browsers’). 

•  The list of eye-tracking tasks were standardized to ensure that each user was asked to perform the 
same set of tasks. The objectives of these eye-tracking tasks were to: 

•  Determine any differences in the way users “absorb” the pages when browsing freely and when 
conducting a specific task. 

•  Determine the proportion of users’ attention spent viewing various areas of the pages when 
browsing freely and when conducting a specific task. 

Page Cuts =  

Targets =  

Heatmaps: The heatmaps show the relative amount of attention paid by all users that 
viewed a given page. 
  Red = Most Attention   Yellow = Less Attention 
  Green = Even Less Attention  White/Clear = No Attention 

Page Fold =  

Legend 
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Fold 



3 

Participants 
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Eye-Tracking Study Metrics 

Our study was structured to gather and compare eye-tracking data during task completion that would relate 
to the following metrics: 

Metric “TTFF” (Time 
to First 
Fixation) 

Fixation 
Length 

Observation 
Counts 

% of 
Accumulated 
Fixation 
Length 

Users (x) 

Definition The length of 
time it took 
users to find a 
valid target on 
a page. 

The total time 
users spent 
looking at a 
valid target on 
a page. 

The number of 
times a target 
was visited and 
revisited on a 
page. 

The percentage 
of time users 
saw a 
designated area 
of a page 
compared to 
the total length 
of time spent 
looking at the 
entire page. 

The number of 
users that 
looked at a 
valid target. “x” 
indicates the 
number of 
users that 
performed a 
given task. 



Glamour 2.0 Screenshots 
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Homepage Fashion Channel Sex, Love & Life Channel 
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Glamour 2.0 Screenshots (cont.) 

6 Beauty Landing Blog Beauty Individual Blog Beauty Slideshow 
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Homepage – Eye-Tracking Tasks 

Users were asked to do the following: 

1.  A friend of yours sent you a link to a site she thought 
you might be interested in. You’ve decided to take a 
look. [Note: Task abbreviated as “free roam” on slide #8].  

2.  You receive Glamour magazine every month at home 
and your order is about to expire. You would like to 
extend your order. [Target points indicated in red]. 
[Note: Task abbreviated as “…extend your order” on slide #10]. 

3.  You would like to see Spring trends for skirts. Where 
would you click? [Target points indicated in blue]. 
[Note: Task abbreviated as “…Spring trends for skirts” on slide 
#11]. 
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Homepage – Task 1 – “free roam” 

Observations 
• Users spent most of their time looking at 
the ‘Latest Posts’ Blog section of the page.  
• They also took interest in the Rotating 
Content Promotional area (i.e., Jessica 
Simpson). 
• The ‘Fashion’ label in the main navigation 
as well as the ‘Fashion’ module received a 
lot of attention . 
• The content in the far right-hand column 
was largely overlooked. [Note: Please refer 
to the corresponding finding in the Usability 
Report on slide #9].  

Average total time on page: 41.1s 
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Homepage – Task 1 – % of Accumulated Fixation Length 

The ‘Homepage’ was partitioned below into the requested regions for further analysis: 
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NOTE:  Region figures are rounded and may not add up to exactly 100%. 
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Homepage – Task 2 – “…extend your order” 

Observations 
• 100% of users directed their attention to 
the Subscription Center area (target 1). 
• On average, target 1 was also discovered 
the fastest. [Note: Please refer to the 
corresponding finding in the Usability Report 
on slide #11].  
• Target 2 drew some interest but the 
remaining three target points received  little 
attention.  

3 

4 

5 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(7) 

1 8.1 5.6 2.6 7 

2 9.8 1.2 3.5 4 

3 8.8 0.3 1 1 

4 10.5 3.3 4 2 

5 10.3 1.6 2 1 

1 
2 

Average total time on page: 17.3s 
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Homepage – Task 3 – “…Spring trends for skirts” 

Average total time on page: 30.5s 

1 

2 

3 
4 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(6) 

1 5.6 2.4 5.3 6 

2 15.6 0.8 2 4 

3 13.5 2.9 4.3 4 

4 15.2 2.1 3 4 

Observations 
• Target 1 was found by all users and 
typically three times quicker than the other 
3 targets. 
• Interestingly, targets 1 and 3 received the 
most attention and we suspect because they 
contain the word “fashion,” a label directly 
relevant to the task.  
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Fashion Channel – Eye-Tracking Tasks 

Users were asked to do the following: 

1.  You clicked on ‘Fashions.’ Please take a moment to 
review this page. [Note: Task abbreviated as “free roam” on 
slide #13].  

2.  You are in the market for a new pair of shoes and are 
looking for some ideas. See if this page can help and 
let me know when you’ve found something. 
[Target points indicated in red]. [Note: Task abbreviated 
as “…market for shoes” on slide #15].  
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Fashion Channel – Task 1 – “free roam” 

Observations 
• ‘Top Stories’ was the most popular area on 
the page. Users tended to read all of the 
text for most of the entries. 
• ‘Slaves To Fashion’ also received attention 
but users tended to focus on the blog entry 
titles and read very little of the summary 
text.  
• User attention almost faded out 
completely at about the level of the fourth 
blog entry. [Note: Please refer to the 
corresponding finding in the Usability 
Report on slide #13]. 
• Users largely overlooked the ‘Taste Book’ 
advertisement in the top-right column of 
the page.  

Average total time on page: 47.1s 
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Fashion Channel – Task 1 – % of Accumulated Fixation Length 

The ‘Fashion Channel’ page was partitioned below into the requested regions for further analysis: 

NOTE:  Region figures are rounded and may not add up to exactly 100%. 
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Fashion Channel – Task 2 – “…market for shoes” 

2 

1 

Observations 
• All users noticed and paid a great deal of 
attention to the ‘Top Trends’ module (target 
2). However, it took users a long time to find 
this area given that it is located at the 
bottom of the page. [Note: Please refer to 
the corresponding finding in the Usability 
Report on slide #16]. 
• Users were drawn to every component of 
the ‘Top Trends’ module: the header, all the 
shoe images, the descriptive text and the 
“more” link.  
• The ‘Shop’ button (target 1), in contrast, 
barely received any attention even though it 
is located in a primary area (i.e., the global 
navigation). Almost half of users did not 
spot this target.  

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(7) 

1 4.8 0.2 1 1 

2 15.4 10.2 5.6 7 

Average total time on page: 22.3s 
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Sex, Love & Life Channel – Eye-Tracking Tasks 

Users were asked to do the following: 

1.  You clicked on ‘Sex, Love & Life.’ Please take a 
moment to review this page. [Note: Task abbreviated as 
“free roam” on slide #17].  

2.  You would like to find some tips for newlyweds. Where 
would you click? [Target point indicated in red]. [Note: 
Task abbreviated as “…tips for newlyweds” on slide #19].  

3.  You would like to read a story written by someone who 
is not married. Where would you click?  
[Target points indicated in blue]. [Note: Task abbreviated 
as “…someone not married” on slide #20].  
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Sex, Love & Life Channel – Task 1 –”free roam” 

Average total time on page: 45.3s 

Observations 
• In contrast to the ‘Fashion Channel’ page, 
users not only paid attention to the main 
blog but also read more of the introductory 
text. This may be due to the nature of the 
content. But like the ‘Fashion Channel’ 
page, users interest tended to fade below 
the third blog entry. [Note: Please refer to 
the corresponding finding in the Usability 
Report on slide #13]. 
• In contrast to the ‘Fashion Channel’ page, 
users paid more attention to the photos in 
the ‘Top Stories’ area. 
• Users seemed to scroll more on this page 
than on the ‘Fashion Channel’ page (being 
that they scrolled beyond the fifth blog 
entry). 
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Sex Channel – Task 1 – % of Accumulated Fixation Length 

The ‘Sex, Love & Life Channel’ page was partitioned below into the requested regions for further analysis: 

NOTE:  Region figures are rounded and may not add up to exactly 100%. 
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Sex, Love & Life Channel – Task 2 – “…tips for newlyweds” 

Average total time on page: 18.8s 

Observations 
• 100% of users saw target 1 which 
displayed the word ‘Marriage.’ 
• Even though target 1 caught users’ 
attention the most, virtually all users 
considered target 2 and in fact fixated on 
this area twice as long.  
• Users also considered the ‘Top Story’ area 
as well as the headline to the ‘Hold Me Tight’ 
blog entry. 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(5) 

1 7.3 2.1 3 5 

2 9.6 4 2.8 4 
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Sex, Love & Life Channel – Task 3 – “…someone not married” 

Average total time on page: 23.9s 

Observations 
• Users were much more interested in the top 
navigation area (especially the ‘Dating’ 
button in the sub-navigation) than the two 
target points. We suspect that this is for a 
couple of reasons. First, the actual 
positioning of the ‘Dating’ button in the top-
left portion of the page. And second, having 
a button devoted to dating might suggest 
that less effort is required to complete the 
task than exploring options in the main body 
of the page. 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(6) 

1 8.3 3.6 2.7 6 

2 22.3 5.2 3.6 5 
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Beauty Landing Blog – Eye-Tracking Tasks 

Users were asked to do the following: 

1.  You clicked on a link to read blogs/posts about beauty 
related content. Please take a moment to review this 
page. [Note: Task abbreviated as “free roam” on slide #22].  

2.  You would like to find tips dealing with problem hair. 
Where would you click? [Target point indicated in red]. 
[Note: Task abbreviated as “…dealing with problem hair” on 
slide #23].  

Blog – Beauty Landing 
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Beauty Landing Blog – Task 1 –”free roam” 

Average total time on page: 35.7s 

Observations 
• In common with the ‘Fashion Channel’ 
page, users appeared to only scan the 
headlines and introductory blog text. 
• The first two blog entry headlines caught 
the most amount of interest. Users’ 
attention to the blogs below these was 
somewhat less. 
• Users’ attention almost faded out 
completely at about the level directly below 
the fourth blog entry. 
• Users were also particularly drawn in by 
the ‘read more’ links located at the button 
of each blog entry. 
• The left-hand column also grabbed users’ 
interest, particularly the ‘Recent Posts’ 
area. 
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Beauty Landing Blog – Task 2 – “…dealing with problem hair” 

Average total time on page: 9s 

Observations 
• The low total time users spent on this page 
in comparison to other pages indicates that 
that they were able to identify a viable 
target rather quickly. 
• Although about an equal amount of users 
saw one of the two targets, users spent 4 
times as much time focused in target 2 than 
in target 1. We suspect that this is most 
likely due to the different sizes of the 
targets. 
• Users tended to focus on the blog header, 
the introductory text and the ‘read more’ 
link within the ‘Frizz Combat’ blog module. 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(4) 

1 6 1.5 1.7 3 

2 3 8.2 4 4 
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Beauty Individual Blog – Eye-Tracking Tasks 

1.  You clicked on the article about frizzy hair. Please take 
a moment to review this page. [Note: Task abbreviated as 
“free roam” on slide #25].  

2.  You want to purchase something to control frizz. How 
would you do that from here? [Target points indicated 
in red]. [Note: Task abbreviated as “…purchase to control fizz” 
on slide #26].  
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Beauty Individual Blog – Task 1 –”free roam” 

Average total time on page: 34.9s 

Observations 
• Users tended to focus on: the woman’s 
face in the picture and the caption below it, 
all three ‘Smooth Hair Products,’ and the 
‘Comments’ section. 
• Of the three ‘Smooth Hair Products’ seen, 
the most amount of attention was given to 
the right-most one. 
• Users also clearly noticed the pagination 
option in the ‘Smooth Hair Products’ area 
(i.e., ‘2 of 3’) indicating that they might 
have been more likely to click on this area 
to see more of these types of products. 
• While the content and images in the main 
body successfully attracted users’ 
attention, neither the left nor right columns 
did. 
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Beauty Individual Blog – Task 2 – “…purchase to control fizz” 

Average total time on page: 6.9s 

Observations 
• While users ignored target 1 entirely, 
everyone saw target 2. All three ‘Smooth 
Hair Products’ were focused on but the most 
amount of attention was given to the ‘More’ 
link directly below the right-most option. 
• Users also arrived at target 2 quicker and 
stayed there longer than any other target on 
any other page in this study. 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(7) 

1 - - - 0 

2 2.3 14.6 3.6 7 
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Beauty Slideshow – Eye-Tracking Tasks 

Users were asked to do the following: 

1.  You clicked a link in the Beauty section and arrived 
here. Please take a moment to review this page. [Note: 
Task abbreviated as “free roam” on slide #28].  

2.  You would like to post your thoughts on this story. How 
would you do that? [Target point indicated in red]. 
[Note: Task abbreviated as “…post your thoughts” on slide 
#29].  
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Beauty Slideshow – Task 1 –”free roam” 

Average total time on page: 24.1s 

Observations 
• Users paid attention to the title of the 
‘Slideshow,’  the faces in the main picture, 
the accompanying text to the right of the 
main picture, and each of the ‘Slideshow’ 
thumbnails. 
• The area that received the most amount of 
attention was the beginning of the 
‘Slideshow’ text. 
• Users tended not to concentrate on the 
‘Comments’ area nor the additional 
content. 
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Beauty Slideshow – Task 2 – “…post your thoughts” 

Average total time on page: 10.1s 

Observations 
• All users saw one of the two targets but 
fewer saw target 2 most likely because it is 
located further down the page, past target 
1. 
• Overall, the main ‘Slideshow’ functionality 
was noticed and performed well. [Note: 
Please refer to the corresponding finding in 
the Usability Report on slide #24]. 

Target TTFF 
(avg) 

Fix 
Length 
(avg) 

Obs 
Count 
(avg) 

Users 
(5) 

1 5.1 1.8 2.2 5 

2 1.4 2.4 2 2 
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Questions? 

Please contact: 

 Lance M. Love  |  Senior Manager of User Experience 

(212) 790-5241 

 lance_love@condenast.com 


