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Why simplicity’?
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MANY PEOPLE HAVE
THE SUSPICION THAT
TECHNOLOGY IS ouT
TO GET US.

MAKING TECHNOLOGY
SIMPLER SEEMS LIKE
AN OBVIOUS WAY TO

.| SAVE OURSELVES.
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TODAY, A SIMPLER
ALTERNATIVE

DOMINATES THE WEB.
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THE FIRST ITERATION

OF ZLUNE WAS POORLY
RECEIVED.
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THE SECOND

ITERATION HAD FEWER
FEATURES...

...AND GOT BETTER
REVIEWS.
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' ...ESPECIALLY WHEN
YOU COMPARE IT TO
DESKTOP WIDGETS
LIKE THIS, WHICH TELL
YOU THE WEATHER
WITHOUT THE
CLUTTER.




.

. MY SWISS ARMY
KNIFE, HAS ALL THESE
FEATURES WHICH ARE

ey SUPPOSED TO BE
USEFUL. BUT T HARDLY

. EVER USE IT...




...INSTEAD, I'M MORE
LIKELY TO PICK UP A
SCREWDRIVER TO OPEN A
CAN OF PAINT, STIR THE
PAINT, GOUGE A HOLE IN
SOMETHING, REACH A COIN
THAT’'S STUCK BEHIND THE
FRIDGE... OR EVEN TIGHTEN
A SCREW.

——

http://www.flickr.com/photos/-po/302360126/




People are
crying out for less




ONE REASON WE’RE
DRAWN TO WHAT'S
'SIMPLE’ IS THAT
WE’RE TRYING TO GET
STUFF DONE FASTER.

xﬁ’émm @gil&SCOlbOrne http://www.flickr.com/photos/wwarby/3296379139/
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WE’'RE ALSO TRYING
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N

..mm MULTI-TASKING IS

s =3 ' EASIER WHEN YOU
2V et R KEEP THE TASKS
o S84 SIMPLE.

G2 paet 550 hitaliash
[l ity WIESH « 2

Afsd i 3% 0

Y Pags \aeV ple

610#4396 = Pt (325 yni 1y ane)
Brjzmed - 3 courint canis

. -
[, ‘-'c'n--r-
! AN -

i
§ J ) BAT
: v LT :

A ———————

. 4 et -.z‘. o
. ' o
B
b

http://www.flickr.com/photos/peninah/2468918040/




-

fj:,&u
NO ONE WANTS TO '

. -
READ THE MANLAL. ‘
L WE WANT SOMETHING c 8
N SIMPLE WE CAN PICK ’ - ¥
b4 LP AND LISE RIGHT = 5

AWAY .
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AND WE'RE USING
TECHNOLOGY IN
SAFETY CRITICAL
ENVIRONMENTS.

COMPLEXITY CAN BE A
FATAL DISTRACTION.

x&m @gilesceolborne
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|

WE USED TO 60 To
THESE GUYS WHEN WE |

WANTED TO GET OUR
HANDS ON

- TECHNOLOGY...
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...NOWADAYS, WE'RE
BUYING AND USING
TECHNOLOGY AS
CONSUMERS.

SO WE EXPECT
SIMPLE, USABLE
| CONSUMER DEVICES.

http://www.flickr.com/photos/pingping/61487601/
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SIMPLICITY HAS
BECOME A GOAL OF
OUR CLLTURE.

ALAIN DE BOTTON
POINTS OUT THAT
CULTURES ARE DRAWN
TO CREATE THE
THINGS THAT ARE
MISSING FROM THEIR
AGE AND
ENVIRONMENT.
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ARCHITECTLIRE OF

THAT PERIOD TLRNED
|| TO ANCIENT VALLES
.| AND CLASSICAL
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}N‘ FAST FORWARD A

. HUNDRED YEARS TO
. THE INDUSTRIAL
REVOLUTION.

PEOPLE WERE
REDUCED TO
| COMPONENTS IN
| FACTORIES...




i, =

. ...YET THE VICTORIANS |
| ASPIRED TO RUSTIC

U4 ’ Y ARCHITECTURE AND
2 THE MEDIEVAL

, = ARTISANSHIP OF THE

ARTS AND CRAFTS




SO TO OUR AGE OF
. CONFUSING MORAL
| | RELATIVISM AND
"'*" GLOBALISATION
*;d

';j 4 YOUR LIFE CAN BE
8N DISRUPTED INSTANTLY

S L N AT ANY TIME BY A
& . STRANGER ON THE

x&m @gilescolborne




AND IN OUR
CONFUSING WORLD
WE ASPIRE TO THAT
WHICH IS MINIMALIST,
PARED DOWN AND
S/IMPLE.

http://www.flickr.com/phad



Less IS more

Mies Van Der Rohe

SO FOR PRACTICAL,
EMOTIONAL AND
CULTURAL REASONS
WE CRAVE SIMPLICITY.

FOR PEOPLE WORKING
IN USABILITY, IT CAN
SEEM LIKE USABILITY
AND SIMPLICITY ARE
IDENTICAL.




Simplicity
IS not the answer

Donald Norman

UNFORTUNATELY, FOR
PEOPLE LOOKING FOR
A PANACEA,

SIMPLICITY ISN'T THE
ANSWER TO ALL YOLR
USABILITY PROBLEMS.

x&m @gilescolborne




Usability

WHAT CONSIDER TO
BE USABLE VARIES
DEPENDING ON THE
CONTEXT.

THE ISO DEFINITION
OF USABILITY IS
EFFICIENCY,
EFFECTIVENESS

AND SATISFACTION

Efficiency Effectiveness Satisfaction

ISO 9241-11

@gilescolborne




Business systen OLD SCHOOL BUSINESS
SYSTEMS TEND TO BE
IMPOSED ON USERS.

BUSINESSES WANT
ACCOLINTANCY SYSTEMS

TO BE EFFECTIVE AND
EFFICIENT. USER

SATISFACTION IS NICE
BUT NOT TOP PRIORITY.

Efficiency Effectiveness Satisfaction

@gilescolborne




MANY CALL CENTRES
ARE FOCUSSED ON
EFFICIENCY .

Call centre

THEIR PRIMARY
MEASURE OF
USABILITY IS: HOW
MANY CALLS CAN AN
OPERATOR GET
THROUGH IN AN
HOUR?

\

Efficiency Effectiveness Satisfaction

@gilescolborne




Consumer web site

CONSUMER WEB SITES
NEED TO BE
EFFECTIVE AND
SAT/SFYING TO USE.
BUT CONSUMERS ARE
POOR AT JUDGING
EFFICIENCY.

T ——

Efficiency Effectiveness Satisfaction
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Simplicity

IF YOU'RE DESIGNING
SOMETHING SIMPLE
FOR CONSLIMERS,
YOU HAVE TO HIT HIGH
SCORES ALL THREE
CRITERIA. OLICH.

Efficiency Effectiveness Satisfaction

@gilescolborne




Simplicity = Usability

SO SIMPLICITY IS NOT
THE SAME AS
USABILITY. IT'S JUST
ONE CASE, AND IT
MAY NOT ALWAYS BE
THE RIGHT STRATEGY.

T ——
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2007 Ford Edge

" |[FIND A DEALER

" SIGN UP FOR ALERTS

" WATCH THE VIDEOS

" DOWNLOAD WALLPAPER

" LEARN ABOUT THE EDGE

© 2007 Ford
Powered by Enpocket

Menu 15:27

Cyber-shot

BUT SIMPLICITY STILL
MATTERS.

MOBILE IS A GOOD
EXAMPLE OF AN AREA
WHERE SIMPLICITY IS
CRUCIAL.

T




Simplicity
IS not the answer

Dorald Norman

SO IT'S NOT THE
ONLY ROUTE TO
USABILITY.

BUT PEOPLE WANT
AND OFTEN NEED
SIMPLICITY.

mm @gilescolborne
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IF YOU WANT TO

DESIGN SIMPLE

THINGS YOU'LL FIND
k:% YOURSELF DIRECTED
=5 TO THIS BOOK.

N
w{&%«_ﬁ IT'S GOOD. BUT THE
\ \3% ADVICE INSIDE IS NOT

” VERY CLEAR.

T —




IT'S NOT LAWS, IT'S
POETRY. IT WORKS
BEST IF YOU LET IT

WE NEED SOME SOLID

WSS LAWS AND CLEAR
—__ STRATEGIES FOR

" SIMPLICITY.

|
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| I DON'T WANT TO
HOPE THAT THE HAND

OF GOD TOUCHES MY
- WORK.

I WANT TO kNow
- THAT I CAN MAKE
SOMETHING SIMPLER.




HERE’S AN EXERCISE
WE TRY WITH NEW
RECRUITS.

WE TAKE SOMETHING
THAT SEEMS
UNNECESSARILY
COMPLEX AND ASK

Y THEM TO.._

< o O




Simplify this!

__ @gilescolborne




Play

Pause

Stop

Rewind to beginning
Forward to end
Rewind

Slow rewind

Frame by frame rewind
Fast forward

Slow forward

Frame by frame forward

Cursor up / down / left / right
Enter

Return / back

Menu (show the on-disc navigation screen or audio disc tracks)
Top menu (show the on-disc navigation screen)
Display (show options for this DVD)

Eject
TV on / off
DVD on /off

Numerical keypad
Clear

Time / Text

Repeat (change repeat play settings)
Picture navi (search by scene)

Audio mode (language / audio format)
Subtitles

Camera angle

Virtual surround sound

Picture mode

Volume + / -




Play

Pause

Stop

Rewind to beginning
Forward to end
Rewind

Slow rewind

Frame by frame rewind
Fast forward

Slow forward

Frame by frame forward

Cursor up / down / left / right
Enter

Return / back
Menu (show the on-disc navigation screen or audio disc tracks)

Top menu (show the on-disc navigation screen)
Display (show options for this DVD)

Eject
TV on / off
DVD on /off

J; SO HOW WOULD you
) MAKE A DVD REMOTE Numerical keypad
- CONTROL SIMPLER? -

!l E;:‘)ee;t-r(ec):a_nge re;l)‘eat play settings)
| Audio mode (anguage / audio format)

STOP THE
Subtitles

| PRESENTAT’ON AND Camera angle
‘J TR Y I T N OW. Virtual surround sound

Picture mode

Volume + / -




I'VE SEEN SOME
WONDERFUL, CREATIVE
SOLUTIONS TO THIS
PROBLEM.

THEY FALL INTO FOLR
CATEGORIES...

The tfour solutions

@gilescolborne




1. REMOVE FEATURES

GET RID OF SOME OF
THOSE BUTTONS THAT
YOU NEVER SEEM TO
LSE.

e ————




2. HIDE FEATURES

PUT SOME OF THE
FEATLIRES BEHIND A
HATCH WHERE THEY
WON'T GET IN THE
WAY ALL THE TIME.

~




3. GROUP FEATURES

MOVE THE IMPORTANT
STUFF SO THAT IT’S
EASIER TO FIND AND
PUT EVERYTHING IN
LOGICAL GROUPS.

~




Picture

Picture Mode Custom
Reset ./_‘_3
Advanced Iris 2’
Picture '

Brightness

Color

Hue

Color Temp.

Sharpng

H. DISPLACE FEATURES

FOR INSTANCE, MOVE
THE FEATURES TO AN

ON-SCREEN MENU ON
THE TV SET.

T ——




SOMETIMES PEOPLE
THINK INSTRUCTIONS
WILL MAKE THINGS
EASIER.

ADDING MORE
INSTRUCTIONS
DOESN'T IMPROVE
SIMPLICITY. IT JUST
GIVES EVERYONE AN
EXCUSE TO STop
TRYING TO IMPROVE
THINGS.




1. Remove features
2. Group features

3. Hide features

4., Displace features




IT'S NOT A GREAT
ANSWER FOR OUR DVD
REMOTE. IF You
REMOVE A FEATURE,
SOMEONE WILL CARE.

AND YOU CREATE
PROBLEMS FOR
YOURSELF
ELSEWHERE...




...YOU HAVE TO MAKE
SURE YOU MARKET
THIS ‘BASIC’ DVD
PLAYER SO
CUSTOMERS KNOW
WHAT THEY'RE
BUYING.

AND YOU HAVE TO

HAVE A CUSTOMER
SUPPORT PROGRAMME ’
FOR ALL THOSE

PEOPLE WHO DIDN'T
REALISE THAT ONE

DAY, THEY'D NEED

THE SUBTITLES

BUTTON.

S 4



REMOVING FEATURES
CAN ALSO MAKE
THINGS FEEL MORE
COMPLEX.

THIS IS THE ELEVATOR
IN THE TOKYO APPLE
STORE. YOU CAN'T
CHOOSE WHERE TO
GO. IT JUST
SHUTTLES FROM
FLOOR TO FLOOR.

m,m @gilescolborne http2//www.flickr.com/g Vica/22840347/



LOGIC SAYS ‘THIS IS A
SIMPLER DESIGN’.

BUT PEOPLE WHO'VE
USED IT SAY IT FEELS
COMPLEX. THEY DON'T
LIKE TO BE OUT OF
CONTROL...

mm @gilescolborne http://www.flickr.com/g Vica/22840347/




¥ Scanner and Camera Wizard

Welcome to the Scanner and Camera

’." Wizard

...JUST LIKE PEOPLE

WHO LUSE W’ZARDS emory Card Reader (H:)

DON'T LIKE THE

i?éi&“é?g BEING ON o e s et 7™ "
cV:VéLHngLREA"

To continue, click Next.

[ Next > | [ Cancel




'‘CHOOSE YOUR OWN
ADVENTURE’ GIVES
THE SAME LIMITED
CONTROL.

BUT WE UNDERSTAND
IT BECAUSE IT HAS A

STORY TO HOLD IT
ALL TOGETHER.

CHOOSE YOUR OWN ADVENTURE " 1

, : o
W RE THE STAR OF THE STORY!
CHOUSE TROM 40 POSSIBLE ENDINGS

THE CAVE
OF TIME

BY EDWAKD PACKARD

- LS
(1
I -




¥ Scanner and Camera Wizard

WIZARDS HIDE THE
STORY OF WHAT'S

REALLY GOING ON

FROM THE USER.

THEY MAKE IT HARD
FOR THE USER TO
BUILD A MENTAL
MODEL. THE USER
NEVER PROGRESSES
PAST THE NOVICE
STAGE.

lelcome to the Scanner and Camera
lizard

emory Card Reader (H:)

his wizard helps you copy pictures from your camera, scanner, or other
avice to your computer, your network, or the Web.

you prefer, you can work directly from your device. This option is
:commended for advanced users onl.

To continue, click Next.

[ Next > | [ Cancel




Simplicity
IS not the answer

Donald Norman

Told you so

GETTING RID OF
FEATURES IS HARD.
AND IT DOESN’T
ALWAYS WORK AS
WELL AS WE’'D HOPE.

mm @gilescolborne




Perfection is achieved
not when there is nothing
more to add

but when there is
nothing more to take away

Antoine de Saint Exupery

BUT IT'S AN
ATTRACTIVE
SOLUTION. AND IT
CAN WORK. THE

QUESTION IS - HOW

DO YOU KNOW WHAT
TO TAKE AWAY?

mm @gilescolborne




Everything should be
as simple as possible -
but no simpler

Albert Einstein

HOW DO WE KNOW
WHEN WE’VE MADE
SOMETHING AS

‘SIMPLE AS
POSSIBLE'?

mm @gilescolborne




Make the irreducible basic
elements as simple and as
few as possible without
having to surrender the
adequate representation
of a single datum of
experience

Albert Einstein

THIS IS WHAT

EINSTEIN REALLY
SAID. IT'S MORE

COMPLEX. BUT IT'S
MORE HELPFLIL.




as simple and as
few as possible without
having to surrender the
adequate representation
of a single datum of
experience

Albert Einstein

FIRST, WE'VE GOT TO
UNDERSTAND WHAT'S

AT THE CORE OF THE
EXPERIENCE...




Make the irreducible basic
elements as simple and as
few as possible

Albert Einstein

...THEN WE'VE GOT TO
MAKE SURE WE DON'T

DISRUPT THAT.




't’s about what’s core




A FEW YEARS AGO T
WAS ASKED TO RE-
DESIGN AN ONLINE
BANK FOR A COMPANY
CALLED GOLDFISH.
THEY WANTED IT TO
MATCH THEIR BRAND
VALUES: FRIENDLY,
APPROACHABLE AND
SIMPLE.

T —
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ON ONE SCREEN THEY
HAD A DATE
SELECTION CONTROL.
THIS LOOKS SIMPLE,
DOESN'T IT?

Apr v

2009

v

GO




Goldfish Savings Account
o Your statement
Your scoounts
Yorw aavienge
Future trwrafers
Order paylag In Holday Savings > (hange accounts name
bock
Updete your detals My John Sovith and Mes Joan Smith
. Fype ol sccounts savings Aot tmmoher 12345678
T 0 Goldi
Wbt Goldhig Bhans ands " Sort code f1-02-9}
Hdp
cumrent balance: £9,4090,000 avadable: 7,090,000
Sedect
stateswent | Jan KL 2l
Date Detads of recipient n Out Dalance
03 Dec 2001 S hoind tees £9.000.,000.00  £5,000.000.00 €9,000,000.09
05 Dec 2002 Farvily Holiday £9.000000.00 £5.000.00000 (£9,000,000.09
0% Dec 2002 Car £9.000,000.00  £5,000,00000 49,000,000.00
12 Dec 2002 Urirwersity fund £9.000,000. 00 R0 00000 40000000
12 Jan 2002 Wawwey duy £9000,00000  £5,000,00000 49,000,000.00
1% Jan 2002 Sl fees £9000000.00  £95,0000

e ES——— =) 0 OIS EIL
pras wmind s oo WWAS FOR SELECTING
... YOUR BANK
- STATEMENT. AND [T
TURNED OUT TO BE
TOO COMPLEX.

—————

Abot i | Smal prrtt | She setur ity | Adcesabsing

66




YOU COULD SELECT A
DATE IN THE FLTLIRE.

AND YOU’D SEE AN
ERROR MESSAGE SAYING
HOW STUPID YOU WERE,

NOT FRIENDLY, SIMPLE
OR APPROACHABLE
BEHAVIOUR




YOU COULD SELECT
DATES FROM OVER A
YEAR AGO.

BUT THE BANK ONLY
KEPT STATEMENTS FOR
A YEAR.

AGAIN: NOT FRIENDLY,
SIMPLE OR
APPROACHABLE.

Feb




WE ASKED OURSELVES
"WHAT'S REALLY GOING
ON HERE?’.

USERS HAD 12 BANK
STATEMENTS TO
CHOOSE FROM.

SO WE REPLACED IT

WITH THIS. WHICH IS Apr 2009
MLICH SIMPLER.
Mar 2009
Feb 2009
Jan 2009

Dec 2008




Goldfish

Savings Account

> Log ot
Horme

Your sccourts
Yorw aavienge
Craste trandw
Future trwrafers

Order paying 0
bock

Updete your detuls

Tab 1o Goli
Hdp

John £, Smith

Your statement

> (thange accounts name

Holday Savings
My John Sovith and Mes Joan Smith

Fype ol accounts savings Account v
Mone code "

Sort code

£y, 890,000 avadable:

current balance:

Detads of recipient In
£9.000,000. 00
£9.000,000. 00

£9,000,000. 6

12 Cec 2002 Ursrwersity fund £9.000,000. O
12 Jan 2002 Narey day £9.000,000.0
1% Jan 2002 School tees £9.000,000.0

4 Jan 2002 Family Holiday £9,000,000.0
0% Feb 2002 Caw £9.000,000.0

£9,000,0004

More recont vy

12345878
f1-02-9}

2,009,000

INTERESTINGLY
MAKING THINGS
SIMPLER FOR THE USER
REQUIRED MORE
COMPLEX
PROGRAMMING.

4

T

M | She seturty | Adcesalsing

——
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BECALSE I DESIGN USER
EXPERIENCES, I'M TALKING

ABOUT INTERACTIONS. DO
SIMPLE USER EXPERIENCES
REQUIRE SIMPLE
AESTHETICS, TOO?

Another look at
aesthetics




THIS BOW IS
AESTHETICALLY
MINIMALIST.

ALL OTHER
MOVEMENT IS
ELIMINATED,
ACCENTUATING THE
BOW. IT'S

UNDENIABLY ‘CORE’.




BUT IMAGINE A *
COLIRTIER OF THE SUN | |
KING BOWING - ALL e
TWIRLING HANDS AND
BENDING KNEE.

IT'S STILL
UNDENIABLY A BOW. [l “EE RN
THE ORNAMENTATION | (A |/ &

DRAWS ATTENTION TO |+
THE CORE BOW. N




WHAT MAKES IT WORK
IS ALL THAT EXTRA
STUFF IS ALIGNED
WITH THE IDEA OF
BOWING.

IT'S PURPOSE IS TO
EMPHASISE, NOT
DISTRACT.




WHAT MATTERS ISN'T
MINIMALISM, IT'S THAT
AESTHETICS AND
EXPERIENCE ARE
ALIGNED WITH THE
CORE. THIS HELPS US
STAY FOCUSSED AND
KEEPS THINGS SIMPLE.

t's about alignment




Experience the proposition (game)

RECENTLY, I WAS
ASKED TO REVIEW A
USER EXPERIENCE.

A FIRM WANTED TO
GET USERS TO
PLAY A GAME
BASED ON THEIR
MARKETING
PROGRAMME, THEN
SIGN LP TO A
MAILING LIST AND
GET THEIR FRIENDS
TO JOIN IN.

Sign up to the
programme

Grow the audience




Did you get a
high enough
score?

Experience the proposition (game)

Sign up to the
programme

Grow the audience

UNFORTUNATELY,
THE FIRST
PROBLEM WAS, IF
YOU DIDN'T GET A
HIGH ENOUGH
SCORE ON THE
GAME, YoUu
COULDN’'T
CONTINUE.




Did you get a
high enough
score?

l

Win a car!

Experience the proposition (game)

> Sign up to the

programme

Grow the audience

TO ENCOURAGE
THEM TO KEEP
TRYING AND SIGN
UP, THE COMPANY
NEEDED TO OFFER
A HUGE PRIZE -

A CAR.




Did you get a
high enough
score?

l

Win a car!

Experience the proposition (game)

> Sign up to the

programme

Grow the audience

NEXT, THE COMPANY
ASKED USERS TO
INVITE THEIR
FRIENDS TO ENTER.

SO ASK YOURSELF.
'‘WOLULD I LIKE MY
FRIEND TO WIN A
CAR?’ ABSOLUTELY!

AND ‘WOULD T LIKE
MY FRIEND TO GET
THE CAR THAT I'M
TRYING TO WIN?’
SADLY, NO.




Did you get a
high enough
score?

l

Win a car!

Experience the proposition ( p | 5eoig Tasks

> Sign up to the

programme

Grow the audience

WEREN'T AL/GNED
TO THE COMPANY’S
GOALS.

THE EXPERIENCE
FELT COMPLEX AND
CONTRIVED.

IT DIDN'T WORK.




OLR ADVICE WAS,
ONCE THE LSER
HAD COMPLETED
THE GAME, ASK HIM
TO SIGN UP AND
POST HIS SCORE
ON AN ONLINE
SCOREBOARD.

THIS ALIGNED WITH
THE COMPETITIVE
NATURE OF THE
GAME.

Experience the proposition (game)

l

Compare your
score

l

Sign up to the
programme

Grow the audience




THEN, ASK HIM TO
CHALLENGE A
FRIEND TO BEAT
HIS SCORE.

(WE DIDN’T NEED
TO GIVE AWAY A
CAR TO GET

PEOPLE TO INVITE
FRIENDS.)

SIMPLIFYING THE
EXPERIENCE WAS
ABOUT AL/GNING
USERS’ GOALS AND
TASKS.

Experience the proposition (game)

l

Compare your
score

l

Sign up to the
programme

l

Compare with
your friends

l

Grow the audience




NOW WE HAVE SOME
RULES TO HELP US
'ELIMINATE WHAT IS
UNNECESSARY”.

Thoughtful reduction

IS about ‘core’ and
alignment’

M @gilescolborne




WHAT CAN WE LEARN
FROM OLR OTHER
STRATEGIES FOR
SIMPLICITY?

1. Reémove features
2. Hide features
3. Group features
4., Displace features

M @gilescolborne




THERE ARE A COUPLE
OF WAYS TO HIDE
FEATURES. ONE IS TO
USE A HATCH OR
SLIDER...

N




ANOTHER IS TO USE A
TOLUCH SCREEN
CONTROLLER, LIKE
THIS ONE.

HOWEVER, A DVD
PLAYER COSTS $40 e
AND A NORMAL DVD  p=h\E4%

REMOTE COSTS LESS ‘j‘ |

THAN $1 TO MAKE.

THIS TOUCH SCREEN
WOULD END up
COSTING MORE THAN
THE DVD PLAYER. SO
IT'S NOT A SOLUTION
FOR THE DVD
PROBLEM.



EVEN HATCHES LIKE
THIS ARE
PROBLEMATIC,
BECAUSE THEY TEND
TO BREAK OFF AND
THEY'RE MORE
COMPLEX TO
MANUFACTURE.

WE'RE SIMPLIFYING BY
INCREASING
COMPLEXITY.

NEVERTHELESS,
HIDING FEATURES CAN
BE A GOOD STRATEGY.

el

o
x __ @gilescolborne




Intel 2 GHz processor
2 GB memory

Large hard drive
Weighs 6lbs

Wireless

Widescreen Display
Webcam

Choose from

a range of colors

WHEN YOU'RE
CREATING A WEBSITE
TO SELL, SAY,
LAPTOPS, IF YOU
DON'T GIVE ALL THE
SPECS THE EXPERTS
HATE IT.

AND THEY TELL THE
MAINSTREAMERS THAT

THOSE LAPTOPS ARE
FOR BABIES.




DNDPPA1

Intel Core2 Duo T8100 / 2.1GHz

64bit

2GB L2 Cache

800 MHz Data bus

Mobile Intel GM965 Express

IEEE 802.11b/g / Ethern¢ * ' ™ ==* Tthnavnat

s 1er zocoows AT 1P YOU SHOW THE
ntel GMAX310)C; DVM 4 MAINSTREAMERS ALL
2M pixel camera THE SPECS THEY

IEEE 1394 DISCOVER THAT THEY
HDMI Type A DON'T KNOW WHAT AN
VGA 15 pin out L2 CACHE IS

1 x 6 cell Lilon @ 56 WI
Shock 30.0 g @ 3ms ha

ouise (non-operating T HE SITE IS TELLING

8in1 card reader THEM THEY’RE NOT

stace228 codec  QUALIFIED TO OWN

Dell wireless 1395 Wire SUCH A COMPLEX
LAPTOP.

sine




MacBook Pro

@gilescolborne

MacBook Pro

Innovation runs in the family.

e — T
ot Lol 4] Lo FRl=god 1|4
o xR = . x

WEBSITE, YOU GET A
- " MAGAZINE STYLE PAGE
K L - WITH BASIC INFO FOR

. MAINSTREAMERS.

E——

7 6 °
Breakthrough Battery | 4
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[ & Store iPod + iTunes iPhone Downloads Support Q
[ A CErXPvS e : A oo k & " cidsal bisdanan

MacBook Pro Crophics Wiy Siac?

MacBook Pro

Innovation runs in the family.

B ]
ot Lol 4500 L Bl 1| ]|
——— . = iy SN .

APPLE GIVES EXPERTS
A LINK THAT WILL
APPEAL SPECIFICALLY
TO THEM, BUT NOT

** THE MAINSTREAMERS..

Breakthrough Battery
A bullt-in battery powers MacBook Pr

@gilescolborne




3
Store “ iPod + iTunes iPhone Download

MacBooK Pro

- WHEN THEY CLICK ON
IT, THEY FIND A

WEALTH OF TECHNICAL
DETAIL INCLUDING
a SPECS, BULLET
POINTS AND DATA
TABLES. THEY'RE
~ HAPPY. BUT THE
~ - MAINSTREAMERS
- NEVER HAVE TO KNOW
=== ABOUT THIS STUFF.




Hide things where
people will find them

__ @gilescolborne




OUR THIRD STRATEGY
IS TO CHUNK THINGS
TOGETHER IN GROUPS

1 _ RemOve featu WHICH ARE EASIER TO

TAKE IN.

2. Hide features

3. Group features
4., Displace features

_ @gilescolborne




WE CAN MAKE THE
PLAY BUTTON BIGGER.
MOVE IT TO THE ToP.
SHADE SOME
BUTTONS SO THAT
THEY STAND ouTt
MORE.

e ————




IF YOU WERE TO
MEMORISE THESE
NUMBERS, You'D
HAVE A HARD TIME.

IN A WEEK, CHANCES
ARE YOU’D HAVE
FORGOTTEN THEM.

397264815




HERE ARE THE SAME
NUMBERS, BUT
NEATLY ARRANGED.
THERE’S NOTHING TO
DISTRACT You.

YOU'LL REMEMBER
THIS IN A WEEK’S
TIME, NO PROBLEM.

123456789




ALL WE'VE DONE |S
REGULARISED THE
LAYOUT, AND RELIED
ON A PATTERN THAT
WAS ALREADY IN YOUR
HEAD.

BUT IT MAKES A HUGE
DIFFERENCE.

123456789




S e February ¢!

Depart 21 08
JUS! One way

Return

) Anytme / Uncecded What's this

S e February ¢!

08 '3 30 %

:
Acurs ' 1 191 Cnigeen' O |9

BaXa0 | None | 8
gecCurdn

A othor

HERE’'S ANOTHER
EXAMPLE - A FORM
FOR SEARCHING FOR
TRAIN TIMES.

THIS WORKS JUST
FINE IN USER
TESTING, BUT PEOPLE
HESITATE OVER IT.




Out
Februay |

)‘d e :

Anytim
Februamy |
Depant .
Passengers
1 s  Adulls

0 &

" :-(‘ Larg

HERE’'S OUR
REDESIGN.

BY GROUPING THE
FIELDS, USING A

REGULAR GRID AND
USING A LITTLE WHITE
SPACE INSTEAD OF A
LOT OF SHADING, WE
MADE IT MUCH
SIMPLER TO USE




o ”
TR i
|

-

Envisioning [nformation

YHE MWW NN

& YOU'LL FIND MORE

-~
L

- GOOD ADVICE ON

STRATEGIES FOR
SIMPLIFYING THROUGH
GROUPING IN THIS
BOOK.

101




Dl

SOMETIMES YOU NEED TO ADD »
FEATURES TO MAKE SOMETHING SIMPLER.
B BY ADDING FEATLIRES YOU CAN
S COMPLETE A GROLP THAT LISERS EXPECT.

B THIS IS A PRE-PAD TRAVEL CARD THAT
|| YOU CAN USE ON LONDON TRANSPORT.

Transport for London

x&m @gilescolborne




No OYSTeR

THERE ARE MANY

CA ?\bs PROBLEMS WITH
OYSTER CARDS, BUT

ONE IS THAT YOU

CAN'T USE THEM ALL
THE TIME.

x&m @gilescolbor . : ) /wwwjickr.com/phoW1 931/




x&m @gilescolborne

HONG KONG’S
OCTOPUS CARD IS
SIMILAR - BUT IT DOES
MORE. YOU CAN USE IT
IN MORE PLACES -
INCLUDING IN SHOPS

| AND VENDING

MACHINES AT TRAIN
AND BLIS STATIONS.

IT DOES MORE AND
THAT FEELS SIMPLER
BECAUSE IT FITS WITH
THE USERS’ MENTAL
MODEL OF ‘MONEY I
USE WHEN
TRAVELLING'.




OUR LAST STRATEGY
OPENS SOME
INTERESTING

.l RemOve featl POSSIBILITIES...

2. Hide features™
3. Group features
4. Displace features

M @gilescolborne




Lable Box

Exit: =

— s«

Picture Mode Custom —

[ =
o

Reset ./-b
Advanced Iris

Picture ,

Brightness

Color

Hue

Color Temp.

Sharpng

WE'VE ENDED UP WITH
A SIMPLER
CONTROLLER - BUT
WE'VE DISPLACED
FEATURES AND
COMPLEXITY TO AN
ON SCREEN MENL.




Picture Mode
Reset
Advanced Iris
Picture
Brightness
Color

Hue

Color Temp.

Sharpng

AS A SOLUTION FOR
THE DVD REMOTE, IT'S
NOT PERFECT - YoU
NEED TO SPEND A
LOT OF TIME AND
MONEY GETTING
THOSE MENUS RIGHT.

T ——




Photos

BUT IT'S ELEGANT.
AND SOME PEOPLE
HAVE DECIDED IT’S
THE RIGHT WAY TO
GO.




BUT THERE'S
SOMEWHERE ELSE WE
CAN DISPLACE
COMPLEXITY - AND
THAT IS INTO THE
LUSER’'S HEAD.

TAKE A COMPLEX TASK
LIKE PLANNING
TRAVEL.

HOW WOULD You
MAKE IT SIMPLER?




@ STRATFORD-UPON-AVON

@ OXFORD

_/ \ @ LONDON

® BATH

ABOUT TEN YEARS
AGO, I HAD TO
DESIGN A TRAVEL
PLANNER.

I THOUGHT ABOUT
WHAT WAS CORE. T
DECIDED THAT TRAVEL
IS ABOUT MANAGING
YOUR MOVEMENTS IN
SPACE AND TIME.

SO I BEGAN WITH A
MAP.




@ STRATFORD-UPON-AVON

@ OXFORD

_/ \ @ LONDON

© BATH

The Roman Baths

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit. Morbi commodo, ipsum sed
pharetra gravida, orci magna rhoncus neque,
id pulvinar odio lorem non turpis.

Mon-Fri 0900-1830 (includes Bank Holidays)
Sat-Sun 0900-1730
Christmas: Closed

£10 Adults, £5 Children / Student / Over 65

#"" Allow 1 hour minimum %

I LET PEOPLE INSPECT
LOCATIONS ON THE
MAP AND SEE HOW
LONG IT WOULD TAKE
TO VISIT THEM.




My Travel Plan

LOCATION ACTIVITY TIME

@ STRATFORD-UPON-AVON

Excelsior
Bath Hotel N/A

@ OXFORD

_/ \ Bath fne Roman 6930-1030
@ LONDON

© BATH

The Roman Baths
Lorem ipsum dolor sit amet, consectetuer
adipiscing elit. Morbi commodo, ipsum sed

pharetra grav!da, orci magna r_honcus neque, THEY COULD ADD

id pulvinar odio lorem non turpis. LOCAT’ONS

Mon-Fri 0900-1830 (includes Bank Holidays) TO AN

s D ERARY. THEY
COULD RE-ARRANGE

" THEM, SAVE THEM,
Allow 1 hour minimum  (@FFITRY DELETE THEM.

£10 Adults, £5 Children / Student / Over 65




@ STRATFORD-UPON-AVON

@ OXFORD

_/ \ @ LONDON

© BATH

The Roman Baths

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit. Morbi commodo, ipsum sed
pharetra gravida, orci magna rhoncus neque,
id pulvinar odio lorem non turpis.

Mon-Fri 0900-1830 (includes Bank Holidays)
Sat-Sun 0900-1730
Christmas: Closed

£10 Adults, £5 Children / Student / Over 65

Allow 1 hour minimum m

My Travel Plan

LOCATION ACTIVITY TIME

Excelsior
Bath Hotel N/A

Bath The Roman 444 1030
Baths

Bath Trainto L 0/5 1153

Oxford
Oxf

THEY’D END UP WITH A
TRAVEL PLAN AND

ox THEY'D BE ABLE TO
SEE IF THEIR

Ox ITINERARY WAS

POSSIBLE IN THE TIME
AVAILABLE.

Ox




@ STRATFORD-UPON-AVON

@ OXFORD

_/ \ @ LONDON

BATH

The Roman Baths

Lorem ipsum dolor sit amet, consectetuer
adipiscing elit. Morbi commodo, ipsum sed
pharetra gravida, orci magna rhoncus neque,
id pulvinar odio lorem non turpis.

Mon-Fri 0900-1830 (includes Bank Holidays)
Sat-Sun 0900-1730
Christmas: Closed

£10 Adults, £5 Children / Student / Over 65

Allow 1 hour minimum m

RE.. FTucrisal Dian

Loc WHEN WE TRIED IT

OUT, USERS HATED IT.
Batl
EVEN THOUGH I’D
Bat DESIGNED AN OPEN-
o) ENDED TASK USERS
FELT TOO
i CONSTRAINED.

ox SO I DECIDED TO GIVE
THE USERS’ A

Ox SIMPLER TOOL AND
LET THEM HANDLE THE
" COMPLEXITY OF
MANAGING THEIR
TRAVEL.




I LET USERS CREATE
FOLDERS, NAME THEM
AS THEY PLEASED,
AND PUT WHATEVER
THEY WANTED INTO
THE FOLDERS.

THE USERS THOUGHT
OF LABELS I'D NEVER
HAVE IMAGINED AND
USED THESE S/IMPLE
TOOLS TO CREATE
COMPLEX PLANS.

Tuesday

Kid’s things k

Travel discounts




BECAUSE THE
TOOLS WERE
SIMPLE, THEY
COULD SEE HOW TO
ADAPT THEM TO
SUIT THEIR NEEDS.

http://www.flickr.com/photos/-po/302360126/




THIS IS THE MOST
SATISFYING FORM
OF SIMPLICITY.

CREATING
SOMETHING SIMPLE
LIKE TWITTER THAT
PEOPLE USE IN
UNEXPECTED AND
IMAGINATIVE WAYS.

THE TOOL IS
SIMPLE. BUT
COMPLEX
BEHAVIOUR

EMERGES FROM
IT.

L e

x _ @gilescolborne




SO WE HAVE FOUR
STRATEGIES THAT

WORK IN DIFFERENT
WAYS.

1. Bemove featu sur v eacx CASE,

WE CAN'T
COMPLETELY

2. Hide features ELIMINATE

COMPLEXITY.

3. Group features—
4., Displace features

@gilescolborne




SOMETIMES WE
CAN’T REMOVE
FEATLRES.

SOMETIMES WE

1. Remove feat reeoro aoo

THEM.

2. Hide features o somerimes

FEWER FEATURES
AN FEEL MORE

3. Group feature cowex

\

4., Displace features

@gilescolborne




HIDING FEATURES
WORKS - BUT WE
HAVE TO FIGLRE
OUT WHERE TO HIDE
SOMETHING SO IT

1. Remove featu ca se rouns
2. Hide feature! ;.7 5o "

COMPONENTS TO

3. Group feature ™e svsem.
4. Displace features

@gilescolborne




GROUPING
FEATURES WORKS -
IF THE USER HAS
COMPLEX

KNOWLEDGE.

1. Remove featu ™

2. Hide teatures

3. Group features
4., Displace features

Y @gilescolborne




AND WHEN YoUu
DISPLACE
FEATURES, YOU
PLUSH COMPLEXITY
TO ANOTHER PART
1. Remove featu 7@ ANOTHER PA
(OR THE LSERS’

2. Hide features maeariony,

3. Group features™
4. Displace features

@gilescolborne




I WANTED TO BE
ABLE TO STATE
SOME LAWS OF
SIMPLICITY AS WELL
AS SOME TIPS FOR
ACHIEVING IT.

What about some laws?




The first law of simplicity:

Complexity is never eliminated,
merely reduced and displaced

MY FIRST LAW IS THAT, EVEN IF
YOU REDLICE COMPLEXITY, YOU
WILL NOT ELIMINATE IT.

SO YOU MUST ASK YOLRSELF:
WHERE DO I WANT THE
COMPLEXITY TO END Up?

T ———

@gilescolborne




The second law of simplicity:

Simplicity Is an experience
t happens in the user’s head

MY SECOND IS THAT SIMPLICITY
IS WHATEVER YOUR USERS
THINK IT IS. IT'S THE/IR
EXPERIENCE THAT DETERMINES
WHETHER SOMETHING IS
SIMPLE.

T ———

@gilescolborne




Focus on these

What is core

Make your experience compact
Align the experience to what’s core
Rely on existing user knowledge

Decide where you want to place complexity
Trust the user

IF YOU WANT TO IMPROVE
SIMPLICITY, YOU CAN ADD THESE
FOCUS POINTS TO THE
STRATEGIES. BUT ABOVE ALL,
DON'T PRESCRIBE WHAT’S

SIMPLE - YOU MUST TRLST
YOLR USERS.




giles.colborne@cxpartners.co.uk

Linked [})

™, < o,
o, R
_.‘(, £

-« @qilescolborne

CONTACT ME...

QUESTIONS ABOUT MAKING THINGS SIMPLER
EXAMPLES OF THINGS MADE SIMPLER

IDEAS OR COMMENTS TO SHARE



mailto:giles.colborne@cxpartners.co.uk
mailto:giles.colborne@cxpartners.co.uk
mailto:giles.colborne@cxpartners.co.uk
mailto:giles.colborne@cxpartners.co.uk

@ Attribution-Non-Commercial-Share Alike 2.0

You are free:

gl_%
AN

10 copy, distribute, display, and perform the work

10 make derivative works

®E

Under the following conditions:

Attribution. You must give the onginal author credit

Non-Commercial. You may not use this work for commercial purposes

Share Alike. If you alter, transform, or build upon this work, you may distribute the resulting work only under a
licence identical to this one

OIS

o Forany reuse or distribution, you must make clear to others the licence terms of this work.
e Any of these conditions can be waived if you get permission from the copyright holder.

o Nothing in this license impairs or restricts the author's moral rights.

If you like the photos in this presentation, check the Flickr URLs in the bottom right hand corner of each page.
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