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The work is of a practical nature and aims to optimise the processes within the considered 

company engaged in electronic gifting in the Russian Federation. The main goal of the 

work is to change the existing approach to testing usability in this company. The research 

of existing materials and articles in assessing the usability of user interfaces carries out to 

form a theoretical base. The obtained information is used to analyse one of the methods 

applied to evaluate user interfaces in the considered company. As an example, the work 

considers the interface of a web application. As a result, methodological errors in the 

application of one of the methods are identified, the effect of the testing is evaluated and a 

list of recommendations for planning and conducting subsequent testing is formed. 
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1 INTODUCTION 

 

This introduction will present an overview of my master's thesis. First of all, general 

information about the field and preconditions for conducting research will be provided. 

Secondly, the goals and objectives of the study will be described. The next section states 

research questions and summarizes the literature review. Finally, the structure of this 

master's thesis will be presented. 

 

1.1 Backgrounds  

 

Nowadays, IT technologies are an integral part of life and widely used in various industries 

such as commerce, engineering, marketing, promotion and entertainment. The use of IT 

products allows to get the necessary competitive advantage by automating business 

processes, as well as collecting and analyzing various data obtained in the course of these 

processes. Moreover, in some cases, the use of IT technology products pushes the whole 

industry to a complete rejection of traditional business schemes. 

 

E-commerce includes various industries such as electroniс data interchange, electronic funds 

transfer, electronic trading, electronic cash (e-cash), electronic banking (e-banking) etc. [1] 

Traditionally, IT companies are specialized organizations that develop and support software 

and information systems. However, in recent years, people have increasingly begun to relate 

organizations whose activities are traditionally not connected to information technology to 

IT companies.  Today, large trading companies, banks and taxi services have almost 

completely digitalized their business and spend most of their resources on developing and 

maintaining their own websites and mobile applications. Leaders of e-commerce companies 

spare no resources to recruit experienced specialists and keep their own IT departments and 

build end-to-end processes on the integrated interaction of information systems (IS), big data 

technologies, and the Internet of things (IoT). [2] In such companies, any commercial 

business process has a technical implementation and depends on the quality of software 

implementation. Therefore, the success of such a business depends on how the software 

development process is built, who are the performers. Companies representing small and 

medium-sized businesses in the e-commerce industry need to devote a significant part of 

their resources to the maintenance and development of the IT component. For small and 
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medium-sized enterprises, the way out is to use the services of third-party IT companies that 

develop and support outsourcing. It is necessary to improve quality at every stage of software 

development continuously. It is easier for management to put this part in the hands of 

professionals and concentrate on commercial issues. [3]  

 

The problem of evaluating the usability of software products has been well studied over the 

past 20 years. Usability evaluates how well the user interface copes with its main function 

as a communication tool between the user and the software product and affects the user 

experience. Talking about evaluating user interfaces, people usually mean exactly evaluating 

usability. For e-commerce companies, the indicator of interface usability is incredibly 

important, since a large number of users use sites or applications, and the success of the 

business directly depends on whether they can take the targeted action. 

 

1.2 Case description  

 

This paper will consider a small-sized company that is engaged in electronic gifting in the 

Russian Federation. Electronic gifting is considered as small part of e-commerce. The main 

idea of the electronic gifting is to imply a transition from physical cards to "electronic". The 

sale and delivery of electronic gift cards are carried out using IT technology. From the point 

of view of organization issuing e-gift cards, electronic gifting is a way to attract new 

customers and retain existing customers without the extra cost of printing cards on plastic. 

From the point of view of customer, it is a convenient service for congratulating from a 

distance. Products and applications user interfaces usability is a fundamental factor for this 

type of organizations, as it directly affects the success of the business. 

 

Such small-sized companies often don’t have sufficient resources to conduct independent 

testing of their own products. Most often, the company's management resorts to the services 

of third-party organizations that are professionally engaged in assessing the usability of 

products. Accordingly, the choice of the company determines what the test result will be and 

how much the product developed by the company will improve. 

 

The team of analysts of this company was tasked with improving the quality of the results 

obtained during the usability testing, since the previous experience did not satisfy the 
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management. Case study in this thesis is about an attempt to analyze the existing approach 

to planning and conducting testing of user interfaces of software products, which is currently 

used in the considered company. This work is of an applied nature and the obtained results 

should find their application in companies like the considered one. 

 

1.3 Objectives  

 

The main goal of this work is to form a theoretical basis for evaluating user interfaces and 

improve the quality of the results obtained from testing by changing the existing approach, 

which is currently used in the company. This work should summarize the main results of 

research in the field of development and evaluating user interfaces and can be use as a tool 

for further planning and testing in the company in question. For this it is necessary to achieve 

the following objectives: 

- Form a theoretical basis, which will be used as the justification for the subsequent 

analysis; 

- Consider the activities of the company and its specifics; 

- Consider one of the company's products and its interfaces; 

- Analyze the current approach to interface usability testing; 

- Create a list of recommendations for further testing. 

 

In order to achieve these goals, firstly, it will be necessary to research existing works on this 

topic and consider approaches to develop user interfaces and methods of usability 

assessment. Then it is necessary to consider the company's activities, the specifics of the 

industry, and the current state of the market for electronic gift cards in the Russian Federation 

to confirm the need and relevance of usability testing. After that, it is necessary to consider 

the developed software product and its interfaces. The analysis of the current approach will 

take place based on analysis of the early conducted testings. It is necessary to analyze the 

process of the conducted testing, the chosen method and the results obtained, including the 

economic effect. In order to assess the impact of testing, it is necessary to analyse the 

company's business model.  
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1.4. Research questions  

 

In order to solve the problems posed in the work the following research questions to be 

answered were formulated: 

- What is the relationship between user interface and software usability concepts?  

- What are the principles of building a user interface? 

- What are the methods for evaluating usability of user interface? 

 

1.5 Delimitations  

 

This work will focus on improving the usability of software products in terms of user 

interfaces. The study will not address other factors that may also affect usability, such as 

performance or fault tolerance. Also, within the framework of this work, it is not intended 

to develop own method for testing and evaluating the usability of software products. The 

result of the work will be recommendations for planning and conducting usabiliyu testing, 

which can be applied both in the company in question and in any other organization that 

develops software products. 

 

1.6 Structure of thesis  

 

In the first part of the work, research of existing materials on this topic will be carried out. 

Key concepts will be defined and different methods of evaluating the usability of user 

interfaces will be discussed. In the second part of the work, an analysis of the company's 

subject area and business model in question will be carried out. In the third part of the work, 

the usability testing carried out, as well as its results, will be described in detail. Finally, the 

fourth part will assess the results, economic effect and formulate recommendations for 

further testing. 
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2 RESULTS OF CONDUCTED LITERATURE REVIEW  

 

Within the framework of this section, results of scientific articles and books review that have 

been written based on different research in the field of user interfaces, usability testing and 

user experience will be carried out. In the course of this review, it is necessary to obtain a 

theoretical basis. The information obtained will be used to analyze one of the UI testing 

carried out by the company in question. 

 

2.1 Basic definitions and concepts 

 

First of all, it is necessary to determine the concepts of the user interface, usability and user 

experience. Such a concept as a user interface is not something new in software development 

and IT in general. The user interface is a method or tool by which a person can achieve a 

specific goal when using a software development product or system. The concept called 

Human-Computer Interaction includes three main components: 

- human – person that interact with the system. It can be one person or a group of 

people [4].  

- computer - means a desktop or any other device such as an ATM or mobile phone 

(smartphone) that interacts with [4]. In modern realities, the object of interaction can also be 

understood as applications and sites, since the device's user interface may differ significantly 

from the interface of the application or program used. 

- interaction – sharing of information between the human and the computer [4]. For 

example, entering a URL into a browser and going to the corresponding site, which is 

assigned this URL. 

 

According to International Business Machines [5] user interfaces can be categorized into 

three fundamental groups: 

- command line user interface that is a full-text display mode on a computer screen 

controlled by a keyboard, in which users type in data, commands or instructions notifying 

the computer to do a task. A common example of a Command Line Interface (CLI) is UNIX-

based that text is only shown on the entire screen [5]. 

- menu-based user interfaces. In such interfaces, the user is presented with a 

hierarchically organized set of elements. The user, clicking on a command from a 
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predetermined set, performs some kind of action. It is important that this hierarchy does not 

overload the interface, otherwise users will not be able to complete their tasks. In order for 

the user to easily carry out their tasks, the names of the menu items must be clear and well 

organized [5].  

- graphical User Interfaces (GUI). It is an interactive human-machine interface that 

uses basic visual blocks, including windows, icons, menus, buttons, dialog boxes, etc. Visual 

blocks are combined into applications and are necessary for the user to achieve their goals. 

Graphical user interfaces are direct control systems currently familiar to users in the 

Windows environment [5]. 

 

Nowadays, users are so used to interacting with Graphical User Interfaces (GUIs) that they 

do not perceive any other kind of interface. This type of interface is used in most software 

products, as it makes it easier to work with computer software, regardless of skill. Thus, 

researchers working with students on the study of programming languages came to the 

conclusion that the interface of software applications plays an important role in the quality 

and efficiency of learning, and the learning process should be supported by a rich 

programming environment. However, even using Graphical User Interfaces does not 

guarantee errors and difficulties in using the software. Tattooing a graphical interface causes 

many problems because of the huge number of possible combinations of commands that can 

be executed in the graphical interface. Testing all possible situations that the user may 

encounter is impossible, so tatters are limited to test examples that need to be executed. 

Consequently, the presence of bugs in a user interface of this type depends entirely on the 

formulation of the testing cases.  

 

Usability plays an essential role in software development and influences the user experience. 

The main point of the usability concept is to increase the efficiency and productivity of the 

use of the product by the end-user and, as a result, increase satisfaction [5]. The usability 

goal is to help the systems users to perform their tasks. Formally, usability is defined in 

ISO9241 as "the extent to which a product can be used by specified users to achieve specified 

goals with effectiveness, efficiency and satisfaction in a specified context of use[6].” There 

are other definition of usability, formulated by different authors: 

- Software Usability Measurement Inventory (SUMI) determines usability in terms 

of efficiency, effectiveness, helpfulness, control and learnability[5].  
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- usability includes the learnability and memorability of software, its ability to avoid 

and control user errors, its efficiency of use, and user satisfaction. "Effective computer use 

is an integral part of usability[5].”  

- usability categorized into system performance, system function and user interfaces; 

- usability has four attributes as usefulness, effectiveness, learnability and attitude.  

 

Simply said, usability evaluates how the user interface manages with its primary task of 

being a tool with which a user can successfully use a software product. Based on these 

definitions, the following list of basic usability metrics can be compiled, which can be used, 

among other things, for evaluating program products: 

- percentage of successful completion of each task and / or achievement of the set 

goal; 

- total time taken to complete each task and / or achieve the set goal; 

- performance indicator, calculated by dividing the percentage of successful 

completion of the task by the time spent; 

- the number of errors made by the user during the execution of each task 

- number of requests for help during each task. 

 

These metrics are for guidance only. In the course of researching user interfaces, the 

researcher can independently compile a list of such metrics. 

 

The focus on usability has led to the emergence of the principle of product development, 

aimed at creating convenient and affordable products based on design (design), user-oriented 

[7 p. 157-169]. User-centered design is an approach to software development that puts the 

goals and needs of end-users of systems at a software development center to create software 

with appropriate usability [8]. UCD is the second most important development approach 

alongside agile methodologies. Moreover, hybrid models called user-centered agile software 

development (UCASD) have emerged, which offer to combine the merits of both approaches 

to develop software that is both useful and usable [8]. Despite the fact that there are some 

contradictions between these methodologies, the desire to build a software design and 

development process with an emphasis on the end user speaks of the importance of usability. 

Usability includes a wide variety of components beyond the traditional aspects of system 

performance, system functions, and user interface. It also includes such components as 
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language translation, ability for costumers to modify and extend, Installation, field 

maintenance and serviceability. This broad spectrum of issues as a step beyond usability, 

which is designated as user experience design [9].  

 

Talking about usability, the concept of user experience cannot be ignored. User experience 

is a very broad concept, which has been defined by many researchers [10]. Trying to 

summarize all of them, the user experience can be defined as all the feelings that the user 

will experience, from the first acquaintance with the product and ending with direct use. 

However, there is no universal definition. There are the following reasons for this: 

- user experience is related to a broad spectrum of dynamic concepts that range 

from emotional, affective, experiential, hedonistic to aesthetic variables [10].  

- the unit of user experience analysis is very flexible. It can be a single aspect of 

the interaction of a "single end user" with a "standalone application" or aspects of the 

interaction of "multiple end users" with a "company and its fusion of services from multiple 

disciplines" [10].  

- fragmentation and complexity: the UX research scene is fragmented and complex 

because of heterogeneous theoretical models with different focuses such as pragmatism, 

beauty, affect, experience, value, pleasure, emotion, hedonic quality, etc. [10].  

 

"UX includes not only traditional qualities such as reliability, functionality, or usability, but 

also new and difficult-to-understand concepts of visual or industrial design, psychology, or 

market research, such as attractiveness, fun, cool, or the successful execution of a brand's 

offering."[10] The core user experience is the actual or real experience of usage. However, 

user experience can be before, during, after or overtime of usage. [10] Thus, enhancing and 

improving user experience go far beyond software development, its main functional tasks 

and usability through user interfaces. 

 

Before use. Anticipations or expectations based on related technologies, brand, advertising, 

and other people's opinions can all influence people and create experiences before the 

product is used or the actual interaction occurs. The expected experience has been found to 

extend or impact subsequent experience (i.e. after use), and this usually occurs as a result of 

thinking about a similar (previous) use or because of a change in the views (intentions) of 

people on the service [10]. 
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During use. User experience or instant experience refers to the user experience where the 

user interacts with the final product. Researchers emphasise the need to analyse and evaluate 

user experience during user interaction with an effect due to the dynamic internal state and 

context and specific changes in sensations during interaction [10]. 

 

After use. After use, or an episodic user experience, is an experience where a user interacts 

with a product over some time [10]. 

 

Overtime. Temporary or cumulative user experience is the result of a series of episodes of 

use and non-use. The duration of such an experience can take months or more. Cumulative 

user experience can be considered for evaluating a system after using it for some time (i.e. 

assess the system as a whole) [10]. It has been found that the industry is more interested in 

such a long-term user experience, arguing that the overall user experience of a product is 

more important to people than the timing of evaluating the product. 

 

Usability assessment focuses on performing a specific functional task. The number of errors 

or the number of clicks that the user commits to complete the task is used as evaluation 

indicators. However, even if the goal (value) set by the usability assessment can be met, it 

may not be enough to achieve a positive UX score. Thus, usability evaluation can only be 

considered as part of the user experience evaluation process. 

 

In this paper, the study and assessment of user interfaces and user experience occur from the 

point of view of software development and the assessment of the economic effect of this 

assessment. Since the concept of user experience covers a wide range of concepts and 

industries to which, for example, marketing or psychology can be attributed, at this stage of 

work, it is important to indicate that further study of the questions posed will occur only 

within the framework of assessing the usability of software products as part of the user 

experience. 

 

2.2 Principles of development usable interfaces 

 

Now that we have identified the basic concepts discussed in this paper, it is necessary to 

define the basic principles for constructing usable user interfaces and the features that such 
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interfaces should have. According to Nielsen there is a set of characteristic that influence 

system acceptability by user [11]. These characteristics include: 

- ease to learn - the system should be easy to use and intuitive. Even an inexperienced 

user should be able to solve the problem; 

- the efficiency of use - the resources spent to achieve the goals with accuracy and 

completeness should be minimal; 

- memorability - the scenarios for using the system should be easy to remember. 

- errors frequency - the accuracy and completeness with which users achieve specific 

objectives. 

- satisfaction - the degree to which the user enjoys interacting with the system.  

 

Speaking about the principles of constructing an easy-to-use user interface, various 

researchers have formulated the basic principles of an interface that can be considered user-

friendly and usable. Summarizing all the ideas and suggestions, the following list have been 

proposed: 

- Consistency - similar tasks should be performed in the same way. By using different 

interfaces for similar tasks, the user should not have the hassle of changing the work 

environment; 

- Compatibility - the principles of the system should be compatible with user 

expectations, based on the user's own experience with other products.  

- Consideration of user resources - the method of work takes into account the 

requirements for user resources in the interaction; 

- Feedback - the system signals the results of actions performed; 

- Error Prevention and Recovery - the system is designed in such a way that the 

probability of an error is minimal. If an error occurs the user must be able to correct it.  

- User Control - user control over the actions performed by the product and the state 

in which the effect is maximized; 

- Visual Clarity - The displayed information can be quickly read and interpolated 

without confusions; 

- Prioritisation of Functionality and Information - the most important functions and 

information are easily accessible to the user;  
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- Appropriate Transfer of Technology - appropriate use of technology developed 

elsewhere in order to improve the usability of the product; 

- Explicitness - the availability of hints and tips on how to use the product. 

 

The process of designing and developing interfaces is also important. Most often it involves 

prototyping, collecting end-user data, communicating with end-users, etc. [12] D. Saffer, in 

his 2007 article, formulated several key principles for building a user interface [13]: 

- Focus on the user - it is always important to focus on the end-user and his tasks that 

he solves with the help of this product. 

- Search for alternatives - design is the creation of alternative options and solutions; 

it is not a choice of several options. 

- Using prototypes - it is necessary to develop models and mock-ups to test solutions 

and ideas. Sometimes you need to create multiple prototypes to test one solution. 

- Collaboration and elimination of constraints - to achieve a business goal, designers 

must compromise with colleagues since the design is always a team effort. 

- Creating suitable solutions - designers can use their experience but cannot copy 

their solutions for another project. 

- Rely on a wide range of influences - design includes many subject areas such as 

psychology, ergonomics, economics, engineering, architecture, computer science, and so on. 

- Incorporating emotion - in design, to make the appropriate choice, emotion is a 

crucial logic because without emotion, the product becomes lifeless. Therefore, when 

making a design decision, emotions must be taken into account. 

 

Considering the principles of building user interfaces from a more formal point of view, it 

is worth referring to several standards, grouped into a general group of Human-Computer 

Interaction (HCI) Standards, the original versions of which were formulated at the end of the 

last century. [13] The postulates in these standards form the basis of the documents used 

today. The use of the standards leads to consistency: users can use the skills learned using 

one system in another, which leads to a reduction in the time required for learning. [14] The 

dynamic development of computer technology is forcing standards organisations such as the 

American National Standards Institute (ANSI) and the International Organization for 

Standardization (ISO) to update their documents constantly. In this regard, most of these 
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standards do not contain precise requirements but define the principles of creating a user-

friendly interface. 

 

Let's consider the family of standards ISO 9241 "Ergonomics of human-system interaction" 

and give examples. This family includes many standards that determine the ergonomics and 

availability of software products, however, in this work, only those related to usability will 

be considered. The ISO 9241-11 [6] "Usability Guide" standard aims to improve the overall 

user productivity, measured in the effort and time that he spends on tasks using a software 

product. Dialog Principals (ISO 9241-10), [6] defines the principles of general interaction 

between a person and a system in the field, suitability for learning, conformity with user 

expectation, error tolerance and controllability. The Presentation of information (ISO 9241-

12) [6] standard defines the presentation of information on a user screen. User guidance (ISO 

9241-13) [6] provides guidance for the design of interfaces related to feedback, help, and 

error management. In turn, the design of the menu structure, navigation and option selection 

is regulated in the Menu dialogues standard (ISO 9241-14) [6], and ISO 9241-17 defines 

guidelines for the design of forms, their structure and output/input considerations. 

 

2.3 Methods for assessing the usability of user interfaces 

 

In this part of the literature review, it is necessary to analyze the work related to the study of 

the main methods of assessing the usability of user interfaces. Software tools used for 

usability evaluation have been available since 1980s. They consisted of two groups, 

questionnaire tools measuring user’s perception and satisfaction (e.g. QUIS) and behavioral 

data collection software to capture and record user’s performance (e.g. Camtasia) [5].  

 

Let’s describe in detail the basic principles of usability evaluation of interfaces and use the 

proposed classification. The term usability testing itself is misleading because it can be used 

generically to describe all usability evaluations or, specifically, refer to a single technique 

[15]. All usability testing techniques and methods can be divided into three main categories: 

- Surveys based on traditional self-assessment data collection methods to assess 

product usefulness and acceptability [15].  

- Usability inspections, where experts examine a project according to a systematic 

approach and assess its acceptability against certain criteria [15]. 
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- Experimental testing involves any attempt to quantify operator performance using 

supervised data collection techniques. [15] 

 

The first category of methods, surveys, involve close interaction with users. These methods 

include questionnaires, interviews, and direct observation. Questionnaires are a great way to 

quickly get an overall assessment of design strengths and weaknesses [15]. For almost all 

usability evaluations, a questionnaire can be used as part of a comprehensive evaluation. It 

is usually less expensive than most other testing methods, depending on the size of the 

questionnaire, and can generally be used without oversight from the evaluator. However, the 

questionnaires themselves require careful preparation by the administrator. The user survey 

is a resource-intensive and time-consuming method. However, it can provide valuable 

information about how and why a user responded to an interface. Like questionnaires, 

interviews are an excellent complement to almost any usability assessment. Often interviews 

and questionnaires are combined to great advantage [15]. However, the quality of the data 

obtained depends largely on the user. Users may overlook important details, may not 

perceive events completely or erroneously. Moreover, this method is not protected from bias 

on the part of the interviewer. The interviewer may interpret the participant's comments in 

light of previous feedback or according to the researcher's own preferences or expectations 

[15]. The use of direct observation can minimize reliance on the participant's skills and 

interpretation. This method places less responsibility on the participant but is still not 

immune to observer bias. A typical direct observation technique begins with a specific list 

of tasks that are scripted. The test administrator (observer) discretely monitors the 

participant's work so that he or she is not influenced during testing [15].  He tracks erroneous 

or unintentional actions and records them as errors. Direct observation is a relatively quick 

and effective means of identifying gaps in the interface. Data collected for one participant 

can be compared with data from others, thereby distinguishing between design features that 

were difficult for one participant and features that caused errors in many participants [15].  

Inspection methods include methods such as standardization reviews, comparison of 

alternative prototypes, and heuristic evaluations. A prophylactic measure for improving the 

usability of any product is to adhere to generally accepted design principles from the 

beginning. The standards discussed earlier in this paper can help improve the usability of 

products. The method of comparing alternatives involves creating several prototypes of 

future interfaces. In addition to improving usability, this method also guarantees an overall 
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reduction in development time. The level of accuracy of the prototypes depends primarily 

on budgetary constraints. The accuracy can range from static (non-interactive) 

representations of interface concepts to dynamic working models and production prototypes 

on which the existing system is partially built. 

 

In turn, heuristic evaluation is a specialized method of testing the usability of software 

interfaces, which involves engaging small groups of evaluators to scrutinize user interface 

design against certain usability principles (or heuristics). Similar to a study of existing 

standards, a heuristic evaluation is a relatively low-cost means of identifying usability 

problems in a project that does not require access to potential users. Unlike standardization 

reviews, however, heuristic evaluations focus on the correct application of general design 

goals rather than on adherence to particular standards of appearance and behavior. As a 

result, heuristic evaluations are most effective in the early stages of design. Usability 

problems can then be identified before production begins, which can reduce future potential 

costs of product development and support.  

 

For example, the heuristics formulated in 1994 by Nielson, which were mentioned earlier in 

this paper, can be used as usability principles. Using Nielson's heuristics, a good usability 

specialist can detect up to 60% of existing usability problems merely by scrutinizing the 

design [16]. Instead of heuristics, popular guidelines for standardizing user interface 

checklists can be used, as long as the guidelines are expressed as general usability principles 

rather than specific interface properties [15] 

 

The evaluator should be well-trained professionals who have an understanding of the 

concepts of human-computer interaction (HCI), user experience design (UX), user 

interaction, usability testing and interface design [17]. The quality of the results obtained 

also depends on the number of evaluators who evaluate the same interface. The number of 

evaluators involved in the evaluation depends on budget constraints and the availability of 

experienced evaluators, but Nielsen (1994) recommends at least three, and preferably five 

or more [18]  

 

Heuristic evaluation methods, as well as combinations of methods in the category of 

surveying techniques, are the most popular among the surveyors. However, the question 
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about the effectiveness of using the methods is not unambiguous. Comparing these methods 

in different papers, the authors conclude that heuristic evaluation finds more problems than 

user testing. For all that, user testing still reveals unique issues that were not identified during 

the expert evaluation. For example, it is stated that when evaluating the same software 

product, the heuristic evaluation found 72% of the problems, user testing found only 10% 

and 18% of the problems were common to both [19]. Another paper [19] states that of all 

the problems detected during the experiment, 40% were only detected during the heuristic 

evaluation, 39% of the problems during the user evaluation - the remaining 21% proved to 

be common. However, as discussed in [19], for all that more problems are identified during 

peer review, user testing identifies additional difficulties that tend to be more critical. Using 

heuristic evaluation techniques early in the development cycle can be a good practice. 

Heuristic evaluation can provide developers with quick and relatively inexpensive feedback. 

In course, development teams often use expert usability assessments early on to sort out 

obvious design issues in preparation for usability testing. It is also argued that while such 

expert usability reviews have their place, it is still essential to present the website being 

developed to users, and that the results provide a true picture of the real-world problems an 

end-user may encounter [19]. 

 

Finally, the last method of usability evaluation proposed in [15] is experimental testing. This 

is the most expensive and resource-intensive form of testing. As with any other experiment, 

one or more variables of interest (e.g., background colors on the display) are controlled in a 

controlled environment, while all other interface elements remain unchanged. Conducting a 

thorough usability experiment is a complex and time-consuming task and usually requires 

special training or considerable experience on the part of the architect. Because of this, the 

decision to use this method is quite challenging. In addition, the method is very narrowly 

focused and its results can be difficult to generalize to broader usability issues. Experimental 

testing should be reserved for specific usability issues that need to be addressed with a high 

degree of confidence, relying on objective data [15].  For example, it can be applied to assess 

user performance in real-world settings reliably: experimentation can tell us how long it will 

take users to complete certain tasks using several different designs, how often on average 

they will make errors in each scenario, and what types of mistakes are most likely to occur. 

Previously, we reviewed the standard usability evaluation methods, which have been used 

and studied many times over the past 20 years.  As previously mentioned, the most popular 
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of them is the expert assessment, which is carried out in the early stages of development, 

and the assessment with user involvement, also known as user testing, using a combination 

of direct observation methods interviewing and Questionnaires. [20] However, the 

objectivity of such evaluations is controversial because it directly depends on the human 

factor. In order to avoid this, researchers and practitioners are looking for ways to improve 

the quality of test data. For example, the use of eye-tracking technology and analysis of the 

resulting data can contribute to understanding cognitive processes. Eye-tracking provides an 

additional source of data that can increase the reliability of usability testing when 

triangulated with user testing data and post-test questionnaire data [21]. 

 

Typically, the user testing process ends when the developer applies the changes, which 

assumes that the changes actually solve the problems, and there is no need to prove it with a 

new user testing cycle. These assumptions may well be false and are mostly a far cry from 

the current practice of agile development and maintenance cycles, where improvements are 

applied incrementally, and testing is done frequently [22]. Nielsen suggests that running 

small tests early and often in the context of an iterative design is preferable over a single, 

elaborate and costly test. 

   

One such method that has been proposed for automated usability evaluation after 

deployment is remote user testing, proposed back in 1998 [24]. The advantage of remote 

testing is that usability data is more representative of actual use. However, it requires some 

kind of remote capture method. Based on this, approaches were further developed that were 

based on data journaling and analysis [25; 26].  Analysis was performed using sophisticated 

data visualization tools that used timelines to represent different types of user interaction 

events [27; 28]. In addition, like using code refactoring to solve problems with the internal 

qualities of code, called code smells, [29], web refactoring may be used to solve problems 

with the external qualities of code, like usability or accessibility [30]. A catalog of 

refactoring to improve usability, called usability refactoring, can be used for this purpose, 

and each refactoring is related to a usability problem it can solve, which, like code smells, 

are called usability smells. In the course of using this catalog, it has been found that the same 

usability smell can be eliminated with several refactoring of this catalog [31]. This fact, 

together with the need to test different alternatives to find the best one, as we mentioned 

above, makes the use of A/B testing very attractive [22]. 
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A/B tesing methods is a form of controlled online experimentation that is generally used to 

improve revenue but can also be used as a method to evaluate usability [32]. The simplest 

setup of an A/B test is to have users randomly exposed to one of two variants of one factor: 

Control (A), which is normally the default version, and Treatment (B), which is the change 

to be tested. When there is more than one treatment it is also called split testing [22]. In 2014, 

Speicher et al. noted that usability assessment only applies in very slow iteration cycles in 

today's industry, as opposed to the efficient and easy-to-deploy nature of A/B testing [33]. 

However, A/B testing is a very expensive type of evaluation. It requires creating different 

versions for testing, defining the metrics of interest, calculating them based on user events, 

recording the test results, and analyzing the results to find the results best solution. 

Nevertheless, companies still use this practice with sufficient resources and are integrated 

into agile software development methods.  

 

Developing and describing a method that can be used to build a usability testing process and 

integrate it with agile development methodologies is a challenging task [22]. To solve it, 

researchers considered the option of using A/B usability testing when a potential ready-to-

deploy product appears. The entire usability evaluation process consists of five steps. In the 

first step, a specially trained person designs a usability test: the user task within the test, the 

test script, and the metrics to be calculated. In the second step, an expert analyzes the test 

results to identify usability issues that can be resolved using a test analysis tool that shows 

the results in various charts. The third step is user testing each new version of the task, 

dividing the subjects into as many groups as there are versions, similar to A/B testing or split 

testing. In the fourth step, the UX expert compares the results of testing each version with 

each other and the first step's results to determine the best solution. Finally, in the fifth stage, 

the developers get the specification of the best solution and implement that solution in the 

server-side.  

 

In this part of the paper, the concepts of user interface, usability, and user experience were 

defined, and a basic classification of usability assessment methods was reviewed.  Three 

main groups of methods were identified: testing with system or product users, expert 

evaluation with several experts in user interface design, and experimental testing. In 

addition, partially automated methods of usability evaluation were considered, as well as the 

use of the concept of A/B testing.  
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Solving the problem of choosing a method for usability testing is not trivial and largely 

depends on the desire and capabilities of the individual company. As the analysis shows, the 

best results are obtained using several evaluation methods, including expert evaluation and 

user testing. However, this requires a lot of time and resources, and the results obtained are 

still not protected from the human factor. On the other hand, there are practices for building 

an automated process for testing the usability of user interfaces. The case of A/B testing 

considered in this analysis shows that this method also requires a lot of time and human 

resources but can bring profits in the long run and for each version of the product.  

The following sections of the paper will look at the company's operations, examining its 

internal processes and business model. This will be followed by an analysis of one of the 

company's products, reviewing the main user interfaces.   
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3. DESCRIPTION OF THE SUBJECT AREA AND THE TESTED PRODUCT 

 

3.1 Analysis of the activities of the considered company    

 

In order to conduct a case analysis using one of the methods of evaluation of user interfaces, 

it is necessary to analyze the selected subject area. On the basis of this analysis, it will later 

be possible to make a conclusion about the correctness of the approach which is currently 

used in the organization. 

 

In this paper, the object of the study is the company Digift, which specializes in electronic 

gifting in the B2B and B2C segments. The company was founded in 2015 and over the past 

six years has managed to capture a large part of the market and acquire major partners from 

Russia. In addition, the company has its own IT department, which develops and supports 

the company's products. In the future, the interfaces of these software products will be 

considered, but first of all, it is necessary to define what is electronic gifting and its main 

elements and components, also to analyze the business model of the company. 

3.1.1 Description and analysis of the business model 

 A better understanding of the subject area is formed by detailed analysis for the activities of 

the organization. To do this, the company's business model will be analyzed, which will 

provide a simplified view of the business and the activities of the entire system of interrelated 

processes. The role of a business model is to capture, visualize, understand and communicate 

the business logic [34]. It articulates the value proposition and explains the value created for 

customers by the offering. It identifies the market segments and puts forward to whom the 

offering is useful and for what purpose. It defines the structure of the value chain required 

by the company to create and distribute the offering, and determines the complementary 

assets needed to support the company’s position in this chain. Moreover, it specifies the 

revenue generation mechanism for the company and estimates the cost structure and profit 

potential in producing the offering, given the value proposition and value chain structure 

chosen [35]. 
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There are many approaches to compiling business models for a company. Canvas Business 

Model will be used in this work. This tool is a scheme describing all the processes within 

the company. This model consists of 9 blocks: 

- Key partners  

- Key activities  

- Key resources  

- Value prepositions 

- Relationships 

- Channels 

- Customers  

- Cost structure 

- Revenue Streams  

The key partners, key activities and key resources blocks are combined into an infrastructure 

group that describes the foundation upon which a company creates value. Activities describe 

the most critical processes of creating value for the company's customers. Essential 

resources, which are necessary to create value, are written in the corresponding block. 

Partners include counterparties, relationships with which influence the process of value 

creation for the company's customers. 

 

Value prepositions reflect the products and services that a company offers and that set it 

apart from its competitors in the marketplace. The value proposition provides value through 

various elements such as newness, performance, customization, "getting the job done," 

design, brand/status, price, cost reduction, risk reduction, accessibility, and 

convenience/usability [34].  

 

Relationships, channels and customers make up the Customers group, which describes the 

leading market segments and customers that the company will primarily focus on serving. 

Customers can be divided into separate segments based on their specific nature. The 

company's channels determine how exactly the value will be delivered to customers. 

Effective channels will distribute a company's value proposition in ways that are fast, 

efficient and cost-effective. The customer relationship block reflects the main ways of 

interaction with the customer, which aim to attract new customers and retain existing ones 

[34]. 
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The business model of Digift is shown in the figure 1. Let us consider it in more detail. As 

mentioned above, the company operates in B2C and B2B segments, which means that the 

business model to be compiled will also have this semantic division. Moreover, the specifics 

of the company's business is that the same elements may in some business processes act as 

clients, and in others as partners. It all depends on the point of view from which the process 

is analysed.   

 

Figure 1 – The business model of Digift  

 

All company customers can be divided into two segments - business customers and 

customers. Business customers include companies to which IT services are provided. First, 

they include brand companies that are interested in attracting new clients and/or customers 

through the sale and issuance of their own gift cards. Second, they include companies that 

organize employee incentive programs and are interested in creating a platform that 

automates related processes. Third, companies that organize loyalty programs. The 

company's customers include individuals who visit Digift's website, as well as corporate 

customers interested in bulk purchases of partner cards.  Moreover, companies that act as 

customers in one process may act as partners in another process. 
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Consider value prepositions from a segment perspective as well. The company positions 

itself not just as a card sales service, but as an IT company offering advanced solutions that 

differentiate it from its competitors. By becoming a Digift partner a brand can get a ready-

made package, which includes the following products.  

Code processing service (further processing) - generation and activation of codes, storage of 

codes, debit and credit transactions, providing balance and status data. If a brand is big 

enough, with an extensive network of stores and points of sale, it may need a system capable 

of performing thousands of simultaneous transactions without any loss in performance or 

security. When the volume of card transactions exceeds millions of rubles, safety comes 

first. Digift has developed its own solution capable of meeting all the above needs.  

Moreover, the storage of card data, including codes and pin codes, is done using blockchain 

technology, which reduces to zero the possibility for malefactors to get access to the funds 

on the cards.  

 

Widget - a ready-to-use typical interface, which is embedded into the partner's website and 

connected to the code processing service. It can be a third-party service, as well as the 

previously described digift processing. Using this widget, the partner fully automates the 

process of selling cards on the site.  Widget is configurable and customizable according to 

the partner's requirements. This product will be described in more detail later in the work.  

The card issuing platform is a ready-made solution integrated into the code processing 

service that allows to issue cards in bulk and send them to the final recipients. Having access 

to a personal account, the partner's manager can issue gift cards, send to the final recipients, 

view and download analytical reports. The platform is suitable for managers of large brands 

who receive orders for large volumes of gift cards, for example, for employees on holidays. 

Moreover, the platform can be used to generate codes which are then applied to physical 

media, such as plastic. The manager can independently issue the desired number of codes, 

as part of platform generated password-protected excel file, which can be immediately 

transferred to the printer.  

 

Access to a personal cabinet - an interface in which the partner's staff can get information 

about the current state of the cards, the volume of sales and applications, and other analytics.  

In addition, by becoming a partner of Digift, the company's brand becomes part of the overall 

ecosystem. This means that any customer, corporate or private, can purchase this card 
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through Digift channels. Thus, the partner gets an additional lead generator. For example, 

partner brands' cards get into the catalog available for purchase in the marketplace located 

on Digift's website.  

For private and corporate buyers, the company offers electronic brand partner cards and 

multi cards. The first type of card has already been discussed in detail earlier in this paper: 

they are available on partner sites and in the company's marketplace. Multicard is an 

electronic card of another type, which is also available for purchase, has the same 

parameters: code, pin-code and face value, but a different usage scheme. The user who 

receives a multicard must authorize in a special interface using the code and pin-code. 

Having passed this step, the user may exchange this multi card for any other available brand 

card within the fixed denomination. This product is convenient both for customers and for 

the recipient because it does not limit the recipient's choice of brand. Therefore, this type of 

card is suitable for corporate customers needs. 

 

The final value proposition that will be discussed in this paper is the launch and maintenance 

of automated motivational platforms. Large manufacturing companies that sell their 

products in large retail stores, which simultaneously sell products of competitors of the same 

category, are interested in the employees of these stores selling their products. In this regard, 

these companies are launching motivational programs in which employees should receive 

some gifts for some more perfect targeted actions. The Digift company offers a fully 

automated solution, a member's personal account, in which users earn virtual points and 

exchange them for electronic gift cards in the gift catalog. 

 

Speaking about interaction with business, the company provides all corporate clients with a 

personal manager who deals with all commercial issues. When providing IT services, the 

company's employees assist in the integration of this or that solution and act as experts in 

the field of electronic gift cards. For corporate buyers also provides a personal manager who 

conducts all negotiations on the sale of the card. The company holds promotions for buyers. 

In addition, regardless of the segment the company offers customer support services, which 

solves all the problems associated with the purchase and use of cards by end users of the 

product.  
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The main channels of communication are direct sales and communication. In addition, the 

company has its own website and pages in social networks, which provide all information 

about products and services for both customers and businesses.  

The key partners of the company are the companies-brands, which in addition to being 

customers of the company, starting to cooperate with the company contribute to the creation 

of an extensive base of brands in the catalog of electronic cards Digift. Also, partners are 

companies that provide technical resources, printing houses that print cards on physical 

media in case of this type of work, companies providing various services as outsourcing. 

Finally, partners may be other companies that are engaged in the similar business. Some 

brands contract for exclusive card distribution only through the channels of a particular gift 

card company. Therefore, these companies can cooperate to sell cards on mutually beneficial 

terms.  

 

The company's key activities are primarily the continuous development and support of IT 

products and solutions. The company seeks to develop its own products by adding new 

functionality. In order to be on-trend and follow the development of the industry, the 

company conducts annual research of the world and Russian market. In addition, the 

example can serve as a usability testing, which is described in this paper. The company 

representatives participate in different exhibitions and industry events to attract new clients, 

where they tell about the solutions being developed and the services being offered.  

To create and develop the previously described IT solutions, to attract and retain clients the 

company first of all should have a human resource. In addition, the key resources will include 

technical resources that facilitate the creation and support the workability of the developed 

IT solutions. 

 

The structure of the key expenses of the company will include the lease of office space, 

employees' salaries, expenses on outsourcing companies' services, expenses on research.  

The company's primary income is generated from the commission on the use of cards by 

users, payment for processing services when using the service of processing codes for gift 

cards, and a variety of services provided to corporate clients as part of the launch of 

automated motivational platforms.  
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This paper will focus on one of the company's IT products, a widget for selling e-cards, 

which is sold to brand companies and installed on their website. However, before turning to 

the direct analysis of the interface of this widget and the assessment of usability, it is 

necessary to understand in more detail what electronic gifting and electronic gift cards are 

and why usability is an essential indicator of performance.   

2.1.2 Electronic gifting and its specificity 

E-gifting is an e-commerce industry that was formed at the intersection of IT, finance, and 

marketing. The fundamental element of this industry, on which all processes are based, is 

the gift card - a marketing tool used by various brands to increase their own sales by 

attracting new customers. The standard gift card has its own denomination and balance and 

can be redeemed for goods or services of the brand to which it was issued. Each gift card 

has a standard unique parameter - a code that usually identifies the card within one brand 

and is used when applying. In addition, the card may have a pin code used for security. 

Finally, the card may have a unique design established by the brand. The gift cards described 

are typically printed on a physical medium, usually plastic, and sold in retail stores. E-

gifting, in its turn, implies a different scheme of working with gift cards and offers to give 

up physical media. Let us consider the main trends in the development of the electronic gift 

cards market in the Russian Federation.  

 

The Russian gift card market is estimated at $ 5.6 billion and is forecast to grow to $ 8.4 

billion by 2024 [36]. The share of electronic gift cards is growing annually and for the last 

quarter of 2020 is about 30%. In connection with the pandemic, there was high growth in 

sales of electronic gift cards - in April 2020, sales of cards from Digift partners' widgets 

increased by 250% compared to last year. And in May it reached 450% (also in comparison 

with May 2019). The prevalence of e-gift cards is on the rise, and not just in online 

commerce. Electronic gift cards are most often found today in the segments of clothing, 

footwear and accessories (16%), cosmetics (16%), children's goods (10%) and among 

services for the sale of air/railway tickets (10%) [36]. Figure 2 shows the prevalence of 

electronic gift cards in the Russian market in more detail. 
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Figure 2 – Distribution of electronic gift cards by brand category in Russia 

During the period of self-isolation such cards began to appear actively in HoReCa 

establishments, beauty salons, entertainment complexes, that is, in companies whose offline 

activities were suspended, and online sales of gift cards became almost the only source of 

income. The loyal audience of beauty salons purchased gift cards in order to support their 

favourite establishment - buy a card now, and use it when its doors will be open to customers 

again. According to the forecast for 2021, Russians will buy gifts online and send them to 

the recipient, and 8 out of 10 respondents are going to give as many gifts as before [37]. The 

number of purchases from smartphones is growing - today more than 40% of e-gift cards are 

made from mobile devices [37]. 

 

Such growth figures indicate a general interest in the transition to electronic gift cards. 

However, there are still major players in the market who defend their conservative views 

and do not want to move to electronic gift cards. Nevertheless, in recent years, the trend of 

switching to e-gift cards has reached them as well. Such companies continue to issue plastic 

cards but are trying to make sure that some of the cards' turnover is electronic. Let's take a 

closer look at the opportunities that such a transition offers. 

 

According to Digift company, the use of electronic gift cards significantly expands brands' 

capabilities and gives significant advantages. First of all, it is the optimization of all 



 31 

processes associated with the life cycle of a gift card from its creation to use by the end-user.  

Saving of resources for printing, exclusion from a typical chain of logistic processes 

associated with storage and transportation of cards on physical media to the points of sale, 

increasing of total sales of gift cards by using their own website as a point of sale, increasing 

the total number of sales channels, as well as the ability to obtain information about the sale 

and use of cards online - all this is just a few of the obvious advantages which are getting 

brands using electronic gift cards and certificates. Secondly, it is an increase in security when 

dealing with gift cards. Since the card is not stored on any physical media, the possibility of 

card data leakage, and therefore potential fraud losses, is reduced. 

 

In addition, the transition to electronic gift cards allows for a new user experience, both from 

the perspective of the sender and the recipient. According to Digift's vision, the purchase of 

an electronic gift card should contribute to the emergence of positive emotions among all 

participants of the process. The giver gets to use their smartphone or computer to create their 

own electronic gift card: 

- Personalize the card design;  

- upload a photo or picture;  

- attach greeting massage;  

- set the date and time of sending.  

These flexible settings allow you to create exactly the kind of card that will be associated 

with the giver. As mentioned earlier, a gift card is primarily a gift, and therefore the process 

of receiving the card should contribute to the emergence of positive emotions in the giver. 

The recipient does not just receive a link to a link to a card or pdf. Document, but opens an 

animated postcard, in which he sees the created card and congratulations. The card can be 

used immediately after receipt or saved in Apple and Google mobile wallets. All such 

features are aimed at improving the user experience, to which special attention is paid in the 

company. 

 

The described process of flexible map customization is available to the user when working 

in the widget, which has already been described earlier. Usability testing of this product will 

be described later, but now it is necessary to describe why this product is important for the 

company. The interface and usability of this product is important for the company first of all 

because it is the main solution which is installed on the sites of all partner companies 
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regardless of other requirements. This is a basic boxed solution, which does not require 

additional costs to the customer (embedding it on the site takes a few minutes), but it fully 

automates the process of selling e-gift cards. In this regard, improving the usability and user 

experience of using this product allows, firstly, to increase the number of sales by reducing 

the number of errors and abandoned baskets, and secondly, to increase the attractiveness of 

the company on the market. 

 

Digift is positioning itself as an IT-company, and focuses exactly on the development of 

ready-made solutions, which will favorably distinguish customers from competitors. In this 

connection the assessment of usability of this widget, as well as of the processes and factors, 

related to the purchase, delivery and use of the card on the partner's site is the priority task 

for the company. The location of the widget on the partner's site, the design of the letter with 

the card that comes to the recipient and the animated card itself are also important factors. 

This chapter describes the business model of Digift company and analyzes the specifics of 

the electronic gifting. The next chapter will describe in detail the widget interface for selling 

electronic gift cards and the full process of usability testing. 

 

3.2 Product analysis and interface description 

 

In this section of the work will be given a detailed description of the tested product. First, 

the process of purchase and sending of e-card by the user when using the widget under 

consideration will be considered. Secondly, the main interfaces with which the user interacts 

while performing this task will be considered.  

2.2.1 Description and analysis of the process of buying and using the card 

Initially, it is necessary to get acquainted with the process of buying a card on the partner's 

site using the widget under consideration. It is required to analyze and describe the process 

of working with interfaces from the perspective of the buyer and the recipient of the card. 

The BPMN notation will be used to describe these processes.  

 

The BPMN notation - Business Process Model and Notation is used to describe the lower-

level processes. A process diagram in the BPMN notation is a process execution algorithm. 
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Events, actors, material and document flow accompanying the process execution can be 

defined on the diagram. In addition, each process can be decomposed into lower levels. 

BPMN notation distinguishes five main categories of elements:: 

- flow elements (events, processes, and gateways); 

- Data (data objects and databases); 

- connecting elements (control flows, message flows and associations); 

- areas of responsibility (pools and tracks); 

- artefacts (footnotes).  

A process is a block that implies an action or a set of actions performed on a source object 

(a document, inventory, etc.) in order to produce a given result. Inside the block, you can see 

the name of the process. The temporal sequence of executing processes is defined by 

arranging processes on a diagram from left to right (from top to bottom on the vertical BPMN 

process diagram). BPMN processes are divided into tasks and subprocesses. A task is a 

simple activity (or operation) which can't be further decomposed within the process in 

question. Subprocess - is a decomposed process included in the process in question and 

described in more detail on its diagram. On the diagram, a subprocess is indicated by a block 

with a "plus" sign in the centre of the bottom part of the figure [38]. 

 

Event - the state which is essential for business management purposes and influences or 

controls further development of one or more business processes. The name of the event is 

placed inside the block. When executing a process, various events may occur that affect the 

process: start of the process, its completion, change of document status, receipt of a message, 

and many others. But the event is an optional element, so it may not be present in a BPMN 

process diagram. If events occur while executing the process they are separated into two 

categories: those occurring due to a cause and those initiating a result. Both the cause of the 

event and the result that creates the event is called a trigger. Circumstances that process the 

trigger that caused them to occur are called handlers. Events that initiate a trigger (or some 

result) are called initiators [38].  

 

A parallel gateway (AND) is used to denote the merging/branching of control flows within 

a process. An exclusive gateway (XOR, "Exclusive OR") is used to branch the control flow 

into several alternative threads when the execution of the process depends on some condition 

being satisfied. A non-exclusive gateway (OR, "Exclusive OR") is used to branch the control 
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flow into multiple threads when the execution of the process depends on the fulfillment of 

conditions. In this case, each of the specified conditions is independent and further process 

execution can continue on several control threads at once if the conditions are fulfilled [38]. 

The arrow is used to link BPMN flow elements (events, processes, gateways). The control 

flow shows the progress of the process. The flow can be named if necessary. A standard 

control flow is unsupervised, i.e. the flow is not affected by any conditions and the flow does 

not pass through gateways. The simplest examples of an unsupervised control flow are a 

single control flow linking two processes, or control flows converging to or diverging from 

a process [38].  

 

A pool is designed to represent the flow of the process in question. The content of the pool 

is the process a diagram of which is being considered. There can only be one expanded pool 

on a diagram. A track is intended for displaying organisational units (positions, divisions, 

roles, external entities) - performers of tasks and subprocesses of the BPMN process. The 

name of the organizational unit is placed inside the block [38]. 

  

The card purchase process described in BPMN notation is represented in Figure 3. The user 

visits the partner's website in order to buy an electronic card. With the help of navigation on 

the site or direct search, it finds a transition to a page with information about electronic maps. 

By clicking on the "Buy e-gift card" button, it goes to the widget for buying cards. The 

widget opens in a pop-up. The user begins to create a card by setting up the design, after 

which he chooses the denomination, adds congratulations. At the next step, the user selects 

the recipient of the card: he can send the card to himself and dispose of it on his own or send 

the card immediately to the recipient. Then the user selects the sending time: the user can 

send the card immediately or specify the sending time. In the last step, the user checks all 

the information entered and proceeds to the payment step. At the check step, you can select 

the number of cards of this denomination. If it is necessary to buy another card of a different 

denomination, the user must go through all the steps again. Upon receipt of confirmation 

from the bank about payment of the card, it is sent to the recipient to the entered email. The 

process on the part of the recipient is shown in Figure 4.  
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Figure 3 – Purchasing of e-gift card 

 

 

 

Figure 4 – Receiving of e-gift card 

2.2.2 Analysis of widget and e-gift card interfaces. 

Electronic gift cards and certificates are sold on partner sites on separate interfaces: web 

pages, widgets, etc. A gift card is not entered as a separate stock keeping unit (SKU) in the 

partner's system, it cannot be found in the product catalog. That's why the user needs to find 

a link on the partner's site which will redirect him to the card purchase interface. Therefore, 

the location of the link it is very important for usability. Widget for selling cards can be 

opened in two versions: a single page where the user immediately sees all the fields to be 

filled out (figure 5) or in a separate popup where the buying process is divided into steps, 

which is used by most partners and will be considered within this work.  

 

An interface not divided into separate steps is not used, because it reduces the usability score 

by default. The user can't focus on a single step, which can lead to a large number of errors. 

Nevertheless, this interface is worth adding to this work because it reflects all the steps: 

- selecting a card denomination; 

- Choose a card design; 
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- choosing the recipient of the card; 

- choosing the time for sending cards;  

- attaching a greeting;  

- switch to the payment step.  

 

When the user clicks on the link, they are taken to an interface built into the site, which 

matches the site's overall design. This helps leave the user with the feeling that he is still on 

the brand's site. This fact is primarily important for the partner itself and is a basic 

requirement. The starting interface that the user sees when opening the widget is shown in 

Figure 6. 

 

 

Figure 5 – Widget for selling e-gift cards 
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Figure 6 – First step. The choice of cards design 

 

The process of buying a card is divided into meaningful separate steps. Regardless of the 

step at which the user is, he or she has access to additional interfaces: the user can read the 

rules for purchasing and using the card, familiarize himself with the offer, and see the tutorial 

on working with the widget the relevant sections. In addition, the user can check the balance 

of the card already purchased before. Let's take a closer look at these helper interfaces. Figure 

7 shows the section of the widget "How it works". 

 

 

Figure 7 – Section "How It Works" 

In this section, the user can get basic information about the process of buying and sending a 

card to the user. In addition, the user can use the demo version of the widget and go all the 

way in the test environment and also send himself a test card without payment. 
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In case of problems with the purchase or use of the card, the user has the opportunity to fill 

out the form and send a text message to the support service. The interface with the form for 

filling is shown in Figure 8. 

 

Figure 8 – Section "Customer support" 

An alternative option is to contact support by phone number or look for an answer to your 

question in the FAQ section, which is shown in the figure 9. By contacting the phone 

number, the user can receive complete information about the purchased card and the method 

of its use, the rules of use and advice in case of errors or difficulties in filling out the form. 

In addition, the user can always familiarize himself with the text of the rules for the purchase 

and use of electronic gift cards, as well as the text of the payment offer. 
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Figure 9 – Frequently asked questions 

Let's go back to Figure 6, which shows the first step in creating an electronic gift card. At 

this stage, the user needs to choose the design of the electronic gift card. The user has the 

opportunity to choose ready-made designs or upload his own picture. In the next step, the 

user selects the denomination of the card. Figure 10. If a free denomination is configured for 

a brand, the user can specify it. When entering a free denomination, the user will be presented 

with a pop-up hint about the boundaries of the free denomination. In order to confirm the 

choice, the user must click the Next button. 

 

 

Figure 10 – The choice of denomination 
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In the next steps, the user can write and attach a greeting to the recipient of the card and 

select the addressee. The addressee can be both the end-user and the buyer himself. The user 

can send the card to himself if, for example, he needs to send a gift to the messenger or he 

is going to use it himself. In that case, the user needs to enter only one e-mail. Otherwise, 

the user must enter both the recipient's contact information and own ones. These steps are 

shown in figures 11, 12 and 13.  

 

The product in question is connected to service for generating codes and sending e-gift cards. 

After paying for the order, send a request for generating card details to the code processing, 

after which the card will be generated and sent to the email address of the card recipient. 

 

Figure 11 – Greetings input field 

The interface has a field for entering congratulations with a limit on the number of characters 

in the size of 360 characters. This field is optional. To confirm the binding of congratulations 

to the electronic gift card and continue, you must click the "Next" button.  
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Figure 12 – Recipient selection 

When hovering over the buttons "Myself" and "Friend", the user is shown a tooltip that 

should inform where the card will come from and how it can be used. The text of the hint 

for the Self button: "You will receive the card to your email. You can print it or redirect it in 

messengers." Tooltip text for the Friend button: "The card will be sent directly to the 

recipient, and you will receive a notification about the view." 

 

Figure 13 – Entering recipient data 

After entering the recipient's contact information, the user must select the time and date when 

the gift will be sent or select the button "Now" and send the card immediately after placing 

the order. The interface for selecting the date and time of sending the card is shown in figure 

14.  
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Figure 14 – Selecting the date and time of sending 

The time zone is an important factor in choosing the date and time of dispatch. Regardless 

of the user's location, all cards are sent according to Moscow time. 

At the last step, the user checks the specified data: the text of the greeting, the recipient's 

contact information, the card's denomination, its validity period and the date and time. This 

interface is shown in figure 15. In addition, it is possible to change the number of cards of 

the previously configured denomination and the ability to create another card. To confirm 

and proceed to payment, the user must click the «Pay» button. 

 

Figure 15 – Confirmation of purchase 
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In a standard scenario involving the purchase of one card, the user skips the shopping cart 

stage. This was done on purpose, since according to a study of the card market [39], users 

place 90% of orders for one electronic gift card. In this regard, to speed up the process, the 

user immediately goes to the payment page. However, if it is necessary to buy a card of a 

different denomination, then the user must click the "More card" button and go through all 

the steps again. In this scenario, the "Checkout" button will change to "Add to cart", and the 

last step will be the cart interface, shown in Figure 16. 

 
Figure 16 – The shopping cart 

 

In the shopping cart, the user sees all the cards he has created, information about the 

denomination, congratulations, the number of cards, and so on. To change the order, the user 

must select the desired card. Before the payment step, the user can enter a promotional code 

to get a discount. The user can go back at each step of the order form and change the 

previously entered data. If everything is correct, the user agrees with the rules and the offer, 

and proceeds to payment – he will be redirected to the page with acquiring, where he enters 

the bank card details, pays for the order and completes the process of sending the card to the 

end-user. 

An e-mail is sent to the specified address with a link to the map. An example of a letter is 

shown in the figure. By clicking on the link, the user sees an animated envelope in which he 

can find a card with congratulations, a code and a pincode for use. The resulting card 

interfaces are shown at figure 17 and figure 18. 
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Figure 17 – Received email with the gift card  

 

 

Figure 18 – Received e-gift card  



 45 

In this chapter, an analysis of the activities of the company in question was carried out, as 

well as the interfaces of the product, the assessment of the usability of which will be given 

in the next chapter. As part of the analysis of the company, a business model was drawn up 

using the business model canvas tool, the specifics and features of electronic gifting were 

described, and trends in the development of the electronic gift card market in the Russian 

Federation were assessed. 

 

When analyzing the product, the user path was considered, as well as the interfaces with 

which the user works. The process of buying and receiving a card was modeled in BPMN 

notation. All product interfaces, including auxiliary ones, were described in detail. This 

description will be used to study the case of conducting usability testing, which will be 

discussed in the next chapter.  
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4 ANALYSIS OF THE EARLY CONDUCTED USABILITY TESTING  

 

This chapter will examine the usability testing of the e-gift card sale widget.  This testing 

was conducted as part of the design process, where the organization was intended to develop 

a new version of the widget. In order to more reasonably approach the process of 

development and implementation of new features and capabilities, it was decided to get a 

view from the users on the use of the widget.  The testing was conducted by a third parties 

organization и provides usability assessment services because conducting such testing 

independently would require a significant amount of resources. Within the framework of 

testing it was necessary to cover all process of card purchase and reception, therefore in 

testing participated not only the widget interfaces, but also sites of partners, on which the 

widget was installed, and e-mails and animated card postcard.  

 

In this chapter the preparatory work, the rationale for the choice of testing method, the 

process of testing and the results obtained will be discussed. On the fact of conducting the 

analysis on the basis of the previously conducted research, outlined in chapter number one, 

it is the end the correctness of the method used and the quality of the results obtained will 

be evaluated.  

 

4.1 Preparation for usability testing 

 

This subsection will describe in detail the entire process of preparing for testing. However, 

first of all, it is necessary to say a few words about the chosen method. Based on the results 

obtained in the course of the study, it was concluded that the best results are obtained by 

combining various methods with the involvement of the user in conjunction with expert 

judgment. Further testing was carried out in the last quarter of 2020 on a tight schedule. The 

management decided to use the services of an outsourcing company that evaluates usability. 

After this testing, it was necessary to fix the errors found in several sprints and release a new 

version of the widget by the beginning of the high season. 

 

For testing the usability of user interfaces, the third-party team chose a user testing method. 

This method involved direct testing with the involvement of users in order to evaluate the 

usability of the widget from the perspective of the sender of the electronic gift card, as well 
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as to identify the main mistakes that partners make when designing landing pages on their 

sites. The method included direct observation of users as well as follow-up interviews. 

Moreover, after the testing, the expert from the outsourcing company had to make his own 

analysis of the interfaces and evaluate the errors received during the user testing, he 

highlighted the most important ones. The fact that a specialized company has chosen this 

particular method confirms the conclusions made in the study carried out in the work. From 

the side of Digift, tasks and test scenarios were formulated and provided, as well as criteria 

for recruiting respondents for testing were determined. 

 

The whole process of preparing for testing consisted of the following steps: 

- recruiting. Audience definition and recruitment of respondents; 

- determination of hypotheses and scenarios. Drawing up a test plan; 

- formation of questions that were asked in the course of assignments; 

- formation of question and topics for interviewing; 

In addition, for each session it was necessary to check and prepare: 

- list of addresses of the main pages of store sites; 

- several different pictures to customize your own card design (in case the respondent 

finds it difficult to find a picture); 

- name, email address and phone number of the sender; 

- names, email addresses and phone numbers of recipients; 

- bank card details for payment; 

- email with an active link to receive a card; 

- link to layout mail with letters for sender to friend; 

- congratulations text; 

 

The choice of respondents was based on the analysis of the main target audience using 

electronic gift cards. This choice was based on research and internal data provided by Digift 

employees. The total number of respondents was 6 people. The main criteria were age, 

gender, and previous experience of purchasing electronic gift cards. Thus, the sample was 

based on the following criteria: 

- the age of the respondents is very from 20 to 40 years old; 

- there must be at least 75% of women in the group; 
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- residents of Moscow and the Moscow region, St. Petersburg and the Leningrad 

region can participate in testing; 

- testing is not allowed for respondents who do not work and do not study; 

- all respondents should have experience with online shopping; 

- testing is allowed for respondents who have no experience of buying, receiving 

and/or using electronic gift cards; 

 

Each problem found during testing was evaluated based on two characteristics: "Frequency" 

and "Severity". Frequency reflects the number of respondents who faced a given problem. 

Severity is the degree to which a problem affects the user's path. The most critical issues are 

often insurmountable barriers to interface users. In turn, criticality has the following scale: 

- low - most of the respondents who faced the problem did not experience difficulties 

in achieving the set goal; 

- average - the majority of respondents who faced a problem experienced difficulties 

in achieving a given goal; 

- high - the majority of the respondents who faced the problem did not achieve the 

set goal; 

 

Testing was conducted on widgets installed on brands' websites from different industries: 

products, cosmetics, jewelry and services. During the testing, both mobile and desktop 

versions of widgets were used: 

- respondents were equally distributed for each version of the widget. Each of the 

respondents had to complete the following tasks: 

- search for gift cards on the partner's website; 

- choice of design, including uploading your own; 

- choice of denomination, including setting your own; 

- filling in the data of the sender and recipient of the card; 

- selecting the time of sending the card, taking into account the time zone; 

- changing the recipient's data on the confirmation screen; 

- referring to the FAQ or to the support service; 

- payment for the purchase; 

- receipt of receipt and order confirmation letter; 
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- change of the recipient's address after payment; 

- registration of a card for delivery to the recipient in person (sending to yourself); 

- issuing several cards to one recipient; 

- registration of several cards to different recipients; 

- adding a card to an order from the cart interface; 

- change card data from the cart  

- interface; 

- receiving a gift card. 

For each scenario, an assignment was formulated and documented, as well as questions that 

were asked to the respondent before and after the assignment. For each task, a testable 

hypothesis and a criterion for the success of its implementation were determined. (Table 1) 

Table 1 - Hypotheses and criteria for success 

№ Testable hypothesis Criteria for success 

1 The respondent will not find a link on 

the website to go to the interface for 

purchasing an electronic gift card. 

The respondent found a page on a store 

website that sells electronic gift cards and 

clicked a button that opened the purchase 

page/widget. 

2 The respondent will not customise the 

card design of his own accord, 

suitable for real-world use. 

The respondent was able to customise the 

card's design and is ready to donate a card 

with such a design in actual conditions. 

3 The respondent will not be able to 

choose an arbitrary denomination 

suitable for use in natural conditions. 

The respondent was able to choose a 

denomination and is ready to present a card 

with such a denomination in natural 

conditions. 

4 The respondent will not select the 

right time to send the gift card based 

on the time zone. 

The respondent chose to send on the right 

day at the right time, taking into account the 

time zone. 

5 The respondent will not be able to 

change the entered data before 

payment. 

The respondent was able to correct the 

email address in the current order. 

6 The respondent will not be able to pay 

for the card. 

The respondent has successfully paid for the 

purchase. 
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7 The respondent will not be able to 

arrange several different cards in one 

widget at the same time. 

The respondent was able to issue several 

cards at the same time. 

 

The above prepared materials and comments were provided to a third party that conducted 

user testing. In the next subsection, the user testing process itself will be discussed. 

 

4.2 Description of the user testing progress  

 

The described user testing took place in 2020, which influenced the testing scheme. Testing 

was carried out remotely using audio and video communication programs. The moderator 

and the user talked on the phone, and the process was recorded using screen capture 

programs. The moderator was obliged to ensure the technical serviceability and stable 

operation of all systems participating in the experiment. Testing included the following 

steps: 

- Testing. Execution of prescribed scripts, monitoring user actions, polling according 

to the specified script. 

- Interviewing users. 

- Summarising the information received and identifying problems. 

Each session began with a moderator's opening speech, totalling up to three minutes. 

In the opening speech, the moderator: 

- Explains the rules and progress of testing 

- Confirms testing boundaries 

- Describes the main goals and objectives.  

 

The testing took about two hours. During testing, users were allowed to ask questions to the 

moderator. In addition, the moderator himself could direct users if, in his opinion, they 

deviated from the intended scenario or could not cope with the task, i.e. encountered a 

problem with a high level of criticality. 

 

In addition, the moderator asked questions to the respondent in the course of completing the 

assignments, who were supposed to more accurately describe the course of their thoughts 

and emerging problems. Thus, the most critical issues that received special attention were: 
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- Is it clear to the user where he can turn for help in case of difficulties? 

- Does the user understand where the cards will be sent if sent to himself or to a 

friend? 

- Does the user see the opportunity to order several cards to different users within 

one order? 

- Does the user know the option to go to the shopping cart when adding multiple 

cards? 

- Will the user be able to find the rules for using the card in the received animated 

postcard? 

After the main part of the testing, user interviews were conducted. During the 

interview, questions were asked on the following topics: 

- When will users choose an electronic card instead of a regular one? 

- When exactly will they not choose an electronic card? 

- Impression of using the service 

- What would you like to change or add to the reviewed widget.  

 

4.3 The provided results of usability testing  

 

This section will describe the main problems, conclusions and results of the performed 

testing. The narrative will be divided into meaningful parts according to the interfaces under 

consideration. Firstly, the sites of the partners will be considered for the location of the link 

to redirect to the widget for the purchase of cards. Secondly, the entire card purchase process 

will be walked through step by step. Thirdly, the process will be examined from the 

perspective of the card. All problems will be described according to this template: 

- Problem annotation  

- Frequency  

- Description 

4.3.1 Partner sites. 

First of all, let's look at the problems associated with the location and information about gift 

cards on partner sites. During the test three problems of medium criticality were identified.  

Respondents had the following difficulties with the tasks.  
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The entry point to the page (widget) of gift cards is located where users do not expect to find 

it. Three out of six respondents faced this problem. The respondents searched for the page 

with gift cards in different ways: on the main page of the site, in the catalog, in the "footer", 

using the search bar, and in a different sequence. In some cases, the entry point was not 

where it was expected to be found. 

 

Navigation to the page with gift cards is difficult due to the nesting of the item with gift 

cards in a section where it is not expected to be found. One user faced this problem. The 

respondent looked for information about gift cards in the Promotions and Discounts section, 

and the purchase link was in the "Goods" section. 

 

Information that the electronic card will be sent to the recipient by e-mail is not mentioned. 

Two users faced this problem. Having viewed the page with electronic gift cards, the 

respondents assumed that at some point the recipient will be able to receive a plastic card. 

In addition, during the testing of partner sites, a problem was identified related to the 

information provided on the types of cards sold. Most partners sell both plastic and electronic 

cards. Reading the descriptions of the types of maps on the websites of some partners, the 

respondents perceived the information describing physical cards as referring to electronic 

cards. It led to the fact that the respondents misunderstood the possibilities of electronic 

cards or had questions. For example, the respondent decided that she could buy all submitted 

cards electronically. Two out of three respondents have faced this problem. It is highly 

critical, as it affects the success of the process and increases the likelihood of difficulties in 

use and dissatisfaction, which significantly degrades the user experience. To solve the 

identified problems associated with embedding the widget into the partner's site, the 

following recommendations for their elimination were formulated: 

– Provide several points of entry to the gift card page from different parts of the site: 

for example, from the main page, from the catalog, "footer", search results.  

– Place the transition to the page for buying electronic gift cards in sections that are 

meaningfully associated with promotions or gifts.  

– Separate the description of electronic cards from other types of cards: place the 

description on different pages or one, but in equivalent blocks with titles by type of cards.  

– On the page describing the cards, indicate the key features of the store's electronic 

gift card. It is mandatory to inform the user that the card will be sent by e-mail, it can be 
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printed, but it is not necessary for usage. Moreover, it should be emphasized that to use it, it 

is not necessary to exchange it for a plastic card in the future. 

3.3.2 Widget.  

Let's take a look at the usability issues that were founded through testing the widget. First, 

let's look at all the problems faced by the largest number of respondents with a high criticality 

score. 

 

There is a lack of explicit description on how the option of sending a card to yourself can be 

used. Five out of six respondents encountered this problem. The respondents did not consider 

the option of sending the "To yourself" card as a way to print out an electronic card and hand 

over the card in person by printing it out or sending it in messengers. Users felt that only a 

card purchased in an offline store could be handed in person, or by drawing up an e-card in 

the presence of the recipient. In the desktop version, where there are pop-up explanations of 

the sending options, however respondents did not notice the prompt. The picture 19 shows 

the part of the interface where the user chose the recipient the card.   

   

 

Figure 19 – Pop-up prompts 

In the mobile version, the field used to enter a congratulation is not readable. Figure 20 In 

addition, the congratulation field does not have a title, as a result of which the respondents 

perceived it as a design element and not as an interactive block. 
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Figure 20 – Congratulations input field  

The indication of the presence of items in the cart is not read. The respondents didn't notice 

the presence of cards in the cart if they left the widget interface when editing the order and 

returned to it on the first step of order placement. When adding a new card to the order the 

respondents didn't notice that the previous card was added to the cart. As a result, they came 

to the conclusion that the data hadn't been saved and started placing the order again. Four 

users encountered this problem.  

 

There is no visible option to find out the current contents of the cart on the data confirmation 

screen. This problem prevented one of the respondents from completing the task. After 

proceeding to select the number of cards, the user thought that the cards he had previously 

made were not saved and started process again. Only after the moderator suggested trying to 

buy the selected cards the user went to the cart, where it turned out that all the cards were 

saved. The figure 21 shows a situation where there are 5 cards in the cart, but it is impossible 

to understand without going to the shopping cart. 
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Figure 21 – Checkout page 

The "Back" button closes the widget interface instead of opening the previous map design 

screen. This problem was detected while using the Android operating system. Users were 

closing the widget when trying to return to the previous step. As a result, respondents were 

forced to start the checkout again. Even if an order was already added to the cart, they didn't 

notice it, thinking that all the data was reset as they got to the first checkout step.  

 

The opportunity to add cards with a different denomination to the order is not obvious. Half 

of the respondents encountered this problem. The current interface for adding cards to the 

order is perceived ambiguously. In the figure 22 shown that the interface has a tooltip. 

However, even if it is present some respondents didn't understand the meaning of the button 

"More cards" and its difference from the buttons for changing the number of cards that also 

add cards to the order. One respondent suggested that this button is connected with adding a 

bank card to pay for the order. As a result, the respondents were inclined to believe that 

different cards need to be placed on different orders. 
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Figure 22 – Pop-up prompt for the button "More card" 

The ability to scroll through the list of cards in the basket is not obvious. (Figure 23) While in 

the shopping cart, the respondent wanted to add cards to the order, but did not find such an 

option. On a laptop with a touchpad, user did not use the scrolling gesture, so the lack of a scroll 

bar on the screen led him to conclude that the only way to go from the cart was to pay for the 

order. As a result, the respondent closed the widget and started the design over. 

 

 

Figure 23 – Scroll in shopping cart 

There is no way to know what the card will look like upon receipt. The respondent, being at the 

final stage of drawing up the card, wanted to understand what it would look like: whether the 

sender's name would be there, what the chosen design would look like when printed. During the 
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survey the respondent stressed that he would contact the support service to clarify this issue 

before proceeding to payment. 

 

The mobile version lacks the stage of checking data before payment when placing the first order. 

When placing the first order when the cart is still empty, there's no opportunity to check the 

details of the order before payment. As a result the respondents went back to check the data, or 

went to the payment screen, closed it and got to the cart screen they were expecting to see at that 

moment. 

 

Thus, user testing showed that the evaluated interface has a number of problems that are highly 

likely to prevent users from performing the basic tasks of buying several cards in one order. In 

addition to this, the following medium- and low-criticality problems were identified.  

 

Finding the customer service phone number is difficult. In case of questions some respondents 

would ask for support using the number on the partner's site rather than on the widget page, as 

they found it first. Working with the mobile version, one of the respondents spent a long time to 

find the right number. He sequentially studied the sections of the menu ("How does it work", 

"Support", "FAQ") and only in the third section was he able to find the support phone number.  

The interface does not tell how the phone numbers of the sender and the recipient will be used. 

Three out of six respondents didn't understand how the telephone numbers of the sender and the 

recipient would be used, whether it was necessary to fill them in. One respondent would leave 

the fields blank or enter nonexistent data because he was afraid of spam. Another respondent 

expected a link with a gift card to be sent not only to the post, but also to the recipient's phone, 

and for him as the sender to receive notifications to his post and phone. 

 

The information about time zone is not readable. All the respondents encountered this 

problem. The respondents didn't notice that Moscow time was set when choosing the time 

to send the gift card. Under normal conditions all the respondents would have called support 

to clarify this issue. Only after the moderator's question did they pay attention to the time 

zone in the time selection window.  One respondent tried to change it, waiting for the 

opportunity to choose. The figure 24 shows that the time zone is only displayed when the 

date and time is selected. When the selection is already made, the time zone information is 

no longer available. 
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Figure 24 – The choice of sending date and time 

 

There's no way to add multiple recipients when issuing cards of the same denomination. 

Respondents wanting to buy multiple cards of the same denomination for different recipients 

tried filling in the "To" fields with a comma. Figure 25 What's more, after opening to cart, 

they went to edit data, hoping to see an opportunity to specify a different recipient for each 

card. 
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Figure 25 – Attempt to send a card to multiple recipients  

by entering multiple email addresses 

One of the respondents noticed that the cart did not indicate the presence or absence of 

greeting text. It took him extra time to go to order editing to make sure there was a greeting 

text. (Figure 26). When the respondent clicked the edit button, he was taken to the first step 

of creating the card, which was completely out of line with his expectations. This problem 

was noticed on the mobile and desktop interfaces. 

 

Figure 26 – The shopping cart on mobile device  
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The ability to edit on the order confirmation screen is not obvious. Respondents did not 

immediately realize that they had the ability to change the data they entered from the data 

validation screen. When looking for this option, they first hovered over the data fields 

themselves or searched for one generic "Edit" button. (Figure 27) After initial unsuccessful 

attempts, respondents noticed prompts and a pencil icon appearing, tried to click on it, 

eventually found the clickable area, and moved on to editing. However, this behavior of the 

interface caused them questions and sometimes a desire to find another way to change the 

data. For example, two respondents felt that they had to go back to the desired step via the 

"Back" button. 

 

 

Figure 27 – Pop-up prompt, that describe possibility to change the recipient’s address 

The possibility of issuing several cards at once is not obvious. This problem was noticed by 

three out of 6 respondents. The respondents were asked to buy a large number of cards after 

they had already become familiar with the interface by purchasing one card. Nevertheless, 

some of the respondents did not understand that such a scenario in the widget is possible. 

Some went to the section with corporate maps, others began to re-examine the widget 

interface in search of suitable functions. 

In order to solve the described problems found in the widget, the following recommendations 

have been formulated: 

- add a header for the "Write your greeting" block in mobile version, as it is done in 

the desktop version; 
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- add subheadings to the options for sending the card: "To yourself" - "To print the 

card or send it to the recipient personally, in messenger", "To a friend" - "To send the card 

to the recipient's email. You will receive a notification when he opens the letter;" 

- indicate the moment when the goods go to cart with the help of animation. If the 

user has left the interface, focus the user's attention on the saved data when opening the 

widget; 

- make the transition to a new card design more visible: remove the default selection 

of design, denomination and time, switch the field with contact data to the original "To" 

position; 

- make a block with an icon of a cart and indication of the number of items in it on 

all steps of card registration; 

- in the mobile version on Andriod change the behavior of the system "Back" button: 

instead of going to the partner site page, open the previous screen of gift card checkout; 

- add a link "View how the gift looks like", which will open the preview window of 

the voucher; 

- maximize the possibility of losing data when exiting the current screen. For 

instance, to save the data as a draft and display it with an offer to continue the purchase, save 

the context - to show the stage where the user stopped, or to warn users of the possible loss 

of data when they try to leave the interface; 

- show customer support phone number in the widget menu in the mobile version. In 

the desktop version to move the phone number of support to the associated items "Support", 

"FAQ" and provide it with an appropriate caption, for example, "Have questions? Call" so 

that the phone is associated with the support service; 

- duplicate information about the current time zone in the selected card sending time 

field. In addition, add the ability to select the recipient's time zone.; 

- move the step of selecting the number of cards to the beginning of order placement, 

and at the step of selecting the recipient when sending to "Friend" make blocks of contact 

information commensurate with the number of cards with subheadings "Recipient 1", 

"Recipient 2", and so on; 

- implement a recommendation to change the sequence of card processing steps, and 

rename the "More Card" button to "Add Card"; 
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- implement a recommendation aimed at eliminating the possibility of losing users' 

data; 

- make a scroll bar visible in the cart. In addition, add a secondary button "Add more 

card" to the block with the main payment button, as implemented in the mobile version, and 

also display information about the text of greetings for the cards in the cart; 

- in the mobile version add a stage for checking the order data before paying, as is 

done in the scenario when there are already cards in the cart. 

- make it clear to users that they can buy one or more cards in the widget. One option 

is to add new cards to one of the first screens. 

4.3.3 Email with link to e-gift card  

Finally, consider the problems with the structure and design of the email that end users. 

Respondents encountered a number of problems.  

The e-card email is perceived as spam because of the design and the need to click an external 

link. (Figure 28) Going through an external link was associated by respondents with 

scammers or viruses. Respondents who already received e-cards noted that for them the 

format of the e-card in the body of the email and in an attachment was more familiar and 

safer, when the file with the card was easy to save and print. Respondents also noted that 

they might mistake the letter for spam, as the sender is a store to which they didn't subscribe, 

and it's not clear from the subject and content of the letter that it was sent by someone they 

know.  

 

Figure 28 – Email with the ling to e-gift card  

The link to get the e-card is not readable. At first glance the respondent didn't notice the link to 

get an e-card because it was associated with tech support because it was located separately from 
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the greeting. After studying the letter in more detail it became clear to the respondent to click on 

the link.  

 

The design of the e-card letter does not correspond to the holiday occasion. Respondents did not 

understand how they would know that the recipient had opened the e-card email. One respondent 

noted that he would call the recipient to see if the card had been delivered. The order receipt letter 

is shown in the figure 29. 

 

Figure 29 – The order receipt letter 

It is not obvious from the text of the letter-receipt from the store that the order was successfully 

paid for. The respondent doubted that the payment for the card was successful, as he did not see 

any indication of that in the letter. Doubts were reinforced by the fact that the confirmation letter 

from the store did not arrive at the post office along with the receipt - the letter with the receipt 

was delayed by several minutes. 

 

The sender's chosen time of sending the e-card did not correspond to the one indicated in the 

letter-receipt. In the receipt letter, the "send date" item did not indicate the exact time that the 

respondent chose, but rather an hourly interval. Respondents understood that the letter with the 

card could come to the recipient after the time they specified and this caused a negative reaction 

from them. 

Recommendations for troubleshooting problems in the email: 
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- Add brief information about the e-card and how to use it, as well as personal details 

about the sender: name, email, maybe phone number, to make the letter look personal.  

- Choosing "Now" delivery doesn't specify that the email will arrive within minutes with 

the e-card. By selecting "Self" shipping, the respondent expected the email to arrive in the mail 

immediately after paying for the purchase. Only the receipt letter from the store arrived instantly, 

in which the respondent was looking for a link to the e-card. The letter with the link to the e-card 

arrived with a delay of 3 minutes. However, the tooltip in the interface said that the letter would 

come right after the payment. (Figure 30) 

 

Figure 30 – Pop-up prompt for the button "Now" 

- Make the tone of the email subject neutral: for example, "Gift certificate of the Moscow 

jewelry factory", add the data of the sender and recipient to the quotation of the email text, which 

goes to the list view of emails, so that the letter does not look like a mailing list.  

- Change the design of the "Get card" link so that it looks like the main action in the 

interface. For instance, make it look like a contrasting button. 

- Specify explicitly how the sender will receive the notification. For example: "We'll send 

you an email notification as soon as the e-gift card is viewed by the recipient." 

- Place information in the receipt letter that the email with the link to the e-gift card will 

arrive in the mail within minutes, or make it so that the receipt letter is sent with some pause after 

the email with the e-gift card has been sent. 
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- Change the format of the sending time in the receipt letter: instead of an interval, specify 

the exact time. 

4.3.4 E-gift card 

Problems found in the animated envelope interface:  

The voucher interface does not tell what is need to do to send the card to a friend when the delivery 

method is "Self". Respondents did not understand the sequence of steps to send the card to a 

friend. For example, how to print out the card and what phone number need to be filled to get the 

PIN code: own or friend's. (Figure 31)  

 

Figure 31 – E-gift card with pin-code 

The layout of the "How to use" block makes it difficult to find the necessary information 

about the conditions for using the e-card. In the "How to use" block the different semantic 

parts are separated from each other by pictograms, which do not explicitly inform about the 

content of the corresponding paragraph. A part of the respondents did not find the answer to 

the moderator's question on how to use the card and referred to their personal experience 

with similar gift cards when reading cursorily. 

 

There was no link to the website of the partner who issued the e-card. The respondent wanted 

to see where the nearest Moscow Jewelry Factory store was located but was unable to do so 

because there was no link on the voucher. Only the Digift logo was clickable, which took 

him to the main page of the e-gift card service. 
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Thus, the following recommendations for fixing the identified problems were formulated.  

- Change the card interface so that it walks the user through the process step by step, for 

example: 

- Enter your phone number to retrieve the e-card PIN code (phone number entry field). 

- Communicate the received code to the recipient.  

- Print the card or send a link to it any way you like - via email or messenger.  

- Divide the "How to use" block into individual meaningful parts and write question-

headers for them. 

- Make the logo of the partner's website clickable with a link to its home page. 

- Change the format of time of sending in the letter-receipt: specify the exact time 

instead of an interval. 

- Add information to the receipt letter stating that the email with the link to the e-card 

will arrive in a few minutes or make it so that the receipt letter is sent with a certain pause after 

the e-card letter is sent. 

4.3.5 Interviewing respondents.  

After the main user testing, respondents were interviewed. They were asked questions related 

to interface usability, user experience and about the service as a whole. This subchapter will 

summarize the information received. 

 

Clarifying reasons why respondents would choose e-gift cards over goods users in general 

answered that in most cases this is due to the fear of making a mistake with a particular product. 

Gift cards will allow the recipient to choose a store, and the recipient can choose the gift they 

want. When asked about replacing conventional gift cards with electronic ones, respondents 

talked about the ability to congratulate a person from a distance and saving time. An important 

factor is also a general holiday atmosphere and vivid emotions, which should be experienced 

by both the recipient and the giver of the card. Respondents will refuse to buy an electronic card 

if they want to give the card in person or if the recipient has no experience with computers or 

smartphones, which is most typical for the older generation.  

 

When asked about their impressions of the purchase and the service in general, respondents 

noted the ability to flexibly customize card parameters, such as design, denomination, greetings, 

and sending time. Personalizing the card makes a memorable gift out of an e-card. In addition, 
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users praised the ability to create multiple cards at once and send the card to themselves to 

dispose of the gift themselves.  

 

As for the questions about disadvantages and suggested changes and improvements, users 

mentioned a possible more flexible integration with partners, to make purchases directly from 

the card, as well as a limit on the number of words when writing greetings. In general, all the 

respondents had a positive experience from the testing, noted the convenience and diversity of 

the service, and said they would use it in the future.   

 

After the main user testing, respondents were interviewed. They were asked questions related 

to interface usability, user experience and about the service as a whole. This subchapter will 

summarize the information received. 

 

«When and why would respondents choose gift cards instead of real goods as a gift?» 

Respondents in general answered that in most cases this choice would be due to lack of time to 

choose a particular gift. In addition, it is a good way to give attention to a colleague or comrade. 

In such cases, the user usually does not know what gift to choose. Gift cards allow to solve this 

problem. At the same time, this advantage does not distinguish electronic cards from 

conventional ones, so will not spend attention on this issue. 

 

«When and why would you prefer electronic gift cards to regular ones?» 

Respondents noted the opportunity to congratulate the person at a distance and save time. An 

important factor is also a general holiday atmosphere and vivid emotions, which should be 

experienced by both the recipient and the giver of the card, and e-card copes with this task. 

Respondents will refuse to buy an electronic card respondent who want to give the card in 

person or if the recipient has no experience with a computer or smartphone, which is most 

typical for the older generation.  

 

«Describe your impressions of the card purchase.». 

When asked about their impressions of the purchase and the service in general, respondents 

noted the ability to flexibly customize card parameters, such as design, denomination, greetings, 

and sending time. Personalizing the card makes a memorable gift out of an electronic card. In 
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addition, users praised the ability to create several cards at once and send the card to themselves 

to dispose of the gift themselves.  

 

As for the questions about disadvantages and suggested changes and improvements, users 

mentioned a possible more flexible integration with partners, to make purchases directly from 

the card, as well as a limit on the number of words when writing greetings. In general, all the 

respondents had a positive experience from the testing, noted the convenience and diversity of 

the service, and said they would use it in the future 

 

4.4 Analysis of results  

 

After the main part of the testing, an expert from an outsourcing company performed his 

own analysis of the results and interfaces and drew the conclusions described below. In 

general, the interfaces of the studied partner sites and the Digift widget successfully coped 

with the task of buying e-gift cards. At the same time, the interfaces had separate points of 

growth: 

 

The description of e-cards on the sites of some partners does not make it clear exactly how 

e-cards differ from physical cards. This creates erroneous expectations of e-cards in users 

and can lead to refusals to repeat purchases and negative feedback. 

 

The process of buying cards on a cell phone is complicated by problems with navigation 

between the site and the widget: it's possible to accidentally exit to the main site when using 

the built-in "Back" button. This interface behavior raises concerns that the data entered is 

lost and can lead to the card being declined. 

 

When the card is issued, it is unclear what the card will look like to the recipient and what 

the terms of use will be, such as whether a printout of the voucher will be required. If the 

result of purchasing the card does not match the users' expectations, it can lead to refusal to 

buy such cards again. 

 

The possibility of sending an e-card to oneself and the advantages of this option are not 

obvious, although the respondents spoke positively about this option. 
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The option of sending several cards simultaneously was also not obvious and caused the 

biggest number of difficulties. Among them were difficulties finding the step where you can 

add additional cards and find the place where they are added. Knowing about such features 

of the widget and the clear logic of the process may attract the attention of those who buy 

cards to a large number of people, but for some reason, do not want to design them as 

corporate. 

 

The data obtained during testing for each task were analyzed. Figure 32 shows general 

information on each scenario and its success rate. Green color indicates completed tasks, yellow 

- tasks with which there were difficulties, orange - tasks in which users had serious difficulties, 

red - tasks that were not completed by this respondent. Tasks marked with grey for some reason 

were not carried out for this respondent. As can be seen from the figure, the most problems were 

caused with: 

- selecting the time to send the card based on the time zone in both interfaces; 

- applying to the FAQ or support service in the mobile version of the interface;  

- receiving a receipt and order confirmation email on the mobile version; 

- drawing up a card for personal delivery to the recipient in the mobile version of the 

interface.  

 

It is worth noting that in both interfaces, but in the mobile version to a greater extent the basic 

script with the choice of time to send and registration of the card for self-delivery to the recipient 

either caused serious difficulties, or were not finished at all. This was discussed earlier in the 

above results: users did not understand when they could choose to send cards to themselves and 

what was the benefit of doing so. This fact indicates that not enough attention is paid to the mobile 

version of the widget.  

 

In addition, the scenario with sending several cards to one recipient caused difficulties. Users 

didn't understand where they needed to select the right number of cards, because based on their 

own experience they're used to do it in the cart. 

 

The problem with the script for contacting support from the mobile interface was also discussed 

earlier.  Users couldn't quickly find the phone number of support and they returned to the partner's 

site and called the phone number indicated there.  
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  The last problem encountered more than once in the course of testing was related to getting a 

receipt and an order confirmation letter. Many users complained that they could not verify the 

receipt of the card by the end user.  

 

 
Figure 32 – Criteria of success of the execution of the prepared scenarios 

 

4.5 Analysis of the application of the selected test method and main conclusions 

 

This section will evaluate the usability testing performed by a third-party company. In 

addition, it is necessary to determine whether the testing performed was useful for the 

development of a new product or not. According to the described circumstances and the 

short time frame, the choice of user testing as a testing method can be considered justified, 

because it allows you to identify usability problems in a short time. Evaluating the quality 

of the testing performed based on the data obtained in the course of this study and the 

theoretical base formed, the following errors and inaccuracies can be noted. First, in studying 

the test records obtained, it was found that the comments of the user testing moderator were 

not always appropriate, because they interfered with the independent performance of user 

tasks. The moderator did not wait for the users' questions, but independently influenced the 

course of testing and guided the users to the right course of testing. According to the works 
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studied in the course of the study, this fact significantly reduces the quality of the data 

obtained. The user had to make decisions and perform tasks independently, while the 

moderator only had to observe the experiment and record user errors or deviations from the 

intended course. This fact has greatly complicated the process of analyzing the data obtained, 

as it is not always clear when the user has coped with the task himself, and when it was 

influenced by the moderator. 

 

Secondly, the analysis of the test results showed that there are inconsistencies in the data in 

different parts of the work. For example, the summary table of the test results (figure 31) 

shows that the respondents had no problems running scenarios with searching for cards on 

the sites of partners and didn't encounter errors when changing the recipient's data on the 

page for checking the formed order. However, in the course of testing three problems were 

identified on the side of the sites of partners, one of which has a high score of «criticality». 

Let us remind that a high score was given to those problems which hindered the execution 

of the task. 

 

Third, the role of the expert during the test remains unclear. At the conclusion of the contract 

with the company, which conducted the testing, there was an agreement that the widget 

interfaces will be reviewed by experts. Based on the materials we studied, expert review 

implies the independent study of the interfaces by a specialist in the field, and identification 

of problems on the basis of some formulated principles and heuristics. Moreover, the 

evaluation of the product by several experts is welcome, so as to reduce the influence of 

human factor. In the considered example, the expert has ranked the problems found by the 

users on the criterion of criticality, based on the influence of the found problem on the 

process of the task execution, and has formulated the wishes and possible solutions of 

problems. This method cannot be attributed to the expert evaluation of the usability of user 

interfaces, as the methodological recommendations and the independence of the testing are 

violated, as the recommendations are based on the errors found by the user, not on the 

expert's own opinion.  

 

During the interviews with users no violations were noticed, but the prepared questions were 

not always related specifically to the electronic gift cards. 
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The facts presented strongly affect the overall assessment of the test. In the future, 

representatives of the organization need to be more thorough in selecting a third-party 

company to perform the testing. In addition, it is recommended to take a more active role in 

conducting testing, for example, by sending one of the company's employees as an observer.  

However, despite these problems and inaccuracies, the entire testing process cannot be called 

unsuccessful. Despite the inaccuracies, user testing revealed significant problems in the 

mobile version of the widget. A large number of problems with sending the card from a time 

zone other than the one set in the widget also greatly affects the usability and as a 

consequence the user experience.  The following chapter will describe the solutions adopted 

and also the innovations that have appeared in the new versions of the widget, that could 

drastically increase usability.  

 

In addition, to improve the usability of the company's products, you can consider introducing 

iterative testing of user interfaces into the development process, for example, using the A/B 

testing method. In the course of the conducted research, it was found that this approach will 

improve the user experience and usability consistently, along with the shipment of new 

versions of the product, and is also capable of working with agile software development 

methodologies. 

 

In this section, a full analysis of the usability testing performed by third-party organization 

was given. Firstly, the justification of the choice as a method for evaluating the user testing 

was given. Secondly, the preparation for testing was described, which included formulation 

of scenarios and testing tasks, approval of respondent selection criteria and the selection 

process itself, formation of test hypotheses and validation criteria. Thirdly, the process of 

conducting the usability user testing and the results obtained were described. Finally, the 

obtained results were analyzed and the usability testing process was evaluated on the basis 

of the formed during research theoretical framework.  

  



 73 

5 EVALUATIONS OF THE RESULTS OF CONDUCTION THE ASSEMENT OF 

USER INTERFACES USABILITY 

 

Conduction the usability assessment discussed in this paper, the company was primarily 

aimed at increasing its own economic performance through the improvement of developed 

products. However, the usability assessment itself can only point out the weaknesses of the 

product and cannot produce any visible result that could be regarded as some kind of 

economic benefit. The problems identified during testing form a list of bottlenecks which, 

when corrected, will positively affect the usability of the product and the user experience. In 

turn, the improvement of these parameters will indirectly affect the economic performance. 

In this chapter, changes in interfaces and new functionality, which were developed by the 

company based on the obtained results will be considered first. Secondly, the economic 

effect, which was achieved by implementing new functionality and fixing bugs in user 

interfaces, will be evaluated.  

 

5.1 Development and implementation of new functions, designed base on results 

obtained from usability testing  

 

As part of the evaluation of user testing 5 main problems were identified which respondents 

encountered. Firstly, users could not always find a link on the partners' site, which redirect 

to the widget and the description was not always informative and could lead to 

misunderstanding. An inattentive user could buy the wrong type of cards, which first of all 

would significantly affect the overall impression of the brand, and secondly would reduce 

the income from the company.  

 

Secondly, there is no option in the interface to see what the final recipient will see when 

applying for a card. The existing small picture showing the card design is not enough to 

ensure the quality of the e-gift card.  

 

Thirdly, the possibility of sending the card to oneself and the benefits of choosing this option 

are not obvious to the user. At the time of testing, the option to send the card to messenger 

had already been implemented, but users could not explicitly learn about this option from 

the widget interface. 
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Fourthly, users complained that the card delivery email to the recipient could easily get lost 

in spam or be misunderstood. This fact significantly affects the overall user experience of 

the sender, as he or she cannot be sure of the card delivery if he or she chooses not to send 

the card himself or herself.  

 

Finally, the respondents had a lot of trouble ordering several cards of different 

denominations in one order and selecting sending time, taking to the account different time 

zones.  

 

Consider the features that have been implemented in the new version of the widget, and the 

solutions taken to fix the problems not directly related to the interface but affecting the 

usability. An audit was prepared for all existing partners, which gathered all the problems 

associated with the location of the widget on partner sites. Market research was conducted, 

the best solutions were selected and a detailed guide, which is provided to all partners when 

they connect the widget.  

 

On the page with the description of the electronic gift card it is necessary to abandon 

cumbersome descriptions, which can be taken out, for example, in the rules for using the 

card. To make the decision to buy the card, it's important for the client to understand the key 

points about the rules for using the card even at the start: the way and time to receive the 

gift, where the card can be used, and the validity period of the card. Due to the fact that the 

number of purchases from mobile is growing every year (according to Digift's internal 

statistics almost 40% of e-gift cards are purchased from smartphones), it's important to pay 

special attention to card visibility not only on the main website version, but also in mobile 

and in the app. It is important for the retailer to draw the customer's attention to the presence 

of e-gift cards by placing a link to purchase cards on the main page of the site before scrolling 

(on the main version of the site, in mobile and in the app). 

 

Then significant changes were made to the widget's functionality, aimed at improving the 

user experience and usability. One of the main problems mentioned by respondents was the 

choice of the number of cards. Users only found out about this feature at the last step. 

Therefore, the denomination selection step was moved to the first step and an option was 
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added to select the number of cards selected to be drawn. Having such an option at the 

beginning and at the end of the card buying process makes it hopeful that such problems will 

no longer arise. Buttons to increase and decrease the number of cards can be seen in the 

figure 33. 

 

Figure 33 – Denomination and quantity selector 

In addition, the "How it works" page and the last step of card design have added an option 

to see the card that the user will receive. In the first case, the user will see a demo map, the 

purpose of which is to introduce the interface and give a better idea of what the gift will look 

like. In the second case, the user will see the card they created.  The new "How it works" 

section and the demo map can be seen in the figures 34 and 35. 

 

   

Figure 34 – Updated section «How it works» 
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Figure 35 – Demo card  

At the step of choosing the recipient of the card, when selecting the item "To yourself" added 

a description of what profit and veliole the user receives from sending the card to himself. 

This fact is shown in the picture 36.  

 

Figure 36 – Selection of end recipient . 

The most serious changes were made in the process of notifying the user of card delivery. 

Testing showed that notifying the buyer of card delivery by e-mail is not enough to give the 

buyer a feeling of assurance that his gift was opened by the recipient, and not lost in spam. 
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Therefore, it was decided to develop some interface that allows the user to track the status 

of his order online.  After placing an order, the user receives an email notification of the 

creation of the order and a link on the tracking screen. (Figure 37)  

 

 
 

Figure 37 – Tracking of the order 

In this interface, the user will see the exact time the card was delivered to the recipient and 

the exact time the card was viewed - the moment the user opened the greeting card.  

The reviewed innovations and refinements that were made during the first quarter of 2021 

should increase the usability of the widget and improve the user experience as a whole, which 

in turn will affect economic performance.  

5.2 Assessment of economic effect   

As part of this subsection, the economic effect of usability testing will be evaluated. The 

most important indicators for the company are the number of partner companies that have 

the widget for selling e-cards installed on the site, and as a consequence, the volume of cards 

sold by partners. For different partners, the average volume of cards purchased by customers 
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over a certain time period will be different. Brand cards from the cosmetics, grocery, or 

jewelry industries sell significantly better than others. Moreover, the volume of cards sold is 

not evenly distributed across the year because of seasonality. It is in the high season, which 

due to the large number of holidays includes the last and the first quarters of the year, that 

usability indicators may have the strongest impact on economic performance.  

 

First of all, this is a time when companies become very active; they want to sell cards as 

quickly as possible in order to attract new clients. The number of potential partners on the 

market increases. In this case, increasing the usability of the widget in question greatly 

increases its attractiveness in front of competitors.   

 

Secondly, the increased flow of users increases the chance of errors and highlights usability 

problems much more clearly. This fact decreases widget's conversion rate and greatly 

increases the number of abandoned carts. All of this ultimately affects the volume of sales.  

Thirdly, during the high season the workload of the support department increases. The 

overall volume of requests increases due to the influx of customers. Increasing the usability 

of software products may reduce the number of appeals related to their use, which will 

increase the total number of processed requests and have a positive impact on the volume of 

sales. 

 

Thus, conducting usability testing has a positive effect on various small factors, which in 

turn positively affects the economic performance of the company.  
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CONCLUSION 

The number of new advanced IT solutions that automate different tasks is growing every 

day. E-commerce is an example of how the use of technology has led to the creation of a 

separate industry. Part of this industry is e-gifting and the sale of e-gift certificates. In this 

industry, success depends a lot on the user experience of the end customer. Usability directly 

affects the user experience's improvement, which forms several competitive advantages and 

allows a business to promote its product in the market more effectively. 

 

The main objective of this work was to conduct a research of existing methods for assessing 

user interfaces and user experience. In order to fulfill the task, the following goals and 

objectives were set and carried out. 

 

A literature review has been conducted in which: 

- the concepts of user interface, user experience, and usability were defined; 

- the principles development usable user interfaces were defined; 

- the relationship between usability and user experience was determine;  

- the basic methods of evaluation of user interfaces were considered.  

The analysis of the studies identified the following main categories of methods: 

- methods involving the users of the product in testing;  

- expert evaluation of interfaces based on common heuristics;  

- experimental testing of interfaces;  

- use of methods from other industries, such as A/B testing. 

 

In order to consider an example of testing the interface, the case of user testing of the 

usability of a widget for selling electronic gift cards was considered. Electronic gifting is a 

branch of e-commerce which consists of providing agency services to companies that are 

interested in attracting new customers with the help of gift cards and certificates. The main 

idea is to move from physical card to electronic gift cards. 

 

The work describes the activities of the company Digift engaged in electronic gifting on the 

territory of the Russian Federation. With the help of Business Model Canvas the main 

constituent elements of this business were considered: 

- the company's partners and channels for realizing value; 
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- the main products and services offered by the company;  

- the company's customers in the B2C and B2B segments; 

- structure of resources  

- structure of costs and revenues.   

As part of the analysis of the company, the vision and scope of this organization were 

formulated. This organization positions itself as an IT-company that develops solutions for 

full automation and digitalization of all processes related to the use of gift cards as a 

marketing tool. The company believes that the purchase of an electronic gift card should 

contribute to the emergence of positive holiday emotions for all participants in the process. 

Sending a gift card is not just a transfer of a payment tool, but a memorable user experience. 

In addition, we considered the analysis of gift cards market in the Russian Federation, which 

confirmed the general trend away from the physical media to the digitalization.  

 

As a case study of one of the methods of usability evaluation, the company conducted user 

and expert testing of one of the products. The product was a widget for the sale of e-cards. 

This widget is connected to the service of sending cards to e-mail or smartphone. By 

installing it on its own site, the company fully automates the process of selling cards.  

 

The analysis considered the user's way of buying a gift card on the partner's site via the 

specified widget as well as the corresponding interfaces which the user works with. These 

interfaces included the partners' sites, which were considered from the perspective of the 

widget location, the widget itself, as well as the design of the letter and animated card that 

comes to the user together with the card details.  

 

The analysis of the testing conducted looked at the reasons for selecting the evaluation 

method, the process of preparing and conducting the testing, and examined the results. The 

method chosen was user testing and expert evaluation of the interface. The evaluation was 

conducted by a third-party company specializing in usability testing. Digift formulated the 

testing scenarios, criteria for selecting the respondents, and prepared the topics of the 

interview questions. Users performed the tasks, the moderator asked questions and recorded 

the mistakes. After the testing, an expert from the company conducting the testing analyzed 

the errors and made recommendations for their elimination. In addition, respondents were 

interviewed, which revealed the main problems of user experience. However, these problems 
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also applied to plastic cards. On the basis of the available data the results of testing and the 

process of testing were evaluated. During the analysis, errors in the testing process were 

identified, and recommendations were formulated to prepare for future testing. During 

testing, the following main problems were identified: 

- users could not always find a link on the partners' site, which redirect to the widget 

and the description was not always informative and could lead to misunderstanding; 

- there is no option in the interface to see what the final recipient will see when 

applying for a card. The existing small picture showing the card design is not enough to 

ensure the quality of the e-gift card; 

- the possibility of sending the card to oneself and the benefits of choosing this option 

are not obvious to the user. At the time of testing, the option to send the card to messenger 

had already been implemented, but users could not explicitly learn about this option from 

the widget interface. 

- users complained that the card delivery email to the recipient could easily get lost 

in spam or be misunderstood.  

- the respondents had a lot of trouble ordering several cards of different 

denominations in one order and selecting sending time, taking to the account different time 

zones.  

As an analysis of the testing results, innovations and fixes in the widget were presented, 

which should positively affect the usability indicators. In addition, the economic effect of 

the testing performed was evaluated, which included the qualitative indicators that were 

affected by the improved usability. 

 

  

  



 82 

REFERENCES 

1 Qin Z. (2009) Introduction to E-commerce // Springer  

2 Ilyin I.V., Zapivakhin I.M., (2018) Digitalization of retail trade (retail): an architectural 

approach. // Journal of Applied Informatics  

3 Kevin Z. (2014) The Complementarity of Information Technology Infrastructure and E-

Commerce Capability: A Resource-Based Assessment of Their Business Value // Journal of 

Management Information Systems  

4 Hong, J. (2006) Usable Privacy and Security Introduction to HCI Methods   

5 Cockton, G. (2008) Putting value into Evaluation. Maturing Usability // Springer-Verlag 

London Limited 

6 6 International Organization for Standardization, ISO / IEC 9241 Usability Guidelines. - 

2010  

7 Mário S.M. and Isabel L. N. Usability of Interfaces [Electronic resource] .- available at: 

https://industri.fatek.unpatti.ac.id/wp-content/uploads/ 

8 Brhel М., Meth H., Maedche A., Werder K. (2015) Exploring principles of user-centered 

agile software development: A literature review // Information and Software Technology  

9 Gould, J. D. (1995). How to Design Usable Systems (Excerpt). In: Readings in Human 

Computer Interaction: Toward the Year 2000, Morgan Kaufmann Publishers, Inc. 

10 A. H. Allam, Ab Razak С.H. Halina M.D User Experience: Challenges and Opportunities  

11 Nielsen, J., & Mack, R. L. (1994). Usability inspection methods. New York: Wiley. 

12 Ondrej K., (2016) Principles of Usability in Human-Computer Interaction // Advanced 

Multimedia and Ubiquitous Engineering (pp.51-57) [Electronic resource]- available at: 

https://www.researchgate.net/publication/285448260_Principles_of_Usability_in_Human-

Computer_Interaction 

13 Saffer, D. (2007) designing for interaction: Creating Smart Applications and Clever 

Devices. AIGA design press, New York. 

14 Behan, M., Krejcar, O., “Modern Smart Device-Based Concept of Sensoric Networks”. 

EURASIP Journal on Wireless Communications and Networking. Vol. 2013, Issue 1, No. 

155, DOI 10.1186/1687-1499-2013-155, June 2013. ISSN 1687-1499 

15 Samuel G., Thomas G. O'Brien, Handbook of Human Factors Testing and Assessment // 

CRC Press; 2nd edition - 2001 - C.414-432 [Electronic resource]. available at: 

http://putri.weblog.esaunggul.ac.id/wp-content/uploads/sites/5613/2018/03/HAND-

BOOK-OF-HUMAN-FACTOR-AND-EVALUATION.pdf 



 83 

16 Molich, R., & Nielsen, J. (1990, March). Improving a human-computer dialogue. 

Communications of the ACM, 33(3), 338–348. 

17 Maguire M., Isherwood P., A comparison of user testing and heuristic evaluation 

methods for identifying website usability problems. // Design, User Experience, and 

Usability: Theory and Practice- 2018 C.  429-438 [Electronic resource]. available at: 

https://repository.lboro.ac.uk/articles/conference_contribution/A_comparison_of_user_test

ing_and_heuristic_evaluation_methods_for_identifying_website_usability_problems/9339

500/files/16948157.pdfNielsen. J. (1994). Usability engineering. San Francisco: Morgan 

Kaufmann.] 

18 Maguire M. and Isherwood P. (2018) A Comparison of User Testing and Heuristic 

Evaluation methods for identifying Website Usability Problems  

19 Hartson, H.R., Andre, T.S., and Williges, R.C. (2003) Criteria For Evaluating Usability 

Evaluation Methods. International Journal of Human-Computer Interaction, 15, 145–181. 

20 Estelle D.K., Biljon J.V. (2009) Usability evaluation methods: Mind the gaps [Electronic̆ 

resource]. available at: 

https://www.researchgate.net/publication/220803497_Usability_evaluation_methods_Mind

_the_gaps 

21 Firmenich S, Garrido A, Grigera J. Rivero J. Improvement through A/B Testing and 

Refactoring [Electronic̆ resource]. available at: 

https://digital.cic.gba.gob.ar/bitstream/handle/11746/10678/11746_10678.pdf-

PDFA.pdf?sequence=1&isAllowed=y 

22 Nielsen, J. (2000) Why You Only Need to Test with 5 Users. [Electronic̆ resource]. 

available at: https://www.nngroup.com/articles/why-you-only-need-to-test-with-5-users/ 

23 Hartson, H.R., and Castillo, J.C. (1998) Remote evaluation for post-deployment usability 

improvement. In Proceedings of the working conference on Advanced visual interfaces - 

AVI ’98 pp. 22–29. ACM Press, New York, New York, USA. 

24 Paganelli, L., and Paternò, F. (2003) Tools for remote usability evaluation of Web 

applications through browser logs and task models. Behavior research m 

25 Fernandez, A., Insfran, E., and Abrahão, S. (2011) Usability evaluation methods for the 

web: A systematic mapping study. Information and Software Technology, 53, 789–817. 

26 Carta, T., Paternò, F., and Santana, V. De (2011) Web usability probe: a tool for 

supporting remote usability evaluation of web sites. In INTERACT 2011. LNCS 6949 pp. 

349–357. 



 84 

27 Burzacca, P., and Paternò, F. (2013) Remote Usability Evaluation of Mobile Web 

Applications. In Proceedings of the 15th Int. Conf. on Human-Computer Interaction Vol. 1, 

pp. 241–248. 

28 Fowler, M. (1999) Refactoring: improving the design of existing code, 431 p. Addison-

Wesley 

29 Garrido, A., Rossi, G., and Distante, D. (2011) Refactoring for usability in web 

applications. IEEE Software, 28, 60–6 

30 Distante, D., Garrido, A., Camelier-Carvajal, J., Giandini, R., and Rossi, G. (2014) 

Business processes refactoring to improve usability in E-commerce applications. Electronic 

Commerce Research, 14, 497–529. 

31 Kohavi, R., and Longbotham, R. (2015) Online Controlled Experiments and A/B Tests 

Motivation and Background. Encyclopedia of Machine Learning and Data Mining. 

32 Speicher, M., Both, A., and Gaedke, M. (2014) Ensuring Web Interface Quality through 

Usability Based Split Testing. In Icwe, LNCS 8541 pp. 93–110. 

33 Osterwalder, A. (2004), “The business model ontology: a proposition in a design science 

approach”, Doctoral dissertation, University of Lausanne, Lausanne 

34 Osterwalder, Alexander; Pigneur, Yves; Clark, Tim (2010). Business Model Generation: 

A Handbook For Visionaries, Game Changers, and Challengers. Strategyzer series. 

Hoboken, NJ: John Wiley & Sons. 

35 “Internal documentation of the Digift company”  

36 «Market Research for Electronic Gift Cards 2020 year» [Electronic resource]. available 

at: https://www.digift.ru/analytics 

37 Business Process Modeling Documentation [Electronic resource]. available at: 

https://www.businessstudio.ru/wiki/docs/v4/doku.php/ru/csdesign/bpmodeling/bpmn_notat

ion 

38 Market Research for Electronic Gift Cards 2019 year [Electronic resource]. available at: 

https://www.digift.ru/analytics  

 

 


