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Introductory remarks (from 2007) 

This document contains an exemplary report from the analysis of a few pages of vonage.com.  

I have to stress that I do not usually conduct audits with the one and only information given: a 

website address. The first step in almost every proceeding is context analysis. For instance, as far as 

Vonage is concerned, I would have to know the following: 

 What is the user profile of such website? 

 How do people get to the website, what expectations do they have? 

 What are the possible scenarios of use or use cases? 

 What are the business goals for the website: ς is it only selling through the website, or is it 

also intensification of offline sales (pop-up windows described later in this report may 

indicate that there are also other goals). 

If a website belongs to some exotic market, I also have to get to know this market first.  

Without that knowledge we can't assess the organization of the homepage, the structure of 

information, nor the choice of content on specific pages. And basing only on knowledge about the 

Polish Internet telephony market might lead to entirely wrong conclusions.  

Even if we compare the homepages of the 3 English versions of the website: http://www.vonage.com 

, http://www.vonage.co.uk and http://www.vonage.ca - we will see that each of them is organized in 

a different way, though the services and products are quite similar. This suggests that certain 

assumptions regarding the nature of the markets may have been taken into consideration. 

So, what's in this report?  

I tried to focus on the parts of the website which can by analyzed without specific knowledge of the 

Internet telephony market in the United States.  

For analysis of usability issues I chose the άtǊƻŘǳŎǘǎέ page and the individual Products pages. I 

couldn't use my default methodology of "cognitive walkthrough", because I had too little knowledge 

to prepare trustworthy user profiles or scenarios. So I confined myself to static "heuristic review", 

which is much simpler and less time-consuming.  

5ǳǊƛƴƎ  Ƴȅ ŀƴŀƭȅǎƛǎ L ŘƛŘƴΩǘ ŦƛƴŘ ŀƴȅ άǘƘǊŜŜ ǎǘŀǊǎέ ǇǊƻōƭŜƳΦ !ŦǘŜǊ ŀ ŦŜǿ ƘƻǳǊǎΩ ǿƻǊƪ I cannot say that 

there are any issues severe enough to spoil the business aims of the website. 

To look at accessibility problems I analyzed the homepage. Only a few issues have been recognized. 

When doing full audits I check the whole website against WCAG guidelines.  

 

http://www.vonage.com/
http://www.vonage.com/
http://www.vonage.co.uk/
http://www.vonage.ca/
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How to read usability reports? 

 

  

Problem name .  

The importance of the problem for the 
website:  

***  -  has to be corrected; a critical 

problem, that may make a customer leave  

the website . Sever e business consequences 
may follow.  

**  -  should be corrected, a significant 

problem, annoying, though not critical   

*  -  may be corrected, a minor problem 

related to user experience  

What that problem means to the user .  

Detailed problem description.  

Ways to solve the problem.  
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Bad clickability 

* *  
Users not sure what to click 

Lƴ ōƻǘƘ ǘƘŜ ά{ŜǊǾƛŎŜǎέ ŀƴŘ άtǊƻŘǳŎǘǎέ ǎŜŎǘƛƻƴǎ ǘƘŜǊŜ ŀǊŜ ǇƭŀŎŜǎΣ ǿƘŜǊŜ the user may not know what 

he/she should click. 

Clickable areas have been marked: 

 

Note the following: 

Á The "1 Month FREE" promotion tag is not clickable. A client who gets allured by that slogan has 

to look for a different place to click. 

Á LƳŀƎŜǎ ŀǊŜ ƴƻǘ ŎƭƛŎƪŀōƭŜΦ ¢Ƙƛǎ ƛǎ ǇŀǊǘƛŎǳƭŀǊƭȅ ƛƳǇƻǊǘŀƴǘ ƛƴ ǘƘŜ άtǊƻŘǳŎǘǎέ ǎŜŎǘƛƻƴΦ The product 

images are what attracts the customer, and here they ŎŀƴΩǘ ōŜ ŎƭƛŎƪŜŘΦ 

In the examples shown above the price is sometimes clickable, sometimes not. 

It is not clickable even on the product page:   

  

Many e-commerce websites use the price as a link. In most cases the price leads either to the basket 

or the ordering page. Vonage.com does not use a basket ς ǳǇƻƴ ŎƭƛŎƪƛƴƎ ά.ǳȅ ƴƻǿέ the user is led 

through a one-way ordering process. The effect of clicking on the price should be the same. 

Solution 

1. In the areas where text (headers, slogans, features descriptions) is mixed with images the 

whole area should be clickable, or at least all images and slogans. 

2. There should be a consistent approach to clickability of prices. If they are clickable on one 

page, they should be clickable on all pages.  
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Use of specialist language without explanation 

* *  
¦ǎŜǊǎ ŘƻƴΩǘ ƭƛƪŜ ǘƻ ŦŜŜƭ ǎǘǳǇƛŘΧ 

¢ƘŜ άtǊƻŘǳŎǘǎέ ǎŜŎǘƛƻƴ ōŜƎƛƴǎ ǿƛǘƘ ǘƘŜ ǘƛǇΥ ά{ǘŀǊǘ ȅƻǳǊ ±ƻƴŀƎŜ ǎŜǊǾƛŎŜ ōȅ ŎƘƻƻǎƛƴƎ ŀ ǇƘƻƴŜ ƻǊ ǊƻǳǘŜǊ 

that's rigƘǘ ŦƻǊ ȅƻǳǊ ƴŜŜŘǎΦέ 

 

I understand that vonage.com is targeted towards home and small business users. Typical users 

usually have little specialist knowledge from the field of technology and they may ask άǿƘŀǘ ƛǎ a 

ǊƻǳǘŜǊ ŀƴȅǿŀȅΚΗέ 

The site does not offer immediate explanation. Yes, there is a Glossary in the Help section: 

http://www.vonage.com/help.php?category=68&nav=68, but chances are that customers will not 

look for help ς they will just look for another Internet telephony supplier. 

Solution 

The terms from networking and telephoning industry which are not widely used should be explained 

immediately. This can be an underlined word, like this:  

Start your Vonage service by choosing a phone or router that's right for your needs. 

After placing the mouse cursor over the word (or clicking it), a pop-up with glossary term would 

appear.  

 

http://www.vonage.com/help.php?category=68&nav=68
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No contact customization 

*  
A customer is forced to take additional, often unnecessary steps 

¢ƘŜǊŜΩǎ ŀn easily ƴƻǘƛŎŜŀōƭŜ ά/ƻƴǘŀŎǘέ ōǳǘǘƻƴ ƻƴ ǘƘŜ ǘƻǇ ƻŦ ŜŀŎƘ tǊƻŘǳŎǘ ǇŀƎŜΦ  

 

A user would expect that upon clicking the button he/she will be able to ask a question concerning 

the current product. Unfortunately, what happens is that ŀ ƎŜƴŜǊƛŎ ά/ǳǎǘƻƳŜǊ ŎŀǊŜέ ǿƛȊŀǊŘ ŀǇǇears: 

 

What is striking, the ǳǎŜǊ ŎŀƴΩǘ ŜǾŜƴ ŀǎƪ ŀōƻǳǘ ǘƘŜ ǇǊƻŘǳŎǘ ƘŜ ǎŀǿ ŀ ǿƘƛƭŜ ŀƎƻΦ ¢ƘŜǊŜΩǎ ƴƻ ƎƻƻŘ ǘƻǇƛŎ 

choice for product features. 

Solution 

Customize customer care wizard to show the help topics which are relevant to the current page. In 

this case ς all the topics that concern phones and generally products. 

DŜƴŜǊŀƭ ǘƻǇƛŎǎ όŀǎ άǎŜǊǾƛŎŜ ŎŀƴŎŜƭƭŀǘƛƻƴέύ ǎƘƻǳƭŘ ōŜ ǇǊƻǇƻǎŜŘ ŀǎ ŀ ǎŜŎƻƴŘŀǊȅ ƻǇǘƛƻƴΦ 

Customer care wizard would require a deeper analysis. 
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No zoom facilities for product images 

*  
Lack of additional information 

Product detail pages feature big and professional product photos. 

They lack an option to see larger images after clicking on an image.  

  

As stated in the previous point, a part of Vonage target group are home users. Typical home users 

may simply choose devices according to their look.  

Solution 

All such photographs should be possible to enlarge. There should be more images showing each 

product, for instance close-ups and photos taken from various angles.  

There are only a few products sold at vonage.com, so providing additional images should not pose a 

big difficulty. 

 


















