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Summary

METHODOLOGY

The goal of user research was to determine what is working well and what needs to
be adjusted on the current ICANN.org website. We did not want to rely solely on any
one piece of data so we utilized a user site survey, site metrics, and stakeholder
interviews to provide cross references that validated or negated our bPndings.

Over 230 people responded to the survey and added qualitative data via comments
as well. We also reviewed site metrics over the last year, six months, and 60 days to
determine if any patterns changed over that time period and sample size. Finally, we
interviewed key stakeholders to act as a qualitative measure of the validity of the
data. This cross referencing and validation process proved that the site survey did
indeed refRect the general patterns and intent of visitors.

TOP LEVEL FINDINGS

Of the 230+ responses, 60% stated that they were able to accomplish their goal.
62% of respondents reported having problems using the site. To have two out of bve
visitors leave without accomplishing their goals is the key number we need to
change. Whether users have a little trouble along the way or not is subjective, not
completing their goals is a clear measurement. Average ratings for Navigation and
the Site Overall were 2.65 and 2.67 respectively with very similar occurrences of
numbers for each level of rating (1 through 5).

Intent, identity and frequency were also captured and matched up with site metrics
as well. For intent, users stated that the three main reasons to come to the site were
for a domain dispute, general interest, and policy work. About a third of respondents
chose to write in their own description of why they were there which varied, but large
portion could also be categorized as domain related questions and issues.

Users identibed themselves mostly as members of industry, members of the public
and academics. The bnal 25% were business owners, journalists, government
representatives and staff.

For a short term survey, it was not surprising that a large percentage of respondents
identibed themselves as daily visitors. An interesting point is that 25% of guests said
this was either their brst visit or that they only visited the site a couple times a year.
The site metrics cannot track individuals that well on the site and measured 85% as
one time visitors, though the average number of visits was 2.59, hinting that users
that do come to the site multiple times, do so quite often. It should be noted though
that these statistics paint a picture that a large portion of visitors are often very new
to the site, its subject matter, and the ICANN organization itself. In fact, the About
page was ranked 4th and 6th for the most visitors and was close to that for page
views as well.

NOTE: All data in the site survey that were default answers are highlighted with
asterisks (*).
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STAKEHOLDER INTERVIEWS

For the stakeholder interviews we talked with seven people from various countries
who deal with different topics such as gTLDs, ccTLDs, the GSNO, the ccNSO, their
own domains, and the language barriers and concerns that a multi-national
endeavor like ICANN must address. A lot of the feedback was inline with many of the
survey comments as well, especially regarding the breadth and quality of the content
available but also with the negative of the difbculty of bnding what they needed.

The site design itself was consistently criticized as being old and unappealing as
well as difbcult to Hter through. Though many acknowledged that the site did not
need to become beautiful or artistic, they felt it looked unrebned in light of ICANN's
position as a powerhouse of the internet and its systems.

Many subjects were international and had a critical critique of the multilingual
support on the site. While they did acknowledge that a lot of content had been
translated, there was still quite a bit more that had not. One suggestion that came up
a couple times was to have a place where content was Htered by language so users
could bnd all documents that they could read instead of them having to scour the site
looking for any documents in their language. This does not solve the translation
issue, but does help prevent users from becoming as frustrated.

Due to the sheer size of the amount of content, many also suggested that enabling
more RSS feeds and user specibed push forms of communication would help as well
as making those already available easier to bnd and use. For users that are only
interested in specikbc topics such as ccTLDs, instead of the current newsletter and
alerts set up, RSS and selected email pushed content would help them stay up to
date, without being overwhelmed by all the extra, irrelevant content.

All of these main points are really leading to the same idea of simplibcation, though
by various means. Instead of having long lists that have to be read, interpreted and
evaluated against the other options, the subjects all advocated for clearer bucketing
and chunking of the content so that users could sift through the information by

making fewer decisions. This was also seen in comments of the site survey as well.
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Site Survey - Stats and ldentity

TOP STATS

230+ responses, 60% were able to accomplish
their goal, 62% had problems using the site. Mean
rating for "ease of navigation" was 2.65 out of 5
with 42% rating the navigation below average, 31%
average, and 27% rating it as above average.
Similarly, for rating their "overall experience at
ICANN.org, users submitted a mean of 2.67 with
44% listing the site as below average, 27% as
average, and 29% as above average. These areas
all have room for improvement, but navigation and
organization appear to be the keys to improving site
performance and the comments clearly state that
users are having difbculty Pnding what they are
looking for, even when they know what it is they
want.

Another concern is that there are a large number of
novice users who will not understand the jargon or
know exactly where to look. These comments: "Do
you register names? If not, how is this done?",
"Please update the glossary", and "There were no
simply explanations of rights and responsibilities for
me to review. Very dense and circuitous in nature.
The deeper | went, the more | couldn't bnd what |
needed." exemplify the variety of users that
ICANN.org must support.

NAVIGATION : Mean 2.65
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IDENTITY

Guests identibPed themselves largely as a member
of the industry (though this was the default value), a
member of the public, or an academic. At face
value, the high percentage for member of industry
makes sense because the site is targeted at those
in the industry and the data about intent and
frequency validate that hypothesis. When the data
from the survey is sliced against the non-default
criteria, the pattern remains consistent and gives
greater assurance that the data is not largely
skewed by this default.

Even with 42% stating that they are members of the
industry, there is still a very large portion of visitors
who are not and therefor may not be as well versed
in ICANN processes and terminology. The stats for
frequency of visits also supports this idea.

Though there was no statistical data about
language or geography, many comments touched
upon the need for multilingual support and the site
metrics show that over 43% of visits were
international. This shows a huge need for content
to be translated to meet guest demand.

Using the site survey, site metrics and stakeholder
interviews we developed a set of personas to
represent the identity, intent, and needs of the user
base. Please refer to Personas later in this
document.
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Average Visit Duration 0:25:10
Median Visit Duration 0:03:13
International Visits 43.85%
Visits of Unknown Origin 1.42%
Visits from United States 54.73%
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Site Survey - Freguency

FREQUENCY

The information about frequency of visits is
potentially skewed in two ways. First, the default
answer in the survey was set as daily. Second,
visitors that come to the site daily only answered
the survey once, so the results do not ref3ect
number of page views, but rather the visitors
themselves. This actually provides greater insight
into the segments that use the site which is often
obscured by the amount of activity by the daily,
experienced users.

When the results are broken out by frequency,
consistent patterns also emerge across intent and
identity. Whether users visited the site daily, weekly
or monthly, there was a large percentage that
identified themselves as members of the industry
and this number trended downward as would be
expected under the theory that those in the industry
would visit the most often and other demographics
(member of public and academic) would trend
upwards against less frequency.

It is when looking at reason for visits that questions
arise about the validity of the statistics for daily
visits because the change is so dramatic from 38%
domain disputes to 5% between daily and weekly
visitors. This can be explained in a number of ways
including the idea that those in the industry that
deal with domain disputes may have to visit that
much more frequently, or it is simply the inBuence
of the default value for domain disputes. The site
metrics show that disputes rank 11th and 15th in
visitors and close to that in page views, so while the
number 38% seems high, a signibcant number of
guests are coming to the site seeking domain
disputes or complaining in some fashion so while
the percentage may be off, it is still a valid to state
that domain disputes are a main intent for visitors of
the site. For the full listing of the top 50 pages, see
Appendix A - Top 50 Pages for more information.
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Site Survey - Intent

INTENT

The site survey asked directly why guests were
visiting the site. A large percentage Hled the "other"
bucket, but even these could mostly be described
as either a domain dispute (24%), general interest
(22%) or policy work (14%). Even when the users
simply wanted to He a grievance, follow up on an
issue, or correct something on the site, their reason
for visiting the site matched these categories. What
was missing for many of the users though was the
ability to act on the site. Those that were looking for
documentation on the subjects could eventually bnd
the content (recent or historic), but those looking to
He/track a grievance, give feedback, ask for help,
or bnd all information in their language were often
unable to use the site successfully. This intent
points to categorizing content by time (recent), type
(ccTLD, gTLD), actions (comment, ask for help),
novice content, and language. These chunking
methods should help users bnd the area that
matches their own reference point and be
successful.

The site metrics reveal even more information
about the top types of content guests are looking
for: about ICANN, registrars & registration,
disputes, processes & policies, and documents.
The about page and the list of accredited registrars
ranked 3rd through 6th; only the homepage and the
robots.txt He ranked higher. In short, the site
survey while not statistically accurate, did show a
similar breakdown to the site metrics. For the full
listing of the top 50 pages, see Appendix A - Top
50 Pages for more information.
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Stakeholder Interviews

OVERVIEW

For the stakeholder interviews we talked with seven people from various countries
who deal with different topics such as gTLDs, ccTLDs, the GSNO, the ccNSO, their
own domains, and the language barriers and concerns that a multi-national
endeavor like ICANN must address. A lot of the feedback was similar to the survey
comments as well, celebrating the breadth and quality of the content and lamenting
the difculty bnding the content they wanted. Video content was seen as both
dynamic and useful, providing visual clues and body language that simply cannot be
portrayed through text alone. In short, the interviews revealed an enthusiastic group
of users who simply want to make the site better and ref3ect more closely the
prominent role the group plays in the world of the internet.

MAIN TOPICS
The following are the main topics the stakeholders commonly discussed.

International

Many of the subjects lived abroad and talked about the need for a greater variety of
translations, both in quantity and variety. While achieving parity with English by the
other bve ofbcial UN languages would be great, even customized translations miss
the context of cultural differences and remain costly. Many suggested simply making
it easier to bnd all content for each of the languages as opposed to the current site
where bnding translations can be difbcult, or link names and text are translated but
the documents themselves are not.

Similarly, many also suggested that local regions and countries play such a large
role in what interests visitors that content should also be grouped by these facets as
well. For a large portion of site visitors, these two groupings would help alleviate
frustrations, though they would not solve the translation problem.

One person suggested using more automatic translation services and leveraging
ICANN connections to companies that have cutting edge technology that could help
costs low while serving their audience better.

Push, Pull and Community

All respondents brought up technology such as RSS, twitter and Facebook. Because
so much of their work revolves around the latest content and news, push
technologies especially appealed to them because they can control what content
gets pushed to them. Other useful push content mentioned were calendars with
milestones and other types of event alerts.

Twitter and Facebook not only provide a means for pushing out information but also
reaches users where they already visit via tools they already use. The access to the
content in these public forums can also help promote trust and transparency. Even
simple community tools such as message boards were broadly hailed as successful
and the survey comments echoed this sentiment.
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Site Taxonomy

While all commented on the breadth and quality of the content on the site, the site
organization itself confounds many of them, even though the use the site regularly.
One person even tested their ability to Pnd a document that they have used before
and it took them 20 minutes to bnd it again. Many suggested dividing content into
more chunks, breaking it up by popular topics, but leaving less popular items to
longer, separate lists. It was the long lists of categories and documents that created
a sense of overwhelming for a few, even though they knew the content listed was
valuable. Strategies included the chunking, highlighting key documents, and creating
new sections for different segments and user goals, thus shortening the lists of links
and documents. Segments suggested were by: language, country/region, major
topics (ccTLDs, gTLDs), timing (recent, events), actions (comment, message board),
roles (registrars, domain owners), and help.

Copywriting

The jargon and language used on the site and its documents combined with
complex policy concepts make discussions less accessible to novices. A couple
suggested simplifying the language, at least in summaries and introductions, to
create a less steep learning curve and increase participation. This would also help
many of the translation efforts as well.

Design

One of the brst things that the interviewees addressed was the look of the site itself.
Many appreciated the effort here as well and think the new look has helped, but all
still thought the design could improve. They brought up again and again the length of
lists and the number of them which often led to them suggesting that the new layout
be "less messy".

Miscellaneous

Other topics that came up that should be noted are accessibility and the mobile
version of the site. The steps to make the site more accessible to screen readers
and vision impaired are also tactics that help SEO and will help users bnd content
through the ICANN.org search beld as well. Internationally, fewer users have access
to proper eye care and therefor have higher rates of low vision. As more is
translated, the greater this need will become. Similarly for mobile, much of the global
expansion of internet usage is in countries where wired infrastructure often lags
behind that of mobile. Telcos are slow to invest in upgrading the equipment in these
places, so an increasing number of users will only be able to access information by
mobile. With the site content being delivered by one CMS it becomes easier to
develop a mobile version of the same site.
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Appendix A - Top 50 pages
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17
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22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50

NAME
Home

Registrars - Accredited
About

Registrars - Accredited
About

gTLD - new

Whois Data Reminder Policy
Whois Data Reminder Policy
Processes

Disputes

Announcements

Processes

Disputes

Documents

TLDs

Whois Data Reminder Policy
Contact

Topics

Documents

Disputes

Topics

FAQ

Policy

Policy

Contact

Public Comment

FAQ

Uniform Domain Name Dispute Resolution Policy
ARTICLE - policy

ARTICLE - announcement

Uniform Domain Name Dispute Resolution Policy
WDRP FAQs

Announcements

WDRP FAQs

Video

ARTICLE - announcement
Uniform Domain Name Dispute Resolution Policy
FAQ - domain name holders
Registrars and Registrants
TLDs

gTLD - new

FAQ - domain name holders
Structure

Registy Information
Newsletter

Whois Service

ARTICLE - announcement

URL
http://www.icann.org/

http://www.icann.org/registrars/accredited-list.ntml
http://www.icann.org/about/
http://www.icann.org/en/registrars/accredited-list.html
http://www.icann.org/en/about/
http://www.icann.org/en/topics/new-gtld-program.htm
http://www.icann.org/en/registrars/wdrp.htm
http://www.icann.org/registrars/wdrp.htm
http://www.icann.org/processes/
http://www.icann.org/en/udrp/
http://www.icann.org/en/announcements/
http://www.icann.org/en/processes/
http://www.icann.org/en/udrp/udrp.htm
http://www.icann.org/documents/
http://www.icann.org/en/tlds/
http://www.icann.org/en/registrars/
http://www.icann.org/contact/
http://www.icann.org/topics/
http://www.icann.org/en/documents/
http://www.icann.org/udrp/
http://www.icann.org/en/topics/
http://www.icann.org/en/faq/
http://www.icann.org/policy/

http://www.icann.org/en/policy/

http://www.icann.org/cgi/contact/

http://www.icann.org/en/public-comment/

http://www.icann.org/faq/

http://www.icann.org/en/dndr/udrp/policy.htm
http://www.icann.org/en/udrp/udrp-policy-240ct99.htm
http://www.icann.org/en/announcements/announcement-2-03jun09-en.htm
http://www.icann.org/dndr/udrp/policy.htm
http://www.icann.org/en/whois/wdrp-registrant-fag.htm

http://www.icann.org/announcements/
http://www.icann.org/whois/wdrp-registrant-fag.htm
http://www.icann.org/video/
http://www.icann.org/en/announcements/announcement-10may06.htm
http://www.icann.org/udrp/udrp.htm
http://www.icann.org/en/transfers/dnholder-fag-03nov04.htm
http://www.icann.org/registrars/

http://www.icann.org/tlds/
http://www.icann.org/topics/new-gtld-program.htm
http://www.icann.org/transfers/dnholder-fag-03nov04.htm
http://www.icann.org/en/structure/

http://www.icann.org/en/registries/

http://www.icann.org/newsletter/
http://www.icann.org/en/topics/whois-services/
http://www.icann.org/en/announcements/announcement-2-31may09-en.htm

VISITS
106,818

12,551
10,564
10,353
9,485
8,666
8,656
8,037
7,806
7,601
7,437
7,204
7,071
6,773
6,374
6,365
6,147
6,060
5,925
5,847
5,754
5,722
5,651

5,247
5,182
4,849
4,807
4,705
4,573
4,533
4,113
3,932

3,823
3,756
3,753
3,684
3,676
3,565
3,531
3,510
3,292
3,249
3,108
2,945
2,939
2,922
2,911

VIEWS
1,240,466

28,474
12,113
26,572
11,201
11,389
9,561
8,682
8,752
9,422
12,862
11,508
8,566
7,652
8,141
7,454
7,337
6,800
6,854
6,615
7,139
6,766
6,397

6,272
6,739
8,029
5,117
5,528
5,227
5,050
4,717
4,266

4,608
4,018
4,538
4,022
4,010
3,886
3,727
3,823
3,936
3,479
4,116
3,653
3,601
3,551
3,592
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AVG TIME VIEV
0:00:56

0:00:39
0:00:22
0:05:04
0:01:36
0:01:49
0:02:17
0:00:11
0:00:12
0:01:39
0:05:39
0:00:17
0:01:58
0:00:25
0:01:50
0:00:54
0:00:33
0:00:21
0:01:04
0:00:54
0:00:59
0:02:28
0:00:18

0:01.09
0:02:08
0:01:20
0:00:36
0:02:40
0:03:19
0:03:02
0:00:32
0:02:23

0:00:30
0:00:10
0:01:20
0:03:09
0:00:44
0:02:30
0:00:22
0:00:44
0:00:44
0:00:28
0:01:26
0:00:54
0:00:42
0:01:29
0:02:14
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