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Abstract:
This is a report for the Business X manager Mr. Xiangzhu. It evaluates ten e-commerce websites for him as requested
 using 15 specially made
 criteria in order to mutually
 and effectively evaluate all the sites on a level playing field, that is to say on an equal evaluation criterion methodology. The evaluation criteria are based on principles and guidelines that I recommend for building an effective e-commerce website or online business model. 
The report is in three major parts, part 1; wherein the evaluation criteria are thoroughly discussed, which are:
15 Website evaluation criteria:

The Websites;
1. Mobile accessibility: Does it allow mobile phone access? 
2. Page weight: Are the pages to overloaded
, taking a long time to load?
3. Disabled catering: How well does it cater for blind or other disabled
 people? 
4. Frame identification: Are frames individually well identifiable and or identified? Well positioned frames?
5. Page cluttering: A collection of things lying about in an untidy mass. Is it 'to busy' or to 'full on’?

6. Page overwhelming nature: Too many flashy things? How easy on the eyes is the website. 

7. Symmetry: Asymmetrical? Out of whack? Parallel design? 
8. Colouring: Colours used, are they too bright etc. Does text fade into background or images?
9. General usability: Easy to get to all content? Download and find it etc.

10. Overall clarity: Ease of read, ease of navigation, clear and concise? 
11. Navigation: Ease of navigation around the website content.
12. Understands and Meet User’s Expectations: Does the site meet its purpose, does the site meet expectations for use; for what it is meant to be used for. 
13. Sets states goals: Does the home page or any other page do this?
14. Industrious: How hard is the site working to sell the product?

15. Homepage: Is it overweight? Is it clear and concise? Is it too busy? Does it make obvious what the Website is for?

Then part 2; wherein the 10 chosen websites are evaluated with the criteria. The websites are:
The final section is part 3; where the cross Website group final analysis occurs and general conclusions. 

The strengths and weaknesses of the sites in regard to the predetermined criteria will be identified with comparisons made between the sites in the same group and between different groups.
Lastly recommendations for the design and development of the discussed sites to improve their performance will be discussed. 
(*Tables are used where possible for better readability of the report)




1.0 Introduction:
This report introduces 15 criterions which upon a 10 Website evaluation occurs. These websites are chosen from multiple disciplinary e-commerce group types; 
· Group 1 (Selling Goods and Services Model);
· Group 2 (Selling Information or Other Digital Content Model);
· Group 3 (Advertising-Supported Model);
· Group 4 (Auction Model);
· Group 5 (Fee-for-Transaction Model). 


The strengths and weaknesses of the sites in regard to the predetermined criteria will be identified and finally the Websites from different groups will be cross group compared. 

In this section you can introduce your evaluation, including determination of criteria and method for evaluation.


Part 1: Website Criterion specification: 

2.0 Accessibility/ Usability/ Clarity:

“The shift from Web 1.0 to Web 2.0 is a result of technological refinements which include such adoptions as broadband connection (averagely 1Mbps), improved browsers and multimedia contents of Web sites. Web 2.0 extends Web 1.0 with the functionality of interactivity and personalisation of Web-delivered contents. Web 2.0 Web sites allow users to do more than just retrieving information. Users can write to the Web sites, own the data on the Web sites and exercise control over the data. Web pages can be dynamically generated at runtime, and therefore personalised user-friendly interfaces are possible”, Reading03-1, p2, (2012)
.


Therefore
 since the new web allows user to retrieve information, write and interact and user -friendly Interfaces are possible the following 15 Criteria are applicable to the ten websites under review.
 



2.1 Mobile access; M-commerce:

"The development of wireless technologies and mobile devices makes it possible that people reach the Web from any place and at any time", Reading03-1, p1, (2012).
“The m-business extends the e-business and creates additional opportunities in business process”, Reading03-1, p1, (2012)


This is why mobile accessibility of the web sites will be judged and evaluated, because it is the new paradigm and more and more people only use mobile phones to access the internet not less, as Tiffany Kaiser (2011) notes,  "The International Data Corporation (IDC) released its Worldwide New Media Market Model (NMMM) predictions yesterday, which forecasts that the number of people who use mobile devices to access the Internet will significantly increase over the next few years while wireline internet access will slowly decline".
The above taken into consideration with "Mobile phones trump computers among online Chinese", Physorg.com (2012), shows this is an increasingly pertinent aspect for Websites to integrate.
 




2.2 Page weight
:

"Widespread computer illiteracy and slow Internet connections added to the restrictions of Web 1.0. Dial-up Internet access is the main connection method, and average bandwidth is 50 Kb per second (50 Kbps). One-way flow of information from Web sites to browsers is the major feature of Web 1.0", Reading03-1, p2, (2012).
Many people still use these speeds, as webmaster forum tells us, "One-third of the country (or 93 million Americans) doesn’t have high-speed Internet access at home", webmasterworld.com (2012).  Therefore it is critical to produce low page weights to support the many millions of people still using slower Internet connectivity. 

It is also notable due to many millions of peoples internet illiteracy as the above excerpts reminds us, such aspects as disabled catering, page cluttering, colouring, page symmetry, page overwhelming nature, general usability and frame identifications and more need to be considered, and are discussed/expounded upon in the next sections.   


2.3 Disabled catering:


"Web sites should be designed to ensure that everyone, including users who have difficulty seeing, hearing, and making precise movements, can use them. Generally, this means ensuring that Web sites facilitate the use of common assistive technologies", Accessibility PDF 3 (2012).

Some of the major accessibility issues to be dealt with include: 
• Provide text equivalents for non-text elements; 
• Ensure that scripts allow accessibility; 
• Provide frame titles;
• Enable users to skip repetitive navigation links; 
• Ensure that plug-ins and applets meet the requirements for accessibility; and 

• Synchronize all multimedia elements.

This sub-section 2.3 flows onto most of the other sub-sections. It should also be noted the above reference notes only around 10% of internet users are disabled, so this may be one reason not many sites cater for disabled such as blind people.


2.4 Frame identification:

The same reference source; Accessibility PDF 3 (2012), also supplies us with some notable details on this sub-section. As stated within the following;
"Guideline: To ensure accessibility, provide frame titles that facilitate frame identification and navigation.

Comments: Frames are used to divide the browser screen into separate areas, with each area presenting different, but usually related, information. For example, a designer may use a frame to place navigational links in the left page, and put the main information in a larger frame on the right side. This allows users to scroll through the information section without disturbing the navigation section. Clear and concise frame titles enable people".

Remember this is especially pertinent and essential for all sites as all the time new internet users arrive to use the Internet every day, week, month and year, and up to 10% of these may be disabled users. 
2.5 Page cluttering: 

When creating and offering a Website in any group or field it is very important to as Content organization PDF 16 (2012) states, "Organize information at each level of the Web site so that it shows a clear and logical structure to typical users".

Good Web site and page design enables users to understand the nature of the site’s organizational relationships and will support users in locating information efficiently. If the pages are to cluttered and or busy, the users may be weary to continue with the Website. 


2.6 Page overwhelming nature:

Leading on from the above section, this section is partly a re iteration of the above sub-section 2.5. 
However there is more to the story, Content organization PDF 16 (2012) helps to define this sub-section a little better with the following; 

"Structure each content page to facilitate scanning: use clear, well-located headings; 
short phrases and sentences; and  small readable paragraphs. Web sites that are optimized for scanning can help users find desired information. Users that scan generally read headings, but do not read full text prose–this results in users missing information when a page contains dense text.

Studies report that about eighty percent of users scan any new page. Only sixteen percent read each word. Users spend about twelve percent of their time trying to locate desired information on a page".


Also It is a good Idea to "Design Quantitative Content for Quick Understanding, for instance presenting quantitative information in a table (rather than a graph)", Content organization PDF 16 (2012). 

To summarize and add to the above; 
· Facilitate Scanning;

· Ensure that Necessary Information is Displayed;

· Group Related Elements
· Minimize the Number of Clicks or Pages
· Design Quantitative Content for Quick Understanding



2.7 Symmetry: 


Page symmetry is also important; symmetry contributes to the vertical flow of a website allowing for a 'nicer' user experience. 
One powerful aspect of symmetry is its ability to direct the users focus. With everything balanced on the vertical axis, attention naturally and easily navigates where you want the user to go or look.
As Patrick (2012) extrapolates; 
"Instead of throwing a bunch of stuff on the page and letting the user choose where to go, the designer encourages the user to scroll through the content. The designer takes you on a set journey in what is essentially a carefully planned sales pitch using page symmetry". 

For an extra instance, perhaps your product has two target audiences, dividing your page symmetrically into a two column layout may ensure equal 'air time' for both. 


2.8 Colouring: 

Accessibility: Disabled people;

As Accessibility PDF 3 (2012) notes, "Ensure that all information conveyed with color is also available without color".

So:

· Select colour combinations that can be discriminated by users with colour deficiencies

· Ensure that the lightness contrast between foreground and background colours is high;

The same reference also propounds the following ideas, "Provide a text equivalent for every non-text element that conveys information.

Comments: Text equivalents should be used for all non-text elements, including images, graphical representations of text (including symbols), image map regions, animations (e.g., animated GIFs), applets and programmatic objects, ASCII art, frames, scripts, images used as list bullets, spacers, graphical buttons, sounds, stand-alone audio files, audio tracks of video, and video", Accessibility PDF 3 (2012).

It should also be added that when no other solution is available, one option is to design, develop, and maintain a parallel Web site that does not contain any graphics.


2.9 General usability:

Key relevance (2011) shows us a few considerations for this sub-section to note, such as "Cookie crumbs are good to help visitors know what page/section of your site they are on. You know, the trail that looks like this: 

You are currently browsing this page: 

Home > Our Services > SEO Services > Pricing", 

Also, "Keep everything close. No matter how complex your directory structure may be, there's no reason any page should be more than three clicks away from the home page".

Also, "Don't mess with Scroll Bars! Yes, you can make a scroll bar blend in with the rest of your page beautifully. So much so, that people don't see it".


3.0 Overall Clarity:
The content organization description from PDF 16, Content organization (2012) seems apt to note here, "Organizing content includes putting critical information near the top of the site, grouping related elements, and ensuring that all necessary information is available without slowing the user with unneeded information. Content should be formatted to facilitate scanning, and to enable quick understanding".

A clear, logical structure will reduce the chances of users becoming bored, disinterested, or frustrated, keeping them on your e-commerce Website. 



3.1 Navigation:
Navigation refers to the method used to find information within a Web site. With many internet users who are not so computer/Internet surfer adept, clear concise navigation is essential or as Navigation PDF 7 (2012) puts it, "A Web site’s navigation scheme and features should allow users to find and access information effectively and efficiently". It is also pertinent to remember that all the time new internet users arrive and may visit your website, some of whom have never used the internet and thus need navigation to be rather easy and clear, lest they discontinue their web surfing on your website. 


"Developers frequently place a series of routine navigational links at a standard location—usually across the top, bottom, or side of a page. For people using assistive devices (or in our case new internet users and just anyone), it can be a tedious and time-consuming task to wait for all of the repeated links to be read. Users should be able to avoid these links when they desire to do so.

Sources: United States Government, 1998". Accessibility PDF 3 (2012). 

Good navigation is absolutely essential, in well-designed Websites, users do not get trapped in dead-end pages. 

3.2 Understands and Meet User’s Expectations: 

"Designers should present information in a structure that reflects user needs and the site’s goals. Information should be well-organized at the Web site level, page level, and paragraph or list level", Content organization PDF 16 (2012).

3.3 Set and State Goals:

Any web site whether ; 
B2B;
B2C;
G2B;
G2C;
or from the specified groups need set and state its goals or make their Website type obvious, preferably on the home page to keep Internet/WWW formatting. 


3.4 Industrious:

From a quick Google search definition Industrious is defined as; 'Diligent and hard-working'.
In this Web design context it is being referred to as how diligently (diligent; ‘having or showing care and conscientiousness in one's work or duties') does the Website deliver its content. 
3.5 The Homepage: 
From, The homepage PDF 5 (2012), Guideline(s):
· "Present all major options on the homepage";

· "Create a Positive First Impression of Your Site";

· "Treat your homepage as the key to conveying the quality of your site";

· "One study found that when asked to find high quality Web sites, about half of the time participants looked only at the homepage";
· "Limit Homepage Length".


The first action of most users is to scan the homepage for link titles and major headings. Requiring users to read large amounts of prose text may create their avoidance of reading it altogether. 
An effective e-commerce site should be usable and able to achieve its business objectives, beside other features it may have. You should also consider more about business objectives. 

Part 2: Individual Website evaluation:
4.0 The chosen Websites
: 

The chosen Websites to evaluate in this report are as follows: 


	Group 1 (Selling Goods and Services Model)
	http://au.gateway.com/gw/en/AU/content/home

http://www.tower.com/ 

	Group 2 (Selling Information or Other Digital Content Model)
	http://www.britannica.com

http://www.acm.org/

	Group 3 (Advertising-Supported Model)
	http://www.drudgereport.com/

http://www.northernstar.com.au/

	Group 4 (Auction Model)
	http://www.graysonline.com/ 

http://www.quicksales.com.au/default.aspx

	Group 5 (Fee-for-Transaction Model)
	http://www.zuji.com.au/ 

http://www.hotels.com/ 


5.0 Individual Website evaluation:

"Internet can be a powerful marketing tool", Schneider, pg33 (2011). So let us see how many of these Websites have fully ensured to take this into account with the following table and above sections criterion:  
For each website besides comments, a rating of poor; reasonable; good or excellent will be given. 

5.1: Group 1; Website 1
	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://au.gateway.
com/gw/en/AU/
content/home
	Reasonable; No visible mobile buttons, It can however be accessed with a M-phone. 

	2.2 Page weight:
	
	Good; Not heavy weights. 

	2.3 Disabled catering:
	
	Poor; no visible 'listen to this page' or other disabled aspects. 

	2.4 Frame identification:
	
	Good; All clear and obvious. 

	2.5 Page cluttering:
	
	Excellent; Not cluttered at all. 

	2.6 Page overwhelming nature:
	
	Excellent; not overwhelming. 

	2.7 Symmetry:
	
	Excellent; Well-balanced colours and aspect ratios. 

	2.8 Colouring:
	
	Excellent; no Text background clashing, very clear. 

	2.9 General usability:
	
	Excellent; Clear and concise. 

	3.0 Overall Clarity:
	
	Excellent; Concise and nice easy on the eyes contrast colouring. 

	3.1 Navigation:
	
	Excellent; easy/concise. 

	3.2 Understands and Meet User’s Expectations:
	
	Good; more options could be In the menus. 

	3.3 Set and State Goals:
	
	Excellent; Each flashing picture states itself. Pictures help to make it clear what the 

	3.4 Industrious:
	
	Reasonable; Due to the target audiences i think it works hard just by the pages being very clear and concise. 

	3.5 The Homepage:
	
	Excellent; Limited content and makes a great first impression. 


5.2: Group 1; Website 2 

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.tower.com/
	Good; Available to mobile, some content looks different. 

	2.2 Page weight:
	
	Good; Not to overweight, just enough for a site of this nature; 
selling goods and services. 

	2.3 Disabled catering:
	
	Poor; No audio navigation or text audio for the page.

	2.4 Frame identification:
	
	Excellent; Frames identified. 

	2.5 Page cluttering:
	
	Reasonable; The home page is a little cluttered. 

	2.6 Page overwhelming nature:
	
	Reasonable; The home page is a little overwhelming. 

	2.7 Symmetry:
	
	Reasonable; The symmetry is much poorer than the other Website in this group 1, but not too bad over all.

	2.8 Colouring:
	
	Good; No background or picture text conflicts. 

	2.9 General usability:
	
	Good; No problems, adheres to usual Website Frame positioning /navigations and content retrieval. 

	3.0 Overall Clarity:
	
	Good; Pretty clear, does not hurt my eyes to much, does have good identification of topic areas. 

	3.1 Navigation:
	
	Good; No problems, sub categories show under major categories making a lot of information available immediately. 

	3.2 Understands and Meet User’s Expectations:
	
	Good; Seems to understand to put sub categories up, allowing quicker navigation. It meat my expectations for a Web site selling goods. 

	3.3 Set and State Goals:
	
	Excellent; Yes it does this up the top of the home page, Concisely, well done. 

	3.4 Industrious:
	
	Excellent; The site works hard for their products. 

	3.5 The Homepage:
	
	Good; Makes quite good impression of lots of content AKA "one stop shopping place". Not to cluttered. 


There should be some difference in criteria for different groups of websites. Discussion is needed.
5.3: Group 2; Website 1

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.britannica.com
	Excellent; "Britannica iOS apps are a hit with students and teachers" ~ http://www.britannica.com
I phone Smart phone apps.

	2.2 Page weight:
	
	Excellent; not overloaded, 'perfect'. 

	2.3 Disabled catering:
	
	Reasonable; No visible page audio for blind people, It makes some effort for other disabilities such as Autistic people. 

	2.4 Frame identification:
	
	Excellent; Frames clearly labelled. 

	2.5 Page cluttering:
	
	Excellent; No detrimental cluttering. 

	2.6 Page overwhelming nature:
	
	Excellent; No overwhelming nature to any pages I viewed. 

	2.7 Symmetry:
	
	Excellent; The symmetry works for this site as it should for a human eye, taking me to pertinent page links and 'nice' on the eyes. 

	2.8 Colouring:
	
	Excellent; great colouring, no conflicts of text to background or pictures to text. 

	2.9 General usability:
	
	Excellent; I could not make it better ;) I like It. makes for easy navigation and information retrieval, easy to use. 

	3.0 Overall Clarity:
	
	Excellent; 

	3.1 Navigation:
	
	Excellent; 

	3.2 Understands and Meet User’s Expectations:
	
	Excellent; Has clearly shown sub tabs of major categories, things like follow them on Twitter and FB and YouTube show they understand the new generations. 

	3.3 Set and State Goals:
	
	Good; States up the top of the home page “advancing education" which I find apt as that’s why I would visit the site. 

	3.4 Industrious:
	
	Excellent; Works hard with state of the art up to date Website aspects.  

	3.5 The Homepage:
	
	Excellent; Perfectly balanced, not overwhelming, creates an immediate astute feel and first Impression. Well done. 



5.4: Group 2; Website 2

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.acm.org/
	Excellent; mobile access. 

	2.2 Page weight:
	
	Good; Pages are large, but/however the Information seems pertinent and needed. 

	2.3 Disabled catering:
	
	Excellent; A whole tab up the top of the home page easily visible titled "accessibility", therein lies much accessibility information and even allows for feedback!

	2.4 Frame identification:
	
	Good; Frames identified, however the font is small. 

	2.5 Page cluttering:
	
	Good; Not overly cluttered. 

	2.6 Page overwhelming nature:
	
	Good; Not too bad, the homepage could be a little overwhelming to some autistic people. 

	2.7 Symmetry:
	
	Poor; Could be better, much poorer symmetry than britannica.com, far less pleasing general look to It also- out of whack content placements, on many pages the symmetry Is off.  

	2.8 Colouring:
	
	Excellent; no conflicts of text and background pictures or text and background or text with other text, a few font size issues but nothing major. 

	2.9 General usability:
	
	Good; All in all content is not too far or too many clicks deep, plus all the content is relevant and there is lots of it which Is quite easily found. 

	3.0 Overall Clarity:
	
	Good; Good font style, bold and general text use, no picture conflicts with text. 

	3.1 Navigation:
	
	Excellent; Side bar navigation rather than along the top which seems the most prevalent navigation style, some categories pop out to a new window which allows you to continue navigating this busy website. 

	3.2 Understands and Meet User’s Expectations:
	
	Good; It seems to realize what it is there for, providing a lot of content/information. 

	3.3 Set and State Goals:
	
	Excellent; states clearly and concisely immediately up the top of the home page. 

	3.4 Industrious:
	
	Excellent; The site is large with lots of content. 

	3.5 The Homepage:
	
	Good; Not too bad, the homepage could be a little overwhelming to some autistic people.
Makes a good first impression for the type of site that it is- selling information/content, providing lots of options. 



5.5: Group 3; Website 1

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.drudgereport.com/
	Good; Mobile access. 

	2.2 Page weight:
	
	Poor; The font Is big on the home page, too much scrolling for a home page, to  many initial links on the front page. Crap ! 

	2.3 Disabled catering:
	
	Poor; None immediately visible. 

	2.4 Frame identification:
	
	Poor; Poor! All there is is hyperlink text and pictures. 

	2.5 Page cluttering:
	
	Poor; Too much on all pages!

	2.6 Page overwhelming nature:
	
	Poor; Too much content, not enough content distinction differentiation/separation. It's all just the same, to many ads, too much general content. 

	2.7 Symmetry:
	
	Poor; What symmetry? None exists. 

	2.8 Colouring:
	
	Poor; No good use of colour to attract consciousness here, no good use of colour in any way to distinguish anything. 

	2.9 General usability:
	
	Poor; Due to the home page being a mess! I can barely decide what if anything! I want to use or click.. Ha-ha very poor Website. 

	3.0 Overall Clarity:
	
	Poor; I would say reasonable due to the no text background or picture conflicts, but I must say poor due to that terrible homepage with no frame identifications and all the same hyperlinked underlined mono tone text. 

	3.1 Navigation:
	
	Poor; the mono tones text does not even highlight on scroll over! 

	3.2 Understands and Meet User’s Expectations:
	
	Poor; Just poor, terrible Website, I don’t think they understand web development or its users for that matter as it does not cater for anyone special or different, It does not cater to usual web standards even!

	3.3 Set and State Goals:
	
	Poor; no goals visible, no use statements visible. It intro's into the home page with an ad !!! How obnoxious. 

	3.4 Industrious:
	
	Reasonable; It's many cluttered confused links and content do work hard for the website, just by there being so many and so much. 

	3.5 The Homepage:
	
	Poor; Not sure what it Is meant to be advertising! And it is meant to be an advertising based model. 


5.6: Group 3; Website 2

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.northernstar.com.au/
	Good; general mobile access. 

	2.2 Page weight:
	
	Reasonable; Home page is overloaded in my opinion, other pages are quite overloaded with overwhelming content also. 

	2.3 Disabled catering:
	
	Poor; None immediately visible ( no listen to this page), also very none catering for other disabilities from the autistic spectrum disorder, the overwhelming nature the colours of texts… enough to give me a seizure :P

	2.4 Frame identification:
	
	Reasonable; nothing spectacular here, frames should be very well identified for this type of model due to the prevalence of ads cluttering pages. 

	2.5 Page cluttering:
	
	Poor; very cluttered, but It Is an advertising model, so I bit of this is to be expected. 

	2.6 Page overwhelming nature:
	
	Poor; very overwhelming. 

	2.7 Symmetry:
	
	Poor; No great symmetry to any pages. 

	2.8 Colouring:
	
	Reasonable; text to background or pictures conflict is minimum. 

	2.9 General usability:
	
	Reasonable; navigation/content retrieval is fine; information is not too deep as articles appear even on the home page.

	3.0 Overall Clarity:
	
	Reasonable; The cluttering does not bode well for this aspect of evaluation however due to no texts and pictures or background conflict it is reasonably clear. Colour use could be better in regards to text. 

	3.1 Navigation:
	
	Good; navigation meets usual web standards with up top row navigation and sub categories showing on scroll over. 

	3.2 Understands and Meet User’s Expectations:
	
	Good; Has the latest "follow us on" Twitter etc. Gives loads of information/.articles/ tabs/categories which is what one comes to a site like this for. Lots of ads, but it is that type of 'advertising model' so that is apt. 

	3.3 Set and State Goals:
	
	Reasonable; Does not state goals, but the site makes it quite clear what it is for. 

	3.4 Industrious:
	
	Good; The Website works hard giving loads of information and articles and also lots of extra tabs down the bottom creating affinities with other websites/businesses. 

	3.5 The Homepage:
	
	Reasonable; To cluttered and overwhelming and bland. 



5.7: Group 4; Website 1

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.graysonline.com/
	Good; Mobile access. No special apps noted. 

	2.2 Page weight:
	
	Reasonable; Quite heavy home page but not to bad due to much content being hidden into other tabs. Other pages are also heavy, but It is ok for this kind of website. 

	2.3 Disabled catering:
	
	Poor; Nothing visible immediately on the home page, and nothing in the help tab. 

	2.4 Frame identification:
	
	Reasonable; Spacing has gone a long way here along with white space, but the frame Identification fonts are tiny for 'headings'. 

	2.5 Page cluttering:
	
	Reasonable; All pages are quite cluttered with ads contributing In a bad way to this. 

	2.6 Page overwhelming nature:
	
	Reasonable; The pages are very overwhelming, and take time to sort through with not much help from the web design. However it is reasonable for this type of Website. 

	2.7 Symmetry:
	
	Poor; Terrible, no pages symmetrical. 

	2.8 Colouring:
	
	Reasonable; No text to background conflict, some text to picture conflict especially for colour blind or disabled autistic people. 

	2.9 General usability:
	
	Good; It is fine to use, navigation is fine, content Is easily accessible once time Is taken to find what you want. 

	3.0 Overall Clarity:
	
	Reasonable; Only because no text to background conflicts, but the ads are far too overwhelming and large on some pages. 

	3.1 Navigation:
	
	Good; Navigation is fine meeting usual standards. 

	3.2 Understands and Meet User’s Expectations:
	
	Reasonable; No specific user expectations that I can see considered by them, maybe they considered people want a lot of information but that seems just about it. 

	3.3 Set and State Goals:
	
	Poor; None stated. 

	3.4 Industrious:
	
	Good; All the content works hard for the Website to obtain new and retain existing users. However the ads do not work with other aspects to make it more industrious. 

	3.5 The Homepage:
	
	Reasonable; Reasonable, Could be clearer, better aspect ratios of fonts and ads, could be more concise and they could remove the ads from the front page to make it better. 


5.8: Group 4; Website 2

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.quicksales
.com.au/default.aspx
	Good; Mobile access. 

	2.2 Page weight:
	
	Good; Much better than the other Website above in this group. Not overloaded with ads or content. 

	2.3 Disabled catering:
	
	Good; Good colour use, text, white space and other aspects to cater for colour blind people and autistic people, however 

	2.4 Frame identification:
	
	Excellent; The white space goes a long way to help with this, so do the colours used to Identify the main frames. Text also helps by not being overly contrasted and easy on the eyes and not to large but not too small. 

	2.5 Page cluttering:
	
	Good; Pages have a nice weight, a nice aspect ratio, good symmetry and are not at all cluttered.  

	2.6 Page overwhelming nature:
	
	Excellent; not overwhelming, quite perfect for any site, especially this type of model. 

	2.7 Symmetry:
	
	Excellent; The symmetry actually worked with or for my eyes and attention to help me navigate and find content relevant to me or what was not relevant to me. 

	2.8 Colouring:
	
	Excellent; Great colouring schemes, not overwhelming and not conflicting with background or texts. 

	2.9 General usability:
	
	Excellent; I find It easy and clear to use. 

	3.0 Overall Clarity:
	
	Excellent; Everything is set out very well which makes It clear and concise and very easy to find relevant information or content. 

	3.1 Navigation:
	
	Good; Not excellent because I had to click the browser back button to go back to the home page.  

	3.2 Understands and Meet User’s Expectations:
	
	Excellent; Yes. 

	3.3 Set and State Goals:
	
	Excellent; Yes clearly and concisely immediately on the home page up the top. 

	3.4 Industrious:
	
	Good; Everything works well for the website all in all. Even the ads are well placed to work with the site, if I want to view the ad I can if not it’s easy to look past. 

	3.5 The Homepage:
	
	Excellent; All well set out symmetrical, not to heavy or cluttered, good use of colours and texts, conforms to usual standards and the frames are well Identified. 



5.9: Group 5; Website 1

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.zuji.com.au/
	Good; general mobile access. 

	2.2 Page weight:
	
	Good; All pages are reasonably weighted; nothing is overloaded taking excess load times. 

	2.3 Disabled catering:
	
	Reasonable; No special "listen to this page audio" or too much consideration to autistic people. 

	2.4 Frame identification:
	
	Good; All frames well identified. 

	2.5 Page cluttering:
	
	Reasonable; I think some pages could be better white spaced and the use of other aspects could create a less cluttered feel. 

	2.6 Page overwhelming nature:
	
	Good; The home page is a bit overwhelming but not to bad, all other pages are not to large. 

	2.7 Symmetry:
	
	Reasonable; But the colours stuff up your attention so it nulls their symmetry efforts. 

	2.8 Colouring:
	
	Reasonable; This one’s up for debate due to different peoples colour preferences, but some light colours could cause problems for colour blind people such as light blue with white background, not sure. No text to background conflicts though. 

	2.9 General usability:
	
	Good; Not over deep clicks to get to content, all accessible quite quickly. 

	3.0 Overall Clarity:
	
	Reasonable; Not too bad. May encounter problems if you’re disabled, depending on what is your disability- probably only major disabilities will have problems. 

	3.1 Navigation:
	
	Good; Scroll over highlighting, usual top row tab order formatting. 

	3.2 Understands and Meet User’s Expectations:
	
	Good; Yes meets my expectation to be able to book a flight, but does not seem to understand that i may be disabled. 

	3.3 Set and State Goals:
	
	Poor; None immediately visible, even though it is kind of obvious. 

	3.4 Industrious:
	
	Good; Works hard to sell flights. Which is fine for this fee-for-transaction model. 

	3.5 The Homepage:
	
	Poor; Far to cluttered, no goal statements, overwhelming colour and frame identification use, It confuses me a little, im not sure if what I need is in another tab through navigation or on the front page. Takes a long time to load the pages off of the homepage. 


6.0: Group 5; Website 2

	Criterion:
	Website: 
	Comments: 

	2.1 Mobile access; M-commerce:
	http://www.hotels.com/
	Good; Mobile access.

	2.2 Page weight:
	
	Good; 

	2.3 Disabled catering:
	
	Reasonable; No special audio "listen to the page". 

	2.4 Frame identification:
	
	Excellent; Clearly labelled with appropriate size text and colour scheme. 

	2.5 Page cluttering:
	
	Good; Not overly cluttered. 

	2.6 Page overwhelming nature:
	
	Good; Not overwhelming, quite easy going. 

	2.7 Symmetry:
	
	Good; Not bad, Its clear effort has been made where possible. 

	2.8 Colouring:
	
	Excellent; very good colour scheming. No text to pictures or text to background conflicts what so ever. Colour blind people catered for I think. 

	2.9 General usability:
	
	Excellent; Easy to find, most of the sites utility is on the Immediate home page. 

	3.0 Overall Clarity:
	
	Excellent; Size of font Is great not so small, colours work well and text is clear with no conflicts.

	3.1 Navigation:
	
	Good; Slightly small oblong navigation. Small font, oblong as in where it is located to the far right of the home page up the top row tab order style. 

	3.2 Understands and Meet User’s Expectations:
	
	Good; Fair go at meeting my expectations, all I wanted is an easy to use website. 

	3.3 Set and State Goals:
	
	Reasonable; All it says is "book online or call" leaving ones assumption at play. 

	3.4 Industrious:
	
	Good; Feedback feature makes it more industrious. Such other things also help for Instance labelling prices so you do not have to look for them and that prices are in Australian dollars. Extra features also help here such as the ability to call them from skype and being able to check hotel prices world wide. 

	3.5 The Homepage:
	
	Good; Creates a good first impression with its symmetry attempts and frame identifications/ separations.  The hotels search is immediately visible and bolded which helps reveal site purposes and allows for ease of use. 


Part3: Cross group analysis & Concluding:
7.0 Cross group analysis and differentiation:

We can see that this area is hard to define
, as some of these sites namely > http://www.drudgereport.com/ are terrible designs for any model or group type. Similarly yet to the polar opposite some of these Website designs namely > http://www.britannica.com could be used for other model types due to their superior design and mouldable nature. 

Finally in contrast however, sites such as the design of > http://au.gateway.com/gw/en/AU/content/home, could not be used In other model types such as namely the advertising of fee for transaction model types as this design would Interfere with those model types and totally ruin the original slim sleek design of gateway.com which is clearly targeted at more astute computer people rather than your average bargain shopper who may use an advertising site model such as >http://www.graysonline.com/. 

8.0 Conclusion & Recommendations:

In conclusion we can see that even many well established web sites can not always get great deisgns to the world wide web, and that setting criteria such as the15 criterion set in this report can go a long way to achieving a 'winning' web designs for ones E-commerce Website. Setting specific web design criterion can obviously help to improve existing Websites as well. 
We can also take that some Website designs are so well done that they allow for cross E-commerce model use, yet in contrast some are so poorly designed they do not even cater for their own goals or customers. 
It’s recommended similar and perhaps even more extensive criterion be used to pre-evaluate an E-commerce Website BEFORE placing it online.
It can be seen that this report could easily be expanded to cover more web design aspects, therefore It is recommended if unsatisfied or details pertinent to the reader are left out that not only the references are fully searched but extra Independent research be undertaken. 
Conclusion should be specific for the evaluation, and recommendation should be specific for evaluated sites.
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�use website name to provide specific information


�You can delete such details to reduce the number of words. This paragraph can be shortened, for example, “This is a report for Mr Gao, manager of Business X. In this report 10 e-commerce websites are evaluated with 15 criteria, which are determined by the author based on principles and guidelines for effective e-commerce websites.”
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�These details should not be included in the Abstract. The criteria should be classified.


�Grammar and meaning?


�Some websites are used by few disabled.


�Use widely accepted citation style.


�You should associate the reference with determination of criteria.


�You should explain the logical relationship


�Difficult to understand


�Paragraph, puinctuation


�You should explicitly define your criterion, such as ‘mobile phone version of a website’


�Use widely accepted term, such as loading speed.


You should also determine a method to assess loading speed, for example the average loading time of home page, page of search result and page of checking-out is the measurement for loading speed. When the average is 3 seconds or fewer, the site is scored 10, and when the average is 10 seconds or more the score is 1. … You should describe your browsing condition such as internet connection, browser, time in a day, etc.


�repetitive


�compare the 2 sites in the same group side-by-side


�provide factual materials to explain the meaning of ‘good’


�Because of the difference in revenue models, evaluation criteria may be different. For example, some students include ‘after sale service’ as a criterion for sites selling products. However, this criterion is not appropriate for a site such as a newspaper (for example NorthernStar).


�This is a book chapter


�We include such information in the study materials for purchase convenience.


�Use widely accepted style.
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