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Executive Summary

This report summarizes information pertaining to usability tests on the Starbucks.com. We
mainly focused on the card management feature, and conduct a thorough test. We recruited
six subjects in total, all of whom had limited experience in the use of the Starbucks website.
Users were first asked to fill out a pre-test questionnaire, and then tried to perform several
tasks. Finally, we had a post-test debriefing discussing the overall experience of this test.
We had several group meetings discussing our main findings and recommendations:
Finding 1: The position and style of “Add A Card” button makes it difficult for users to
recognize
Finding 2: People have different understanding of “Transfer To” and “Transfer From”
button, they will not read the instructional texts either, thus many users will make mistakes
when choosing the correct transfer button.
Finding 3: While people seldom make mistake on preview page, it could be redesigned to be
more intuitive
Finding 4: It makes no sense to express the deleting a card function in two ways.
Finding 5: It’s difficult to find the field for changing transfer value.
Among all the findings, we think finding 5 should be of the highest priority since it affects
people balance directly. The finding 2 is of the second highest priority, because making it
intuitive to transfer money not only helps improve user experience greatly, but also help to
build the brand of “Gift Card”. Finding 4 will come next since redesigning the deleting
function is also helpful for brand recognition. Finding 1 and finding 4 are also important, but
from our test result, people will figure out how to add a card and what it meant on the
preview page without any help, so these two findings are of the the least priority.
We believe these main findings and recommendations will help to improve the overall
experience greatly and reduce mistakes when users transfer funds, thus make Starbucks more
profitable in the long run.
In the future research, more users will be recruited to test the “transferring funds” feature.
Meanwhile, other features such as “add a card” “reload a card” “unsubscribe/remove card” in
the card management section will also be evaluated.
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Test Design

1. Introduce the team
2. Pre Test Screener (3 minutes)
• Ask the participants general background questions and determine whether he is fit as
a participant.
• If the participants are eligible to take part in the test, then ask them to review and sign
a form giving permissions to record during the test.
• If participants are not eligible, thank them for their time and provide any
compensation decided.
3. Introduction to the test (5 minutes)
• Give an overview of the test
• Purpose of the test.
• Explain the Rooms configurations and systems used in the test.
• Thinking out loud.
• Tasks the participants have to complete.
4. Performing the task (15 minutes)
• The participant will perform the tasks.
5. Post Test Debriefing (3 minutes)
• Ask participants to fill the post test questionnaire.
• Discuss any problems that the participant faced while testing.
• Discuss feedback or suggestions.
Thank participant for their time and provide compensation.
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Task List

Task 1:
Add the Monkey card for yourself, and then add the Colored card for your friend
Task 2:
Transfer $10 dollars from the Monkey card to the Colored card
Task 3:
Delete these two cards from your account.
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Results

Objective 1: How easily can users navigate to the card dashboard?
• 6/6 participants navigated easily
Objective 2: Does having “Add a card” feature at the left top make sense?
• 2/6 participants thought it was ok, they found the button without any difficulties
• 3/6 participants encountered some difficulties looking for it when trying to add the
second card, but they could solve the problems by themselves
• 1/6 participant couldn’t find it, he asked for help
Objective 3: Do users read the long instruction texts?
• 1/6 participant read the text a little bit
• 5/6 participant didn’t read the text
Objective 4: Can users choose the correct transfer button when transferring funds?
• 2/6 participants could find the correct button at the first time
• 4/6 participants selected the wrong button at the first time
Objective 5: Will users be confused about the “preview my transfer” button when
transferring funds?
• 6/6 participants figured out they should click “Preview My Transfer” button to
proceed
Objective 6: Can users distinguish the difference between “unregister this card” and
“remove this card”?
• 1/6 participants figured out the difference once he finished the tasks
• 5/6 participants didn’t know the difference
Objective 7: Are users satisfied with the experience of managing a card on the
Starbucks website?
• 1/6 participant is quite satisfied, he said the design is straightforward
• 2/6 participant didn’t have a strong opinion,
• 3/6 participants are not satisfied
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Findings and recommendations
Finding 1: The position and style of “Add A Card” button makes it difficult for users to
recognize
While the main navigation is not used frequently, the two tabs “Dashboard” and “Cards” are
somewhat useful. It’s good to place the “Add a card” button on the “Dashboard” because
once people login in, they can add their cards immediately. Users are redirected to “Cards”
tab automatically after adding their cards in “Dashboard”, which made it easy for users to see
all the operations they can do to their cards.
However, after adding a new card, the original “Add a card” button in “Dashboard” was
replaced by “Reload Card” button. Some people remembered where they added the first card,
they would return the “Dashboard” to add the second card, but they were frustrated when
finding out there was no “Add a card” button any more.
In the “Card” tab, while 2 participants found “Add a card” button easily, most participants
had problems looking for it.
When giving the task of “Adding another card to your account”, most users prefer to look for
it at the left column which was filled with operation options. The second choice for them was
going back to Dashboard where they added their first card, but as mentioned above, once
they’ve add the first card, the system will replace the “Add a card” button in Dashboard with
“Reload card”. Participants got anxious as soon as they couldn’t find the desired button, and
would begin to click around and try their luck. Although most participants did not spend a lot
of time looking for the button, one participant finally gave up after trying everything he could
and asked moderator for help.
Relative objective:
• How easily can users navigate to the card dashboard?
• Does having “Add a card” feature at the left top make sense?
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Figure 1: “Add a card” button is at the the left top

Figure 2: once people log in, they’ll be in the Dashboard page where they can see
“Add a card” button.

Figure 3: “Add a card” button is replaced by “Reload card” after a card is added

7

Starbucks.com Evaluation Report

8

Recommendation:
We suggest redesigning the “Add a card” button to make it more salient in “Card” tab, such
as repositioning the button to somewhere in the left column, or changing its color to make it
more findable. We also assume that the rectangle out of the button makes it similar to other
gift cards, so people will have difficulty noticing there’s a clickable button here, thus
changing the shape might also be helpful.
For the Dashboard tab, we suggest keeping the “Add a card” button instead of replacing it
with another one, while ideally if users can find out how to add a card in the “Card” tab, they
don’t need to come back to Dashboard. Keeping it on the same page would still ensure
consistency so that people won’t think that different pages have different features.
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Finding 2: People have different understanding of “Transfer To” and “Transfer From”
button, they will not read the instructional texts either, thus many users will make
mistakes when choosing the correct transfer button.
In our test, only one participant read the instruction texts when transferring funds, and he just
had a quick glance, no further reading. Other participants proceeded on when they
encountered rich texts, however, they would come back and have a quick look at the texts
when they had problems. Thus, While Starbucks made it clear what does it actually mean by
“Transfer To’ and “Transfer From” in the text, most people will not read it.
Most participants are also confused with “Transfer To” and “Transfer From”, they thought
“Transfer To” means “transfer money from this card to another one”, thus when they were
going to give money to their friends, they chose “Transfer To” button. The design of the two
transferring buttons does not show the direction of money flow.
We also found out that the 2 participants who did it right at the first time are both from
English-speaking country. All 3 participants whose native languages are not English failed at
the first time. It’s possible that education or cultural background may have some influence on
peoples’ understanding of “transfer from” and “transfer to”.
Relative objective:
• Do users read the long instruction texts?
• Can users choose the correct transfer button when transferring funds?

Figure 4: Starbucks describes clearly how they define “Transfer to” and “Transfer from”
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Figure 5: Different people will have different understanding of the two buttons

Figure 6: The texts “Transfer funds from this card” and “To this card” in the tabs are so weak
to serve as cues to tell users whether they have chosen the correct button.
Recommendation:
We suggest using a more intuitive way to show the directions of money flow, such as using
arrows, instead of describing it as “transfer to” or “transfer from”. Also allow users to change
the transfer directions whenever they want, so that they don’t need to go back and select
another button when they change their mind. Use only one button named “transfer” to
activate the transfer action.
Longs instruction texts are actually not needed if the design is in consistent with users’
mental model, but having instruction texts on web pages does no harm. That said, the
instruction texts on Starbuck.com still need improvement to make them more concise and
express the main ideas briefly so that users won’t be scared by the long sentences. Some texts
such as “The first thing you need to do …”, “Next, tell us …” should be reworded.
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Finding 3: While people seldom make mistake on preview page, it could be redesigned
to be more intuitive
In “Preview My Transfer” page, there’s actually no other buttons users could click, thus no
participant had issues with the “Preview My Transfer” button. However, some participants
hesitated before clicking it, they claimed that they were actually expecting a “Next” button
instead of “Preview” in this step.
Two participants also critiqued the next page, where there was an equation for the “current
balance”, “total transfer” and “balance after transfer”, while most participants just ignored
this equation, these two participants spent sometime to understand how this equation matched
the balance between two cards, both of them claimed that this equation is too confusing to
read and they had no idea why there was a equation here.
Relative objective 5:
Will users be confused about the “preview my transfer” button when transferring funds?

Figure 7: Users won’t miss the only button on this page, but it does not mean the button is
appropriate here
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Figure 8: The equation makes no sense

Recommendation:
Although most people just ignored these two problems, and even for those who paid attention
to these two problems, they could still proceed on successfully, they still create negative
feelings from users’ perspective. On the “Preview My Transfer” page, we suggest redesign
the page to make it mainly used for changing transfer values (the value field issues will be
stated in the following paragraphs), use a “Next” button for users to proceed. The equation
page could be redesigned to for users to preview the transfer, which is the main purpose of
this equation. Use a more intuitive way to show the transfer result such the card picture and
transfer values, instead of “Total Balance”, “Current Balance” and “Balance After Transfer”.
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Finding 4: It makes no sense to express the deleting a card function in two ways.
All the participants could successfully finish the task (delete the two cards from the account),
but most of them would hesitate before moving on, one participant spent quite a lot of time
before he clicked “Unregister” button. Except for the only participant who figured out the
difference between “unregister” and “remove”, every other participant claimed that the
difference between “Unregister” and “Remove” should be specified.
One participant said that this is only a wording issue, but we think it should be solved on a
more general level because the difference between “Unregister” and “Remove” is the reason
why these cards are named “gift card”. To add a card for yourself, you need both the card
number and its CSC code, which is normally hided, of course you can use this card for any
reason, since it is yours. However, to add a card for your friend, you only need the card
number without the CSC code, you can’t use this card for your personal use, the only
operation you can do is to give money to this card, just like you give money to your friends
which can only be used to buy coffee from Starbucks. Starbucks differentiated these two kind
of cards by using the word “register”, only the cards added for yourself is “registered”.
Also, a card registered to your account could be used by mobile app to purchase Starbucks
products and you don’t even need a physical card.
These two reasons are why when you want to delete these two cards from your account,
you’ll see two different expressions.
Based on our test result, this design actually messed things up, people get more confused of
this online application in the last step.
Relative objective 6:
•

Can users distinguish the difference between “unregister this card” and “remove this card”?
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Figure 9: “Unregister Card” button appear when the card is added to yourself

Figure 10: “Remove Card” button appear when the card is added to friends
Recommendation:
Currently these two kinds of cards are listed one by one at the top, the first thing we suggest
to do is to separate them so that people could figure out there are actually some differences
between them. The could be some simple texts describing the different use for these two
cards, especially for the friend’s one, so that the core value of “gift card” could be expressed.
The two options for “Unregister Card” – “Please unregister this card” and “Please remove
this card from my card library as well” - should just be deleted, because after people
unregister the card, there is actually little chance they will still keep it in his account as a gift
card which they can not use, separating the remove action into two steps makes no sense.
After dealing with the “unregister card” action, it’s safe to uniform these two buttons as one,
such “Delete Card” or “Remove Card”.

Figure 11: There are two check boxes when unregistering card
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Finding 5: It’s difficult to find the field for changing transfer value.
While not included in our test objectives, we did find some participants did not notice the
option to select the amount to transfer from one card to another. The system set a default
amount to transfer without providing a prompt to let users choose a value, the value field is
also in grey color at the bottom of the page, which is quite unnoticeable. Some participants
did not realize they are expected to enter transfer value on this page and proceeded on with
“Preview My Transfer”, as a result they transferred the default amount of money.
Relative objective: none

Figure 12: The value field is at the left bottom, making it difficult to find it
Recommendation:
Money is sensitive when being transferred online, although most participants didn’t have
such a problem, we still assume this design will impact the user experience greatly. The value
field should be placed in a more noticeable position, the default amount set by the system
should be deleted, the color of the field may also be changed to make it more salient. Finally,
they system should also send an alert to users when they enter some unexpected value.
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Appendix
Participant Profile

Participant

Gender

Age

Profession

Internet experience

Familiarity

1
2
3
4
5
6

M
M
M
M
M
M

33
30
29
23
23
24

IT
Health Care
IT
Student
Student
Game Developer

High
High
High
High
High
High

Low
Low
Low
Low
Low
Low

Appendix
Task completion
Participant

Time on task

Success rate

Error

Prompting needed

1
2
3
4
5
6

9mins
13mins
7mins
15mins
8mins
6mins

All success
All success
All success
Fail the first task
All success
All success

1
3
3
8
1
1

1
3
3
5
2
0

Appendix
System Usability Scale (SUS)
On a scale of 1 - 5, 1 being “Strongly Disagree” and 5 being “Strongly Agree”
1. I think that I would like to use this system frequently.
2. I found the system unnecessarily complex.
3. I thought the system was easy to use.
4. I think that I would need the support of a technical person to be able to use this
system.
5. I found the various functions in this system were well integrated.
6. I thought there was too much inconsistency in this system.
7. I would imagine that most people would learn to use this system very quickly.
8. I found the system very cumbersome to use.
9. I felt very confident using the system.
10. I needed to learn a lot of things before I could get going with this system.
Original Data:
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Participant

Q1

Q2

Q3

Q4

Q5

Q6

Q7

Q8

Q9

Q10

1

1

3

1

1

1

2

2

3

2

1

2

1

3

2

1

2

1

1

3

3

1

3

2

3

1

1

3

2

2

3

3

2

4

1

3

1

1

2

2

2

1

3

2

5

1

4

1

1

3

4

2

4

1

2

6

3

1

4

1

4

1

4

1

4

1

Q7 Q8

Q9

Q10

Sum

*2.5

> 68

Processed Data:
Participant

Q1

Q2 Q3

Q4 Q5 Q6

1

0

2

0

4

0

3

1

2

1

4

17

42.5

No

2

0

2

1

4

1

4

0

2

2

4

20

50

No

3

1

2

0

4

2

3

1

2

2

3

20

50

No

4

0

2

0

4

1

3

1

4

2

3

20

50

No

5

0

1

0

4

2

1

1

1

0

3

13

32.5

No

6

2

4

3

4

3

4

3

4

3

4

34

85

Yes

Calculation Method:
•
•
•
•

For odd items: subtract one from the user response.
For even-numbered items: subtract the user responses from 5
This scales all values from 0 to 4 (with four being the most positive response).
Add up the converted responses for each user and multiply that total by 2.5. This converts the
range of possible values from 0 to 100 instead of from 0 to 40.

5/6 participants rated the system under 68, which means the usability score of the system is
below average.

