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The purpose of testing the usability of HumanCapitalMedia.com was to 
guide the proper branding and redesign the Human Capital Media website.

The team developed personas to represent the diverse audiences who 
would use HumanCapitalMedia.com as a resource, namely readers and 
advertisers. Anticipating the audiences’ needs and referring to the expertise 
of the various departments within Human Capital Media, the following ques-
tions were posed:

1. What design and layout will best convey to the user the Human 
Capital Media brand and mission?

2. How should content be arranged in order to achieve the same?
3. What is currently being communicated well that we want to contin-

ue?
4. What holes are present in our current efforts in the redesign? 

Usability testing took place during the month of October, during which time 
successes and missteps were discovered. Below are the affirmation and 
recommendations based on the findings.

Affirmations
Keep navigation organization as finalized by Kasey.
Label separate contact forms.
Twitter and other social medias are accessible. 
Resource Center/ Resource Library is the industry term that we can suc-
cessfully use.
Keep the “Reader” and the “Client” side of the site.

Recommendations
Make explanation for MediaTec Publishing corporate identity.
Provide editorial content.
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Remove tagline from logo.
Review innovative features. 
Make updates to events content. 
Make MediaKits its own option in the submenu under “What We Do” and 
“Contact Us” on both sides of the site.
Add subscription options.
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Introduction

In the beginning of September, 3Points Communications, a public and 
media relations firm, met with the entire Human Capital Media staff to help 
realign the branding of the company. The notes collected from that meeting 
helped identify the Human Capital Media audience and what that audience 
is seeking from Human Capital Media.

Now that we have a unified concept of how departments work together and 
whom those departments are trying to serve, redesigning the current and 
not-so-very user friendly HumanCapitalMedia.com is a priority. 

Objectives
Human Capital Media’s goal is to communicate the brand to an online au-
dience, giving their readers and advertisers a place to go for defining infor-
mation—information about the company, about the magazines, about the 
various content we produce, and about our advertising opportunities. 

Based on the information provided by 3Points Communication and the 
various departments of Human Capital Media, I aimed to the discover the 
following: 

• What layout will best communicate information and associate 
information to the audience?

• How do departments view their own content and how does 
their audience view that content?

• What branding does the target audience already identify with? 

• How much does the audience already know? How much do 
they correctly assume?
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• What terms are industry-standard and what needs to be 
re-purposed for better communication? 

• Are the users able to recognize content and identify them-
selves correctly?

• Is the user able to find content they are looking for? Is the user 
able to identify content they were not originally looking for?

The Tests
In order to answer these questions, I outlined four usability tests. The us-
ability testing on HumanCapitalMedia.com was completed in October 2014, 
following the Usability Testing Plan for HumanCapitalMedia.com. The project 
was completed ahead of schedule, but did not complete the prototyping and 
wireframe testing; the director of the design department made the decisions 
about these items executively. The other three tests, however, were execut-
ed. Those tests were:

1. Arrange Content on the New Website.
Human Capital Media’s publications, Chief Learning Officer, Talent Man-
agement, Diversity Executive and Workforce may collectively brag of having 
the largest readership in the human resources industry. Original articles, 
research and events are just a few of the reasons readers and advertisers 
would seek out HCM.

With such a variety of content, the way that content is laid out is very import-
ant for HumanCapitalMedia.com, and it’ll be a company-wide, cross-depart-
ment effort to organize it correctly.
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2. Exit Usability Test for the Current Site.
Just because the current site is not working right now, does not mean there 
is not some quality there. By doing an exit usability test on the current site, 
the web and content teams can extract what connects and confuses the 
audience.

3. In-Progress Usability Testing for Staging Site.
Performing usability tests on the HumanCapitalMedia.com staging site will 
help the team gauge progress and the success of the initial efforts.

Report Structure
This report includes the following sections:

• Methodology outlines the usability test and how it was execut-
ed.

• Findings analyze the results of the usability testing, noted pat-
terns and outliers.

• Conclusions and Recommendations explains the results of the 
tests, delivers recommendations and suggests future usability 
tests.

• The Appendix contains information that assisted the usability 
testing. Those resources include:

• The Usability Testing Plan is the outline that the 
usability tests followed and attempted to execute. Be 
mindful that some things changed during the execu-
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• Result sheets are the actual notes taken during the 
usability tests in their typed yet un-tampered forms. I 
have extracted the more interesting and telling notes 
from these sheets to present my findings, but I did not 
use all these notes in my report.
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Methodology

In the methodology section, I’ll expand on the timeframe, participants, ratio-
nal and record keeping as they relate to my three usability tests.

Arrange Content on the New Website.

Testing Overview
This test was addressing the questions: “How should content be organized 
on the site so that users can find information?” 

I conducted a card sorting with five Human Capital Media employees to 
determine the appropriate arrangement of HumanCapitalMedia.com naviga-
tion and sitemap. We started with a set of suggested cards, but cards were 
disregarded and new cards where just as quickly created.

Testing took anywhere between 30 minutes to an hour and built upon the 
final card sort of the previous participant. 

We used large note sheets with the menu options written on post-it notes. 
The post-it notes allowed for easy re-arrangement that we were able to keep 
in place for the next participant. 

Participants
I chose five Human Capital Media employees to participate in the card 
sorting based on their experience with the content. Because this test was 
a collaborative effort, I started with lower-ranking employees and moved 
up to the higher-ranking employees. This allowed ideas to be explored and 
fleshed out without rank being pulled.
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Participant Details About Participant
Tiffany R. • Millennial, Female

• Marketing
• Interested in communicating events 
• Worked @ Human Capital Media for 2 years

Dillon G. • Millennial, Male
• Audience Development 
• Interested in communicating the details of 

the magazine subscriptions and the layout of 
the MediaKits

• Worked @ Human Capital Media for 1 year
Clint C. • Middle-Aged, Male

• Sales, Publishing
• Interested in the client side of the side
• Worked @ Human Capital Media for 8 years

Kasey C. • Middle-Aged, Female
• Technology, Production
• Interested in the overall branding of the site
• Worked @ Human Capital Media for 10 

years
Matt P. • Middle-Aged, Male

• Editorial
• Interested in the reader side of the site
• Worked @ Human Capital Media for 6 years

Descriptions of Scenarios
Participants were asked to review the established navigation and to make 
editions. This was a closed, collaborative card sorting. Participants reviewed 
the final product of the previous participants and were asked to agree, dis-
agree and make changes. These reactions were recorded and kept for later 
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review. 

The test was executed thusly so to end with the most relevant organization.

Testing followed this procedure:

1. Have participants in closed room. 
2. Give them the card sort and ask this to review it. 
3. Ask them to narrate their thought process, giving you insight into 

what they are thinking when they arrange content—prompt them to 
answer what they agree with and what they disagree with.

4. Using the Card Sorting Note Template, record the participant’s 
arguments for later reference. 

Exit Usability Test for the Current Site.

Testing Overview
This test was addressing the questions: “What value does the current site 
have that we need to keep for the redesign?” To explore the question, I gave 
a pre-survey, a task-oriented usability test and a post-survey to five partici-
pants 

The surveys were orally given and reviewed, and the tasks for the usability 
test were given one at a time, encouraging the participant to think-aloud.

Testing took between 20 and 40 minutes.

I use the same surveys and tasks with the participants reviewing the current 
site and the staging site so to better compare functionality.  No one partici-
pated in both usability tests.
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Participants
I chose four newer Human Capital Media employees to participate in this 
usability test because they are familiar with the company but not as familiar 
with the content or the website. I also had one non-employee review the 
site.

Participant Details About Participant
Andrea W. • Millennial, Female

• Recruiting
• Interested in events, sales and branding
• Worked @ Human Capital Media for 10 

months
Susan S. • Middle-Aged Female

• Editorial
• Interested in magazine recognition by read-

ers 
• Worked @ Human Capital Media for 6 

months
Tom H. • Middle-Aged Male

• Research
• Interested in client services, research
• Worked @ Human Capital Media for 3 

months
Kandance W. • Millennial, Female

• Events
• Interested in the promotion of events and 

videos
• Worked @ Human Capital Media for 1 year
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Miles J. • Middle-Aged, Male
• Management
• Interested in the reader content and brand 

identity
• Not an employee of Human Capital Media; 

management at current company for 3 years

Descriptions of Scenarios

 Participants were asked to identify expectation of the Human Capital 
Media site, to give first impressions of the site, to complete five tasks, and to 
give post-task impressions of the site.

Usability Question Reason for Asking
Human Capital Media is a publishing 
group that publishes human resource 
magazines and related content. What do 
you expect to find on that website?

To determine initial impres-
sion.

Before you became more familiar with 
the brand, what did you want to know 
about Human Capital Media?

To determine familiarity with 
Human Capital Media and 
its publications.

Would you identify as a reader or an 
advertiser of Human Capital Media?

To determine the ideal audi-
ence.

Take a look at HumanCapitalMedia.com 
and tell me your overall impression? Do 
you like the design? Does the design tell 
you know what kind of company HCM 
is?

To determine first impres-
sion of layout and brand.
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What publications does Human Capital 
Media produce? 

To determine how easily it 
is to identify the magazine 
brands within the Human 
Capital Media umbrel-
la-brand.

You are interested in attending a webi-
nar. Find out the details for a webinar 
sponsored by HCM or one of its publica-
tions. 

To determine how easily it 
is find and identify event 
information.

You are an advertiser. Who do you con-
tact for a MediaKit? 

To determine how easy it is 
to find advertising materials.

Download a white paper about mobile 
learning in the workplace. 

To determine whether or not 
“Resource Center” or “Re-
source Library” are terms 
the user recognizes. 

What is Human Capital Media’s Twitter 
handle? 

To determine whether or not 
the user can connect with 
Human Capital Media via 
social media.

What is your impression of Human Cap-
ital Media now that you’ve completed 
these tasks?

To determine whether or not 
what the exit-impression is 
of the site.

What absent information would you like 
to see?

To determine what improve-
ments need to be made that 
were not addressed with the 
tasks.

On a scale from 1 to 5, how well does 
HumanCapitalMedia.com establish their 
brand? Why do you answer that way?

To determine final impres-
sion of the site with an 
explanation of why.
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Testing followed this procedure:

1. Survey the participant to gauge their current knowledge and expec-
tation of HumcanCapitalMedia.com.

2. Read them the usability test instruction, description of how the test 
will go, and what is expected of them (thinking aloud); allow for any 
questions.

3. Read them the tasks one at a time, prompting them to talk, explain 
themselves and address any interesting points you notice during 
their execution. 

4. Once they are finished with the test, review their final opinion of the 
site.

5. Take notes throughout using the Usability Notes Template. 

In-Progress Usability Testing for Staging 
Site.

Testing Overview
This test was addressing the questions: “Are we reaching the audience we 
defined in the company meeting? Are we providing them with the content 
that need?” To explore these questions, I gave a pre-survey, a task-oriented 
usability test and a post-survey to five participants. 

The surveys were orally given and reviewed and the tasks for the usability 
test were given one at a time, encouraging the participant to think-aloud.

Testing took between 20 and 40 minutes.

I use the same surveys and tasks with the participants reviewing the current 
site and the staging site so to better compare functionality.  No one partici-
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pated in both usability tests.

Participants
I chose four seasoned Human Capital Media employees to participate in this 
usability test because they are familiar with the company and with the con-
tent on the website, giving their review a Heuristic authority. I also had one 
non-employee review the site.

Participant Details About Participant
Bri W. • Middle-Aged, Female

• Department Head
• Interested in content and branding
• Not an employee of Human Capital Media; 

management at current company for 1 year
Grace C. • Middle-Aged, Female

• Research
• Interested in content and research 
• Worked @ Human Capital Media for 3 years

Jim T. • Middle-Aged, Male
• Editorial
• Interested in editorial content, branding and 

journalistic integrity 
• Worked @ Human Capital Media for 2 years 

(on Workforce magazine staff for 6 years)
Kathy S. • Millennial, Female

• Production
• Interested in the overall branding of the site
• Worked @ Human Capital Media for 1 years
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Kyle F. • Middle-Aged, Male
• Events, Sales
• Interested in the event side of site and event 

sponsorships
• Worked @ Human Capital Media for 9 years

Descriptions of Scenarios

Participants were asked to identify expectation of the Human Capital Media 
site, to give first impressions of the site, to complete five tasks, and to give 
post-task impressions of the site.

Usability Question Reason for Asking
Human Capital Media is a publishing 
group that publishes human resource 
magazines and related content. What do 
you expect to find on that website?

To determine initial impres-
sion.

Before you became more familiar with 
the brand, what did you want to know 
about Human Capital Media?

To determine familiarity with 
Human Capital Media and 
its publications.

Would you identify as a reader or an 
advertiser of Human Capital Media?

To determine the ideal audi-
ence.

Take a look at HumanCapitalMedia.com 
and tell me your overall impression? Do 
you like the design? Does the design tell 
you know what kind of company HCM 
is?

To determine first impres-
sion of layout and brand.
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What publications does Human Capital 
Media produce? 

To determine how easily it 
is to identify the magazine 
brands within the Human 
Capital Media umbrel-
la-brand.

You are interested in attending a webi-
nar. Find out the details for a webinar 
sponsored by HCM or one of its publica-
tions. 

To determine how easily it 
is find and identify event 
information.

You are an advertiser. Who do you con-
tact for a MediaKit? 

To determine how easy it is 
to find advertising materials.

Download a white paper about mobile 
learning in the workplace. 

To determine whether or not 
“Resource Center” or “Re-
source Library” are terms 
the user recognizes. 

What is Human Capital Media’s Twitter 
handle? 

To determine whether or not 
the user can connect with 
Human Capital Media via 
social media.

What is your impression of Human Cap-
ital Media now that you’ve completed 
these tasks?

To determine whether or not 
what the exit-impression is 
of the site.

What absent information would you like 
to see?

To determine what improve-
ments need to be made that 
were not addressed with the 
tasks.

On a scale from 1 to 5, how well does 
HumanCapitalMedia.com establish their 
brand? Why do you answer that way?

To determine final impres-
sion of the site with an 
explanation of why.
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Testing followed this procedure:
1. Survey the participant to gauge their current knowledge and expec-

tation of HumcanCapitalMedia.com.
2. Read them the usability test instruction, description of how the test 

will go, and what is expected of them (thinking aloud); allow for any 
questions.

3. Read them the tasks one at a time, prompting them to talk, explain 
themselves and address any interesting points you notice during 
their execution. 

4. Once they are finished with the test, review their final opinion of the 
site.

5. Take notes throughout using the Usability Notes Template. 
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Arrange Content on the New Website.
The card sorting exercise was a collaborative effort that builds with every 
participant. The first participant took the list of topics and sorted them, the 
second participant reviewed the first soring, making modifications, the third 
modified the second participant’s card sort, and so on. Because this is how I 
structured the card sorting exercise, I will present the finding one participant 
at a time in the order that each participant was tested.

Tiffany R. 
Tiffany is in the Human Capital Media 
marketing department, working closely with 
research, events and production. She likes 
the top-level navigation that we pre-set and 
wants to keep things very simple: “I like the 
idea of not having a lot of menu options. 
There will be fewer pages to keep updated 
and the user won’t feel over loaded with op-
tions that feel like they are doing the same 
thing.”

She believes the “Events” could be better 
developed, since each of the magazines 
have several different types of events, but she does not create any new 
menu items.

Dillon G.
Dillon works with audience development, and he agrees with Tiffany’s praise 
of the straightforward top-level navigation. At first, we debated if “Maga-
zines” should be top-level, but ultimately decided it was good where it was: 

Findings
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“We are a magazine company. I think you could 
very easily put the magazines under ‘Who We 
Are’ or ‘What We Do,’ but maybe the fact that it 
could be placed under either one just defends 
the fact that it needs to be its own item in the 
main navigation.”

Having worked more closely with the sales 
team in the last few months, he doesn’t agree 
that sales information fits nicely with reader in-
formation and suggests a separate channel for 
advertisers.  Dillon builds out an “Advertiser” 
side for the side and doesn’t change anything 
on the “Reader” side.

Clint C.
Clint also likes the newer navigation, stating his affection by referencing the 
shortfalls of the existing HumanCapitalMedia.com: “The current HCM.com 
site has everything we do as the navigation, but doesn’t reveal who we are. 

I like that all the 
things a user 
would be inter-
ested in is right 
there in the main 
navigation, and 
then you can get 
deeper into that 
by going down.”

Coming from the 
sale department, 
Clint readily 
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agrees with Dillon’s assessment that there be two sides of the site. Howev-
er, he disagrees with Dillon’s arrangement and scraps most of the items list-
ed, which was based on existing HumanCapitalMedia.com. “We have these 
great media kits that we take with us on sales calls and give to the clients,” 
Clint explained. “The ‘What We Do’ should reflect that, so make that drop-
down look like the media kits.”

Kasey C. 
Though in agreement with having two sides to the site and the MediaKit 
structure introduced by Clint, Kasey did not like how detailed the submenu 
for “Events” got nor how many options there were under “What We Do.” 
She paired down the content for events and grouped several different items 
under “What We Do” into a new menu items called, “Resources.”

She also requested specific contact forms so the user would have a better 
idea of whom they were contacting.

See page 24 for images.

Matt P.
Matt really doesn’t like the “What We Do” section on the “Reader” side. In-
stead of organizing information by what it is, he wants to organize by how it 
can be used.  “If a reader comes to HCM.com, we need to guide their expe-
rience,” he stated. “We need to show them how our content can be used to 
leverage their workforce and their careers.  The current organization is dry.”

Though Matt begins to make changes, he does not commit any. He has an 
idea, but is not able to flesh out his thoughts and wants to confer with oth-
ers—everyone else who contributed to the card sorting—to better develop 
and organize his idea.
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Exit Usability Test for the Current Site.
Unlike the card sorting, this usability test was original for each participant. 
For that reason, I will explore each question and task, noting the findings 
and any interesting points that came about during that portion of the test.

Pre-Survey

Human Capital Media is a publishing group that publishes human re-
source magazines and related content. What do you expect to find on 
that website?
All participants expect HumanCapitalMedia.com to exemplifies what the 
company is and what they do. Kandance stated, “Human Capital Media’s 
website should provide a concise overview of what the company does, how I 
can receive its content.”

Susan and Tom are the only two participants who view HumanCapitalMedia.
com as a sale resource for advertisers. 

Before you became more familiar with the brand, what did you want to 
know about Human Capital Media?
With another consensus, all the participants were more-or-less confused by 
what defined Human Capital Media. Of the employees, 4-out-of-4 mentioned 
the corporate identity, MediaTec Publishing, and how they were initially 
confused (when they were applying for a job) by what Human Capital Media 
actually was! 

Miles, our sole non-employees for this test, stated that he recognized the 
magazine titles, but not Human Capital Media. This affirmation on his part 
just confirms the concern that employed participants have—that Human 
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Capital Media is an ambiguous brand and needs to be more clearly defined 
for the users.

Would you identify as a reader or an advertiser of Human Capital Me-
dia?
There was a wide mix of how participants identified themselves—advertis-
ers, readers, employees, and individuals looking for content—which proves 
that HumanCapitalMedia.com has many types of users to cater to.

Task-Oriented Test
Take a look at HumanCapitalMedia.com and tell me your overall impres-
sion? Do you like the design? Does the design tell you know what kind of 
company HCM is?

The only positive consensus to surface from this question was the fact 
that everyone appreciated the visual design—the cleanliness of the 
layout and the large, Human Capital Media logo. 
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From that, many concerns arise:

• Channels are unclear. Miles, our non-employee participants, 
states, “On the homepage there are boxes of text. I guess 
HCM writes articles, too. Maybe [Human Capital Media] is 
another magazine.” Miles’s hypothesis is wrong; the channels 
were original designed to be RSS feeds, to aggregate content 
from the magazine sites.

• Furthermore, Kandance finds the style to be completely off 
and is dis-heartened to find that a lot of the content on the 
homepage is vaguely labeled or not labeled at all! 

• According to Tom, “The tagline of the HCM logo is ‘Today’s 
most complete industry resource.’ I would look to the logo first 
for direction of the brand, but the tag line doesn’t really tell me 
anything.”

What publications does Human Capital Media produce? 
Everyone is able to successfully find and identify the Human Capital Media 
magazines. Some name the titles that are listed on the homepage’s right 
rail, others go to “Magazine” in the navigation and rattle off the titles that 
appear in the drop down,  and the rest click on “Magazines” in the main nav-
igation and see all the publications laid out on one page, each summarized. 

Andrea and Miles find this very clear and straightforward, however the other 
three state they would be confused if they didn’t know the correct answer off 
the top of their heads.  “It’s not clear that the publications are Human Capital 
Media’s. They could be other industry resources the HCM is trying to align 
with,” Kandance said.
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You are interested in attending a webinar. Find out the details for a 
webinar sponsored by HCM or one of its publications. 
Overall, participants were able to find various navigation options to the 
events page—the “Events” option in the main navigation, the “Events” in 
the footer, the on site search—but were not able to identify the content they 
found.  Miles observed, “It’s difficult to tell what these events are about and 
where they are. The first event listed is in the past, so that’s not helpful.”

Furthermore, the double scrolling on the page threw several participants. 
Tom thought there was only on event listed because he didn’t observe the 
ability to scroll the events and not the whole page.

Because most of my participants are Human Capital Media employees, they 
gave me suggestions about how the content should be laid out. For one, 
Tom suggested a calendar and Kandance suggested.

You are an advertiser. Who do you contact for a MediaKit? 
This task was by far the most difficult task for participants to accomplish on 
the current HumanCapitalMedia.com. The MediaKits were actually under 
the “Specs” option in the menu on every advertising opportunity listed in the 
submenu. No one found it. No one even mentioned the “Specs” option.

Andrea states, “If I needed a MediaKit, I would have been exhausted with 
searching for the MediaKits on this site and would have probably given up.” 
She and the others did, however, concluded with filling out a “Contact Us” 
form, which they found easily. Andrea, who is use to searching website for 
information, went to the “Contact Us” menu faster than the rest. The others 
had less confidence in the Contact Us form because it did not state who 
would be receiving the note and what time frame could be expected for a 
reply.
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Download a white paper about mobile learning in the workplace. 
The task to download a white paper went easier. Everyone from Human 
Capital Media recognized “Resource Center” as the location for the white 
paper site. Tom entertained the possibility of white papers being under 
“Magazine,” “Books” or “Research,” but after he found them in the “Re-
source Center.”

Miles explored Tom’s possibilities beforestumbling upon the “Resource Cen-
ter.” He isn’t familiar with white papers, so he was confused by the terminol-
ogy.

I questioned how each participant felt about being taken to a new site in a 
new tab. Tom, Susan and Kandance didn’t notice because HCMdownloads.
com has the same company logo as HumanCapitalMedia.com; neither 
minded because they normally browse the web with several tabs open. An-
drea found being taken off site a bit strange, but clear.

What is Human Capital Media’s Twitter handle? 
All participants found the Twitter icon easily, recognizing the Twitter bird. 
Tom questions rather older generations would recognize the same. The 
Twitter handle could have also been found under “Network,” but no one 
looked there.

Post-Survey

What is your impression of Human Capital Media now that you’ve com-
pleted these tasks?
Every participant mentions the design being clean and uncluttered, but 
those who were critical of the content—Andrea and Kandance—found that 
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the navigation and homepage had a lot of unexplained information. 

What absent information would you like to see?
Overall, everyone expressed concern over the Human Capital Media brand. 
Kandance stated, “I’m still not certain what HCM is. I can’t tell without dig-
ging and even after digging, I’m note sure.”

Other items the participants want to see fixed are:

• MediaKit placements.

• Adding more details to contact forms.

• List of employees.

• More details about the magazines and book.

On a scale from 1 to 5, how well does HumanCapitalMedia.com estab-
lish their brand? Why do you answer that way?
Ranged between 1.5 and 4, averaging 2.9.

Reasons for answers are the clean design of the site but the lack of con-
crete information. Miles phrased his answer the best: “It seems like there is 
a lot of design and explaining to do.” 

In-Progress Usability Testing for Staging 
Site.
Unlike the card sorting, this usability test was original for each participant. 
For that reason, I will explore each question and task, noting the findings 
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and any interesting points that came about because of during that portion of 
the test.

Pre-Survey

Human Capital Media is a publishing group that publishes human re-
source magazines and related content. What do you expect to find on 
that website?
All the participants expressed a desire to know more about what Human 
Capital Media produced and the medias they produced them in, and how 
they could subscribe to the magazine. Several participants expected to find 
content—newsletters, events, articles, blogs, podcasts and videos. 

The participants who are employed by Human Capital Media want to see 
how different medium relate to the magazine. Grace, who is more involved 
with cross-promotional material, expected “resources to be very strongly 
branded on the HCM.com site sense it is not magazine specific, but rather, 
reaches to all publications.”

Bri, who is not employed by Human Capital Media, wants to find content that 
she can share with her team easily.

Before you became more familiar with the brand, what did you want to 
know about Human Capital Media?
Those who are more involved in the industry were aware of the magazines’ 
reputation and everything they have to offer to the readers and the advertis-
ers. As potential employees, the participants wanted to know Human Cap-
ital Media served readers and advertisers, what their editorial creditability 
was, what resources they offered and how they identified themselves in the 
industry.

Fi
nd

in
gs



32

Kathy stated that she didn’t know that much before taking a job with Human 
Capital Media: “I assumed they were come sort of media company that dealt 
with human resources or was an advertisement firm that worked with con-
necting marketers to human resource media.”

 Bri was still unfamiliar with Human Capital Media when she under-
took the usability test, but assumed “they have a lot of online resources 
since we are doing this usability test, but I’m not sure what those resources 
are or how I can use them.”

Would you identify as a reader or an advertiser of Human Capital Me-
dia?
The participants were pretty split on how they viewed the audience of Hu-
manCapitalMedia.com. Most of the content from employed participants were 
self-serving to their department—wanting ease of use for advertisers, want-
ing to ease of transition for research materials, wanting to ensure that edito-
rial content was well defined against sponsored content. 

Task-Oriented Test

Take a look at HumanCapitalMedia.com and tell me your overall im-
pression? Do you like the design? Does the design tell you know what 
kind of company HCM is?
Two participants initially state that the staging site doesn’t look like the exist-
ing magazine websites. Jim, who is from the editorial department, says the 
site looks like a blog, but he doesn’t see any articles or editorial content on 
the homepage as he would like. 
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Everyone takes the time to scroll and explore the homepage, clicking 
through the carousel; they agree that the layout is nice and clean, that the 
logo is clear and that the navigation is informative. Bri comments on the 
transparency of the information: ““[The site] looks sharp. I like the rotating 
images. Right off the bat, I know that HCM does a lot of different things, but 
they are all related.”

What publications does Human Capital Media produce? 
Everyone found the magazines pretty easily, but took extra time to find other 
ways to find the magazines. Kyle, Kathy and Bri all note the magazines as 
listed in the carousel. The second option everyone explores is the “Maga-
zine” option in the main menu.
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Kathy goes to “What We Do” too. “I saw magazines first, but I wanted to see 
if it was listed in the ‘What We Do’ navigation. Magazines could be consid-
ered what we do and I wasn’t sure it was there. I think it’s fine, though.”

Jim offers additional suggestions—have an RSS feed of magazine articles 
so it’s transparent what sort of articles each magazine produces as well as 
how often content if published. Also, allow users to subscribe. 

You are interested in attending a webinar. Find out the details for a 
webinar sponsored by HCM or one of its publications. 
All the participants find the webinars very easily under “What We Do” and 
“Events” and “News and Events.” It is appreciated that a user can get to 
the same page by taking two separate navigation paths, and that the stag-
ing site offers information about each event, but then also how to find more 
information. Grace, particularly wonders how she’s supposed to know what 
the webinars are about, so she clicks on an event and is taken to CLOm-
edia.com. She says, “I wasn’t expecting that, but I like that we’re pushing 
users to the magazine sites. It makes sense.”

Suggestions that surface during this task:

• Show sponsorship for each event so the user knows it’s not 
editorial based events.

• Can’t tell while on the staging site what events are about or 
what a user would have to do in order to attend. 

• A calendar would be nice or a way to easily add events to per-
sonal calendar.

You are an advertiser. Who do you contact for a MediaKit? 
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The participants first review all their navigations options before the click on 
the “Switch to Client View” option. Switching views of the site came with 
mixed reviews. Some found the change slightly alarming. Kathy says, “It 
took me a minute to re-acclimate with the client view as the content is slight-
ly different” while Jim likes that the client side is kept separate from reader’s 
side.; “We have sponsors, but we do not need to have that on the same 
page as the stuff that defines the company. We have sponsors, but the 
sponsors don’t have a lot of say into what we do.”

Once on the client side of the site, everyone first looked under “What We 
Do” before finding the Media Kits under “Contact Us” Kathy suggests that 
we also list the Media Kit under “What We Do” on the client side.

Kyle, during this task, makes the point that it is not standard practices to just 
provide Media Kits. Normally advertisers have to contact a sales rep and 
request them. 

Download a white paper about mobile learning in the workplace. 
There were two hurdles with this task, one of them had to do with the task 
and I changed it half way through the usability test.

The first hurdle was that participants had to navigate back to the reader view 
in order to find the Resource Library (where the white papers are). 

Users either used the option to “Switch to Reader View” or used the back 
button on their browser. Kathy goes to “Lead Generation” under “What We 
Do” on the client side before she realizes that she needs to switch sides. 
Kathy, Jim and Grace all use on-site search to no avail. 

The task prompts Grace to say, “I don’t like the client side. I wish all this 
information was on the Reader side. The reader understands that we have 
sponsors and ads on our websites and stuff. This whole new site is confus-
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ing.”

The second hurdle was that, unlike the current HumanCapitalMedia.com 
site, white papers are not listed at one location. Rather, the staging site 
provides information and links out to each magazines’ resource center. Kyle 
stated that he wasn’t sure what magazine website to go for the specific 
white papers I requested that he download. Kathy gave up completely, say-
ing, “I know where I need to go for the magazine resource centers. That’s 
good to know and useful.” It was after Kathy’s participation that I changed 
the task to “Find out where you can download industry white papers.” 

What is Human Capital Media’s Twitter handle? 
This was another straightforward task: users were able to quickly provide 
the information by using the Twitter icon at the top of the webpage, the Twit-
ter icon in the footer, or the Twitter prompt under “Community” in the “What 
We Do” menu.

Post-Survey

What is your impression of Human Capital Media now that you’ve com-
pleted these tasks?
The website is clean and well organized. Kyle states the brand clearly 
connects the magazines and the resources. Jim states, “If I were a user, 
encountering HCM for the first time, I think I would have a good grasp on 
everything that HCM does and how Workforce, Chief Learning Officer and 
Talent Management fit into it.” From an outside perspective, Bri observes 
“Human Capital Media is a successful and well rounded publishing compa-
ny that has diverse content and diverse ways of presenting that content to 
users. It also communicates its programs well to sales.”
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What absent information would you like to see?
The list of things participants would like to add includes:

• More editorial content. 

• Subscriptions.

• More information about events.

• More about research and how research fits into editorial con-
tent.

• Podcasts and/or Youtube channels.

• Kathy would like to see a better solution to the Reader 
View-Client View transitions.

On a scale from 1 to 5, how well does HumanCapitalMedia.com estab-
lish their brand?
Ranged between 3 and 5, averaging 4.4. 

Reasons for answers were:

• Well branded.

• Easy-to-find content.

• The separate site is confusing.

• The separate site is a good way to separate content! 
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Jim supports his answer with, “It serves a strong purpose that wasn’t being 
served before, but there is some room for improvement. It doesn’t really of-
fer a lot of content to prompt users to come back every week or every day.”
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Conclusion
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Based on the results of the usability tests, we have information to support 
decisions that Human Capital Media has already made concerning the new 
website and to support reconmendations for changes and additions.

Affirmations Findings References

Keep naviga-
tion organiza-
tion as final-
ized by Kasey. 

Participants have support-
ed the final organization of 
the navigation.

Feedback from:

• Current site’s 
task-oriented-
test. 

• Current site’s 
post-test sur-
vey.

• Staging site’s 
task-oriented  
test.

• Staging site’s 
post-test sur-
vey.

Labeling sep-
arate contact 
forms.

When the contact forms 
weren’t labeled, partici-
pants were confused. But 
now that the redesign has 
labeled contact forms, it 
was a non-issue.

Feedback from stagin 
sites’ task-oriented.
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Twitter and 
other social 
medias are 
accessible. 

On the current Human-
CapitalMedia.com and the 
redesign, no participants 
struggled to find the social 
media information.

Feedback from:

• Current site’s 
task-oriented 
test.

• Stating site’s 
task-oriented 
test.

Resource 
Center/ Re-
source Library 
is and industry 
term that we 
can success-
fully use.

Again, no participant on the 
current HumanCapitalMe-
dia.com and the redesign 
struggled with recognizing 
the terms.

Feedback from:

• Current site’s 
task-oriented 
test.

• Staging site’s 
task-oriented 
test.

Keep the 
“Reader” and 
the “Client” 
side of the 
site.

Even though there were 
some arguments against 
have separate sides to the 
site, the individuals who 
have the most at stake in 
the “Client” side of the site. 
Those who contested the 
two sides do not have a lot 
invested in sales.

Feedback from:

• Staging site’s 
pre-test survey.

• Staging site’s 
task-oriented 
test.
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Recommendations Findings References

Make Ex-
planation for 
MediaTec 
Publishing 
corporate 
identity.

Those previously familiar 
with Human Capital Me-
dia, Chief Learning Officer, 
Talent Management or 
Workforce are familiar with 
MediaTec but do not know 
how it fits into the brand 
now.

Feedback from current 
site’s pre-test survey.

Provide edito-
rial content.

Participants expect to find 
content that the media 
company produces.

Feedback from:

• Current site’s 
first impres-
sions.

• Staging site’s 
pre-test survey.

• Staging site’s 
post-test sur-
vey.

Remove tag-
line from logo.

The tagline is vague 
and does not reflect the 
re-alignment of the brand.

Feedback from current 
site’s first impressions.

Review inno-
vative fea-
tures.

Innovative features, such 
as the double scrolling on 
the current site’s events 
page, confuse participants.

Feedback from current 
site’s task-oriented 
test.
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Make updates 
to events con-
tent.

Participants want more 
innovative and informative 
information about events. 
Reconsider how much 
information you leave off 
HumanCapitalMedia.com.

Feedback from:

• Current site’s 
task-oriented 
test.

• Current site’s 
post-test sur-
vey.

• Staging site’s 
task priented 
test.

• Staging site’s 
post-test sur-
vey.

Make Me-
diaKits its 
own option in 
the submenu 
under “What 
We Do” and 
“Contact Us” 
on both sides 
of the site.

Participants were a bit at 
a loss as to where Me-
diaKits should be. And, 
if the Reader/ Client side 
confuses users, we still 
want potentials advertisers 
to get the information they 
need! 

Feedback from:

• Current site’s 
pre-test survey.

• Current site’s 
task-oriented 
test.

• Staging site’s 
task-oriented 
test.

Add subscrip-
tion options.

Users inquire how they 
will be able to subscribe to 
publication on the staging 
site. 

Feedback from staging 
site post-test survey.
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Card	  Sorting	  
Name:	  Taylar	  
Age:	  27	  
Industry:	  Marketing	  
Date:	  	  Oct.	  10,	  2014	  
	  
Agree	  With	  

• Likes	  the	  top	  level	  
navigation	  

• Likes	  that	  it’s	  modeled	  after	  
some	  of	  the	  examples	  we	  
found	  

• “I	  like	  the	  idea	  of	  not	  having	  
a	  lot	  of	  menu	  options.	  
There	  will	  be	  fewer	  pages	  
to	  keep	  updated	  and	  the	  
user	  won’t	  feel	  over	  loaded	  
with	  options	  that	  feel	  like	  
they	  are	  doing	  the	  same	  
thing.”	  

	  
Disagree	  With	  

• Events	  could	  be	  aired	  out	  a	  
bit	  more	  so	  that	  each	  type	  
of	  event	  or	  each	  brand	  
would	  be	  clicked	  on	  and	  
explored	  within	  HCM.com	  

	  
Changes	  Made	  

• Books	  removed	  from	  
editorial	  content	  because	  
the	  one	  book	  we	  published	  
wasn’t	  written	  in	  house	  

• Diversity	  Executive	  
removed	  as	  a	  brand	  from	  
under	  “Magazines”	  since	  it	  
is	  now	  a	  supplement	  of	  the	  
Talent	  Management	  
magazine	  

• Careers	  moved	  from	  “Who	  
We	  Are”	  to	  “Contact	  Us.”	  
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Card	  Sorting	  
Name:	  Derek	  
Age:	  26	  
Industry:	  Audience	  Development	  and	  Lead	  Generation	  
Date:	  	  Oct.	  10,	  2014	  
	  
Agree	  With	  

• Looks	  good;	  straightforward	  and	  based	  
on	  the	  industry	  best	  practices	  

• Likes	  the	  “Who	  We	  Are”	  and	  “What	  We	  
Do”	  

• Likes	  that	  “Magazines”	  is	  separated	  out	  
into	  its	  own	  main	  navigation	  

• “We	  are	  a	  magazine	  company.	  I	  think	  
you	  could	  very	  easily	  put	  the	  
magazines	  under	  “Who	  We	  Are”	  or	  
“What	  We	  Do,”	  but	  maybe	  the	  fact	  that	  
it	  would	  be	  placed	  under	  either	  one	  
just	  defends	  the	  fact	  that	  it	  needs	  to	  be	  
it’s	  own	  item	  in	  the	  main	  navigation.”	  

	  
Disagree	  With	  

• Doesn’t	  agree	  the	  sales	  information	  
will	  fit	  in	  nicely	  with	  reader	  
information	  

• Suggests	  a	  client	  site	  
• “It	  won’t	  make	  sense	  to	  the	  user	  to	  be	  

looking	  for	  HCM	  event	  and	  HCM	  
publication	  and	  then	  be	  confront	  with	  
sales	  sheets	  and	  prompts	  to	  contact	  a	  
rep.	  Besides,	  the	  clients	  will	  probably	  
be	  visiting	  HCM.com	  more,	  anyway.	  
They	  need	  to	  see	  the	  reader	  sees—how	  
HCM	  is	  branded	  to	  the	  audience—but	  
then	  also	  the	  details	  of	  sale	  
opportunities.”	  

	  
Changes	  Made	  

• Builds	  out	  a	  “Client”	  side	  of	  the	  site,	  
basing	  details	  on	  the	  current	  
HCM.com’s	  Spec	  navigation	  

• Changes	  nothing	  on	  the	  “Reader”	  side	  
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Card	  Sorting	  
Name:	  Cliff	  
Age:	  61	  
Industry:	  Sales	  
Date:	  	  Oct.	  13,	  2014	  
	  
Agree	  With	  

• Likes	  having	  two	  sides	  for	  the	  site;	  agrees	  with	  Derek’s	  reasoning	  
• Like	  the	  concept	  of	  the	  navigation	  
• “The	  current	  HCM.com	  site	  has	  everything	  we	  do	  as	  the	  navigation,	  but	  doesn’t	  

reveal	  who	  we	  are.	  I	  like	  that	  all	  the	  things	  a	  user	  would	  be	  interested	  in	  is	  right	  
there	  in	  the	  main	  navigation,	  and	  then	  you	  can	  get	  deeper	  into	  that	  by	  going	  down.”	  

Disagree	  With	  
• Wants	  to	  include	  move	  sub-‐menus,	  so	  that	  the	  information	  that	  a	  user	  can	  find	  out	  

where	  the	  information	  they	  want	  is	  without	  having	  to	  click	  on	  a	  bunch	  of	  pages	  
• Wants	  to	  revamp	  the	  Client’s	  “What	  We	  Do”	  
• “I	  never	  liked	  the	  structure	  of	  the	  old	  site.	  We	  have	  these	  great	  media	  kits	  that	  we	  

take	  with	  us	  on	  sales	  call	  and	  give	  to	  the	  client.	  The	  “What	  We	  Do”	  should	  reflect	  
that.	  Make	  that	  drop-‐down	  look	  like	  the	  media	  kits.”	  

	  
Changes	  Made	  

• Updated	  the	  “Who	  We	  Are”	  on	  both	  sides	  
• Expanded	  the	  “What	  We	  Do”	  on	  the	  reader	  side	  
• Rearranged	  the	  “What	  We	  Do”	  on	  the	  Client	  side	  
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Card	  Sorting	  
Name:	  Kendra	  
Age:	  36	  
Industry:	  Technology	  	  
Date:	  	  Oct.	  13,	  2014	  
	  
Agree	  With	  

• Likes	  the	  two	  sides	  
• Likes	  using	  the	  MediaKits	  to	  structure	  the	  	  
• Like	  the	  “Who	  We	  Are”	  
• 	  

	  
Disagree	  With	  

• Everything	  under	  “Events;”	  wants	  it	  to	  be	  more	  concise	  
• Research	  and	  Resource	  Library	  being	  their	  own	  thing	  

	  
Changes	  Made	  

• Pared	  down	  “Events”	  so	  it	  short	  and	  to	  the	  point;	  based	  on	  category	  event	  rather	  
than	  type	  of	  event	  

• Removes	  “Past	  Event”	  From	  “News	  and	  Events”	  
• Wants	  transparent	  contact	  forms	  so	  it	  has	  more	  creditability	  with	  the	  user	  
• Adds	  FAQ	  
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Final Organization of Card Sorting
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Card	  Sorting	  
Name:	  Mike	  
Age:	  47	  
Industry:	  Editorial	  
Date:	  	  Oct.	  15,	  2014	  
	  
Agree	  With	  

• Who	  We	  Are	  
• Having	  two	  sides	  of	  the	  site	  
• Letting	  “Magazines”	  and	  “Brands”	  be	  their	  own	  top-‐level	  
• Like	  all	  the	  Contact	  Forms	  

	  
Disagree	  With	  

• Doesn’t	  like	  the	  reader	  side	  “What	  We	  Do”	  
• Want	  the	  reader	  side	  to	  be	  more	  about	  networking	  and	  community	  
• Wants	  to	  revamp	  the	  entire	  “What	  We	  Do”	  navigation	  and	  use	  industry	  words	  such	  

as	  “Community”	  and	  “Educate”	  to	  label	  how	  certain	  mediums	  can/	  should	  be	  used	  
rather	  what	  that	  media	  is	  

• “If	  a	  reader	  comes	  to	  HCM.com,	  we	  need	  to	  guide	  their	  experience.	  We	  need	  to	  show	  
them	  how	  our	  content	  can	  be	  used	  to	  leverage	  their	  workforce	  and	  their	  careers.	  	  
The	  current	  organization	  is	  dry.”	  

	  
Changes	  Made	  

• No	  changes	  made.	  
• Needs	  to	  be	  discussed	  with	  others	  before	  changing;	  Mike	  knew	  we	  he	  wanted,	  but	  

didn’t	  have	  idea	  of	  how	  to	  execute	  it	  
	  
	  

Matt P.’s Card Sorting 
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Usability	  Testing—Current	  Site	  

	  

Name:	  Ashley	  

Age:	  28	  

Industry:	  Recruiting	  

Date:	  	  Oct.	  23,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  group	  that	  

publishes	  human	  resource	  magazines	  and	  related	  

content.	  What	  do	  you	  expect	  to	  find	  on	  that	  

website?	  

• List	  of	  publications	  

• Events	  and	  content	  

• “I	  want	  to	  know	  who	  HCM	  is	  and	  what	  they	  do.”	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  brand,	  

what	  did	  you	  want	  to	  know	  about	  Human	  Capital	  

Media?	  

• Nature	  of	  company	  

• “It’s	  a	  little	  confusing—the	  corporate	  name,	  the	  

publishing	  name	  and	  then	  the	  name	  of	  the	  

publications.”	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  advertiser	  of	  

Human	  Capital	  Media?	  

• Reader	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  take	  a	  look	  

at	  HumanCapitalMedia.com	  and	  tell	  me	  your	  

overall	  impression?	  Do	  you	  like	  the	  design?	  Does	  

the	  design	  tell	  you	  know	  what	  kind	  of	  company	  

HCM	  is?	  

• Clean	  

• “I	  like	  the	  big	  HCM	  logo.”	  

• “There’s	  a	  lot	  going	  on	  in	  the	  navigation.”	  	  

• Channels	  are	  unclear	  

	  

1. What	  publications	  does	  Human	  Capital	  Media	  

produce?	  	  

• Magazine>>very	  clear	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  Find	  

out	  the	  details	  for	  webinar	  sponsored	  by	  HCM	  or	  

one	  of	  its	  publications.	  	  

• Footer>>	  Events	  	  

• “I	  expect	  events	  to	  be	  listed	  clearly	  and	  briefly.”	  

• Notes:	  Visually	  frustrated	  when	  it’s	  not	  

	  

3. You	  are	  an	  advertiser.	  Who	  do	  you	  contact	  for	  a	  

MediaKit?	  	  

• Looking	  for	  contact	  forms>>	  doesn’t	  know	  where	  

it	  is	  	  

• Doesn’t	  think	  the	  MediaKit	  are	  on	  the	  site	  

• “If	  I	  needed	  a	  MediaKit,	  I	  would	  have	  been	  

exhausted	  with	  searching	  for	  the	  MediaKits	  on	  

Andrea W.’s Current Site Test 
Result 
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Usability	  Testing—Current	  Site	  

	  

Name:	  Kaitlin	  

Age:	  26	  

Industry:	  Events	  

Date:	  	  Oct.	  24,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  group	  that	  

publishes	  human	  resource	  magazines	  and	  related	  

content.	  What	  do	  you	  expect	  to	  find	  on	  that	  

website?	  

• “Human	  Capital	  Media’s	  website	  should	  provide	  a	  

concise	  overview	  of	  what	  the	  company	  does,	  how	  I	  

can	  receive	  its	  content.”	  

• “About”	  and	  history	  of	  the	  company;	  Breakdown	  

of	  magazines;	  Content	  information;	  Social	  

networks;	  Events	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  brand,	  

what	  did	  you	  want	  to	  know	  about	  Human	  Capital	  

Media?	  

• “I	  knew	  Human	  Capital	  Media	  had	  something	  to	  do	  

with	  MediaTec	  Publishing,	  but	  I	  thought	  it	  was	  

another	  publication,	  but	  a	  brand.”	  	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  advertiser	  of	  

Human	  Capital	  Media?	  

• Future	  employee	  

• The	  site	  is	  for	  mainly	  for	  advertisers,	  sponsors	  and	  

clients;	  how	  to	  get	  in	  touch	  with	  people	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  take	  a	  look	  

at	  HumanCapitalMedia.com	  and	  tell	  me	  your	  

overall	  impression?	  Do	  you	  like	  the	  design?	  Does	  

the	  design	  tell	  you	  know	  what	  kind	  of	  company	  

HCM	  is?	  

• “I	  think	  the	  style	  is	  off.	  The	  content	  should	  be	  

better	  labeled.	  For	  instance,	  what	  am	  I	  subscribing	  

to	  on	  the	  right?	  And	  I’m	  not	  sure	  about	  the	  content	  

on	  the	  home	  page.”	  

• Social	  media	  icons	  grabs	  the	  eye	  

• 2	  navigation	  bars	  are	  confusing;	  branding	  is	  a	  bit	  

off	  

• 	  no	  ad	  @	  top	  

• 	  onsite	  search	  is	  easy	  to	  find	  

	  

1. What	  publications	  does	  Human	  Capital	  Media	  

produce?	  	  

• Listed	  in	  the	  subscribe	  on	  home	  page	  

• 	  magazine>>maybe	  better	  to	  say	  publication	  	  

• “It’s	  not	  clear	  that	  the	  publications	  are	  Human	  

Capital	  Media’s.	  They	  could	  be	  other	  industry	  

resources	  the	  HCM	  is	  trying	  to	  align	  with.”	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  Find	  

out	  the	  details	  for	  an	  webinar	  sponsored	  by	  HCM	  

or	  one	  of	  its	  publications.	  	  

• Search>>webinars>>no	  results	  

• Recommends	  that	  we	  list	  events	  by	  brand	  

Kandance W.’s Current Site Test 
Result 
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Usability	  Testing—Current	  Site	  

	  

Name:	  Mike	  

Age:	  35	  

Industry:	  Sales/	  Project	  Management	  

Date:	  	  Oct.	  26,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• What	  they	  publish	  

• “What	  all	  can	  you	  talk	  about	  when	  it	  come	  

to	  human	  resources?	  Is	  it	  how	  to	  or	  is	  it	  

breaking	  news	  type	  of	  stuff.”	  	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• Nothing;	  unfamiliar	  with	  brand	  

• “I’m	  familiar	  with	  the	  publications,	  but	  I	  

have	  no	  idea	  they	  were	  linked	  to	  the	  same	  

company.”	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• Reader,	  probably	  

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• Big	  HCM	  logo	  

• Clean	  

• Navigation	  looks	  straight	  forward	  

• “On	  the	  homepage	  there	  are	  boxes	  of	  text.	  

I	  guess	  HCM	  writes	  articles,	  too.	  Maybe	  

it’s	  another	  magazine.”	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• See	  subscribe	  on	  the	  right	  hands	  side.	  

Give	  those	  as	  answer	  

• Goes	  to	  Magazine	  in	  navigation	  to	  

confirm.	  

• Curious	  about	  books.	  How	  do	  books	  

apply?	  Is	  that	  related	  to	  the	  magazines?	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

publications.	  	  

• Events>>	  confused	  by	  script,	  but	  can	  find	  

dates	  

• “It’s	  difficult	  to	  tell	  what	  these	  events	  are	  

Miles J.’s Current Site Test Re-
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Usability	  Testing—Current	  Site	  

	  

Name:	  Sara	  

Age:	  30	  

Industry:	  Journalism	  

Date:	  	  Oct.	  24,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• “I	  expect	  to	  find	  out	  who	  Human	  Capital	  

Media	  is,	  what	  they	  publish	  and	  what	  

platforms	  they	  are	  present	  on.”	  

• Company	  branding	  

• Sales	  related;	  not	  reader	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• What	  they	  published	  

• Who	  their	  employees	  were	  

• Resources	  to	  their	  content	  

• MediaTec	  not	  HCM	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• Advertisement	  

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  take	  a	  look	  

at	  HumanCapitalMedia.com	  and	  tell	  me	  your	  

overall	  impression?	  Do	  you	  like	  the	  design?	  Does	  

the	  design	  tell	  you	  know	  what	  kind	  of	  company	  

HCM	  is?	  

• “I	  know	  this	  is	  HCM	  by	  the	  large	  logo	  and	  

the	  color	  scheme.	  It’s	  very	  well	  branded.”	  

• Clean	  

• Clear	  navigation	  

• Logo	  

• Strong	  branding	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  

• Magazine>>very	  clear	  

• “I	  already	  know	  what	  the	  publications	  

are,	  but	  if	  I	  didn’t	  then	  I’m	  not	  sure	  the	  

magazine	  page	  would	  tell	  me	  that.”	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

publications.	  Thank	  you.	  

• Events>>double-‐scrolling>>	  figures	  od>>	  

events	  need	  to	  be	  labeled	  by	  what	  they	  

are	  

• “I’m	  really	  confused.	  There’s	  a	  lot	  of	  script	  

and	  a	  lot	  of	  scrolling	  and	  the	  dates	  I	  do	  

Susan S.’s Current Site Test 
Result 
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Usability	  Testing—Current	  Site	  

	  

Name:	  Tim	  

Age:	  40	  

Industry:	  Research	  

Date:	  	  Oct.	  24,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• Editorial	  content—articles,	  blogs	  

• Research	  

• “The	  essences	  of	  Human	  Capital	  Media	  

makes	  me	  want	  to	  find	  media	  on	  their	  

site—what	  do	  they	  produce,	  what	  do	  they	  

talk	  about,	  what	  information	  can	  I	  get	  

from	  them.”	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• Analytical	  reporting—research	  	  

• “I’d	  seen	  reports	  by	  HCM	  referenced,	  so	  I	  

thought	  it	  was	  more	  so	  geared	  towards	  

breaking	  news	  and	  research.	  “	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• Readers,	  researchers	  more	  than	  vendors	  

	  

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• Clean,	  logo	  is	  clear	  and	  stands	  out	  

• Channels	  

• Oranges	  catches	  the	  eye	  

• “The	  tagline	  of	  the	  HCM	  logo	  is	  ‘Today’s	  

most	  complete	  industry	  resource.’	  I	  would	  

look	  to	  the	  logo	  first	  for	  direction	  of	  the	  

brand,	  but	  the	  tag	  line	  doesn’t	  really	  tell	  

me	  anything.”	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• Notices	  subscribe	  on	  home	  pages>>	  not	  

clear	  that	  they	  are	  HCM	  magazines	  

• expects	  to	  see	  drop-‐down	  on	  magazines	  

(transparent	  navigation)	  

• “I	  see	  the	  magazines	  listed	  on	  right	  under	  

subscribe.	  They	  are	  not	  labeled	  as	  HCM	  

magazines,	  but	  I	  can	  assume	  since	  they	  

are	  on	  the	  HCM	  homepage.”	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

Tom W.’s Current Site Test Result 
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Usability	  Testing—Staging	  Site	  

	  

Name:	  Britt	  

Age:	  32	  

Industry:	  Department	  Management	  

Date:	  	  Oct.	  30,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• Articles,	  blog	  posts,	  maybe	  podcasts	  and	  

videos	  

• Navigation	  

• Direction	  on	  who	  the	  company	  is	  and	  how	  

I	  can	  connect	  with	  them	  

• Something	  I	  can	  use	  myself	  and	  send	  to	  

my	  employees	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• “I’m	  still	  not	  very	  familiar	  with	  them.	  I	  

assume	  they	  have	  	  lot	  of	  online	  resources	  

since	  we	  are	  doing	  this	  usability	  test,	  but	  

I’m	  not	  sure	  what	  those	  resources	  are	  or	  

how	  I	  can	  use	  them.”	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• A	  reader	  and	  an	  encourager	  of	  other	  

readers	  

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• “It	  looks	  sharp.	  I	  like	  the	  rotating	  images.	  

Right	  off	  the	  bat,	  I	  know	  that	  HCM	  does	  a	  

lot	  of	  different	  things,	  but	  they	  are	  all	  

related.”	  

• Scrolls	  over	  the	  navigation,	  likes	  the	  

transparency	  

• Scrolls	  down	  the	  page;	  is	  impressed	  with	  

the	  layout	  and	  content	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• Find	  in	  flipping	  images	  on	  homepage	  

• Also	  go	  to	  Magazine	  (see	  in	  sub	  

navigation	  and	  on	  Magazine	  landing	  page	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

publications.	  	  

• Events>>Webinars	  

• “They	  are	  listed	  here,	  but	  I	  wonder	  if	  

there	  are	  more	  on	  the	  individual	  sites.	  I	  

like	  that	  is	  offers	  up	  immediate	  

Bri W.’s Staging Site Test Result 
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Usability	  Testing—Staging	  Site	  

	  

Name:	  Grey	  

Age:	  37	  

Industry:	  Research	  

Date:	  	  Oct.	  29,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• Research,	  articles,	  events,	  talks,	  other	  

resource	  

• “I’m	  familiar	  with	  depth	  of	  HCM’s	  

research	  department	  and	  expect	  that	  

resource	  to	  be	  very	  strongly	  branded	  on	  

the	  HCM.com	  site	  sense	  it	  is	  not	  magazine	  

specific,	  but	  rather,	  reach	  to	  all	  

publications.”	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• Magazines	  

• Resources	  

• Events	  

• Who	  they	  were	  and	  their	  employees	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• Both.	  

• “I’m	  interested	  in	  the	  content	  produced	  

based	  on	  research.,	  but	  I’m	  also	  interested	  

in	  advertising	  and	  how	  research	  can	  

support	  or	  make	  a	  marketing	  message."

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• Nice	  layout	  

• I	  see	  the	  navigation	  	  

• Search	  bar	  

• Social	  media	  icon	  

• 	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• Magazines>>subnav	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

publications.	  	  

• Event>>Webinars	  

• Wonders	  how	  she’s	  supposed	  to	  know	  

what	  the	  webinars	  are	  about,	  so	  she	  clicks	  

on	  an	  event	  and	  is	  taken	  to	  

CLOmedia.com.	  

• “I	  wasn’t	  expecting	  that,	  but	  I	  like	  that	  

we’re	  pushing	  users	  to	  the	  magazine	  sites.	  

It	  makes	  sense.”	  

	  

Grace C.’s Staging Site Test Result 
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Usability	  Testing—Staging	  Site	  

	  

Name:	  James	  

Age:	  41	  

Industry:	  Journalism	  

Date:	  	  Oct.	  29,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• “I	  expect	  to	  find	  editorial	  content.	  I	  want	  

to	  see	  the	  different	  medias	  and	  the	  

different	  platforms	  I	  can	  view	  that	  

media.”	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• “I	  wanted	  to	  know	  what	  their	  editorial	  

creditability	  is.”	  

• “How	  do	  they	  compete	  with	  other	  

publications.”	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• A	  reader.	  	  

• “I	  want	  to	  make	  sure	  that	  advertising	  or	  

sponsored	  content	  doesn’t	  disrupt	  the	  

articles.”

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• Looks	  like	  a	  blog	  

• Doesn’t	  look	  like	  the	  other	  sites	  

• Expects	  to	  see	  articles	  and	  editorial	  

content	  on	  the	  homepage	  

• Sees	  everything	  HCM	  does	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• Magazine>>	  sees	  them	  listed	  off	  

• “I	  want	  to	  see	  articles	  from	  that	  site	  here	  

so	  I	  or	  a	  reader	  can	  see	  what	  that	  

magazine	  write	  about	  and	  what	  the	  

quality	  of	  those	  article	  is.”	  

• Wants	  to	  be	  able	  to	  subscribe	  to	  the	  

magazines’	  RSS	  feeds	  on	  the	  magazine	  

page	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

publications.	  	  

• Events>>Webinars	  

• “I	  can’t	  tell	  what	  these	  events	  are	  about	  

Jim T.’ Staging Site Test Result 
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Usability	  Testing—Staging	  Site	  

	  

Name:	  Katie	  

Age:	  28	  

Industry:	  Production	  

Date:	  	  Oct.	  29,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• What	  they	  publish	  

• How	  often	  they	  publish	  

• How	  I	  can	  receive	  the	  magazines	  

• “I	  would	  want	  to	  know	  what	  other	  things	  

they	  have	  that	  relate	  the	  magazines—

newsletters,	  events.”	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• “Nothing,	  really.	  I	  assume	  they	  were	  come	  

sort	  of	  media	  company	  that	  dealt	  with	  

human	  resources	  or	  was	  an	  

advertisement	  firm	  that	  worked	  with	  

connecting	  marketers	  to	  human	  

resources	  media.”	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• “A	  reader.	  I	  do	  not	  have	  anything	  human	  

resources	  to	  advertise,	  but	  I	  would	  like	  

know	  about	  the	  publications	  and	  other	  

things	  they	  the	  company	  offers.”	  

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• “It	  looks	  nice.	  I	  like	  the	  logo	  and	  the	  

carousel	  at	  the	  top.	  The	  navigation	  seems	  

to	  address	  everything	  I	  could	  want	  to	  

know	  and	  I	  like	  the	  structure	  of	  the	  

navigation.	  It’s	  very	  transparent	  what	  

content	  can	  be	  found	  where.”	  

• Takes	  time	  to	  scroll	  down	  the	  page	  

• clicks	  through	  the	  carousel	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• All	  are	  shown	  in	  a	  carousel	  image	  

• What	  We	  Do>>	  expects	  to	  find	  magazines,	  

but	  doesn’t	  

• Magazines>>see	  listed	  in	  sub-‐menu	  

• “I	  saw	  magazines	  first,	  but	  I	  wanted	  to	  see	  

if	  it	  was	  listed	  in	  the	  ‘What	  We	  Do’	  

navigation.	  Magazines	  could	  be	  

considered	  what	  we	  do	  and	  I	  wasn’t	  sure	  

it	  was	  there.	  I	  think	  it’s	  fie,	  though.”	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

Kathy S.’s Staging Site Test Result 
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Usability	  Testing—Staging	  Site	  

	  

Name:	  Kevin	  

Age:	  50	  

Industry:	  Event	  Sales	  

Date:	  	  Oct.	  29,	  2014	  

	  

Pre-‐Survey	  

1. Human	  Capital	  Media	  is	  a	  publishing	  

group	  that	  publishes	  human	  resource	  

magazines	  and	  related	  content.	  What	  do	  

you	  expect	  to	  find	  on	  that	  website?	  

• “Events	  connected	  to	  the	  magazine.	  The	  

magazines	  have	  a	  lot	  of	  industry-‐leading	  

information	  and	  the	  events	  supported	  by	  

the	  content	  is	  worth	  investing	  in.”	  

	  

2. Before	  you	  became	  more	  familiar	  with	  the	  

brand,	  what	  did	  you	  want	  to	  know	  about	  

Human	  Capital	  Media?	  

• “I	  	  knew	  they	  were	  well	  respected	  in	  the	  

industry	  and	  had	  a	  lot	  to	  offer	  readers	  and	  

advertisers.”	  

• Magazines,	  events,	  advertising,	  

sponsorship,	  partnerships	  

	  

3. Would	  you	  identify	  as	  a	  reader	  or	  an	  

advertiser	  of	  Human	  Capital	  Media?	  

• An	  advertisers.	  	  

• “I	  want	  to	  know	  how	  I	  can	  align	  my	  

business	  with	  their	  content,	  reaching	  

potential	  buyers	  through	  industry	  leading	  

materials.”	  

	  

Usability	  Testing	  

Before	  I	  give	  you	  your	  first	  task,	  please	  

take	  a	  look	  at	  HumanCapitalMedia.com	  

and	  tell	  me	  your	  overall	  impression?	  Do	  

you	  like	  the	  design?	  Does	  the	  design	  tell	  

you	  know	  what	  kind	  of	  company	  HCM	  is?	  

• “It	  looks	  nice.	  Different	  from	  the	  magazine	  

websites,	  but	  I	  think	  that’s	  okay.	  “	  

• “I	  see	  that	  logo	  and	  the	  navigation	  is	  easy	  

to	  follow.”	  

	  

1. What	  publications	  do	  Human	  Capital	  

Media	  produce?	  	  

• In	  carousel—rattles	  off	  names	  

	  

2. You	  are	  interested	  in	  attending	  a	  webinar.	  

Find	  out	  the	  details	  for	  a	  webinar	  

sponsored	  by	  HCM	  or	  one	  of	  its	  

publications.	  	  

• Events>>	  Webinars>>	  there	  is	  the	  list	  and	  

link	  to	  go	  to	  individual	  sites	  for	  more	  

events.	  

• “I	  would	  like	  to	  see	  a	  full	  list	  of	  event	  that	  

labels	  what	  magazine	  is	  sponsoring	  it,	  

who	  the	  sponsor	  is	  and	  when	  the	  event	  

takes	  place.”	  

	  

3. You	  are	  an	  advertiser.	  Who	  do	  you	  

contact	  for	  a	  MediaKit?	  	  

Kyle F.’s Staging Site Test Result 
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