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Abstract

The recent merger of Bank of America and Fleet Bank
presented unique challenges that arose from the effort
to combine two online banking applications. Different
functionality and different navigation systems,
combined with different and sometimes conflicting
business goals and stakeholders’ views, significantly
impacted the user interface design process.

This study will focus on one particular project aimed at
facilitating this transition (or merger), the Online
Banking & Online Investing integration project.
Employing user-centered design techniques, the project
team was able to validate user-focused design decisions
that contradicted the initial direction of the line of
business. However, by collaborating with our business
partners and stakeholders, we were able to determine
and develop design compromises that supported
business goals and ultimately provided an acceptable
customer experience.
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Project/Problem statement

The Bank of America Online Banking & Online Investing

integration project primarily focused on three key

functionality changes to Bank of America’s Online

Banking application:

= Displaying brokerage account balance information

= Adding transfer capability between brokerage and
bank accounts

=  Providing access to the Banc of America
Investment Services, Inc. Online Brokerage
application from Bank of America’s Online Banking

The project had two high-level business objectives:

1. To provide access from Bank of America’s Online
Banking application to the Banc of America Investment
Services, Inc. (BAISI) Online Brokerage application for
current Bank of America Online Banking customers who
also had brokerage or investment accounts with Banc of
America Investment Services. Once coordination
between these two applications was established, the
goal of the project was to enable customers to sign in
to Online Banking and access the Online Brokerage site
without additional authentication. This effort also
supported a strategic eCommerce direction that
provides access to multiple Bank of America
authenticated (or private) sites using a single Online ID
and Passcode.

2. To support the Bank of America/Fleet merger by
addressing a critical gap in the Fleet customer online
experience. Specifically, the Fleet HomeLink Online
Banking portal application already had combined access
to Fleet’s Quick and Reilly Online Brokerage application.
When the Fleet customers were migrated to the Bank of
America Online Banking application during the summer

of 2005, we needed to have the same functionality
available for them.

The anticipated result of this project was twofold: an
increase in customer satisfaction with Online Banking
for brokerage account holders and a subsequent
increase in customer retention.

The Online Banking & Online Investing integration
project was the first coordinated effort by the
eCommerce team to manage both the Bank of America
Online Banking application and the Banc of America
Investments Service line of business partners that help
define requirements for the Banc of America
Investment Service Inc. Online Brokerage application.

Background

=  Abla Hamilton, Interaction Designer

= Marc Fusco, Usability Engineer

. Darren Su, Visual Designer

. Suzan Revah, Content Editor

= Rob Landino, Online Banking Product Manager

=  Stuart Heitner, Online Brokerage Product Manager

=  This project was initiated in July 2004 and deployed
in phases from April — June 2005.

= The project impacted the Bank of America Online
Banking and Banc of America Investment Service,
Inc. Online applications.



Challenges

New team members were unfamiliar with user-
centered design methods.

This was the first coordinated effort between the
eCommerce Online Banking team, the Online Brokerage
team, and the Banc of America Investment Services,
Inc. (BAISI) business partners. The eCommerce
division has an internal user-centered design team that
is composed of five disciplines: interaction design,
usability engineering, visual design, content editing and
user research. This team follows the user-centered
design process which focuses on obtaining customer
input for the design process through a variety of
methods, ranging from the use of personas to guide
design work to the validation of usable interfaces
through usability testing. Primarily, this team works
with the Online Banking product managers to:

= Design and validate business requirements

. Identify users

=  Perform task analysis

= Develop user interface design

= Develop and edit content

= Develop visual design

=  Conduct usability session with customers

The Online Brokerage application did not have this type
of team supporting their application. They were
unfamiliar with user-centered design methods, and
seemed reluctant to trust the results of the usability
sessions that were designed for the project. Without
this trust in the user-centered design process, design
discussions would often focus on business or politically

motivated “instructions” for the project, rather than the
ideal customer experience.

To address this challenge, we worked to educate our
Online Brokerage partners throughout the process,
stressing the importance of customer testing sessions.
While we did take into account the specified business
goals, we didn’t fully consider and understand our new
Brokerage stakeholders’ perceptions to properly
address their concerns and get their buy-in for our
proposed designs. This issue would resurface during the
final stages of our design efforts by the team.

The Fleet HomeLink online banking portal and the
Bank of America Online Banking application do
not have the same navigation systems.

The Fleet HomelLink site used top-level navigation
focused on products and services (Figure 1). Within the
portal structure, in unauthenticated mode, the site
presented all marketing information. When a customer
authenticated (signed in), the Online Banking and
Brokerage Services areas of the site would display the
customer’s specific information.

On the other side, the Bank of America marketing site
(Figure 2) and the Online Banking site (Figure 3) do not
share the same navigation system. Combining the Bank
of America sites into one integrated experience like the
Fleet site was out of scope for this project.

The result of this challenge was a need to think through
how to present both BAISI marketing and private site
experience within the functionality-focused Online
Banking application.
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Online Brokerage application had limited
resources to support the project.

In addition to the consolidation of the online banking
application across the two financial institutions, there
were also two online brokerage applications that
needed to be consolidated. It was decided to maintain
the Fleet Online Brokerage platform (formerly known as
Quick and Reilly) and sunset the Banc of America online
brokerage site.

This provided coordination challenges for the Fleet
online brokerage technology team. Their site would
need to be re-branded, and existing Banc of America
brokerage customers would be transitioned to the Fleet
online brokerage application. These activities coincided
with maintaining an online brokerage site for the Fleet
customers. The impact to the Online Banking and
Online Investing Integration project was we would have
limited resource commitment from the Fleet online
brokerage technology team.

This impact was felt keenly when our original design
(Figure 4) for this project was presented to the team.
The design called for the addition of the “Trading” tab
within the Online Banking navigation, and for adding
the entire Online Banking top-level navigation structure
to the Online Brokerage site. This would allow for a
more consolidated approach between the two
authenticated applications, and would support business
goals. When customers with brokerage or investment
accounts clicked the Trading tab, the Fleet online
brokerage application would be displayed with the same
top-level navigation system as Online Banking, which
would provide for easy navigation between the two
applications. If a customer did not have a brokerage or
investment account, marketing and upsell information
for opening an account would be displayed — similar to
the Fleet HomelLink experience. This created experience
consistency when navigating between the areas of the
application.

Also, a smaller part of the project focused on enabling
functionality so that customers could make online
transfers between their bank and brokerage accounts.



An additional benefit of the integrated tab design
approach was we were providing top-level navigation
access to the Transfer Funds tab, which is available on
the Online Banking side. The online brokerage site does
not have this functionality.

However, due to the size of the development effort that
would be required to change the top-level navigation on
the Online Brokerage site, the technology team could
not support the effort and would not be able to
implement this design for our project in time for the
April 2005 release.

The Banc of America Investments Services
(BAISI) line of business changed their online
experience strategy.

At the start of the project, a stated objective was to
address the Fleet customer gap by providing access to
Online Brokerage from Online Banking. One possible
design direction was to follow a similar design that was
implemented on the Fleet HomelLink site, which had
tight integration with the Online Brokerage application
(Figure 4). However, there was a shift in the BAISI line
of business strategy to move away from the Fleet
integrated approach and to move more toward
establishing a separate and distinct investment identity
for the Online Brokerage site.

With this new strategy, the BAISI line of business
requested new user interface design for those areas
where the online brokerage site was autonomous from
Online Banking.

Given this challenge, we had to consider the current
navigation systems of both sites, and how navigating
between the two autonomous sites could be achieved,
once again with limited resources on the Online
Brokerage technology side (Figure 5).
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Figure 4. Conceptual design for Online Banking and Online Brokerage integration. Original design direction incorporated a “Trading” tab
for the Online Banking top -level navigation, displayed brokerage account in Online Banking (left), and added the Online Banking
navigation structure to the Online Brokerage site (right). Unfortunately, the Online Brokerage technology team was unable to implement
this design.
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Figure 5. Conceptual design for Online Banking and Online Brokerage integration. Banc of America Investment Services business
partners requested an autonomous site from the Online Banking top-level navigation structure (Figure 3). The new design then focused
on autonomous navigation systems for both applications, and on the possibility of adding a “fourth” level of navigation to both sites.
Online Banking would add a fourth navigation to switch between the two applications (left), while the Online Brokerage site would also

add the fourth level of navigation (right).



Solution
Process:

The first step of our user interface team’s engagement
with a project is to evaluate the requirements and
develop a Ul Development Plan. A Ul development plan
is a project plan that specifically follows the user-
centered design processes and is eventually added to
the larger project timeline. With this plan, we provide
transparency into our processes and visibility into the
realities of the time constraints around our work.

Our team started by identifying the key tasks and
scenarios associated with using the Online Banking and
online brokerage applications.

Using these scenarios, we first evaluated the existing
model on the Fleet HomeLink portal site to determine
what had been successful with their design
implementation and what still needed more work. Our
usability engineer also performed a heuristic evaluation
to help identify potential issues that could potentially
impact our project.

We then widened that evaluation to cover other
financial institutions with coordinated bank and
brokerage application interactions, using Corporate
Insight’s Broker Monitor service, which provides flash
movies that walk through large financial websites.
Corporate Insight is a research and consulting firm that
provides competitive intelligence to financial
institutions.

With the research results in hand, along with our list of
constraints and business partner inputs, several design
iterations followed, and we narrowed our work down to
three design directions.
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Solution details:

These designs were evaluated by target end-users in
design walkthrough sessions (Appendix A) that relied
on paper prototypes:

1. Integrated design in which both Online Banking
and Online Brokerage applications share the
same top-level navigation. Display brokerage
account information in Online Banking (Figure
4).

2. Add fourth level of navigation to “switch”
between Online Banking and Online Brokerage
applications (Figure 5).

3. Display brokerage account in Online Banking,
which links, through an interstitial page, to the
Online Brokerage site. On the Online Brokerage
site, we provide a control to return to Online
Banking (Figure 6).

Customers overwhelmingly preferred design one
(Figure 4). Several remarked on the design’s user-
friendliness, the combined view of all their accounts in
one place, and the easy access to the investments area
of the site.

Design two (Figure 5), which did not show brokerage
account information and was the design supported by
the BAISI business partners, was not received as well
as design one or three. Customers had difficulty
locating the navigation to Online Investing at the top of
the page, supporting previous Bank of America Online
Banking usability results demonstrating that users tend
to focus on the center of the screen, and to ignore
peripheral content. Several customers responded that
they would like to see the consolidated view of the
banking and brokerage accounts, which was not
represented in design two.
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Figure 6. Conceptual Design for Online Banking and Online Brokerage integration. This design specifically addresses Online Brokerage
technology constraint where the tab could not be implemented. Online Banking would display the brokerage account link in Accounts

Overview page. (shown on left) The account name would be shown as a link that would take the customer to the Online Brokerage site.
The Online Brokerage site shows a control for the customer to navigate back to Online Banking (shown on right).



Design three (Figure 6) showed the brokerage account
in Online Banking, which was favorably received.
Customers were able to navigate to the Online
Brokerage site using the account name link, and to use
the Return to Online Banking option that was shown on
the Online Brokerage site.

Design one, however, was not feasible for this specific
project due to technology constraints. Design three
supported the original business goals by providing
brokerage account information in Online Banking,
access to the Online Brokerage application, and a way
to navigate back. It also received favorable customer
feedback related to displaying brokerage account
information within the Online Banking application.

In other projects within Online Banking, responsiveness
to customer feedback had been welcomed as a
validation of design direction and thus as an acceptable
customer experience to implement. However, the
results from our customer usability sessions were not
convincing to our BAISI business partners and
stakeholders. They insisted on proceeding with a hybrid
approach of design one and design three. We were
asked to show the brokerage account in Online Banking
and present the Online Brokerage tab in Online
Banking, with the capability of clicking on the tab to
change the environment to that of the Online Brokerage
site.

We strongly disagreed with this approach, as our
experience suggested that it would confuse those
customers who selected the Online Brokerage tab with
the result that the entire site would change to a
different navigation system and different branding.
This one tab, we argued, would act differently than all
the other tabs in Online Banking. Our staunch view on
maintaining the persistent top level navigation is also
confirmed by Alan Cooper’s evaluation of Amazon.com’s
tab navigation: “Not only do these areas provide clear
navigational options, but their consistent presence and
layout also help orient customers.” [3]
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In the end we developed a compromise design. We
would present the brokerage account information on
the Accounts Overview page and the account name
would link to the Online Brokerage site. (Figure 7) We
would add the Investments tab to Online Banking, but
present specific content per user groups. For Online
Banking customers with brokerage or investment
accounts, a click on the Investments tab would show a
page still within the Online Banking navigation scheme
(Figure 8). Once the customer selected a link from this
page, they would be directed to Online Brokerage via
an interstitial page.

For Online Banking customers without a brokerage or
investment account, we would display a marketing
landing page (Figure 9), from which they could select a
link and be taken to the online brokerage marketing
site.

Additional Online Brokerage technology issues
remained with the tab in Online Banking. We requested
to link directly to multiple locations within the Online
Brokerage application, such as those that displayed the
View Positions, View Account History, or Make a Trade
functionalities.

We received approval to include only one link for the
deployment, so the page we are showing is very light
on functionality from the customer’s perspective.

But even with this limited functionality, the BAISI
business partners and stakeholders got their win,
because they now have a highly visible and high valued
tab within Online Banking. The final design was also a
win from our perspective, though, because customers
would not be exposed to strange and unexpected
behavior when using our new navigation structure.
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Figure 8. Final design for Online Banking and Online Brokerage integration. Customers see this Investments tab page if they do have a

brokerage or investment account.
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Results:

This real-world case study outlines technology
constraints and design challenges we faced while
designing our customer-focused user interface that
supported the stated business goals. This is a typical
process of most user experience design teams. The
most frustrating part of this project was being
overruled by our brokerage business partners and
stakeholders although we had customer validation of
our design directions.

As an internal user-centered design team for Bank of
America’s eCommerce division, the continual sell of our
user-centered design process and services over the
past few years has been rewarded by getting more
respect and trust from our eCommerce business
partners. Our team’s involvement has shifted from a
last minute request of “can you design our Ul and we
need it tomorrow” to now being engaged earlier at the
strategic level and early project concept stages. We
provide our knowledge to help develop requirements
and concepts that take into consideration both the
business and the customers’ goals while allowing our
team to be involved in driving innovative design.

For all projects at Bank of America, a stakeholder
analysis is not a formal step in our process as we
continually work closely with our eCommerce product
management partners during our design phases and
obtaining buy-in for our customer-validated designs has
been easier. Working with new brokerage business
partners and stakeholders for this specific project has
exposed that gap. With a stakeholder analysis for this
project, we could have identified important brokerage
stakeholder views in addition to the stated business
goals. Our brokerage business partners and
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stakeholders were the most concerned about
maintaining the same level of visibility within the Bank
of America Online Banking site as they had on the Fleet
Homelink Portal site. Using a stakeholder analysis
would have assisted our team in understanding their
“views” and help us to get their buy-in for our user-
centered design process and the designs for the
project.

This type of tool, be it a process similar to Jonathan
Boutelle’s [2] or a specific stakeholder persona as
described by George Olsen [4], would be helpful to
remind our team that it’'s not just about the strength of
the design or the customer validation, sometimes it
really does come down to the strength in your design
sell. With this type of tool in hand, it would have saved
a lot of disappointment and frustration while working
with our brokerage business partners and stakeholders.
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Appendix A

Excerpts from the “Online Banking ‘Investments’
Discovery Sessions Results document”, Session
conducted on August 19, 2004

Report written by Marc Fusco, Usability Engineer

Purpose of this Document

The purpose of this document is to present the results to
the Online Banking “Investments” team from several
discovery sessions conducted on August 19, 2004. These
findings were drawn from the notes/observations from the
usability engineer (Marc Fusco) who also moderated the
discussions. Abla Hamilton (Interaction Design) also
participated as a co-moderator. The sessions included
participants who use online banking, and also conduct
investment activities online. We had tried to recruit several
participants who were Bank of America online banking
users and also used BAISE (the Banc of America
investment site) but due to the low population of these
users in the Charlotte area (—70) we were only able to
recruit one person however they later cancelled their
appointment. As a result all of the participants recruited
did conduct online banking and investment activities at
other financial institutions (and not necessarily both at the
same institution).

Methodology

The discovery sessions were performed to gather
qualitative data through participant feedback and
interaction with several paper-based design scenarios. All
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of the sessions were conducted at Leibowitz Market

Research facility in Charlotte, NC. The participants were

initially shown the home pages for the Bank of America

online banking site and the investments site (BAISE), and
explained the login/password approach (and differences) to
each. They were then asked to imagine (for this session)
that they used both systems.

Several scenarios were presented with the following goals

in mind:

e To obtain initial feedback and preferences on several
designs which demonstrate how “investments” will be
integrated into online banking (and/or linked from
within it)

¢ To obtain feedback on the usability of the single sign-
on process (i.e., linking investments to online banking)

e To gain knowledge on how people think about
“accounts” (both banking and investment)

e To obtain feedback on possible “shared functionality”
between the investments and online banking sites

Participant Data

Participants were interviewed in small groups (4) and
included a total of seven participants. One participant was
interviewed alone. All participants were screened to
ensure they had a minimal amount of online banking and
online investment experience.

Other participant characteristics are presented below.

Age
18 to 25 years old 0

26 to 35 years old 2 (2P
36 to 45 years old 3 M, 2F)
46 to 55 years old 0

55 years+ 2M, B




Income

Less than $30,000 0
$30,000 to less than $40,000 1P
$40,000 to less than $50,000 0
$50,000 to less than $60,000 0
$60,000 to less than $70,000 1(F)
$70,000 or more 5 (2M, 3F)
Accesses Online Banking

One time per month 0

Two times per month 0

Three to five times per month 1P
Six to ten times per month 0

More than ten times per month 6 (2M, 4F)
Online Banking Institutions

Wachovia 7
South Trust 1
Credit Union 1
Accesses Online Investments

One time per month 2 (P
Two times per month 2 (P
Three to five times per month 2 (M, B
Six to ten times per month 0

More than ten times per month 1 (M)
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Online Investment
Institutions

Wachovia

Edward Jones
Scott Trade
Vanguard
Quick & Reilly
Paine Webber
Merrill Lynch

e P TS [ [ RN T

Summary of Findings

Each session was divided into separate “task” areas. Each
will be presented separately and begin with the focus of
the task and the question addressed (as well as the
feedback). Several of the questions were designed to elicit
opinion and observation while others were more task-
based (e.g., navigation).

Task 1 (Inteqgration Designs):

The focus of Task 1 was to obtain initial feedback and
preferences on several designs that demonstrate how
“investments” could be integrated into online banking. The
presentation was counterbalanced across groups in order
to eliminate “order” effects. Many of the same questions
were asked for each of the designs when several of the
first few pages were presented, and if the navigation
scheme did not change (e.g., for each of the pages within
Design 1) then the questions were generally not repeated.
In some cases the questions may have been repeated and
therefore the results have been tallied.



Design 1 (Figure 4)

Note that the look and feel generally did not change from
the “home” page to the second level pages. Changes
included differences in the logo (from “Bank” to “Banc”)
and the second level navigational menus. The header in
the upper right also indicated “Online Banking and
Investing” on both pages.

What do you think of this page?

Most of the participants didn’t have any significant
comments.

Three participants did mention that they liked seeing all
their account information on the page.

What would you do if you were interested in opening an
investment account?

Most participants indicated that they click the “Open an
Account” tab.

Several participants indicated that they would click the
“Investments” tab.

Several participants indicated that they would click the
“Customer Service” tab.

What would you do if you were interested in moving
money from your checking account to your brokerage
account?

All participants indicated that they would click the “Transfer
Funds” tab.

What would you do if you were interested in changing your
address?

All participants indicated that they would click the
“Customer Service” tab.
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What would you do in order to find out more detail about
your investments?

Most participants thought that the “Investments” tab would
link to a summary page while the “Investments” link (in
the “Investments Accounts” section) would link to a page
showing details about the account. Note that after the first
session we did change the name of the investment account
displayed from “Investments” to “IRA” which may be more
representative of how one would name a specific account
(and therefore clearly distinguishable from the tab name).
We had found from the first few participants that when the
labels were the same, they expected both links to go to the
same place.

Design 2 (Figure 5)

Note that the look and feel did change from the “home”
page to the second level (content) pages and reflects the
current investment site. The header in the upper right on
the “home” page indicates “Online Banking”. Note the
“Return to Online Banking” link in the upper left header on
the investment level content pages.

What do you think of this page? (home page)
Most of the participants didn’t have any significant
comments.

What would you do if you were interested in opening an
investment account? (home page)

All participants indicated that they would click the “Open
an Account” tab.



What would you do if you were interested in moving
money from your checking account to your brokerage
account? (home page)

All participants indicated that they would click the “Transfer
Funds” tab.

What would you do if you were interested in changing your
address? (home page)

Most participants indicated that they would click the
“Customer Service” tab.

One participant indicated that they would click the “My
Bank of America” link but then (if not correct) click the
“Customer Service” tab.

What would you do in order to find out more detail about
your investments? (home page)

A few participants indicated that they would click the
“Investments” link.

One participant indicated clicking the “Find an Transaction”
tab.

One patrticipant indicated clicking the “Account Activity*
tab.

One patrticipant indicated clicking the “Account Summary”
tab.

What do you think of this page? (interstitial page)
Several participants thought that they would have to sign
in to the investments site and be logged off of online
banking. They did not like this idea.

One participant indicated that they would like to see it
presented only a few times and then never again.

What do you think of this page? (investments overview
page)

Several participants indicated that they liked the market
summary information presented on the sidebars.
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One participant said they would like to see all of their
positions listed not just the top 5.

Several participants liked the “Return to Online Banking”
link provided in the header.

Several participants indicated that they thought that their
online banking sessions could “time out” while they were
on the investments site.

What would you do if you were interested in opening an
investment account? (investments overview page)

Several participants indicated clicking the “Register another
Account” tab.

Several participants indicated clicking the “Investing” tab.
One participant indicated clicking the “Products & Services”
tab.

What would you do if you were interested in moving
money from your checking account to your brokerage
account? (investments overview page)

Several participants indicated clicking the “Account Info”
tab.

One participant indicated clicking the “Products & Services”
tab.

One participant indicated clicking the “Return to Online
Banking” link.

One participant indicated clicking the “Back” (browser)
button and expecting to see the “Transfer Funds” tab.
Several participants expected to see the “Transfer Funds”
tab on this page as they felt that they were still in online
banking.

What would you do if you were interested in changing your
address? (investments overview page)

Several participants indicated clicking the “Contact Us”
link.



Several participants indicated clicking the “Account Info”
tab.

Several participants indicated clicking the “Products &
Services” tab.

One participant indicated clicking the “Return to Online
Banking” link.

Say you were interested in viewing your checking account
balance, how would you go about doing that? (investments
overview page)

Several participants indicated clicking the “Return to Online
Banking” link.

Several participants indicated clicking the “Account Info”
tab. After noting their error, they indicated clicking the
“Return to Online Banking” link.

One patrticipant also indicated clicking the “Back” (browser)
button.

One patrticipant indicated clicking the “Overview” tab
(which is the page they are on). After noting their error,
they indicated clicking the “Return to Online Banking” link.

Design 3 (Figure 6)

Note that the look and feel did change from the “home”
page to the second level (content) pages and reflects the
current investment site. The header in the upper right on
the “home” page indicates “Online Banking” and
“Investing”
information on the “home” page.

toggles™. There is also no investment account

What do you think of this page? (home page)
Most of the participants didn’t have any significant
comments.
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What would you do if you were interested in opening an
investment account? (home page)

Several participants indicated that they would click the
“Open an Account” tab.

One participant indicated that they would click the
“Investing” tab.

What would you do if you were interested in moving
money from your checking account to your brokerage
account? (home page)

All participants indicated that they would click the “Transfer
Funds” tab.

What would you do if you were interested in changing your
address? (home page)

Most participants indicated that they would click the
“Customer Service” tab.

One participant indicated that they would click the “My
Bank of America” link.

What would you do in order to find out more detail about
your investments? (home page)

Several participants indicated that they would click the
“Investing” tab.

One participant indicated that they would click the Account
Activity” tab.

One participant indicated that they would click the
“Account Summary “ or the Account Activity” tabs, and if
that failed they would use the Search function.

What do you think of this page? (investments overview
page)

Most of the participants didn’'t have any significant
comments.



One participant noticed the difference in terminology -
“Logoff” and Sign-Off” option on the previous (home)
page.

What would you do if you were interested in opening an
investment account? (investments overview page)
Several participants indicated clicking the “Register
Another Account” tab.

What would you do if you were interested in moving
money from your checking account to your brokerage
account? (investments overview page)

Several participants indicated clicking the “Online Banking”
tab.

Several participants indicated clicking the “Investing” tab.

What would you do if you were interested in changing your
address? (investments overview page)

Several participants indicated clicking the “Contact Us”
link.

One patrticipant indicated clicking the “Account Info” tab.

Say you were interested in viewing your checking account
balance, how would you go about doing that? (investments
overview page)

Several participants indicated clicking the “Investing” tab.
One participant indicated also clicking the “Back” (browser)
button.

One participant indicated clicking the “Online Banking” tab.
One participant indicated clicking the “Account Info” tab
and if that failed clicking the “Online Banking” tab.
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Design Preference and Summary

Design 1 was preferred by most participants. Several
remarked on the user-friendliness, combining all their
accounts for display in one place, and the easy access to
the investments area. One participant also indicated a
preference for Design 3 but primarily because she was
concerned with the visibility of her investment accounts
being listed on the default online banking home page (i.e.,
she indicated concern if in a public space and someone
looking over her shoulder). Many participants indicated
trouble in recognizing the tabs (toggles) in Design 3 and
even though the visual appearance may be enhanced on a
computer monitor (vs. paper used here) previous research
indicates that users tend to focus on the center of the
screen, and ignore peripheral content, and therefore it is
safe to assume we would achieve the same results.

When presented with screens that maintained the current
online banking look and feel (and features) most
participants were able to find the features to transfer
money and change their address. When presented with
screens that maintained the current Investments look and
feel — (presented after the OLB home page) there seems to
be lots of variability in responses to most tasks: open an
investment account, move money (banking to
investments), change address, viewing checking account
balance.



