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What is Shutterfly?

. shutterfly -

Customers ‘add’ analog online photo finisher Photos can be shared
or digital photos to the electronically.
site The customer can also

order prints, cards and
gifts from their photos.
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Before & After

d 00

®) , \
Phatos Upload your
digital photes 2
JOIN THE FREE FOR ALL TODAY! to Shutterfly com fmm

Hurry ! Sign up by 6/30/2000 Choose your faverites,
add personal messages,
and we'll make your prints

i Sending Prints Just Got A Whole Lot Easier! 2o
Sign - =

B R 3
¥ MeUp . Aaanyour Own messages to the back of piints. |
» Send photos to gaur fiends & family in a few dicks. 3 //
Member o Prices start at 49¢ per print
O . Choose from arange of print sizes Weisardhen
Sign In . Safisfacton Guaranteed!

« Tell me more! directly te you, and

anmyons you'd like!

'Shutterflycom,
y _Support | Demo | About Us
Nyene ——  Introducing 35mm quality prints ...
Friends' Phaotos from your digital camera!
My Account

Launched in 1999

Problems:

* “"FREE" offer dominates page.

* Poor communication of new service.
* Esoteric & scattered navigation

Target user: Gadget Geek
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© Member sign in

|| ire the fun of summer with

orints and more
r digital p

clures

. Sawe 20% on 5x7s
© and 25% on &x10s

Zign up today and receive Get all the benefits of Create unique invitations for . from August 15-22,
15 free 4x6 prints. digital. every event. Tell me mare. | Get started now!

Learn more | Pricing | About us | Customer support | Contact us
Our quarantee | Privacy policy | Terms % conditions | FREE software
Caopyright Shutterfly 1999-2001. all rights reserved.

Re-Branded in 2000

Solutions:

* Visual focus on prints.

* Prominent new member path.

* Quick view of products and promotions.

Target user: Soccer Mom
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Process Overview Diagram

@ —> fPrototypes Evaluation €—> Ul Design I Spec ||l— ®
c I shutterfly
ustomer =
o v u
Marketing
Founder
Engineering v
Product Mgt “---3»Ad Agency
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Research Schedule

JUNE

JULY

AUGUST

SEPTEMBER

USER
RESEARCH
TOPICS

ROUNDS

RESEARCH
LOCATIONS

Homepage
(sketch)

Homepage
(wireframe)

Homepage visual
designs

Post launch testing

Add Pictures Plug-in

Learn More

Learn More,

Benchmarking with

(wireframe) (wireframe) Add Pictures, competitor sites
Share, and Cards

Share Revised Share Order, and Share Paper prototypes of

(wireframe) (wireframe) printed greeting cards

offering

Ethnography: Competitive audit: Final branding Product concept for

Organizing photos and | Organizing and CD archive

Sharing Photos Sharing

3 3 4 2

Ethnography and Testing at Shutterfly San Francisco and Ethnography

Testing at Shutterfly
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New York City labs
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Ethnography

Understanding our customers played a central role in product devel-
opment. By bringing cross-functional stakeholders into our custom-
ers' homes, we shifted our business from an engineering focus to a

customer focus.

SLIDE 6 OF 13

WHY IT WORKED | BRAITERMAN & SKIDGEL




Customer Profiles

Customer profiles gave the entire company— including executives, engineering, marketing, customer
support and product management— a picture of our customers and how they were changing over

time.

NAME

GOAL

PROFILE

PRODUCT
QUESTIONS

% OF TOTAL
MARKET IN
2004 (EST)

Mike
(Seattle)

Try new digital
gadgets and services.

Early Adopter.

Gadget buyer. Unlikely
to share or order.

How to keep power
users satisfied?

What will increase
their purchases?

0%
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Stephanie
(Los Angeles)

Share baby photos with
AOL grandparents.

Family Scribe.

Social interests and
needs drive technology
adoption.

What products appeal
to young parents?

What purchase models
promote loyalty?

15%

Grandma Sue
(Nevada)

View and order prints
of granddaughter.

Novice computer user
on AOL. May never
upload, but want baby
photos.

How can we simplify
receiving and ordering
photos for AOL Users?

Does the share page en-
courage purchases?

20%

Betty
(Cleveland)

Curious about digital
prints; uses lots of film.

Film shutterbug.
Curious about digital,
but tech adverse.

What can we offer film
customers?
How can we make the

transition to digital
easier?

60%
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From sketch to wire frame...

[ ” . TS LNt R Welcome liser Name '] Hallo, First Name - Help | My Shutterfly | Shopping Cart | Sign Out
HVTTERF ( e
Bl DR Ly Sign Out | Help Add Pictures | View | Enhance | Share Online | Order Prints | Create Cards & Gifts Shutterfly
My SMHWLIV i pfoao{J ‘v'iew’ ]| Ehhance] hare | [OrderPrmfs?frth]fG-woleS 3

View Pictures:| Silly cat tricks - 54 pictures| w| [ Displaying 1-12|w| Search | View Albums & Shares
Browse View:

: _ﬂ ofSharea{ Photos
24 jmages - Proger tre.s Photo Search

Page 1 of 2 V) Aoty Seleviect
(previous | Next > | Select'hl [ pe-Select Al

Select pictures or click on a picture to enlarge view. 1 Picture Selected

Select All | De-Select All

Move 7., : Arrange All
h\rramas o «View as a Slide Show

o5 = View Picture Details
2 - Edit Picture Details
Delete.. o - . . :
| 5 Picture Title Picturs Title Pictur Title Pictura Titls * Move or Copy Pictures
| Catecprize

» Add Keywords to Pictures

| Rotaie... - - Delete Pictures
| Apply am Effect.., e
|

Arpply a Bowdex, .
,—'—'—" e | F'ictEETiHe F'ictEeTi‘He F'ictEeTi‘He F'ictEeTi‘He
| | Assist Mel |

‘ - - . - Suggest related merchandise.

| — et Be briefl Include a link.
,_-5 L.-:,‘[‘ Us I'Our j';:gavantg ,l‘anacv Pohcy' ch.mgS .E,Ooﬂdr_hatxs

- - ] u] u] u]
@ CDPyl’ighl" Shu Her H tow 2000. All ”q' ffjcwfd Picture Tifle Picture Tile Picture Tile Picture Tile
Y To change the number of pictures displayed, goto Preferences in My Shutterfly.

90® 1807 907

Referencs Desk | Customear Senvice | About 2hulterlly | Dur Guarantes | Privacy Follcy | Terms & Conditions
@ Shutterfly.com 2000. All Rights Reserved.

Guided by customer goals, Shutterfly's interaction design was created with multiple rounds of
prototyping and usability testing.

3 rounds of hand drawn, 3 rounds of wireframe, and 2 rounds of a HTML clickable prototype.
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... and “spec” to final site

My Shutterfly | Sian out | Help | ® Cart

View Pictures

Overview 5 © Miew my alburns
The Wiew Fofures screen is whare membars view, arrangs, organize and saarch for pictures. Tha
Viewr Albums screan is accessible fram this scresen as well the Sfde Show screan Select pictures, then choose an action on the right.
s Order selected
Schematic pictures
T ———— [ Halloween (10y 3] #[Pictares1-8 |2
Add Picres |V | Enhanca | Enara Oniina | Order Prints | Crat Conds R.Gifs Shutlerﬂy 0 picture(s) selected
‘VisssPhcturea: 51yt ¥odba - £ pcturee] W] G 1-1]] Bieareh | = © Select all
Balactpickram o click on m pictur 2 kg s, [F—— d © Deselect all
Soct 8| O Skt NI i =
e L @ Sart/Arrange all
+ imw 3 Thke Th
« ire Picturs Dtaln —
L] L L e ey

e ) Happy Bride of walfman Jack  wolfman Jack 2 O iy g S elidackng

SEE Halloween 2000!  Frankenstein

=
I Zi
=P [u_r. P .- S DU L]
+ Bekd Kepncrc I Pchurma
H | b N

At © Enlarge picture
T o 1B e
[N - e o= . © Edit title & more
- - - © Move or copy pictures
o i ¥ Delete pictures
th Pt e - o . ,
T hge s mahr of ke e, S brerc n Uy Sty
E Renarme album & more

ety s 0 8 g | mste |

Walfrman 3 PODDZ23168.IPG Wolf 8 Bride elian, ins,
Elemants wearewalf, bride
Title — The tille is "View Ficturss: {album name -  of pictures}.”
Wiew Albums & Shares link — Loads the Wew Albums £ Shares screan
Search link — Loads the Search screan. To change the nurmber of pictures displayed, change My account preferences,

Current Album pull down menu — Options are the membar's pereonal and shared albums. The
number af pictures in the currently viewad abum is listed atter tha abum ramea. All dbom namas
are tuncated arter 24 characters. Salecting an alburm loads the alburn. The list is soried by the pull
down on the Wew Albums screen. Abums that ariginate from pariners such as Walf Camera ars
predixed by a Woli:. Film scans are prafixed by a Film: and include the date they ware added o the
members accaunt. If more than one flm scanning mailer was processed, they ans sufived with a
pound zign and a number.

P The wireframes formed the basis of a 150 page functional speci-
E fication that included each site page, explained states, behaviors,

Plcture ravigation - Members navigate through an album by clicking this pull down Each option

inthe pull down corresponds bo a range of pictures. The datault rangeis 12 bat thera are alsa a n d a Ct i o n S
.

View User Experienoe wil.0 a7
August 18, 20000 Shutterly Praprietary & Cantidantial

The spec was reviewed and accepted by multiple groups, delivered
to the ad agency, and gquided site development. It has kept the site
consistent for close to two years.
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Communication improvements

Member sign-in [ erter e-rnail

| | enter password

] Go® bt

Secure sign-in

FREE
film
scanning

Send us yaur filrm or
upload yvour pictures,

[ remernber ry a-rmail address

@Copyright Shutterfly, corn, 1999-2000, All ri

i

ELQJ )

Halloween
borders are here :
Add a spooky border |

to your prints

Contactus | Aboutus | Qur guaranies | Privacy policy | Pricing | Terms & conditions | Reference desk

ights reserved,

v MNew!

: Photo t |
. greeling - -
; : Free Prints "%

: send someone a picture

shuttert

where your pictures live

© Member sign in

shutterfly

Share the fun of summer with
high-quality prints and more
using your digital pictures.

\ 4

cards
Introducing a new way to | Sian up today and
x receive 50 free prints.

Get 15 = : Using ._ Irw raﬂons Save 1
free . afilm : made up-lo 27
prints . camera? - : eny Save 20% 5

& - and 25% an BxlUs
Sign up today andreceive . Get all the benefits of Cm t vitations for . from August 15-2Z2,
15 free 4x6 prints. * digital. t Tl\memore * Get started now!

Learn more | Pricing | About us | Customer support | Contactus
Our guarantee | Privacy policy | Terms & conditions | FREE software

Copyright Shutterfly 1999-2001, All rights reserved.

With just weeks before launch, we tested and rejected the ad agency’'s home page. Customers told us
they thought they were on a baby site, and few understood that we sold prints.

The revised home page has a visual focus on the tangible feel of prints.

WHY IT WORKED | BRAITERMAN & SKIDGEL

SLIDE 10 OF 13




Feature improvements

'Shutterflycom,

iFos ——  Introducing 35mm quality prints ...

Friends' Photos

from your digital camera!
by Account

l

My Shutterfly | Sign out | Help | "™ Cart

= Wiew my albums

Select pictures, then choose an action on the right.

The new navigation reflects customer’s tasks.

Communicates Shutterfly's service and product offerings.

Uses friendly nomenclature, not technical or system based.
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Success Metrics

Customer Satisfaction

At the end of multiple rounds of cus-
tomer testing, prototypes elicited posi-
tive responses.

Qualitative research demonstrated
usability and delight. Measures included
ability to complete common tasks and
story drawings by participants.

Industry Awards
PC Magazine AIGA

Yahoo! Fortune
Internet Life

Family PC Forbes
Magazine

WHY IT WORKED | BRAITERMAN & SKIDGEL SLIDE 12 OF 13

Revenue

* New design increased print orders by
200% (from April to October 2000).

* Introduced high margin photo
products.

e Photo cards created a second
revenue stream after prints.

* Snapbooks exceeded sales
projections by 85%.

* Both products were quickly imitated
by competitors.



Final Thoughts

Why it worked...
Hundreds of customer visits and prototype evaluations.

Close collaboration between research and design. Designer involved in all re-
search activities, researcher proposed design solutions.

Process that involved multiple groups in customer research and design spec.
Input and sign off.

Willingness to use customer insight to reject in-house assumptions and to inform
strategic decisions.

Focus on intersection between customer goals, technical feasibility, and business
success.

WHY IT WORKED | BRAITERMAN & SKIDGEL SLIDE 13 OF 13



