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MAKING THE WEB WORK

234

SUMMARY |

As the first layer of the Behavior tier, the Viewing and Navigation layer
contains some of the most used and most common interface mechanisms
on the Web. Because many of these behaviors, navigation in particular, also
apply to content-based Web sites, there is a fairly evolved set of visual and
interactive conventions that should be followed. These conventions include
the following:

O Goals of navigation. A navigation scheme should help users
understand three things: what type of application they’re using,
where else they can go, and what about the application
is important.

O Navigation mechanisms. Although tabs and trees are the two
most common forms of high-level navigation, they are both
limited in scalability, hide choices from the user, and fail to
support lateral navigation. The impact of these limitation can
be mitigated but not eliminated.

O Selection of data objects. Two conventions are used to relate
commands with data objects in a list. The convention of shared
controls allows users to select multiple items at a time, but the
convention of dedicated controls more tightly couples the objects

and commands.
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CHAPTER 7 VIEWING AND NAVIGATION

O Viewing and manipulating lists. There are four established
interactive conventions useful for manipulating lists of data
objects: column set selection, sorting, paging, and filtering.
Working in con;cert, these mechanisms give users with the power

and flexibility to modify the presentation of their data.

Looking forward to the next layer of the interface, Editing and
Manipulation, the interaction issues become more complex and the

conventions less well established.
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“In saying what is obvious, never choose cunning.
Yelling works better.”

Cynthia Ozick
“We Are the Crazy Lady and Other Feisty Feminist Fables”

in The First Ms. Reader
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EDITING AND
MANIPULATION

Using HTML Input Controls
to Accurately Capture Users’ Data

In contrast to the Viewing and Navigation layer, the interactions in the
Editing and Manipulation layer result in persistent changes to the user’s data. Owing to
HTMDUs limited interactive vocabulary and the complex nature of these interactions, the
Editing and Manipulation layer contains some of the most challenging and difficult
aspects of the overall design. In addition, the technical limitations of Web applications
are particularly visible in this layer. In many cases, the ideal level of sophistication and
interactivity is too difficult or costly to achieve, resulting in a variety of implementation
tradeoffs and compromises. Therefore, the appropriate and practical design solution
requires a delicate balance between users’ needs and technical feasibility.
This chapter approaches the problem from three different angles: the overall goals and
purpose of forms, the proper use of HTML input controls, and how to combine input

controls to facilitate complex interactions.

This material may be protected by Copyright law (Title 17 U.S. Code)
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DESIGNING FORMS: THINKING IN TERMS OF
THE WHOLE

Remember the chapter about structural models and the discussion about
views and forms? When designing the structural model, the focus is on the
flow of the site as a whole and how various types of pages contribute to that
flow. After determining that a particular workflow requires a form,
however, the challenge of the details still remains.

At the highest level, forms are essentially a mechanism for the applica-
tion to ask the user questions: “When would you like to fly?,” “What is your
address?,” and so forth. By contrast, views are essentially a mechanism for
the user to do the asking: “What is the balance of my account?,” “What do
you have in the housewares department?,” and so on.

As we all know, the rules of polite conversation are slightly different,
depending on who's doing the talking and who’s doing the listening.
Therefore, the guidelines and conventions for form design are also slightly

different from those for views.

PACE APPROPRIATELY

It’s hard to hold a conversation with someone who talks too fast or asks 16
questions before giving you a chance to answer. The same is true whether
youre interacting with another person or with a Web application.
Therefore, determining the optimal length and density of information are
two immediate concerns affecting the design of the overall form.

“We need to collect 67 fields of data. Should we create six really short

forms, four medium-length forms, or one honkin’ long form?”
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CHAPTER 8 EDITING AND MANIPULATION

The answer is, of course, one of balance. If the user needs to see all the
options at the same time, the form will necessarily be long. Similarly, if
choices in one part of the form determine the available choices in another
part, the form will need to be divided into multiple pages. It’s a bit like
feeding babies; you want to be sure each bite is big enough to keep them
interested, and you also want them to know what’s coming for dessert. The
balance, however, is to f‘wt stuff so much in their mouths at once that they
spit it back up all over you.

When you’re considering this question, a good place to start is a careful
review of the functional requirements. Do you really need all those fields,
or could some be eliminated? Are any fields optional? Can those fields be
moved to another page or grouped together so as not to distract from
the form’s main elements? At a minimum, are required fields clearly
differentiated from optional fields so that users can quickly identify what
information they do and don’t have to supply?

Complex forms can have so many input elements that the sheer volume
of controls is overwhelming. Although it’s acceptable to make users scroll,
that doesn’t give you a license to create a form of any length. Long forms
are as painful and intimidating as a mortgage application and should
generally be avoided. Imagine how many potential sellers get scared out
of eBay simply because the form for listing auctions is so overwhelming
(see Figure 8.1).

Long forms do, however, have two important advantages: efficiency and
ease of error reporting. They are efficient in that they require only a single
page load and they allow users to view the full set of options without
additional navigation. They also enable errors to be detected, reported, and
corrected in a single page. These advantages, however, bring with them the
high cost of confusion, intimidation, and bewilderment, particularly for

users new to the application.

239

Google's Exhibit 1014
Google v. BrodTi
IPR2025-00472 - Page 0022



MAKING THE WEB WORK

In most cases, the better solution is to identify logical splits in the infor-
mation so that the form can be presented in multiple pages. What could be
presented as a single, lengthy form often turns out to be more manageable

as a four-page wizard.

LIMIT NAVIGATION

As I mentioned in the context of structural models, Web applications are
built from two fundamental page types: views and forms. Although a major
function of views is navigation, such is not the case for forms. For all the
reasons pointed out in Chapter 5, “The Structural Model: Understanding
the Building Blocks of a Web Interface,” the number of navigation options
on form pages should be severely restricted. This applies to high-level nav-
igation elements, such as tab bars or trees, as well as low-level navigation.
If your form includes a navigational header or other ways to exit the form,
at least some of your users are likely to fill out the form and then click one
of the navigation paths without clicking the Submit button first. When this
happens, it’s impossible to know for sure if they meant to submit their
changes but simply forgot to click the Submit button, or if they really
meant to abandon the transaction. Even if the application is smart enough
to trap every possible click out of the form and perform the submit behind
the user’s back, the basic problem remains: Exiting a form without using a
command button creates ambiguity as to whether changes should be

accepted or abandoned. Of course, you can’t control the user exiting the

form by way of the Back button, a bookmark, or typing in a new URL,

8.1 - . . . .
The overwhelming quantity of but treating forms as modal dialog boxes with limited navigation and
options on eBay’s selling form explicit Cancel and Submit buttons at least helps limit the problem.

must intimidate any but the most
determined of potential sellers.
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CHAPTER 8 EDITING AND MANIPULATION

INDICATE STATUS AND PROGRESS

If a form is part of a guide or a wizard, it should include clear indications
of progress. If users are in step one of a seven-step process, it’s only polite
to let them know where they are and how many steps are left. Even when
some steps are optional—choosing gift wrapping, for example—it is still
important to inform usgrs of the number of possible steps. The goal should
always be to set appropriate expectations for users so that they feel some
level of control over what is happening.

Figure 8.2 from the Opodo travel site is a great example of a progress
indicator. Notice how the current step and all the possible steps are

indicated in the progress bar.

# Anmelden # Kundenservice

(BP0t Matngmn  Werfres | Opodi Gpecds | Fesaghne
suthan  Vafugharkeit  Praies Oatally Wertatiaur
+

SUPPORT INTELLIGENT FLOW AND KEYBOARD NAVIGATION

Well-designed forms also demonstrate balanced flow and intelligent
ordering of elements. The user should be clearly drawn from the top of the
form toward the bottom. Although a layout that draws the user across
the page is possible, the established Web convention clearly favors
vertical layouts.

In addition to enhancing their digestion of the experience, well-
designed flow also enables users to quickly navigate through the form from
their keyboards. This allows more sophisticated users to quickly progress
through the form without having to move their hands back and forth

between the keyboard and the mouse. For applications where users

8.2

A clear indication of where
users are in the process sets
appropriate expectations and
keeps them in control of the
experience.
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