
1 

 
  

 
 

 

 

 

Executive Summary 

RIVERHEAD LOCAL 
WEBSITE 
REDESIGN 

555-555-5555 
team@wwwredesign.co 

555 Main Street 
Riverhead, NY 11901 

WWW-Redesign, LLC 



 

wwwredesign.co 

2 

PART 2: 

THE PROBLEM 
 
The RiverheadLocal.com website is one 
of 12 publications that provide news to 
the East End of Long Island, through the 
web. While RiverheadLocal.com has a 
wealth of information that is updated 
on a regular basis, the layout of the site 
is dated and confusing to navigate for 
users looking to know what is going on 
in their neck of the woods. The concern 
is that if people go to a site like 
RiverheadLocal.com and cannot find the 
news they are looking for; they are 
likely to go to one of the other 11 
publications. Once redesigned, users 
will have a much easier time finding 
relevant news, keeping them on the site 
for longer periods of time. 
The purpose of various tests conducted 
was to find out whether the design of 
the website was easy to navigate, and 
the conclusion was that it could be 
updated and improved upon. 

METHODS USED 
 
Several studies were conducted to find 
out whether assumptions on how users 
viewed the RiverheadLocal.com 
website. The assumptions about the site 
included it was too cluttered, the 
advertisements were placed incorrectly, 
the site was too difficult to navigate, 

and the layout was dated. While some 
of these assumptions rang true 
according to the study, others did not 
matter to the users. To address 
concerns with the navigation bar, a card 
sorting study was conducted where the 
users were asked to rearrange a series 
of categories that represented the top 
navigation. After the navigation was set, 
the users were then asked to add 
subcategories under each navigation 
item. Generally, most of the users 
agreed on a way to have the navigation 
out. A usability study was also 
conducted where participants were 
asked to complete a set of tasks on the 
website. All three users were able to 
complete the set of five tasks, though 
the times to complete each one varied. 
Some users were stumped when it 
came to find a series of stories 
pertaining to an accident where a police 
officer was hit by a vehicle during a 
high-speed chase. Some users looked 
under news to find the story while 
others looked under the police category 
where it resided. But when it came to 
finding news about COVID-19, and 
whether their favorite BBQ restaurant 
was opened on the weekend, the users 
all found their way. Even though the 
users were able to complete the tasks, 
the evidence was there that each user 
was overwhelmed in some way and that 
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simple modifications to the site could 
help them navigate the site with ease. 

SOLUTIONS 
Several ways to improve site usability 
were discovered through the various 
tests that were conducted in this study.  

• The elimination of one of three top 
navigation bars will reduce the amount 
of confusion that users experience. 
Having three navigations creates an 
unnecessary redundancy. With that, 
the way navigation bar items open 
should be consistent across the board. 
Currently, one top navigation bar opens 
in new windows, and in doing so, it 
removes the top navigation and does 
not give users a way to get back to the 
home page. All links should open in the 
parent frame. 

• Users would benefit from a redesigned 
navigation bar menu system made up 
of eight categories instead of 10, with 
dropdown menus that make sense for 
each category. Business, Living, Events 
and Schools can all be eliminated and 
placed under different categories. For 
example, Schools can be placed under 
“News” and Events can be placed 
under a new category called 
Community. 

• Move more news above the fold of the 
page, like that of a newspaper. In the 
site’s current arrangement, the 
elements above the fold consist of 
three navigation bars – one at the very 
top, the main navigation bar and a 
COVID-19 bar – an advertisement, a 
way to support the site and one story. 
More items can be placed above the 
fold, including a carousel of news 
stories and a prominent breaking news 
banner. 

• The “We need your help” button at the 
top of the page should stick out more 
to be more clear. 

• The addition of a search box next to the 
magnifying glass would help users 
realize they can search for stories 
throughout the site. 

• A red bar across the top is used for 
COVID-19 coverage. The coverage of 
the pandemic is necessary, yet the 
addition of a static Breaking News bar 
or banner should be added for users to 
be able to find news that matters now. 

While these modifications may seem 
minor, they will make the 
RiverheadLocal.com website much 
more usable to the residents of 
Riverhead and Southold who turn to the 
web for news. 
 

PART 2: Chapters 

COMPANY DESCRIPTION 
Riverhead Local is a newspaper 
publishing company based in Riverhead, 
New York, that provides news coverage 
for the North Fork of Long Island – an 
area that lies approximately 70 miles 
east of New York City and stretches 
between Riverhead and Orient Point. 



 

wwwredesign.co 

4 

 

WEBSITE DESCRIPTION 
The company’s website -- 
https://riverheadlocal.com/ -- is the 
main engine that Riverhead Local uses 
to disperse news to a diverse 
community made up of all generations 
and races. Some of the types of news 
that can be found on the website 
include government, schools, elections, 
sports, community happenings, events, 
obituaries, and breaking news on things 
like COVID-19. 

WHY REDESIGN? 
Riverhead Local’s site design is 
outdated, visually unappealing, and 
basic.  
During the internet boom, several 
newspapers held out on the move from 
print to online. Whether or not it was 
intentional is unclear, though several 

publications did not know how to 
convert to the web in a way that kept 

revenue coming in from advertising 
while keeping their readers intact. 
Riverhead Local’s site, according to 
documentation, was created in 2010, so 
it is well due for an upgrade. 
Since its design in 2010, several things 
have changed with how sites are 
presented, including the 
implementation of responsiveness – 
which nearly eliminated the need for a 
mobile site and website – as well as 
acceptance of certain advertising 
techniques. 
 

BUSINESS / MARKETING VS. USER 
REQUIREMENTS 
 
Business / Marketing Requirements:  

• Profitability through 
advertisements 

• Profitability through 
subscriptions 

• Space for advertisements 
• Implementation of a classified ad 

system 
• Strict limitations of free content 
• Automated Online Transactions 

 
User Requirements: 

• Reduced clutter 
• Less intrusive advertising 
• Free content 
• Sharable stories 
• Online Classified Ad creation. 
• Area-Specific News 
• The ability to filter news by topic 
• High School sports coverage 

https://riverheadlocal.com/
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THE USERS 
It is understandable why Riverhead 
Local may have a basic site, when 
thinking about the demographics of 
their readers and the readers of so 
many publications. In 2010, the idea 
was to keep as many readers as 
possible. Senior Citizens and Baby 
Boomers relied on newspapers for 
several years, so instead of just 
throwing a complex site together and 
leaving it up to the readers to figure 
out, a basic site helped move things 
along. But now, as more and more 
people become accustomed to 
websites, it appears to be ok to create 
more complex sites for the older 
generation to read, especially as print 
newspapers become a thing of the past. 
One thing the viewer may notice, 
though, is how the new websites sort of 
look like an actual newspaper with how 
they are put together. At the top, an 
image or carousel; to the right, a listing 
of the tops stories, similar to the lead 
story of a paper; the menu at the top 
acts like jump pages to different 
sections; and below the fold are 
community centered, or feature-type 
stories. 
Still, 10 years after its creation, it is time 
for Riverhead Local to get a facelift. 
 
 

Competitor Analysis 
 
There are several media outlets that 
provide news coverage on the East End 
of Long Island, whether it is on the 
North Fork in areas like Southold, 
Riverhead or Greenport, or the South 
Fork in the towns of Southampton and 
East Hampton. The main players include 
Riverhead Local, Riverhead News 
Review, Southampton Press, East 
Hampton Press, Sag Harbor Express, 
East Hampton Star, The Independent, 
News 12, Newsday, and Patch. 
 
Each publication has its own strengths. 
For example, News 12 can reach its 
audience via television and the web, 
Patch is a national publication that is 
split into hyperlocal news territories, 
and all the other publications focus 
strictly on print and web. 
 
When compared to the websites of 
other local media companies, such as 
the Riverhead Times Review, 
Southampton Press, Sag Harbor Express, 
East Hampton Star and Long Island 
Advance, Riverhead Local falls flat. 
Many of the competitor sites have a 
carousel of stories toward the top 
where Riverhead Local has a static 
image attached to a single story. One of 
the biggest news stories currently is the 
outbreak of COVID-19, and while the 
top story has to do with the pandemic, 
immediately above the story in small 
letters is “Live Coverage Coronavirus….” 
Rather than being in small letters, this 
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should be highlighted more so people 
know where to go as soon as the site 
loads. 

 
 
 
 
 

 

When comparing the websites of 
Riverhead Local with the Southampton 
Press – 27east.com – there are several 
elements on the latter that do not 
appear like sore thumbs in the middle 
of the site. For example, looking at 
advertisements on Riverhead Local’s 
website, a viewer will see one 

rectangular block above the main story, 
then a strip of advertisements going 
down the right-hand side of the page. 
This type of layout can be seen in a 
basic WordPress website. The 
Southampton Press’s website also has a 
block ad at the top, but the additional 
advertisements are scattered and do 
not look jumbled. 

27east.com also has a carousel, several 
stories at the top, and a way for the 
website visitor to choose which area 
they want to focus on – Southampton 
Press or East Hampton Press. 

Below is a table comparing several 
features of Riverhead Local’s site with 
its competitors. 
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COMPETITION ANALYSIS CHART 

Feature Riverhead Local Times Review SH Press 
Story Carousel    
Breaking News    
News by Area    
Sports Tab    
Free Content    
Less Than 5 Ads    
Easy Navigation    
More than 2 ways to 
share 

   
 

 
 Personas and Scenarios 

Scenario 1: Stevie Nixon 
Stevie grew up in Cutchogue, he does not have many friends in the area who 
are members of the LGBTQ community. So, he decided to check the Riverhead 
Local website to see what sort of community events are planned over the next 
month for the LGBTQ community. Stevie’s hope is that he can find others like 
him who he can bond with through fellowship and recreational activities. 
When Stevie visited the Riverhead Local website, he noticed several menu bars 
at the top – one was red, and another was black. The black bar had an item 
titled “Events,” so he clicked on it and found a calendar with several events 
listed next to it. The events included things like career assistance, a concert, 
magic show, and a farmer’s market. What the list lacked on first load was any 
LGBTQ events. The only filters available to sift through the list included days 
and times; there was not a way to sort by type. A search bar at the top of the 
screen looked like a viable option, but when “LGBTQ” was searched, nothing 
came up. 
While Stevie loves swiping through stories on his phone, he will not be 
returning to find events until the feature is improved upon. 
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Scenario 2: William Kane – COVID-19 Coverage 
William Kane became concerned when he heard on national news that 
Southold had a higher number of cases of coronavirus per 1,000 than the 
country, so he immediately went to Riverhead Local to see if the statistic could 
be verified. At the top of the website was a bar that said “Coronavirus,” with a 
tab called “Live Updates,” and he figured that was a great place to start. 
Immediately he saw several statistics about COVID-19 in the state as well as a 
breakdown of cases by county and town. The number of cases in Southold 
seemed low compared to several other areas in the town, but after scrolling 
down to news from March 30, he was able to verify the statistic from national 
news. In fact, it was reported days before the national news outlet picked it 
up. Mr. Kane has decided the coverage on Riverhead Local, while still a little 
cluttered, may be his new source for COVID-19 coverage. 
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Scenario 3: Nick Steam – Share A Story He Found 
Over the years, Nick Steam has built up a strong following on social media 
platforms like Twitter, LinkedIn, and Facebook. His following came from a 
variety of posts, including things like photos of himself working out, funny 
memes and news. When the government shut down gyms because of COVID-
19, Nick found himself combing through several news sites looking for facts 
about the spread of the virus. One site he found as being quick with the 
updates was Riverhead Local. It had maps, statistics and breaking news coming 
out several times per day. While several media outlets stopped reporting on 
Sunday, Riverhead Local continued, and Nick found a story that he had to 
share to his followers. When he went to share it, Nick noticed there was a 
floating bar on the left side of the screen with a Facebook and Twitter logo. 
LinkedIn, Instagram, and others were omitted. His only option was to open the 
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app on his phone, copy the link, and post a link to the story in the other apps. 
Even though it worked, and he was able to get the word out about the story, 
Nick was disappointed that other options were not available. 

 
 
 

Interviews 
DESCRIPTION 
One-on-one interviews were conducted with visitors of RiverheadLocal.com to learn 
more about what they think of the website a how it can be improved. This is a script of 
how an interview would be conducted. 

RESEARCH QUESTION 
How can the RiverheadLocal.com website be improved so that the community it serves 
can continue to be informed of news and events in a presentable format, suitable for 
nearly everyone? 
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THE INTRODUCTION 
My name is Greg Wehner and I am conducting a study for Riverheadlocal.com. Thank 
you for coming today.  
 
I know your time is precious, so today I will be taking no more than an hour of that 
time. During the hour, we will talk about your experience with news websites.  
 
It is my understanding that you are a subscriber to Riverheadlocal.com and that you 
agreed to participate in today’s interview. Since you are a subscriber, your input on 
how we can improve our website is invaluable to us. When I say us, I mean me, the 
stakeholders, and members of the product development team, who happen to be 
sitting in another room and are watching this session.  
 
I wanted to let you know up front, that they are there, and make sure you are fine with 
the recording of this session. While notes are being taken during this interview, I want 
to be able to go back to the recording to make sure I have my facts right. I also want to 
make sure that you have my undivided attention.  
 
Additionally, I am neutral in all of this – I am not a member of the product 
development team and will not be offended by anything you say today. Your honest 
input will be the key to making improvements to our site.  
 
At times, you may not have an opinion, and that is ok. Just let me know in advance. 
You also have the right to ask me questions and to leave at any time. 
 

THE WARM-UP 
1. Please tell me a bit about yourself: How old are you and where are you from? 
2. What is your ethnicity? 
3. What do you do for a living? 
4. How did you first discover Riverheadlocal.com? 
5. What was your first impression of the website? 
6. What are the top five things you like or dislike about the site? 

 

BODY OF THE SESSION 
1. Some people go to Riverheadlocal.com for news, community events, obituaries, 

and sports coverage. Why do you go to Riverheadlocal.com?  
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2. How often do you visit Riverhead Local? 
3. What sort of stories do you want to see when the site loads? 
4. What role should community events play when riverheadlocal.com is 

redesigned? 
5. How often do you share news stories from Riverhead Local or any other news 

website? 
6. On a scale of 1 to 5, with 5 being very important and 1 being not important at all, 

how important is it to offer readers a way to share stories from 
Riverheadlocal.com, and why? 

7. Ads are a big part of Riverhead Local’s revenue. What are your thoughts on pop-
up advertisements and large ads toward the top of the website? 

8. How important are photos with each story? 
9. How important are videos with each story? 

10. What would you like to see Riverhead Local do differently when presenting 
the news on the web? 

 

COOLING OFF 
1. That was the bulk of my questions for this session. Is there anything you can 

think of that I should have asked you and I did not? 
 

WRAP-UP 
1. Before we finish the interview, do you have any questions for me? 
2. Like I said before, the input of subscribers like you is invaluable. Our hope is that 

readers like you can get the most of the Riverheadlocal.com website, making it 
your main source for news and community events. Thank you for your time. 
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Surveys 
DESCRIPTION 
Surveys were conducted as part of the research to find out how users of 
RiverheadLocal.com feel about the site. The information is qualitative and quantitative 
and provides an insight into who the sites visitors are and how their experience can be 
improved. 

GOAL, SCRIPT, AND QUESTIONS 
The purpose of this survey is to learn more about the people in the towns of Riverhead 
and Southold, who use the Riverhead Local website, www.RiverheadLocal.com. We 
want to know who you are and what you look for when choosing a news source. 
Ultimately, the RiverheadLocal.com website will be redesigned, and our hopes is that 
the input we receive from you will help make all our goals come to fruition. 
All information that you provide in the following survey will remain confidential. 
When finished, please fold the survey up and put it into the pre-stamped and 
addressed envelope, then drop it off at your local post office. 
 

GREETINGS: 
Thank you for taking time out of your day to participate in this survey. Riverhead Local 
is in the process of a redesign, and before we make any decisions, we want to know 
who our readers are. After this survey, more research will be conducted on the users 
to ensure each decision we make regarding the website will benefit not only us, but 
you, the user. If you have any questions, please do not hesitate to email us at 
websurvey@redesignllc.com. 
What is your age? (Demographic Information helps understand who the users are) 

- Under 18 
- 18-29 
- 30-49 
- 50-69 
- 70+ 

 
What township do you live in? (Demographic Information) 

- Riverhead 
- Southold 

http://www.riverheadlocal.com/
mailto:websurvey@redesignllc.com
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What is your highest level of education completed? (Demographic Information) 

- GED 
- High School Diploma 
- Associate degree 
- Bachelor’s Degree 
- Master’s Degree 
- Doctorate 

 
Are you currently employed? (Demographic Information) 

- No 
- Part-Time 
- Full-Time 

 
How computer savvy is you? (Website Redesign should include computer literacy) 

- Unable to use 
- Struggle 
- Average User 
- Advance User 
- Expert 

 
What types of news do you visit Riverhead Local for? Mark all that apply. (reader 
interests) 

- Political 
- Elections 
- Sports 
- Schools 
- Features 
- Police 
- Crime 
- Community 
- Environmental 

 
What platforms do you access Riverhead Local from? Mark all that apply. (important to 
know how people access the site for design purposes) 

- Phone 
- Computer 
- Virtual Reality Headset 

 
How often do you visit Riverheadlocal.com? (demographic and user stats to help 
understand who visits the site) 
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- Multiple times per day 
- More than two times per week 
- Once per week 
- Once a month 
- I do not know 

 
What sort of stories do you want to see immediately once the website loads? 
(demographics and how people use the site is important.) 

- Breaking News 
- Political News 
- Election News 
- Sports 
- Schools 
- Features 
- Police and Crime 
- Community Features 
- Environmental News 

 
How long do you spend on news sites when you visit them? (Time is measurable, and 
ideally, it would be great to get this number higher) 

- Less than 5 minutes 
- 5 to 10 minutes 
- 10 to 20 minutes 
- 30 minutes or more 

 
What social media platforms do you use? (this will be helpful when determining which 
social media platforms to link to) 

- Facebook 
- Twitter 
- Instagram 
- LinkedIn 

 
How often do you share stories from news websites on Facebook? (helpful when 
determining social media platforms) 

- Never 
- Less than once a week 
- Between 1 and 10 times a week 
- More than 10 times a week 

 
How often do you share stories from news websites on Twitter? (helpful when 
determining social media platforms) 



 

wwwredesign.co 

10 

- Never 
- Less than once a week 
- Between 1 and 10 times a week 
- More than 10 times a week 

 
How often do you share stories from news websites on Instagram? (helpful when 
determining social media platforms) 

- Never 
- Less than once a week 
- Between 1 and 10 times a week 
- More than 10 times a week 

 
How often do you share stories from news websites on LinkedIn? (helpful when 
determining social media platforms) 

- Never 
- Less than once a week 
- Between 1 and 10 times a week 
- More than 10 times a week 

 
How often do you visit Riverhead Local for community events? (Usability and 
demographics to help with redesign) 

- Daily 
- Weekly 
- Monthly 
- Yearly 
- Never 

 
What type of community events do you look for on sites like Riverhead Local? Mark all 
that apply. (detrimental when choosing categories users want to see) 

- Religious 
- Festivals 
- Music 
- Theater 
- Comedy 
- Support Groups 
- LGBTQ 
- Food and/or Drinks 
- Protests 
- Other - Please Specify (less than 100 characters) 

 
When you see an advertisement on a website, how likely are you to click on it? (helpful 
when determining the value of advertisements to users) 
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- Not likely 
- Somewhat likely 
- Highly likely 
- Depends on the advertisement 

 
How often do you click on website advertisements? (helpful when determining the 
value of advertisements to users) 

- Never 
- Less than once a week 
- Between 1 and 10 times a week 
- More than 10 times a week 

 
What local news websites do you currently go to for news? (Helpful because it will 
allow us to look at local competition closer when determining changes, we decide to 
make) 

- Newsday 
- Southampton Press 
- Riverhead Times Review 
- News 12 
- Riverhead Local 

 
 
Once again, thank you for participating in the survey. The feedback that you provide is 
invaluable to us, and we hope to be able to make changes based on your feedback, as 
well as others, to benefit all of us. 
 
If you have any additional information or feedback, please tell us in 350 words or less 
using the space below. 
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Card Sorting 
DESCRIPTION 
A card sort was conducted to see where users would categorize various pieces of the 
top navigation bar. Each user was given a set of categories to rank from left to right, 
and then asked to categorize several menu items under each one. The exercise brought 
insight into user preferences for site improvements. 

SUMMARY: 
This document is intended to present findings from a card study conducted with five 
members of the community. The study sought to understand how community 
members prefer to have their news presented on the website, beginning with the top 
navigation. 
When Riverheadlocal.com loads, there are two top navigation bars that can be 
confusing to some users. Both navigation bars have duplicate items, creating a 
redundancy that is unnecessary. This redesign will eliminate one of those bars and 
consolidate everything into one. 
A closed card sorting technique was used, where eight categories were provided to the 
five participants along with 30 cards. The categories represented navigation bar items 
and the cards represented dropdown menu items. 
The categories consisted of News, Police, Community, Obituaries, Real Estate, Contact 
Us, Sports, and Opinion. 
The consensus of which categories the cards belonged under remained consistent, 
although a couple of items presented confusion to the participants. 
In summary, this method moved the team closer to solidifying the top navigation bar 
and its content. 

BACKGROUND: 
Navigations are crucial to the ease of use of a website. When redesigning the website 
for the public, eliminating redundancy, and simplifying a user’s experience are the key 
objective. 
Card sorting is a common user research technique used to discover the user’s mental 
model of an information space, such as a website menu. 
Using the card sorting method, users were provided with eight categories representing 
top navigation headings, and 30 cards representing drop down navigation items. The 
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study sought input from the public on what was most important to each category and 
how items should be presented on the website. 
Five participants were provided a link to a virtual card sorting exercise with the above 
information included, on April 18. They were also provided instructions in both the 
email and through the optimalworkshop.com website link. 
Only one session was held with each user, and follow ups were conducted the 
following day. 

THE PARTICIPANTS:  
Carol is a 75-year old retired woman who relies heavily on a printed newspaper each 
week to get her news. Carol was provided a link via email with instructions on how to 
do the card sorting exercise. She was also provided with a phone number to call when 
doing the exercise. 
Doug is a 74-year-old retired fisherman who likes to think of himself as tech savvy, 
since most of his days are spent using a ham radio. The ham radio is connected to a 
computer, and when he is not making contacts over the airwaves, Doug surfs the 
internet for news. He is a regular RiverheadLocal.com visitor and looks forward to the 
day when he can surf the site with ease. 
Brian is a 45-year-old elementary school computer teacher who shows students the 
proper way to get news from the internet. One of the sites he typically visits is 
Riverheadlocal.com, though he recently turned his attention to area competitors 
because their sites are easier to use. 
Penelope is a 38-year-old service advisor who works for a major lab equipment 
company based in Germany. When she is not busy making sure laboratories are getting 
the best equipment, she uses her phone to surf the net for news stories then shares 
what she finds on social media. 
Bill is an editor for a newspaper in a non-competing market of Riverheadlocal.com. Bill 
spent nearly 10 years redesigning the website of his publication and has experience 
with user studies. While his recommendations and input are based on a different 
demographic, he lives in the area that Riverhead Local serves – he offers a local 
perspective. 
The criteria for the users was that they could not work for a competitor, they were 
over 18 years of age and were users of web-based news websites. 
None of the users were provided with incentive to participate – it was done on their 
own free will. 
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MATERIALS:  
• Cards 

o All 30 cards contained a single word that allowed for interpretation. 
o None of the cards contained an alternative label or description. 

PROCEDURE: 
Participants were provided an email inviting them to take part in the card-sorting 
exercise. By participating in the exercise, they were agreeing to nondisclosure 
agreements. 
The following instructions were provided in the email: 
Click on the link below and go through the card sorting exercise.  I am looking for your 
input on how the categories should be stacked and the order of the navigation. The 
categories are navigation headings, the cards are items that can appear under the 
headings. 
It is simple; just drag the cards to the category you think they should belong under, and 
then rearrange them through dragging them up and down the list. 
After clicking the link, the users were provided an expected completion time of 10-15 
minutes along with the following: 
Look at the list of items on the left. 
Please sort those items into groups provided on the right. 
There is no right or wrong answer, just do what comes naturally. 
Participants accessed the optimalworkshop.com link from home and worked 
individually during the COVID-19 shelter in place order. 
They read through each card to make sure they understood what it was, then dragged 
the card to the category they felt it belonged under. 
Once all 30 cards were separated into categories, the cards were then placed into 
order of most important to least. 
The categories were then ranked from most important, which translates into order 
from left to right on the top navigation. 
Results: 

TIME TAKEN: 
Even though each participant was told the card sorting exercise would take between 
10 and 15 minutes, everyone finished within 10 minutes. 
During a follow-up call, Doug said he was thankful that the expectations were set 
beyond how much time the activity would take. 
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EASE OF USE:  
Brian said the activity was easy to complete from his laptop computer. As a suggestion, 
though, he said the instructions could have been a little clearer. He was not sure 
whether the cards needed to be placed in order from most important to least 
important or not, though he still took the time to do so. 
Doug also said the activity was simple, and when asked whether he thought the 
instructions were clear enough, he said there was an assumption to put the cards in 
order under each category, of how he would want to see them appear. 
Penny used her iPhone to complete the activity and said it was very simple. To her, it 
was literally drag and drop with a finger. 

TERMINOLOGY: 
The consensus was that most terms were straight forward. Everyone knew what the 
sports were, the government news, news by municipality, and contact us, for example.  
Not all terms were clear, and some things could have been included or omitted. For 
example, a “Blotter” is a raw file that police departments should be able to create, that 
lists all DWIs, arrests and police reports, among other things. While DWIs and Arrests 
made up two of the cards that people chose to list under police, blotter created 
confusion and redundancy.  
Carol opted to not list the blotter anywhere, while some others placed it under 
Community and Opinion. 
 “Sales” also caused confusion because it was not specific enough. Every user said they 
would have placed “Sales” under the “Real Estate” category. Carol said when she saw 
“sales,” she was not sure if I meant food sales or furniture sales, and Penny said she 
was not sure if “Sales” meant newspaper sales. 
Carol and Doug both suggested that an item for “Letters to the Editor” be included. 

CARD SORTING: 
There were several items that appeared under multiple categories, and in the chart 
above, the items are listed in bold. 
These items will be placed under the category that received the highest percentage 
from users. Here are the results and the final navigation items: 
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CONCLUSION: 
The card sorting study included the participation from five individuals who are plugged 
into the community. It would be difficult to completely base the top navigation off 
feedback from these five individuals, but it is a start. 
Moving forward, the recommendation would be to tweak the card sorting activity 
based on input from these five participants. Once changes have been made, the study 
could be conducted again, but with more people. The results will determine whether 
the study is conducted a third time. 
The idea that some participants were confused is enough justification to run the study 
again. 
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While conducting the study remotely was “convenient” to some, conducting it in 
person could be more beneficial than following up with each user after they do the 
study. Not all users were able to do the study over the phone, which is why doing it in 
person would also be beneficial. 
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Diary Studies 
DESCRIPTION 
A diary study was developed to gain active thoughts on a website from visitors over 
time. During the study, participants tracked their experiences over 30 days instead of 
once during a single study. 

THE STUDY 
Time is important to everyone, and the use of the most non-intrusive method of 
collecting data through a diary study is just as important. If participants find the study 
is taking too much of their time, they may opt out at some point or begin to falsify 
information, which is counterproductive to finding out how to move forward with the 
redesign. 
The purpose of this diary study is to learn more about the site’s users and their 
behaviors on the website. For example, what stories caught their eyes first? What 
advertisements caught their eyes first and whether the advertisement was a 
distraction from obtaining news. The study also looks to find out whether the 
participant shared any of the stories they viewed and why. 

DIARY STUDY FORMAT 
Since the focus of the study is on a user’s behavior on a website, recording data 
digitally is important. Not only is it convenient for participants, it will offer a variety of 
information in the diary study.  
This study will combine two different formats: text and email. 
To participate, everyone must have a mobile phone to receive random notifications to 
participate in the study at various times throughout the day. The phone can also be 
used to submit data, though it is not required for that purpose. 
The primary format that will be used is email. In each email, the participants will be 
able to provide links to the websites they visit, links to stories on RiverheadLocal.com 
and links to advertisements on the Riverhead Local site. 
Nearly everyone has an email these days, whether it is through Google, Outlook, Yahoo 
or AOL. Not everyone has an email, though, so this study will not be able to capture 
input from this sect of people. 
Using an email format eliminates the need for paper and transcription since everything 
is already typed. It also allows the participants to upload photos or screen shots with 
each post. 
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In addition to email, this focus group will also be open to those who prefer to send text 
messages. Like emails, the text messages are already transcribed, and nearly 
everything from links to photos and videos can be sent on the fly. 

SAMPLING FREQUENCY 
This study seeks to understand the experiences of users on RiverheadLocal.com, so the 
sampling frequency will occur once a day for 30 days. The sampling methodology being 
used is called experience sampling. 
Participants will receive a text message from the person conducting the study, 
requesting that they go to www.riverheadlocal.com at that moment. The participants 
will also be required to answer a set of questions regarding the device they are 
accessing the site from, where they were when they accessed the site, what story 
caught their eyes first, what advertisement caught their eye first, whether or not the 
advertisement was a distraction, and whether or not they shared the story to social 
media. It also asks if the users clicked on any other stories and requests the links. 

PREPARATIONS FOR THE STUDY 
All participants of this study will be required to have a cellphone with the ability to 
accept text messages. Most cellphone plans have unlimited text message included, so 
initially, there are no additional costs associated with this unless a person does not 
have unlimited texts message. If the participant does not have unlimited text 
messages, they will be omitted from the study. 
Instructions of how-to setup notifications on Apple and Android phones will be created 
and provided to all participants, along with instructions on how to reply to text 
messages. 
Other instructions that will be created and provided include how to copy and paste 
links from mobile phones and computers, and how to copy and paste links to photos 
and videos. 
Each participant will also be provided with a list of questions in electronic format in 
each text – the questions will be the same each time – for them to answer. 
Each time this study is conducted, 15 participants will be recruited. With each of these 
participants, it is important to be transparent as to what is expected of them. In the 
case of this study, each participant will be expected to receive and respond to one text 
per day, via email or text, within 10 minutes of receiving the text. The responses will be 
matched up to the participants to ensure they are doing their part. If a participant does 

http://www.riverheadlocal.com/
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not respond three times, someone from the team conducting the study will reach out 
to them to make sure everything is ok. 
Since the participants are taking time out of their routine, they will each receive a $5 
gift card to Starbucks for every three responses in a row. So, if they participate all 30 
days, they can earn $50 in Starbuck gift cards by the end of the study. 

CONDUCTING THE STUDY 
Once 15 participants are recruited for the study, expectations will be set, and 
documents will be provided on a one-by-one basis. Each individual meeting will either 
take place in person, over the phone or through the Zoom program. 
A start date will be provided to each participant, at which point they will be required to 
participate. As an additional expectation, the person conducting the study will tell each 
participant that it is understandable that they may or may not be able to participate 
each and every time, but as an incentive, the participants are being offered Starbuck 
gift cards. 
A single day may go like this: 

1) 9:15 a.m. – each participant will receive a text message directing them to access 
www.RiverheadLocal.com and to answer the following questions: 

a. Did you access the site using a phone or computer? 
b. What was the first story that caught your eye? 
c. Did you share the story on social media? Which platform? 
d. What other links did you click on? 
e. Did you share any additional stories? 
f. What was the first advertisement that caught your eye? 
g. Was the advertisement a distraction? Why? 
h. Is there anything else you want to share about this experience? 

The same questions will be sent out each day over the course of the study, but at 
different times each day. 
The data will be separated out by user, time, and question in an Excel spreadsheet for 
analysis later. 
Additionally, a tally will be kept for each participant on how often they participated, to 
keep track of how much they will be provided in Starbucks gift cards. 
When finished, each user will be thanked for their time individually, and Starbucks gift 
cards will be sent to them within 7-10 business days using standard mail. 

http://www.riverheadlocal.com/
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DATA ANALYSIS 
At the end of the study, there could be as many as 240 answers for each user, or 3,600 
answers in total to comb through. 
Using an Affinity Diagram, the data will be combed for similar findings or concepts, 
then grouped together, and analyzed for common trends. 
Ideally, hot spots of where people look initially when they get to 
www.riverheadlocal.com will be identified, along with which advertisement spots and 
types work. 
The data should also show which social media platforms are being used to share 
stories, what platforms are being used mostly, and what other story types are being 
looked at by the users. 

PRESENTING/COMMUNICATING THE FINDINGS 
Once the trends are identified, they should be presented in a way that is simple to 
understand. 
Using storyboards, the people who conducted the study can show what a “day in the 
life” of a participant is like when they use the site. For example, x number of users 
were on their phone when prompted to look at the site and immediately went to y 
story and were distracted by z advertisement. 
The use could also be presented in a flow chart, showing how many users arrived at 
the site and clicked on a particular story, then whether or not they shared the story, if 
the user shared the story, and to where. 
Ultimately, these are ways to illustrate the user’s behavior on RiverheadLocal.com. 
 
  

http://www.riverheadlocal.com/
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Heuristic Evaluation 
DESCRIPTION 
The following is a Heuristic Evaluation regarding the Riverhead Local website. This evaluation is 
intended to show what the website does well and what needs to be improved.  
 

Heuristic  Severity  Comments 

1. Design for User 
Expectations 

0, 1, 2, 3, 4 The current layout of the 
Riverhead Local website is of 
little concern. While the 
appearance is outdated, the 
site is easy to navigate for all 
users.  

2. Clarity 0, 1, 2, 3, 4 Because the Riverhead Local 
website is news based, the 
language used is clear for the 
reader to understand. However, 
the header and primary 
navigation titles could be larger, 
making them easier to see, as a 
large part of the Riverhead Local 
audience is ages 50+.  

3. Minimize Unnecessary 
Complexity and Cognitive 
Load 

0, 1, 2, 3, 4 The Riverhead Local homepage 
displays clutter and sensory 
overload. Other than the primary 
navigation, there are no titles or 
categories that the homepage 
headlines are divided in to. This 
can be confusing and difficult to 
read for the user.  

4. Efficiency and Task 
Completion  

0, 1, 2, 3, 4 The user productivity could be 
improved with the redesign of the 
site’s layout. When the site is 
easier to navigate and is up to 
date, the user experience is 
more convenient.  

5. Error Prevention  0, 1, 2, 3, 4 The search icon is not boldly 
displayed— this could cause 
confusion or error for users.  

6. Consistency Standards  0, 1, 2, 3, 4 The website is consistent and 
easy to navigate. The layout 
remains the same from page to 
page and article to article.  
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Heuristic  Severity  Comments 

7. Promote a Pleasurable 
User Experience 

0, 1, 2, 3, 4 As previously mentioned, the 
website is easy to navigate, and 
the format remains the same 
throughout the entirety of the 
site. However, the homepage 
suffers from sensory overload. 
The user experience would be 
more promising if the site were 
better organized.  

8. Aesthetic and 
Minimalist Design 

0, 1, 2, 3, 4 The aesthetic is outdated and 
hectic. The Riverhead Local 
website needs a new layout and 
logo that is easy for all users to 
navigate. Because of the hectic 
outdated design, the Riverhead 
Local website could lose 
significant website traffic from the 
younger generation.  

9. Help Users Recognize, 
Diagnose, and Recover 
from Errors 

0, 1, 2, 3, 4 Upon attempting to sign up for a 
membership, I entered incorrect 
information to which the site did 
not send clear directions, but 
rather highlighted the mistake in 
red. While I was able to 
understand the error, other users 
may not have.  

Help and Documentation  0, 1, 2, 3, 4 The website displays a clear 
“Contact Us” tab as a header on 
every page of the site. The tab 
includes 4 contact numbers, 
multiple places to submit a letter 
to different departments, and an 
address.  
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Usability Report 
DESCRIPTION 
A usability study was conducted to find out if three users could complete a series of 
tasks on the RiverheadLocal.com website. Conducting the study in person was crucial to 
understanding where users had problems navigating the site and what could be 
improved upon. 

THE SESSIONS 
The names of the participants, who were selected from a pool of family members, will 
remain completely confidential. None of the users had ever visited the Riverhead Local 
website before the usability test took place. All three participants were briefed about 
the session before agreeing to take the test, and signed agreements acknowledging 
that the session was being recorded for research purposes only. 
Each participant was provided with a breakdown of how the session would be 
conducted at the beginning of it, along with an explanation of what the site was and 
who it serviced. 
All participants were told that even though they were participating in a usability test, it 
was not exactly a “test” per se, and that no answers were wrong. The session was 
strictly to find out how people use the site and if there were any problems that had not 
been seen up to that point. 
All participants signed the consent agreement; a copy of an unsigned agreement is 
attached below. 
Once the agreement was signed, each participant was asked the following: 

• Do you have any questions currently? 
• What do you do for work? 
• Could you tell me more about that? 
• How many hours a day do you spend on the internet? 
• What types of things do you do on the internet? 
• Where do you get your news from, online? 
• Have you ever been to RiverheadLocal.com before today, to get news? 

The test administrator’s computer screen was shared with the users as they were 
presented a list of five tasks, which were read to them one at a time. The participant 
was then asked to think out loud as they completed each task. Once the task was 
completed, the participant was asked for additional feedback. 
Before the session ended, each participant was asked the following questions: 
Is there anything you did not see on the site that you expected to see? What was it? 
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Is there anything else that you would like to add before this session ends? 
The Participants 
Participant Age Gender Notes 
Participant 
1 

43 Female Works as a service administrator. 
Spends more than 10 hours a day on the internet, 
mostly because of work, but also to watch work out 
videos and posting on social media. 
Never visited RiverheadLocal.com. 

Participant 
2 

60 Female Retired educator. 
Spends less than 1 hour a day on the internet 
looking up recipes and using social media. 
Never visited RiverheadLocal.com. 

Participant 
3 

68 Male Retired educator. 
Spends 2-3 hours a day on the internet logging ham 
radio contacts. 
Never visited RiverheadLocal.com. 

 
Evaluation Tasks/Scenarios 
Task 1 – It looks like you do not have plans this weekend. Rather than sitting at home 
and being bored, you want to find something to do on Sunday, April 26, to get out of 
the house. Try to see if the website can help. 
Task 2 – You like the news coverage that Riverhead Local provides on the website. 
With an understanding that the people gathering the news collect a paycheck for their 
efforts, you want to find a way to support the publication. How would you do this on 
the website? 
Task 3 – You were out and about in Riverhead on Tuesday, March 31, when you came 
across an accident where an officer was injured on Osborn Avenue.  You were 
concerned about what you saw and turned to the RiverheadLocal.com site for answers. 
Go through the site and tell me what you find. Was there a follow up of some sort? 
When was it and what happened? 
Task 4 – Many places are closed because of the COVID-19 outbreak, including several 
restaurants. But many restaurants have decided to at least serve their food during 
these times, by way of carry out. This Saturday, you and your partner want to grab 
food from your favorite BBQ joint, Maple Tree BBQ. Find a way to use the website to 
find out if they are serving food that day, and from what time to what time. 
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Task 5 – You recently heard that somewhere around 20 percent of Long Island 
residents may have already been exposed to COVID-19 but found it unbelievable. 
While doing some research yourself, you decide to check out what Katie Morosky of 
Riverhead Local wrote on the matter this week. What did you find? 

THE RESULTS 
Task Completion Success Rate 
All five tasks were completed by the participants, equating to a 100 percent success 
rate. 
Even though the tasks were completed, some questions took longer than others. For 
example, tasks 3 and 5 took longer than most for everyone. 
Time to complete task (in minutes) / Completion Rates 

Participants Task 1 Task 2 Task 3 Task 4 Task 5 
1 1.25 0.45 4.40 3.55 2.4 
2 2.45 5.36 11.38 8.12 5.04 
3 1.5 1.2 7.24 5.43 4.11 
Time 5.2 7.01 23.02 17.1 11.55 
Completion 
Rate 

100% 100% 100% 100% 100% 

 

TASK RATINGS 
After each task, the participants were asked what the level of difficulty was, on a scale 
of 1 to 5, with 1 being easiest and 5 being most difficult. For the mean percentages, 
very easy and easy were combined and difficult and very difficult were combined. OK 
was treated as neutral. 

MEAN TASK RATING AND PERCENTAGE 

Participants Task 1 Task 2 Task 3 Task 4 Task 5 
1 2 1 4 3 2 
2 2 3 5 4 3 
3 2 2 4 3 3 
Total 6 6 13 10 8 
Mean Task 
Rating 

2 2 4.33 3.33 2.66 

Mean Easy 2 1.5 0 0 2 
Mean Difficult 0 0 4.33 4 0 

1(Very Easy) 2(Easy) 3(OK) 4(Difficult) 5(Very Difficult) 
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Task 1 (Find an event) – Finding an event was easy for all the participants, with each 
person rating it as “easy.” 
Task 2 (Support Riverhead Local) – None of the participants seemed challenged when 
asked to find a way to support the publication. Participant 1 initially thought there 
should be a way to support the publication through “Contact Us,” though when they 
found the link at the top of the page, they clicked it. Participant 2 looked around the 
site a bit for a way, but once they realized there was a button on the top of the 
homepage, they had no problem clicking it. Same with Participant 3. 
Task 3 (Officer Down) – This task yielded a challenge to nearly every participant, 
especially participants 2 and 3. Both participants initially went to “News” to find a story 
about an accident occurring on Osborne Avenue. Participant 2 searched for a while 
under News, as did Participant 3. Participant one started under news, then scrolled 
around the homepage, before finally clicking on “Police.” Once all the participants 
clicked on “Police,” it did not take long to find at least one of the three stories. The first 
story was published on 3/31, a follow-up on 4/1 and another follow-up on 4/3. 
Participant 2 said, “There’s a lot of good information in here for residents,” when she 
read the second story. Participant 3 said, “A hit and run accident should be under 
‘News,’ not ‘Police.’” 
Task 4 (BBQ Open?) – This task had each participant try to find out if Maple Tree BBQ 
was open, as many restaurants were closed because of COVID-19. This rated as a fairly 
difficult task because there were several areas that participants could click. 
Participants 2 and 3 clicked on Business and searched around for anything COVID-19 
related business openings. Both 2 and 3 re-read the task numerous times before 
finding clues that this was COVID-19 related. Eventually, both participants found the 
red bar at the top of the homepage that said, “Coronavirus,” and then clicked on 
“What’s Still Open.” Once it was found, they searched the page for “Maple Tree BBQ,” 
and successfully found the restaurant to be open from Friday to Sunday, between 11 
and 8 p.m. Overall, it was a success, though Participant 2 said COVID-19 coverage could 
be bigger and more “in-your-face.” 
Task 5 (20 Percent Long Islanders Exposed to COVID-19) – There were two routes 
participants could take to complete this task. They were asked to find a story about 
nearly 17 percent of Long Islanders possibly being exposed to COVID-19, written by 
Katie Morosky. Participant 3 clicked on Coronavirus Live Updates before scrolling a way 
and finding Katie’s story. Participant 2 did the same thing but got hung up on a 
previous story by Katie regarding the impact that the virus is having on elections. The 
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participant said it was confusing because it really did not have anything to do with 
COVID-19, but then understood how it did. Participant 1 clicked on News then scrolled 
down to Katie’s story on April 23. 

RECOMMENDATIONS FOR IMPROVEMENT 
The following recommendations would help site visitors navigate the website with 
ease, if implemented. All recommendations are based on input from the three 
participants. 
Eliminate redundancy of having two top navigations. 
Some navigation items open in a new window and make it confusing to get back to the 
homepage. All should open in the same window with the same top navigation. 
Offer more stories above the fold of the page. 
Make breaking news like COVID-19 coverage pop a little more. 
Include more COVID-19 coverage – especially “what to do ifs.” 

CONCLUSION 
The current layout and functionality of RiverheadLocal.com works, though it is dated 
and confusing to some. The redundancy of items adds to the confusion, as does the 
lack of consistency when it comes to opening navigation items in new windows. 
The test conducted should be eye-opening to some because of the time it took for 
participants to find accidents from a few days ago. Finding an event and subscribing to 
RiverheadLocal.com was easy to do as redundancy in this matter is needed – especially 
since it involves getting donations to continue operations, like NPR does every year. 
These recommendations are based on several tests of various methods. 

THE SCRIPT 
Hi ___________. My name is Greg Wehner and today I am going to walk you through a 
usability test of the website RiverheadLocal.com. 
In conversation, I may have mentioned that I am part of a team that is redesigning 
Riverhead Local’s website. Part of that process includes finding out what works for 
people and what does not. Even though this is a test, there are no right or wrong 
answers, so please do not worry about making any mistakes. 
The team and I would like to know what you think, so please do not worry about 
hurting our feelings. The idea is to improve the site. We have been looking at this 
website for so long, it does not hurt to get some fresh eyes on it. 
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As we move through the process, please think aloud so that I can understand what is 
going on in your mind. This is invaluable information that can help us redesign the site. 
Also, do not be bashful, and ask me any questions you want. If I cannot answer the 
question, I will try to get the answer by the end of the test. 
Just so you know, I am recording this session both through my computer and by way of 
a camera. This recording is only being used to help figure out how to improve the site 
and will not be seen by anyone except for those involved with the project. I am also a 
very slow writer, so the videos will allow me to go back and make sure that my 
observations are accurate. 
Before we move forward, I’m going to ask you to sign an agreement that simply state I 
have your permission to record you, and that the videos can only be seen by the team 
working on this project. The agreement also states that you will not speak with anyone 
about what we are showing you today, since we have not gone public with the 
information yet. 
Do you have any questions currently? 
Let us move on. Before we go to the website, what do you do for work? 
Would you mind telling me more about that? 
That is cool. How many hours a week would you say you spend on the internet? 
What types of things do you do on the internet a day? 
How about for news? 
Have you ever been to RiverheadLocal.com to get news? 
Let us go there now. 

THE TASKS 
Task 1 –  
It looks like you do not have plans this weekend. Rather than sitting at home and being 
bored, you want to find something to do on Sunday, April 26, to get out of the house. 
Try to see if the website can help. 
Task 2 –  
You like the news coverage that Riverhead Local provides on the website. With an 
understanding that the people gathering the news collect a paycheck for their efforts, 
you want to find a way to support the publication. How would you do this on the 
website? 
Task 3 – 
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You were out and about in Riverhead on Tuesday, March 31, when you came across an 
accident where an officer was injured on Osborn Avenue.  You were concerned about 
what you saw and turned to the RiverheadLocal.com site for answers. Go through the 
site and tell me what you find. Was there a follow up of some sort? When was it and 
what happened? 
Task 4 -  
Many places are closed because of the COVID-19 outbreak, including several 
restaurants. But many restaurants have decided to at least serve their food during 
these times, by way of carry out. This Saturday, you and your partner want to grab 
food from your favorite BBQ joint, Maple Tree BBQ. Find a way to use the website to 
find out if they are serving food that day, and from what time to what time. 
Task 5 – 
You recently heard that somewhere around 20 percent of Long Island residents may 
have already been exposed to COVID-19 but found it unbelievable. While doing some 
research yourself, you decide to check out what Katie Morosky of Riverhead Local 
wrote on the matter this week. What did you find? 
Thank you. Is there anything you did not see on the site that you expected to see? 
What was it? 
That concludes the user study at this point. Is there anything else you would like to 
add? 
Thank you for your time. 

THE CONSENT FORM: 
Thank you for agreeing to give us your feedback on the RiverheadLocal.com redesign. 
Several of the concepts you are about to be exposed to are confidential and have not 
been publicly released. In exchange for taking part in our design process and seeing the 
unreleased concepts, you agree to keep the information you see confidential until 
Riverhead Local releases the information to the public. By signing below, you agree not 
to disclose anything you have seen here today to any third parties or use the 
information for any purpose other than this development process. 
In addition to keeping the information you see here confidential, you also agree to be 
recorded on video and by way of your computer screen with the expectation that the 
information will only be reviewed by those involved in this study. All materials will be 
destroyed by December 31, 2024.’ 
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This agreement will cover all discussions and recordings we intend to have with you on 
<date, place>. 
If you agree to these terms, please sign below. A copy of this agreement will be made 
and emailed to you within 5 business days of <today’s date>. 
We appreciate your participation in the design process, and your information is 
invaluable to us. Learning the needs of people like you will help RiverheadLocal.com 
become the best site it can to deliver news to the public. 
Signature___________________________________Date_______________________ 
Printed Name______________________________________ 
Signature for Riverhead Local__________________________Date________________ 
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