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Real-Life Best Practices Examples

As used typically within the following services

Usability Review

Competitive Web Benchmark

Usability Best Practices Workshop
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 This extract aims to provide you more insights about the 

real-life best practices screenshots.

 For usability reviews and competitive Web benchmark, 

at least one real-life best practice example will be 

provided for each unsatisfied usability best practice 

criterion

 For usability best practice workshop, multiple real-life 

best practices screenshots will be shown for the same 

best practice to illustrate, explain and discuss it.

 Some sites may have change since we have 

identified them as a best practice. Their value to 

serve as a best pratice remains however.

Extract Objectives & Explanations
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Home Page: GP Documentum
Link Identification

Category links are used and links are easy to identify (one colour)

Effective Naming

Audiences very 

well structured

- first time users

- returning users

Source http:// www.documentum.com
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Home Page: BP BMW UK 
Purpose, Audience, Hook – Balance action verbs, links, image

http://www.bmw

.co.uk 10/10/02

Audiences and associated actions available

Source http:// www.bmw.co.uk

http://www.bmw.co.uk/
http://www.bmw.co.uk/
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No matter where you are, the horizontal GNB is consistently:

• Formatted – links do not change

• Placed – always at the top of the page

• Helpful – contains links to site support tools

Site Usability: BP B&N
Global Navigation Bar

Source http://music.barnesandnoble.com/index.asp?userid=2VK599Y5P6

http://music.barnesandnoble.com/index.asp?userid=2VK599Y5P6
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“Double” access to Home Page

Site Usability: BP B&N
Navigation Bar used as Marketing Tool

• HTML titles specified for 

each page

• 2-6 words describe page 

content

Integrated Search Bar

“Separated” Tool Bar

The Global Navigation Bar is also a Marketing Tool

Page titles should be:  1. Present  2. Contextual  3. Consistently placed and formatted
Source http://music.barnesandnoble.com/index.asp?userid=2VK599Y5P6

http://music.barnesandnoble.com/index.asp?userid=2VK599Y5P6
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Site Usability: BP Sanofi-Aventis
Site Map

Three levels of active links / navigation and clearly visible (different 

colons & indent)

<1,5 screen 

long

Source http:// www.sanofi-aventis.fr
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Best Practices - Branding: Tag Lines

Effective  tag lines 

(common placement) but you

can be creative 

and spread them 

over  the whole 

page

Source http://www.easyjet.comSource http://www.seafrance.com

Source http://www.expedia.fr
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Best Practice – Community Building: 
Customer Stories

Effective for community 

building and return visits

but not promoted on 

home page 

Effective: in page navigation links

Easy, straight-forward to submit traveller’s tales 

(minimum required fields)

Not / no longer available

Source http://www.easyjet.com
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Real-Life Best Practices allow you to:

 ground your internal discussion with objectivity 

and neutrality

 Improve and to share better your ideas

 Establish a commong language

And with the benefits

 Reduce your internal discussion time

 Get a best-of-breed Web site

Real-Life Best Practices Screenshots – Key 
Facts
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 Contact us to learn more about the 

competitive Web Benchmark, such as:

– real-life best practices, 

– industry experiences, 

– live-demo, 

– pricing

– etc.

Email: info@effbis.com

Phone: +33 9 8105 79 78 (CET)

Contact us for more information


