
www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

User Research Report on 
the Haringey Council 

Website

telltaleresearch.com

August 2022



www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

Index

About the Research (slides 3 - 9)
- Background, objectives, sample
- Pages reviewed
- Other Council websites viewed

Part 1: Residents in Haringey (slides 10 - 17)
- Who are they? 
- Why do they come to Haringey Council’s website? 
- What are their experiences using the website? 

Part 2: Usability Research Findings (slides 18 - 57)
- Design
- Content
- UX

Part 3: Best Practice Guidelines (slides 58 - 67)
- Usability heuristics
- 7 best practices tailored to this project
- Examples with best practice references



www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

About the research
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Background, Objectives, & Sample

Haringey is moving to a new 
website platform/CMS in 2022, 
and needed to engage with the 
web/digital users to find out what 
is working and what is not.

Telltale Research was 
commissioned to carry out user 
research and consult the council 
based on the insights. 

Background

1. C onduc t us er res earc h to 
evaluate the us ability of 
Haringey’s  c urrent webs ite

1. Deliver an ins ight report on:
a. IA (high level)
b. Des ign
c . C ontent
d. Navigation
e. General feedbac k

1. Deliver works hops  with 
internal s takeholders .

Objectives

In total, 10 residents in Haringey 
participated in the research. 
T hes e repres ented a s pread of 
ages , ethnic ities  and inc omes .

T hes e were s ourc ed from:

– A s urvey c arried out by Haringey 
in Marc h 2 0 2 2

– S urvey launc hed on Haringey’s  
webs ite, in J une 2 0 2 2  

Sample

http://www.haringey.gov.uk
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Pages reviewed 

Home page

Home page

https://www.haringey.gov.uk/
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Menu pages

ServicesParking Housing

Parking, Roads and Travel Housing Services for Residents

Pages reviewed 

https://www.haringey.gov.uk/parking-roads-and-travel
https://www.haringey.gov.uk/housing
https://www.haringey.gov.uk/services-for-residents
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Pages reviewed

Blue Badge pages

Blue Badge Scheme Pages

https://www.haringey.gov.uk/parking-roads-and-travel/parking/parking-permits/blue-badge-scheme


www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

Pages reviewed

Parking Permit Pages 

Parking Permits

https://www.haringey.gov.uk/parking-roads-and-travel/parking/parking-permits
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3 User Journeys tested

‘I would like to make a council 
tax payment online’

3. Council Tax Payment1. Waste Collection Enquiry

’My bin has not been collected 
for a few weeks. I would like to 
notify the council’

‘I’ve lost my job and won’t be 
able to afford private housing 
soon and want to apply for 
social housing’

2. Application For Housing
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Other government & local council websites viewed

Southampton Council (step-by-
step)Gov.uk

www.southampton.gov.uk/life -
events/moving -within -southampton/

www.gov.uk/

Westminster Council

www.westminster.gov.uk
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Part 1: Residents in Haringey



www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

Who lives in Haringey?

Key demographics stats

1 in 4 either can’t 
speak English at all 
or not well

38% are from 
B AME groups  

Sources: Trust for London, Haringey Council

Key lifestyle stats

22% Live in 
ac c ommodation 
provided by the LA

Haringey has  the second 
highest unemployment rate 
ac ros s  London B oroughs

It is  the 4 th mos t deprived 
c ounc il in London

Wages  are lower than 
average, and there are a 
larger number of J S A and 
ES A c laimants  than the 
London average

Does the website 
currently reflect 
the types of users 
who live in 
Haringey? 

What needs might 
these different 
residents have? 

How can the 
website do better 
to meet the needs 
of residents?

http://trustforlondon
https://www.haringey.gov.uk/sites/haringeygovuk/files/state_of_the_borough_final_master_version.pdf
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Typical users who live in Haringey?

Age: 26-35

Education: GCSEs

Life situation : Struggling with 

mental health and 

homelessness

First Language : English

Computer Literacy : Medium

Device : Only Mobile

Preferred way to contact the 

council: Call CS

Lisa

Age: 65+

Education: University

Life situation: Well off, home 

owner

First Language: English

Computer Literacy: Low

Device: Laptop 

Preferred way to contact the 

council: Call CS

Richard

Age: 36-50

Education : High school 

Life situation : Unemployed, 

mother of 4

First Language : Turkish 

Computer Literacy : Low

Device: Tablet and mobile

Preferred way to contact the 

council: email

Fatma

Age: 18-26

Education: Studying for BA

Life situation: Living at home

Work: Works PT in cafe

First Language: English 

Computer Literacy: High

Device: Mobile and laptop

Preferred way to contact the 

council : Online chat, email

Ahmed
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Why do people come to Haringey’s website?

To what extent 
does the website 
currently reflect 
people’s primary 
reasons to visit?

How can the site 
help users get 
where they want 
quickly and easily?

Very few people come to the website for 
social reasons:

2% Libraries 
1% News and events 
1%   Leisure activities 

Although s ec ondary reas ons  to vis it,  they 
are s till relevant. 

Other topic s  inc lude:
● C ommunity groups  
● How to apply for an allotment

Secondary reasons

“I would like to find some information about 
community groups, where to meet.” 

- Male, 32, Haringey

Primary reasons

People primarily c ome to the webs ite for 
prac tic al reas ons , wanting to ac c es s  
s ervic es :

45% Parking 

11% Council Tax

9% Housing 

6%    Rubbish and recycling

“You would only go to the council 
website for very specific reasons, like 
paying for your council tax” 

- Male, 32, Haringey
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What have their experiences of using 
the website been like?

“It feels really disjointed. It feels 
like every page has been 
designed by someone different” 

- Female, 32, Muswell Hill

“It looks like they don’t know 
what they’re doing. It appears 
like it’s being done by separate 
people and then joined 
together” 

- Female, Retired, Haringey 

“I think it’s really crowded. 
There’s loads of stuff on there 
and loads of stuff you don’t 
really need.” 

- Female, 30, Wood Green
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Part 2: Usability Research 
Findings 
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Design
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Summary: design

★ With the us e of many c olours  and bas ic  ic ons , the des ign is  
des c ribed as  ‘fun’, c hildis h and ‘in your fac e’ - a more s erious  
loc al authority webs ite look and feel is  des ired

● An overload of information on mos t pages  inc reas es  vis ual 
nois e and makes  it harder to navigate 

● T he layout is  inc ons is tent and a s truc tured grid, vis ual 
hierarc hy is  lac king

● When attention is  divided ac ros s  numerous  elements , us ers  
bec ome c onfus ed and dis orientated. Redes ign of s everal 
elements  s hould be c ons idered with us ability as  a priority

“You can see that it was made 10 years 
ago…its a bit 90ies” 

- Male, 32, Haringey

“It’s mediocre…icons don’t look great”

- Male, 42,  Palmers Green

“[Formatting of table] This layout is 
appalling. It’s difficult read because its 
squashed. This kind of table is like a 90s 
database”

- Female, 30,  Wood Green
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Branding

Fun, colourful, childish. 
Loud/noisy/ “in your face”

HARINGEY WESTMINSTER GOV.UK

C lear, c lean, s pac ed out, and more 
func tional,  but a bit ‘boring’

“(Overall) a bit childish, a bit 
noisy, which doesn’t instil 
professional confidence. A lot 
going on on the page” 

- Female, Retired, Haringey 
(Marissa)

“Nothing funky, but it is clear 
- what I was referring to 
earlier - a sense of something 
being clean, and equally 
spaced out ” 

- Male, 32, Haringey (Konrad)

Action Points
● We rec ommend a more 

func tional and 
authoritative des ign

● Looking to 
Wes tmins ter for a 
branded yet func tional 
des ign, s imilar to the 
gov.uk webs ite

Des c ribed as  c lean and eas y to 
find your way around
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Use of Colour  

Action Points
● S implify and reduc e c olour palette
● Us e c olour with intention to highlight and s ignpos t
● Limit the number of C T A buttons  on one page to foc us  attention
● Rec ons ider the us e of bright red C T A buttons

Colours can help focus users attention, allow them to find patterns 
and help them along their journey to complete tasks. Users like some 
colour but they’re left feeling overwhelmed.

Too many colours
T he c hos en c olours  do not always  feel appropriate for a loc al authority 
webs ite. T hough mos t us ers  do feel that the gov.uk is  “too plain”

Lack of consistency
C olours  are repeated within the ic ons  /menu bar but with no c oherent 
as s oc iation between them

Call to Action (CTA)  buttons
T he red c olours  are s trenuous  to look at and as s oc iated with  “alerts ”. 
And on oc c as ion there are too many on the page

Des ign

“It’s as if they are trying too hard. You can make 
something just as eye grabbing without so much over 
stimulation. You can have your haringey sign with a 
picture - that can be your standout point. Information 
needs to be your priority” 

- Female, 32, Muswell Hill
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Legibility #1

Users should be able to read the content without effort and make good use of 
the information that is conveyed. Users identified a number of things that made 
reading on the website difficult: 

Font size is too small 
T he body font s iz e and notific ations  texts  is  s mall and may be diffic ult to read 
for people with vis ibility is s ues  (e.g. older us ers )

Too much variation in typeface
T his  c an be vis ually c haotic  and dis orientating. With a flat vis ual hierarc hy, 
us ers  find it diffic ult to know what is  important to read and what to s kim

Colour combinations hard to read
White on red (and vic e vers a) is  s trenuous  on the eyes . C olour and font s tyle of 

main s ec tions  are lower in vis ual hierarc hy, s o gets  los t in the c ontent

Action Points
● Inc reas e font s iz e for c omfortable reading (s ee S outhampton 

C ounc il’s  webs ite)
● Font s tyle /s iz e variation s hould be limited 
● Ens ure text is  legible (s iz e and c olour) and that it reflec ts  the 

vis ual hierarc hy e.g. header = bold or large vs . s maller body 
text

Des ign

Low visual hierarchy -
Headers  do not s tand 
out due weight, s ize and 
font.
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Legibility #2

Bullet points 
Tend to be overused as they try to visualise a variety of different 
elements (list, an interactive list, anchor links as well as part of the 
body text)

Underlined text to link to content
Overused, and when it’s over used in one sentence or one 
paragraph, it makes the text harder to read

Action Points
● Reduc e the amount of bullet pointed lis ts  and underlined words  

within text
● Replac e thes e with ac c ordions  and drop down menus  (where 

applic able)
● Avoid us ing anc hor links  (as  rec ommended by GDS ) 

Des ign

Anchor links as a 
bullet point list -
s ome links  are 
anc hor links , other 
are links  to other 
pages  - no vis ual 
differentiation

Accordion design 
from GDS - follows  
a logic al order and 
des igned to hide 
/s how s ec tions  
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Iconography
Des ign

Action Points
● Remove or redes ign ic ons  for a more up to date des ign
● E ns ure that imagery is  us ed c ons is tently e.g. if an ic on or c olour 

is  us ed to pres ent X it is  the s ame next time it is  pres ented
● Replac e ic ons  with photos  in news  s ec tion 

Icons and colours can help users quickly find what they are looking for. 
To bring value, however, they must be identifiable and used consistently 
for pattern learning. When prompted, users do not find these icons 
helpful:

Not inspiring
Looks  bas ic  and not up to today’s  s tandards  in des ign or imagery

Not resonating 
Us ers  mention s ome of the ic ons  don’t repres ent the s ervic e well and 
that it’s  not us eful in navigating the different s ervic es

Lacks consistency 
e.g. For news , ic ons  are all the s ame, but for s ervic es , they are different. 
S ome ic ons  on the homepage are repeated on the s ervic e pages , others  
are not. 

Photos preferred over icons ,  in partic ular in the news  s ec tion

Use of icons are different across 
services pages - s ome are 
cons is tent, others  differ in colour, 
s ometimes  the icons  do not 
appear on the next s ervice page.

Latest news 
Icons  do not 
ins pire and 
s ome find 
s ymbol to be 
unclear 

“I wouldn’t necessarily click on that 
as they all look the same. They look 
boring” 
- Female, Retired, Haringey
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Layout
Des ign

Action Points
● E ns ure that a des ign grid is  being us ed to align different 

s ec tions  and to allow for appropriate s pac ing between 
elements

● E ns ure that headers  and text are aligned and s pac ed in a way 
that allows  c omfortable reading

The layout of sections and how different elements fit inside them, are 
essential to reduce visual fatigue. Consistency across the pages helps users 
to mentally choose what is relevant for their particular visit. 

Some users noticed misaligned objects or inadequate spacing and felt it 
negatively affected how they viewed the content.

Misaligned elements
Us ers  report dis c omfort and diffic ulty viewing the s ervic es  and menu due to 
elements  not being pres ented in way that is  eas y to read 

News and Events poor sectioning 
T he various  s treams  of news  on the interfac e whic h makes  it diffic ult to read 
due to the lac k of s pac ing and differing s iz es  of grids  

Icons and page headers 
Not aligned and the 
number of lines  varying 
for each s ervice makes  
for an uncomfortable 
viewing experience 

Column spacing
T he lack of s pace 
between columns  (in 
s ome places  and not 
others ), and the us e of 
two columns  makes  this  
s ection feel cramped and 
too bus y
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Visual Hierarchy
Des ign

Action Points
● Make c lear indic ators  of where one s ec tion ends  and another 

begins
● S implifying the page helps  to emphas is e vis ual hierarc hy 

making it more ac tionable and eas ier to unders tand what it is  
they are looking at 

Visual hierarchy controls the delivery of information from the page to the end 
user — it lets users know where to focus their attention. Users prefer 
navigating pages where it’s clear what they should be looking at.

Sections starting and finishing
T he low vis ibility of the headers  make it diffic ult to know what s ec tion they 
are c urrently looking at or notic e when a new s ec tion s tarts  and ends .

Too many options on  menu pages 
Us ers  report a preferenc e for pages  to be c learly defined in c omparis on to 
pages  where there are a c lus ters  of links  as  it feels  more ac tionable

Service Pages
Us ers  prefer the 
buttons  with les s  
links  (top) in 
comparis on to 
s ervices  pages  with 
numerous  links  lis ted 
under (bottom)

Section Headers
Los t in the vis ual 
hierarchy 
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Content

C ontent
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C ontent

Summary: Content

★ Overall,  the amount of c ontent on eac h page was  found to be 
overwhelming, whic h made it harder to find what us ers  were 
looking for. 

● Remember: Les s  is  more! 

● C ons ider the pers onas  who are us ing the webs ite!

“It’s a bit of a mess. It is just not clear.”

- Male, 26,  West Green

“Needs more information on certain terms: 
DLA, PIP, doesn’t provide links to those 
things.”

- Male, 42,  Palmers Green

“It’s a bit of a mess. It is just not clear.”

- Male, 26,  West Green
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Action Points
● Make us e of more s tep- by- s tep proc es s  to c ondens e 

information and provide an overview 
● Only s how es s ential information 
● S entenc es  need to be s hort
● Remove jargon and us e plain E nglis h 

C ontent

The Copy

Good copy provides users with decision -making clarity when 
interacting with the website. Generally, users on Haringey’s website 
are seen to be doing a lot of skimming trying to find the information 
that is relevant to them

Too much content fatigues
Pages  with larger volumes  of text fatigues  us ers  and they either 
mis s  what they are looking for or s top reading and try to find the 
information els ewhere

Too wordy and technical in places
T he c opy was  found to be tec hnic al and long- winded for s ome, this  
c an leave us ers  with more ques tions  than ans wers

Example of poor wording on Blue Badge Page

“Maybe have more pages with less information on them?” 

- Male, 32, Haringey

GOV.UK provides  a guide here

“What is substantial? What does that mean? They’re 
hinting at conditions, but with really vague language” 

- Male, 69, West Green 

https://www.gov.uk/guidance/content-design/writing-for-gov-uk
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Action Points
● S treamline / reduc e the news  & events  s ec tion
● S how a s naps hot on the front page and allow us ers  to 

c hoos e if they want to know more 
● A s ugges tion of an event c alendar was  made to c ompile 

all of the different news

C ontent

News & Events

Most users are generally positive about community events and 
activities but are quite overwhelmed when it comes to making 
sense of the all the content on Haringey Council’s site

An excessive amount
C urrently there are 4  s treams  of news  - eac h s ec tion 
pres ented in different ways  (pic ture, text, s ome jus t a header 
etc .) with no big differentiation between them

Secondary purpose
No us ers  c ame to the webs ite for news  s pec ific ally and s ome 
found that it was  ‘pus hed upon them’, whic h c an dis trac t us ers  
from their initial tas k at hand
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UX

UX
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Summary: User Experience 

★ We know from previous  res earc h, top reas ons  for 
dis s atis fac tion are related to:

● Eas e of finding s pec ific  information (51%)
● Eas e of getting around the s ite (4 3 %)

● T hos e findings  were reflec ted in our res earc h: us ers  had 
diffic ulty with navigating leaving them feeling s tres s ed 
and frus trated

● T hey found it partic ularly diffic ult to:
● Apply for a parking permit 
● Apply for s oc ial hous ing
● C ontac t the c ounc il

● Us er journeys  need more c areful and intentional 
c ons ideration in the the des ign to improve the us er 
experienc e

“My gripe with Haringey’s site is that it 
takes you round and round in circles. It takes 
you down a rabbit hole of nothingness. 
You’re none the wiser and an hour has gone. 
It’s not logical to use. It just doesn’t take you 
to where you want to go” 

- Female, Retired, Haringey

“When they introduced the virtual parking 
permits. Everyone over the age of 50 was 
like help! The 68 year old down the road 
found it so difficult he didn’t do it by the day 
his expired. It’s very stressful. That’s not 
right” 

- Female, Retired, Haringey
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UX

User Journey #1

How did they do?
● Overall all us ers  found a s olution 
● Us ers  c hos e a variety of entry points  

from the homepage

Pain points
● S maller s c reen s iz es  s eem to perform 

wors e s inc e the firs t options  are c lic ked 
as  and when they s ee it 

● T he number of ways  to report the s ame 
problem - 5 in total (Online as  gues t, My 
Ac c ount, Our Haringey, telephone and 
email) 

42:54 - 50:38

1. Waste Collection Enquiry

’My bin has not been collected 
for a few weeks. I would like to 
notify the council’
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UX

User Journey #1
’My bin has not been collected for a few weeks, I 
would like to notify the council’

Multiple entry points to reporting problems 
gives a chance for users to find the “report” 
function in different parts of the website

The “report a problem” should 
look consistent across all 
pages so it’s easily identified

3. My Account account 
4. Our Haringey account
5. As a guest

Streamline/organise the reporting 
system so that users understand 
quickly what their choices are

There are 5 ways in which this problem 
could be reported. Users tend not to 
have to decide /work out what is best.

1.
2.

Make the mobile experience more 
responsive - most important actions 
should be right at the top of the page

The mobile view of “Report it” is full of 
text explaining the different options - it’s 
not clear that this is an actionable page
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User Journey #2
“I’ve lost my job and won’t be able to afford private 
housing soon. I want to apply for social housing” 

UX

How did they do?
Overall, many found this user journey  very 
frustrating and long -winded

Pain points
● T he poor c ontent organis ation and 

amount of irrelevant information 
leads  to frus tration and s tres s

● Links , page labels , and explanations  
of this  proc es s  are not s ignpos ted 
well s o expec tations  are not being 
fulfilled at numerous  points  in the 
journey

30:50 - 32:03

‘I’ve lost my job and won’t be 
able to afford private housing 
soon and want to apply for 
social housing’

2. Application For Housing



www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

UX

User Journey #2
“I’ve lost my job and won’t be able to afford private 
housing soon and want to apply for social housing” 

Users are presented with some 
confusion options around 
creating an account of 
registering “as a client”?.

Use wording/terms users are 
familiar with

Users click “Find out how 
to register for council 
housing”, expecting to be 
guided to the registration 
process

“Find out how to 
register for 
council housing ”

Ensure that links describe 
correctly and concisely what 
a user can expect next

Despite the header “Registering for 
social housing” the content is mostly 
about eligibility with no visually clear 
CTA. Last three sections are 
irrelevant.

“Apply to join the 
housing register ”

● Next page s tarts  with eligibility again not 
actually regis tering

● Information around technical qualifications  
(band C ) is  confus ing and not explained

● Info on what happens  after they regis ter -
not placed at the right time in the us er flow

Present applications  like these in a logical and easy to complete manner. E .g. A s imple 
step- by- step process  to 1st check eligibility and 2nd to register would help users  
understand the process  better.  
Information needs  to presented in the right place at the right time of cons ideration.

“fill in the 
registration 
form.” AND 
“apply to join the 
housing register”
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UX

User Journey #3
“I would like to make a council tax payment online”’

How did they do?
Most users were able to find the page to 
the council tax payment pages but say 
that it’s more complicated than it should 
be

Pain points
● A lot of s earc hing and reading 

irrelevant information on way to 
reac hing the des tination

● Again, the s ite allows  us ers  to find 
this  through different pathways  
but this  may s tart getting 
c onfus ing when us ers  retrac e 
their s teps  

● Lac k of c ons is tenc y with labelling 
C T A buttons

01:16:50 - 01:17:19

‘I would like to make a council 
tax payment online’

3. Council Tax Payment
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UX

User Journey #3
’“I would like to make a council tax payment online”’

Consideration around what a 
“logged in” user flow should 
look like

Even if a user is logged in, they 
are required to fill in the 
information in these query boxes

If CTA “pay it” is selected

Wording, look & feel of buttons should be 
consistent and communicate an action

These CTA buttons look different to the others. 
Sometimes they are not clear whether they’re 
buttons, sometimes they have too many words

If CTA “Council Tax” is selected

Condense menu pages with less 
options so users can make easier 
and quicker decisions

The council tax page has often been 
criticised for being very busy and with 
lots of redundant information - the 
mobile view is especially congested



www.telltaleresearch.com      •      alexandra@telltaleresearch.com      •      +44 (0) 7900 665543  

Parking Permits
UX

This process was reported to be particularly difficult by users and many have struggled to find the answers they were looking for in this 
section of the website. Simplifying the process would be the first port of call.

Users land on a page full of text. A 
large portion of the top of the page is 
the index. A lot to take in!

Reduce the information and 
provide concise instructions

Main instructions are not on the site to 
read. Options are a video or an external 
PDF. The video is long with several steps.

Instruction videos should be 
taken down and core 
information accessible online.

The 8 page PDF with instructions 
appears complicated with many steps. 
Not all users can access the pdf while 
also looking at their screen.

Create step by steps processes 
informing users as they go through the 
steps so they don’t need a separate 
guide 

With multiple CTA buttons, users are 
given two options but it is not entirely 
clear what the difference is. 

Limit CTA buttons on one 
page to funnel through users 
more productively 

Example : Us er journey ‘applying for a parking permit’:
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Consideration of the user 
journey

Action Points
● Remove information that is  not direc tly relevant to the us er at that 

c urrent s tep of the journey
● C onduc t more us er res earc h to plan out the mos t c ommon us er 

journeys  and unders tand the s tep by s tep thinking proc es s

Considering what the user is thinking and feeling at each point of their journey 
can inform the overall design of the website. Despite the amount of content on 
Haringey’s site, users are reporting that they often aren’t able to find what 
they’re looking for.

Information not shown in right place / time
● Us ers  are often required to read through a lot of information - this  c an 

lead to mis s ing key information 
● Us ers  report that a lot of the c ontent is  irrelevant to what they need -

whic h tends  to be ins truc tional and prac tic al
● Many are s een going bac k and forth on pages , and being redirec ted to 

pages  they've s een before leaving us ers  feeling frus trated

UX

A comparis on of the content 
that a us er lands  on for 
information on the “blue 
badge”. 

Haringey (left) and 
S outhampton (right)

Haringey’s  is  almos t triple the 
content
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Showing the current status

Action Points
● S how the us er where they are and what they c an expec t next
● Fix breadc rumbs  to matc h c onvention
● C lear and s imple s ide menus  or s tep- by- s teps  c an help us ers  to 

keep trac k of where they are when c ompleting applic ations  
/trans ac tions

Breadcrumbs offer users the ability to find their way back to the 
home page or quickly reach other levels of the website. With the 
breadcrumb navigation, you can see which pages have been visited 
before. 

Breadcrumbs needs work
Breadc rumbs  fail to s how the page that us ers  are on, as  is  
c onvention, and s ometimes  the path does  not reflec t the path they 
took, due to the numerous  pathways  pos s ible.

Navigation is difficult
Due to the lac k of c larity of where they us ers  are within the webs ite, 
they often get los t in the volume of c ontent and IA

T he left s idebar being pres ent throughout the journey c an be helpful, 
but adds  to the bus ynes s  and amount to take in

Breadcrumbs  us ually als o dis play the name of the page they are on

Left s ide bar is  bus y and difficult to read

UX
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Multiple logins

Users often see a website as one functioning body and often do not 
perceive the boundary between the main host and third party 
companies. As expected, having to log in to different parts of the 
website was frustrating for users due to the difficulty of keeping 
track of numerous passwords/usernames etc.

Good idea for one account
Many reac ted pos itively to the idea of a pers onalis ed ac c ount to 
ac c es s  s ervic es  and pers onal rec ords  in one interfac e, for: 

● C ounc il tax payments
● Parking permits
● Period of res idenc y 
● J ob applic ations

A hassle for several accounts - S ome us ers  prefer not needing 
and others  don’t experienc e the benefit.

Action Points
● C ons ider c ons olidating us ers ’ data into one ac c ount
● Only as k us ers  to login if s tric tly nec es s ary and there is  a 

c lear benefit to doing this

T he Log- in page on Haringey C ouncil’s  website 

UX

“It would be better if only one is needed, but I might not use it that 
often anyway.” 

- Male, 32, Haringey

https://www.haringey.gov.uk/contact/login-or-register-haringey-account
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Call-to-Action buttons

Action Points
● Reduc e us e of C T A buttons  where not leading to direc t ac tion 

(form to be filled, a payment to be made, s omething to be 
s elec ted) 

● Labels  s hould be s hort, s imple ac tion words

CTA buttons signpost to users that there is an action to be  carried 
out - like starting an application or saving their information.

Lacks consistency in function
C T A buttons  are not always  ac tions , and lead to different things : 
information pages , s ervic e menus  pages , regis tration interfac es , etc . 

Lack consistency in look & feel
Often differ in c olour, font s ize, s ize - this  c an lead to s ome c onfus ion 
as  us er try to form mental patterns  of how things  work

Too many on one page
When there are numerous  C T A buttons  in a s mall area, it c an dis orient 
a us er as  they c ompete for attention

Long winded labeling 
C lear and c onc is e wording c an als o help us er identify their ac tions  
quic kly. And further guidanc e c an be found on GOV.UK

➔ V ery wordy and mixed of font 
s izes

➔ Different colour 
“report”

➔ No s pecific  action 
indicated

➔ Numerous  C T A buttons  that all 
report

UX

https://design-system.service.gov.uk/components/button/
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‘My Haringey’ 

The idea of personalisation is liked by users but the 
information has to integrated into their user journey for it to be 
useful. “My Haringey” was often missed on desktop screens as 
well as smaller screen sizes. 

Not in the right place 
Us ers  c ome to c omplete a tas k and tend not to brows e to 
dis c over additional tools

The proposition lacks clarity
It’s  not c lear what us ers  c an expec t to s ee if they were to fill in 
their details  in the open text fields

UX

Action Points
● Integrate ‘My Haringey’ into relevant parts  of the us er 

journey e.g., when paying for c ounc il tax or when 
res idents  s hould be putting their bins  out
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Contact
UX

Being able to contact someone is part of building trust and satisfaction with a 
service. Users expect to be able to talk to someone when they can’t find 
answered directly on the website. However, this section presents misleading 
information, which causes users high levels of stress and frustration.

Misleading
“C ontac t Us ” s ugges ts : an email/ a number / form, however, many us er flows  
do not lead to any c ontac t details ,  rather redirec ted to c ontent. T here is  als o 
no option for ‘urgent enquiries ’.

Confusing user journeys
B eing unexpec tedly direc ted multiple times  to different parts  of the webs ite = 
expec tations  are not met = frus tration, “the c ounc il does  not c are about me”

Contact information wrong and hidden
Unethic al to hide numbers  - many prefer phoning in, es pec ially the elderly and 
digitally exc luded. T here were als o s ome reports  of dead lines  and non 
exis tent email addres s es . 

Action Points
● C learly provide c ontac t details  to relevant departments
● Reduc e the amount of c lic ks  needed to get to the c orrec t online 

form/number/email

‘I want to contact the council to speak with someone to help me apply for a 
parking permit as I can’t work out how to do it online’ 

1
2

3
4

5

6

7

8

9

‘Oh no, I am back where I 
started! I must have done 
something wrong’ 
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A - Z Directory & search bar

Apart from the menu and icons, the website allows the user other ways 
to locate information with the search bar and A -Z directory. Users 
however are not using the directory:

A-Z directory not used
S inc e this  is  als o put at the bottom of the page it was  not us ed, not 
s ought after, and not s een.

A-Z directory  is outdated
T he A- Z direc tory is  not longer a c ommonly us ed element as  newer 
tools  replac e them. Many don’t rec ognis e what the purpos e of it is  or 
expec t to find what they are looking for in this  way

Search bar works well!
S een to be us ed often, es pec ially when us ers  c an’t find s omething 
through the ic ons  or top menu bar and it produc es  great res ults .

Action Points
● Remove A- Z Direc tory
● Maintain good s earc h func tion

UX
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Mobile specific challenges

Although, some still prefer to do certain tasks such as paying for 
things on the laptop, the overall usage is shifting to mobile. The 
most important information is usually found ‘above the fold’. This 
is the first screen that users see before scrolling. 

Waste of “prime real estate”
On mobile the notific ations , logo, s earc h bar and hamburger  
menu take up majority of the s c reen. T he us er has  to s c roll every 
time, jus t to s ee if they are on the right page. 

● Having to keep s c rolling pas t irrelevant elements  and 
c ontent frus trates  us ers  

● It als o interrupts  the viewing experienc e - s lowing down 
the overall experienc e

Majority of the 
page is  not 
us eful

UX

Action Points
● More joined- up thinking ac ros s  devic es  is  needed - des ign 

s hould be “mobile firs t”
● Minimis e the s pac e taken up by things  like the ic on, s earc h 

bar, menu and notific ations  
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Mobile specific challenges

The other challenges found when viewing the content on smaller screen sizes generally fall under the design not being 
responsive. This will affect not only mobile but also tablets and smaller browser windows etc.

UX

Grids  tend not to work 
well on mobile and s hould 
be avoided when 
explaining information

GOV.UK gives guidance on tables here

Sentences become hard 
to read when they are 
wrapped in this way with 
images

Videos frames are not 
responsive to mobile 
screen sizes

https://www.gov.uk/guidance/content-design/tables
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Part 3: Best practice guidelines
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Usability heuristics 

Jakob Nielsen developed 10 general principles for 
interaction design published in 1994. They are called 
"heuristics" because they are broad rules of thumb and 
not specific usability guidelines. The evaluation helps to 
provide a quick overview of usability issues found on 
digital platforms.

"Heuristic evaluation is done by looking at an interface 
and trying to come up with an opinion about what is 
good and bad about the interface" (Niels en, 1993 , 155)

Further detail on J akob Niels en’s  10 princ iples  c an be 
found on this  webs ite: T en Us ability Heuris tic s

We have adapted the heuris tic s  for a loc al c ounc il 
webs ite, with referenc e to: 

T he des ign princ iples  found on the gov.uk webs ite:
● Government Des ign Princ iples
● Des ign S ys tem Elements  and Patterns

Our own res earc h from previous  public  s ec tor webs ites :
● Digital Inc lus ion T oolkit
● C umbria C ounty C ounc il Us er Res earc h

And bes t us e c as es :
● S outhampton C ounc il Webs ite 
● Wes tmins ter C ounc il Webs ite

What is it? Tailored to this project 

https://www.nngroup.com/articles/ten-usability-heuristic
https://www.gov.uk/guidance/government-design-principles
https://design-system.service.gov.uk/patterns/step-by-step-navigation/
https://digitalinclusionkit.org/user-research-for-the-digital-inclusion-toolkit/
https://cumbria.localgov.blog/2022/06/24/user-research-for-cumbria-county-councils-highways-web-pages
https://www.southampton.gov.uk/life-events/moving-within-southampton/
https://www.westminster.gov.uk/
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7 best practices tailored to this project

3. Adapt the webdesign to your users

– ‘Who is this for?’ 

2. Use semiotics to communicate meaning 

– ‘How do I use it intuitively?’

Show the current status

– ‘Where am I within the website?’ 
6.

1. Establish a style guide

– ‘What is this website about?’

7. Give the user control and freedom 

– ‘Do I have a choice?’

Organise content around the user journey 

– ‘What am I meant to do next?’
5.

4. Convey information concisely

– ‘How do I get the information quickly?’
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Definition 
A style guide is a holistic set of design standards 
ensuring consistency across different pages, 
which users to identify patterns, functions and 
actions. Good design helps users understand the 
hierarchy of information, helping them decide 
what to do and what to pay attention to. 

Establish a style guide 

Suggestion
● Us e a des ign guide for a us er friendly layout with a 

c lear vis ual hierarc hy
○ Align items  within s ec tions
○ Allow for s pac ing and margins  between 

s ec tions  and elements  on a page
● Us e c ons is tent formatting of text, boxes , buttons
● Us e c ons is tent c ontent dis tribution on pages  Example : a webs ite that a us er liked for it’s  “neatnes s ” and compact nature

S ource: C ode Academy

1.

https://www.codecademy.com/catalog
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Definition 
The design can communicate who the website is 
intended for and what the product is about. Good 
design aligns users expectations from the real world 
into the digital world, such by use of branding and 
semiotics.

Use semiotics to communicate meaning 

Suggestion
● Align us ers  expec tations  of what a LA is  and does , 

with the webdes ign
○ Many are bec oming familiar with the GOV.UK  

webs ite as  a government authority webs ite
● C ons ider the s ymbolis m or s emiotic s  in the us e of 

c olour (e.g. red = emergenc y or error)
● Minimis e the us e of c olours  to foc us  us ers ’ attention 

on the main mes s age or tas k 
● Minimis e the number of C T A (c all to ac tion) buttons  

per page

Example : S outhampton’s  firs t B lue Badge page with two s imple green C T A 
buttons . S ource: S outhampton C ouncil Webs ite

2.

https://www.southampton.gov.uk/travel-transport/apply-pay/parking/blue-badge-parking/
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Definition 
The design, imagery and language used should be 
accommodated to the needs of the specific target 
audience and be representative of them, i.e. 
residents in Haringey.

Adapt the webdesign to your users

Suggestion
● Ens ure that everyone c an ac c es s  the s ite inc l.

○ Dis abilities , ages , educ ational 
bac kground, devic e ac c es s ibility

● T rans late pages  if a high perc entage of 
res idents  s peak another language as  their firs t

● Reflec t the divers ity of the c ommunity 
repres ented

● Avoid us e of jargon or tec hnic al language
● Us e text and photo rather than ic ons  for c larity Example : Older and ethnically divers e res idents  from Wes tmins ter 

repres ented, as  well as  text with localis ed photos  
S ource: Wes tmins ter C ity C ouncil

3.

https://www.westminster.gov.uk/
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Definition 
Language should be short & concise as users 
are usually skimming for the information that’s 
important & relevant to them. The quicker you 
get to the point, the greater the chance users 
will see the information you want them to.

Convey information concisely

Suggestion
● Minimis e the amount of information us ed to 

c onvey a point:
○ Us e s hort s entenc es
○ Us e s imple voc abulary / no jargon
○ Replac e long paragraphs  with c onc is e 

bullet points  
● Us e s ub- headed and c ollaps able s ec tions
● A great c ontent writing guide by GOV.UK  

c an be found on their c ontent des ign page

Example : Before and after - Us er Res earch carried out for C umbria C ounty C ouncil
S ource: Us er Res earch for C umbria C ounty C ouncil (blog pos t)

4.

https://www.gov.uk/guidance/content-design/writing-for-gov-uk
https://www.gov.uk/guidance/content-design/writing-for-gov-uk
https://cumbria.localgov.blog/2022/06/24/user-research-for-cumbria-county-councils-highways-web-pages/
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Definition 
The content should be designed in a way that 
makes it easy for the user to follow processes and 
instructions. Content should be shown at the right 
time/ place so they’re not overwhelmed.

Organise content around the user journey 

Suggestion
● C ons ider the us er journey in how information is  

organis ed and pres ented - work out the mos t 
c ommon reas ons  to vis it and make them eas ily 
ac c es s ible

● Us e s tep- by- s tep guides  for applic ations
● Reduc e c ontent and only s how information when 

it’s  relevant at that s pec ific  s tep

Example: Hackney C ouncil - key reas ons  for vis iting highlighted for eas e
S ource: Hackney C ouncil

5.

https://hackney.gov.uk/
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Definition 
The website should always keep user informed 
about what is going on and where they find 
themselves within the IA (information 
architecture)/ structure of the website. 

Show the current status

Suggestion
● Us e breadc rumbs  and s tepper menus  (s ee 

example to the right)
● Provide vis ual c onfirmation of payments , 

form s ubmis s ions , logged in/out s tatus , and 
any other ac tions  to reas s ure us ers  that an 
ac tion has  been exec uted

Example : Digital Inc lus ion T oolkit s hows  where us ers  are within the s ight by help 
of bread crumbs  and within the content by us e of a s tepper s idebar.

S ource: Digital Inc lus ion T oolkit - T elltale Res earch cas e s tudy

6.

https://digitalinclusionkit.org/category/starting-a-digital-inclusion-programme/how-to-start-a-digital-inclusion-programme/
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Definition 
Moving services from paper to online continues to 
present challenges to users. Allowing users to 
choose what works best for them (within certain 
parameters) allows them to feel empowered and 
able to complete tasks more confidently.

Give the user control and freedom 

Suggestion
● Allow us ers  to c hoos e how they ac c es s  their 

s ervic es
● C reate c lear offerings  for us ers  to ac c es s  

s ervic e: in pers on, phone, email etc .
● Allow for c us tomis ation of alerts  / 

notific ations  / news letter on s pec ific  themes  
or topic s  

Example : Leeds  C ouncil webs ite that s traight away offers  ways  to pay - other 
good examples  include Wes tmins ter C ouncil.

S ource: Leeds  C ouncil webs ite

7.

https://www.leeds.gov.uk/council-tax/how-to-pay-your-council-tax#:%7E:text=You%20can%20pay%20your%20council,post%2C%20online%20or%20in%20person.
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Thank You!
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