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Abstract 
A visitor's perception of the credibility of a website and the organization behind it is a 
matter of great importance to any business. A theory known as prominence-interpretation 
theory suggests that users make credibility judgments through a two-step process: "1. The 
user notices something (Prominence), and 2. The user makes a judgment about it 
(Interpretation)" (Fogg, et al., 2003). With this theory as a basis for support, Heidi Everett 
(2012) developed a credibility test for small businesses to assess the credibility of their 
website through a focus group. 

Global Village Gifts (GVG) is a not-for-profit fair trade store in Logan, UT. Using Everett's 
study (2012), I utilized a focus group to get feedback on the credibility of GVG's website. 
Using feedback from the focus group, I redesigned the website with changes to the color, 
text, and visual elements of the website. Through my research, I learned that a focus group 
allows a designer to focus on what users wanted to see, rather than using personal 
judgment to make all decisions regarding design and organization. 
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Literature Review 
Introduction 
A visitor's perception of the credibility of a website and the organization behind it is a 
matter of great importance to any business. There is a large amount of published literature 
documenting how users determine the credibility of a website. Many of the studies 
conducted in the last decade and a half have evaluated large organizations' websites, for 
the most part, those that present a risk, such as soliciting personal or financial information 
(Fogg et al. 2001, Fogg, 2003; Metzger, 2007). However, less energy has been devoted to 
studying how users react to small business websites that pose little or no risk. Perceived 
credibility of the organization behind a website is, however, equally important for both 
large and small organizations. While the literature specific to small business or non-profit 
organization credibility is scarce, there is much to be said about credibility theory in 
general that applies to websites smaller in scope than those studied. 

Prominence-Interpretation Theory 
Prominence-Interpretation Theory seeks to explain how people assess credibility online. BJ 
Fogg (2003) presents the idea of prominence-interpretation theory as a two-step process: 
"1. The user notices something (Prominence), and 2. The user makes a judgment about it 
(Interpretation)." Furthermore, "If one or the other does not happen, then there is no 
credibility assessment" (p. 722). Fogg explains that, once noticed, an element on a website, 
like a link, an image, or an ad, will affect the perceived credibility of the website based on 
the user's assumptions, knowledge, and the context of the situation. Elements that don't 
line up with cultural expectations, are broken or poorly displayed, or that hinder the user 
will lend negatively to the site's perceived credibility. On the other hand, elements that help 
the user meet their needs and fulfill expectations lend positive credibility to the site. (Fogg, 
2003) 

Website Credibility 
Credibility differs from usability in that it looks at "believabili ty" (Fogg et al., 2001, p. 61). 
In other words, it is based on users' perceptions and not on the product itself. While 
usability addresses the functionality of a website and certainly plays into its believability, 
credibility is just as important to the success of the website (Everett, 2013). Fogg et al. state 
that most researchers agree that credibility consists of at least two key elements, perceived 
trustworthiness and expertise (2001, p. 62). That is, a user will only find a site credible if 
they believe that the site is trustworthy and from a source that has authority on its subject 
matter. 

In 2001, Fogg et al. published one of the earliest studies that investigated what specific 
elements make websites credible. His group of researchers conducted a study of 1441 
participants in the United States and Finland through a questionnaire. They asked 
participants to rate 51 characteristics of websites according to how they affected the 
credibility of the site. The results of this study were very detailed, with multiple criteria on 
different scales being used to determine how that scale affected credibility. In short, Fogg et 
al. found that "the items in the 'Real-World Feel' scale have the largest impact on 



increasing credibility, followed by items in the 'Ease of Use' scale. The 'Expertise,' 
'Trustworthiness,' and 'Tailoring' scales also show positive effects." On the other hand, 
"items in two scales, 'Commercial Implications' and 'Amateurism,' decrease perceptions of 
Web credibility" (2001, p.65). This study by Fogg et al. has been built upon by more recent 
studies seeking to further our understanding of online credibility (Everett 2013; Long & 
Chiagouris 2006). 
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A 2007 study analyzed credibility research done throughout recent years and offered 
suggestions for how to apply that combined data to real life users (Metzger). The author 
referenced a few studies, one being Fogg et al.'s, that showed that users were most likely to 
base credibility on "site presentation [ ... ] information on the page[ ... ] the site operator's 
motives[ ... ] and the source's reputation" (Metzger, 2007, p. 2083). She further emphasized 
the importance of visual appeal on a website: "Internet users as a group are not willing to 
exert a great deal of effort in assessing the credibility of the information they find online, 
and they place a premium on professional site design in their credibility appraisals ." (2089) 
So, while website creators should of course put emphasis on "accuracy, authority, 
objectivity, currency, and coverage or scope" (p. 2079), their users will respond best if the 
visual elements of the site are seen as credibl e for the particular organization behind the 
site. 

Another study was conducted on website credibility for the American Red Cross and 
American Cancer Society, both non-profit organizations (Long & Chiagouris, 2006). This 
study used 13 characteristics of Fogg et al. and added 4 of their own. While the study was 
professionally executed, the report did not offer new insights into credibility for non-profit 
organizations as opposed to other organizations . It compared two non-profits to each 
other, and so determining how a non-profit organization might be perceived differently 
than a for-profit website was not discussed. The study's results were ve_ry similar to those 
of Fogg et al. 

Small Website Credibility Testing 
An article most relevant to small business credibility was published by Heidi Everett in 
2013. She used Fogg's (2003) Prominence Interpretation Theory to create a 6-step test that 
small businesses can utilize to gauge the credibility of their website. The process she 
presents is inexpensive and requires little or no professional training, making it realistic for 
most small businesses. 

Everett starts by explaining that "small business Web sites that do not pose risk and do not 
offer e-commerce" are one sector of the Internet community that has been the focus of little 
research (119). Although these websites may not pose a risk to visitors, as do sites asking 
for personal or financial information, visitors will still make credibility judgments about 
these organizations based on their websites . A factor that negatively affects small 
businesses is their size, which usually correl ates to less money to devote towards an 
extensive website. This often results in websites that are usable, but that don't have the 
ability to get visitors to trust the organization behind them. Another negative factor Everett 
states is that of motivation, for which both Fogg and Metzger have called for more research 
as far as it relates to credibility (2013 , p. 121). If users are not highly motivated to stay on 
the site (as they might be if seeking import ant medical information or trying to find a 



specific item to purchase), they will probably be more likely to leave the site if they find it 
not trustworthy or expert. 

The steps for Everett's credibility test are these: 

"Step 1. Identify and recruit focus group participants.[ ... ] 

Step 2. Determine online experiences and expectations of participants, particularly as they 
might relate to a specific business or organization.[ ... ] 

Step 3. Walk focus group participants through the Web site and note their responses to [ ... ] 
questions [based on Prominence Interpretation Theory][ ... ] 

Step 4. Document responses.[ ... ] 

Step 5. Analyze participant comments to identify elements of the Web site that both 
positively and negatively influence the credibility judgments that visitors make.[ ... ] 

Step 6. Determi,ne key improvements that can be made to the Web site." (p. 121-122) 

Everett then gives a case study of carrying this test out and using it to improve the 
credibility of a boutique in a small college town . She shows how using Prominence­
Interpretation theory to ask questions about elements helps focus group participants 
concentrate their attention on specific things they thought worked well or could be 
improved. The findings of the focus group led to an improved version of the site that was 
based on what focus group participants said they found credible. 

Conclusion 
Like usability, credibility is important for all websites, no matter their size or purpose. 
Credibility judgments are based on many things, but visual elements are one of the most 
important. By using Prominence-Interpretation Theory, any small business can create a 
test to assess credibility judgments users are making about its website and take steps to 
improve the site based on the users' feedback. These improvements can help attract and 
keep users on the site longer than they would if they did not find it credible. 
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Methods 
Overview of GVG 
Global Village Gifts (GVG) is a volunteer-run fair trade store that sells the handcrafted items 
of artisans from countries all over the world. Their first website was created by a volunteer 
who coded the pages in HTML. The store manager wanted to have a new website with a site 
builder that the volunteers could update without coding knowledge. GVG also wanted to 
have an ecommerce option so that they could start selling products online in the future. 
Since it is a non-profit organization, GVG has little money to devote to the hosting and 
maintenance of their website . GVG wanted to make many changes in the new site, both to 
make it work better for their needs and to reach out to a larger audience. 

Introduction to the study 
Before creating a new websit e for Global Village Gifts, it made sense to first analyze the 
original website and determine how users felt about its elements. I used Everett's (2013) 
study as the basis for assessing the credibility of the original Global Village Gifts website. 
With the aid of a focus group I followed her 6-step process to solicit credibility assessments 
from focus group participants. 

Participants 
GVG wanted the participants of the focus group to be people who were unfamiliar with the 
organization. My recruitment strategy involved convenience sampling. I contacted women 
and men in Cache Valley over the age of 18 to participate in the study. Inclusion criteria 
were that the participant used the Internet and lived in Cache Valley. Exclusion criteria 
were being under 18 and not regularly using the Internet. I contacted potential participants 
in person and over the phone . Two men and six women accepted for a total of eight 
participants. Only two had visited the store before. 

Pilot Study 
In preparation for the focus group, I conducted a pilot focus group with a group of USU 
students. This allowed me to practice my protocol and work out any problems I might 
encounter with the final group . The group gave many suggestions that were repeated in the 
final focus group. After the pilot focus group, I recognized the importance of asking 
questions in a way that made me sound unbiased. I also recognized my need to allow 
appropriate silence and wait time after each question to allow participants sufficient time 
to respond. I applied these skills in the final study. 

Protocol 
These are the types of questions I asked for each page of the website: 

• What are your first impressions of this page? 
• What elements on this page stand out to you? 
• What seems unnecessary or unclear? 
• Is everything you expect to see on this page here? 
• How does the information on this page affect your opinion of Global Village? 



I followed these questions up with clarifying questions to get greater detail about 
participants' responses. 

IRB Approval 
This study was approved by the !RB. (See appendix for approval form) 

Results 
Overall Concerns 
The main problem that participants had with the original website for GVG was that it did 
not catch their interest. Participants described their feelings in these words: 

• "Boring." 
• "It all blends together." 
• "There's too much stuff on there that is just in writing." 
• "[It's] difficult to navigate through." 
• "There's nothing there to catch your interest. It's dull." 

Another concern was that the site lacked passion or excitement. 

• "It gets a little impersonal." 
• "The name is really implicative of som ething exciting but I don't see what it is." 
• "Needs more emotion." 
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While each page on the site had different element s that positively and negatively affected 
participants' credibility judgments, these global concerns were repeated throughout the 
entire site. The lack of attention-grabbing elements on the website made participants feel 
like GVG was a boring place. Many initially did not feel that this was a store they would like 
to visit. 

Color 
Comments on the color scheme of the site included: 

• "They need a lot more color." 
• "Brown is not inviting." 
• "I like the idea of bright colors." 

Focus group members overall did not like the red and brown color scheme of the original 
site. They felt that the color of the site should match the vibrant colors found in the 
products GVG sells. Color is often one of the first-noticed elements on a website, and group 
members wanted the color of the site to match what they would see inside the store. They 
felt color would make the site come alive. 

Images 
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All eight participants felt that images were an extremely important element of the website. 
All images were viewed positively. On the About Us page, group members suggested adding 
images of volunteers to make the page more interesting. They also felt that a caption was 
needed for the picture of the outside of the store to make it more obvious what it was. 

On the What We Sell page, visitors suggested clickable images for the categories, rather 
than just headings and bulleted lists. 

On the Artisans page, one group member said, "if I saw a picture of that person making 
something, then I would be more emotionally attached to buying." Another agreed: "I 
would definitely want to see a picture because a picture is worth a thousand words." 

Images were one of the most frequently mentioned elements on the site, and in every case, 
group members wanted more. 

Banner and Logo 
A focus group member noticed that the Land the I in "Village" ran together, making it 
appear that the word was misspelled . All agreed that this negatively impacted their view of 
the organization . 

Home Page 
When participants were asked for their first impressions of the homepage, the overall 
feeling was that it was boring. One participant said that there was too much text. Two other 
participants noted that the same font used over the entire home page made everything 
blend together. Another participant felt that it was difficult to navigate through the 
information presented. 

The lack of elements that grab the visitor's attention made GVG's homepage less credible. 
Since viewers found it boring, they had no reason to think that the organization behind the 
website would be interesting enough to merit their business. When asked what they would 
do next after clicking on this web page from Google, none of the participants wanted to stay 
on the homepage. One participant said she would click What We Sell. Another said she 
would return to Google after a few seconds. Two participants nodded to show agreement to 
this statement. 

About Us 
After viewing the homepage, participants were given a paper copy of the text on the About 
Us page and asked to read through it and note what stood out to them. Passages that talked 
about women, hand crafting, fair trade, and the store's being volunteer-based most 
interested participants. One participant commented that he liked the mission statement 
and how it explained the store's practice of fair trade. Four other participants nodded when 
he said that. The main problem participants had with the text on this page was that it 
"repeated over and over" and was too long. 

One participant said that the text needed to be condensed . She said: "If you are looking for a 
gift you are not interested in all the fluff-you want to know is my money going to a good 
place, are these people reliable?" After her statement, one person said the "history" section 



was least interesting and should be at the end. A couple others agreed that the text needed 
to be condensed. 
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One participant said that the text was passionate only where it talked about volunteers and 
further said that "there needs to be more of why what we do matters." The next participant 
agreed that it needed "more emotion." 

Overall feelings about the text were that there were elements that made visitors interested 
in the store, but they were buried so deeply in the text that they were hard to find. They 
wanted the elements to be made more prominent by getting rid of what was less 
interesting and adding more emotion to what they did find interesting, and then 
restructuring to put the most interesting elements first. 

What We Sell 
The first thing participants reacted to on the What We Sell page were images of the store's 
products. The participants said they like the images and later in the discussion, all eight 
said that the images played a very important role in their desire to go to the store. 

Another positively-viewed element on the page was the list of items the store often has in 
stock. One participant said the list helped him get a better idea of what he could find in the 
store, since their inventory changes often. He and another participant felt that it was 
difficult to navigate, however, and suggested combining the images with the product list so 
that visitors could see both together. 

The third element the group discussed was prices, which were not present on the What We 
Sell page. One participant said that there should be a general range, but not item-specific 
pricing, because "You want to entice people rather than make them feel prohibited from 
buying if it was too spendy." Other participants suggested that each category have its own 
price range. They agreed that the price element should give them an idea without 
distracting them. 

This page had the most positively-viewed elements on the site. Participants liked the 
prominent elements and only wanted to see them reorganized. They also wanted the 
element of price to be present, but not overly prominent so as not to distract. 

Artisans 
GVG's current Artisans page is mostly empty, but they have thought about the idea of 
adding biographies and photos of artisans whose work they sell. Participants in the focus 
group were very responsive to this idea. Some comments were: 

• "I would be more emotionally attached to buying in order to help that particular 
artisan." 

• "It makes it more personal." 
• "I would think: 'I am helping the person."' 

Participants felt that both the photo and the biography information would be valuable to 
them as customers. One participant said: "I don't know anything about fair trade, so I'd 
want to see where they're coming from." Participants agreed that this element would 



encourage them to go to the store, and seven responded that it would let them justify 
spending more than they normally would. 
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Participants liked the idea of a biography element because it would make GVG seem more 
credible as a business seeking to help impoverished artisans. If GVG is indeed helping 
actual people they can see and learn about, visitors to the website will be more likely to 
trust that they are a worthy organization and to go into the physical location and purchase 
something. 

Volunteer and Contact Us 
The group spent little time on the Volunteer and Contact Us pages, but their overall feelings 
were that they wanted more images: an image of the store to be prominent on the contact 
page and an image of volunteers on the Volunteer page. One participant wanted the name 
of a specific person to contact so that she would feel more comfortable volunteering. 
Participants felt that images of people and the store itself would make them more likely to 
offer their time to help or shop at the store. 

Sidebar 
Participants liked the information on the sidebar ( calendar, newsletter, links to other 
resources), but some mentioned that there was a lot there. One participant didn't realize 
that the links were clickable. Another suggested that the calendar be on a different page. 
Someone else thought that a link to the Contact Us page should be added to the sidebar. 
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Solutions 
Color 
Based on the focus group conclusion that the website needed more color, the organization 
manager and I created a color scheme of greens and blues with an accent of orange. The 
manager felt that the colors matched their global mission perfectly. They chose a textured, 
dark blue background for the site, and the new header image, headings, and social media 
icons incorporate the more vibrant colors . 

A 
GLOBAL VILIAGE 

G I F T S 

Original 

Images 

0 0 G) Bnng,ng F"" Trade to Logan 

New 

U•AH S 0HLY 

fA I R TRAD€ STORE 

To support the text and give website visitors a better taste of what the store is like, GVG 
provided new images to add to the About Us and Products page. They also added a 
slideshow and images of popular products to the home page. The newly created Artisans 
pages also include images of artisans at work. 
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Banner and Logo 
GVG felt that their logo was a recognizable symbol of their organization and so did not want 
to change it. They did, however, want the main banner on the website to be a map of the 
world. I made the original logo smaller, changed its color to match the new color scheme, 
and altered the font to fix the appearance of a typo. I placed this new logo on a banner that 
included the countries of the world in the new color scheme. GVG also wanted to 
emphasize the uniqueness of their store within Utah. They added the phrase "Utah's only 
Fair Trade store" to the banner to make it prominent on every page. 

A 
GLOBAL VILIAGE 

G I F T S 

Original 

Home Page 

GLOBAL YU.LAGE 
~ I rt t 

New 

UTAH'S ONLY 
FAIR TRADE STORE 

Based on the.focus group's conclusion that th e homepage lacked images and engaging 
content, it was given completely new content to make it more appealing to both new and 
returning visitors. A slideshow with featured items is the most prominent object on the 
page. Below the slideshow, images of items that are always available link to the Products 
page . 

. - . T · rs: z 

; c.tooat Vlffa,ve t.lf'u • a nott-proffl Mop In Logan ttutt . ,upp,orte Mn199llng artlAna in : 
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News , Spec:i.l•, and other Glob,11 Villilge Gifts I nfo 
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Stav ltVWI !'1101"1' COMa."Uld DY lotlowmq :.,; on Tw,t ter' hnPl "// twftter com1GlobaNGttu 

O\,rn-, lk!O'"Us1169 C \ OON tnu,c;an 

Shop Fair and Give Fair throughout the year . 

~ I \/ 1N-ae C..ftS olfen .1 Qrfft selecbon ,JI unkl!A 1mT'1s ~ for • n'f 9rvm9 oca~ r,. We 
loott fot"ward tO ~ vou clnd .., •• .,. M PP'f to Orftt' Qlft WQ9t:S,tlor.S for d\ l( "PeO-' someone. 

Wf HAVE A BLOC. 

And ,., ar ,C o I '" !COi klllecec,e:s .... M fM f ::r m , 

Original 

Bnng1ng Fatr f,&de to Logan 

What You11 Find 

DrVNECMOCQ.A.11 J "'loll 
.,...,_.,_.Nat•UOt 
o-o::3,A?( ~Y 

Ol",'rrilDl'f''n-.(' .U:"'11'5 

New 

"- EIFm JOVl.'W.JASD 
CAADS~l nOM 
;tl.."""'O.Q::""IX11W 
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About Us Page 
I rewrote the text on the About Us page according to the focus group's comments that it 
needed to be condensed and portray more emotion. GVG then made changes to address 
their mission better. We also reorganized the text to put the more engaging material first. 
GVG then added images of the store and of volunteers as focus group members suggested. 
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What We Sell 
Since GVG is not yet ready to start selling products online, I restructured the Products page 
to place a greater emphasis on images. I also made the images into links, so when a visitor 
clicks on the image, it will take him or her to the list of products in that category 

~~"CO!'CICM.•~1.....-r9~•Nlt' :t .... -.etc-'Cklerel"IN9c~ '!'$/9"i 
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GVG wrote content and found images to include artisans from over a dozen countries. They 
felt that this content helped visitors to the site connect personally with impoverished 
craftsmen around the world . GVG has not yet received permission to publish the photos 
that they have, and so this page has not been published online. They plan to add it once 
they have permission . 

Volunteer 
Although the focus group suggested including an image of volunteers on the Volunteer With 
Us page, GVG elected to put the image on the About Us page rather than on this page. They 
felt it would be more inspiring if it was located with the information about the service 
volunteers perform. The Volunteer With Us page only includes an application. 
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Newsletter 
Focus group users liked that the newsletter sign up was easy to access on the sidebar of the 
or iginal site, but having it again on a page of its own seemed redundant. GVG wanted the 
sidebar to be easy to access, so we removed the newsletter page and placed a sign-up box 
in the sidebar. 

Newsletter 

Keep 1,1p !Q datt wit:11 !:!'le iltest 1ffl0<T"lll00/I 'nm Glo.bal \lillage Gills on 'air trade, a.s well as -
irr;entory , ,n-$0),e ~ <II'(! .soeoal dlSO:IUIICS. 

Original 

IDlllCT 
~ 

globalvil lagcgi ft:slogan i: 

@gmail.com i: 
i, 

Newsletter Slgnup 
\ 

emaJl!!daress 

1 
C 

C 

r 
1 

First Name Last Name 

( 

New (in sidebar) 
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Sidebar 
The sidebar was changed to include social media icons, contact information, newsletter 
sign-up, and the fair trade federation logo. The list of links that was on the previous sidebar 
was moved to its own page called Additional Links. The dark brown of the original sidebar 
made it unnecessarily prominent, so the new sidebar color was changed to white so it 
would not call as much attention to itself. 

CALENDAR 

Fri. Apr 11, 2014 
Ga ,1.,,-y wa lk 6p m -9p m 

Tue. Apr 22, 2014 
El!rth Ol!y 

R.ecetve ou r e--news letter . 

Ktt:, up to date with the l•test 
information on fa ir trade , as 
we ll as new Inventory and 
specia l d iscounts . 

e:::m 
FAIR TRADE 

INFORMATION 

Fa ir Trade Federatio n 

Fa ir Trade l..lJbelll ng 
Organ izations 

Fa ir T~de on Wlklped ie 

Internationa l Felr Trade 
Association 

TnmsFo lr USA 

World Fa ir Trade Day 

OUR PARTNERS 

Barefoot Books 

Bright Hope Intem..Uona l 

Original 

009 
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October 10th 
GalleryW3lk. 6pm 

October 25th 
Newwebsi1elaunch 

l.OCA 

69 East 100 North 
Logan, UT 84321 

HOO 

Monday- Saturday 
12pm - 6pm 
Closed Sunday 

aJITACT 

globalvillagegiftslog3n 
@gmail.com 

New 
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Conclusion 
Using a focus group to assess credibility proved to be far more useful than I initially 
expected it would be. Although none of the participants was an experienced web designer, 
their opinions about what elements they found to be credible and what damaged GVG's 
credibility in their eyes aligned with many of the principles of good design. As people who 
would be likely to stumble upon this website, they proved to be the perfect group to assess 
credibility. I have since shown the finished website to multiple participants of the focus 
group, who have all responded positively to the new design. 

Some of the ideas that I had on how to improve the site changed after the focus group. I 
originally felt that the What We Sell page should only have images, not lists of items. The 
focus group however, agreed that the text gave them information beyond what the images 
could offer; as a result I decided to highlight the images and keep the text in the new 
version. Additionally, I was able to take what the group had said and use it as evidence 
when GVG wasn't sure if they wanted to make some of the changes I had suggested, like 
keeping the Artisans page. The fact that real potential customers wanted certain content 
helped convince GVG that those were important elements that they needed to find or 
create. 

The user is always most important when it come to design, but it can be difficult to know 
what the use_r expects from an organization . A focus group is an easy, inexpensive way that 
a small business can get input not only on a website , but other for forms of marketing and 
advertising material. A focus group allows a designer to get real feedback from real 
potential customers and to focus first and foremost on what the user needs. 
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Appendix 
Focus Group Transcript 
Facilitator: Are you more likely to look for a gift in a physical location or online if you don't 
know what to buy already? 
Participant 1: I am more likely to look online first cause I can look at reviews and see if 
people like the product. 
Participant 2: Stores for people and online for me. 
Participant 3: I buy online if it's books, but as far as gifts go, I would rather go to a location 
to touch and feel things to know what I am getting 
Participant 5: store 
Participant 8: store 
Participant 6:store 
Participant 7: both 
Participant 4: ideas online but buy it at a store 

Facilitator: We're going to go to the website now, and I want to hear your first impressions. 
Participant 3: There's too much stuff on there that is just in writing 
Participant 8: All the same font, it all blends together 

Facilitator: Other thoughts? Maybe some adjectives? How do you feel... 
Participant 1: Boring 
Participant 3: Two tone color and the same font. 
Participant 2: That's what I was going to say, boring. 
Participant 4: It's kind of difficult to navigate (three other people nod) 

Facilitator: Is there anything that stands out or isn't boring? 
Participant 3: The word Village is misspelled. The Land I run together. (nods) 

Facilitator: If this was your first introduction to Global Village gifts, if you just happened 
upon this website, what would you do next if you came here from googling gifts? 
Participant 4: Probably go to "What We Sell" to find what they have. 
Participant 6: The name is really implicative of something exciting but I don't see what it is, 
so I would go to "What We Have ." 
Participant 1: I would go back to Google. (two nods) 
Participant 3: Me too, unless fair trade caught my eye because it is something that I like. 

Facilitator: Is that prominent? 
Participant 3: No (two others shake heads no) 

Facilitator: Read through the text and mark what stands out. 
Participant 3: 10,000 villages, intercultural, hand crafted items, helps people in developing 
regions, telling stories, soul support. 
Facilitator: So, many of the things about fair trade? (3 nods) 



Participant 6: I thought it was really interesting the last paragraph when it talks about 
women and how women are involved. (two nods) 
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Participant 4: The part that stuck out to me that it was volunteer- based (3 nods), how they 
explained that and fair trade. (1 nod) 
Participant 2: I like the mission statement and thought the volunteers could have been 
included in the mission statement. I like the explanation of how they practice fair trade. ( 4 
nods) The "History" has too much info. 

Facilitator: What was unnecessary or unclear? 
Participant 1: Stuff that was repeated over and over again. (3 nods) A lot of parts under 
"How We Practice fair trade" and "history" could be combined. There's too much. 

Facilitator: How would you organize it? 
Participant 4: I think the business hours are in an awkward place. It should probably be at 
the end 
Participant 7: I would move the business hours to the home page. I like the mission 
statement at the top. 
Participant 1: It needs to be condensed (2 nods). If you are looking for a gift you are not 
interested in all the fluff- you want to know is my money going to a good place, are these 
people reliable? Reading all of this might turn some people away. 
Participant 3: That's true. Maybe provide just basic information and have links to certain 
things with a condensed text, maybe put a picture in each spot to show where to go. 
Participant 7: Move the history section to the end, because it was the least interesting (all 
nod) 
Participant 8: I like the idea of pictures, but maybe of volunteers. 
Participant 2: The picture of the house didn't say anything to me. 
Participant 4: I didn't know it was the store. (2 nods) 
Participant 8: There's no sign. 
Participant 1: Maybe put a something underneath, like a caption. (3 nods) 
Participant 6: For me it gets a little impersonal at some parts. (nod) When it got down to 
the volunteer part I felt passion for what they do, but I didn't see that in the rest of it. 
Condense certain things, but there needs to be more of why what we do matters. 
Participant 3: Yeah, even lifeblood was a little cliche. More emotion. 
Participant 7: Where it talks about how volunteers serve and goes to the next section, it 
needs a transition. 
Participant 3: Or maybe could be on a different page. 
Participant 3: The part about the cooperatives seemed just tacked on to the end. It should 
be on a different page. 

Facilitator: Now on the "What We Sell" page, what elements appeal to you? 
Participant 3: The images are good. Does the slide show play as you look at it? Can you 
make it just play as you go? Some people might not click on it to make it go. The thus 
doesn't apply there. The purchase isn't relevant. 
Participant 4: I like the categories so you can see what there actually is. I think it would be 
helpful if there were a link to each of the categories to see examples of each to see a picture, 
or slides or something. So you could click on cookbooks, and it'd show a picture. 



Participant 3: Stationery is misspelled. 

Facilitator: What could be done to make this page more appealing? 
Participant 8: Could you somehow put a price range under the pictures? 
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Facilitator: Here, the text says most items are $25 or less. Is that something that would be 
good to put up there? 
Participant 1: M-Hm. 
Participant 3: Their prices are really wide-ranging. I've been in Global Village and you can 
get things from $3 up to $300 dollars. 
Participant 2: If I read that everything was $25 or less I would go buy that statue, but I 
know that it isn't $25 or less (laughs). Maybe each picture should have a price range. 
Participant 3: You don't want to have too many prices just in the, maybe in the products' 
categories could have a price range, but not directly under the images, maybe. You want to 
entice people rather than make them feel prohibited from buying if it was too spendy. 

Facilitator: So not too much to distract you visually, but enough to give you an idea? Is that 
what I'm hearing? (4 nods) 
Facilitator: Participant 3 and Participant 4 mentioned images. On a scale from 1-10, 10 
being a lot, 1 being not much, how important are images to your desire to go to the store? 
All: 10. 

Facilitator: So, lots of images . (nods all around). Is this a good enough variety? 
Participant 4: Can you search for specific things on this website? Because that might be 
something that is good. 

Participant 7: I do like that they list a whole bunch of products, but the way its formatted 
makes the page really difficult to navigate through. So maybe a different format would be 
easier to use . 
Participant 3: If you have books, just have it click books, and then you can open another 
page that lists everything. 
Participant 5: Is that a category for the different countries that these things come from? 
That might be interesting. (2 nods) 
Participant 3: That might go on that first page. There might be a link to where things come 
from under "Why We Practice Fair Trade." 

Facilitator: In the future, Global Village is debating whether or not to include an image and 
bio of an artisan. How would that information affect your impression of Global Village? 
Participant 3: It would affect me greatly, because I have a folklore background, so if I saw a 
picture of that person making something, then I would be more emotionally attached to 
buying in order to help that particular artisan. 
Participant 7: It's a great idea . I don't know anything about fair trade, so I'd want to see 
where they're coming from (5 nods) 
Participant 1: It would be cool to have a bio, and with the items say who made it. It makes it 
more personal. Has a way to connect with the person. ( 4 nods) 
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Participant 2: I think pictures and a bio because then you can tell other people about the 
products that you have bought, and they would be more interested and buy the same thing, 
or at least go look around. It makes you feel closer to the artist if you can see them and you 
know something about them. 
Facilitator: So this would encourage you to go to the store? 
Participant 2: Yes. ( 4 nods) 
Participant 4: It would let me justify spending more than I would because I would think: "I 
am helping the person." (6 nod) 
Participant 3: It would also lead nicely into the "Volunteer" page. 
Participant 7: I would definitely want to see a picture because a picture is worth a thousand 
words . 

Facilitator: Is everything you expect to see on a "Contact Us" page here? 
Participant 3: is there a specific person that we could contact? I don't ever want to 
volunteer for something unless I can talk to a specific person, or at least refer to a specific 
person. Is there a manager or someone we could contact? 
Participant 4: Is there a picture of the shop so if we are going out there we can recognize it? 
Participant 3: Is it possible to put a cameo of one of th.e volunteers on the "volunteer" page? 
(2 nods) 
Participant 8: I was a little confused about their hours and when they are opening. But then 
I saw that the other page it said something different. They need to get their hours 
consistent. I'm mostly confused by their holiday hours. It's different here then there. 
Participant 3: Gosh, it would be hard to put together a website! 

Facilitator: How important is the information on the sidebar to you? 
Participant 3: If it appears on every page, there is so much on the main page that I blanked 
that out. 

Facilitator: What do you expect on a sidebar? 
Participant 4: I actually like the sidebar. It has the calendar. Links are good because I like 
links to find our more information. If you see a topic you're interested in you can click it. 

Facilitator: Would you keep it on the sidebar? 
Same: I guess it is kind of a lot. 
Participant 7: I like that all that information is there, but I started to blank out or ignore it 
after a while. Maybe put the calendar on the home page. (2 nods) 

Facilitator: What's most important on the sidebar? 
Participant 3: Calendar of events maybe? And not have some thing. Could you do a different 
sidebar on each page? 
Participant 2: Are all of those links? That's good to know. 
Participant 1: I would put a link to "Contact Us" that leads to the contact page. If you're on a 
page and you want to get in touch with them ... It's just nice. Other websites have that. You 
want to make it as easy as possible to contact you. It could be at the bottom, on the sidebar, 
just somewhere they can see it on every page. At least a phone number and address . 



Participant 5: I would take the newsletter off the sidebar. I like everything else on the 
sidebar, but the newsletter has been bothering me. I like it on every page because then I 
will be able to find the place where it is again easily. 
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Participant 3: I agree. Having the newsletter on a different page would help it to not feel so 
cluttered If some of the links were on a different page and the text heavy page were 
different that would be better. 
Facilitator: What do you want to see on the homepage? 
Participant 3: Why do we have to have Facebook, Twitter, Pinterest and all that stuff on the 
first main page . It seems like people with websites put that stuff on the bottom so that 
they're not cluttering. 
Participant 4: I agree. (2 nods) It's right in the middle and you don't know about it. 
Participant 3: Lots of websites have it at the bottom and you can get it there. 
Participant 2: I would do away with the whole page . Redesign it with the information on 
the contact page. It's repetitive. There's nothing there to catch your interest. It's dull. It 
needs color. (2 nods) 
Participant 1: Needs merchandise. 
Participant 8: It needs some pictures. 
Participant 3: A more appealing picture . 
Participant 3: The inside of the store looks really cool. The way they have things arranged 
in there is really neat. That's what I would like to see. A picture of that main room or 
something. Inside is much more interesting than outside . 
Participant 7: I would like to see some product images, because looking at this I have no 
idea what they sell. If they're going to draw me in, maybe some pictures with links. I'd also 
like to see a fair trade stamp emphasized . 
Participant 3: A logo or something of fair trade w ould be a cool idea. (everyone nods) 
People recognize logos. 
Participant 7: I would also put the business hours on there. (4 nods) 
Participant 8: They have shop hours, but it isn't very prominent. 
Participant 3: It's buried in there. 
Participant 1: They need to change the font. Most important stuff bigger. They need a lot 
more color. 
Participant 3: Yes! (2 nods) Looking at the stuff they sell, there are so many vibrant colors. 
They could play on that and incorporate the vibrant colors to bring the web page. Bring this 
alive. 
Participant 2: Most of the information is on the "About Us" page, that is why I would do 
away with that. 
Participant 1: Where it says new specials and other info, I see the twitter links, but instead 
it could say look at the new inventory we have, or look at this new volunteer, or this new 
artisan. Stuff that people care about. It helps people mesh with the store better, like this is a 
cool happy place. 
Participant 7: I like the idea of bright colors . The brown out of context makes the spot not 
very inviting. Lighter the color or switch the sidebar to white and then the inside to brown. 
The brown is not inviting. (2 nods) 
Participant 6: Something that is moving like the pictures, something more engaging that is 
interesting. 



Facilitator: I'm hearing that photos, fair trade, and hours are the most important. Should 
something else be on that list? 
Participant 5: I would like to see them get rid of the lines, have more open space. 

Facilitator: Other comments about anything on the website? 
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Participant 7: I would take advantage of space. They have a whole bunch of dead space on 
the sides. 

Facilitator: How likely would you be to try and use this website on a mobile device? 
Participant 4: It would be ok, but not like this. On a phone you have little space, so it would 
be hard with all the little text. 
Participant 3: I don't use a mobile device but I know that some people function entirely on 
mobile devices. 
Participant 7: It depends on the audience, I like Wal-Mart because it is cheap. I like Amazon 
on my phone. I don't know how often I would search this website on a phone. 
Participant 3: There is a huge contingent of very people who are really interested in this 
kind of thing. They are tech savvy and would need to have a mobile aspect for people in 
their 20's and 30's. For them I think it would be important. 
Participant 2: If I was to look on a phone I would like to see "what we sell" first. 
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