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I attended the ASIST Summit 2001 in order to clear my fuzzy understanding of
Information Architecture. In addition, I hoped to return with some ideas and
techniques for structuring, managing, and integrating web pages and their content
so that users will have easy access to library resources. 1'd like to share a few of

the talks that I found especially interesting and helpful.

Keynote Speaker: Jared Spool, “It’s All About Content”

Jared Spool, Founding Principal of User Interface Engineering (http://www.uie.com), was the
keynote speaker at the Summit. His talk, “It’s All About Content,” drove home the fact that people
go to the Web for content. More often than not, users leave without completely satisfying their
needs due to poor usability and bad design decisions. In fact, usability tests done by UIE have
indicated that users only finish their goal 42% of the time on the best websites.

Through a series of website examples Spool demonstrated the “challenges of content” which he
listed as: “Content has to support an intricate set of goals and missions. Not all information is the
same. Meta-content is hard to separate from content. Users need a strong scent while seeking
content.”

His first showed a page intended to educate patients about depression hosted on the Pfizer website
(http://www.pfizer.com). This page had been linked from the homepage for two weeks before the
designers decided it was no longer new and took the link out. Unfortunately, they did not think to
provide an alternate link elsewhere and so there is currently no way to get to that page from Pfizer’s
main pages.

Spool also targeted Amazon.com (http://www.amazon.com). A user who wants to quickly and
easily find Amazon’s “Return Policy” types that phrase into Amazon’s search engine. The result?
Forty-three titles pop up from the Books database. What was that about meta-content being hard to
separate from content? Incidentally, if you scroll down Amazon’s main page you will see a link to

their return policy at the bottom.
Continued on page 4
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From the Chair's Desktop

By Amy Wallace

Back on February 21st, an e-mail message went out to the
membership asking for input on how the name change to the
American Society for Information Science and Technology should
impact the name of our local chapter, LACASIS. The board
received several dozen responses. All confirmed the informal poll
that most members did not want to be known as LACASIST,
since it sounds like the chapter lacks assistance. However, no
single name won out. Most respondents favored the names with
the chapter identification coming after ASIST (ASIST-Pacific,
ASIST-Southern California, ASIST-West).

In addition to commenting on the proposed names, several of the
responses raised other important issues. One member asked
about the chapter’s official boundaries. The ASIST headquarters
responded that the official boundaries are a series of zip codes
located in Southern California, although the chapter currently has
members in California, Hawaii, Nevada, Colorado, Australia,
New Zealand, and other areas. Other members voiced concerns

about the'chapter’s new name including the word “Pacific”, since
our chapter might be confused with the Pacific Northwest chapter,
Still other members did not think it would be wise to use the “&”,
since it could make it difficult to locate the chapter’s award
winning website using a search engine.

All of the responses and concerns were examined at the March 3™
Board Meeting. The overwhelming majority favored the name
ASIST-West. The board moved te make the name change official
in the fall but would like to hear from members who have a strong
objection to this proposal. The board also moved to raise the issue
of expanding the official boundaries to Chapter Assembly at the
ASIST 2001 Annual Meeting.

If you have any strong objections to the proposed name ASIST-
West or expanding the proposal to expand the official boundaries
of the chapter, please send your comments to
awallace@rocky.claremont.edu. Wl

The Internet & Web Privacy

January 30, 2001 LACASIS dinner meeting I as presented by Karen Coyle

Karen Coyle of the California Digital Library offered her
extensive experience with privacy policy issues during a
presentation for the LACASIS Dinner meeting 2001. She
reviewed some of the clever methods that have been developed to
gather personal user information, ranging from basic browser
cookies all the way to triangulation of a user’s birth date, zip
code, and voter registration records to identify a home address.
She also reviewed ways to elude personal privacy intrusion that
include “cookie cutters” that will filter unwanted cookie offers
and anonymizers that will mask your web identity as you surf.
Ms. Coyle suggested visiting the Electronic Privacy Information
Center at htip://www.epic.org/privacy/tools.html for a good
selection of self-defense applications.

Ms. Coyle also addressed privacy for the institution, Her cover
article, “Protecting Privacy: The Fight for Online Rights” has
been published in a recent issue of Library Journal's Net Connect

{Winter 2001). She listed several points for information service
administrators to consider:

g Where are server logs archived?

q Where are integrated library system transaction logs

archived?

g How is library user information stored and protected
from wnauthorized use?
Who has access to stored data?
How long is the information retained?
Do license agreements with content vendors protect user
information?

Lo s Jte]

The California Digital Library is devising a privacy audit that
will aid in promoting privacy at all levels, both personal and
institutional. Visit Ms. Coyle’s site at http://www.kcoyle.net for
more information on web privacy and information services.ll
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Information Architecture from page 1

To demonstrate how not all content is equal, Spool showed
examples from CNN.com (http://www.cnn.com) and MySchwab
(http://myschwab.excite.com). News sites routinely highlight and
update their “top stories.” MySchwab has a similar highlight
feature by presenting your Account Information up front. This
sounds intuitive but information architects in their haste to “put
everything in its place” often neglect the fact that having -
everything in its proper bucket does not necessarily help the user.

One of the most interesting concepts in Spool’s presentation was

that users follow a scent to locate information, just as animals use
scent while hunting. When the user has a high confidence level
(strong scent) that they are moving towards their goal, they do not
mind how many clicks it takes to get there. If the user does not
have confidence that the links they are following will get them to
the information they need then they have a hard time navigating
that site (weak scent). Scent on a website is created by “trigger”
words that mean something to users or by revealing the structure
of the content. Yahoo! does this well by providing “crumb” or
“trigger” words under each of their main headings. They also
reveal the structure of the content when one does a search within
Yahoo! For example, a search on “e-commerce” gives: Business
and Economy > Electronic Commerce and for each country
Regional > Countries > United Kingdom > Business and
Economy > Electronic Commerce. This lets the user know that
the topic is classified in a general category as well as country
specific categories.

Dennis Schleicher, “User Research: Retail Ecologies”

Another talk I found fascinating focused on how the different
reasons we buy relate to the retail environment in which we want
to buy. In turn, this relates to the type of website design which is
best suited to each buying types. Dennis Schleicher outlined four
different types of buying: Provisional, Maintenance,
Consumption and Pilgrimage. Each of these buying types has
either a high or low object meaning component and a high or low
social relationship component.

Provisional buying is purchasing needed items for our family or
ourselves; it has a low object meaning component but a high
social relationship component. These items (socks, toilet paper,
food) don’t have much significance in and of themselves but the
fact that we are buying to provide for our family and ourselves
adds a social relationship significance to the purchase.

Maintenance buying is purchasing items that are only relevant to
ourselves and do not hold a lot of significance. Prescriptions, bus
passes, and pantyhose are all-examples of maintenance buying.
Maintenance purchases have low social relationship and low
object meaning components.

Consumption buying is called “retail therapy” and includes all
the stuff we buy to make-ourselves feel good. The item is not

necessarily needed but is purchased because it is desired.
Expensive jewelry, cars, and fine wines can all be considered
consumption buying. This type of buying has a high level of
object meaning but low social relationship component.

Pilgrimage buying is mystical and ephemeral; we are searching
for something that will make ourselves better and we are not in
a hurry to find it. Things like vacations, engagement rings,
antiques and souvenirs fall into this category. It is a holy grail
shopping experience where the shopping itself is part of the
journey. Pilgrimage buying holds high object meaning and high
social relationship components.

How do information architecture elements differ from ecology
to ecology?

In the maintenance buying ecology consumers want basic
product detail and streamlined features. Important elements for
websites catering to this type of purchasing include high-level
shortcuts to common tasks, clear and unambiguous labels,
flexible known-item searching which is forgiving of
misspellings, and a broad and shallow browsing hierarchy.

Information architecture for provisional buying is similar to
maintenance buying but needs more relationship-supportive
features such as “wish lists” (e.g. Amazon.com’s wish list) and
search and browse options that support finding unfamiliar
products (e.g. eToys is browsable by age, toy brands or toy
categories). Other important features include contextual links to
related products, links to items that are necessary or useful to
purchase with a particular product (e.g. batteries), and links to
return policies, shipping costs and estimated delivery times.

Consumption buying requires rich product detail (e.g. REL.com
product descriptions), evocative details that make shopping
more of an experience (e.g. Gaiam.com’s splash page labels
“shop”, “learn”, “live”), and personalization (e.g. storing
consumer preferences). Contextual links that enable
serendipitous discovery of other items that may be of interest
are also valuable for consumption buyers.

Pilgrimage buying, like consumption buying, requires not only
rich product detail and evocative labeling but also product
reviews and relationship-supportive features.

Schleicher recommended doing a “gap analysis™ keeping these
four buying types in mind and asking yourself the questions,
“What type of site do your users want, expect, and prefer?” and,
“What features and/or information architecture elements could
you add, remove, and enhance to close this gap?”

N

Avi Rappoport,
“Extending and Exposing Site Architecture with Local Search”

Avi Rappoport from Search Tools Consulting (http:/
www.searchtools.com) talked about ways to ensure that users
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