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IAKM60104: Usability 1 

Quantitative Measure of Usability Brief 
  



What we want to know: 
Our objective for this study is to measure the success rate of users’ interactions 
with the ordering process on our website—chipotle.com. 
 
Specifically, we would like to discover the number of pages a new user views 
before successfully placing an order through the website.   
 
We want to gather quantitative data for this study, data that is numerically 
based, statistically significant, and can be measured for success. 
 
Why this is important to us:  
There are several factors that can be discovered by evaluating the number of 
pages viewed by new users: 

• When a user goes to the site specifically to place an order for the first 
time, do they spend time exploring the product and brand before they 
purchase? 

• Is the task simple to complete, or do users visit several pages before 
ordering because they can’t figure out the most direct route to the task? 

• The quantitative data we collect can support the qualitative data we 
discover from the usability test with measurable, verifiable information. This 
will allow us to decide whether our design choices support the users’ 
expectations for how they wish to use the site and the ordering process. 

 
How we’ll measure our results:  
During the usability test, we will observe and record the number of pages each 
user visits as he/she completes the assigned task of ordering an item from the 
website. Specifically, the site moderator will:  

• Record the number of pages each user visits while completing the task. 
• Record the success/failure rates of each user’s ability to place an order.  
• Record the number of different ways participants came to the ordering 

page and completed the task.  
• Record the number of times any user fully abandons the task. 

Why we’re measuring this way: 
The observations and quantitative data we provide will help the Usability group 
to evaluate the site as it is today, and allow them to answer the following: 

• What does the user want to know before ordering? 
• Does the ordering process meet user expectations? 
• The site has multiple navigational paths that lead to the order page—is 

one more intuitive than the others? 
• Is the user distracted by other content? 

 
Based on the results, the answers to these questions will inform the Usability team 
with a measurable framework for success that can be used to define specific 
goals for any changes or adjustments that can be made to the site to improve 
success rates in the ordering process and overall usability satisfaction for site 
customers. 

https://chipotle.com


 
Potential drawbacks to this method: 
The data on its own will most likely not be conclusive or informative enough  
for the Usability team to draw significant conclusions and provide a conclusive 
recommendation for change. The data should be supplemented with any 
qualitative data we can collect from the users while conducting the study,  
in order to inform the objectivity numbers with the human factor of observable 
user behavior. 
 
How we’ll present our results:  
With this in mind, the Usability team will collect data and gather it into a 
comprehensive report using both qualitative data (feedback from the users, 
quotes) and the quantitative data we propose in this brief. The quantitative data 
will be presented in tables to support the findings in a quick to communicate 
visual format. Stakeholders will easily be able to digest and disseminate the 
report results to their IT and Design teams in order to implement any 
recommended changes.  

The combined quantitative data and qualitative findings will be presented 
together in order to communicate a full picture of the website and the  
ordering process.  

 

 
 


