
Jeff Miller: Hotel Case Study - Affinity diagram 

Users did like the Users liked being able The stdrt of mou 
optiom. and to choose a �afthes. were ellsy The bookin.g �bsltes nawig.!ltioo links wen: 
<1menities in neighbo,hood 11.nd to navi.g.,lltie,. but it did did not include 41 link ft:ad6ble �md After selecting• room, 

searching for a room spc,ci6c ariea in town bKame more difficult to the hotels listed for undenuiodable the user is faced with 

us.er convenience throughout the seorch meny di,s,count options the se•n:h confusing 

which is tcH'lfusing 

Some u<1rches were Ui-ers liked the flow of Some booking site,s 
quitk dnd e,oy n11v�tion in some 11.td good visual Users thought there Some hotel images 

instances. They felt that im<1g� thilt did should be • map of the were very appealing Most landing pages The p<1yment p,19ges 
it w.u an eHy proceu rep(esent the hotels arN where they •re dnd d�criptive of the Wt'lt' U).t'I fricmdly were Ukr friendly 

booking Eiotel and room) and e<1:Jy to n<1vigate 

Sc,rne users prefer to After selecting a few Some fN'eSelected UM!u felt like •II links Some bookiri.g sit� 
ull •nd telk to hotel H common optiont, some options -re removed were easy to ditk al'ld had good viSu<11 U:M!rs did like Selecting price ral\ge 
website Wll',H not es users were left with no from the sea,th on the proceed with dM.! functiono.lity when 11.•ceivin g a  w H  easy:i,nd 
interactive w/ hu.maM. eve ii.able rooms booki n.g p•ges SC<1r ch l!'ntering tr av.el dates confirmation email undenU1od<1ble on :i,11 

aft.er booking booking wcbsitt'S 

Snaptravel used an SMS 
ltd party vendors like Uset's ne-ed to read Some online images 

Some amenities were Snaptr evtl takes the sm.all pr int on were of shampoo 
not on the booking code which cause extra user trw•y from the -bs.iles botdb which did not Users thought there Use.s would prefer th•t 
web:Jites. User would steps, time, and bookin.g �bsite represent the hotel would be •n option to discounts -..d offefs be 
h•ve to ull hotel confusion for the user make cha ,-ges before only •t the end of the 

submittir,g payment search be submitting 

Users da imed rooms 
All h'Dtcl Hrviccs where Users thought the,e 

While selecting options (very selection caused 
not on the bookir,g were not wh•t they was too muc:.h neg•tive 

the user did not like a page relo.d and user e•pec:ted upon arriv•I Options for ltd party Users thought that •ny website, e.,g.. room s_,.ce °" booking 
the page refreshing h•d to scroll back lOthe hotel vendot discowntt llddition.tl hotel fees or service, SP4, s.,lons. etc. p•g,es. 
u usi n,g sc:roJling down the page should be •w•re of the booking fees should be 

user experience obvious to the user 

Users did not think that Design •nd 

The user should only lookir,g website the im•ges were • ,good functionality for setting 
landing pages did not represtnYtion of the t ravel d•tes were not 

haw to selec:.t options 
include.a primary n•v hotels on the websites visu•Hy undersYndable Keep pop·up .messages When settir,g 

cuuomer service once throughout the 
link to •ttractions to• minimum. If not destin•tion •nd dates, 

number or chat box. se•rch nec:.es.sa ry they should dates should be 
be •voided simpUfited 

There was not •n ordt>r 

of navig•tion e..g. pazes th.at �,e split 
P.age refresh should u N.tvigetion was not Uncle, a«r•nions. a pri.m•ry n.tv, second•ry. vertic:•IIY when they did 
.tn animated ICNding intuitive 41nd should be mep wtth attr•ctions teniary th•t dic:ute the not function sep•r•tely 
bar or • visu•I aid for easier to understand •nd nNrby hotels w•s user flow 
use, e•pHience not a,;·,111ilable 


