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Toolbar ñdepthò can vary significantly!

This cuts down on the ñabove the foldò value

58

ñAbove the Foldò or ñno scrollò window height

IT IS CRITICAL TO DESIGN eCOMMERCE WEBPAGES RELATIVE TO 

WHAT THE SHOPPER CAN VIEW ON THEIR SCREEN WITHOUT 

VERTICAL SCROLLING.

VERTICAL PIXELS ARE LOST TO COMPUTER AND BROWSER 

TOOLBARS AS SHOWN BELOW.

UPPER CHROME

LOWER CHROME

SHOPPERôS SCREEN UNDERSTANDING
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IT GETS FAR WORSE AS THE SCREEN SIZE IS 

REDUCED.  MOST MODERN SITES USE THE 

800p-WIDE FORMAT AS A DESIGN BASELINE.

BASELINE FORMAT
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800x600 screen Vertical usage

Browser Top Chrome 140p

Browser horizon scroll 20p

Browser Bottom Chrome 24p

TOTAL BROWSER 184p overhead

(416p remaining)

Bottom OS Toolbars Remaining ñAbove Foldò

0 (hidden) 416p

1 layer (29) 387p

2 layer (57) 359p

3 layer (88) 328p

4 layer (117) 299p

~340p target design point

ESTIMATE OF THE ñABOVE THE FOLDò DESIGN POINT 

IT IS VERY IMPORTANT TO KEEP ACTIONS AND NAVIGATION ABOVE THE FOLD
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A ñQUICKò REVIEW OF THE CURRENT GCU SHOPPER PAGES

1.  Not designed to consider the FOLD, leading to dependence on scrolling  

2.  Sloppy navigation scheme. 

3.  ñClicksò and page repaints used excessively, adding to delays

-ie:  6 page changes and >1 minute to ñreachò Mom Christmas Cards

4.  Inefficient use of space (too much white space and too large of fonts used)

5. Does not drive the buyer down a ñfunnelò to purchase

- excessive ways to escape out (a sieve!)

6. Duplication of information and search that is unnecessary and wasteful

7. Painfully slow on even fast connections, dial-up near worthless.  Both result 

in shoppers leaving.  A shopping performance benchmark is needed

8. Not easy to find the right short-list of cards, or to backtrack

9. Poor display of the selected card.  Watermark ruins desire to buy.

10.  Does not fully use the shopperôs screen width.

11.  Lack of overall ñcompellingò feel.

12.  Too many steps to finalize purchase.  Need a ñ1-clickò scheme.

THE NEXT FEW PAGES IDENTIFY SOME

OF THESE ISSUES IN MORE DETAIL
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340p

(Above the fold)

DUPLICATION

DUPLICATION

NO CONTENT

ABOVE THE FOLD

WASTED

SPACE

THE ONLY INDICATION

OF WHERE I AM

SPACE USAGE
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NOT NEEDED BY SHOPPER

UNNECESSARILY LARGE

SHOW FULL CARD

FRONT AND INSIDE

AS LARGE AS POSSIBLE

ABOVE FOLD ON THIS PAGE

WITHOUTCLICKING

SMALLER THUMBNAIL

BELOW FOLD

WITHOUT TITLES

or WITH SMALLER

FONT TITLES

MORE SPACE TO DEVOTED

TO THE CARD IMAGE

FOLD LINE

MOVE ABOVE FOLD

NO NAVIGATION BELOW FOLD

CAN BE COMPACTED

A LOT, AND SHOULD

MUST BE ABOVE FOLD

ALSO PUT IN HEADER

SPACE USAGE


