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Purpose 

 Convert the voice of the client and current web 

functions and capabilities regarding social tagging into 

design guidance concepts 

• Business impact: Use the voice of the client and de facto 

standards to influence the ibm.com web site user experience 

by converting user research into possible visual renderings, 

requirements, and recommendations for design decisions and 

implementation options 

• Process impact: Leverage user insights to guide design 

decisions 

• Business visibility: Strive to interlock with web team intent to 

improve the ibm.com web site user experience 

• Efficiency: No cost method carried out by SMEs to reinforce 

what's hot 
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Executive summary 

 Part 1 - Supporting information from previous research 
findings 

• Referred to Industry, Model and User feedback  

• Reinforce the need for tagging  

 Part 2 - Heuristic evaluations of tagging function on 30 sites 

• Show tagging capability as a de facto standard within communities 

• Demonstrate efficient and additional ways to tag 

 Part 3 - Recommended emerging de facto standards  

• Many IT sites have tagging within communities as a basic capability 

• Tag a variety of items (groups, teams, people, experts, forums, blogs) 

• Tags are a user input function and all tags are clickable 

• Tags always link to a group of items with the same tag 

• Easy registration process allows for more user collaboration (and tags)  

• Tagging is located in close proximity to other social functions 



© 2008 IBM Corporation Tagging Design Guide September 25, 2008 

Part 1: Supporting research 
Reinforces need for tagging 
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 Tactical Recommendations for ibm.com Spaces Part 1.ppt, 
March 26, 2008 

 DesignSystemDirection_12-13-07_FINAL.ppt, December 14, 
2008 

 1X2X 2H2007 Geo Test Detailed Plan and Findings FINAL  
09-28-2007.pdf, September 28, 2007 
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Teen social networking 

Designing for the Gen Y 

 Web networks are a daily routine for teens 

 Keys to having a successful networking 
site 

• Ability to share 

– Tagging is a tool for referencing, sharing and 
communicating 

– Teens tag people as much as items 

 

 Impact 

• Be ahead of the curve with Gen Y 

moving rapidly into the mobile field  
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Harnessing communities 

Harness the power of the user 

 Leverage de facto standards (market perceptions) 

 Allow users to solve navigation and silo concerns where possible 

 Use social tagging to manage  
"subject-to-subject" relationships  

• leverage social intelligence  
and connections 

• instead of trying to accomplish  
this manually 

 

 Impact 

• A more efficient and intuitive site 

decreasing site density, supporting purposeful collaboration  
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Fusion collaboration 

Fusion user goals, selected set 

 Information is tailored to my organization 

 Information is tailored to me 

 I am aware of new relevant information  

 Relevant information-locating strategies utilized  

 Site searched effectively  

 Valuable resources identified by community 

• Recommendation for social tools such as tagging  

and bookmarking 

• Users can classify items in a "meaningful" way,  

for future reference 
 

 Impact 

• Others can then also leverage these tags 

supporting purposeful collaboration, helping users achieve their goals  

http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_c3MQSJ28HkWZzTcKM36rNQ.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_UVlrr9hr5kmq0UEE8wEskg.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_UVlrr9hr5kmq0UEE8wEskg.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_QyHP184tP0S_rvkguNISNQ.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_QyHP184tP0S_rvkguNISNQ.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_sFzO0eUrlEeQS6zOwKr95w.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_sFzO0eUrlEeQS6zOwKr95w.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_sFzO0eUrlEeQS6zOwKr95w.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_sFzO0eUrlEeQS6zOwKr95w.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_WadA564mTkGRagT3EX6nyg.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_WadA564mTkGRagT3EX6nyg.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_iFhDMO9mEdu_RKkPXV6DVw.html_
http://snjgsa.ibm.com/home/f/u/fusion/web/public/release/_iFhDMO9mEdu_RKkPXV6DVw.html_
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Competitive and comparative 

Social stickiness 

 Web trends show social sites getting more 
traffic - a lot more! 

 Review social site tools and leverage those 
ones that can help ibm.com users 

• Tagging and bookmarking are on a high 
percentage of social sites 

• Assist users with finding (and sharing) 
relevant and/or related information 

• Social tools tend to be grouped together 

 

 Impact 

• Use relevant sticky social  
tools on ibm.com 

Social stickiness 

 - get some web 2.0 internet traffic  
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Fusion design guidance 

Guidance 

 Tagging must be a user input device, tagging directly on a specific item 

 Group all user input functionalities into a section 

 Functions appear in a module, clearly differentiated from the page content  
 

 Impact 

• Have a clearly visible user input section (directions stated as needed) 
decreasing site density, moving towards a modular UI  
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Findings 
 Top community types (of the 33 sites analyzed for the 

 Tactical Recommendations for ibm.com Spaces study, part 1) 

 that use tagging at least 50% of the time 

• Content management sites (86%) 

• Blog and wiki sites (70%) 

• Networking sites (60%) 

• Creative sites - photos, travel (57%) 

• Knowledge sites (50%) 
 

 Impact 

• Leverage the collective intelligence of users 

Tactical recommendations for ibm.com spaces 

Definitions 

 Tagging: users classify items according to their own words.  

 Social tagging: users leverage tags set by other users. 

 Bookmarking: users save a web page (or URL) for easy return to it, or to 
share it with others. 

Allowing purposeful social collaboration  
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Design system direction 

Direction 

 Tagging should be part of Navigator project 

 Tagging function should be leveraged on ibm.com  

 Need to re-use functionality presently being used in w3 
 

 Impact 
• Improve site navigation aspects for clients decreasing site density, (find relevant information)  

assist users in achieving their goals 
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1X2X 2H2007 Geo user sessions – user research 

Hall, Utesch, Johnson, Bender, Starr, McNeill, 1X2X 2H2007 Geo Test Plan and Findings – FINAL 09-28-2007 

Session item 1.10: 

Asked users to rate these features according to preference: 
 

• Overall preference was high for forums, external links, and personalization 

• Gen Y users specifically preferred having most popular links and rating functions 

Findings 

 Social tagging was viewed 
positively worldwide 

 It was rated the 5th most 
important functionality worldwide 

 Rated 4th most important by 
base clientele 
 

 Impact 

• Leverage voice of the client - put 
social tagging on ibm.com 

Social tagging – the ability to utilize the tags accumulated  

for each type of content to provide the association of links to content 
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Part 2: Heuristic walk-through  
Reinforces need for tagging, particularly within communities 
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Consumer Sites: 

Yahoo! 
MSN 
eBay 
Amazon 
AOL 
ESPN 
Disney 
Comcast.net 
Weather.com 
Best Buy 

Heuristic walk-through research 

IT Sites: 

Microsoft 
Apple 
Adobe 
Dell 
HP 
Symantec 
IBM 
Sun 
Intel 
Cisco 

Social Sites: 

Google 
YouTube 
MySpace 
Facebook 
Wikipedia 
Skyrock 
IMDB 
dailymotion 
Photobucket 
flickr 

 A walkthrough of each site evaluated the social tagging capabilities provided 
within each sites 

• Point of information: a heuristic walk-through is conducted by visiting each site, testing the featured 
capabilities and functions, and collecting the observed results and findings  

 The prominence of each capability was then determined, based on the site type 
as well as across all sites 

 Findings here are directional (not statistically representing all sites) because they 
are based on only 30 sites 

 The following are the top ten traffic sites within the categories below (from Competitive 

Web Assessment Phase 2 Data 5-5-08.xls) 
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Categories of data from heuristic walk-through of top 
30 traffic web sites 

Snapshot as of 8/20/08 
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Heuristic summary 

General findings (across all sites) 

 93% of all types of sites have some type of user input function 

• Tag, Bookmark, Comment, Rate, Email 

 73% of sites do not have site wide tagging 

• They have no tagging, or have it within a small community 

 70% have some type of group or community area within their sites 

• 37% of those have tagging within those areas 

 60% of sites have tagging capabilities 

 50% of the sites leverage social bookmarking 

 37% of the sites use both bookmarking and tagging together 

 30% of sites make users register in order to access all capabilities 
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General findings - capabilities 

 93% of sites have some type on user input capabilities 

• Tag, Compare, Vote, RSS feeds, Email, Rate, Comment, Share, Bookmark 

Microsoft, Best Buy, Intel, Yahoo, 
Cisco examples 
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 70% have some type of group or community area within their sites 

• Of these community sites, 37% have social tagging 

– Items for tagging change between community site types 

 IT sites - blogs, forums, documents and tutorial materials 

 Consumer sites - products, images and comments 

 Web 2.0 sites - communities, groups, members, and most all content 

• Of these community site, 30% require users register to create tags 

– Registration processes vary in complication across site types 

 IT sites have the most complicated registration processes 

• ID & Passwords - complicated rules (eg: must contain 1 lowercase, 1 uppercase, 1 

numeric, cannot contain $, !, *, etc.) 

• Security questions - name of first pet, etc. 

• Verify instance - type this squiggly text into the field below, etc. 

 Consumer and Web 2.0 sites tend to have simple registration steps 

• ID, Password, and Email address - nothing complicated 

• Not need to verify instance or have security questions 

General findings - communities 
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 70% of sites have tagging capabilities 

• Tags serve a number of purposes 

– Identify, Track, Associate, Join, Connect, Return, Promote  

• Tags can be associated with a variety of items  
and levels of information 

– Communities: can be tagged by members  
and/or non-members 

– People: can tag yourself, or others 

– Objects: videos, products, blogs, documents 

General findings - tagging Facebook, Dailymotion, Flickr, 
YouTube, eBay examples 
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General findings - registration 
 All 30 sites have a registration process 

• Site registration can serve different purposes for different roles 

– Business type reasons 

 Control access - view secure information within the site 

 Track user activities - improve site accordingly 

 Limit access - constrain tagging within a community 

– User type reasons 

 Ability to collaborate with others 

 Additional info and functionality 

 Easy registration is critical 

Yahoo, Dailymotion, Symantec, 
IMDb, HP examples 
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General findings - bookmarking IBM, HP, MSN, Facebook examples 

 50% of the sites leverage social bookmarking 

• Majority of sites leverage external bookmarking services 

– IT sites tend to display small link to selection types 

 Selection choices appear in a pop-up box upon roll-over 

– Consumer & Web 2.0 sites tend to directly display types 

 With a module or row, may contain other social tools as well 
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General findings - bookmarking (cont) Facebook, Cisco, 
Photobucket examples 

 37% of the sites use both social bookmarking and tagging together 

• Both functions are independent of each other and serve different purposes 

• Bookmarking allows users to store URLs where they wish 

– Can keep URLs with them, access them from and for any site 

– Have ability to share them, but do not have to (can keep the private) 

• Tagging allows for associations directly on the site 

– Anyone can leverage this information 

– Can browse choices because tags stay within the site 

– All can leverage associated content (collective intelligence) 



© 2008 IBM Corporation © 2008 IBM Corporation Tagging Design Guide 25 

Detailed IT site findings 

 100% of IT sites contain communities  

 60% of these IT communities have social tagging  

• IT sites have social tagging only within these communities  

• Of those community sites with social tagging, 83% make users register to 

create social tags 

 90% of IT community sites allow for some type of user input 

• Bookmarking, Sharing, Commenting, Rating, Voting 

 50% of IT community sites allow users access to some type of user 

input without registering 

 80% leverage social bookmarking  

 50% use both bookmarking and tagging together 

Heuristic summary 
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IT site findings - communities 

 0% of IT sites with communities have tagging outside of their communities 

 100% of these IT sites with communities have no site wide tagging  

• Community sites have a different look and feel than their corporate sites 

• They have different purpose: building a sense of unity among users 

– Allow users to communicate and interact: Commenting, Sharing, Rating, Voting 

– Allow users and clients to have input: Tagging, Bookmarking, Blogs, Forums 

Dell, HP examples 
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IT site findings - registration Adobe, Dell, Microsoft examples 

 83% (of the 60% of IT community sites with tagging) make users register 

to use social tagging, many are far too difficult 

• Tagging: Microsoft, Dell (see page 21)  

• Others functions: Posting (Dell), Commenting (Adobe) 
 

 50% of all IT sites allow users access to  

some type of user input without registering 

• Read forums, Reply to blogs, Bookmark content 
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IT site findings - registration (cont) Dell example 

• Registering at Dell allows for many capabilities 

– Tagging, Add to Favorites, Add to Notifications, eMail, and Report 
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 80% of all IT sites leverage existing social bookmarking tools 

• Bookmarking takes user to "partner" bookmarking site (eg: del.icio.us) 

– (1) Link on community page directs user to... 

– (2) A del.icio.us/adobe page [new window] with links to... 

– (3) to other Adobe pages with the same tag 

 

IT site findings - bookmarking 

(2) 

(3) 

(1) 

Adobe example 
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 IT sites give users a large selection of social bookmarking tools 

• Giving users the option of selecting their favorite one (4) 

– (1) Link on an Lotus Connections page links to 

– (2) any bookmarking tool marking page [new window] , once saved, it returns to 

– (3) the ibm.com Lotus Connections page. 

IT site findings - bookmarking (cont) IBM example 

(1) 

(2) 

(3) 

(4) 

http://www-01.ibm.com/software/lotus/products/connections/ 

Note: Present only on 1 page (Lotus Connections page - unorthodox, see pg 36) 
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 50% leverage social bookmarking and tagging together 

• Both tend to be in close proximity to each other 

• However, neither is associate nor dependent on the other 

• Both are independent functions 

– Bookmarking allows users to store URL where they wish 

– Tagging allows for user associations directly on the site 

IT site findings - bookmarking (cont) Intel, Cisco examples 
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IT site findings - tagging 

 60% of IT community sites specifically use social tagging 

• Direct user input page tagging 

– Dell Forums: allow users to tag forum threads directly in the frame 

 

 

 

 

– Intel Software community: allow users to tag the page directly in a pop-up 

Dell, Intel examples 
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IT site findings - tagging (cont) 

 Tagging characteristics within IT community sites 

• Appearance (see pg 27 for examples) 

– Tag clouds, List of links, Line of tags 

– Tags always link to lists or a page of other items also tagged with that description 

– Tags tend to appear in a module, visibly differentiated from the content 

• Location 

– 80% of the communities with tagging have it located on the right side of the pages 

– 60% have it located close to the top right section of the page 

– Tags tend to be located in close proximity to other user input/interaction functions 

 Bookmarking, Rating, Voting, RSS feeds, Email, Sharing 

• Access 

– Users may need to register to "add" tags to a community 

– However, tag associations are accessible for all users, even those not registered 
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Visual examples 

IT site findings - tagging (cont) HP, Microsoft, Intel, Dell,  
Cisco examples 
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Findings - exceptions to the rules 

Amazon  

 Tags appear in various forms 

• Tag clouds, lists of links 

• Tags are popular, exploratory, or 
associated 

 Locations 

• Top left, Bottom left, Across footer 

 Duplication 

• Appear numerous times on a page 

– Inconsistent: different tag types 

– Confusing: which tags mean what 

 

Symantec  

 Lists recent logins as a "cloud" 

• creates a cloud tag of it's users 

– Unorthodox: why present users like this 

– Confusing: thought these were tags 
 

Amazon, Symantec example 
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(1) (2) 

(3) 

IBM example Findings - exceptions to the rules (cont) 
IBM [Bottom of Lotus Connections page] 

  "IBM Bookmarks" (1) 
• Internal bookmarking 

– unorthodox: separate independent function, competes with 
external bookmarking in footer (2), and right column (3) 

  Right column bookmarks (3) 
• External bookmarking service 

– inconsistent: only appears on this Lotus Connections page 

– unorthodox: competes with internal and footer site wide 
external bookmarking 

http://www-01.ibm.com/software/lotus/products/connections/ 
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Summary of de facto standards for tagging 

 Function 

• Tagging is a user or client input device, tagging directly onto a specific item 

– Tags are always clickable and link to a listing of items with the same tag 

• Types of items that can be tagged vary greatly  

– IT sites limit tagging to communities items: forums, blogs, comments 

– Other sites allow users to tag various items: products, people, and even groups 

 Appearance 

• Location 

– Majority of sites place tagging modules at top right 

– Some have modules that can expand and collapse 

• Group with similar tools 

– Many sites group social tools together: tag, bookmark, sharing, email, rate 

• Look-and-feel 

– Tags appear as lists, a line of items, or cloud tags (tags are always links) 

– These functions are visually clearly differentiated from the page content  

 Access 

• Majority of sites allow tagging as a public function 

– Anyone can leverage them 

– Mostly IT sites make it private for the communities 
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Part 3: Recommendations  
Leverage de facto standards as they emerge 
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 Leverage tagging within communities and the communities platform 

• Leverage how consumer and Web 2.0 sites tag additional item types  

– Communities themselves, Groups, Teams, Members and Experts 

– Expand to also tag Products and Capabilities 

 Make registration process quick and easy 

• Don't lose user input because registering is time consuming and complicated  

• Leverage all collective intelligence expanding tagging into public space 

– Consider allowing tagging on public site without profiling 

 Reuse de facto design standards for tagging 

• Leverage external bookmarking services (stored by service) 

• Tags must be links, can be a cloud or list (created and work within site) 

• Appear in a module which is clearly differentiated from the page content 

• Group with like user interaction functions 

Recommendation for ibm.com 
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 Accept and action recommendations 
 

 Review purpose of sections and groupings 

•  Review and analyze how these functions will work together 

•  Identify possible reduction of redundancy of links and number of groups 

– If "subj-to-subj" relationships leverage tagging in the "Collective" section, it will need 

to work/align with "subj-to-subj" within the "Horizontal navigation/ IBM Fusion" section 
 

 Interactions and nomenclature testing  
  (NOTE: TBD due to resources) 

•  Create versions for sandbox for live user testing  

•  Leverage findings to improve overall navigation scheme and search synergy 

Next steps: 
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Thank you! 

For additional information:  
Sonal Starr (919-517-0447  T/L 255-0447) 
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1.10 Personalization, features 

 Please follow along on your form and provide a “Y” or “N” to indicate if the 

feature should definitively be included/added. 

• Personalization – the displayed links will adapt, change or be 
added according to user behavior which may include some 
form of user control (Note: the user has some ability to 
override site adaptations)  

• Most popular – this concept would reorder the horizontal 
navigation links based on what other visitors click on and 
make the most clicked links rise to the top of the list (and 
potentially add to the “default” links) 

• Blogs, wikis, forums – including links to relevant content in 
each area 

• External links – in addition to links to IBM content, links to 
external content (outside of IBM) could be included 

• Add/remove – the ability to control what is included within 
horizontal navigation by adding/deleting desired links  

• Social tagging – the ability to utilize the tags 
accumulated for each type of content to provide the 
association of links to content  

• User ratings – the ability to see content ratings and user 
reviews of content for web pages 

• Communities – this concept would reorder the horizontal 
navigation links based on a group of people with similar 
interests  


