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02/05 - 02/06: Solar Power Northeast | Boston, MA 

02/06 - 02/07: Better Buildings Vermont | Burlington, VT 

02/11 -02/13:  Dry Climate Forum | Yosemite, CA 

02/11 - 02/12: Home Performance Coalition NW | Portland, OR  

03/03 - 03/06:  ACCA Optimize | San Antonio, TX   

03/19 - 03/20: Building Science Conference & Expo | Bowling Green, KY 

04/01 - 04/04: Home Performance Coalition National | Chicago, IL 

Energy Circle On The Road
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UNDERSTANDING THE DIFFERENCE 

USER EXPERIENCE (UX) 

USER INTERFACE (UI) 

A USER CENTRIC APPROACH 

COMMON CHALLENGES & MISTAKES 
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What We’ll Discuss
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Peter Troast, Founder & CEO 
Shawn Cohen, Director of Digital Strategy



WHAT IS UX? 

WHAT IS UI? 
(and how are they different?) 
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Design Can Be Subjective
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Understanding the Differences

User Experience (UX) 
UX refers to how users experience 
your website. UX is made up of 
interactions and behavior — for 
example, the way that visitors on 
your site engage with its features 
and functionality, and how they 
find and consume the content 
they’re most interested in.  

User Interface (UI) 
UI is an important component of 
UX and refers to the look and feel 
or design of your website, as it is 
displayed to the user (aka a visitor 
to your website.) All of the factors 
that contribute to a good UX also 
aid in a good UI and vice versa; 
but where UX is made up of 
components both visible and 
behind the scenes, UI is made up 
of front-facing, user focused 
elements and features.  
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Factors for Good UX

Navigation: Easy to navigate, quickly and on any device and/or screen size 

Architecture: Intuitive organization and structure so content and functions are exactly where the 
user would expect them to be 

Content & Design Strategy: Content is helpful and comprehensive. Design is visually pleasing, 
engaging, and complimentary to (not a distraction from) the content and functionality  

Functionality: Functionality does no harm! Any features, capabilities, integrations, etc. are 
straightforward and serve the target user’s objective. It makes finding information, viewing content, 
or accomplishing a task easier and more efficient. It does not have unnecessary negative impacts on 
the other components of UX or UI. 

Speed & Responsiveness: The site loads content quickly, and the content is equally as accessible 
and displays optimally across any device, screen size or operating system. Additionally, elements 
adjust to accommodate limitations and leverage the advantages of the device or screen size on 
which they’re being displayed. (Links and buttons become more finger-friendly, phone numbers are 
enabled so users can click to call when using a phone, etc.) 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Components of Good UI

Thoughtful Style: The styles, fonts, colors, and graphic elements that make up the design serve the 
brand, the end user, and the user experience  

Easy on the Eyes: White (or negative) space is used strategically so as to aid the consumption of 
content. The goal of properly used white space is to allow the eye to travel easily around the screen, 
without feeling empty or requiring unnecessary scrolling and navigation to view important content  

Interactive Cues: All interactive features have visual cues that indicate interactivity. For example — 
buttons change state when hovered over, or clicked, menus drop down, accordions expand, links 
underline, images zoom, etc.  

Accessibility: The site complies with ADA standards so it can be viewed and used by ALL users - 
 including those who may have visual, physical or other impairments. 



START HERE FOR UX/UI: 

YOUR USERS 
(can they accomplish their goals?)
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Techie Tom  

Overall Goal: To save energy and make his house more efficient because it's the smart thing 
to do, and (secondarily) because it's the right thing to do.  

Level of knowledge: Very high. Knows what tools are out there, which are best. Up to 
date on consumer reviews and reports.  
Attitude toward shopping: I want to buy from people like me, who know their stuff.  
Informational Sources: Web - blogs, Twitter, Major Media, Green focused media, 
Renewable media 
What he wants:  I need more information than they have on their site - details, practical 
experience, proof that they are the experts, and the product will do what I need it to do. 
Motivation for efficiency: Two-prongs: 1). it's just smarter living. 2). it's the right thing 
to do for the planet - and (3) soon, people are going to catch on to it, and efficiency is 
going to be the next big thing. He wants to be at the top of that wave.    

Age: 35 
Profession: Software developer 
Location: Boston 
Personality: Type A. Over- educated energy geek. Likes to feel engaged, to be a part of the 
process.  
Home Life: Married. No kids.  
Hobbies/releases: Mountain biking, long-distance running.
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Personas

EGIA/BPI
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Heather the Greenie 
Overall Goal: Wants to feel a part of the green community because those 
people seem cool, and throw good parties. 

Level of knowledge: Low. Often falls under the spell of green-washing tactics, 
and "buys green" because it feels like what she should do. Some uncertainty 
because she’s Republican and socially conservative. Not completely at ease with 
full-on Green. 
Informational Sources: Reads People Magazine on the sly, reads Vanity Fair, 
husband Receives Economist, WSJ 
What she wants: Heather tends toward immediacy - buys when she sees 
something in the store, or hears about something that is widely appreciated. She 
wants to buy from either the cheapest place or the recognizable leader in the 
field. 
Motivation for efficiency: Green is the new Coach bag. 

Age: 29 
Profession: Former professional in banking industry, now a stay at home mom. 
Location: Suburbs 
Personality: Heather is extroverted and funny. She likes to be busy, and appreciates a 
pretty constant buzz of activity. She is smart, and likes to surround herself with bright 
and engaged people. 
Home Life: Heather has 4 children and a black lab. They have two houses - a ski 
house and a house in the suburbs. During ski season, she feels like she is constantly 
schlepping between the two places. She'd like something, some how to feel her life 
could be simpler.

 12

Personas

EGIA/BPI
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Last-home William 
Overall Goal: Envisions a dream home in a beautiful location where he and his 
spouse can spend their retirement years living well, at low operational cost. 
Level of knowledge: High, but willing to take new input. He has read as much 
as he can and understands the basic parameters. It’s not his first time working 
with contractors or building a new home. If he trusts you, he’ll listen and learn. 
Informational Sources: Economist, local paper, reference books, trusted 
friends and family members, sometimes a blog or email newsletter. 
What he wants: A great overall result. Executive decision-making power. A 
source of pride and a site for family reunions, now including grandkids. 
Freedom from high monthly bills. The ability to enjoy retirement, travel. 
Motivation for efficiency: It’s a soft investment. He knows it may not pay off 
entirely in his own lifetime, but he can afford it. The concept of home. 

Age: 62 
Profession: Doctor 
Location: Suburbs or somewhat rural 
Personality: Thoughtful, active and generally social, but likes his quiet time. 
Home Life: William has seen his 3 kids through college. 2 of them are married and 
have homes of their own. The youngest has a job and her own place to live, 
although she has not completely solidified her finances yet. William and his spouse 
like to cook and go for walks together. They host a monthly revolving dinner party 
with about 10-12 friends, also babyboomers.
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Personas

EGIA/BPI
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Serving Your Target Users

EGIA/BPI

Target Needs Content

Techie Tom Performance Data  
Transparency Detail

Detailed Case Studies 
Planning Worksheet

Heather the Greenie Eye Candy 
Health Worries

Photo Galleries 
Healthy Home Info

Last House 
William

Cost Data 
Aging In Place Features 

Process

Predictable Home blog 
Elements of a Permanent 
Home page
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1. Do you have the service I need? 
2. Do you serve my area? 
3. When are you available? 
4. How much do you cost? 

5. Are you a good company? 
6. What is first step to engage you? 
7. After hire, what is your process? 
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For Most Contracting Businesses:  Big 7
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Addressing Different Services

Energy Audit 
What is it? 
Why do I need it?  
What do I get out of it? 
How much time does it take? 
Do I have to be there? 
How do I prepare? 
Then what? 
  

Solar 
Is my house/roof suited? 
How much cost? 
How much savings? 
How will it look on my house?  
Maintenance requirements? 
Do I have to clean? 
Will it hurt my roof? 
What happens during power 
outages? 
What if it’s cloudy for 2 weeks? 



COMMON CHALLENGES & 
MISTAKES
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Navigation: Handling Lots of Services
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Navigation: Using Mega Menus
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Complicated Flyout Menus



1/30/19  21

Navigation: Do You Like Hamburgers?
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Navigation: Generic “Services”
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Navigation: User-Relevant Labeling
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Hidden Content: Good & Bad
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Hidden Content: Good & Bad
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Hidden Content: Collapsing Panels
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Conversion: Information Hierarchy
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Conversion: Information Hierarchy
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Conversion: Is Shorter Always Better?
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Conversion: The Trap Page
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Conversion: High Value/Non-threatening



QUESTIONS? 

Peter Troast 

peter@energycircle.com 

Shawn Cohen 

shawn@energycircle.com 

mailto:peter@energycircle.com

