Users’ Tracking Analysis
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	The Real 3D Go Shopping Process: we depict here two polar types of users. User, as green, that wanders by all the rooms of the front-end, and in this case without buying anything. The other polar type, light gray, user goes directly to ask for help in the Customer Service Desktop and from that he/she goes directly to buy in rooms R7 and R5 before leaving. 


Match making Process

User’s Actions

· Clicking on a hyperlink, a button, a figure, a place/region of a figure

· Typing messages, pushing particular keystrokes

· Browsing predetermined places with their mouse. 
· A combination of actions, for instance, to make a query, users need to type questions first and then to push a button. 
Server’s reactions
· Show a page with info/answers/options

· Show a Form

· Activate a script

· Execute a program

· Query a database
· A combination of reactions, for instance, activates a script, queries a database, and then shows a page with an answer

Outcome 
(For users): 
· Web pages on the screen

How to Study the man-machine interaction

How users navigate in the Web space
Instances, Attractions

An instance defines a particular elementary or combined/complex user action. For example when we talk about clicking it’s necessary to specify the object clicked. The instances are effective options selected by a user when facing a Website that behaves as a shopping front end concerning offer of information, knowledge and entertainment, either free or by a fee basis. 
These cyber front ends attract users via “attractions”, namely hyperlinks, buttons, banners, that invite users to make click on them and the page content itself, text and images that are a sample of the whole Website content. So we may imagine the Website like a catalog of objects that could be inspected (seen) through a limited space: the bi dimensional screen of a computer monitor. The difference with a physical store is that users (visitors that go shopping) can not enter into the three dimensional store rooms and stands (virtual stores in general that offer information objects and/or real objects like goods and commodities as well). In this sense the Web acts as 3D to 2D facilitator. 
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	We depict here how an i-Website looks like, adapted to host a HKM, Human Knowledge Map. You may appreciate all the regions explained below. In fact all happens as if everything is shown bi dimensionally via the central region. 


In the same way that stores have poster signs and boards to guide visitors and sales people and sometimes a customer desk (or booths or kiosks) to attend and to satisfy the visitors’ needs, the 2D facilitator screens have hyperlinks, clickable maps and images and buttons to guide users, and search facilities (replacing the sales people and information desks) to satisfy the users’ questions/demands. For all these reasons, the Web pages oriented to attract users tend to have four main regions: the main menu on the left with attractions hyperlinks (convenient tour guides to the whole virtual store), a large zone in the center where a partial content is shown in full or piece to piece via a scrolling bar or by making click on a more/next button, a right menu, where the Website owners used to present their “opportunities”, “bargains”, on sales sections, virtual “relax rooms” for visitors with time to spend, etc. The fourth region is the upper zone, a narrow band where many owners tend to present their institutional references, sometimes repeated in full or partially in the bottom of the page seen, at last a hidden firth region. 
How people “go shopping” in the Real World

Front ends, Customer Services

As in the real world where offer and demand continuously matches, in the Web space the same happens. In the real world there are people that tend to satisfy their demands by themselves, just wandering and shopping without making any question and we have also people the tend to make questions before buying something and even before daring to see something. To know as much a possible about the second kind of people we have to emphasize on how they question, how they satisfy their needs, how they go stepping from ignorance to certainty. To know as much as possible about the first kind of people we have to be fully aware about how they wander. 
For this reason we investigate the users’ behavior along two patterns: How they query and how they navigate. To learn about the first behavior we study how the users’ query jargon is evolving along the time as it is thoroughly explained with the nk-Thesaurus. To learn about the navigation habits we study the instances strings of users’ sessions. 
Instances

Accepting the bid: user accept the implicit bid of going to see a particular attraction, for instance a Glossary, a Forum, a Chat, a Tutorial, a Catalog. In terms of our Thesaurus oriented methodology FIRST, it is equivalent to the selection of a subject because Website owners think in terms of subjects. Remembering that the user questions are structured as pairs (k, s), keyword, subject, this instance is equivalent to a sort of “wild” query of the form (*, s’), being the s’ considered special subjects, and * stands for “all possible keywords” implicit in s’. In this sense the attraction is like a behavior trapping device: Website owners suppose that they are attracting the attention of users interested in subject s’ that is closely related to a specific set of keywords. 
More/next: user makes click on a hyperlink/button that leads him/her to the next document or to a “more detail” document. Concerning our maps of knowledge this instance acquires relevance because we are going to present only one i-URL at a time in the above mentioned central region. In this particular case it means that user is either neglecting or consider as “déjà vu” the actual i-URL and wants to see the next i-URL, supposedly second ranked and so on and so forth. Dealing with some other documents brought to the screen by accepting the bid instance, this instance means some kind of interest in the subject shown. 
Select a document to keep/print: user selects a document to keep it in its shopping cart/to print. This instance represents valuable information about user preferences. 

Save documents kept/printed: this instance confirms the user interest. 

Look for Help: user makes click on hyperlinks/buttons of aid/help/guidance. This instance is a special case of accepting the bid instance. It reports about the user’s autonomy and suggest help strategies to improve the match making process. 

Predetermined time spent: user spent predetermined lapses of time in strategic situations and places. This instance could suggest some kind of interest if frequently found, that is facing “common places” with “common time spent behaviors”. 

Selection of i-URL: This is a crucial instance in our FIRT methodology. User decides to see the evaluated authority. This is equivalent to “try on” a garment in a store. At this step ends our user behavior study. Up to this moment the user was never invaded. The essence of our methodology is to be non intrusive. As the URL selected belongs to other owners it’s not our business to know if that URL satisfied in some extent to the Website user. However Website users have available options to express their level of satisfaction with the Website i-URL’s offer. 
Comments: users are encouraged to express their pleasure/displeasure with the Website offer.  Displeasure could be focused on i-URL editing or on URL quality. 
Leaving: User decides either to leave the Website or to initiate another session. It would be highly advisable to differentiate both instances. 

Session tracking recording: user decides to keep/see a copy of his/her tracking session record. It would be highly advisable to have access to his/her whole tracking session’s history. 

Coming back from an incursion: User after seeing a suggested URL decides to come back to continue his/her session. It’s an important sign of the importance of the Website as a facilitator/searching platform.  
There is a jargon of instances?

As we define nk-ads as expressions of users’ jargons we may think of some sort of instance jargon. Let’s suppose we have a set of eight instances, a, b, c, d, e, d, f, g. A navigation session could be then of the form
[k, a, a, g, k, g, f, k, e, e, e,…….., g]

If we consider only the instances without repetitions, eliminating the k’s we have the sequence

[a, g, e]

That tells us about a user navigation behaviour expressed in triads. Our experience about this type of hypothetical jargon is inexistent and for that reason our strategy will be to identify them and measure their popularity before attempting to draw conclusions. We may even differentiate the instances by their repletion within sessions but initially we are going to consider them as of unique concurrence. So [a, g, a, a, e, a, g, e, e, g] instead of being compacted as [a(4), e(3), g(3)] will be compacted as [a, g, e]. To know a little more about the presence of each instance we are going to compute their frequencies distribution along the time. 
As in the uses’ Thesaurus we are going to create ni-TH which stands for users’ n instances Thesaurus, for example 3 instances Thesaurus. 
Some optional low level intrusive techniques

We may imagine some low level intrusive techniques to improve FIRST. Let’s go back to the 3D stores. 
Bargains

From time to time they offer special bargains offers, only for a limited period of time measured in a couple of hours. This is a effective procedure to get rid of out of fashion and undersold goods. The same happens in the virtual world, and even when dealing with rather sophisticated objects like our i-URL;s, and k’s. We are going to have sound i-URL’s and useful k’s not seen in despite of their value for many reasons, being one the users’ ignorance of their existence. It’s ethical because their education value to present them to the users’ consideration from time to time via popup prompts.  
Polls

Low level intrusive polls could be issued from time to time to check behaviour patterns and some “a priori” irregular and bizarre trends. To be coherent with the purpose of maximizing the transfer of intelligence through the Intelli_out - intelli_in membrane the conclusions should be opened to the registered users. 
PAG’s

We may suggest users to join navigation PAG’s. For instance the people that use the Web for easy learning and amusement without being pressed to find something will benefit from interchanging pleasant places and experiences. On the other pole people that needs professional information as efficiently as possible will benefit joining PAG’s groups by interchanging navigations experiences expressed in instances strategies. 
