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Introduction 

The opportunity 

FIFA’s claim of 715.1 million viewers for the 2006 World Cup final has been criticised for 
being exaggerated and unverifiable1. However, the more conservative figure of 260 million 
viewers for this event by independent analysts Initiative Sports Futures1, with no ties to 
FIFA, indicates that the global appeal of the World Cup is vast. 

For media companies keen to promote their coverage of games, the Internet represents a 
significant opportunity to attract both viewers and website visitors. The challenge is to 
provide a fun and usable website experience that both engages and informs users about 
the unfolding drama of multiple games.  

Additionally, the importance of the mobile user experience has grown massively since 
2006 – users want an accurate and easy-to-use snapshot of the tournament in terms of 
fixtures, results, group positions and team news, while on the move.  

About this report 

In June 2010, Webcredible investigated the usability of the websites of 4 media companies, 
and the official FIFA World Cup site, in advance of and during the 2010 World Cup.  

The usability criteria chosen were a mixture of essential usability criteria that apply to any 
website (e.g. relating to navigation and orientation) and criteria that are relevant to the 
entertainment of site visitors (e.g. engaging delivery of interactive content). 

Increasing the usability of any media website will increase the success users have in 
finding the information they need and achieving their goals. The main goal of many users 
visiting a media website during the World Cup is likely to be to follow the progress of a 
particular team in terms of 3 main stages:  

 Before games (planning viewing) 

 During games (result updates and viewing) 

 After games (checking results and assessing teams’ overall positions) 

Who is this report for? 

The report is aimed at anyone involved with media websites, including communication 
managers and web developers. Although our analysis is focused on media companies, the 
guidelines are highly transferable to other websites, especially those involved with sport 
and entertainment. The report assumes no prior usability or technical knowledge.  

  
 www.webcredible.co.uk   •   020 7423 6320   •   info@webcredible.co.uk 3

 



 

 

Methodology 

Webcredible analysed 5 high-profile websites with content dedicated to delivering 
information about the 2010 World Cup.  

Each website was evaluated against 10 best practice guidelines and assigned a score of 0 
to 5 for each guideline, with 5 being the maximum. With 10 guidelines in total, websites 
were assigned a total Usability Index rating out of 50. 

The guidelines against which we benchmarked the 5 websites were: 

Site and homepage priorities 

1. Clear route to dedicated World Cup content from main site homepage 

2. World Cup homepage lists tasks that are easy to locate & understand  

Site supports key user tasks 

3. Easy to get latest tournament news 

4. Easy to find out about fixtures and results 

5. Easy to find out about group stages 

6. Easy to find out about squads, teams and players 

Engagement 

7. Easy to find and watch video content 

8. Delivery of mobile-friendly content 

9. Engaging delivery of content 

Navigation and orientation 

10. Navigation easy to use and understand 
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Results 

Summary 

The 5 websites received the following scores: 

Company Website Total 

FIFA www.fifa.com/worldcup  74 

BBC www.bbc.co.uk/worldcup  72 

Eurosport http://uk.eurosport.yahoo.com/football/world-cup  72 

Sky Sports www.skysports.com/worldcup  72 

ITV www.itv.com/worldcup  52 

Average score 68.4 

 

The results are very close with 3 sites in joint 2nd place with 72%, only 2 percentage points 
behind the overall winner, the FIFA site. 

4 of the sites scored over 70% which shows that most of the main providers of World Cup 
2010 information are providing a good user experience. On the whole the websites scored 
well on key user tasks, with an average of 3.4 out of 5 for guidelines 3-7. 

Despite the close scores, the sites performed differently across the range of guidelines. 
For example: 

 The FIFA site performed well on all guidelines except finding and watching video 
content 

 The BBC site excelled at linking its content together to provide an integrated 
experience 

 The Eurosport site didn’t excel in any particular area, except guideline 1, but 
performed consistently above average in all other guidelines 

 The Sky Sports site performed particularly well in the delivery of key information 
(results, fixtures, group stages, and teams) and provided the most engaging 
experience for users. 

  
 www.webcredible.co.uk   •   020 7423 6320   •   info@webcredible.co.uk 5

 

http://www.fifa.com/worldcup
http://www.bbc.co.uk/worldcup
http://uk.eurosport.yahoo.com/football/world-cup
http://www.skysports.com/worldcup
http://www.itv.com/worldcup


 

 

The ITV site lagged 20% behind the other sites because it performed poorly on some key 
user tasks (delivery of news and group stage information). It also scored badly on some 
basic usability guidelines relating to navigation and the presentation of key tasks on the 
homepage. 

Please consult the Appendix on p32 for a full breakdown of scores. 
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1. Clear route to dedicated World Cup content from main 
site homepage 

Average score: 3.3 (out of 5) 

For those web users who wish to browse from the main website homepage, it’s essential 
that they can easily navigate to the starting point for tournament content i.e. the World Cup 
2010 ‘homepage’. The navigation system should make it clear where the World Cup 
content sits within other main site content. 

 

 

 

 

 
Overall, the websites very well for this guideline, with 4 sites scoring 4 or more out of 5, 
and 3 sites scoring top marks. 

The BBC site scores 
maximum points for its 
clear route from the main 
page via the ‘Sport’ main 
navigation option. 

There are clear calls to action 
on the Sport landing page to 
World Cup content. 

The navigation on the World 
Cup homepage clearly shows 
where World Cup content sits 
within the hierarchy of all 
BBC content. 
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2. World Cup homepage lists tasks that are easy to locate 
& understand 

Average score: 3.0 (out of 5) 

The World Cup homepage should clearly promote the key tasks available to users above 
the fold. The following are examples of common tasks that users are likely to want to 
perform on a World Cup website: 

 Get the latest news 

 Find out about results 

 Look up/predict future fixtures 

 Find out about squads, teams and players 

Users often don’t scroll on long pages, particularly homepages, so it’s crucial that key 
tasks are promoted above the fold on the homepage. 

The FIFA site scores well partl
the navigation options are clearl
and prominent.  

y because 
y labelled 

The news area dominates the homepage, 
however other key tasks are prominently 
displayed e.g. upcoming fixtures and 
group information. 
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Most websites performed reasonably well for this guideline, with 4 websites scoring 3 or 4 
out of 5. However, with no website scoring full marks, there is room for improvement with 
this important guideline. 

Routes to other key tasks such as 
finding out about fixtures and teams 
are hard to find because they’re only 
displayed in a small menu underneath 
a more general ITV Football menu.  

The ITV site scores poorly because news 
dominates the whole World Cup page.  



 

 

3. Easy to get latest tournament news 

Average score: 3.2 (out of 5) 

One key user task is the ability to find out about the latest tournament news. The ability to 
find this information should be supported by a number of guiding principles: 

 The item should be clearly marked with the date it was posted 

 It should be easy to find the desired item by date or topic (e.g. team, player, 
manager or group) 

 It should be simple to share and print and bookmark the article 

 The news should also be embedded in content in sections such as teams or groups 

  

Despite the fact that the ITV site is 
dominated by news, the route to news is 
confused by the number of similar 
choices presented to users. For example, 
it’s not clear what the difference is 
between the main list of news stories and 
the Latest News tab. 

 

 

 

 

 
The ‘Latest’ section is split into 
‘Videos’ and ‘News’ tabs but site 
visitors are likely to be confused about 
what type of content they contain, 
given that ‘Latest News’ also contains 
some video content. 
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The ITV site doesn’t embed relevant news 
links in other sections. The news links 
from this page on the England team don’t 
relate to England. 

 

 Actual articles on the ITV site aren’t 
cross-linked to other relevant content. 
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The Sky Sports site gains marks 
for grouping news according to 
group and team. However, 
navigating the news round-up 
relies on users knowing which 
teams are in each group. 

Sky Sports’ related links are 
embedded in the article and 
highlighted separately in a 
‘Related’ area.
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However, Sky Sports loses marks 
because the layout of the page 
suggests that the only route to 
news is through the latest 
headlines. The useful News Round-
up section is separated from the 
headlines and hard to find because 
it’s below the fold.

As the examples indicate, several sites scored averagely for this guideline because 
although they excelled in some of the guiding principles, they performed poorly in others. 

  
 www.webcredible.co.uk   •   020 7423 6320   •   info@webcredible.co.uk 13

 



 

 

4. Easy to find out about fixtures and results 

Average score: 3.6 (out of 5) 

A key user task for any football fan is to find out about the fixtures before the game and the 
results after. Successful delivery of this type of information relies on providing alternative 
views to users e.g. date-order, team-specific or whole group fixtures. 

The key aspects of this guideline include: 

 A clear calendar view so that all matches can be viewed in date order 

 A clear view of all matches in a particular group 

 A clear route to the match schedule for knockout stages 

 A clear display of teams, date, time and venue for each fixture  

  

 

 

 

The FIFA site gains marks with group and 
calendar view of matches and a clear layout 
that shows all the key information. 

The background link leads to useful 
head-to-head information. 

It also has a time zone 
converter which is 
useful for planning the 
viewing of matches. 
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However, the FIFA website loses marks for an 
unconventional layout of the knock-out stages with the 
final displayed in the middle. Site visitors are likely to 
expect all second round matches to be displayed on the 
left with stages progressing to the right. 

 

 

Also, the display of codes and numbers to 
denote matches is confusing e.g. ‘2H’ 
instead of the ‘Runner-up of Group H. 

The BBC website’s layout of 
the knock-out stages is 
simple to follow because the 
labels are explicit and the flow 
is in one direction from top to 
bottom.

Overall, the sites performed well for displaying fixtures and results with no sites scoring 
below 3.  
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5. Easy to find out about group stages 

Average score: 3.4 (out of 5) 

Another key user task for any football fan is to find out about the relative position of teams 
during the group stages. Clearly, it’s crucial for websites showing this content to display 
which teams are within each group, and the current group rankings of those teams. 
However, the groups are also a useful means of linking to more detailed information such 
as an analysis of the teams in a particular group. 

 

 

Hovering the mouse over the 
table allows a focused ‘cross-
hair’ view of the data to aid 
comparison. 

The FIFA site scores top marks for 
a clear layout of group information 
and clear links to news, analysis 
and matches. 

 

  

The layout is also confusing. At 
first glance it isn’t clear whether 
the label ‘Group B’ refers to the 
flags above or below it. 

The ITV site scores only 1 point because, 
although the group tables are conventionally 
laid out, the groups landing page only shows 
the flags of countries in each group. It’s 
unlikely that site visitors will know which flags 
belong to which country.
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The ITV site shows the crucial group 
positions and fixtures at the bottom 
of the page below less important 
video content and (excessively) 
large flags. 

With the exception of the ITV site, all the websites scored well for this guideline with 3 sites 
scoring 4 points out of 5 or more. 
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6. Easy to find out about squads, teams and players 

Average score: 4.2 (out of 5) 

As well as finding out the latest results and group positions, football fans are keen to 
gauge the current state of their team and any forthcoming opponent teams in terms of 
injuries and team selections. It’s important that the latest news for any chosen team is 
easy to find and read.  

Sites gained marks for using a dedicated team page as the portal for this information. 
Extra marks were awarded for features that enhance the gathering of this information e.g. 
the ability to select and compare team performance. 

 

 

 

 

The BBC site opts for a combined ‘Groups & 
teams’ page. However, the route to team 
information is hampered by having to scan the 
groups for a particular team.

 

 

 

The BBC also uses an alphabetical list to offer a more direct route to team 
information. However, it’s at the bottom of the page, easily mistaken as non-
clickable decoration and the vertical labels are hard to read. 
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The team page on the 
FIFA site has a clear 
layout with important 
news and results placed 
at the top. 

The FIFA site scores full marks with its direct and clear route to 
team information. It splits group and team information and offers 
this dropdown menu of teams in alphabetical order. 

The information is well-organised and comprehensive e.g. the 
squad list shows the positions the squad members play in, and the 
page offers head-to-head stats comparisons. 

Most sites scored excellently for this guideline, with 4 sites scoring 4 or 5 out of 5. This 
demonstrates that designers for these websites have clearly understood what information 
sport fans will need, and have thought about the best way to present it.  
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7. Easy to find and watch video content 

Average score: 2.6 (out of 5) 

The delivery of video content such as goal highlights is subject to rights issues, which 
determines the availability of content. However, all the sites included in this report have 
video content and this guideline concentrates on: 

 How well the video content is integrated with other content e.g. whether video 
content is embedded with other related content 

 How easy it is to find specific video content e.g. whether the content is categorised 
according to topic, team, group, most watched or most rated 

 How easy it is to control the video content e.g. player controls, clear duration and 
summary information 

 

The Sky Sports site has a dedicated video 
section but the relationship between the link 
and the large player isn’t clear i.e. when a link 
below the fold is clicked, the video plays in the 
large player above the fold, but the chosen 
video isn’t highlighted and the page doesn’t 
scroll. It isn’t clear to users that the correct 
video is playing because the footage always 
starts with an advert.
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The video content is only listed in 
date and time order, which isn’t 
useful if users want to 
concentrate on a particular group 

This video on the Sky Sports site 
about the Algerian team isn’t 
embedded in content on the Algeria 
team page. 

 

 

 

  
 www.webcredible.co.uk   •   020 7423 6320   •   info@webcredible.co.uk 21

 



 

 

 

 

 

The BBC’s excellent 
video page organises 
content according to 
categories likely to be 
valued by fans e.g. 
team, group, features 
and archive goals. 
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The BBC site positions video content in 
context with other related content e.g. 
matches report and match stats. 

The video footage includes links 
to highlights and goals. 

 

Overall, the sites performed poorly on this important guideline. The reasonable average of 
2.6 out of 5 is lifted only by the full marks gained by the BBC site. Given the fact that, apart 
from FIFA, the sites reviewed are all media websites that are aimed at driving traffic to TV 
channels, the poor performance for this guideline is surprising. The poor integration of 
video content with other types of content is largely to blame. 
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8. Delivery of mobile-friendly content 

Average score: 3.6 (out of 5) 

More and more people are able to access the Internet through their phones. This changes 
the way people access sports news and highlights. The importance of mobile access to 
news is made even greater with the early kick-off times of some of the matches. People 
need to access live scores, results and team news on the move. 

Sites gained marks for having live scores and easy-to-access results, while marks were 
lost for poor or unclear access to information. 

The popularity of using mobiles to access content is demonstrated by the number of World 
Cup news apps available to iPhone users, provided by suppliers such as Telegraph, ITV 
and Sky Sports. 

 

 

FIFA use a mobile specific site, ensuring 
navigation is easier. FIFA also place 
results directly on the first page.  

However, marks are lost for having little 
content beyond this page, apart from 
news and team listings. 
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ITV don’t offer a mobile specific site, only 
access to its full site. This means 
navigation is difficult, and various page 
aspects don’t work.

ITV do have a mobile application, 
including video highlights of each 
match. However marks are lost for 
not supporting live scores. 

 
 
All sites scored well on this guideline, with an average of 3.6. However none 
received top marks, indicating focus is needed on the delivery of mobile content.  
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9. Engaging delivery of content 

Average score: 3.6 (out of 5) 

The main aims of the websites reviewed are to inform and to entertain. Good examples 
include games and the ability to enter user-generated content such as comments on news 
stories. 

 

 

The Sky Sports site gets full 
marks for a dedicated fun area 
with games and competitions e.g. 
fantasy football. 
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The BBC site lacks interactive 
engagement but scores 3 marks 
for its fan’s photo gallery and 
high-profile pundit blogs. 
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The BBC site also allows users to 
comment in real time during the match, 
using visual design to help distinguish 
between posts of BBC reporters and 
viewers. 

A high average score of 3.6 indicates that the sites reviewed benefit from a wide range of 
engaging and entertaining content. This is important in terms of driving traffic to the media 
companies’ TV channels. 
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10. Navigation easy to use and understand 

Average score: 2.6 (out of 5) 

From a users’ point of view a successful system of navigation and orientation depends on:  

 Knowing where you are within a given section  

 Understanding how to get back to where you were 

 A consistently applied and simple to understand navigation style 

Knowing where you are within a given section: 

Giving users the tools to know where they are within a section of a site relies on a number 
of orientation cues. When these orientation cues are missing users have to play guessing 
games to establish where they are and what other information is available. 

Understanding how to get back to where you were:  

Aside from the use of the browser ‘back’ button, good websites often provide users with a 
clear journey back to where they were. This is normally achieved through a clear link to the 
previous page in the navigation area or a prominent ‘go back’ link. 

A consistently applied and simple to understand navigation style: 

Users rely on a clear set of navigation controls to move around a website. When the 
navigation controls appear below the fold or unexpectedly within the content area of the 
page they often struggle to find the link they’re looking for. It is essential there is a clear 
separation between the navigation and content areas of a web page with the primary 
navigation controls within easy reach above the fold. 
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On the ITV site the currently chosen top 
level option is highlighted. This helps 
users understand where they are in the 
site.

However, the current position (Group A within 
Groups) isn’t highlighted in the left hand menu, 
making it hard for users to orientate themselves 
within the site. 

The navigation system on the Eurosport site is 
simple and consistent. At each menu level, the 
current choices are highlighted, making it easy for 
users to orientate themselves.   

 
 

With an average score of just 2.6, it’s disappointing that these high-profile websites haven’t 
done better on this basic usability guideline. On most sites reviewed the low scores reflect 
the fact that the navigation systems of temporary sites for events like the World Cup 
haven’t been integrated well enough into the existing navigation systems for the overall 
sites. 
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Conclusion 

With the top 4 sites so close in terms of usability scores, only a modest improvement in 
user experience would cause one site to stand out from the others. General areas for 
improvement include navigation and the delivery of video content.  

Despite reasonable scores for their mobile offerings, this is an area ripe for improvement 
and where no single site emerged as a clear winner. For example, ITV offer a reasonable 
mobile app but neglected to provide live scores. This example illustrates that the key to 
designing a great user experience is simplicity – work out what users of mobile 
applications want above all else and provide that well. 

Despite the overall high scores, it’s surprising that the sites reviewed didn’t perform better 
because the information generated by the World Cup is pre-structured and well understood 
i.e. the points system, the draw, the match schedules etc. In other words, the basic 
delivery of this information is already well defined so designers need only concentrate on 
presentation. In spite of this pre-existing structure, several sites made basic usability 
mistakes such as relying on users knowing which teams are in each group. 

The usability guidelines presented in this report represent just the start to achieving 
excellent usability and an outstanding user experience. The use of usability guidelines is 
essential, but they should always be used in conjunction with usability testing on a regular 
basis. Usability testing involves analysing typical site visitors completing typical tasks on 
your website (see www.webcredible.co.uk/testing for more). 

For more information on other general usability guidelines that should be conformed to, 
visit www.webcredible.co.uk/articles or book a place on a Webcredible usability course at 
www.webcredible.co.uk/training. 
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Appendix: Full results 

The full list of websites audited, and the score they achieved for each guideline is as 
follows: 

Guideline number 
Website 

1 2 3 4 5 6 7 8 9 10 

TOTAL TOTAL % 

FIFA 4 4 4 3 5 5 1 4 4 3 37 74 

BBC 5 3 4 3 3 3 5 4 3 3 36 72 

Eurosport 5 3 3 4 4 4 3 3 3 4 36 72 

Sky Sports 3 3 3 5 4 5 2 4 5 2 36 72 

ITV 5 2 2 3 1 4 2 3 3 1 26 52 

TOTAL 22 15 16 18 17 21 13 18 18 13   

Average  4.4 3 3.2 3.6 3.4 4.2 2.6 3.6 3.6 2.6 34.2 68.4 
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About Webcredible  

Webcredible is a user experience consultancy, offering a range of usability, accessibility, 
design & training services based around your specific requirements: 

User-centered design 

 Information architecture 

 Interaction design 

User research 

 Usability testing 

 Interviews & focus groups 

 Persona creation 

Accessibility 

 Accessibility testing 

 Accessible web design 

Training & mentoring 

 Usability & accessibility courses 

 Online copywriting courses 

 Web development courses 

 
Webcredible is widely regarded as one of the most innovative and respected user 
experience consultancies in the UK. Our 200+ research articles and reports have been re-
published on 100s of websites and we receive 250,000 visitors to our website each month. 

We believe in taking a proactive approach with clients, whilst maintaining a regular open 
line of communication. We believe that we are being paid for our expertise and as such 
always take the initiative and offer our recommendations for any course of action. We are: 

 Focused on client needs – Our aims are to optimise conversion rates for 
companies and ensure public sector organisations effectively disseminate 
information. 

 Passionate – The team here at Webcredible loves what they do and we only recruit 
staff passionate about usability and accessibility. 

 Approachable – We’re friendly and jargon-free. Consultants, despite being highly 
educated and experienced, only communicate in a user-friendly manner. 

For further information please contact: 

Trenton Moss 
020 7423 6324 
trenton@webcredible.co.uk  

Clients include Airmiles, Asda, BBC, eBay, EDF Energy, Laura Ashley, Lloyds TSB, More 
Th>n, Sony, St John Ambulance, T-Mobile, VisitBritain and World Health Organization. 

mailto:trenton@webcredible.co.uk
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