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Executive Summary 
 
Purpose: IKEA is a Swedish-founded Dutch-based multinational group, which designs and 
sells ready-to-assemble furniture, kitchen appliances, and home accessories. The product we 
tested was the search and purchase task flow of IKEA’s desktop website.  
 
 
Participants: The usability test was conducted with a total of six participants – the first of our 
participants being the pilot test. Participants used in this study were 19-35 years old and had 
shopped online at least twice in the last year. 
 
 
Results: Participants were presented with the following six tasks: 
 

1. Find a specific product from the IKEA homepage 

2. View product details from the product page (e.g. reviews and dimensions) 

3. Add the item to their shopping cart 

4. Review/edit shopping cart 

5. Begin checkout process 

6. Complete the purchase 

 
From these six tasks, we were not able to find critical issues within the system. All participants 
were able to complete all tasks without assistance, but all participants found points of 
frustration throughout the process. Although all issues were rated as medium and minor in 
severity, the test revealed areas of confusion, delay, and frustration for participants. 
 
 
Findings and Recommendations: Our test was able to uncover four major themes.  
 

1. Content strategy: Link descriptions were confusing for all participants in this study. 
The most notable instances were found in the reviews section and the list and 
shopping cart call to actions. We recommend consistent labeling across the system 
along with abiding by industry standards. 

 
2. Delivery fee calculation: Participants were required to calculate their delivery fees 

before starting the checkout process. Although all participants were able to complete 
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the task were no assistance, the required step created delays in the assigned task. 
Participants were also prompted to calculate their addresses after inputting their 
address. We recommend removing the second delivery fee calculation. 

 
3. Page links were inconsistent: Some images from the category pages were linked to 

product pages while other images led participants to a search results page. This 
inconsistency created delays and confusion for some participants. We recommend 
linking these category thumbnails to a search results page. 

 
4. Readability: Two out of five participants had trouble with the readability of the content 

throughout the test. The feedback received was that the font sizes were too small and 
sections of text were dense. We recommend increasing the font size, considering a 
font that is easier to read, and breaking up larger sections of copy. 
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Study Objective 
The objectives of this study are: 

● Assess the overall effectiveness and usability of the ordering workflow of IKEA’s 
website for users. 

● Assess the satisfaction of this website for future usability evaluations. 
● Determine whether it is easy to complete common and key tasks: 

○ Find a product 
○ View product details 
○ Add the product to shopping cart 
○ Review/edit the shopping cart 
○ Select delivery method (deliver by mail) 
○ Complete purchase of the product 

● Identify obstacles to completing key tasks. 

 

Our research questions include: 

● How easily do users find products they’re searching for? 
● What obstacles will users encounter when searching for items? 
● Do users understand how to find product details they are searching for? 
● Do users understand how to add items to their shopping carts? 
● Do users understand how to review and manage their shopping carts? 
● What obstacles will the users encounter during the purchasing process? 
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Method 
Our tests were conducted on the campus of the University of Washington and spanned over 
two weeks. The first three sessions were carried out in Study Room #2 in Paccar Hall on 
February 18, 2018; the last two sessions in Room #314 in Sieg Hall on February 25, 2018. 
Participants were scheduled for one-hour sessions and were given a scenario and six 
separate tasks to complete on IKEA’s desktop website. In each session, one moderator and 
one note-taker were present. 

Recruitment 
A total of 6 participants were recruited from a social media and screened using an online 
questionnaire (See Appendix D). The participant pool was gender-balance and fulfilled the 
criteria for our target user group in terms of age and experience with shopping online for home 
goods. All participants were given a $20 Amazon gift card at the end of the usability test. One 
participant was randomly chosen for the pilot study, which we used only as a test run and did 
not include in the dataset. 

Testing Logistics and Procedure 
We used a smartphone to record the verbal and non-verbal expressions of the participant. 
Participants completed tasks using a Chrome browser on a Mac laptop, and their interactions 
with the website were recorded with a screen-recording software. 
 
In each testing session, the moderator sat beside the participant and used a script (See 
Appendix H) to guide the participant through following activities: 

● Pre-study questionnaire(See Appendix I) to qualify participants and to understand their 
past experience with online shopping for homeware  

● 6 tasks to be conducted using Think Aloud Protocol and post-task Likert ratings 
● Post-study questionnaire(See Appendix G) that covered feedback on their overall 

experience  

A full testing schedule can be found in Appendix C and the participant scenario and 
tasks can be found in the moderator script. 

Data Collection and Analysis 

The note-taker sat at the back of the room and collected data on a data logging form (See 
Appendix F). After the test, we compiled the following data for each participant. 
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Data Type Collection 
Method 

Task 1: Find the product page of product X (a table lamp) 

Completion of locating product X  Quantitative; Objective Observation 

Participant's method of searching Qualitative; Objective Observation 

# of clicks to view search results Quantitative; Objective Observation 

# and type of hints need to complete the task Both; Objective Observation 

Expressed frustration while participant locating specific 
product Qualitative; Subjective Think Aloud 

Protocol 

Task 2 : View product details 

Completion of viewing product details (dimensions, 
customer reviews) Quantitative; Objective Observation 

Expressed frustration while Participant views product 
dimensions Qualitative; Subjective Think Aloud 

Protocol 

# of clicks to view search results Quantitative; Objective Observation 

# and type of hints need to complete the task Both; Objective Observation 

Task 3 : Add item to shopping cart  

Completion of adding product X to shopping cart Quantitative; Objective Observation 

Participant understanding of adding the item to the 
shopping cart Qualitative; Subjective Think Aloud 

Protocol 

# of clicks to view search results Quantitative; Objective Observation 

# and type of hints need to complete the task Both; Objective Observation 

# of errors Quantitative; Objective Observation 

Participant rating ease of task 1-3 Quantitative; Subjective Likert scale 

Task 4 : Adjust the quantity of item  

Completion of adjusting quantity of item X to 2 Quantitative; Objective Observation 

# of clicks to adjust quantity of the item X to 2 Quantitative; Objective Observation 

# and type of hints needed to complete the task Both; Objective Observation 
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Task 5 : Calculate delivery fee 

Completion of calculating delivery fee and starting the 
check-out process Quantitative; Objective Observation 

Participant understanding of calculating delivery fee Qualitative; Subjective Think Aloud 
Protocol 

Participant rating of calculating delivery fee Quantitative; Subjective Likert scale 

# and type of hints need to complete the task Both; Objective Observation 

Task 6 : Complete check-out 

Completion of the check-out process Quantitative; Objective Observation 

Expressed frustration with the check-out process Qualitative; Subjective Observation 

# and type of hints need to complete the task Both; Objective Observation 

# of errors Quantitative; Objective Observation 

Participant rating ease of the task 4-6 Quantitative; Subjective Likert scale 

 

Participants 
Participants were recruited to meet the following criteria: 

● Have shopped online for homeware for more than 2 times in the past six months 
● Between age 18-35 
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Findings and Recommendations 

Positive Findings 
We were also able to gather positive feedback throughout our study. The positive feedback 
from our participants included: 
 

● Product images provided participants with a better idea of product dimensions and 
use. Aside from the dimensions section of the product page, 2 out of 5 participants 
expressed the images with contextual environments were helpful. 

● 3 out of 5 participants also noted the aesthetics of IKEA’s desktop website was visually 
appealing.  

 
 

Usability Issues Summary  1

 

Issues Details Frequency Severity Recommendation 

Improperly 
linked hero 
images 
 
 

While browsing through the 
category page, some 
participants were confused 
by the hero images. 2 of 5 
participants expressed 
confusion about whether a 
hero image is clickable, and 
what pages they were 
linked to. 

2/5 Moderate Provide the user 
with additional 
information on 
where the link is 
taking them 

“Buy Online” 
& “Shopping 
List” 

When prompted to move 
forward with purchasing an 
item, 2 of 5 participants 
experienced delays and 
confusion in the labeling 
used. P1 added an item to 
his shopping list and spent 
a significant amount of time 

2/5 Moderate Change the text 
label and/or the 
icon to distinguish 
the two options 

1 Severity Scale - Jeff Sauro 
Minor: Causes some hesitation or slight irritation. 
Moderate: Causes occasional task failure for some users; causes delays and moderate irritation. 
Critical: Leads to task failure. Causes user extreme irritation. 
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identifying the shopping 
cart. 

Layout of 
delivery fee 

In general, participants 
were able to edit the 
shopping cart but had 
trouble calculating the 
delivery fee on this page. 
Participants were confused 
about calculating delivery 
fee before beginning the 
checkout process. 

3/5 Moderate Change the text 
label and/or the 
icon to distinguish 
the two options 

Classification 
confusion in 
navigation 
menu 

Participants were able to 
access the complete listing 
of lamps on the website, but 
the organization of the 
category list in the 
“Products” drop-down menu 
confused some participants. 
They failed to identify the 
“lighting” category label 
while searching for a lamp. 

2/5 Minor Divide the 
categories into 
sub-groups, and 
naming each 
sub-group in an 
unambiguous 
manner, such as 
“Shop by 
Category” and 
“Shop by Room”. 

Rating 
looking 
clickable but 
actually not 

Participants were able to 
locate and view a product’s 
review but experienced 
some confusion with the 
process. 3 of 5 users 
attempted to click the 
hyperlink next to the rating 
number multiple times 
before realizing it was not a 
link. 

3/5 Minor Allow users to click 
on the number of 
reviews and 
anchor them to the 
reviews section of 
the product page. 

Terminology 
confusion 
between 
rating & 
review 

All participants were able to 
view product reviews with 
minor delays. The labels 
used to identify ratings and 
reviews were inconsistent. 

2/5 Minor Use consistent 
labeling for all 
sections. 

Duplicate 
calculation of 
delivery fee 

In the checkout page, 2 of 5 
participants expressed that 
they have already 
calculated the delivery fee 
in the cart page so it was 
unnecessary to fill their 

3/5 Minor Make the 
calculation in the 
cart page optional 
or auto-calculate 
the delivery fee 
based on the user 
address. 
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address and calculate it 
again here. 

Font in 
checkout 
page is too 
small 

When prompted to the 
checkout page, 3 of 5 
participants had hard times 
to grasp the content on the 
page. They had to look 
closely to the screen. 

3/5 Minor Increase the font 
size on the 
checkout page. 

 
 

Primary Usability Issues 

1. Improperly linked hero images 
Severity: Moderate 
 
While browsing through the category page, some participants were confused by the 
hero images. Hero images in categories linked either to a search results page 
featuring all products in the category, back to the main category page, or did not link to 
any page. 2 of 5 participants expressed confusion about whether a hero image is 
clickable, and what pages they are linked to. 
 

● Initially, P4 was unable to successfully find the item she was searching for. The 
inconsistency led her to abandon her search method and restart her search 
process. 

● P5 noted that images were improperly linked which caused some delays and 
confusion. P5 was able to complete her task by exploring other links. 

 
Recommendation:  
We were able to find several instances where linked images were not consistent. At 
times participants were unsure if where linked images would take them. We 
recommend conducting an audit of category pages and providing users with additional 
information about where links would take them. 
 
 
The related images are on the next page. 
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The category listing page 

 
 

 
The category listing page 
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2. “Buy Online” & “Shopping List” 
Severity: Moderate 
 
When prompted to move forward with purchasing an item, 2 of 5 participants 
experienced delays and confusion in the labeling used. P1 added an item to his 
shopping list and spent a significant amount of time identifying the shopping cart. 
 

● P1 added his selected item to his shopping list followed by a great deal of 
confusion. It took a significant amount of time for P1 to recover from this error. 

● P3 explained “usually I would expect the ‘Buy Online’ button to buy now, but 
what happens is it adds to my cart” 

 
Recommendation:  
Our participants had established mental models from other online retailers like 
Amazon and Wayfair. In order to provide a seamless transition between products, we 
recommend changing the “Buy Online” button to read “Add to Shopping Cart”. 
 
A related image is on the next page. 
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The primary product description section 
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3. Layout of delivery fee 
Severity: Moderate 
 
In general, participants were able to edit the shopping cart but had trouble calculating 
the delivery fee on this page. Participants were confused about calculating delivery fee 
before beginning the checkout process. 
 

● 3 of 5 participants expressed confusion when attempting to begin their 
checkout process. The three participants experienced delays before realizing 
the delivery had to be calculated before beginning the checkout process. 

 
 
Recommendation:  
If the delivery calculation step is crucial to the process, consider adjusting the layout or 
adding additional information for the user. P3 suggested adjusting the layout so that 
the delivery fee section comes before the “Begin Checkout” button. Another option is 
to consider an auto calculation on the next screen. Once users input their address, the 
system and automatically calculate and present the delivery fee in the subtotal. 
 
The related images are on the next page. 
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The shopping cart page 

 

 
The shopping cart page 
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Secondary Usability Issues 

1. The category listing in the “Products” drop-down menu 
Severity: Minor 
 
Starting the search for a suitable lamp, 4 out of 5 participants called out the “Products” 
drop-down menu on the global navigation bar. Of the four participants that used the 
“Product” menu, two participants failed to identify the “Lighting” category while 
scanning the drop-down menu.  
 

● P3 resorted to using search bar 
● P1 clicked on the “Office Furniture” category after expressing his uncertainty 
● P1 “ I think maybe it will be inside the ‘Office Furniture’ [section]” 
● P3 “um… I’m not sure if it gonna be in the ‘Living Room’ or ‘Office Furniture’ 

section… Maybe I’ll try search.” 
 
Recommendation:  
We recommend dividing the categories into sub-categories, and naming each 
sub-category in an unambiguous manner, such as “Shop by Category” and “Shop by 
Room”. The current listing of the categories in the “Products” menu is confusing and 
difficult to scan. Different ways of categorization are used. However all of the category 
labels are listed together and arranged in alphabetical order. Location-based category 
labels, such as “Living Room” and “Hallway”, function-based category labels, such as 
“Eating” and “Laundry”, and other category labels, such as “Textile & Rugs” and 
“Pets”, are mixed together in one list. Further categorization of the product categories 
will help users identify the appropriate category on the “Products” drop-down menu. 
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The “Products” drop-down menu 
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2. The total customer review number in the primary product 
description section 
Severity: Minor 
 
When prompted by the moderator to find the reviews, three out of five participants 
clicked on the blue hyperlink that signifies the number of total customer reviews. 
Participants expected to be anchored to the reviews section. The blue text was 
actually not linked and the participants expressed confusion.  
 

● 3 out of 5 participants clicked on the blue text. 
● 2 out of 5 participants expressed confusion immediately. 
● 1 out of 5 participants expressed dissatisfaction about this issue later when 

asked about the overall experience of the purchase flow.  
 
Recommendation: 
We recommend anchoring users to the reviews section after clicking the hyperlink 
next to the stars. This is a common practice for e-commerce website and a natural 
expectation of users. 
 
The related image is on the next page.  
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The primary product description section 
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3. The “Rating” label in the secondary product description 
section 
Severity: Minor 
 
When prompted by the moderator to find the reviews tab, two out of five participants 
skimmed back and forth in the secondary product description section for some time 
before clicking the “Rating” tab. The two participants were searching for a “Reviews” 
label. 
 

● 2 out of 5 were caused minor delay in finding the “Rating” tab. 
● P2 said: “Where is it… Where is it… Oh, rating!” 
● P4 said: “Um...it looks like there is a rating tag!” 

  
 
Recommendation: 
We recommend consistent usage of the terms “Review” or “Rating” throughout the product 
description page. Currently “Review” and “Rating” are used interchangeably in both the 
primary and secondary product description sections. Exclusively using one of the two terms 
will help users identify the customer review section more quickly.  
 
The related image is on the next page.  
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The primary product description section 

 
 
 

The secondary product description section 

20 



 
4. Duplicate delivery fee calculation on the checkout page 
Severity: Minor 
 
After calculating the delivery fee from the shopping cart, participants were presented 
with the option to calculate delivery fee again on the Delivery Information page. Once 
participants input their address, they were asked to calculate their delivery fee again. 
All participants recalculated their delivery fees because it was required in the previous 
step.  
 

● 2 out of 5 participants expressed confusion about the purpose of this duplicated 
task(P3, P4).  

● P4: “That’s weird. I already did that before, why is it asking me to do that 
again?” 

 
Recommendation: 
We recommend removing the duplicate delivery fee calculation on the checkout page. 
 

 
The checkout page 
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5. Text readability  
Severity: Minor 

Three out of six participants had trouble with the readability of the content throughout 
the test. The feedback received was that the font sizes were too small and sections of 
text were dense.  
 

● 2 out of 5 commented on the readability of the text (P2, P4). 
● P2: “I think the words are little bit small.” 
● P5 leaned towards the laptop to read the texts on the screen. 

 
Recommendation: 
We recommend increasing the font size of the texts on the checkout page, considering 
a font that is easier to read, and breaking up larger sections of copy. 
 
The related image is on the next page. 
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The checkout page 
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Quantitative Data Summary 
 

 
 
 

* * * 
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Next Steps 
From our observations and findings in this study, we were able to identify several usability 
issues on IKEA’s desktop website. Of those issues, we recommend IKEA conduct further 
research on the following: 
 

● Participants were required to calculate their delivery fees twice when purchasing an 
item. Is the reasoning tied to a specific business requirement? At what point in the 
process would it be the most helpful for users to calculate their delivery fees. 

● Page links from category hero images were inconsistent throughout the system. The 
inconsistency led to significant delays, frustration, and confusion. Would creating 
consistent page links help users in their search process? 

● The content in “Buy Online” and “Add to Shopping List” buttons was confusing for 
multiple users. Would it be helpful for a user’s mental model if these buttons aligned 
with industry standards? 

● The sections of content were dense and hard to read with the smaller font size. Would 
increasing the font size and making sections more scannable be helpful for multiple 
user segments? 
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Appendix C: Testing Schedule 
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Appendix D: Screening Questionnaire  
 
We are a group of Masters students studying Human Centered Design & Engineering at the 
University of Washington. We are conducting a study to learn more about the experience of 
purchasing homewares online. We will be holding study sessions and each will last 45-60 
minutes. 
 
 

● Have you ever purchased homeware products (i.e. furniture, utensils, home decor, 
etc.) online? 

○ Yes 
○ No [Terminate] 

● What is your age? (check the range that applies) 
○ Under 18 [Terminate] 
○ 18 - 25 
○ 26 - 34 
○ Over 34 [Terminate] 

● In the past six months, how many times have you purchased homeware products (i.e. 
furniture, utensils, home decor, etc.) online? 

○ 1-2 times [Terminate] 
○ 3-4 times 
○ 5-6 times 
○ Over 6 times 

● Please leave your name and email address if you are interested in participating in this 
research opportunity. 
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Appendix E: Consent Form  
 
Thank you for participating in our product research program. Today we will be asking you to 
provide feedback on IKEA’s desktop website. Your feedback will help us gather data and 
present recommendations for a more user-friendly website. 
 
During this study, you'll be performing some shopping tasks on Ikea.com. 
 

By signing this form, you give your permission to Team Swedish Meatball to use your 
statements, our recordings, and our notes for the purposes of evaluating and improving the 
website. With your permission, we will record your voice, your face and your interactions with 
the website. We will not share your name or any personal information. 

 

If you agree with these terms, please indicate your agreement by signing here: 

 

Signature:____________________________________________ 

 

Please print your name:____________________________________________ 

 

Date:___________ 
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Appendix F: Data Logging/Note-taking Forms 
 

Task Data Completion Quantity Note 

1 Completion of locating product 
X&Y Y  |  N -- 

 

1 Participant's method of searching -- -- 

1 # of clicks to view search results --  

1 # and type of hints need to 
complete task --  

1 Expressed frustration while 
participant locating specific product Y  |  N 1  |  2  |  3 

1 Participant rating ease of use for 
search process -- 1  |  2  |  3 

2 
Completion of viewing product 
details (dimensions, customer 
reviews) 

Y  |  N -- 

 2 
Expressed frustration while 
Participant views product 
dimensions 

Y  |  N 1  |  2  |  3 

2 # of clicks to view search results --  

2 # and type of hints need to 
complete task --  

3 Completion of adding item 
shopping cart Y  |  N -- 

 

3 Participant understanding of 
adding item to shopping cart -- 1  |  2  |  3 

3 # of clicks to view search results --  

3 # and type of hints need to 
complete task --  

3 # of errors --  

3 Participant rating "add to cart" 
process -- 1  |  2  |  3 

4 Completion of adjusting quantity of 
item X to 2 Y  |  N --  

4 # of clicks to adjust quantity of item --   
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X to 2 

4 # and type of hints need to 
complete task --  

4 Completion of removing item Y 
from shopping cart Y  |  N -- 

4 # of clicks to remove item Y from 
shopping cart --  

4 # and type of hints need to 
complete task --  

5 Completion of calculating delivery 
fee and starting check-out process Y  |  N -- 

 
5 Participant understanding of 

calculating delivery fee -- 1  |  2  |  3 

5 Participant rating of calculating 
delivery fee -- 1  |  2  |  3 

5 # and type of hints need to 
complete task --  

6 Completion of purchase Y  |  N -- 

 
6 Expressed frustration with 

check-out process Y  |  N 1  |  2  |  3 

6 # and type of hints need to 
complete task --  

6 # of errors --  

POST Overall rating of experience --  

 POST Overall feeling of satisfaction --  

POST Suggestions for improvement -- -- 
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Appendix G: Post-study Questionnaire 
 
Moderator will administer this questionnaire after the participant has completed the study. 
 

1. I think that I would use IKEA’s desktop website  frequently. 
 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
2. I found IKEA’s desktop website unnecessarily complex. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
3. I thought IKEA’s desktop website was easy to use. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
4. I think that I would need the support of a technical person to be able to use IKEA’s 

desktop website. 
 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
5. I found the various functions in IKEA’s desktop website were well integrated. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
6. I thought there was too much inconsistency in IKEA’s desktop website. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 
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7. I would imagine that most people would learn to use IKEA’s desktop website very 
quickly. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
8. I found IKEA’s desktop website very cumbersome to use. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
9. I felt very confident using IKEA’s desktop website. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
10. I needed to learn a lot of things before I could get going with IKEA’s desktop website. 

 

Strongly Agree 
1 

Agree 
2 

Neither 
3 

Disagree 
4 

Strongly Disagree 
5 

 
 
Moderator will ask the participant the following question after the questionnaire has been 
completed:  
 

● If you could change something about your experience, what would you change? 

 
 

 
 

● What is your favorite thing about this experience? 
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Appendix H: Script (used during facilitation) 
 
Intro 
 
Hi, my name is ### and I’ll be leading the study today and this is #### who will be taking 
notes. To start, I'm going to read an introduction from a script to ensure that all participants get 
the same information.  
 
Here’s what we’ll do today. I’ll open the IKEA website for you, ask you to do some shopping 
on the website and complete the check-out process, and ask you think out loud as you go. 
Just give us a running commentary of your thoughts the whole time. When you read 
something on the screen, read it out loud. When you click a link, say what you’re clicking on 
so I can follow along. I’ll be here to remind you to keep talking and I might ask you some 
questions. I’ll be asking you to step through each task I give you.  
 
I will now make a demonstration of this think aloud method. 
[demonstrate think aloud protocol] 
 
When you've finished a task, just let me know when you're done. After each step, we’ll stop, 
and I’ll ask you a few questions. Please tell us exactly what you think. We want your honest 
impressions. We are not affiliated with IKEA, and we’re here to find out what is working and 
what is not working. We’d like to find out what can be done better. Lastly, I want you to know 
that we’re testing this website and how well it works, we are not testing you. There are no right 
or wrong answers to any tasks or questions I’ll ask you today. 
 
If you would, I’m going to ask you to sign a consent form before we begin. It simply says we 
have your permission to participate in the study and record your image, voice and your 
screen. The recordings will only be used to improve the website and share the results of the 
study. Let me know if you have any questions. 
 
[ Provide consent form ] 
 
Before we begin, please take a few minutes to complete this questionnaire. 
 
[ Administer pre-study questionnaire] 
 
Laptop website testing set-up 
While you do that, I’m going to set up the laptop so we can see and record what you are 
doing. 
[Adjust camera and set up screen-recording software ]. 
Do you have any questions? Ok, let’s get started. 

39 



Task 1a: Find a lamp (that is available for online purchase) 
Let’s say you just moved into a new apartment, and want to get a lamp for your desk so you 
can work/study at home. Show me how would you do to find a lamp you may be interested in. 
Please say aloud what is going on in your mind as you move along. I would like you to do that 
for all the tasks you are going to undertake if you don’t mind. 
[Participant opens the product page of a lamp]  
Thanks, let’s move on to the next task. 
 
Task 2a: Find the product details about the lamp 
Now you have found a product, can you find if this lamp will fit on your desk? 
[Participant finds dimensions]  
Can you find how people who bought this lamp think of this item? 
[Participant finds customer reviews] 
Thanks, let’s move on to the next task. 
 
Task 3a: Adding the lamp to shopping cart 
Say you want to buy this lamp for sure, what would you do next? 
[Participant adds the lamp to the shopping cart]  
Thanks, let’s move on to the next task. 
 
Task 4: Review and edit the shopping cart 
Now you change your mind and decide to buy two lamps, say you want to get an extra one for 
your best friend. What would you do? 
[Participant finishes editing the order] 
Let’s pause for a second, I would like to ask you some questions. 
 

○ How would you rate the ease or difficulty of completing the task you just 
completed?  

Very Difficult 
1 

Difficult 
2 

Neither 
3 

Easy 
4 

Very Easy 
5 

 
○ Why did you give it that rating? 

 

[Participant answers questions] 
Thank you! We will go to the next task now. 
 
Task 5&6: Check out 
Now you will check out and finish your payment. I will give you this sheet of paper with 
address and credit card information on it, and you will complete the check-out process with the 
information on it. 
[Participant fills out the all the forms and clicks “pay now”] 
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Now you have complete the purchase, I would like to ask you some questions. 
 

○ How would you rate the ease or difficulty of completing the task you just 
completed?  

Very Difficult 
1 

Difficult 
2 

Neither 
3 

Easy 
4 

Very Easy 
5 

 
○ Why did you give it that rating? 

 
[Participant answers questions] 
Thank you so much (thank profusely.) 
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Appendix I: Pre-study Questionnaire 
 

● What is your name? 
○ ______ 

 
● How many times have you bought homeware online in the past year? 

○ Once 
○ Twice 
○ Three times 
○ Four times and more 

 
● Which homeware website do you use? (check all that apply) 

○ Wayfair 
○ Amazon 
○ Overstock 
○ IKEA 
○ AllModern 
○ Other: _________ 

 
● How was your experience shopping online for homeware last time? 

○ _______ 
 

● How would you rate your satisfaction with that experience? And Why do you give it that 
rating? 

○ Dissatisfied 
○ Slightly Dissatisfied 
○ Neutral 
○ Satisfied 
○ Very Satisfied 

 
● Have you shopped at IKEA before?  

○ Yes 
■ If yes, have you shopped there online or in store? 

● Online 
● In-store 
● Both 

■ How recently did you shop there? 
■ If online or both, how was your past experience with shopping at IKEA 

online? 
● ---------- 
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■ If online or both, how would you rate your satisfaction with that 
experience? 

● Dissatisfied 
● Slightly Dissatisfied 
● Neutral 
● Satisfied 
● Very Satisfied 

■ Why do you give it that rating? 
 

○ No 
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