
November 20th, 2018 
Dear Ikea User Experience Team, 
 
I hope this email finds you well. 
 
After a week of conducting usability testing sessions on the IKEA online shopping platform, we 
wanted to share with you some of our findings. We focused our testing on the processes of 
searching for desired items, budgeting, and the learnability of the website with the intention of 
helping IKEA appeal to a larger group of customers and to keep the loyalty of the existing 
customers. We wanted to provide you with some of the salient findings from our study before 
releasing the final report on December 11th, 2018. We conducted eight usability testing sessions 
with eight different participants on the 13th, 15th, and 16th of November. During these sessions, 
we spent one hour with each participant and had them complete the same five tasks under the 
same conditions. Our participants were all college students who had moved in the past six 
months. Half of the participants in our study have used the IKEA website and the other half 
have not. 
 
Our team identified a number of issues with the sales and coupon page, with the wording of / 
distinction between the “Buy Online” and “Add to Shopping List” buttons, with the checkout 
page, and with searching within a specified price range. We found that most of the participants 
encountered issues with one or all of the categories listed above. After discussion and analysis, 
our team wanted to offer you a few brief suggestions. 
 
On the sales and coupons page, we found that participants often are confused with the wording 
of the top-bar menu labels.  Participants did not know if coupons could be found under the 
“Offers” page, the “IKEA Family” page, or the “IKEA Finance” page. Some participants were so 
confused by the wording that they could not navigate to the page to find the coupon. Therefore, 
we suggest creating a new page for all of the coupons and deals on the website.  The website 
should also make it more obvious when deals are going on, and when a user can apply a coupon 
to a purchase. 
 
We also found that participants were confused by the  “Buy Online” and “Add to Shopping List” 
buttons. Participants were hesitant to click the “Buy Online” button and expected it to take 
them to the final checkout page. Thus, we highly recommend the team to change the word “Buy 
Online” to “Add to Cart” to reduce the confusion, and to imply that users can continue shopping 
after clicking on the button. 
 
On the checkout page, we found that participants had a hard time completing their transactions 
because they didn’t know that they had to calculate the delivery fee to finish their purchase. To 



fix this problem, our team suggests adding a pop-up window to the beginning of the checkout 
process prompting the user to input their zip code.  This would automatically calculate the 
shipping fee for their purchase, and could be saved for the entire time they are on the website.  
 
We have found the functionality of the price range scrubber to be inconsistent amongst 
multiple product pages. Participants got frustrated trying to search within a price range when 
finding their desired items. The UI of the scrubber is not consistent amongst multiple pages, 
which requires users to learn the UI each time they search for an item.  The scrubber also 
continually disappeared when participants were trying to interact with it. Therefore, we 
suggest the software development team to review the JavaScript code for the scrubber,  and to 
keep the search filters consistent across all pages with clearly marked “Apply” and “Clear” 
buttons. 
 
Please feel free to reach out to us if you have any questions, comments, or concerns at 
hcdeusability8@gmail.com. 
 
 
 
Thank you,  
Sam O’Brien, Kaitlyn He, Courtney McKee, & Christian Bekele  
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