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Report Aims: 

This report will summarise, analyse and cumulate the research I have carried out for a Creative 

Technologies Project for my BSc in Digital Media. The project is a user-focused e-Commerce website 

which consists of research, design, implementation and evaluation. To see my full project objectives 

please review appendix 1. The report will cover 7 main areas of research;  

 Mobile Usability 

 Checkout/Payment Systems  

 Signing up/Logging in   

 Advertisement and Design Layout  

 Searching and Navigation   

 Competitor Research   

 Technical Research 

While compiling the research for this project I will need to consider what questions I need to be able 

to answer after I have completed my research. The main questions in which I hope to have 

comprehensive answers for are;  

 What are the main mobile usability issues? 

 How can I, as a designer, make checkout systems more usable? 

 Do users see logging in as good security or irritating usability issue? 

 Are advertisements promoting offers or making user leave sites? 

 Are searching and navigation functionality user friendly? 

As part of the research section of this project I needed to complete some primary research to gain an 

insight into the usability issues facing consumers of e-Commerce services. I create a small online 

survey (1) which allowed me to ask important questions to give my further research direction and 

aims. I asked basic questions including; gender and age allowing me to segregate responses by 

audience to see if certain user groups and specific and or different issues.  

  

Figure 1: Images display age group and gender questioning and results. 
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Mobile Usability: 

One area of research I was specifically interested in was mobile usability of e-commerce websites as 

51% of online sales are now completed using mobile devices (figure 2).  

 

Figure 2: Sales by device. (2) 

Figure 2 confirms that mobile usability of e-Commerce websites is now more important than ever 

with the majority of sales from November 2015 to January 2016 being achieved on a mobile device 

such as; smartphone or tablet. This statistic is also consistent with my primary research (figure 3) in 

which 59% of user opt to use a mobile device, smartphone or tablet, to complete online 

transactions.  

 

Figure 3: Devices used from my online survey.  
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When filtering the results by smartphone users only it allowed me to see the issues mainly faced by 

mobile users when shopping online. These results stated that; the two main reasons for user 

frustration was signing up/logging in (40%) and mobile usability (20%), 57% believe that checkout 

systems are too long and complicated and 71% stated that adverts do not help to promote offers but 

confuse and irritate users.  

 

Figure 4: Baymard institute searching within category test. 

Looking further into mobile usability issues on mobile e-commerce sites I found a study from 

Baymard Institute (3) which suggested the importance and lock off users being able to search within 

a specific category. Figure 4 shows how the user navigated to a certain category then tried to search 

within however the site displayed all related items to the keyword used. The study suggested that 

“94% of mobile e-commerce sites do not support such behaviour” (3). They also found, while 

undertaking the usability study, that “Many responsive mobile sites are using native drop-downs (as 

in: a select tag) for main navigation” (3). They discovered that the user wold scroll the full menu 

even if they had already found a suitable option making them extremely ineffective with poor 

usability.  

 

Figure 5: Native drop down in use as mobile menu. 
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Checkout/payment Systems: 

 

Figure 6: Checkout question from online survey.  

Checkout and payment systems are arguably the most important aspect of user experience on any 

online shop. The participants of my online survey seemed very indecisive to whether or not checkout 

systems are too long and complicated with 50% agreeing and 50% disagreeing.  

 

Figure 7: Reasons for abandonments during checkout (4) 

As you can see from figure 7 ‘too long/complicated checkout process’ amounts to 27% of reasons to 

why consumers abandon their baskets. It is easy to see this is a problem but how checkout systems 

can be simplified without losing functionality is what I needed to find out.  

In one study they stated that “the usability of payment process refers to the number of steps in the 

payment process” (5) which is suggesting that the less steps within a payment process the more 
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usable it becomes. In Christian Holst’s “latest checkout usability study we’ve found that the average 

checkout contains 14.88 form fields” (4) he then states that “most sites can achieve a 20-60% 

reduction” (4).  

He revealed three basic tips to help to cut down form fields which will be helping during my design 

phase, these are; (4)  

 Address Line 2” + “Company Name” can safely be collapsed behind a link. 

 Use a single “Full name” field. 

 Default “Billing = Shipping” and hide the fields entirely. 

Another usability issue if found to be a reoccurring factor throughout my research was the lack of 

navigation to the checkout system. If the user could not find the ‘proceed to checkout’ button, then 

they are more likely to leave the site. The navigation to the checkout is vital for the usability of the 

site. In one study from the University of Loughborough they google analytics to evaluate the 

usability of e-commerce sites and found that “…some customers, who added a product to a 

shopping cart, did not begin the checkout/payment process. This suggests that the pages containing 

the ‘go to checkout’ button had usability problems.” (6)  

 

Signing up/Logging in: 

 

Figure 8: Main frustrations of consumers from my survey. 

Figure 5 clearly shows that signing up/logging in is by far the largest frustration a consumer facing 

when using e-commerce services which clearly raises a large design issue of usability vs security. I 

was the able to filter some results only using the users that stated signing up/logging in to be their 

biggest frustration. As you can see from figure 9, 69% stated that they believed that logging in was 
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good security. This is suggestive that although signing up/logging in is a large usability issue, users 

would prefer to go through the irritation to feel like their transactions are secure.  

 

Figure 9: results of logging in: good security or hindrance.  

This dilemma then led me to research alternative ways of logging into e-commerce to try and find a 

medium between usability and security. Below are 12 ways in which web designers can make a user-

friendly registration process from Corey Wainwright writing for Hubspot; (7)   

 Build value around registration 

 Eliminate as many fields as possible 

 Group fields logically 

 Break up long registration processes into steps 

 Make your security and privacy policies clear as day 

 Make password requirements secure, but not ridiculous 

 Make password recovery easy 

 Give the option to refresh Captcha 

 Clearly identify and explain form field errors 

 Consider offering social sign-in 

 Provide a guest checkout option 

 Let visitors determine how long to stay signed in  

One of the main points which I wanted to look further into was the ability to offer social sign in using 

different social media platforms. One study found that “41% preferring social login over creating a 

new user account or using a guest account” (8) which indicates the high usability that social sing in 

offers.  



9 
Matthew Roche 14018534 User focused E-Commerce website   

 

Figure 10: Social sign in by platform. (8)  

As you can see from figure 10 Facebook currently dominates the social sign in functionality however 

other platform still have high usage figures such as Google.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 11: Charts displaying reasons for cart abandonment by users (9, 10, 11) 
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Figure 11 strengthens by survey findings by indicated how forcing the user to create an account and 

or sign in is the largest reason for them to abandon baskets and ultimately make the site’s usability a 

lot poorer.  

Adverts and Design Layout: 

 

Figure 12: Do adverts promote offers question from survey. 

The majority, two thirds, of the users asked stated that advertisements confuse users and do not 

help to promote offers as per their design. Cluttered advertisement and poor design layout 

accumulated to be 28% of the reasoning to why people get frustrated while shopping online which 

indicates it is an important usability issue.  

The use of pop-ups are a way of making the initial layout of the website less cluttered by taking away 

the conventional adverts which normally appear in the sidebar and or main image header. However, 

there is a debate as to how effective they’re and how or if they irritate the user. One study tested 

the effectiveness of pop-ups and stated that one “website was receiving only 10 to 15 subscribers 

per day despite getting over 44,000 unique visitors each day. After implementing a popup with a 60 

second delay, they began receiving 100-150 emails per day.” (12) This is suggesting that from a 

business point of view they’re an extremely effective way of gaining subscribers. Furthermore, form 

a usability aspect, they do not seem to be a usability issue as users are willing indulging in the 

content they advertise. The study also pointed out a wide range of disadvantages such as;  

 Many visitors, especially those who are familiar with internet technologies, don't like 

popups. Some people dislike them so much, the will immediately exit a site with a popup. 

 Some popups, especially those which contain scripts, might slow your page load time down 

which is a factor in conversions as well as SEO.  

 Anything less than the right message at the right time can be annoying and distract visitors 

from their experience. 
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Figure 13: Z-layout website design.  

I also needed to research into layout and common design features of e-commerce websites in terms 

of how usable they are and how the user navigates a web page. The z-layout (figure 13), or an 

adaptation of, is a common layout template used on a number of different websites both e-

commerce and other. It holds high usability because “The Z-Pattern is applicable to almost any web 

interface since it addresses the core website requirements such as hierarchy, branding, and calls to 

action. The Z-pattern is perfect for interfaces where simplicity is a priority and the call to action is 

the main takeaway.” (13) The four points represent a variety of main design features for a website 

and are as follows;  

 Point #1 — This is a prime location for your logo. 

 Point #2 — Adding a colourful secondary call to action can help guide users along the Z-

pattern. 

 Centre of Page — A Featured Image Slider in the centre of the page will separate the top 

and bottom sections and guide the eyes along the Z path. 

 Point #3 — Adding icons that start here and move along the bottom axis can guide the users 

to the final call to action at Point #4. 

 Point #4 — This is the finish line, and an ideal place for your primary Call to Action. 
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Searching and Navigation: 

No website, e-commerce or other, will be usable if the searching and navigation functionality is 

poor, confusing or filled with bugs. It is arguable the most important functionality of any basic 

website and should not be designed without thought and testing. I discussed the ability of mobile 

sites to be able to search within categories earlier within the report therefore this section will be 

focused on desktop/full size viewing and functionality.  

 

Figure 14: Graph of ‘sales catastrophes’  

Figure 14 shows reasoning for, what they describe as, sales catastrophes which clearly shows that 

the user not being able to find an item being the most disruptive.  The study in which this figure 

derives from undertook a study and found that “The low success rate (64%) for search in our study 

showed that search functionality on many websites was inadequate. Simply indexing all the words 

used on your website is not enough.” (14)   

Below are findings from a study by Christian Holst into the state of e-commerce search (15) which 

has some interesting findings:  

 16% of e-commerce websites do not support searching by product name or model number, 

despite those details appearing on the product page! An additional 18% of websites provide 

no useful results when the user types just a single character wrong in the product’s name. 

 70% require users to search by the exact jargon for the product type that the website uses, 

failing to return relevant products for, say, “blow dryer” if “hair dryer” is typed, or 

“multifunction printer” if “all-in-one printer” is typed. 

 Searches with symbols and abbreviations are not supported by 60% of e-commerce 

websites. For example, the websites do not map the double quotation mark (often 

substituted for the double prime symbol: ″) or “in” to “inch.” 

 Autocomplete suggestions are found on 82% of e-commerce websites. While some 

implementations greatly enhance the search experience, 36% of implementations do more 

harm than good. 

 Only 34% allow users to easily iterate on their query by prefilling it in the search field on the 

results page, despite the fact that, according to our tests, users frequently need to iterate on 

their query — on average, 65% of test subjects required two or more query attempts during 

testing. 
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Competitor Research: 

As the product I would be ‘selling’ on my site would be mountain bikes and gear I felt it relevant to 

find competitor websites to see how usable their sites are and also what design techniques they use 

to create the sites. Below you will find each of the competitors and the main findings I discovered 

from using each site for a short period of time.  

 

 

Figure 15: Evans cycles, desktop and mobile view. 

Findings: 

 Fully mobile responsive 

 Good mobile functionality: 

o Menu  

o Forms 

o Basket 

 Forces you to create account – no social media log in functionality  

 No segregating search ability within specific category (however supply refine options within 

categories) 

  Relatively short singing up forms  

 Simple and well-designed checkout system 
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Figure 16: Chain Reaction cycles, desktop and mobile view. 

Findings: 

 Fully mobile responsive 

 Good mobile functionality:  

o Forms 

o Basket 

 No mobile menu – have to go back to home page to navigate categories and products 

 Refining items using sidebar – rather messy design layout  

 Simple product displays and layout 

 Simple 6 field sign up form 

 Simple change currency ability 

 Ability to checkout as guest 

 Simple checkout system however poor layout 

 

  

Figure 17: Planet x cycles, desktop and mobile view. 
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Findings: 

 Fully mobile responsive  

 Good mobile menu however search integration could be separate 

 Too many adverts – makes the layout confusing  

 Again no specific category search functionality   

 Register form is too long  

 Easy to set currency 

 Overly complicated checkout system 

 

Technical Research: 

There are two areas that I have gathered form my research that, technically, will be a challenge to 

implement due to lack of experience in this field. These are implementing payments systems and 

integrating social sign in functionality.  

The third party payment integration methods I will look to implement are:  

 PayPal 

 Google Wallet 

PayPal has a developers site which offers a lot of support and documentation on how to integrate it 

into any site using a number of technologies. (18)  

There are a lot of useful API’s available that enable social log in such; Oneall.com which offer a 

javascript API which enables a multitude of different social platform login and Storm Path who also 

offer an API which calls only facebook and Google sign in functionality, however these two are the 

most popular so it is a possible tool. (19, 20)  

Summary and Recommendations: 

Throughout the research, both primary and secondary, as well as comparing personal experience 

with e-commerce websites I am now more confident in moving onto the design stage of this project. 

There are a number of findings which have informed large design decisions in all areas of my 

research. Concerning mobile usability, the website must be fully responsive in size and layout, users 

must be able to search within specific categories, menu must be accessed from every page and I will 

not use a native drop down as a menu. Checkout and payment recommendations include the 

integration of third party payment systems as well as own form, there must be instant access to 

checkout procedure and the forms used will use the bare minimum of fields required to gain 

necessary information. Signing up/logging in forms will also use the minimum fields required as well 

as grouped fields in a logical order. I will also make full integration of social sign in with, as a 

minimum requirement, the use of Facebook and Google. Furthermore, the password requirements 

will be secure but not too excessive. When considering the adverts and layout design I will make 

sure to not use pop-ups as I believe there are more cons than pros. Moreover, I will make use of the 

Z-layout and adapt it to suit my site and then limit the offer/promotional space to main section 

header image.  
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Appendices: 

Appendix 1: 

Objectives: 

Project objectives 
What is your project intending to achieve? 

 More useable e-commerce website 

 Responsive design  

 Diverse approach to check out system 

 Fully working back end database both sending and storing data 

 Log in and sign up functions  
 

Research objectives 
What do you want/need to find out? What area are you exploring or discovering? 

 Main issues with usability on e-commerce websites 

 Possible solutions to cluttered websites 

 Issues without complicated check out systems 

 Most effective ways of transferring data from database to front end 

 Problems with navigation of online shops 
 

Learning Objectives 
What do you personally intend to learn as part of this project? Why are you doing this project? 

 Understand checkout and payment systems 

 Grater my knowledge of back end development 

 Gain more experience within user experience design and testing 

 Explore more developed front end web skills and technologies 
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