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Introduction 

A Heuristic Evaluation is an audit of usability. This evaluation is conducted by reviewing a system, web site, set 
of visual design comps, or set of wireframes, and measuring it against proven usability best practices, or 
known ‘heuristics.’  

Step2 is currently looking to better understand the strengths and areas of opportunity within proposed visual 
design comps and the corresponding pages within the live site. This will help to incorporate established 
usability best practices and take advantage of any opportunities to improve the interaction.  

To optimize the experience of the Step2 site, Metrics has: 

 Evaluated the user experience based on proven best practices 

 Compared the proposed design comps with the corresponding pages of the live site  

 Created prioritized, actionable recommendations for improving the user experience – incorporating both 
long- and short-term recommendations  
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Executive Summary 
A few high-level themes were identified within the evaluation include: 

1. Navigation 

The primary navigation of the live site was search-based, and did not provide users with a clear overview of the types of 
products Step2 offers. This prevents the site from providing a clear overview of the types of products Step2 offers. Instead, 
for users to discover the full range of Step2 products, they must hover over each link to see the sub-categories. 

The categorization of the navigation is further impacted by the use of the ‘About Us’ section. This section includes a variety 
of different links, some of which might not clearly belong in this section. This could make it more challenging for users to 
find content they are looking for. For example, ‘Collections’ might align more closely to products than the ‘About Us’ 
content. If users don’t expect to look in the ‘About Us’ section for this, they could miss relevant content. 

Finally, the navigational feedback could make it more challenging for users to explore the Step2 page. When users follow a 
specific link path, that location is not highlighted within the global navigation, and the page titles might not be large 
enough for users to recognize that they are on the right path.  

2. Page Layout 

Often, the layout of the live site and aspects of the visual design comps make the pages more difficult to read and 
interpret. Some pages, such as the live site’s product detail pages, could feel overwhelming because of the amount of 
information and calls to action. These are presented without a clear, visual pattern to the page.  

On product category pages, the proximity between the product title, product image, pricing, and call to action might make 
it difficult for users to recognize which product name, price, and call to action aligns with which product. When products 
are displayed on the homepage beneath categories, the hierarchy between the category names and the product names 
might be difficult to interpret since these are presented in similar styles and with closer proximity than the product images, 
pricing, and reviews.  
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3. Inconsistent Calls to Action 

In a few cases, the visual design of links and other calls to action varies. This could make it more difficult for users to find 
these calls to action. It can also incorrectly set expectations for users that all text is links, which could frustrate them when 
they do not turn out to be links. For example, some links are underlined, and other links only underline on hover. Link color 
also varies from red, to blue, to grey. Some calls to action are displayed as buttons, but others such as ‘Next’ on the 
homepage are written in plain text. 

4. Visual Design 

In both the live site and the visual design comps, the font size and the contrast could make the content more difficult to 
read. Many pages are missing clear visual design grids that make it easier for users to find the page and to understand the 
organization of the site. This results in pages that could feel overwhelming and information that can be missed. 

For example, often users who don’t see a shopping cart at the top, right of the page believe the site doesn’t support 
purchasing. 
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Comparative Summary 
Both the live site and visual design comps both had positive aspects and areas for improvement. The visual 
design comps have a few aspects that promise to provide an improved user experience. These aspects include: 

 Navigation 

The primary navigation of the visual design comps described the variety of products that Step2 carried, and also allowed 
users to search for products within each category. 

 Filter 

The filtering capabilities on the product category pages promise to provide users with additional control in filtering 
products. This level of interaction could be more challenging for users that are accessing the site in a mobile context, but 
can also provide users with more control in their search. 

 Product Detail Page Structure  

The product detail pages included additional structure that might make it easier for users to find specific content. For 
example, the tabs for ‘Products and Specifications’ could allow users to go to a consistent place on each product detail 
page to find information about the different ages the products are designed for.  

 Visual Design 

The visual design of the comps provides users with more white space and structure. Page elements within the comps are 
visually aligned and could feel more professional.  

 Sale Items 

Often, users within the Step2 target are focused on sales and special bargains. Including this section on the site could 
provide these users with a starting place for further exploration.   
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Heuristics 
The following heuristics were used in the evaluation of Step2’s website and visual design comps: 

Heuristics Used  
1 Navigation Effectiveness and Consistency. The site supports user’s navigation 

with easy-to-find options and clear feedback. Navigation is consistent and it is 
always clear how to get to desired information / functionality. The use of 
additional windows is also kept to a minimum.  

6  Consistency and Standards. The site follows industry standards wherever 
possible to make it easier for users to find important information and to 
navigate the site. Conventions within the site are consistent so the site does 
not make users wonder whether different words, situations, or actions mean 
the same thing.  

2 Supports Conversion. Site is focused on helping users complete their goals while 
meeting the business goals of the website. The next step in the user’s process is 
clearly defined and visible. The interaction design supports a user’s mental model. 
Users can easily determine what to do next and are motivated to take action. 

7  Error prevention and Error Recovery. The site prevents user error by 
providing labeling, only allowing users to enter enabled options, and not 
permitting a user down a path that can result in error. The site makes fixing 
the errors simple and easy.  

3 Interaction Flow and Information. The presentation of information supports a 
user’s mental model and successful conversion. The site keeps users informed 
about what the website is doing, why they are seeing the screens they are, and a 
user’s options. Users have all of the data they need to make informed decisions 
and successfully complete their task. Critical information is visible within contexts 
of when it will be needed. When supportive text is needed, it is provided in 
context of the current task or decision point.  

8  Readily Available Help. The site provides informative help in locations that 
are easy to find. The site also provides help in other channels such as phone 
support. 

4 Content Readability, Aesthetic and Minimalist Design. Approximately 80% of 
users scan vs. reading line by line. It is important to ensure that text is easy to scan 
and read. Text font and contrast allows for easy reading. Information is presented 
clearly and is easy to understand. Every extra unit of visual information competes 
with the site information and diminishes the relative visibility.  

9  Matches Real World Metaphors. The site speaks the users’ language with 
words, phrases, images, and concepts familiar to the user. The site follows 
real-world conventions, making information appear natural. Graphics and 
icons support user’s mental model. 

5 User Trust and Security. Web sites must appear credible in order to engage new 
visitors. Information is provided on the site to communicate the security of the 
website, including relevant icons, links, and content. Other information, such as 
customer service phone numbers, is provided to support users’ trust in the site. 

10  Flexibility / Freedom for User Control. Users can easily exit out of their 
current process, undo what they have done, and / or return to a past state. 
The site does not force the users into a path that doesn’t support their goals, 
but also provides users with direction to accomplish their goals. 
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Detailed Findings and Recommendations 
Findings from the study are presented in order of priority and rated using the following system: 

Rating System  

  Positive:  This is a good approach and its continued use is recommended.  

  Critical:  May make users unable to solve a reasonable task or experience great irritation.  

  Serious:  May cause users occasional failure or experience considerable irritation.  

  Minor:  May cause users to momentarily pause or experience some irritation.  

  Enhancement:  May represent a major opportunity to enhance the application and increase conversion.  
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Positive Findings 
# Rating Finding Recommendation 

1   Live Site and Comps: Customer Reviews Easy to Access 

On Product Pages, the link to customer reviews is located in a 
conventional location, next to the visual rating of the product. This could 
allow users to easily locate this information. 

 

Customer reviews are important because they aid users in making 
purchasing decisions and inspire brand confidence.  

Reference Heuristic(s): 1, 2, 4, 5, 6 

Continue to provide customer reviews via the link ‘Customer 
Reviews’ on the Product Detail page to match user expectations. 



 HEURISTIC EVALUATION AND COMPARATIVE ANALYSIS REPORT  
 

9/7/2012 All Rights Reserved © 2012 | Metrics Marketing  10 

 

# Rating Finding Recommendation 

2   Live Site: Predictive Search Helpful  

Typing in partial product names results in predictive search listings, 
helping users to find their product faster. Often, predictive search also 
helps users feel that the site understands their needs. 

Additionally, the closer a user gets to spelling out a product name, the 
odds increase they will also see a product picture. This helps to further 
ensure that users choose the right search result.  

For example, if a user types ‘car,’ items with the term ‘car’ in them show 
up in the search listings. As the user further refines their search by 
adding ‘bed,’ the only search listing provided now is for a car bed.  

  

Reference Heuristic(s): 1, 2 

Continue to provide predictive search feedback to users as this 
feature aids users in achieving the right search result. 
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# Rating Finding Recommendation 

3   Live Site: Product Detail Text Easily Scannable 

On the Step2 Product Detail pages, the product information is bulleted. 
This formatting allows each detail to stand out and makes it easier for 
users to read through the information. 

Bulleting the product details on the product page makes it easier for 
users determine which product meets their needs. 

 

Reference Heuristic(s): 4 

Continue to use bullet points to highlight important information, 
such as the product details on the Product Details page. 
Formatting information in this way allows users to easily consume 
it. 

4   Comp: Product Pictures Easy to Navigate 

Users are likely to see the arrows on either side of the product detail 
images. This could allow users to more easily browse the product 
images. 

 

Reference Heuristic(s): 2, 6, 10 

Continue to provide the navigation arrows for the product 
pictures on the Product Detail pages as these are located where 
users most likely expect them to be. Increasing the width of each 
arrow element would allow for a larger clickable area for users 
and make them easier to interact with. 
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# Rating Finding Recommendation 

5   Live Site:  Home Link Displayed 

The Step2 website follows best practices by providing a ‘Home’ link for 
users. Users often look for a way to return to the homepage, if their 
navigation path does not take them to their expected location. 

 

A ‘Home’ link provides this functionality for users who don’t recognize 
that selecting the company logo will navigate them home. This is 
understood by 40-60 percent of users.  

Reference Heuristic(s): 1, 7 

Continue to display a link to the homepage in the global 
navigation or in the links at the top of the page as this allows 
users to easily return to the homepage, regardless of where they 
are at within the site.  

 The link should remain labeled as, ‘Home.’ 

6   Live Site and Comp: Search Location Typical 

The Search option on both the Step2 live site and visual design comps is 
placed at the upper right corner of each page. This is a standard 
placement for this function which could enable users to locate this 
option quickly.  

 

Reference Heuristic(s): 1, 6 

Continue to place the search feature in the upper right corner of 
the page.  
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# Rating Finding Recommendation 

7   Comps: Navigation Selection Clear 

When a user selects an item from the navigational menu from within the 
visual design comps, the selected item is displayed in a darker color. This 
color could visually stand out to users, making it easier for them to 
determine which option is selected. 

 

Reference Heuristic(s): 1, 4 

Continue to denote the navigation options which are active by 
using a darker color font for the navigation text. This makes the 
active option stand out from the inactive ones and makes it easier 
for the users to know which option they have selected. 



 HEURISTIC EVALUATION AND COMPARATIVE ANALYSIS REPORT  
 

9/7/2012 All Rights Reserved © 2012 | Metrics Marketing  14 

 

# Rating Finding Recommendation 

8   Live Site:  Secure Shopping Experience/Privacy Logos Displayed  

Indicating security, privacy, and legitimacy is important to users when 
money is involved. These options are displayed on the product detail and 
shopping cart pages, which is important as this is where purchasing 
decisions are made. 

The Buy Safe logo, with the ‘3-in-one Guarantee,’ is present on product 
detail and shopping cart pages. This indicates to users that their 
purchase is guaranteed by a third party. 

The TrustE logo located on the shopping cart page indicates that the 
checkout process will be encrypted to ensure privacy and that the site 
has been validated. This can help users to ensure Step2.com is a 
legitimate site that users can trust. 

 

Reference Heuristic(s): 5 

Continue to build trust in the Step2 site by displaying the TrustE 
and BuySafe logos throughout the site. For users who are familiar 
with these logos, they will indicate the checkout process is secure.  

Further, consider upgrading the security on the site so that the 
public and checkout areas comply with the most stringent 
security so that the lock icon will be displayed in the user’s 
browser.  
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# Rating Finding Recommendation 

9   Live Site and Comp: Some Products Have Videos  

Many of the products on Step2’s website include videos. 

Videos add to a site’s credibility and support conversion by providing 
additional information about a product that could not be gleaned from 
the product information or pictures provided. This is important for 
eCommerce as users are unable to physically touch the item. 

Reference Heuristic(s): 1, 2, 6, 9, 10 

Continue to offer videos for products when these are available. 
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# Rating Finding Recommendation 

10   Live Site: Standard Shopping Cart Layout 

The Step2 Shopping Cart page contains the elements users expect to see 
on this type of page. Including these elements, such as subtotal, shipping 
costs, order total, quantity, links to product detail pages, and product 
images, allows users to quickly check their shopping cart’s contents and 
make adjustments as needed. 

 

Reference Heuristic(s): 2, 9, 10 

Continue to provide users with the shopping cart options that are 
standard on eCommerce sites to ensure that users are able to use 
the cart successfully. These options include subtotals, shipping 
costs, language to describe order totals before tax, quantities, 
links to products, and product images. 
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Critical Findings 
# Rating Finding Recommendation 

11   Live Site: Double Navigation Layer 

In usability testing, users often struggle with double navigation layers. 
Users question the relationship between the navigation levels, and 
assign hierarchical meaning, even if it is not intended by the site. 

The Step2 site includes multiple layers of navigation – two layers in a 
yellow bar and one layer displayed with a blue background. 

Because the yellow and blue bars are both common representations of 
global navigation, users could be confused to see two sets of navigation. 

Further, the relationship between the top, middle, and bottom rows of 
navigation might not be clear to users. This could be especially difficult 
for users since this is navigational pattern not standard across other 
eCommerce websites. 

Instead, users most often see a single global navigation bar and 
additional navigational options displayed in the page header. 

 

Reference Heuristic(s): 1 

Metrics strongly recommends simplifying the navigation to focus 
on a single global navigation and page header navigation. 

 Display primary product categories within the global 
navigation to draw additional visibility to these product 
types. 

 Include secondary functions such as “Store Locator” and “My 
Account” within the page header navigation. 

 Whenever possible, consider grouping similar items such as 
“Order Status” and “My Account” so that users can still find 
items, but are not overwhelmed by the links in the 
navigation.  

To help determine the right categories for Step2, consider inviting 
end users to a Card Sort study that allows users to draft 
navigational categories that match their language and 
expectations. This type of study will allow actual site users to sort 
navigational items in a way that makes the most sense to them. 
This way the navigation will most accurately reflect user thinking 
and expectations. 
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# Rating Finding Recommendation 

12   Live Site: Clear Cart Missing Safety Check 

If a user selects the ‘Clear Cart’ link from within the shopping cart, they 
are not presented with an option to cancel this action. Instead, the 
contents of the cart are immediately removed.  

If a user selected this option in error, they could be frustrated to see the 
list of products removed and they might not be inclined to re-add them 
as this would entail re-navigating the site in order to add the items to 
their cart again. If users choose not to do this, they could abandon their 
order all together.  

Reference Heuristic(s): 7 

When users click the ‘Clear Cart’ option on the Shopping Cart 
page, consider providing them with an option to cancel this 
action.  

 One way to present this is via a modal window with the 
message “Are you sure you want to clear your cart?” with 
the options ‘Do not clear my cart’ and ‘Clear my cart.’  
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# Rating Finding Recommendation 

13   Live Site and Comps: Link Styling Inconsistent  

Link styles are inconsistent throughout the site. In addition, some of the 
same formatting used for links is also used for text that is not 
hyperlinked. This could make it more difficult for users to know what is 
clickable.  

Several different formats are used for links throughout the site:  

 Link colors are inconsistent - red, grey, black, and blue.  

 Some links are underlined, some are bolded, and some are displayed 
in plain text. The ones which are plain text do not stand out on the 
page. 

 Some links appear underlined on hover while the underline 
disappears on others.  

As a result, users could struggle to identify interactive elements, which is 
a critical task for website navigation and comprehension.  

 

 

 

 

Reference Heuristic(s): 1, 2, 3, 4, 6 

Metrics Marketing strongly recommends displaying links 
consistently throughout the site to help users to discern which 
text is hyperlinked.  

 For example, select a single font style (e.g. underlined) or 
color (e.g. blue) and using it to denote all links throughout 
the site.  

 Also, select a second color (e.g. purple) to denote links that 
have already been visited. 

 Do not use this style or color on any copy that is not a link. 
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# Rating Finding Recommendation 

14   Live Site: No Guest Checkout Provided 

After users click ‘Proceed to Checkout,’ they are presented with two 
options. In order to place their order, a user must either create a Step2 
account or log in to an existing Step2 account.  

 

Some users who do not have a Step2 account might not desire to create 
an account for various reasons. If this is the case, the only option 
available to users is to place an order by phone. Because this is often a 
point of abandonment on many eCommerce websites, best practices 
recommend a guest checkout option. 

Reference Heuristic(s): 2, 5, 10 

Consider providing a guest checkout option for those users who 
do not wish to create a Step2 account in order to check out.  

 The guest checkout option should allow users to proceed 
through the additional checkout steps. 

 After users complete the checkout step, they should get an 
option to create a Step2 account. The information users 
provided for their current order during should be saved in 
their account, eliminating the need for the user to enter the 
information again. 

 If users choose not to create an account, inform them they 
will have to enter their personal and billing information for 
any future orders.  
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# Rating Finding Recommendation 

15   Live Site: Wish List Creation/Account Required Copy Missing 

Clicking on the ‘Wishlist’ link in the top navigation panel takes users to 
the Login page where they can create their own account.  

 

 

Nothing on the page mentions the Wishlist or reassures users that they 
clicked on the correct item, or are in the correct path to create a wish 
list.  

Further, if an account is required before creating a wish list, users are not 
told why they need to create an account or that creating an account is 
the first step to creating a Wish List.  

This extra work in order to create a wish list could be frustrating to users 
and result in calls to customer service or site abandonment. 

Reference Heuristic(s): 2, 3, 6 

When a user who is not yet signed into the site selects the ‘Wish 
List’ navigation option, consider bringing them to a page 
specifically for wish lists. 

 Include a title for the page, “Wish List” so that users know 
that they came to the right place. 

 Display the benefits for creating a wish list in bulleted form 
so users can quickly scan to understand why they might 
want to sign up. 

 Provide options to sign in or to create an account with 
introductory copy that explains that this is necessary. 

As a short term approach, consider displaying a modal window 
after users select “Wish List” from the navigation. This modal 
window should inform users they need to either sign in to an 
existing Step2 account or create a new one in order to create a 
wish list.  

 Allow users the option of continuing and the option of 
cancelling.  

 If users choose to continue, bring them to the Login page.  

 If users choose to cancel, return them to the page they were 
at previously. 
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# Rating Finding Recommendation 

16   Live Site: Error Message Placement Inconsistent 

On the Contact Us page, the placement of error messages is inconsistent. 
Some error messages are next to the field in which the error occurred, 
while others are listed at the top of the section which contains the 
errors.  

 

This can confuse users as they might not know where to look for error 
messages. If this happens, they could go uninformed that there is an 
error and not understand why they cannot login or sign up. 

Reference Heuristic(s): 2, 3, 4, 6 

Metrics Marketing recommends displaying consistent error 
messaging by placing error messages to the right of each error.  

 Error message copy should describe each error and what 
users can do to resolve the error. 

 Messages should be shown in red, along with additional 
visual indicators such as an outline around the field with the 
error. This helps users see and resolve the error more 
quickly.  
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# Rating Finding Recommendation 

17   Live Site: Contact Us Page Challenging  

The Contact Us page breaks two conventions of Contact Us pages: 

1. The site requires users to login before they can contact Step2.  

2. The Answers/FAQ area is not categorized, instead users must rely on 
the search field to locate the information they need. 

Users often expect a ‘Contact Us’ page to contain contact information for 
the company, such as email, phone number and physical address, in an 
easy to access format. Providing this information reassures customers 
that Step2 is a legitimate company which cares about their satisfaction.  

This can be especially important to Step2’s target audience, who are 
often concerned with on-going relationships with companies in order to 
make sure they get recall information, etc. 

Step2’s contact information is displayed in a small font, beneath a 
paragraph of information and might be difficult for users to find.  

If this information is difficult to access, users could be unable to resolve 
their issues and question whether Step2 can fulfill other promises, such 
as orders. This could cause users to abandon the site in favor of a more 
transparent company. 

Reference Heuristic(s): 3, 6, 7, 9 

Consider removing the login requirement from the Contact Us 
page, allowing users who do not have a Step2 account to contact 
Step2 with questions or concerns via email.  

 Also consider creating an additional page for the FAQ 
information. It can be linked to from the Contact Us page to 
encourage users to review FAQ information prior to contacting 
the company. 

Finally, consider updating the layout of the Contact Us page so 
that Step2’s physical address, email, and phone number are more 
clearly visible. 

 Increase the font size of this information. 

 Provide a label “Our Location” to bring attention to this area 
when it is needed. 
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# Rating Finding Recommendation 

18   Live Site and Comps: Gift Messaging without Options 

Gift messaging is provided on the product detail page which warns users 
that the product name is visible on the box. However, the page does not 
provide users with alternative packaging or suggestions. 

This could make users unable to complete their purchase, if they don’t 
want to spoil the surprise, but have no alternatives. 

 

Reference Heuristic(s): 2, 5, 7, 8 

Consider providing users with shipping alternatives for gifts, and 
displaying these options on the product detail page. For example:  

 Consider providing an option to add gift wrapping.  

 The product detail page should provide a checkbox option 
that says “This is a gift – please gift-wrap so the image of the 
product is not visible. $5.00.” 

 Also, consider repeating this option in the shopping cart in 
case users miss it on the product detail page. 

Alternatively, consider expanding the gift copy to include an 
option for users who are sending a gift.  

 For example, consider updating the gift copy by adding, “To 
ship a gift, consider shipping to an alternate location and 
wrapping first.” 
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Serious Findings 
# Rating Finding Recommendation 

19  
 Live Site: Price and Call To Action Hidden 

On the Product Detail page, the product price and the ‘Add to Cart’ 
button are located in the right panel.  

Users do not always look in this area for this type of information as this 
section of the page is typically reserved for advertisements. This could 
cause users to overlook this critical information. As a consequence, they 
could miss adding items to their cart or struggle to find this information.  

 

Reference Heuristic(s): 3, 4 

Consider moving the pricing information and the ‘add to cart’ call 
to action from the right column on the Product Detail page to the 
area just beneath the product details.  

 Product details should be kept to a minimum, so the call to 
action will be displayed above the page fold. 

 As shown in the visual design comps, consider displaying 
additional product detail information beneath the images, 
price, and “Add to Cart” call to action. 
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# Rating Finding Recommendation 

20  
 

Live Site and Comp: Product Image/Information Association Unclear 

The layout of the product information on the category page could 
confuse users and make them unsure what product information goes 
with which product. This could cause users to choose the wrong product, 
to understand pricing of each product incorrectly, or to select the wrong 
call to action. 

 The ‘View Details’ button is below the product price, with additional 
white space separating the price and the call to action. This could 
make it difficult for users to discern what button goes with which 
product. 

 The product name text is small and the placement does not allow it to 
stand out from the price and rating information. 

 The product name, in the Specialty categories on the homepage, is 
located above the product picture while the price and rating is 
located below. Splitting this information could lead some users to 
overlook the name and cause some to confuse it with the featured 
category label. 

It is a best practice to ensure product information is located in close 
proximity to each other to reduce confusion. 

 

 

 

 

 

 

 

 

Reference Heuristic(s): 3, 4 

On the Category page, consider reducing the white space 
between the product price and the ‘View Details’ button. 

 For example, display the product name just beneath the 
product image, above the product price. 

 Place the ‘View Details’ button directly below the product 
price. 

Additionally, consider using light grey boxes around each of the 
product listings on the Category page to visually aid users in 
discerning which information belongs to which product.  
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21  
 Comps: Strong Horizontal Page Break Limits Scrolling 

Depending on the page rendering and the user’s installed toolbars, the 
tabs on the Product page could fall below the page fold. 

Because there is a strong horizontal page break above the tabs which 
typically indicates the page information has ended, users might not know 
to scroll. Users could miss information that isn’t repeated within the top 
section.  

As a usability best practice, it is always smart to inform users there is 
more information located below the page fold. This is most often done 
by including information consistently down the page, to help reassure 
users that they have not yet found the end of the page.  

 

Reference Heuristic(s): 4 

Consider signaling to users that they are not yet at the end of 
the page by moving the product pictures up the page so that the 
tabs and subsequent information appear above the page fold. 

 Also, Metrics recommends including a consistent column of 
information throughout the page, so that it is clear that a user 
has not reached the end of the page. 

 For example, consider moving the “You Might Also Like” 
section in the right column higher up on the page. This way, 
a user will see a consistent right panel. 
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22  
 Live Site: Users’ Attention Split on Homepage  

There are many different elements on the homepage which compete for 
users’ attention:  

 Different product images that showcase product categories. 

 Flash banner displays different images and text which are time 
sensitive. 

 Different colors and sizes of text links could cause users to be unsure 
about which text is active. 

 Recall Information and Creative Play Plus Blog areas are text heavy. 

These elements, when combined, could pull users’ attention in different 
directions, causing them to second guess the right option and distract 
them from completing their shopping task.  

 

Reference Heuristic(s): 1, 2, 3, 4, 5 

Metrics Marketing recommends simplifying the content on the 
homepage to help users find most important messages and calls 
to action, without getting distracted by other content. 

 For example, consider simplifying the product display by 
statically selecting a few products to promote. Each time 
the page is reloaded, additional products can be shown. 
This simplifies the number of links on the page without 
sacrificing product exposure.  

 Consider reducing the copy on the homepage for Recall 
Information and the Blog, so that these areas will look less 
busy. 

 As is shown on the visual design comps, consider reducing 
the copy within the primary marketing area to make this 
section feel cleaner as well. 
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23  
 Live Site:  Unfamiliar Terms in Navigation  

When branded terms are used within the site’s navigation, it can make it 
more difficult for new users to move around the site successfully.  

For example, a new user might not be familiar with ‘Step2 Cares’ or 
‘BuzzBoard’ as these are terms specific to Step2. Without this 
understanding, users could miss important content. 

If a user selects the ‘BuzzBoard’ link, the information on the subsequent 
page does not provide an overview description of what this is. A user 
could be even more confused, and feel left out. 

 

Reference Heuristic(s): 3, 9 

Consider replacing branded terms such as ‘Step2 Cares’ and 
‘BuzzBoard’ with terms that might be more familiar to users.  

 For example, consider replacing “BuzzBoard” with Step2 
Community. 

Also, consider reducing the impact of this confusion by including 
these terms within broader sections like, “About Step2.” On the 
“About Step2” page, the site can describe the terms and 
introduce the sections. 

  

24  
 Live Site: Potentially Unexpected Location for ‘My Cart’  

The location of My Cart in the upper, left area of the page is an 
unconventional place for this option. Most websites display this feature 
in the upper-right corner of the page, so users are more likely to expect 
to see it there.  

As a result, many users may not notice ‘My Cart’ as it is positioned on the 
live site.  

 

Reference Heuristic(s): 2, 3, 6 

Metrics Marketing recommends placing the ‘My Cart’ feature in 
the upper right corner of the page as this placement is more 
likely expected by users. 
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25  
 Comps: Phone Number Buried 

Step2’s company phone number is displayed at the bottom of each page 
in the visual design comps. This area often goes unnoticed by users. 
Placing the phone number in an unnoticeable area of the page could 
cause users to overlook the information. 

Users instead expect to see a phone number in the top, right corner of 
each page.  

Providing company contact information builds credibility and trust. When 
users are unable to find contact information, it can decrease company 
credibility.  

Reference Heuristic(s): 1, 5, 8 

Consider placing the Step2 Customer Service phone number in 
the top, right corner of each page. This is a typical location for 
this type of information and users often expect that information 
there. 

26  
 Live Site and Comp: Buttons Do Not Communicate Call to Action  

The ‘Wish List’ and ‘Local Stores’ buttons on the live site and the ‘Find in 
Store’ button the visual design comp in the right column on the Product 
Detail page are not formatted in a way that communicates the intended 
call to action.  

The buttons might not appear to be clickable. Additionally the button 
label text is a light grey color which does not stand out. Typically when a 
button or button text is light grey, this is often a visual indication that the 
button is in an inactive state. 

  

 

Users might not recognize these as buttons which means they might not 
click on them and might miss out on the functionality.  

Reference Heuristic(s): 2, 4, 6 

Consider redesigning buttons on the site to increase visibility and 
recognition as buttons. For example:  

 Use a different color for buttons than the page background 
color   

 Bevel the outline of the buttons so they appear to be raised 

 Shade the buttons to provide the illusion of three 
dimensions, which often makes users feel that buttons are 
clickable 

 Consider the visual design of ‘Add to Wishlist’ which is 
shaded and contrasts with the background. 
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27  
 Live Site and Comps: Low Contrast for Navigation and Calls to Action  

Using white text on a light colored background and using grey text on a 
white background might not provide enough visual contrast to make the 
text easy for users to read.  

This occurs several times throughout the site: 

 Navigation elements, including category labels and drop down menus 

 Shopping cart label 

 Tab labels on product pages  

 ‘Find in Store’ button 

 ‘Wish List’ button 

 ‘Local Stores’ button 

This could make it challenging for users to find what they are looking for 
and navigate the site. 

   

 

 

 

 

 

 

    

 

Reference Heuristic(s): 1, 2, 4 

When using light background colors such as light blue, orange, 
white, or light purple, Metrics strongly recommends increasing 
the contrast by using a black font.  



 HEURISTIC EVALUATION AND COMPARATIVE ANALYSIS REPORT  
 

9/7/2012 All Rights Reserved © 2012 | Metrics Marketing  32 

 

# Rating Finding Recommendation 

28  
 Comps:  Shopping Cart Preview Missing Total 

The shopping cart preview in the visual design comps informs the user 
about which items are currently in their shopping cart. However, it does 
not display a running total of the shopping cart.  

Displaying the total amount in the shopping cart helps users to ensure 
they are staying within their budget while also selecting items they want 
to purchase. 

In usability testing, users often expect an area for “Subtotal” to be 
located at the bottom of the shopping cart preview screen. 

 

Reference Heuristic(s): 2, 3, 9, 10 

Metrics Marketing recommends including a running subtotal in 
the Shopping Cart preview feature.  

 This information should be labeled ‘Subtotal’ and located at 
the bottom of the Shopping Cart preview.  
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29  
 Comp: Age Filter Limiting to Single Age  

On the visual design comps, the category page lists a few filters. In the 
‘Age’ filter, users do not have the ability to choose an age range; instead 
they are limited to choosing one age at a time to filter the category 
results.  

This could require users to narrow products down multiple times, 
especially when users are shopping for more than one child or for a child 
whose age falls in between the age options, such as a 2 ½ year old. 

 

Reference Heuristic(s): 2, 3 

Consider providing a slider to choose an age range if users wish, 
similar to the one provided for the ‘Price’ filter. This will allow 
users to choose a range of ages, if applicable.  

 

30  
 Live Site: Navigation By Search Type Hides Product Types 

The navigational options displayed on the live site are by search type 
only. These limit the visibility of the products that Step2 offers. In order 
for users to become more familiar with these products, it requires the 
user to hover over the various search options. 

If a user does not visit Step2 directly from the homepage, they could miss 
the breadth of products that Step2 offers because these are hidden from 
the page. 

Reference Heuristic(s): 1, 3 

Metrics recommends updating the global navigation of the site to 
focus on product categories. This will increase the visibility of the 
product categories. 

To help users more accurately search for the products they are 
looking for, consider also providing users with advanced search 
features such as filtering on product category pages. 
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31  
 Live Site and Comp: Product Detail Pages Overwhelming 

On the product detail page, the format and layout of the product 
descriptions, ratings, dimensions, logos, pictures, when taken as a whole, 
could overwhelm users and possibly distract them from the ultimate goal 
of conversion. For example: 

 On the live site, there might not be enough white space between the 
product name, link to customer reviews, and the product information 
to allow users to quickly consume the information.  

On the visual design comps, the product name is positioned above the 
product image, separated from the product information. This might 
make it harder for users to easily find the product name.  

 

 

 

 

 

 

 

 

 

Some information, such as recommended age, product number, 
dimensions and weight, is not located near similar information, such as 
the bulleted list. This could split users’ focus between these two areas.  

Reference Heuristic(s): 1, 2, 3, 4, 9 

In order to increase the readability of the information on the 
Product Detail page, consider updating the layout of the page.  

 For example, consider positioning the name above the 
product detail information on the visual design comps. 

 Also, consider using white space to separate the product 
name and product information. By grouping the information 
and separating each section, it is likely easier for users to 
scan the information and identify key sections of the page. 

 Consider moving the recommended age, product number, 
dimensions and weight closer to the bulleted list of product 
information, above the Facebook and other social media 
links, as these types of information are similar as they both 
deal with the product.  
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32  
 Live Site and Comps:  ‘Parts’ Link Incorrectly Sets Expectations 

Including ‘Parts’ within the navigation on the live site and the header 
navigation in the visual design comps could incorrectly set user 
expectations. When users see a link, they might expect to be able to find 
parts, but instead will see a message that this isn’t available. 

Since purchasing replacement parts was identified as an important goal 
for many potential customers, it is important to set expectations 
correctly and give them accurate information. 

Reference Heuristic(s): 1, 2, 7, 9 

Long term, consider including a section for ‘Replacement Parts’ in 
the global navigation and next to the homepage section for 
product recalls.  

 This section should include an option to search for 
replacement parts and product manuals.  

In the short term, consider setting user expectations on the 
homepage that replacement parts are unavailable at this time.  

 Include a section next to ‘Recall Information’ on the 
homepage for ‘Replacement Parts.’ 

 Explain in this section that parts are not available at this 
time online, and provide a phone number for users to call 
for the parts.  

  

33  
 Comps: ‘Home’ Link Missing 

A ‘Home’ link is missing from the visual design comps. Users often look 
for a way to return to the homepage, if their current navigation path 
doesn’t end up as intended.  

Up to 60% of users don’t recognize that they can click on the site’s logo 
to return to the homepage. These users may assume that they should 
rely on breadcrumbs or the browser’s back button to return to the 
homepage. 

Reference Heuristic(s): 1, 7  

Consider implementing a ‘Home’ link in the main navigation on 
the left side of the ‘My Account’ navigation option. This will help 
users to navigate back to the homepage without having to rely 
on the browser’s back button. 
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34  
 Live Site: Extra Items in ‘About Us’ Navigation Section  

Users might struggle to find some items that are currently located within 
the ‘About Us’ section of the live site. For example, users might not look 
to ‘About Us’ to learn more about ‘Collections.’ 

Instead, users might expect to find ‘Collections’ within product-focused 
areas. 

 

Reference Heuristic(s): 1, 3 

Consider describing the collection philosophy and details about 
the collections within the product category and product detail 
pages. This way, users can learn about these products in context 
of purchasing them.  

 For example, consider including another tab within the 
visual design comp product detail pages for collections and 
describing the intent of the collection. Also, consider 
displaying links to other products in the collection so users 
can browse these. 

Also, consider including a sub-category specifically for these 
collections within related categories. 

 For example, consider a sub-category for LifestyleTM 
collection within the “Play Kitchens & Pretend Play” section.  

35  
 Live Site and Comps: Red Calls to Action Misleading  

Step2 uses the color red for links, buttons, and prices throughout the 
site. While this color allows these page elements to stand out on the 
designs, for many users, the color red indicates an error and suggests 
they should stop what they are doing and rectify the error. For this 
reason, using red to indicate a call to action can be confusing.  

Reference Heuristic(s): 2, 3 

Consider using a color with a strong contrast, such as blue, for 
links, buttons, and prices on the Step2 website. This should stand 
out from the black informative text. 
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36  
 Live Site:  Replacement Parts Paragraph Format Difficult  

Information on the Replacement Parts page was formatted in paragraph 
form.  

When information is in paragraph form, readers have to take more time 
to consume it as it is not easily scanned. Often website visitors do not 
take the time to read long-form paragraph text due to the time 
requirement and could miss important information. 

Because finding replacement parts is a common reason for users to visit 
the Step2 site, it is important that this information is readable. 
Otherwise, users could miss the content or misunderstand it. 

 

Reference Heuristic(s): 2, 3, 4 

Consider updating text presentation on the Replacement Parts 
page of the live site by: 

 Using bulleted lists  

 Bolding important terms 

 Chunking information 

 Using white space  

Metrics Marketing also suggests avoiding paragraphs over 4-5 
lines in length throughout the site. 
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37  
 Live Site: Pop-up chat/help window intrusive 

Step2 offers users the option to chat with a representative should they 
have any questions about the products on the site. This option appears 
as a modal window over the current page a user is viewing. 

If users choose the ‘no thanks’ option on the chat window, the offer of 
live chat reappears after a few minutes of inactivity on the site, forcing 
users to interact with the window again.  

Offering help via live chat is useful, however displaying the pop-up 
window more than once can annoy users. 

 

As a best practice, options users select should be remembered by the 
website to reduce frustration caused by repeated actions. 

Reference Heuristic(s): 2, 3, 8, 9, 10 

Metrics Marketing recommends disabling the “Have a question?” 
message from displaying after users select the ‘No Thanks’ 
option.  

Additionally, consider providing a way to access the live chat 
option via the top navigation options, placing it in the ‘Contact 
Us’ section. This will allow users to have access to this option 
should they initially choose not to employ it. 
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38  
 Live Site and Comp: ‘Order by Phone’ Option Misplaced 

The ‘Order by Phone’ option might be missed on the live site and the 
visual design comps because of the location of the feature. 

On the live site, the ‘Order by Phone’ option is placed at the top of each 
page of the site. Within the visual design comps, this option is placed at 
the bottom of each page of the designs.  

Neither placement is optimal as users do not usually want this 
information until they are ready to purchase.  

Additionally, because the option to order by phone is not located in close 
proximity to the other order options in the shopping cart (‘Proceed to 
Checkout’ and ‘Check out with PayPal’), users may overlook this and 
might abandon their cart if they think their only order option is via the 
internet.  

Reference Heuristic(s): 2, 4 

Consider placing the ‘Order by Phone’ option below the ‘PayPal’ 
button on the My Cart page. This presents users with another 
option to complete the checkout, in the context of the checkout. 

Additionally, consider displaying this option above the shopping 
cart, on the right side of the screen. This will likely be visible to 
users who are not looking for the call to action, if they are not 
comfortable with completing a purchase online. 
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39  
 Live Site: Shopping Cart without Automatic Update 

Updates to the quantities within the shopping cart are not saved until a 
user selects the ‘Update Quantities’ link. This requires explicit action 
from users, which might not always be understood or noticed. 

If users overlook the ‘Update Quantities’ link, this could cause some 
users to order the wrong quantities. 

 

Reference Heuristic(s): 3, 7 

Consider enabling the product quantities to be automatically 
updated when users change them, without requiring user 
interaction.  
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40  
 Live Site: Global Navigational Behavior Inconsistent 

The global navigation main categories do not function consistently on the 
live site. When some options are selected, such as ‘Current Specials’ and 
‘About Us,’ these function as links. For other categories, such as ‘By Age,’ 
only the menu options function as links. The category names themselves 
are plain text. 

This inconsistency could make it confusing for users who could expect all 
category titles to be links. 

Reference Heuristic(s): 1, 3 

Consider updating the functionality of the global navigation to 
make sure that all site links function consistently. 

 Include a page for categories that don’t currently function 
as links, and link directly to that page. These pages can be as 
simple as a category page, filter by age.  

Metrics Marketing also recommends removing the ‘By Age,’ 
‘Customer Favorites,’ and ‘Current Specials’ from the blue 
navigation bar and place these options as filters on the left side 
of the site. Employing these options as filters will allow users to 
find the products that meet their needs while reducing the need 
to navigate to different parts of the Step2 site. 
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41  
 Live Site: Customer Favorites Unclear 

The Step2 website does not provide clear communication that describes 
how customer favorites are selected. The categories in the ‘Customer 
Favorites’ section might indicate that the list is driven by top-selling 
products, but there is another section for this. 

In addition, the category for ‘Highly Recommended’ products includes the 
same breadcrumbs as ‘Customer Favorites’ and ‘Top Sellers.’  

 

 

 

Users might wonder about these categories and feel that items were 
unfairly included here.  

Reference Heuristic(s): 2, 9 

Consider changing the ‘Customer Favorites’ navigation option to 
‘Popular Products.’ This term encompasses the different 
subcategories available, ‘Award Winning Toys’, ‘Top Sellers’ and 
‘Highly Recommended’ and does not imply these products were 
chosen only by customers. 

Additionally, consider updating the breadcrumbs in the 
‘Customer Favorites’ category by including the subcategories.  

 For example, ‘Home > Popular Products > Award Winning 
Toys.’  

 This will help users to understand where they are in the site 
and to illustrate the relationship between the Popular 
Products category and the related subcategories.  
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42  
 Live Site and Comp: Text Size Small 

The small text size of 7pt that is used for links and other informative 
information could hinder users’ ability to read the copy because of its 
size. Additionally the site does not provide a way to increase the text size 
to make it easier to read.  

For optimal readability, best practices for font size are 11 point or higher.  

 

Reference Heuristic(s): 4 

Consider enlarging the site’s font size to at least 11 point in order 
to make the information easier to read. 

43  
 

Live Site: Path To New Products Is Narrow  

The only option users have to navigate to the new products page is the 
link in the Flash banner on the live site homepage.  

If this option is overlooked or if users enter the site on another page, they 
may not ever find this page. 

Reference Heuristic(s): 1, 2, 3, 7 

Consider providing a ‘New Products’ option in the top navigation.  

Also consider providing a ‘New Products’ filtering option for each 
category.  
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44  
 Live Site and Comp: Video Link Confusing  

Location of the video link on both the product category page and the 
product detail page could be confusing as it overlaps with the product 
image. This could cause some users to inadvertently click on the video link 
when they meant to click on the image. 

 

 

Reference Heuristic(s): 2, 4, 6 

Consider removing the video link from the main product image 
on the product listing page. This way, if a user expects to go to 
the product detail page, they will not inadvertently start a video. 
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45  
 

Live Site and Comp: Category Title Not Prominent 

The small font size and placement of the category page title and 
description could lead many users to overlook this information because 
the product pictures could overshadow this information. 

Users who overlook this information could be confused as to which 
category page they are viewing. This could delay their ability to choose 
the right product. 

Additionally, subcategory titles are only shown in the breadcrumbs, which 
might lead to users’ confusion over which subcategory they are viewing 
as many users typically overlook breadcrumbs. 

 

Reference Heuristic(s): 4 

To increase the visibility of the product category title and details, 
consider: 

 Increasing the font size for the subcategory title to at least 
13 point. 

 Increasing the font size for the category descriptions to 11 
point font or greater. 

 Displaying the subcategory label above the top product 
image. 
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46  
 Live Site and Comps: Pagination Unclear 

Pagination controls on the Category pages might not stand out due to the 
small font and light text color.  

Additionally, the implementation of the pagination controls might 
frustrate some users as it is unclear how many pages of products are 
available as there is no ‘Last’ option or ellipses to indicate the last page. 

It is unclear what using the arrow will accomplish. For example, users may 
question if it will it navigate the user to the last page of products or the 
next page. 

Implementing common eCommerce elements in a non-standard way 
confuses users as they are unsure how these elements work.  

 

Reference Heuristic(s): 2, 4, 6, 10 

Consider reformatting the pagination area to incorporate some 
eCommerce best practices. For example: 

 Provide large clickable areas. 

 Identify the current page by bolding the active selection. 

 Include spaces between page links.  

 Provide ‘Previous’ and ‘Next’ links as well as ‘First’ and 
‘Last.’ 

 Place ‘First’ and ‘Last’ links on the outside of the page 
numbers, and ‘Next’ and ‘Previous’ just inside those. 

 

47  
 Live Site and Comps: Navigational Feedback Missing 

Neither the live site nor the visual design comps provide navigational 
feedback, using a different color in the global navigation, to indicate 
where users are in the site.  

When a site is clear about where users are, and what other options are 
available, they are often more confident about exploring the pages.  

Reference Heuristic(s): 1, 3, 6, 10 

Consider denoting the active navigation category by using a 
different background color for that category. This, coupled with 
the breadcrumbs and category/subcategory names on those 
pages, will likely help inform users where they are within the 
Step2 site. 
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48  
 Live Site:  Unfamiliar Terms (e.g. Buzz Points)  

Best practices advise avoiding words or phrases that are brand-specific 
and require knowledge of the brand. When it makes sense to include this 
information, additional context should be provided to new users. 

For example, the term ‘buzz points’ is used on the product detail page 
and might not be familiar to new site users. This phrase does not include 
any explanation or contextual help. 

 

Reference Heuristic(s): 3, 9 

Consider including contextual help to inform users of unfamiliar 
terms such as ‘buzz points.’ The additional information should 
inform users what these points are, how they are earned and 
how they can be redeemed. 

Additionally consider hyperlinking any unfamiliar terms, such as 
‘buzz points’ to their definitions.  
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49  
 

Live Site: Banner Navigation Option Difficult to Use 

Users may be unable to effectively control the Flash banner as navigation 
options are difficult to control due to several issues: 

 If users click on the options at the right of the banner, they are 
navigated away from the homepage.  

 There is not a play/pause option to control the rotation. 

 The rollover menus on the right are unstable; sometimes they control 
the Flash but the majority of the time they do not. 

If users can not control the Flash banner area, it may become difficult for 
them to comprehend the information presented, especially if reading 
copy/text as some people require more time to process reading. 

 

Reference Heuristic(s): 2, 3, 6, 7, 10 

Consider following the recommendation within the visual design 
comps by placing dots in the lower-right corner of the Flash 
banner.  

Also, consider including a pause button next to these navigational 
dots so users can stop the animation to spend more time with a 
specific message. 
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50  
 

Live Site: Filter Functionality Confusing 

Once a filter is chosen on the Category page, the other filters are not 
displayed. This might cause users to forget the other options available to 
them. 

Additionally, if a user chooses to remove a filter, they have to click a small 
‘X’ to the right of the filter label. The ‘X’ is the same font size and color as 
the filter text label, which might cause it to blend in with the filter text 
label, causing users to overlook it. 

 

Reference Heuristic(s): 2, 3, 4, 6, 9, 10 

Consider implementing the filter functionality as it is displayed in 
the visual design comps. This design allows users to choose a 
range of filter options, while still viewing their remaining options.  

 

51  
 Live Site: Default Sort Option  Unclear on Category Pages 

It might not be clear if a default sort option is selected upon initial load 
for the category page. This could confuse users and slow down their 
usage of the site if they take the time to try to figure out the current sort 
scheme. 

It is a best practice to initially sort the products by one option, as this 
reduces users’ confusion by showing them how the items are sorted. This 
also gives a visual indication of the selected option sorting. 

 

Reference Heuristic(s): 2, 3, 6, 9, 10 

Within product listing pages, consider bolding the text of the 
active sort option to differentiate it from the other sort options. 
This will likely make it easier for users to identify the current sort 
option, and the other available options. 
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52  
 Live Site: Sub-Categories Mixed 

Most of the sub-categories within the ‘By Category’ navigation menu 
options describe types of play. However, ‘Infantino’ is a product brand.  

 

This inconsistency could make it more challenging for users to recognize 
Infantino products and to be successful in their product search. 

Reference Heuristic(s): 1, 3 

Consider renaming the ‘Infantino’ category in the ‘By Category’ 
to a label, such as ‘Infants’, that is more in line with the other 
category names which are not product brands. 
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53  
 

Live Site and Comp: Showcase Categories Confusing 

The full purpose of the Showcase category section on the homepage 
might be unclear as several of the features are unclear:  

1. The label on the ‘Next’ option in the showcased categories section of 
the homepage does not indicate where the user will navigate to 
should they choose this option. For example, it may be unclear if users 
will navigate to the next showcase category or the next item in that 
particular category. 

2. The location of the ‘Next’ link as well as the text size and grey color 
used might cause it to be overlooked. 

3. The showcase category titles could be easy to overlook due to the 
placement and the small text size and light font color because those 
attributes do not allow the category titles to stand out from the other 
elements. 

This could lead to users overlooking these category titles, which could 
confuse them about the purpose of this area as the intent is not 
otherwise clear. 

Reference Heuristic(s): 1, 2, 3, 4 

To simplify the homepage, while exposing users to additional 
Step2 products, consider removing the product scrolling 
functionality and displaying different products each time the 
page loads.  

 When users select the product category name, continue to 
link them to the product category so they can explore the 
full set of products. This way, users who have already 
indicated they are interested in a category by interacting 
with the category can explore more products that one at a 
time. 
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54  
 Live Site:  Shopping Cart Preview Missing 

The current Step2 website does not provide users with a preview into 
the items currently in the shopping cart.  

Users find this option helpful because it provides users with a quick view 
to see what is in their cart before beginning the checkout process. 

Reference Heuristic(s): 2, 3 

Metrics Marketing suggests following the recommendations 
included in the visual design comps by displaying a preview of the 
shopping cart on each page of the site. 

55  
 Comps:  Shopping Cart Preview Calls to Action Overlap 

Users might not understand the differences between the calls to action 
within the shopping cart preview. The calls to action ‘Checkout Now’ and 
‘View Cart and Checkout’ might overlap in meaning and make users 
wonder if these have the same result. 

One of the calls to action is displayed as a link and another as a button. 
This could further the confusion. 

 

Reference Heuristic(s): 2, 3, 9, 10 

Consider removing the ‘View Cart & Checkout’ option from the 
shopping cart preview. This option is not needed as the My Cart 
area already includes a ‘Checkout Now’ button. 
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56  
 

Live Site and Comps: ‘Go’ Call To Action Unclear  

The label ‘Go’ on button for searching and on the Birthday Club sign up 
does not communicate the intended action. “Go” might be too generic to 
set expectations correctly. This can result in users not finding the search 
or Birthday Club signup features as quickly.  

It is a best practice to use labels for call to actions which are as descriptive 
as possible to reduce any confusion for users. Often the action itself can 
be used for the label, such as ‘Search.’  

Reference Heuristic(s): 1, 2 

Consider renaming the ‘Go’ button for the ‘Search’ to more 
accurately set expectations about the feature, and make the 
‘Search’ functionality even easier to find. 

Also, consider renaming the Birthday Club signup call to action to 
‘Sign Up’ to again more accurately set user expectations.  
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57  
 Live Site: Product Detail Page Scroll Small 

On the Product Detail page, the indicators to allow users to scroll through 
the ‘Step2 Also Recommends’ list are small and might not be seen or 
easily recognized. If users overlook these indicators, they could miss out 
on additional products which might meet their needs. 

 

The more common interaction for scrolling is a scroll bar on the right side 
of the scrollable element. 

Reference Heuristic(s): 2, 4, 9 

Consider implementing a more traditional scroll bar on the right 
side of the ‘Step2 Also Recommends’ area on the Product Detail 
page. 

 Ensure the scroll bar has enough visual contrast to stand 
out from the other elements in the ‘Step2 Also 
Recommends’ area by displaying the scroll bar in a dark 
grey color. 

Alternatively, consider increasing the visibility of the scrolling 
arrows by enlarging their size and displaying them in a bolder 
color.  
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58  
 Live Site: Newsletter Signup  Unconventional 

The option to sign up for the Step2 newsletter is unconventional in 
several ways: 

1. Placement of the Newsletter Signup option within a promotion bar at 
the top of the page is unusual which reduces the chance users will 
notice it. 

2. The grey color of the promotion bar does not allow the information 
to stand out from the browser navigation bar when using the 
Chrome browser and might cause users to overlook it. 

3. It is unclear if the newsletter signup is the same as the Birthday Club. 
The text on the promo bar states signing up for the newsletter will 
allow access to site promotions. The link, however, navigates users 
to the Birthday Club signup page which might not be what a user 
expects to see as there was no prior mention of a Birthday Club on 
the site. 

 

 

Reference Heuristic(s): 4, 6, 9 

Consider removing the newsletter signup promotion bar.  

 Instead, users can access this option via the ‘Email Signup’ 
link at the top of the page and in the footer.  

Consider removing the name ‘Birthday Club’ and referring to the 
promotional sign up as ‘Emails and Special Offers.’ This term 
encompasses all of the different promotions which are available, 
including the Birthday Club. 
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59  
 Live Site and Comps: Rating Color Scheme Not Needed   

The reviews on the product category pages display stars to indicate 
customer review ratings. These ratings also use color to communicate the 
ratings. However, the color coding is likely not needed and could confuse 
users who often assign meaning where it might not be intended. 

For example, a user might think that the site is self-assigning “Acceptable” 
ratings, which may not align with a user’s beliefs.  

 

Reference Heuristic(s): 4, 6, 9 

Consider using only one color to indicate the number of stars on 
a product rating such as black. 
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60  
 Live Site: ‘Click to Order’ Option Confusing 

Users could be confused by the label ‘Click to Order by Phone’ as the 
action ‘Click’ is not associated with making phone calls. 

Additionally, this link does not have the visual treatment of a link; it is not 
underlined. This could confuse users further as they might not know that 
they could click on the text.

 

Reference Heuristic(s): 1, 2, 8 

Consider removing ‘Click to’ from the order by phone option to 
reduce potential user confusion. 

61  
 Comps: Breadcrumbs Missing 

Breadcrumbs are not displayed on any pages in the visual design comps.  

Breadcrumbs are used to help enhance the way users find their way 
around the website. They reduce the number of actions a user needs to 
take in order to get to a higher-level page and improve the findability of 
website sections and pages.  

When breadcrumbs are not displayed, users do not have a sense of where 
they are within the website’s hierarchy, losing some of the contextual 
information for the page they are on. 

Reference Heuristic(s): 1, 7 

Metrics Marketing recommends implementing breadcrumbs 
throughout the site.  

 Breadcrumbs are typically placed below the main navigation 
options, using a smaller text size than the rest of the 
information text on the site. 
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62  
 Live Site and Comps: Minimal Amount of Products Shown 

Twelve products are shown on each Category page by default, although 
many users prefer to see a larger amount of products upon initial page 
load.  

Showing a smaller amount of products initially could cause some users to 
become frustrated and cause them to search out an option to view all of 
the products at once. If this option is not available, users could become 
even more frustrated. 

Reference Heuristic(s): 10 

Consider displaying all of the products on page load per Category 
page.  

 Make sure the pagination reflects that all products are 
shown. 

 

63  
 Live Site: ‘BuySafe’ Link Redirect Opens in New Window 

If a user is unfamiliar with BuySafe and clicks on the ‘BuySafe’ logo, they 
may be confused to be navigated away from the Step2 website, especially 
because this link opens in a new window. This could also cause users to 
focus on the newly opened window instead of the Step2 site. 

When new windows are opened in an existing site, users often struggle to 
navigate back. This is because the browser’s ‘Back’ button will no longer 
return them to the last location. Many users hesitate to close the opened 
window or tab, for fear that they will lose what they were looking at. 

Reference Heuristic(s): 1, 5, 7 

Consider displaying the most important BuySafe information in a 
modal window so users don’t lose the context of the Step2 site 
when reviewing this information.  

 Provide users an easy way of closing this window by 
providing an ‘X’ in the upper right corner of the modal 
window. 

Additionally, consider providing a link in the modal window for 
more information about BuySafe.  

 This should initiate a second modal window with the 
message ‘This will navigate you away from the Step2 site. 
Are you sure you would like to continue?’  

 If users agree, they should navigate to the BuySafe site. 

64  
 Comps: Purple Background 

The background color on the visual design comps was a purple shade. This 
is not commonly understood to be gender-neutral, and could offend users 
or incorrectly communicate that the site focuses on females over males.  

Reference Heuristic(s): 2, 4 

Consider replacing the background color of the site with a 
gender-neutral color like yellow or green.  
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65  
 Comps:  Link to Product Details on Product Detail Page 

Within the ‘Specs & Assembly’ tab of the Product Detail page is a ‘Product 
Details’ link. 

Users might not know what to expect from this link, and might question 
what information is available, or if it is different from what is visible on 
the product detail page. 

 

Reference Heuristic(s): 2, 9 

Metrics Marketing suggests removing the ‘Product Details’ link 
from the Product Detail page tabs if the information duplicates 
the product details.  

If the information behind the ‘Product Details’ link is different 
than information already displayed on the Product Details page, 
consider renaming the ‘Product Details’ link to more accurately 
set user expectations.  
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66   Live Site and Comps: QuickView Option Missing  

In order to view product information or add a product to their shopping 
cart, users must navigate to the product detail page.  

Allowing users to locate the information they need about a product and 
add it to their shopping cart while remaining on the product category 
page allows them to make a quicker decision about whether the product 
is right for them. It also reduces their need to navigate to and wait for 
another page (the product description page) to load. Further, it also 
reduces their need to navigate back to the product category page. And it 
also allows users to keep their place on the product category page. 

Reference Heuristic(s): 2, 4 

Consider implementing a QuickView option, similar to the 
QuickLook feature on Gap.com.  

 Include informative text such as ‘Quick View’ once users 
hover over the image.  

 

 Include item description and details, alternate views, add to 
cart call to action, user rating, and sharing/social media 
options.  
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Contact Information 

Thank you for choosing Metrics Marketing to be your user research and usability 
partner. Should you have any questions, please don’t hesitate to contact us directly. 
 

Lisa Dragin, Research & Customer Experience Director 

Email: ldragin@metricsmarketing.com  

Direct: 440.471.6046 

 

Lorie Whitaker, Research and Customer Experience Manager 

Email: lwhitaker@metricsmarketing.com  

Direct: 440.471.6018 

 

Cathleen Zapata, VP Research & Customer Experience  

Email: czapata@metricsmarketing.com  

Direct: 440.471.6026 


