
Ecomm UXDI User Research



Survey Results

Typeform Summary

Typeform Survey Visual Results

Full Data Excel Sheets

https://hello808793.typeform.com/report/xGaFB9Cn/RxUgQ7OQfG3uCWq9
https://docs.google.com/presentation/d/1NK_iyONXbXXEzqCXB1ahOPiI6G8Wpi92cuSaFbtmMEE/edit#slide=id.p
https://docs.google.com/spreadsheets/d/107rSst59K8bsviM2ufBvtbMs3tjx9gZIY0DMMOc4AaI/edit#gid=0


What She’s Buying: She likes to try a mix of products for each category with a focus on skincare (serums 
& oils), body care (lotions & oils), haircare (shampoos), home goods (candles & incense), drinks & eats 
(coffees & teas)

She really likes brands like Marie Veronique, Pai, Living Libations, Pan Naturals, Tulip & Bear

What She’s Looking to Focus On: Sleeping, meditation, stress/anxiety-relief, boosting immunity/energy, 
Self-Care/Self-Love, Making more time for herself, expressing love, journaling

What Services She Enjoys: She feels mostly comfortable receiving massages/cupping

How She’s Shopping This Holiday: She’s looking to buy mostly individual gifts ($20-50 each), a mix of 
both online + in-person shopping but will probably do most online.

What She’s interested in: She would like a monthly membership for around $10-30/month with perks 
like exclusive discounts, birthday gifts, free events/workshops.

How/What She Wants to Learn: She prefers to receive most of her information through email 
newsletters and Instagram stories with a focus on skincare how-tos, herbalism + plant medicine, 
meditation + movement, and Acupuncture/At-Home Care.

Her Overall Experience with us is: 4.8/5! She is very happy and thinks we’re very unique, helpful, kind, 
and welcoming. She wants to learn more and have education at her fingertips for all of the great 
products we carry. 

Age: 25-35

Pronoun: She/Her

Employment Status: 
Employed Full-Time

Household Income: 
+ $150k

Boketto Client Persona + Summary: The Working Millennial Woman
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Competitive Map Most Ecomm UI Features

Least Ecomm UI Features

Largest 
Product 
Catalogue

Smallest 
Product 
Catalogue



Comparison Analysis



Direct Competitors

● Follain
● CapBeauty
● Credo Beauty
● Goop
● The Well
● General Store

Indirect Competitors

● Jenni Kayne
● Cedar & Hyde
● P.F. Candle Co.

https://follain.com/
https://www.capbeauty.com/
https://credobeauty.com/
https://goop.com/
https://www.the-well.com/?gclid=Cj0KCQiA48j9BRC-ARIsAMQu3WRXZBZIbsp3ebithjJv2-ieP70p6jlt86FBHsetj98gXuKtRDeJCEsaAjC4EALw_wcB
https://shop-generalstore.com/
https://www.jennikayne.com/
https://cedarandhyde.com/
https://pfcandleco.com/


Pop-Ups + Welcome Windows

Brand: Jenni Kayne
Observations: 
● 15% Discount
● Email + Phone 

Number (optional) - 
maybe for SMS

● Categories 
Interested In

Brand: Credo Beauty
Observations: 
● 10% Discount
● Email
● Birthday

Brand: Follain
Observations: 
● 15% Discount
● Email only

Brand: CapBeauty
Observations: 
● Slider at bottom 

of the page vs 
pop-up

● Free Shipping 
only

Brand: The Well
Observations: 
● Bottom left 

corner box
● $10 off first 

order
● Email only



Hero Image Homepage

Brand: Cedar & Hyde
Observations: 
● 2 CTA Buttons on main hero image
● Focused niche story “setting the table”  for timely 
● Logo center and small
● Welcome button in the bottom corner, utility navigation at the 

top right 

Brand: The WELL
Observations: 
● Holiday Gift Guide for CTA button
● Clean, still imagery (no carousel)
● Logo top left and small, transparent overlay navigation bar



Hero Image Homepage

Brand:  CAP Beauty
Observations: 
● Logo large in the center
● Extensive navigation menu across the top
● Utility icons vs. words in top right corner
● Simple, clean imagery for hero banner + button (not seasonal, a 

bit stale to me)
● No H2 descriptive header

Brand: Follain
Observations: 
● Logo far left corner with navigation menu in line
● Utility icons in top right corner
● Help question pop-up right corner
● Gift Guide is front and center, with seasonal collections 

underneath
● H1 and H2 clear descriptive headers



Hero Image Homepage

Brand: P.F. Candle Co
Observations: 
● Logo center, small, blends in with typeface of site
● Navigation menu is very specific to each product type
● Colorful hero imagery, focused on Gift Sets with H1 and H2 

header copy
● Utility icons in top right corner
● Reviews tab in bottom corner

Brand:  Jenni Kayne
Observations: 
● Logo in top left corner, small, in line with navigation menu
● Utility words spelled out in top right corner, in line with other 

navigation sections
● Help / Question icon in bottom right corner
● Box overlay (instead of text) for main hero seasonal imagery 

(not a fan) with underlined CTA instead of button



Hero Image Homepage

Brand: Goop
Observations: 
● Logo center, medium
● Search bar “What can we help you find?” above navigation 

menu
● Utility page links “About”, “Stores” “Goop PhD” top left corner
● Utility words in top right corner
● Scrolling carousel hero image + CTA buttons + side sections 

(feels busy to me and gives users too many places to go)

Brand: Credo Beauty
Observations: 
● Logo in top left corner, medium
● Navigation menu spread across the top with in-depth drop 

down options
● Brief line to info page under the navigation menu
● Search bar, utility icons in top right corner
● Main hero image of holiday collection + H1, H2, CTA button 
● Help /FAQ pop-up widget in botton right corner



Navigation Menu Bar

Brand:  Credo Beauty
Observations: 
● Extensive top navigation bar (feel like some could live in the bottom footer section)
● Best Sellers, New, Gifts, Shop → collections → sub-collections, Brands→ A-Z catalogue + top 18 brands,  Rewards, Stores + Services → 

Chat, Product Finder, Virtual Events, Store Locator pages, Why Credo → Mission, Clean Standard, Dirty list, etc. Informational pages (help 
SEO and education)



Navigation Menu Bar

Brand:  Jenni Kayne
Observations: 
● Clean and Simple, easy to navigate
● Imagery for each collection right on the drop down (love this!)
● New, Best-Sellers, Clothing, Shoes, Accessories, Home, Holiday Gift Guide (highlighted color), Blog
● Top designers are also featured within each drop down next to images



Navigation Menu Bar

Brand: The WELL
Observations: 
● Very simple top menu, with more extensive drop downs for each section (more limited product catalogue)
● Shop → Featured (All, Best-Sellers, Immunity, Well-Vetted), Our Products (Vitamins, Essential Oils, Apparel, Programs), Our Programs 

(10-Day Immunity Bootcamp, Release, Reemerge)
● Virtual Services & Digital Content are readily available for engagement + Complimentary 15 min consultations on each landing page



Navigation Menu Bar

Brand: CAP Beauty
Observations: 
● This Just In, Skincare, Makeup, Hair, Body + Bath, Gifts, Cap Grocery, Brands, Thinking Cap (blog)
● Drop downs, featured collection on left-hand side, some imagery included, a lot of sub-collections including Concerns + Edits (I like this 

nested within the collection + add to homepage and collections pages to filter)
● How-To blogs featured on some drop-downs, although takes the user away from shopping (might be better to live on the collection or 

product page)



Navigation Menu Bar

Brand: Follain
Observations: 
● Clean navigation that goes right to main collections + drop downs to sub-collections (extensive 
● Images that include top 3 featured products or collections + brands within drop down with themes, side bar is different color to stand out
● Rewards “Clean Points” in highlighted color, Talk to Us chat bot, 



Footer Menu Bar

Brand: Jenni Kayne
Observations: 
● Mailing list, Customer service contact email + phone 

number, Company info + values (sustainability, 
accessibility, diversity) pages

Brand: Follain
Observations: 
● Company (FAQ), Talk to Us (store info + top contact info), 

Our Mission (values, company policies) social icons + 
email sign up right corner, chat bot in bottom corner

Brand: Credo Beauty
Observations: 
● About Us, Customer Service, Resources (main sections + 

subsections under), social icons left corner + subscribe)

Brand: The WELL
Observations: 
● Email entry bottom left, Main Sections + Subsections 

under each - Shop, Community, Contact Us



Sub Collections (Holiday Focus)

Brand: The WELL
Observations: 
● Homepage hero banner goes to dedicated collections page 

feat: Give the Gift of Immunity, Cozy Winter Essentials, Better 
Sleep Gifts, Stocking Stuffers, Gift Under $100, Mindful 
Movement Gifts, Home Spa Gifts

● Sub-text descriptions + key ingredient descriptions
● View More collections at the bottom of each dedicated 

collection page

Brand: PF Candle Co
Observations: 
● Navigation drop-down + homepage gift guide features with 

vibrant and story-telling cover images + H2 + H3 text + CTA 
buttons on all

● Description cover images for each sub-collection “guide” page 
for SEO and ease



Sub Collections (Holiday Focus)

Brand: Follain
Observations: 
● Sectioned homepage feature with H2 + succinct paragraph 

descriptions next to each- stack oddly on mobile, but good 
bright imagery of the collections/sets/bundles

● Top hero image with text box + underline CTA text instead of 
buttons on each section (don’t like as well)

Brand:  Credo Beauty
Observations: 
● Bundle cover images for each with shadow design and text 

underneath each Gift Ideas collection
● Don’t have an extensive SEO descriptions or info about each 

collection, no How-tos, or blogs to tie back to them



Sub Collections (Holiday Focus)

Brand: Jenni Kayne
Observations: 
● Dedicated homepage with descriptions + paragraphs (text 

overlay in imagery, no SEO copy)  of the gift guides and 
highlighted products right under each so it’s simple to shop 
rather than clicking into each individual collection page

● Clean and neat with calming colors and matching imagery

Brand: Goop
Observations: 
● Introduction paragraph describing the theme/focus- Shop All 

takes you to collection page with all, 10 collections are 
separated by banner image

● Grouped guide collections on one main landing page with 
header + brief description + CTA text underlined Shop Now

● Images don’t appear to be holiday specific, so could last longer 
past the holidays and general gifting


