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Executive summary 

This dissertation, which takes the form of a field study project, is carried out with the collaboration 

and consent of the Coco mat company. The main objective of this project is to evaluate how usable 

the company's website is and to seek after suggestions and ideas for improvement. 

It is crucial to follow a precise methodology in order to accomplish the aforementioned goals.  

 A moderated usability testing is conducted through 10 separate interviews. It includes pre-testing 

closed ended questions, utilization of concurrent think aloud, audio-video recording, and controlled 

observation as well as post study usability questionnaire. The goal is to detect any flaws that users 

may run into according to the website's usability, accessibility, learnability, accuracy, and user 

interface design. To conduct this research, a sample of 10 participants was recruited to complete 8 

tasks on Coco mat’s website using both mobile devices and a laptop. The think-aloud method 

involves asking participants to verbalize their thoughts and actions while performing tasks on the 

website. This will allow for a deeper understanding of user behavior and the identification of 

potential usability issues. Prioritization of the gaps and weaknesses will be performed, and the 

implications on the business will be considered. The study will provide recommendations for 

redesign based on the findings of the usability testing. The report will additionally emphasize the 

current research's limitations. The results of this study can be applied to improve the usability and 

the overall user experience of Coco mat’s Greek website. 
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1. Introduction 

In today's world, the internet has become a fundamental part of our lives, and people are 

increasingly turning to online shopping to meet their needs. With the ongoing COVID-19 pandemic, 

the trend has only accelerated. As more and more people buy products online, it has become crucial 

for companies to provide a seamless and user-friendly experience on their websites.  

One such company is Coco-mat, a Greek company that specializes in creating high-quality sleep 

products. Coco-mat has established a strong reputation worldwide for its commitment to 

sustainability and craftsmanship, making it a highly respected brand in the industry (Coco-Mat, 

2023). With a significant global following, Coco mat’s website needs to reflect the company's values 

and quality standards. Coco mat’s website is the face of the company in the online world, and it is 

essential to ensure that users have an excellent experience when they visit it. A poorly designed 

website can damage the company's reputation and undermine its credibility. As such, in 

collaboration with the Coco mat company, we are conducting a field study project in order to make 

certain that the website meets the expectations of users and aligns with the company's reputation. A 

website that delivers a seamless user experience can help maintain and strengthen the brand's 

position in the market.  

For Coco-mat, the goal is to redesign the website to make it easier for users to find the products they 

need and to learn about the company's philosophy (Coco-Mat, 2023). The usability testing will focus 

on key performance indicators, such as the time users spend on the site, their level of satisfaction 

with the site's content and features, and their ability to navigate the site easily. A successful usability 

testing project can help Coco mat understand how users interact with their website and what 

changes need to be made to improve the user experience. By doing so, the company can increase 

customer satisfaction, brand loyalty, and ultimately, revenue. 
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2. Literature Review 

2.1 Introduction 

Product design has evolved significantly over the years with a growing focus on user-centered design 

and user experience. In this context, usability has emerged as a critical factor that influences the 

success of a product (Maramba et al., 2019). The ability of a product to be easily understood and 

used by its intended audience can significantly impact user adoption, user satisfaction, and product 

success (Sonderegger et al., 2016). 

Usability refers to the ease with which a user can interact with a product or system. It involves the 

effective use of design principles, techniques, and methods to make a product intuitive, efficient, and 

satisfying to use (Alqahtani, 2019). The goal of usability is to improve user satisfaction by reducing 

the cognitive load and effort required to complete tasks and achieve goals (García-Peñalvo et al., 

2018). Usability is particularly relevant in the context of field study projects that aim to design or 

improve a product or service (Holmes et al., 2019). By understanding and incorporating usability 

principles and best practices, designers and researchers can create products that better meet user 

needs, are more likely to be adopted, and can have a greater impact on user outcomes(Keenan et al., 

2022). 

The purpose of this literature review section is to explore the concept of usability in greater depth 

and to highlight the key factors that contribute to usability. We will examine the research and 

industry best practices related to usability, including emerging trends and new developments in the 

field. We will also discuss the various methods and techniques used to measure and evaluate 

usability, and how they can be used effectively in product design. 

By the end of this literature review, we hope to provide a comprehensive overview of usability, its 

importance in product design and user experience, and the role it can play in the success of a field 

study project. Our goal is to provide the necessary foundation for further research and design work 

that will ultimately result in improved user outcomes and a successful product or service. 
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2.2 Defining Usability 

Usability is a critical factor in product design and user experience. It refers to the ease with which a 

user can interact with a product or system (Abelson et al., 2016). Usability encompasses several key 

factors, including effectiveness, efficiency, and user satisfaction (Alwashmi et al., 2019). The 

International Organization for Standardization (ISO) provides a widely used definition of usability, 

describing it as the extent to which a product or system can be used by specified users to achieve 

specific goals with effectiveness, efficiency, and satisfaction in a specified context of use (Barnum, 

2020). 

 Effective use of a product means that users can accomplish their intended goals with minimal effort 

and cognitive load (Richardson et al., 2017). Efficiency refers to the speed and ease with which users 

can complete tasks and achieve goals. User satisfaction involves the overall user experience, 

including the look and feel of the product, ease of use, and perceived usefulness (Kuhnel et al., 

2018). Several key factors contribute to usability, including learnability, memorability, error 

prevention, recovery, efficiency, and satisfaction (Gibson et al., 2016). Learnability refers to how 

easily a user can learn to use a product or system. This can be achieved through intuitive design and 

clear user interfaces that guides the user through the product (Yumarlin, 2016). Memorability refers 

to the ability of users to remember how to use a product after a period of non-use. This can be 

achieved through consistent design and clear labeling of features (Guay et al., 2019). Error 

prevention and recovery refer to the ability of a product or system to prevent errors and provide 

users with a clear way to recover from errors that do occur. This can be achieved through clear error 

messages and feedback, as well as design that reduce the likelihood of errors occurring (Hill et al.,  

2022). Efficiency refers to the speed and ease with which users can complete tasks and achieve goals. 

This can be achieved through efficient design, clear navigation, and the reduction of unnecessary 

steps or interactions. Satisfaction involves the overall user experience, including the look and feel of 

the product, ease of use, and perceived usefulness (Birnie et al., 2018). User satisfaction can be 
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achieved through a design that is aesthetically pleasing, intuitive, and provides value to the user 

(Bartolotta et al., 2017). 

Usability is important for the success of a product or system. A product that is easy to use and 

understand is more likely to be adopted by users and can have a greater impact on user outcomes 

(Mayhew and Alhadreti, 2018). Poor usability, on the other hand, can lead to frustration, confusion, 

and user abandonment. In addition to user adoption and satisfaction, usability can also impact the 

overall success of a product (Purnamasari, 2022). By reducing the cognitive load and effort required 

to complete tasks, usability can improve productivity and reduce errors, leading to greater efficiency 

and effectiveness (Sukmasetya et al., 2020). By understanding and incorporating usability principles 

and best practices, designers and researchers can create products that better meet user needs, are 

more likely to be adopted, and can have a greater impact on user outcomes(Rizal et al., 2020).  

2.3 Usability Research and Best Practices 

Usability research is a critical component of product design and user experience. By understanding 

user needs and preferences, designers can create products that are intuitive, efficient, and satisfying 

to use (Lukanov et al., 2016). Usability research is a broad field that encompasses many different 

methods and techniques. One of the most common methods is user testing, where users are 

observed and interviewed as they interact with a product. In addition to user testing, other methods 

such as surveys, interviews, and focus groups can be used to gather data on user needs and 

preferences (Junus et al., 2015). 

One of the key findings of usability research is the importance of user-centered design. User-

centered design involves designing products with the user in mind and taking into account user 

needs and preferences at every stage of the design process (Sagar and Saha, 2017). This approach 

can lead to products that are more intuitive, efficient, and satisfying to use. Another important 

finding of usability research is the importance of simplicity in design (Georgsson and Staggers, 2016). 

Simple and clear design can improve learnability, memorability, and user satisfaction, and can reduce 

the cognitive load and effort required to complete tasks (Bevan et al., 2016). 
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Usability research has also identified the importance of consistency in design. Consistent design can 

improve memorability, reduce errors, and improve user satisfaction (Clebone et al., 2019). Designers 

can achieve consistency by using common design elements and patterns across different products 

and platforms (Sarkar et al., 2016). Emerging trends in usability research include the use of data and 

analytics to inform product design. By collecting and analyzing user data, designers can gain insights 

into user behavior and preferences and can use this information to improve product design 

(Danielson et al., 2016). 

Industry best practices related to usability include the use of design patterns and guidelines, which 

provide designers with a set of common design elements and principles to work with (Alharbi and 

Mayhew, 2015). These patterns and guidelines can improve consistency and efficiency in design and 

can help designers avoid common usability issues (George et al., 2018). Another best practice is the 

use of prototyping and iteration in design. By creating prototypes and testing them with users, 

designers can identify and address usability issues early in the design process, leading to more 

effective and efficient product design (Bansback et al., 2019).  

2.4 Measuring and Evaluating Usability 

Measuring and evaluating usability is a critical component of product design and user experience. By 

understanding how users interact with a product, designers can identify usability issues and make 

improvements that lead to more effective and efficient product design (Thoren et al., 2016). In this 

section, we will discuss some of the key methods and techniques used to measure and evaluate 

usability. 

One of the methods used to measure usability is the System Usability Scale 

(SUS), which is a 10-item questionnaire that assesses the overall usability of a product (Iqbal and 

Bahruni, 2019). The SUS is a reliable and valid method for assessing the usability and can provide 

valuable insights into user satisfaction and perceptions of a product (Sharfina and Santoso, 2016). 

Other common methods used to evaluate usability include usability testing and heuristic evaluation 

(Maramba et al., 2019). Usability testing involves observing users as they interact with a product, and 



 
 
 

Devetzi E. –Usability Testing & Website Redesign [2021-2023]  Σελίδα 12 
 

can provide valuable insights into user behavior and preferences (Sonderegger et al., 2016). Heuristic 

evaluation involves evaluating a product against a set of usability heuristics, or design principles, that 

have been identified as important for usability (Alqahtani, 2019). 

Eye tracking is another method that can be used to measure usability. By using eye-tracking 

technology to observe where users look at a product interface, designers can gain insights into user 

behavior and preferences (García-Peñalvo et al., 2018). This can help designers identify areas of a 

product that are receiving too much or too little attention and can help inform design decisions 

(Holmes et al., 2019). 

Measuring and evaluating usability is an iterative process. Designers should collect data on usability 

throughout the design process, and use this data to make improvements to the product (Keenan et 

al., 2022). By using an iterative approach, designers can ensure that the product is continually 

improving and meeting user needs (Keenan et al., 2022). In addition to these methods, several key 

factors should be considered when measuring and evaluating usability (Abelson et al., 2016). These 

include user goals and tasks, user demographics, and the context of use. By taking into account these 

factors, designers can ensure that their evaluations are representative of the intended user 

population and context of use (Abelson et al., 2016). 

2.5 Usability and User-Centered Design 

User-centered design is an approach to product design that places the user at the center of the 

design process. By taking into account user needs and preferences at every stage of the design 

process, designers can create products that are intuitive, efficient, and satisfying to use (Barnum, 

2020). In this section, we will discuss the relationship between usability and user-centered design 

and provide some best practices for incorporating user-centered design into product design. 

One of the key goals of user-centered design is to ensure that products are designed with the user in 

mind (Richardson et al., 2017). This means taking into account user needs and preferences at every 

stage of the design process, from conceptualization to implementation. By doing so, designers can 
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create products that are more likely to be adopted by users and can have a greater impact on user 

outcomes (Kuhnel et al., 2018). 

Usability is a critical component of user-centered design. By designing products that are easy to use 

and understand, designers can improve the overall user experience and satisfaction (Gibson et al., 

2016). This can lead to greater adoption of the product and improved user outcomes. One of the key 

methods for incorporating user-centered design into product design is to conduct user research 

(Yumarlin, 2016). User research involves gathering data on user needs, preferences, and behaviors, 

and using this data to inform product design decisions (Guay et al., 2019). This can include methods 

such as user testing, surveys, interviews, and focus groups (Hill et al., 2022). 

Another important aspect of user-centered design is the use of personas. Personas are fictional 

characters that represent the needs and preferences of different user groups (Birnie et al., 2018). By 

creating personas, designers can better understand user needs and preferences and can design 

products that meet the needs of different user groups (Bartolotta et al., 2017). 

In addition to user research and personas, the user-centered design also involves the use of iterative 

design processes (Mayhew and Alhadreti, 2018). By creating prototypes and testing them with users, 

designers can identify and address usability issues early in the design process (Purnamasari, 2022). 

This can lead to more effective and efficient product design and can improve the overall user 

experience. Industry best practices related to user-centered design include the use of design thinking 

and design sprints (Sukmasetya et al., 2020). Design thinking is a problem-solving approach that 

emphasizes empathy, creativity, and user-centered design (Sukmasetya et al., 2020). Design sprints 

are time-boxed design processes that aim to rapidly prototype and test product ideas. 

2.6 Usability Heuristics and Design Patterns 

Usability heuristics and design patterns are essential tools for creating products that are easy to use 

and understand (Rizal et al., 2020). Heuristics are general principles or rules of thumb that can be 

used to evaluate the usability of a product, while design patterns are reusable solutions to common 
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design problems (Lukanov et al., 2016). In this section, we will discuss the importance of usability 

heuristics and design patterns, and provide some examples of how they can be used in product 

design (Junus et al., 2015). 

Usability heuristics are general principles or rules of thumb that can be used to evaluate the usability 

of a product (Sagar and Saha, 2017). Heuristics were first proposed by Jakob Nielsen in the 1990s, 

and have since become a widely used tool in the field of usability (Georgsson and Staggers, 2016).  

Some common usability heuristics include visibility of system status, a match between the system 

and the real world, and user control and freedom. 

Design patterns are reusable solutions to common design problems. Design patterns can help 

designers avoid common usability issues, and can improve the overall user experience (Bevan et al., 

2016). Some common design patterns include the use of breadcrumbs, which help users understand 

where they are within a website or application, and the use of progressive disclosure, which 

gradually reveals information to the user as they need it (Clebone et al., 2019). 

Usability heuristics and design patterns can be used in product design to improve the overall user 

experience (Sarkar et al., 2016). For example, designers can use heuristics to evaluate the usability of 

a product and identify areas for improvement (Danielson et al., 2016). By using design patterns, 

designers can improve the consistency and efficiency of product design, and can help users more 

easily understand and navigate the product (Danielson et al., 2016). 

One of the key benefits of using usability heuristics and design patterns is that they can save time 

and resources in product design (Alharbi and Mayhew, 2015). Rather than starting from scratch with 

each new product, designers can use heuristics and patterns to create products that are consistent 

and efficient. This can lead to more effective and efficient product design and can improve the 

overall user experience (George et al., 2018). 

However, it’s important to note that usability heuristics and design patterns should be used as 

guidelines, rather than strict rules (Bansback et al., 2019). Every product is unique, and designers 

should take into account the specific needs and preferences of their users when designing products 
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(Thoren et al., 2016). By using heuristics and patterns as a starting point, designers can create 

products that are both usable and tailored to the needs of their users (Thoren et al., 2016).     

2.7 Accessibility and Inclusive Design 

Accessibility and inclusive design are important considerations in product design, as they ensure that 

products are usable and accessible to all users, including those with disabilities (Iqbal and Bahruni, 

2019). In this section, we will discuss the importance of accessibility and inclusive design, and provide 

some best practices for incorporating accessibility and inclusive design into product design. 

Accessibility is the practice of designing products that are usable and accessible to people with 

disabilities (Sharfina and Santoso, 2016). This can include visual impairments, hearing impairments, 

mobility impairments, and cognitive impairments. In order to create products that are accessible, 

designers must take into account the specific needs and preferences of users with disabilities, and 

ensure that the product is designed in a way that is easy to use and understand for all users 

(Maramba et al., 2019). 

Inclusive design is the practice of designing products that are usable and accessible to all users, 

regardless of their abilities or disabilities (Sonderegger et al., 2016). The inclusive design takes into 

account the diverse needs and preferences of all users and ensures that the product is designed in a 

way that is intuitive, efficient, and satisfying to use for all users (Alqahtani, 2019). 

Some common best practices for incorporating accessibility and inclusive design into product design 

include the use of clear and simple language, the use of high-contrast colors, the use of alt text for 

images, and the use of keyboard navigation(García-Peñalvo et al., 2018). By using these best 

practices, designers can create products that are accessible and inclusive, and that meet the needs 

and preferences of all users (Holmes et al., 2019).  

Another important consideration in accessibility and inclusive design is using assistive technology 

(Keenan et al., 2022). Assistive technology is any tool or device used to improve the function of a 

person with a disability. By designing products that are compatible with assistive technology, 

designers can ensure that their products are accessible to a wider range of users (Abelson et al.,  
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2016). In addition to these best practices, there are several laws and guidelines related to 

accessibility that designers should be aware of (Alwashmi et al., 2019). The Americans with 

Disabilities Act (ADA) and the Web Content Accessibility Guidelines (WCAG) are two examples of laws 

and guidelines that set standards for accessibility in product design (Barnum, 2020).  

2.8 Usability in Emerging Technologies 

As new technologies continue to emerge, designers need to consider how usability will play a role in 

these emerging technologies (Richardson et al., 2017). Emerging technologies, such as virtual reality 

(VR), augmented reality (AR), and voice-activated assistants, present unique challenges for designers 

in terms of usability. In this section, we will discuss the importance of usability in emerging 

technologies, and provide some best practices for designing usable and satisfying experiences in 

these emerging technologies (Kuhnel et al., 2018). 

One of the key challenges of designing for emerging technologies is that these technologies often 

lack established design patterns and heuristics (Gibson et al., 2016). This means that designers must 

develop new design patterns and heuristics for each new technology, and must continually 

experiment and iterate to find what works best for each new technology (Yumarlin, 2016). 

Another challenge of designing for emerging technologies is that these technologies often require 

new and different interaction modalities (Guay et al., 2019). For example, VR and AR technologies 

require users to interact with the product in 3D space, rather than on a 2D screen. This can require 

new design considerations, such as the need for clear spatial cues and intuitive gesture controls (Hill 

et al., 2022).  

Voice-activated assistants present another challenge for designers, as they require natural language 

processing and understanding (Birnie et al., 2018). Designers must ensure that voice-activated 

assistants are designed in a way that is intuitive and easy to use, while also ensuring that the 

technology can accurately understand and respond to user input (Bartolotta et al., 2017). 

Best practices for designing usable and satisfying experiences in emerging technologies include 

conducting user research and testing, designing for specific use cases, and creating clear and intuitive 
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interactions (Mayhew and Alhadreti, 2018). By conducting user research and testing, designers can 

gain insights into user needs and preferences and can use this information to inform design decisions 

(Purnamasari, 2022). By designing for specific use cases, designers can ensure that the product is 

designed to meet the specific needs of users. By creating clear and intuitive interactions, designers 

can ensure that users can easily understand and navigate the product (Sukmasetya et al., 2020). 

Another important consideration in designing for emerging technologies is the need to be adaptable 

and flexible (Rizal et al., 2020). Emerging technologies are constantly evolving, and designers must be 

able to adapt to changes in the technology and in user needs and preferences (Lukanov et al., 2016). 

By using an iterative design process and remaining open to feedback and iteration, designers can 

create products that are adaptable and flexible, and that can meet the changing needs of users 

(Junus et al., 2015). 

2.9 Conclusion 

Based on the literature review, it is clear that usability is a critical aspect of website design. Usability 

refers to the ease with which users can interact with a website interface and have a quality user 

experience. Various methods and techniques can be used to measure usability, including the System 

Usability Scale (SUS), usability testing, heuristic evaluation, and eye tracking. 

The System Usability Scale (SUS) is a 10-item questionnaire that assesses the overall usability of a 

product or website. It is a reliable and valid method for assessing the usability and can provide 

valuable insights into user satisfaction and perceptions of a product. Usability testing involves 

observing users as they interact with a product/website, and can provide valuable insights into user 

behavior and preferences. Heuristic evaluation involves evaluating a website against a set of usability 

heuristics or design principles that have been identified as important for usability. Eye tracking 

technology can be used to observe where users look on a website interface, providing insights into 

user behavior and preferences. 
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To measure usability, it is important to take into account factors such as user goals and tasks, user 

demographics, and the context of use. By doing so, designers can ensure that their evaluations are 

representative of the intended user population and context of use. 

User-centered design is an approach to website design that places the user at the center of the 

design process. By taking into account user needs and preferences at every stage of the design 

process, designers can create products that are intuitive, efficient, and satisfying to use. Usability is a 

critical component of user-centered design, as it ensures that websites are designed with the user in 

mind. 

Incorporating user research, personas, and iterative design processes are some of the best practices 

for incorporating user-centered design into website design. Design thinking and design sprints are 

also industry best practices related to user-centered design. 

Usability heuristics and design patterns are essential tools for creating product/websites that are 

easy to use and understand. Heuristics are general principles or rules of thumb that can be used to 

evaluate the usability of a website, while design patterns are reusable solutions to common design 

problems. Usability heuristics and design patterns can be used in product design to improve the 

overall user experience. 

Accessibility and inclusive design are important considerations in product design, as they ensure that 

websites are usable and accessible to all users, including those with disabilities. Incorporating best 

practices such as using clear and simple language, high contrast colors, and alt text for images can 

improve accessibility and inclusive design. 

Designing for emerging technologies presents unique challenges for designers in terms of usability. 

Conducting user research and testing, designing for specific use cases, and creating clear and 

intuitive interactions are some best practices for designing usable and satisfying experiences in 

emerging technologies. 

In conclusion, usability is a critical aspect of website design that must be taken into account 

throughout the design process.   
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While conducting this research, it is very important to rely on the above – mentioned website 

evaluation methods, which have been significantly tested and will provide us with reliable results.  

At the same time, the combination of these methods will maximize the validity of the results and will 

push us to worthwhile redesign recommendations for the website we want to evaluate.  

 

3. Company Overview 

Coco Mat is a company that produces natural sleep products, including mattresses, pillows, 

and linens. The company was founded in Athens, Greece in 1989 by Paul Efmorfidis, with the mission 

of creating products that promote healthy sleep and a sustainable lifestyle. (Coco-Mat, 2023). Today, 

Coco-Mat has grown into an international company with stores and showrooms in over 17 countries. 

Coco Mat is known for its commitment to using natural materials in its products. The company 

sources its materials from renewable sources, such as coconut fiber, seaweed, and natural rubber. 

This commitment to sustainability is evident in all aspects of the company, from the design and 

production of its products to the construction of its stores and showrooms. (Coco-Mat, 2023).In 

addition to its commitment to sustainability, Coco Mat is also known for its focus on creating 

products that promote healthy sleep. The company’s mattresses and pillows are designed to provide 

optimal support for the body, while also promoting airflow and temperature regulation. Coco Mat’s 

linens are made from natural materials that are gentle on the skin and promote a comfortable sleep 

environment (Coco- Mat, 2023). 

Coco Mat’s commitment to sustainability and healthy sleep has earned the company numerous 

accolades and awards. In 2018, Coco-Mat was named the World’s Leading Green Company at the 

World Travel Awards, and the company has been recognized by numerous organizations for its 

commitment to sustainability and ethical business practices. Coco Mat's website is an essential tool 

for customers to learn about the company's mission, history, and products.  

The website is designed with simplicity and minimalism, reflecting the company's commitment to 

sustainability and natural materials. 
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One of the standout features of the website is its comprehensive history section, which outlines the 

company's humble beginnings in Athens and its rapid growth into an international brand. Visitors can 

learn about Coco Mat's unwavering commitment to environmental sustainability and promoting 

healthy sleep through its products. 

The website also serves as an extensive catalog of natural sleep products, including mattresses, 

pillows, linens, and accessories, all designed to provide customers with a comfortable and healthy 

sleep environment. Each product comes with a detailed description of its materials, construction, and 

features, along with reviews and ratings from satisfied customers. 

Coco Mat's website goes beyond just showcasing its products. The company offers a range of 

services through the website, including a store locator tool, making it easy for customers to find their 

nearest Coco-Mat store or showroom. Customers can also purchase products directly through the 

website, with free shipping available on select items. 

One of the most impressive features of the Coco Mat website is the wealth of information it provides 

about healthy sleep habits. The website offers practical tips for creating a sleep-friendly 

environment, as well as advice for improving sleep quality. Visitors can also read informative articles 

about the benefits of natural sleep products, the science behind sleep, and how to choose the right 

mattress for their specific needs. 

However, the company is constantly growing and developing. We would expect the same for the 

Coco-mat’s website. Many users, who visit the company's website, expect to see the wide reputation 

of the company, to be reflected on the website at all levels. So the Greek company, known for its 

innovation and creativity, is ready to ensure whether all that it offers on its website is enough to 

offer its customer an ideal browsing experience. (Coco-Mat, 2023).  Finally, at this point, the 

collaboration with the company for the same purpose will bring the desired results through this 

thesis. 
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4. Methodology 

This chapter provides an in-depth overview of the user testing methodology employed to evaluate 

the website's user experience. Specifically, it includes details on the sessions conducted, the 

participants involved, and the length of the sessions, the test artifacts used, and the tasks assigned to 

participants. The aim of the tasks and the metrics used to measure the effectiveness of the redesign 

will also be discussed. By examining these key aspects of the user testing process, we aim to provide 

a clear understanding of how the evaluation was conducted and the insights gained from the results. 

4.1 Method Overview 

The methodology employed in the field study project for usability testing of Coco Mat's Greek 

website included the following.  

The one-shot test was used, involving the exclusive use of the website to answer usability questions 

(Krug, 2014). This method enabled the testing of the website's usability under controlled conditions 

while being time-efficient. 

Also, the Critical Incidents File (CIF) method defines usability as the ability of a product to be used 

effectively, efficiently, and satisfactorily by specified users in a specific context of use. According to 

Bevan (1995), the CIF method was chosen over subjective reporting because it provides better clarity 

and consistency when describing the procedures and outcomes of usability testing.  The testing 

process also included Concurrent Think Aloud and conducted in a natural setting. This method 

required participants to verbalize their thoughts while using the website, allowing for qualitative data 

collection such as emotional responses, impressions, and expressed thoughts, leading to a better 

understanding of their perspectives. This technique's concurrent nature was advantageous as it 

allowed for testing within the given timeframe and encouraged immediate verbalization of thoughts, 

preventing participants from forgetting their feedback (Nielsen, 2012). Participants were recorded 

via screen and audio recording during the testing process to ensure accurate data collection (Krug, 

2014). 
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The testing process also involved moderated testing, where the moderator guided the testing 

process, ensuring that participants were focused and completed the usability testing process without 

any distractions. The moderator also provided support and feedback throughout the testing process, 

ensuring that the data collected was accurate and that participants could use the website as 

intended (Dumas & Redish, 1999). The interviews were personal with each participant to provide a 

comfortable and safe environment for open communication (Lewis, 2013). 

Finally, post-test questions were used to obtain additional data on the website's usability. These 

open-ended questions probed deeper into participants' experiences of using the website and their 

overall impressions of the website's usability (Lewis, 2013). These methods were used to obtain a 

comprehensive understanding of the website's usability while being time-efficient and reliable 

(Nielsen, 2012). 

4.2 Sessions 

Participants were invited to participate in the usability testing via email. To those who responded 

positively, there was also a phone call for further information about the test and its scope. The 

participants were divided into 4 days to carry out the tasks according to their availability. The whole 

procedure took place in each participant's place.  

Regarding the day of the interview process, the participants first, were provided with an informative 

sheet detailing all their rights during and after the completion of the tasks (appendix 1). After the 

consent of the participants, there was information about the sessions as well as the number of tasks 

and the way they would be carried out.  

 One “step” before carrying out the tasks, they were asked to fill out a pre-testing questionnaire 

(appendix 3). This was about the users’ demographics such as their prior experience in online 

shopping and Coco-mat’s website. Participants were asked about what matters most to them when it 

comes to buying sleeping products too.  
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Thereafter, the task sheets were given to the participants, who were requested to study the script 

carefully before proceeding with any task (appendix 4). Also, they were instructed to express out 

loud any action or concern during the tasks. 

While the participants were trying to extract information from the Coco Mat company website, the 

moderator was by their side and recorded the entire process as well as any comments voiced by the 

participants. At the same time, he provided them with help and guidance where needed and 

possible. 

Upon completion of the tasks, the attendees were prompted to answer several post-task open-

ended questions regarding the website's usability (Appendix 5). Additionally, they were urged to rate 

the website on a scale from 0 (not at all usable) to 10 (extremely usable) as well as to evaluate how 

likely they are to recommend the website to someone else, on a scale of 0 (not likely at all) to 10 

(very likely). 

Eventually, when the entire procedure concluded, the recording of the Obs application was stopped, 

and some participants continued with a further discussion regarding the website, while others were 

in a hurry. Coffee and sweets were served as a treat. 

4.3 Length of sessions 

The testing procedure for all the participants was divided and completed in four days. More 

specifically, the tasks were carried out on 22/12, 27/12, 28/12, and 29/12. For each day, there were 

three participants involved in testing while on the last day, there was only one. Regarding the test 

completion time, the welcome and the pre-test questionnaire lasted 10 minutes, the tasks lasted 

about 40 minutes, and the post-test questionnaire lasted on average 15 minutes. In total the 

usability testing procedure was completed in about 65 minutes by each participant. 

4.4 Participants 

Recruiting the participants is a very important part of the usability test. Based on the purpose of the 

study, a persona was created (appendix 2), so as the selection of the participants to be more specific 
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and meet some key research criteria. At this point it is very important to mention the necessary and 

very useful assistance of the Coco-mat company in providing data for the creation of the persona. 

More specifically, according to the company statistics, the average participant needs to be between 

35 to 55 years of age. In terms of gender, the participants are either male or female, but the latter 

predominates according to the statistics. In addition, the knowledge of using an electronic computer 

such as a mobile phone, as well as the ease of navigating the internet with the use of the above-

mentioned means, is essential. Moreover, the average participant needs to have an online shopping 

experience and also to be Greek or to be flexible to navigate in Greek content, since the project 

concerns the Greek website of the Coco-mat company. Furthermore, it is necessary to mention that 

according to the company, 70% of the participants who visit the website, do so through their mobile 

device. In consequence, the tasks that the participants will carry out will involve both the use of a 

laptop and a mobile phone.  An additional relevant characteristic, but not necessary, is that the 

participant belongs to the middle to upper socioeconomic class. 

So, in this dissertation, we sought to recruit participants who would respond to the statistics 

provided by the company, in order to have more valid results. In general, the participants who were 

selected were willing to participate in the specific usability test and were comfortable with letting the 

observer observe their reactions and emotions during the tasks. 

 In total, the participants amount to ten, of which seven are women and three are men.  We also 

managed to range close to and within the age limits by selecting participants aged 26-53. Still, the 

majority of them, although they knew the company by name, had no previous experience with the 

site. At the same time, the majority of participants are used to shopping online, at least once a 

month. However, it is urgent to mention that only 10% of the participants use to purchase sleeping 

products online, while the rest 90% of the participants pointed out that they prefer visiting a store. 

 At this point, it should be mentioned that all ten participants completed the test. In each case, the 

usability testing was carried out in each participant's own space, in a closed room with a strong 

internet connection and complete peace of mind, so that everyone felt familiar and comfortable with 
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that and did not interpret it as if they were being tested themselves. Finally, no participant had prior 

knowledge of what was to be shown or tested and participation in the research was purely voluntary. 

Upon completion of the usability test, coffee and a snack were served. 

 

Participant Age Gender Have 

visited 

Coco-

Mat’s 
website 

Background The frequency 

of online 

shopping per 

month 

P1 Katerina 53 F Νο Tourist 

enterprises 

owner 
 

Once a month 

P2  Eleni 31 F No Tourist 

enterprises 

employee 

 

Twice a month 

P3  Vicky 26 F NO Dentist Once a month 

P4  Eirini 30 F YES Physical 

Therapist 

3 or 4 times per 

month 

 

P5 

Evangelia 

42 F NO Tourist 

enterprises 

owner 

 

1 or 2 times per 

month 

P6 Giorgos 

L. 

47 M NO Photographer 2 or 3 times per 

month 

P7 Christos 32 M NO Media Planner 1 or 2 times per 

month 

P8 Giorgos 

S. 

31 M YES Police Officer Once a month 
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P9 Marilena 27 F NO Yoga Instructor Once a month 

P10 Elena 29 F NO Sales Assistant Once a month 

 

 

 

      .  

Figure 1: The Gender of the participants  

 

4.5 Test Artifacts 

In order to carry out the tasks and to gather the necessary data, some materials, and tools were 

used. 

 Participants information sheet (Appendix 1) 

The main purpose of this document is to inform the participants about what is going to happen 

during the test procedure, as well as the purpose of this research. Also, it is important to give them 

some instructions regarding the tasks and the tools that will be used i.e., laptop, mobile phone, and 

recording. In addition, they need to be aware of the confidentiality of their data, and the voluntary 

nature of their participation, such as their right to withdraw from the testing procedure if for some 

reason they want to. Moreover, information and details of the examiner are given, in case questions 

This chart shows the ratio between male and 

female participants. Men constitute 30% of the 

population while women represent the majority 

and the remaining 70%. 
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arise after the test. Finally, it is crucial to let the user know what data is going to be used and how it 

is going to be used in the study before taking the test.  

 Pre-test questionnaire (Appendix 3) 

Participants are asked to answer some closed-ended questions before the tasks, as well as some 

questions about their demographics.  

 Task instruction sheet  

This document contains in detail all the tasks that the participant is asked to do. More specifically, for 

each task, a scenario is first given, in order to feel the participant in the mood and make the process 

more natural and realistic. People mustn't consider that they are being examined, but that they have 

a purpose to achieve. At the same time, in the same sheet, the approximate time that the participant 

will need to devote to each task is indicated. 

 Post-test questionnaire (Appendix 4) 

The answers to this questionnaire are crucial for the research. Participants are asked to evaluate 

their ease of browsing the website of Coco-mat and its usability. These questions are answered after 

the overall tasks are completed and allow users to openly express all their feelings about the site, 

whether they are positive or negative. In addition, participants are asked to make suggestions for 

improving the website where it is needed. Finally, a 10-point Likert scale is used, so that they can rate 

the usability of the existing site. 

 Equipment 

A Dell Intel Core I5 laptop was used to carry out the tasks, as well as 12 different mobile phone 

devices. The use of different mobile devices was consciously chosen because each participant was 

different familiar with the android and ios operating systems. For this reason and their convenience, 

they were asked to use their device. On the contrary, when asked, all users claimed that they were 

adequately familiar with windows. That's why a common portable computing device was chosen for 

everyone. 
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 At the same time, a computer microphone and webcam were necessary. Finally, audio and video 

were recorded through the OBS application. 

4.6 Tasks 

Part of the empirical evaluation was to determine a set of indicative tasks, based on some scenarios, 

to be completed by the participants on the site. So, eight tasks were selected, with the criterion of 

covering as many as possible website functions, but also the typical requirements of an average user. 

The following is their presentation.  

 

No. Scenarios Tasks Device Estimated 
time 

    1. You are 

interested in 

changing the 

mattress on 

your bed 

because the 

previous one 

doesn’t fit you 

anymore.  

A colleague of 

yours suggested 

Coco-mat 

mattresses to 

you, so you 

• Visit the Coco-mat 

website and select 

your location country 

as the browsing 

country to navigate to 

the Greek website. 

• Look for the natural          

materials used by 

Coco-mat, for the 

production of its 

products. Read more 

details about one that 

raises your interest 

Laptop 5 minutes 
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decided to take 

a look at the 

website to get 

informed about 

the company 

and its 

products. 

the most. 

2. 
Your elderly 

grandmother 

complains to 

you that she is 

experiencing an 

inability to get 

enough sleep in 

the evening, 

due to the 

physical pain 

that afflicts her.  

She asks you to 

find a mattress 

for her.  

• Choose a semi-

double mattress with 

medium elasticity from 

the category 

“mattresses”. 

• Locate the mattress 

named "Epicurus” 

using the search 

engine and select the 

dimensions you 

prefer. 

Mobile 

Phone 

 

 

6 minutes 

3. You have a 5-

year-old child 

and a 6-month-

• Choose a mattress of 

your choice for your 

Laptop 6 minutes 
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old baby. older child. 

• Find the maternity 

and nursing pillow 

“Lito” for your baby. 

Add it to your 

shopping cart. 

4. You are doing 

market research 

for sleeping 

products and 

linen. 

• Discover the “18 

suggestions with gifts” 

that Coco-mat offers 

and mention one 

interesting solution for 

you. 

Mobile 

Phone 

5 minutes 

5. You have 

decided to 

update your 

living room. 

• Go to the 

accessories category, 

find a decorative rug 

of your choice, and 

add it to the desired 

products. 

• If you are not a 

registered customer, 

please create an 

account. 

Mobile 

Phone 

5 minutes 
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6. Browsing the 

Coco-mat 

website, you 

found a bed 

that you liked, 

but you are 

interested in 

learning more 

information 

about it. 

• Go to the 

communication tab. 

Locate the phone for 

the store in Maroussi, 

Attica. 

Laptop 4 minutes 

7. As the 

Christmas 

holidays are 

approaching, 

you want to buy 

a gift for your 

sister’s new 

home, as well as 

for your mother 

too. 

• Choose a €200 gift 

card for your sister, so 

she can get what she 

needs the most. Add it 

to your cart. 

• Choose for your 

mother the knitted 

blanket "Flora", in the 

color that you wish. 

Check the delivery 

time according to the 

website. Add it to your 

cart and select 

Laptop 6 minutes 
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purchase. 

8. Exploring the 

mattresses on 

the Coco-mat 

website, you 

have decided to 

buy a mattress 

of your choice.  

You want to try 

the mattress in 

the store to 

proceed with 

the purchase. 

• Locate the nearest 

store that serves you, 

based on your location 

through the Coco-mat 

website. 

Mobile 

Phone 

 

4 minutes 

 

4.7 Aim of the tasks 

 

TASK 1: 

Part 1: Exploring the Coco-mat website to select the location and navigate to the Greek website. 

Purpose: The purpose of this part is to analyze the website's design and navigation features, 

specifically how easy it is for users to select their location and navigate to the Greek website. By 

simulating a scenario where a user is interested in purchasing a Coco-mat mattress and has been 

referred by a friend, participants will be asked to navigate to the correct website based on their 

location. This task will help assess the website's usability and the clarity of the website's instructions. 
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Objective: This part of the task relates to the research objective of upgrading the Coco Mat's website 

based on usability testing by identifying any challenges users face when trying to navigate to the 

correct website based on their location (Nielsen, 1994). The results of this part will help identify 

chances for progress in the website's design and navigation features to make it easier for users to 

select their location and find the relevant information they are looking for. 

 

Part 2: Exploring the Coco-mat website for natural materials used in production. 

Purpose: The purpose of this part is to evaluate the website's content and information architecture, 

specifically how easy it is for users to find information about the natural materials used by Coco-mat 

in the production of its products. By selecting a natural material that raises their interest and reading 

more about it, participants will be asked to evaluate the quality and relevance of the information 

provided about Coco-mat's products. 

Objective: This part relates to the research objective of improving Coco Mat's website based on 

usability testing by identifying potential issues or obstacles users face when trying to find information 

about the natural materials used in Coco mat's products (Nielsen, 1994). The results of this part will 

help identify opportunities for improving the website's content and information architecture to make 

it easier for users to find and access relevant information about the company's products. 

 

Task 2: Searching for a semi-double mattress with medium elasticity and selecting the one named 

"Epicurus". 

Purpose: The purpose of this task is to evaluate the website's search and filtering features, 

specifically how easy it is for users to find a specific type of product and select the preferred model 

based on their needs. By simulating a scenario where a user is searching for a mattress for an elderly 

family member with physical pain, participants will be asked to use the website's filtering features to 
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locate a semi-double mattress with medium elasticity and then use the search engine to find the 

"Epicurus" model with the preferred dimensions. 

Objective: This task relates to the research objective of improving Coco Mat's website based on 

usability testing by identifying any obstacles users face when trying to filter and search for a specific 

type of product and selecting the preferred model based on their needs (Nielsen, 1994). The results 

of this task will help identify opportunities for improving the website's filtering and search features to 

make it easier for users to find and select the relevant products they are looking for. Additionally, this 

task will test the accuracy and functionality of the website's search engine when users search for a 

specific product, including any potential issues related to spelling errors or the use of different 

phrases to search for a product. This will help identify any potential issues with the search engine and 

provide insights for enhancement. 

Task 3: Selecting a mattress for an older child and adding a maternity/nursing pillow to the shopping 

cart 

Purpose: This task aims to examine the Coco Mat website's product information and shopping 

features, with a focus on how easily users can find and select appropriate products for their needs 

and add them to their shopping cart. In this task, participants will be presented with a scenario of 

selecting a mattress for an older child and a maternity/nursing pillow for a baby. They will be asked 

to use the website's product information and shopping features to select the appropriate products 

and add them to their shopping cart. 

Objective: The objective of this task is to identify any potential areas for improvement in the Coco 

Mat website's product information and shopping features, specifically related to finding and selecting 

the relevant products for users' needs. Additionally, this task will assess the website's checkout 

process to identify any potential issues or areas for enhancement. The findings of this task will 
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provide valuable observations to optimize the overall usability and user experience of the Coco Mat 

website. (Nielsen, 1994). 

Task 4: Discovering Coco mat's "18 suggestions with gifts" and selecting an interesting solution 

Purpose: This task aims to evaluate the Coco Mat website's marketing and promotional features and 

how easily users can discover them. Participants will be asked to explore the website and find the "18 

suggestions with gifts" feature, which provides promotional solutions for sleeping products and linen. 

The task aims to assess how easy it is for participants to find the feature and whether the banner 

that displays it on the homepage catches their interest. 

Objective: The objective of this task is to recognize any probable concerns users may have when 

trying to find promotional features on the Coco Mat website, such as the "18 suggestions with gifts" 

feature (Nielsen, 1994). The task aims to identify opportunities for improving the website's marketing 

and promotional features to make them more visible and easily accessible to users. Additionally, this 

task will evaluate the effectiveness of the banner displaying the feature on the homepage and 

whether it successfully captures users' attention. The outcomes of this task will provide insights to 

refine the Coco Mat website's overall usability and user experience related to its marketing and 

promotional features. 

Task 5: Adding a decorative rug to the Wish list and creating a new account (if not already registered) 

Purpose: The purpose of this task is to evaluate the Coco Mat website's account creation process and 

Wish list feature, with a focus on user experience and ease of use. Specifically, participants will be 

asked to simulate updating their living room and use the website's accessories category to find and 

add a decorative rug to their Wish list. The purpose is to understand the challenges that users face 

while attempting to create a new account or using the Wish list feature. (Burke, 2016; Babich, 2019) 
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Objective: The objective of this task is to gather participants' input regarding their experience with 

the Coco Mat website's account creation process and Wish list feature, to improve usability and user 

experience. Additionally, we will draw insights from the literature on best practices for designing 

user-friendly account creation and login processes, such as "10 Examples of Excellent User On 

boarding" and "Designing Effective Sign-Up and Login Pages" by Nick Babich. (Babich, 2019)  

Task 6: Finding communication information on the Coco-mat website 

Purpose: The purpose of this task is to evaluate the Coco-mat website's communication tab and the 

ease of finding communication information. Participants will be asked to locate the phone number of 

the store in Marousi, to learn more about a bed they liked and to identify any potential difficulties in 

this process (Babich, 2018). 

Objective: The objective of this task is to gather participants' input on their experience locating 

communication information on the Coco-mat website, to identify opportunities to improve the 

website's overall usability and user experience. We aim to gather insights on any obstacles or issues 

participants may have faced while trying to locate communication information. 

Task 7:  Add a gift card and knitted blanket to your shopping card on the Coco-mat website. 

Purpose: This task aims to evaluate the Coco-mat website's gift card purchasing process and delivery 

time information. Participants will be asked to purchase a €200 gift card for their sister and a knitted 

blanket "Flora" for their mother, identifying any challenges or difficulties they encounter during the 

process. 

Objective: The objective of this task is to gather participants' feedback on their experience with the 

Coco-mat website's gift card purchasing process and delivery time information (Babich, 2019; 

Hollenbeck, 2020). Using literature on effective checkout processes, we will identify opportunities to 
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improve the Coco-mat website's checkout process and user experience. The results of this task will 

provide insights to enhance the Coco-mat website's overall usability and user experience. 

Task 8: Finding the nearest Coco-mat store on the website. 

Purpose: The purpose of this task is to evaluate the Coco-mat website's store locator feature and the 

ease of finding the nearest Coco-mat store. Participants will be asked to locate the nearest store that 

serves them based on their location using the Coco-mat website's store locator feature. The task 

aims to identify any barriers or difficulties users face when trying to locate the nearest store (Babich, 

2018). 

Objective: The objective of this task is to gather participants' feedback on their experience finding 

the nearest Coco-mat store on the website, and to identify opportunities to improve the website's 

overall usability and user experience. We will gather feedback on any barriers or difficulties 

participants may have faced while using the store locator feature. 

4.8 Metrics 

In usability testing, various metrics are used to measure the effectiveness of a website's design and 

evaluate how users interact with it. These metrics provide insights into how well the website 

supports users in achieving their goals and can help identify areas where the website may need 

improvement. The metrics that we used in this usability testing include success rate, time on task, 

error rate, task completion rate, user satisfaction, assists, and Net Promoter Score (NPS). By using 

these metrics, we can get a better understanding of how users themselves perceive websites, and 

based on these findings; make informed decisions to improve their usability. More specifically, 

regarding effectiveness, we tend to measure it based on the success of the tasks. To consider a task a 

success, the user must have managed to complete it. If the task is abandoned before completion, 

then it is considered a failure (so we assign a value of “0”). Even if the user takes another path to 
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complete it, it is still considered a success (so we assign a value of “1”). The effectiveness rate is 

calculated by dividing the number of completed tasks by the total number of tasks undertaken and 

multiplying by 100%.  

● Error: The number of errors users make while completing a task. 

● Assists: The amount of help or guidance the participant receives each time they get stuck in a 

task and cannot progress. 

● Time on task: The amount of time it takes users to complete a task. This metric is very 

important because based on the time on task, the efficiency is measured. The time on a task 

is measured separately for each participant, and at the end, we calculate the overall 

efficiency by dividing the time taken by those who managed to complete the tasks, by the 

time taken by all users together. Finally, we multiply it by 100. 

● Task completion rate: The percentage of users who complete a task. 

● User satisfaction: Users' self-reported satisfaction with the website. This metric was based on 

the post-task close-ended questions that the participant was asked to answer after the 

completion of the tasks. 

● Net Promoter Score (NPS): A metric used to evaluate how likely users are to recommend a 

website to others. We asked the participants to rate on a scale from 0 to 10. 

5. Analysis 

In this chapter, the focus will be on presenting a summary of the findings from the user testing 

sessions. The performance data collected during the sessions will be analyzed and discussed, with a 

particular emphasis on identifying any user experience issues that were observed. 
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5.1 Summary of the findings 

The Coco-Mat website received feedback from its users, and the results were mixed. On one hand, 

users found the site to be minimalistic and beautiful. However, the organization of the products and 

tabs in which they are displayed seemed to be a problem for most users. Moreover, some 

participants suggested that the site could benefit from greater coherence and a more modern 

design. Despite this, the navigation of the site was pleasant, and the information provided was 

useful. However, the use of different colors and font sizes appeared to tire the users. Overall, the 

participants expressed their opinions and suggested solutions to improve the website's organization, 

navigation, and aesthetics. 

5.2 Performance Data 

Task 1 

Participant Task Success Time-on-task Assists Error 

1 success 415 1 0 

2 success 330 0 0 

3 success 385 1 1 

4 success 70 0 1 

5 success 195 0 0 

6 success 390 0 0 

7 success 240 0 0 

8 success 190 0 0 

9 success 300 0 1 

10 fail 345 0 1 

Central Tendency 
(mean, %) 

90% 286 0.2 0.4 

Standard 
Deviation 

 110.12 0.42 0.51 
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Time-Based 
Efficiency 

0.214 g/m    

 

Part 1: Exploring the Coco-mat website to select the location and navigate to the Greek website. 

Findings: 100% of the participants managed to complete this part of the task. All participants 

completed this part of the task within the first minute of navigating to the website. The majority of 

participants found that upon entering the website, the country was already pre-selected. When it 

was not already pre-selected and they did not need to change it themselves, it appeared to them as 

an easy process. 

 Participant Comments: 

● “The location is preselected when I enter the website”. 

● “It's an easy process”. 

● “According to my IP address, the location should be automatically selected instead of me 

choosing it”. 

 

Part 2: Exploring the Coco-mat website for natural materials used in production. 

Findings: Most participants chose to enter a product in order to identify the materials from which 

the company's mattresses are made. Less than half visited the “philosophy” tab. 90% of them 

managed to complete the process. Most did not have difficulty identifying the materials while 

reading about a particular mattress. Finally,50% of the participants took more than 5 minutes, (which 

was the estimated completion time), to complete the task, while they spent over half of their allotted 

time on conducting this part of the task (Part 2). 

 

Participant Comments: 

● “It is impressive to read about natural materials”. 

● “There should be a separate tab that mentions "materials" or something similar”. 

● “I understand why the company placed the materials there, but I believe there should be 

another tab”. 

● “My mom would not think to go into the philosophy tab to search for natural materials. 
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● “Even from the initial page, I can already detect hints that help me understand what the 

mattresses are made of”. 

● “The materials on the photograph depicting them should be clickable”. 

 

Task 2: 

 

Participant Task Success Time-on-task Assists Error 

1 success 240 0 1 

2 success 300 0 0 

3 success 270 1 1 

4 success 208 0 0 

5 success 195 1 1 

6 success 190 0 0 

7 success 120 0 0 

8 success 190 0 0 

9 success 270 0 0 

10 success 200 0 0 

Central Tendency 
(mean, %) 

100% 218.3 0.2 0.3 

Standard 
Deviation 

 52.4 0.42 0.48 

Time-Based 
Efficiency 

0.274 g/m    

 

Part 1: Choose a semi-double mattress with medium elasticity from the category “mattresses”. 
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Findings: Concerning this particular part of the task, the success rate is 100% for all participants.  

Specifically, all of the individuals involved managed to finish this segment successfully in less than 6 

minutes. The participants found the process to be relatively straightforward. Moreover, five out of 

the ten people who took part did not experience or mention any issues, in contrast to the remaining 

five who primarily focused on the elasticity filter, which they felt ought to have been present. Using 

the mobile phone facilitated the participants, who prefer it over the laptop when making their 

purchases. The error rate is 10%. 

Participant Comments: 

● "Although I chose to display semi-double layers, the information I am getting pertains to 

double mattresses." 

● "On my mobile, only the names are displayed and I cannot see information about elasticity. I 

have to randomly select a mattress to find out." 

● "I'm having trouble finding the option for medium elasticity." 

● "I typed 'medium elasticity' in the search engine and it showed me a bed base for the Orestis 

bed. However, the picture displayed was for a mattress. I am confused." 

● “The scale defining elasticity should be an odd number, so that the average elasticity can be 

more easily determined.” 

Part 2:  Locate the mattress named "Epicurus” using the search engine and select the dimensions 

you prefer. 

Findings: Regarding this part of the task, the success rate of the participants is 100%. 8 out of 10 

participants managed to easily complete the task within the allocated time. In this part of the task, 

an error rate of 20% arises, of which 10% is related to the inability of the search engine to read the 

word "epikoyros" in the text. The remaining 10% is due to misunderstanding the requirement to use 

the search engine. 

Participant Comments: 

● "I usually order a mattress length of more than 2 meters, which is not available in the 

standard dimensions." 

● “It should have displayed the mattress dimensions in the tab for semi-double mattresses as 

well, since according to the information provided for the mattress, it is available in those 

dimensions too.” 
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● "Even though I typed it exactly as it appears on the website, it shows up second in the 

results. The first result that I can see, 'lucky couples', is something unrelated to what I 

searched for." 

 

Task 3:  

Participant Task Success Time-on-task Assists Error 

1 success 240 1 2 

2 success 330 0 0 

3 success 180 1 1 

4 success 292 0 1 

5 success 160 0 1 

6 success 200 1 1 

7 success 120 0 0 

8 success 300 0 2 

9 fail 420 0 2 

10 success 345 0 3 

Central Tendency 
(mean, %) 

90% 258.7 0.3 1.3 

Standard 
Deviation 

 94.47 0.48 0.94 

Time- Based 
Efficiency 

0.249 g/m    

 

Part 1: Choose a mattress of your choice for your older child. 

Findings: The success rate in this part of the job is 100%. It is important to mention that 7 out of 10 

users used the "children's and baby mattresses" tab and its existence helped them. 30% of users 

simply searched for their chosen baby mattress from the general mattresses tab. The process was 

commented on as simple and easy by the participants. The error rate for this part of the task is 0%. 

Participant comments:  
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● “It is very positive that there is information about the mattresses on each tab. For example, I 

didn't know that we should turn our mattresses often.” 

● “I can't see the elasticity in kids' mattresses.” 

 

Part 2:  Find the maternity and nursing pillow “Lito” for your baby. Add it to your shopping cart. 

Findings: This particular part of the task was too difficult for 90% of the participants. This is also 

visible from the error rate, which reached 90%. It is important to mention that 9 out of 10 

participants chose to visit the pillows tab in order to locate the maternity and nursing pillow they 

were looking for. Most of them were surprised when they did not find it in this category. At the same 

time, 30% of the participants asked for assistance and also only 30% of them thought to visit the 

accessories category. Ultimately all participants who completed this part of the task managed to do 

so with the use of the search engine. However, 20% of participants had difficulty even with the 

search engine that did not recognize the text "Lito".  

10% of participants took longer than the estimated time to complete this part of the task. 

Participant comments:  

● “The maternity pillow should be under the pillows tab.” 

● “I can't find the search engine…  Am I blind? It’s in front of me.” 

● “I should be able to buy the pillows online. The site doesn’t let me add it to the cart.” 

● “It was very difficult to locate the maternity pillow on the website.” 

● “I search for pillows in the search engine and the first results Ι can see are irrelevant.” 

● ”The titles given to the pillows are either names, or materials. They are not useful to use at 

all” 

● “I am very confused. I can't find the maternity pillow under the kids’ pillows category, but I 

can find it under the category kids and then kids pillows category. How can it be possible?” 

● “They have to make the categorization anyway.” 

Task 4 

Participant Task Success Time-on-task Assists Error 

1 success 300 0 2 

2 fail 290 1 2 
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3 success 240 1 0 

4 success 110 0 0 

5 fail 210 0 2 

6 success 185 0 2 

7 success 80 0 1 

8 success 60 0 0 

9 success 120 0 1 

10 success 60 0 0 

Central Tendency 
(mean, %) 

80% 165.5 0.2 1 

Standard 
Deviation 

 92.02 0.42 0.94 

Time Based 
Efficiency 

0.415 g/m    

 

Findings: This task appeared to be difficult for the majority of participants. 80% of users managed to 

complete the task. The percentage of the assistance requested by the participants is 10%, but the 

percentage of error reached 60%. Participants who completed the task managed to do so within the 

estimated time. In the specific task, there was no common path followed by the participants toward 

completion. 40% of participants chose to visit the deals tab, while the rest visited either the blog tab 

or the linens tab. 20% of the participants tried to type the text "gift" or "complete sentences" into 

the search engine, but without any result. 

Participant comments: 

● “There should be a suggestions tab in the menu.” 

● “I don't know how to get back to the home page.” 

● “The font on the” 18 complete gift suggestions” that appear on the home page is very small.  

The banners offer nothing and are not attractive.” 

● “The 18 complete gift suggestions are not well organized. They are not even 18.” 

● “The offers tab includes completely unrelated content. It should also include gift 

suggestions.” 
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● “I don't understand the purpose of the title "Morpheus". It doesn't incline me towards 

anything. It is just a name as the mattresses have.” 

● “There should be pictures that attract you to take this offer.” 

● “I found it by accident.” 

● “I cannot find it.” 

● “It is not clear what it offers. It is confusing.” 

 

Task 5 

Participant Task Success Time-on-task Assists Error 

1 success 150 0 0 

2 success 170 0 0 

3 success 120 0 0 

4 success 114 0 0 

5 success 90 0 0 

6 success 140 0 0 

7 success 80 0 0 

8 success 60 0 0 

9 success 130 0 0 

10 success 80 0 0 

Central Tendency 
(mean, %) 

100% 113.4 0 0 

Standard 
Deviation 

 35.27 0 0 

Time Based 
Efficiency 

0.529 g/m    

Part 1: Go to the accessories category, find a decorative rug of your choice and add it to the desired 

products. 

 Findings: 100% of participants managed to complete this part of the task within the estimated time. 

50% of the participants achieved it within the first 2 minutes. The error rate is 10% and involved a 
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participant's attempt to type the text "accessories" into the search engine. The results obtained from 

this search were irrelevant to the product she wanted to find. 

Participant comments: 

● “I like the products that are displayed here.”  

● “Ι wish there were closer pictures like there are on the website of ‘ZARA’ so I can see all the 

details better.” 

● “Ι want to see the fabric closer”. 

● The filter based on the names of the carpets does not help me anywhere. Only needed if 

you're looking for a product that you already know the name of. However, there are only a 

few products, so this filter is unnecessary.  

 

Part 2: If you are not a registered customer, please create an account. 

Findings: All participants completed this part of the task in less than a minute. It was a routine 

procedure for most of them. There was no difficulty or error. 

Participant comments: 

● “Very simple and easy procedure.” 

● “I like that the auto-fill works on websites I choose to create an account on.” 

 

Task 6. 

Participant Task Success Time-on-task Assists Error 

1 success 190 0 0 

2 success 130 0 0 

3 success 150 1 1 

4 success 127 0 0 

5 success 130 0 0 

6 success 80 0 0 

7 success 120 0 0 

8 success 140 0 0 
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9 success 180 0 0 

10 success 120 0 1 

Central Tendency 
(mean, %) 

100% 136.7 0.1 0.2 

Standard 
Deviation 

 31.37 0.30 0.42 

Time Based 
Efficiency 

0.438 g/m    

 

Findings: 100% of participants managed to complete this task. The error rate is 20% and resulted 

from the use of the search engine. The participant typed ‘Marousi’, but the results were about the 

events that take place in Marousi and were unrelated to the communication information. 40% of the 

participants located the phone from the contact tab in the footer. 20% chose to enter the "company" 

tab and find it from there. 10% found it from the "store location" tab in the footer, while the other 

10% chose "schedule a visit". The majority of participants commented that they are used to seeing 

the communication in the footer, but they would like to have a separate tab in the menu. 

Participant comments: 

● “I don't mind the communication in the footer but I would like to see it in the menu as well.” 

● As I enter the contact tab, I only see the phone numbers of Xanthi and Kifisia. The text "find 

out the rest of the stores here" goes unnoticed. The font is too small. 

 

Task 7 

Participant Task Success Time-on-task Assists Error 

1 success 290 0 2 

2 success 240 0 1 

3 success 330 1 0 

4 success 189 0 0 

5 fail 270 0 1 

6 success 80 0 1 

7 success 330 0 2 
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8 success 140 0 0 

9 success 260 0 1 

10 success 260 0 0 

Central Tendency 
(mean, %) 

90% 238.9 0.1 0.8 

Standard 
Deviation 

 80.68 0.31 0.78 

Time Based 
Efficiency 

0.254 g/m    

 

 

Part 1: Choose a €200 gift card for your sister, so she can get what she needs the most. Add it to 

your cart. 

Findings: in this part of the task, the success rate is 90%. Nevertheless, the error rate reaches 60%. It 

is important to mention that 40% of the participants thought that the gift card would be in the offers 

tab. At the same time, 20% of the participants experienced difficulty finding the gift card in the 

search engine, because when typed "δωροεπιταγή” (gift check, there were no results. Finally, 50% of 

participants found the gift card through the footer on the “more” tab. The majority of participants 

agreed that it should not be there. It should be promoted more. 

 Participant comments: 

● “It is negative that we are on a Greek website and the ‘δωροκάρτα’ appears as a gift card” 

● “I cannot find it. I prefer to call the company and ask them if they have it” 

● “Do I need to own an account so I can find it?” 

● “According to the URL I see when I open it, the gift card it's not embedded anywhere, and it’s 

a tab on its own. 

 

Part 2: Choose for your mother the knitted blanket "Flora", in the color that you wish. Check the 

delivery time according to the website. Add it to your cart and select purchase. 

Findings: In this part of the task, the participants achieved 100% success. They didn't seem to 

struggle much in completing it. The names of the products were something that troubled them. At 

the same time, there is a 20% error rate. 50% of the errors were due to the omission of filling all 
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mandatory fields (such as the dimensions of the blanket), while the other 50% were due to searching 

for the product in the wrong category. It is also important to note that all participants completed this 

part of the task within the estimated time. Additionally, 40% of the participants successfully located 

the blanket by typing "κουβεερτα" or “φλωρα” or "flora" in the search bar, while the remaining 60% 

found it through the "bedding" tab. Finally, only 10% of the participants seemed to struggle in finding 

the delivery time. 

Participant Comments: 

● "I can't see the names. I need to hover my mouse over the blankets to see them." 

● "I don't like the name, Flora." 

● "I can't find the delivery time." 

● “I forgot to add dimensions and the red field appears above the color. It confuses me. It 

should have been exactly above the dimensions.” 

● “The names should be placed below the products, not at the beginning of the page.” 

● "The squares with the titles in them of each category in the white goods are too large. On the 

contrary, the font size is very small on the homepage. They need to decide on a consistent 

design." 

● "I like that I can see the delivery time on the website." 

Task 8 

Participant Task Success Time-on-task Assists Error 

1 success 125 0 0 

2 success 70 0 0 

3 success 80 0 0 

4 success 81 0 0 

5 fail 40 0 1 

6 success 80 0 0 

7 success 75 0 1 

8 success 60 0 1 

9 success 260 0 0 
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10 success 70 0 0 

Central Tendency 
(mean, %) 

90% 94.1 0 0.3 

Standard 
Deviation 

 62.05 0 0.48 

Time Based 
Efficiency 

0.599 g/m    

 

Findings: In this task, participants achieved a success rate of 90%, with one in ten choosing to search 

for information about the company by leaving the website and using Google's search engine to find 

contact details. This was considered a failure to complete the task. Additionally, the error rate was 

20% because two of the participants entered "Rethymno» instead of "Crete" in the address field. All 

participants who completed the process did so within the allotted time. It's important to note that no 

one chose to click on the purple button that appears on the side of the homepage labeled "stores". 

Finally, 60% of participants completed the process by selecting "store location" in the footer, 10% 

chose "stores and hotels" from the menu, and 20% chose "book an appointment at our store". No 

one chose to click on the "company" tab. 

 

Participant Comments: 

● "I am impressed that we have a Coco mat store in Rethymno." 

● "I like that there is an option to find the nearest store." 

 

Chart 1.1 illustrates the comparative proportions of participants who accomplished the task with the 

aid of assistance and those who did not receive any aid. Meanwhile, Chart 1.2 depicts the 

corresponding percentages of participants who achieved task completion without committing any 

errors and those who encountered some form of error. Finally, Chart 1.3 shows Time Based Efficiency 

for each task. 
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Figure 2: Assisted Tasks  

 

Assisted total task completion rate is 13, 75%. 

            

 

  
Figure 3: Task error rate  

 

Total task completion rate with Error is 40 %.  

 

Figure 4: Time Based Efficiency  

 

Task 8 has the best time-based efficiency rate of 0.599 g/m., whereas task 1 has the lowest time-

based efficiency rate of 0.214 goals /minute.  
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Upon completion of the tasks, the participants were asked to rate from 0 (not at all) to 10 (very 

much), how functional the site is according to their experience. At the same time and on the same 0-

10 Likert scale, participants were requested to rate how likely they are to recommend the site to 

somebody who is interested in sleep products. 

In Figure 4 the above-mentioned participants’ scores are presented. The average participant rates 

the website's functionality 7 out of 10 while the possibility of recommending the website to someone 

else is 69%. 

 

 
Figure 5: Evaluation of the website  

5.3 User Experience Issues 

In this section, the issues faced by the participants during the tasks are presented. The following- 

mentioned weaknesses were derived from participant observation during the tasks (transcripts are 

available upon request). At the same time, some suggested improvements are listed next to each 

issue. Those suggestions came from the open-ended post-testing questions. In these questions the 

participants were asked to comment on the tasks they found most difficult, but also the most 

interesting. They were then asked to make some suggestions if they wished to. Finally, the impact of 

each issue for the business is shown in the last column. 

 
Table 11: User Experience Issues 
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No. Issue Summary Suggested Improvements for 

Redesign 

Priority 

 Ease of Use   

1. 

The search engine often presents 

difficulty in displaying relevant 

results. At least 4 out of 8 

participants encountered this issue 

during the task process when 

choosing to use the search engine. 

 

 Improve Search 

Algorithm. 

 Apply Synonyms and 

Related Terms. 

 

 

 

Medium to High 

2. 

Difficulty Navigating to Homepage. 

At least 3 users reported that they 

had to think for a few seconds 

about how to return to the 

homepage, or they could not do it 

and had to use the back arrow to 

return to the previous page. 

 

 Coco Mat can add a 

"Home" button on every 

page of the website. 

 

Medium to High 

3. 

Inefficient filter based on the 

products. 

 

 Replace it with a filter 

that is more helpful to 

customers, such as filters 

based on size, color, 

material, and elasticity. 

 

High 

4. 

Lack of approximate prices on 

mattresses causes inconvenience 

for customers 

 Include approximate 

prices or price ranges for 

the mattresses on the 

store's website or online 

catalog. 

 Provide a price range 

based on size, features, 

or other factors. 

 Offer an online chat or 

phone support where 

customers can ask for 

pricing information 

before visiting the store. 

 

Low 
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5. 

Excessive scrolling on the 

homepage.  Reorganize the content 

on the homepage by 

prioritizing the most 

important information 

and removing any 

unnecessary elements. 

 Implementing a "back to 

top" button can also 

improve the user 

experience by allowing 

users to quickly return to 

the top of the page 

without having to scroll 

back up. 

 

Medium 

 Findability   

6. Difficulty finding information on 

mattress materials under the 

'Natural Materials' and ‘Philosophy’ 
tabs. 

 Add a separate tab for 

"Materials". 

 

Medium 

7. Difficulty finding elasticity 

information and options on the 

mobile version of the website. 6 

out of 8 participants faced this 

issue while using their mobile 

phone.  

 Add a column or section 

for the elasticity 

information. 

 The website could have a 

filter option for selecting 

mattresses based on 

specific features such as 

elasticity. 

 

 

High 

8. Difficulty finding products on the 

website. 

 Reorganize the product 

categories and 

subcategories in a way 

that makes it easier for 

users to find what 

they're looking for. For 

instance, place the 

maternity and 

breastfeeding pillow 

under the category of 

pillows. 

 

High 
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9. Confusing Error Message, (red 

field), Positioning on Product Page. 

 Move the error message 

to be exactly above the 

forgotten dimension 

field. 

 Providing more 

informative and specific 

error messages such as 

"Please enter 

dimensions" would also 

help users better 

understand the issue and 

fix it quickly. 

Medium 

 

 Learnability   

10. The names of the products are not 

helping users to understand their 

purpose or features. 

 Provide more descriptive 

and meaningful names 

for the products, which 

would give the users a 

better understanding of 

the features and benefits 

of each product. 

 Include brief descriptions 

or taglines for each 

product. 

 

Medium 

 User Interface (UI) Design   

11. Small Font Size on Home Page for 

Mobile Users 

 Increase the font size of 

the text on the home 

page for better visibility 

on mobile devices. 

 Use a font that is easily 

readable on mobile 

screens. 

 Provide an option for 

users to adjust the font 

size based on their 

preference. 

 

High 
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12. Unattractive Banners on Home 

Page for Mobile Users 

 Include relevant and 

useful information on 

the banners to entice 

users to click on them. 

Medium 

13. Lack of Detailed Product Images on 

Website. 

 Provide high-quality 

images that allow 

customers to zoom in 

and see the product 

details. 

 Provide multiple images 

from different angles 

and with different 

lighting to give 

customers a better idea 

of the product's 

appearance and texture. 

 Offer a virtual try-on 

feature or video 

demonstrations to show 

the product in action and 

give customers a more 

comprehensive 

understanding of the 

product. 

Low to Medium 

 

14. Inconsistent Design of Geometric 

Frames and Font Sizes on Tabs. 

 Standardize the size and 

font of the geometric 

frames across all 

categories and tabs, to 

create a consistent and 

cohesive design. 

 

Medium 

15. Non-clickable ‘Materials’ on 
Product Photographs 

 Add clickable hotspots or 

overlays on the 

photograph 

corresponding to each 

material, allowing users 

to easily access more 

information about the 

materials by clicking on 

them. 

 

Low 
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16. Text overflows and misaligns from 

its designated frame on the 

homepage, making it difficult to 

read 

 Using contrasting colors 

between the text and 

background can make 

the text easier to read.  

Medium 

 Accuracy    

17. Mismatched product information 

based on user selections. 

 Verify and correct any 

errors or inconsistencies 

in the product 

information and ensure 

that it matches the 

selected options 

presented to the user. 

Medium 

 

6. Conclusions 

This final chapter presents the solutions and recommendations for the user experience issues that 

were identified and analyzed throughout this report. By implementing the suggested redesign 

recommendations, the website can be transformed into a more effective and efficient platform that 

better serves its users. Additionally, this chapter provides insights and discussions on limitations and 

areas for future improvement, emphasizing the importance of continuous evaluation and 

enhancement of the website's usability and functionality. 

6.1 Overall Recommendations 

During the execution of the tasks by the participants, a generally favorable impression prevails in the 

minds of users, owing to the significant reputation of the company, which relies on its strong 

marketing efforts and the quality of its products. The fact that 100% of the participants are aware of 

the company is of paramount importance. Moreover, regarding the website, most commented 

positively on the aesthetic image of the webpage, referring to the earthy colors and minimal 

character. Lastly, the existence of significant information regarding the company's products is 

something that excited 5 out of 10 participants. However, there are several weaknesses identified by 

the participants on the Coco-mat website. The purpose of the research is to highlight solutions and 
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proposals, to minimize these weaknesses and make the website more user-friendly. The average 

percentage of participants who would recommend the Coco-mat website to someone they know is 

70% and our goal is to maximize this percentage. 

6.1.1 Ease of use 

Ensuring ease of use for a website is crucial for providing a positive user experience and achieving 

user satisfaction, as research has shown that users are more likely to abandon a website that is 

difficult to navigate and use (Nielsen, 2012).  

1) Building on the importance of ease of use for Coco Mat’s website, one important 

improvement is related to the search engine. More specifically, some comments from users 

report that 'I type "epikouros" and the layer doesn't appear' or I type "μαξιλάρι" and the 

initial results displayed are irrelevant. One potential solution to improve the search results 

for the Coco Mat website is to implement SEO techniques, such as incorporating relevant 

keywords in the site's content and metadata (Moz, 2021). Furthermore, to address the issue 

of different languages and regions, a multilingual search function can be employed, either by 

using a search engine that supports this feature or third-party software or a plug-in that 

provides language-specific search capabilities (Najork et al., 2014). In addition to these 

measures, it's important to regularly update the website's content and acquire referrals from 

other relevant sites to improve its overall search engine ranking (Moz, 2021). By doing so, the 

Coco Mat website can enhance its online visibility and better serve its users' search queries. 

2) Moreover, being able to return to the initial page where someone started is particularly 

useful. Among the participants' comments were "how do I return to the home page?" and "I 

had to do a lot of scrolling to get to the bottom, and now I have to do just as much to go back 

to the top." At this point, I recommend the implementation of a "back-to-top button". As per 

a 2016 study conducted by Nielsen Norman Group, a user experience research firm, this 

button can be particularly beneficial for users who experience difficulties in scrolling or 

navigating through a page (Nielsen Norman Group, 2016). Additionally, it is essential to apply 
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a home button on each new tab because this can help users who may have accidentally 

closed the homepage, allowing them to easily return to the main page without having to 

navigate through multiple pages again.  

3) ` It is evident from user comments such as "I can't easily locate the elasticity options on my 

mobile, I'll just pick a mattress randomly" and "Do I have to look at all the mattresses? Can't I 

select the elasticity I want somewhere?" that there is a need for clearer and more accessible 

information regarding mattress filter options on the coco MAT website. At this point, I 

suggest adding filters that relate to the elasticity and color of the products. The presence of 

filters on a website is essential because it can greatly improve the user experience by 

allowing them to quickly and easily narrow down their search results based on their 

preferences (Liu & Ma, 2021). Additionally, I propose changing the elasticity measurement to 

a scale using odd numbers instead of even numbers, because the first allows for a clear 

midpoint, making it easier for users to choose, for example, their desired level of elasticity.  

4) Another issue is the lack of pricing information on a website which can be discouraging for 

visitors as it can create uncertainty and confusion regarding the product or service offered 

(Kumar, 2020). When customers cannot find pricing information easily, they may assume 

that the product or service is overpriced, leading them to abandon the website and seek 

alternatives. Based on the participants’ comments, "How can I see at least an indicative price, 

so that I can decide if I want to go to the store?", "If a mattress costs much more than I can 

afford, no matter how good it is, I don't want to visit the store because I don't want to buy 

it.", my recommendation is to provide approximate prices based on dimensions or materials 

and to add a Chabot to the website for immediate assistance to users. This can improve user 

experience, increase informed decision-making, and ultimately lead to more sales. 

5) The comment I received 'I don't like having to scroll so much to reach the footer', and ‘Less 

information on the homepage, I don’t like this info-dump’, made me think that a concise 

homepage on a website can have several benefits, including faster load times, clearer 
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messaging, and a better user experience. According to a study by the Nielsen Norman Group, 

users tend to scan websites rather than read them in detail, so a concise homepage can help 

them quickly find the information they need and avoid overwhelming them with too much 

content (Nielsen, 2017). Additionally, a concise homepage can make it easier for users to 

navigate to other parts of the website, as they will not have to sift through a lot of irrelevant 

information to find what they are looking for. So, I propose a shorter homepage with minimal 

content containing only the essential information. 

6) During the usability testing, participants expressed frustration at the lack of an "Add to Cart" 

button on the Coco-mat website. Instead, the "Buy Now" button immediately directed users 

to the checkout page, preventing users from continuing to browse the site while adding 

items to their cart. This design flaw can lead to a poor user experience and potentially reduce 

sales. To address this issue, it is recommended that the Coco-mat website incorporate an 

"Add to Cart" button alongside the "Buy Now" button. This will allow users to add items to 

their cart and continue browsing the site, ultimately resulting in a more positive user 

experience and potentially increasing sales. The importance of a streamlined and user-

friendly shopping experience cannot be understated, as it can greatly impact a website's 

success. Incorporating user feedback and making necessary changes to improve the shopping 

experience can ultimately lead to greater customer satisfaction and loyalty. 

6.1.2 Findability 

According to Krug (2014), "Findability is the key to a user-friendly website, as users should be able to 

easily find what they are looking for without having to navigate through an overwhelming amount of 

information." 

1) Most of the participants' comments were about their difficulty in finding products in specific 

tabs where they thought they should be. For example, "I can't find the gift card in the menu", 

"I can't find the maternity and breastfeeding pillow in the pillows section", or "I can't find the 

gift suggestions in the offers."  Based on that, I propose expanding the tabs on the website. 
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Specifically, there is a need for an additional tab that will contain information such as the gift 

card. Otherwise, I suggest better categorization of the products within the tabs. For example, 

the maternity and breastfeeding pillow can be included in the pillows tab, while the offers 

tab can include the gift card and combo proposals. Communication should appear separately 

in the menu and not be included in the company tab. Finally, what is already included in the 

offers tab can be placed in a separate "stock" tab. 

2) According to Nielsen Norman Group, "Text that is too small or cramped can be difficult to 

read, causing eye strain and reducing user satisfaction" (Lidwell, Holden, & Butler, 2010, p. 

83). Therefore, a website needs to have an appropriate font size for the content to be easily 

readable by the users. These findings are confirmed by the statements of some participants, 

"I wouldn't have seen the information in the initial banner, I found it by chance", and "the 

letters are too small». It is important to mention that most of the users who faced difficulty 

were mobile users. For this reason, I consider it necessary to increase the font size or at least 

widen it in the mobile preview. At the same time, we should not overlook the importance of 

incorporating an accessibility button to enable users who require more prominent fonts and 

features to utilize them. 

3) During the interview process, I realized how important it is to have an accurate error 

message with clear instructions. Precise and informative error messages can play a crucial 

role in reducing user annoyance and uncertainty. Without clear and informative error 

messages, users may struggle to understand what has gone wrong and how to correct the 

problem, potentially leading to increased frustration and a higher likelihood of abandoning 

the website (Nielsen, 2001). It is noteworthy to mention that during a particular task where 

the majority of participants completed it within a minute, a single participant took double 

the amount of time due to the inability to locate the specific field that was left incomplete. 

This was because the red field appeared in a location different from what was intended and 

without any accompanying messaging. 
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6.1.3 Learnability 

Learnability is a critical aspect of user-friendliness on a website. A website that is easy to learn and 

use can improve the user experience and increase user engagement. As Jakob Nielsen and Don 

Norman state, "Learnability is a key measure of good user experience; when things are easy to learn, 

users can accomplish their goals more quickly and feel more satisfied with the experience." (Nielsen 

& Norman, 2018) Therefore, designers need to prioritize learnability in order to create a user-friendly 

website. 

1) According to Nielsen Norman Group, having clear and descriptive product names is crucial 

for e-commerce websites (Kara Pernice, 2019). At least three participants expressed that the 

product names lacked any clear reference or failed to evoke any relevant associations with 

the product at hand. I believe that, when naming products on a website, it is important to 

consider several factors such as the brand identity, the product features, and the target 

audience. So, for Coco Mat's website, it might be a good idea to name their mattresses and 

sleeping products based on their unique features, such as the materials used, the level of 

elasticity, and the type of support offered. For example, they could use names like "Natural 

Bliss," "Eco-Support," or "Luxury Dream" to convey the benefits of their products. 

Additionally, they could also consider using descriptive words that appeal to their target 

audience, such as "Organic," "Comfortable," or "Healthy Sleep." Ultimately, the goal is to 

choose product names that are memorable, descriptive, and appealing to potential 

customers. 

6.1.4 User Interface 

"Design is not just what it looks like and feels like. Design is how it works." - Steve Jobs.  

This quote highlights the importance of not only making a website look good, but also ensuring that 

it functions well and is easy to use. A well-organized user interface design and usability are critical 

components in achieving this balance. 



 
 
 

Devetzi E. –Usability Testing & Website Redesign [2021-2023]  Σελίδα 64 
 

1) According to Nielsen Norman Group, "large, attention-grabbing visuals or animations on the 

homepage can be effective for promoting a specific product, service, or offer." 9 out of 10 

participants commented that the visuals on the homepage intended for promo content, such 

as "18 complete sentences with gifts", did not fulfill their purpose at all. Especially users from 

mobile devices had a hard time locating the content. I suggest having more catchy titles and 

more vivid colors and fonts in these visuals. The goal is to catch the visitor's attention. At the 

same time, I would recommend promoting the gift card through these visuals with a brief 

description that mentions the amount of money the user saves when choosing it, which is 

very tempting by itself. (The company sells a gift card worth 200 Euros for 160 euro.) 

2) Furthermore, the presence of photos on a website is important for users to be able to see 

the material, especially when they are in close-up photography. Studies have shown that 

visuals can enhance user engagement and understanding of the content on a website 

(Moshagen & Thielsch, 2010; Plass, Homer, & Hayward, 2009). Taking inspiration from a 

participant's comment, "I would like to see closer photos and she cites the example of 

"ZARA" so that you can see all the details," I suggest adding very close-up photos to show in 

detail the fabric, color, and silkiness of each product, especially in white goods. Additionally, I 

recommend the implementation of product photography in specially designed interior 

spaces, allowing the company to showcase a distinct aesthetic viewpoint for the home. Such 

an approach would enable customers to envision products in a real-life setting, providing 

them with a clearer understanding of how products could complement their living space. 

3) Moreover, regarding the formatting of the homepage, it is crucial to conserve space and 

maintain a minimal content layout. In light of this consideration, I propose changing the 

horizontal menu to a vertical one, positioned on the left-hand side, as seen by the user. This 

is because a vertical menu can provide greater practicality and convenience to the user, as it 

typically allows for a larger list of options to be displayed in less space. Additionally, it can 
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create a visual sense of movement as the user scrolls down the page to view available 

options.  

4) Finally, another way to significantly improve the user interface design is by incorporating 

visual and auditory media, particularly videos, on the website. As noted by Clark and Mayer 

(2016), using multimedia in website design can enhance users' understanding and retention 

of information, as well as their motivation and engagement with the material. In addition to 

these benefits, videos can also help to keep visitors on the website for longer periods. By 

capturing users' interest and attention, videos can be a powerful tool for increasing 

engagement and ultimately driving conversions. Another effective strategy for keeping users 

engaged is the use of some URLs within images and products that redirect users to other 

parts of the website. 

6.2 Limitations and further research 

This thesis was carried out with special attention and interest. Great emphasis was placed on the 

literature, on previous research and also on the design and conduct of the appropriate tasks. 

However, when conducting usability testing, it is important to keep in mind that there are certain 

limitations that may impact the accuracy and validity of the results. These limitations can arise from a 

variety of factors, such as the sample size, the testing environment, the selection of tasks, and the 

demographics of the participants. In this section, we will present the possible limitations that 

emerged from this research and could be taken into consideration for future studies. 

  Initially, it is important to mention the devices that were used during the testing process. All 

participants used a Dell Inspiron 15 3000 laptop. However, when it came to mobile tasks, each 

participant used their device. The reason behind this approach was to ensure that each participant 

felt comfortable using their device and did not have to exert additional effort to navigate unfamiliar 

software. Nevertheless, it could be taken into consideration for future research to conduct tasks on 
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the same device with equal navigation capabilities for all participants. Additionally, the tasks were 

conducted in a natural environment rather than a lab setting, which could have made the results 

more accurate. However, the natural environment provided us with more objective results, taking 

into account all the interventions that users would have in reality when visiting the website. 

Moreover, the research was conducted with the consent of Coco-mat Company through interviews in 

the presence of the researcher. The reason for not using a certified user testing platform was that it 

required a lengthy approval process from the company's headquarters due to procedural issues. 

Perhaps in a future study, the use of such a platform would be pursued for more valid responses, and 

the participants would provide more concise and to-the-point answers. 

 Another limitation to consider pertains to the group of participants, given that the moderated 

interviews were mainly conducted with individuals from the researcher’s social circle and within an 

age range of 26 to 52. However, the company's data primarily includes female visitors aged between 

35 and 55. It's also worth noting that all participants were residents of the same city. In a possible 

subsequent study, the aforementioned limitation could be addressed by utilizing a certified platform 

too. In addition, the sample size of the participants in the study was 10, although initially 11 

participants were recruited. One participant had to drop out due to personal reasons before 

completing the task. The reason for not inviting more participants is that in usability testing, this 

sample size is sufficient as some of the responses tend to be consistent. In addition, it is important to 

mention the work background of one of the participants in our analysis. This participant works as a 

media planner and engages in website development during their free time, which may introduce 

potential bias in their responses. Their work experience may influence their responses instead of 

their experience as ordinary users of the Coco-mat website.  

Finally, despite the fact that a wide range of combination of methods was used to conduct the 

usability testing, the SUS method was not chosen, as a post-study questionnaire (combination of 
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open-ended questions and close-ended questions, based on a 10 point Likert scale) was selected 

instead. 
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Appendix 1 – Informative sheet 

 

Γεια σας, 

Ελπίζω να είστε καλά. Το όνομά μου είναι Δεβετζή Εμμανουέλα και σε αυτό το σημείο, πριν 

ξεκινήσουμε, θα ήθελα να σας ευχαριστήσω πολύ που ήρθατε. 

Το παρόν field study project (FSP) διεξάγεται από εμένα. Είμαι φοιτήτρια του μεταπτυχιακού 

τμήματος Μάρκετινγκ και Επικοινωνίας με διεθνή προσανατολισμό, του Οικονομικού 

Πανεπιστημίου Αθηνών.  Στο πλαίσιο διενέργειας της διπλωματικής εργασίας μου υπό την 

επίβλεψη του διδάσκοντα Δρόσου Δημήτριου, θα θέλαμε να μας βοηθήσετε να 

αξιολογήσουμε τον βαθμό ,με τον οποίο το site Coco-mat.com σας διευκολύνει να 

αναζητήσετε και να βρείτε τα προϊόντα ύπνου που επιθυμείτε. Συνεπώς, θα θέλαμε να κάνετε 

μερικές εργασίες χρησιμοποιώντας τον ιστότοπο και να συλλέξουμε τα σχόλιά σας. 

Συγκεκριμένα, θα θέλαμε να μάθουμε τις σκέψεις σας για τον συγκεκριμένο ιστότοπο, τι 

θεωρείτε ότι λειτουργεί και τι δε λειτουργεί καλά για εσάς. Τα σχόλιά σας θα μας φανούν 

ιδιαίτερα χρήσιμα στην προσπάθειά μας να τον βελτιώσουμε.  

Κρίνεται αναγκαίο να ενημερωθείτε για τα εξής: 

Η συμβολή σας θεωρείται εξαιρετικά σημαντική για την διεξαγωγή του project, καθώς επίσης 

και εθελοντική. Η εμπιστευτικότητα των απαντήσεων και η ανωνυμία των συμμετεχόντων 

διαβεβαιώνεται απόλυτα. Οι απαντήσεις θα χρησιμοποιηθούν αποκλειστικά για ερευνητικούς 

σκοπούς. Ο σκοπός αυτών των εργασιών που θα σας ζητηθεί να κάνετε είναι για να 

ελέγξουμε τη λειτουργία του ίδιου του ιστότοπου και όχι εσάς.  

Είναι ιδιαίτερα σημαντικό για την εγκυρότητα των αποτελεσμάτων να απαντάτε με ειλικρίνεια.  

Θα θέλαμε να σας παρακαλέσουμε να εκφράζεστε δυνατά κατά την διάρκεια των εργασιών, 

ώστε να μπορέσουμε να εξασφαλίσουμε την καλύτερη ανατροφοδότηση από εσάς.  

 

Πιο αναλυτικά, μας ενδιαφέρει να εκφράζετε όλες τις σκέψεις σας, ενώ χρησιμοποιείτε τον 

ιστότοπο. Για παράδειγμα: τι βλέπετε, τι προσπαθείτε να κάνετε, τι σκέφτεστε, γιατί ενεργείτε 

με αυτόν τον τρόπο. Εάν δεν μπορείτε να βρείτε έναν τρόπο να ολοκληρώσετε μια εργασία 
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και νομίζετε ότι έχετε κολλήσει, ενημερώστε με και μπορείτε να προχωρήσετε στην επόμενη 

εργασία. Για κάθε εργασία που σας ζητείται να κάνετε, πείτε μου «έχω ολοκληρώσει», όταν 

νομίζετε ότι ολοκληρώσατε. Αν οποιαδήποτε στιγμή νιώσετε ότι θέλετε να σταματήσετε, είστε 

ελεύθεροι να το κάνετε. 

Θα σας πω ποιες εργασίες πρέπει να κάνετε χρησιμοποιώντας τον ιστότοπο. Αφού 

ξεκινήσετε, δοκιμάστε να εστιάσετε στις εργασίες, αλλά μπορεί να σας ρωτήσω μερικές 

ερωτήσεις και κατά τη διάρκεια της δοκιμής. Μπορείτε επίσης να μου θέσετε ερωτήσεις, αλλά 

ίσως να μην μπορώ να απαντήσω σε όλες, επειδή προσπαθούμε να παρατηρήσουμε τι 

κάνουν οι χρήστες όταν δεν υπάρχει κανείς δίπλα τους. Παρ’όλα αυτά θα προσπαθήσω να 

απαντήσω σε ερωτήσεις που ίσως ακόμα έχετε, όταν τελειώσουμε. 

Σε αυτό το σημείο θέλω να σας ρωτήσω εάν έχετε κάποια απορία πριν ξεκινήσουμε. 

Είμαι στη διάθεση σας για οποιαδήποτε πληροφορία ή προβληματισμό προκύψει και μετά τις 

εργασίες. Μπορείτε να επικοινωνήσετε μαζί μου στο τηλέφωνο 6947642493 ή στο email: 

emmanoueladeve@gmail.com. 
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Appendix 2- Persona 

 

Persona of Aphrodite Marinou 

Demographic Information: 40 years old, Greek, married with two daughters and a dog. The eldest is 

9 years old and the younger is 4 years old. She lives in Crete. 

Job: Aphrodite is a graduate architect and interior designer. She maintains her own office specializing 

in interior design. 

Goals: She is a woman who cares a lot about her career. She aims to expand her office into a 

company which will employ a civil engineer, an architect and an interior designer. 

Environment: Middle to upper class family. Her father is a vet and works full-time making 30,000€ 

per year while her mother is a civil servant, she works full time making 10,800€ per year. 

Technical expertise: Because of her work she uses internet in a daily basis. She has a facebook, an 

instagram and a pinterest profile but she doesn’t use other apps. She doesn’t have a lot of free time 

to scroll online. 

Hobbies: Aphrodite likes travelling, swimming and nature. She loves spending time with her family, 

going hiking and drawing with her daughters. 

Quote: “Build upon what impresses you and forget what everyone else thinks.” 

History: Aphrodite grew up on Heraklion, Crete. She was always a good student and she loved to 

create. At 18, she entered the school of architects and engineers in Athens. After she graduated, she 

started a master's degree in interior design and decoration in Italy. Then, she decided to return to 

her hometown and to open her own office. She doesn't have much free time, so he often shops 

online. When she goes online, she uses her credit card. 

What matters to Aphrodite when she buys sleep products: She spends many hours in the office, on 

a computer. The wrong posture has started causing her body aches. She puts a lot of emphasis on 

rest and is interested in enjoying quality sleep.  

She likes to do research before buying something so she can be sure it fits her. She doesn't make 

often impulse purchases. 
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Appendix 3- Pre-testing questionnaire 

 

 

Ερωτήσεις πριν τη δοκιμή 

1. Παρακαλώ προσδιορίστε το φύλο σας: 

 Αρσενικό 

 Θηλυκό 

 Άλλο 

 Προτιμώ να μην απαντήσω 

 

2. Προσδιορίστε την ηλικία σας: 

3. Ποια κατηγορία αντιπροσωπεύει περισσότερο το εισόδημά σας;                             

(προαιρετική) 

 Κάτω από 10.000€ το χρόνο 

 10.001-15.000€ το χρόνο 

 15.001-20.000€ το χρόνο 

 20.001-25.000€ το χρόνο 

 25.001-30.000€ το χρόνο 

 Πάνω από 30.000€ το χρόνο 

4. Πόσες ώρες περίπου ξοδεύετε στο διαδίκτυο την εβδομάδα; 

5. Πόσο συχνά ψωνίζετε από το διαδίκτυο; 

6. Ποιο ήταν το τελευταίο προϊόν που αγοράσατε από το διαδίκτυο; 

7. Έχετε αγοράσει τελευταία κάποιο προϊόν ύπνου online; 

8. Εάν ναι, ποιο ήταν το τελευταίο προϊόν ύπνου που αγοράσατε; 

9. Τι έχει περισσότερη σημασία για εσάς όταν διαλέγετε προϊόντα ύπνου; 

10. Έχετε επισκεφτεί την ιστοσελίδα της Coco mat στο παρελθόν; 
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Appendix 4- Post-test questionnaire 

 

Ερωτήσεις μετά τις εργασίες: 

1)Ποιο κομμάτι των εργασιών σας φάνηκε πιο δύσκολο και γιατί; 

2)Ποιο κομμάτι των εργασιών σας φάνηκε πιο εύκολο και γιατί; 

3)Ποια εργασία σας φάνηκε πιο ενδιαφέρουσα και γιατί; 

4)Υπάρχει κάτι που θα βελτιώνατε στην υπάρχουσα ιστοσελίδα, το οποίο θα καθιστούσε 

πιο εύκολη την πλοήγησή της; 

5) Για εσάς, πιο συγκεκριμένα, ο επόμενος ιστότοπος της Coco- Mat τι θα θέλατε να 

περιέχει; (Αναφορικά με περιεχόμενο, οργάνωση, αισθητική). 

6) Έχετε κάποια τελικά σχόλια ή ερωτήσεις;  

7) Πως θα βαθμολογούσατε τον ιστότοπο, σχετικά με την ευχρηστία του, με βάση την 

κλίμακα από το 0 (καθόλου εύχρηστος) έως το 10 (πάρα πολύ εύχρηστος). 

8) Πόσο πιθανό είναι να προτείνετε αυτόν τον ιστότοπο σε άλλους, με βάση τη κλίμακα 0 

(καθόλου πιθανό) έως το 10 ( πάρα πολύ πιθανό 

 

 

 Appendix 5 – Interviews 

(Transcripts available upon request). 
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