
Students between the ages of 18-21 that would be 

interested in buying dorm room furniture and decor.  

 
1. First, use the drop down bars to add a blue Superior 

College Twin XL Comforter to your cart.  

2. Then, use the filters on the side of page to filter out 

options to a Pink Premium College Twin XL Comforter and 

add it to your cart.   

3. Then, view more information on the Betsey Johnson 7-

piece Dorm Bedding Bundle and find out what’s included 

with the bundle.  

4. Then, search for a blue blanket and browse your options.  

 

Dormroom.com 
A UX Case Study

OVERVIEW

Timeline: 2 months 
Client: OCM 
Role: Lead, User Research, 
Usability Testing, 
Diagramming,  
Analysis, User Personas, 
User Flows, Prototyping

OCM is an exclusive residence hall partner for over 900 colleges that provides dorm room bedding, bath and decor. The company 
has recently (July 2020) released a partner website, dormroom.com, another website for shopping for college essentials specifically 
for a dorm room. OCM wants this new website to target more college students instead of parents and wants there to be more of a 
focus on dorm essentials and the college living experience in general. As a college student who loves to dorm shop, I was excited to 
pitch my idea of improving the website’s usability and user experience to cater an amazing experience towards students my age. 

I completed full website audits and created a detailed chart in which I recorded notes on the multiple factors of each of 
the competitors’ websites within six categories of user interface and usability.  
 
Below is a brief summary of my insights: 
 
 

EMPATHIZE

4/5 individuals had completed online 
dorm shopping in the past year 
 
 

5/5 individuals were between the ages 
of 18-21 
 

3/5 individuals prefer buying their dorm 
room furniture online versus in person  
 
 User Demographic from Usability Test 

DEFINE
My goal was to improve the user’s experience and I was able to get a clearer idea of the user’s likes and dislikes with the website, 
especially what they felt most frustrated with. 

Color icons are blank, what are the 
floral and multi patterns really 

supposed to look like?

Color is hard to read and is not 
clickable, thus not available to 

preview 

IDEATE

RESEARCH

Scenario: Samantha is buying dorm essentials as a freshman and wants a cute pink twin XL comforter to her cart. 

After identifying the three main user pain points, I wanted to create a user persona and a task flow the average dormroom.com user 
would go through to help me understand in a clearer manner where an average user would struggle.  

Samantha Williams  
Incoming College Freshman | 18 y

Having a place that radiates 
comfort and happiness is all 
that matters to me at the 
end of the day.

Bio  
Meet Samantha, she is a freshman entering college and is excited for 
staying in a dorm full-time for the first time. She has an active social life 
and loves to spend her time with her friends, but also loves to relax 
during her alone time where she constantly spends time on social media. 
She can efficiently use social networks and technologies, but has 
constraints related to money and time, as a student. 

 
Goals  
   - Wants a room that looks like the dorm room inspiration as seen  
        on social media 
   - Wants a quick buying process so she can focus on designing her    
        room after  
   - Wants the ability to feel like an independent young adult 

Legend: 

Start/End Interaction DecisionPage

Start Home Page

Hover over 
bedding title?

Click Bedding? Use search?

Click “Comforters” Enter “Pink Twin XL 
Comforter”

Comforters  
Page

Scroll Through Page?

Search 
Results

Use Filters?

Select “Pink” and “Twin 
XL”

Filtered 
Products

Find the product?

Click “Add to Cart” Click Product to learn 
more 

Product 
Page

Click “Add to Cart” 

Scroll through page

End

End

PROTOTYPE & VALIDATE

I created a prototype on Adobe XD and had the original five people who completed user testing on dormroom.com complete the 
same tasks on my clickable prototype. 

-Added a “Apply All” button to the filter section when making selection, users expected results to load each time a 
filter was selected instead of clicking button  
-Users still wanted a shortened filter list 
 
  
After receiving those critiques, I fixed the issues and tweaked up the first prototype I designed.  
Below are screenshots of dormroom.com versus my finalized prototype.

Image inconsistency

Colors not clickable to preview 
specifically colored product, 
some tried clicking.

Repetitive, unnecessary link. 

Repetitive, unnecessary link. Doesn’t make 
sense that it says 4 avail.  
 
One user clicked to attempt to go back to 
the comforters page, made her lost on 
another page. 

Where is “Floral” Icon?

Filter list very long and a 
lot to read and scroll 
through 

Color icons and icons 
for floral and multicolor 
added, easy to view 
and takes up less space

Filter list shortened with all 
necessary links there, 
easier to read

Adding an image and 
bolder larger text creates 
clear purpose and great 

Arrow signifies users 
can click this to view 
more colors.

Teal border around color 
blue signifying it’s been 
selected to view preview

Where is the Twin XL option when 
there are pink twin xl comforters 

Products other colors 
shown first, confusing.

Where are the other color 
options when there are 
other colored twin xl 
comforters available?

Where are all the other twin XL 
comforters?

Only pink product images 
showing so users are not 
confused

Filters and “Clear All” at 
the top are easy to view 
and use.  

Users need to click “Show 
More” to read whole blurb, 

Larger text of what bundle 
includes = easier 
discoverability

Icon emphasizes 
a call to actionUsers can type in 

qt, easier

Idea to combine both into a separate 
page. Link to category page, click 
arrows to view item imagery and social 
media related to category products. 
More discoverable than landing page, 
categories more emphasized.

How can we combine products and 
social media into one?

As seen on landing page, great concept 
but why are only bedding items being 
featured?

Before After

Before After

Before After

Before After

Pain Point 2: Navigation

Pain Point 3: Discoverability
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Before 

After

Avg: 

1/54/5

3/5 2/5

Avg: 

Are call to actions viewable and easily accessible?   
Does each page have a clear purpose? 
Do features have an easy-to-understand assumable purpose? 
Are the use of signifiers there to provide clarity? 
With actions, is good feedback provided? 
Are there enough constraints within features and the website?

How long does it take you to navigate the page? 
Is there anywhere you got stuck while navigating? 
How many clicks are you averaging per task? 
Is there not enough, enough or too much information on the page? 

Is the interface too plain or lacking a modern aesthetic? 
Is there image, format and brand consistency throughout? 
Is there mostly relevant or irrelevant content shown? 

Before 
Avg: 

After
Avg: 
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CONCLUSIONS

Through my own research on competitors and user testing, I was able to learn more about a user’s experience using dormroom.com and 
found many users feeling confused, frustrated and overall unpleased because of the site’s poor navigation due to information overload, 
faulty links and too many clicks, deficient discoverability due to un-clickable features, no signifiers and no feedback when completing 
certain actions and an aesthetic that was unappealing and not relatable for the target user.  My suggested design solution aimed to solve 
these problems and I did this by including less buttons and links to help users produce less clicks, including signifiers when using filters and 
search to give users a better understanding of their actions and updating the aesthetic to make it more modern and with relatable social 
media content to make it more relatable and enjoyable to users.  
 
I believe if any or all of these changes were made to dormroom.com, they would be able to build their email list and increase the number 
of users visiting the website. OCM will benefit from this because the target audience would really enjoy a dorm furniture website like this 
as it appeals to them.

Competitive Analysis

Participants

First, I took a look at the information I collected from the website audit and identified the problems I found on my own. Then, I 
identified specific core tasks that my participants would be likely to complete.  
 
 

Tasks
Participants were asked to screen record 

themselves completing the tasks and to also 

take a voice recording audio record their 

thoughts throughout the process of doing so.  

Data Collection

ANALYZE
I wanted to sort the insights I collected from the test, including what the users said and how they behaved throughout.  
 
 

Identified a user’s expectations and what they overall liked 
and disliked about the website. When talking to them about 
their overall experience after the test, these are notes they 
had made and said. 

Pain Point 1

Users don’t want generic 
photography 

Plain look, no brand 
consistency

Pain Point 2

Unnecessary click that costs 
more efforts and time

User Persona

User Task Flow

Version 1 Prototype

  -modern aesthetic and overall interface had improved by a lot 
  -enjoyed the viewable call to actions (email sign up) 
  -found navigating features and the overall website easy and quick 

Finalized Prototype

Filter list shows each filter for each product 
on the website and each category on the 
website, very unnecessary and too much 
time scrolling through list.

Keywords in search detected and 
showed as filters so results are 
lessen and finding a product is 
quicker and easier

After

Before After

Great concept, but 
categories are repeating Great concept for pop up 

products, but there should 
be more 

Great concept, but this can 
be more emphasized

Adding imagery emphasizes 
trend more and brings more 
attention to user

Room on page for more products, 
useless button for users, takes more 
time to look at search results.

Adding categories and colors as 
keywords in search 

TESTING CONCLUSIONS

Before After

Comforters Page

Using Filters 

Specific Product Page

Search Box

Search Results

Features 
like how items pop up 

when you type in 
search bar 

search bar works well 
with some items, not 
that well with other 

items  

filters works really 
well with some 

items, and not that 
well with other 

items  

want other items to 
load instead of having 
to click “load more” 

Content
Some pictures are cute 
and fun, others aren’t 

 

want to see real 
people with photos 

of items they’ve 
bought 

Affinity Mapping

Design
More interactive, 
relatable content 

would be fun to see 
 

Website design is 
cute, needs to be 

more modern 

More images on the 
website would be fun  

It’s organized and 
easy to view 

 
 

Goals/Motivations
I want to buy furniture 

as fast as possible 
 
 

Some items I just 
want to add to cart as 

soon as possible  

I want to know how I can get the best 
price or deal on each item 

Understood how users reacted to the task and features. 
what features through observing and recording 

behaviors, actions and words and why they felt that way.

Empathy Mapping

Say     
- “They don’t have pink…oh wait 

nevermind” 
 

“Where’s the product?” 
 

“Why can’t I click on this?” 
 

“Huh, I clicked on the __ page but why 
am I still on the last page?” 

Do     
-Only tapping on a product image lets me 

see it in other colors and allows me to 
add it to the cart  

 
-Clicking on certain links does not take 

me to the pages I want 
 

-Hovering over the “Bedding” drop down 
bar allows me to see and click on the 

other subcategories  

Feel   
-Annoyed 

 
-Frustrated 

 
-Confused 

 
-Irritated 

 

Think   
-I have to click a lot to finally add my product to the 

cart 
 

-This takes longer than it should take 
 

-I wish I could click on the color icons 
 

-Sometimes I forget where I am or where I clicked 
because each of the pages look the same  

 

Home Page

How can we show the filters 
in a more organized, concise 

yet effective way?

Pain Point 3

Added social media content 
of specific products to make 
content more relatable and 
interactive to users.

Shows what was searched for

Only options for blue blankets appear, 
showing products only in blue.

Example header of CTA being highlighted, 
header would switch lines on it’s own usually

Filter list kept small and to be tailored to 
the category “Blankets and Throws”, 
useful to users and not overwhelming

Website Design Ease of Management Usability Content Effectiveness Feedback
Consistent format? 

Content easy to find? 
White space? 

CTAs? 
 

Ease of using different features? How easy is it to do the 3 things people 
come to the site for? 
Ease of navigation?

Does your homepage have important context? 
Do landing pages have unique content?

Accuracy and completeness with which users 
achieve specified goals?

Do features have an easy-to-understand 
assumable purpose? 

Are the use of signifiers there to provide clarity?
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Individuals expect more interactive and 
relatable features and content because they 
need a more positive influence on their buying 
experience.  
 
Hypothesis: Including more of a modern design aesthetic and 

real time interactive social media content linked with individual 

products can target and intrigue more college students. 

Individuals find navigating the website to be 
unnecessarily long and in some cases, confusing.  
 
Hypothesis: Designing a more organized website with less 

buttons, links and clicks in general would help users find a 

product in an easier, quicker manner.  

Individuals are frustrated when certain features 
are not clickable or pages don’t have a clear 
purpose because of poor discoverability. 
 
Hypothesis: Including and highlighting more signifiers to make 

features and pages have a clear, interactive purpose and 

improves website effectiveness and brings on a more sales 

approach. 

 


