
Design audit



About the audit

The design audit aims to optimize the conversion rate by looking at the following:

● Information architecture

● Visual consistency (layout, fonts, colors, styles)

● Clarity & consistency of the content

● Ease of interaction

● Clarity of flows

● UX/UI design best practices
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Methodology

For this audit we took in consideration the insights found from the Heatmap & Mouse Tracking Data as well as 

from Google Analytics data. We recommend consulting these previews resources before continuing.

The website has been evaluated separately for mobile and desktop because the user experience is 

significantly different and it is recommended to treat them separately.
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MOBILE

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. The banners are not always adapted for mobile devices.

2. The hierarchy of the elements and the emphasis on the main ones is poor

because of using a very limited palette of colors: white, greys and black and

similar font-sizes.

3. Using ALL-CAPS for titles is more difficult for reading.

4. The first screen of the homepage lacks a UVP. Do all the visitors know about

the products and company?
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Suggestions
1. Always create custom banners for each type of device.

2. Visually separate each type of element and function on the page. Decide

upon a style (&color) for C2As, one for offers, one for main content, one for

detailed info. This way visitors can scan easily the website for information,

they can navigate easier and can decide faster to buy or not.

Try to avoid repeated content: the headline “Tempur Komfort Testtage...”

appears in the banner and copy above the C2A

1. Define a style for titles with a higher font-size and a capital letter only at the

beginning of the sentence.

2. If not all visitors know about Tempur and the products, presenting an UVP at

the beginning can bring a lot more clarity and motivation to engage.

MOBILE | Home | Design audit

1

2

2

2

2
3



Suggestions
1. Consider highlighting the products

and make it more engaging:

a. a bed frame with

b. a mattress and

c. pillows

d. add a headline/UVP and

e. indicators for interaction

like Instagram store and

f. C2As (See all “pillows”/”Go

to store”) on each overlay

with product details.
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Comments
1. The hamburger menu opens over the navigation bar

and also over the close button.

2. The space on the right left uncovered usually serves

for going back to the website but in this case it

doesn’t work.

3. In the simplicity of the website we don’t understand

why in the secondary menu we use this double

arrow, which is not found anywhere else on the

website.

Suggestions
1. Fix the overlapping of the menu.

2. Make the menu full screen.

3. Replace the double arrow with one arrow.

MOBILE | Home | Design audit

1

2

3



Comments
1. Benefits presentation is not offering engaging info from the start.

2. “Cosulting days” & “Tempur Stores” present the same benefit of

specialized/expert advice.

Suggestions
1. “Easy return within 30 days. (Free of shipping charge.)”

“Free delivery and return. (See details & usual timing)”

1. One of the two would suffice.

2. In place add the “10 year Warranty”

3. Test adding the Nasa Certificate as a benefit.

4. Test having these benefits lower in the page and pushing up content

related to products and company.
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Comments
1. Again we find long sentences written only with capital

letters.

2. The “Space certified technology” has no context and is not

linked to more details.

3. The video presentation is rarely viewed.

Suggestions
1. As mentioned before - find a styling that would use only one

capital letter at the beginning of the sentence and would still

keep it the second most important element after the title.

2. Introduce some information in the description related to the

certification. Link the logo to a page with further details.

3. Create a video that can be understood without sound. Take

the main features and benefits and make a gif or short video

of them and make it roll on the screen automatically.
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Comments
1. We observe that users are a bit more engaged in this

section. Still, the most used navigation element is the

hamburger menu. Also out of 32 user recordings the top

elements through which users leave the page are - expanded

burger menu (37%) & category tiles (18%).

Suggestions
1. We suggest testing a similar visual in the hamburger menu

and remove the secondary navigation from the page.

2. Together with this we should first make the navigation menu

available at all times by sticking it to the top on scroll.

3. This way we optimize navigation and have more space to

promote valuable information for the visitor - because, as we

see on the heatmap, almost all visitors see only the first 4

sections of the page.
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Comments
1. The tabs are very small for mobile devices (font-size - 9px and

container height: 35px)

2. The price is small and difficult to see. Beside this there is no

reason to add it here as we focus on creating the best

experience for discovering the products.

3. The description font is very small (13px)

4. An image is like 1000 words, they say. The image is not visible in

the first part of the section and it does not speak its benefits,

technology and everything that is important.
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Suggestions
1. Enlarge the elements.

2. Remove price.

3. Enlarge font (smallest: 14px, optimum: 16px)

4. Change the image - maybe with the one that shows all the layers

of the mattress - and add it to the top of the section. For a more

engaging experience the layers and types of materials can be

interactive. This way we can also show the text only when

tapping on each element which would create a cleaner and more

engaging experience.
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Suggestions
1. Because of the user behaviour we recommend to shorten

the presentation to a maximum of 4-5 sections + footer:

a. Hero products + UVP (what, why)

b. Details of the technology - A short meaningful

video + Description (it can be more technical or a

relevant video testimonial) (How)

c. Hero product/s - interactive presentation of the

technology and technical details.

d. Benefits (Shipping, Return, Warranty, Certificates)

e. Introducing the showroom with an image showing

more of the beds. Alternatively we can also show

icons of the main products that one can find in

showrooms to offer more guidance and more

specific directions.

f. Footer
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DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. The comments and suggestions for the mobile version

also apply to desktop.

2. The general page structure seems good, but looking at

the heatmap we notice that most visitors see only the

first 4 sections.

3. We also notice the areas with the most engagement:

a. Over the fold - navigation, slides, benefits

b. Categories (right after the video presentation)

c. Mattresses comparison

d. Footer

Suggestions
1. These insights support the comments and suggestions

discussed in the mobile section.
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Comments

1. On smaller screens, the drop down menu covers the

whole screen with no option to close it.

2. The navigation on desktop looks and functions differently

from the one on mobile.

Suggestions

1. Add a button for closing the menu.

2. Creating a similar experience for the navigation menu.

See the suggestions in the chapter for mobile.
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Comments
1. The navigation elements lead to different types of pages. This creates a bit of confusion and uncertainty of where we go.

2. Links to Product presentation

3. Links to Product listing

4. Links to Category page

Suggestions
1. Link similar elements to similar pages.
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Comments

1. The search bar does not function as one (also from a

technical point of view). One expects to receive a listing

of products when searching. Instead it’s more like a

command line where you have to know the code to get

the desired result.

2. On the other hand it seems to offer results as we type,

but these can only be understood by knowledgeable

users.

Suggestions

1. Either make it a normal search function or

2. Expand the direct result offering images and details

about the products.
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Comments
1. The limited color palette needs simpler content if we

want to have a clear hierarchy of elements and clear

reading paths. At the moment this is how the eyes read

this:

a. Image + price and details

b. Title + Details (Also the drawing of the plain

draws your attention and fight for attention with

the title)

c. Date & Black ribbo

d. Description & C2A

e. Navigation cirles

2. Other hero-banners are simple. The message is also very

simple and a bit too small in the context. Also for the

ones that just start to discover the products, it’s not very

engaging.
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Suggestions
1. Define a color for actions or use only simple designs that

allow the user to immediately notice the action element

and message.

2. Hero banners could have a greater impact if we write a

bigger, more eye-catching headline (Similar to the

banners above)

3. An alternative to the current type of banners has been

presented for the mobile version.
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Comments
1. We notice that users scroll through the main banners,

even if the only way to do it is by using the small circles

below the C2A.

Suggestions
1. Add arrows to ease the navigation.
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Comments
1. We notice again a very neutral section. Nothing really

engages the user.

2. The video is dark showing nothing of interest.

3. The video is aimed to create trust through long lasting

warranty and the text is focused on the technology. If a

person only reads the text (which is most often the case -

as seen in the heatmaps), they don’t find out the

message from the video.

4. Users don’t seem to be very attracted by this section. We

believe that this happens  because of the brief

description that doesn’t manage to convey much. The

same is valid for the video. There are 2 minutes of very

poor information.

5. The “Learn more” C2A links to a different page with just a

bit more information.

6. The “Space” logo has no context at the moment and not

even a link to more details.
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Comments
1. We notice that users that see a video spend more.
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Suggestions
1. Add a short, meaningful video (on mute) or gif that would

auto-play its content. This content must be easy to

understand without sound. Add a “Play video” (or similar)

C2A - this would present the whole video.

2. Alternatively, test a carrousel-like presentation of the

technologies and qualities of the materials. There can be

3 tabs with a content similar to the one found under

“Learn more”: Nasa certified, Unique material, Long

lasting. These tabs ca present videos or text & images.

DESKTOP | Home | Design audit
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Comments
1. We notice very poor engagement on the section for

pillows even though it is beautifully designed.

Suggestions
1. We suggest removing it and pushing up the “Best Sellers”

section (or “Best deals” presented in a similar fashion)
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Comments
1. Showroom image is not relevant. The object of

focus are 2 chairs. We are not showing beds in

the foreground. And all beds are cropped.

Suggestions
1. Replace the image with one that has clear beds

and mattresses in a showroom.

2. We can add here the benefit of specialized

advice in the showroom.
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MOBILE & DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. I was not able to access this page from a mobile device.

2. Also from desktop, it seems to be only one way to get here from within the navigation section - that is

by clicking the main title in the menu bar.

Suggestions
1. If it is mostly used as a LP for campaigns, then remove it from the navigation structure to simplify the

website. Otherwise both on mobile and desktop the navigation elements and structure should be the

same. (We can analyze it more in depth when we have a clear purpose of the page)
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Comments
1. We notice from GA that users landing here convert poorly compared to other LPs.
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MOBILE

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. The spacing of elements is often neglected on the

website. There doesn’t seem to be a guiding rule for

vertical alignment.

2. Again we notice unusual use of lower and upper case

letters.

Suggestions
1. This is a task outside the audit’s scope that requires

detailed work on the whole website, but in the end it will

offer even more the feeling of professionalism and

durability.
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Comments
1. The list of products is very long. This is mostly because of very long

summaries of the products.

2. The presentation lacks visual interest and diversity.

3. The text under the price are details for shipping, sizes, discounts,

materials. This is information specific for the product page and cart.

4. The “C2A” (Learn more) has associated a heart for no obvious reason.

5. The font size is very small (11px) This is something to be checked on the

whole website.

Suggestions
1. Present the information that separates products (mattresses) from one-

another, leaving the details for the product page.

2. Present the discounts only as mentioned in the brand book.

3. Present shipping time according to mattress size in the product page.

4. This is something that needs clarification even in the brand book.

5. Use a minimum of 14 px font-size or 16px for body text.

5
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Suggestions
1. To ease the finding of products we suggest presenting

the filters up-front in a style similar to Pinterest.

2. This bar can even be sticky or can have a shortcut in the

menu-bar.
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Comments
1. The filter section is not full screen. This leads to unusual

overlapping on top and unusual behaviour at the bottom,

where there is no indication for the end, but if you go

further down, the overlay closes.

2. If one gets in the listing page by selecting one of the sub-

sections of the main menu, one cannot modify the

selection in the filters area.

3. The “hide filters” button is not visible and websites use

this sign usually for minimising videos.

Suggestions
1. Make this section full screen - the same as all other

overlays. This way users won’t interact with the page

below unless they choose so.

2. Add all options in the filters section.

3. Change the close icon with an X.

2

2
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Comments
1. The “By size” filter is very long.

Suggestions
1. Offer the 5 most bought sizes and a drop-down menu to

select any other size.
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DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. The suggestions for mobile apply

to desktop as well.

2. In listing pages default product

pictures and titles need to be

different from one another.

3. The C2A should have more

contrast to the rest of the page.

This also applies to mobile, but

on desktop the need is more

obvious.

DESKTOP | Product listing | Design audit
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Suggestions
2. Show only one product with the

same name. Don’t show different

sizes in the product listing. If we

want we can add a size selector.

3. Make the C2A dark grey, remove

the heart icon.
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MOBILE

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. This page has a good scroll rate, but we see that the sections with the most interactions are not

always higher in the page. Here we laid down the sections sorted by the amount of interactivity.

2. Again we notice a lack of interest in the video and most of the lower sections besides the FAQ.

Suggestions
1. Reorder the sections.

a. Push up the most interesting sections.

b. Shorten the general description or add a “Read more” link to expand the whole text.

c. Use the tips we discussed on the homepage for a more interesting video.

MOBILE | Product presentation | Design audit
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Comments
1. The headline is a bit too long for good legibility using only upper case.

2. The image is a bit too simplistic.

3. Considering that this is a page aiming to present the product, the shopping benefits are pushed a bit

too high on the page.

4. The benefits are not marked as being interactive.

5. Not all sections are well aligned. This section is repeated content from the first benefit.

6. On mobile devices there is also horizontal scrolling.

Suggestions
1. Use shorter headlines or define a different style.

2. An image with a simple bed and some objects on it and transparent background. Or an image of a

simple room and the bed with the mattress would give more context and atmosphere.

3. Move the benefits lower on the page - after presenting the most interesting facts about the product.

4. Have one of the benefits opened by default.

5. Fix alignements. Remove repeated content.

6. Fix horizontal scrolling.
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Comments
1. This section seems to be very engaging but it is longer than a screen height.

Suggestions
1. As discussed for the homepage - try making this section more interactive.

2. Remove the details below the image.

3. Have details appear on demand, when tapping on each layer composing the mattress.
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DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. The page has a good scroll rate.

2. Users interact more with the desktop version.

3. The video and the sections below present less interest.

Suggestions
1. Test to add the 10yr warranty and free shipping only in

the benefits section.

2. Try using photos of couples, families, satisfied people

more in the website. This will enhance the look and feel

that Tempur wants to communicate.

DESKTOP | Product presentation | Design audit



Comments
1. Here we use the space poorly.

Suggestions
1. Use the text under the benefit or use the whole space to write or shorten the whole area for text to fit under the benefit.
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Comments
1. This title is right below the section

above.

2. All the names convey something

superior: Luxe, Elite, Supreme. There is

not much to differentiate them.

Suggestions
1. Add space between sections.

2. New names that differ a bit more than by

a slight nuance would be great.

Otherwise a graphic representation / an

icon for each could help identify them

easier.
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MOBILE

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments
1. This page is very similar to the “Product presentation”

page. We don’t fully understand the necessity for both.

2. The scroll rating is similar and also the items of interest.

3. In addition we have the selectors for type of mattress and

size which are, as expected, very much used.

4. We see that the hamburger menu is also very used. This

indicates that visitors check out multiple products before

deciding to buy.

Suggestions
1. If there are no reasons that would stop us, we would

suggest combining the two pages into one.

2. Since the hamburger menu is used extensively to

navigate through products, we suggest to also create a

page for comparison similar to what Apple.com has.
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Comments
1. The product images are few, simple and poor in information and feeling. The

Customer Cohorts analysis indicates that the top two client groups, Comfort

chasers and Brand buyers, are visual thinkers. They need confirmation on

‘cosyness’ of products, they  are tactile and appreciate quality above all.

Suggestions
1. Offer more sensory cues:

a. Include motion through video and or gifs

b. Sound

c. Include hands and actual people touching and laying on the mattresses

d. Demonstrate softness through close shots of people placed on mattress

e. Demonstrate size and stability through shots of multiple people sitting

on one mattress

f. Demonstrate medical benefits with elderly people using the mattress

g. Illustrate a family with children in the pictures
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Using high resolution images of the products with 

people using them would be a competitive differentiator 

as well.

Competitors such as:

a. Dänisches Bettenlager,

b. Schlaraffia,

c. Dunlopillo

d. Bett1 / BODYGUARD

Use simple shots of the products, often with little 

context elements (furniture/rooms), no personas and 

frequent renderings.

This applies here and on the whole website.
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Comments
1. The buttons for details have very low contrast and give the impression of

inactive. Also they are not big enough to be easily tapped.

2. The quantity selector is unusual and a bit neglected - it is different from the

other selectors, it has uneven spacing.

3. This section is where one can find anything and everything:

a. Shipping information

b. Discounts

c. Materials for all types of mattresses.

Suggestions
1. A well made     button can be a simple and effective solution. Otherwise, 

these buttons should simply be made bigger and more legible. 

2. A similar drop-down  could work, to create a more coherent design

3. Each type of info should be placed under its corresponding section. This part

needs a bit of attention to clearly understand what goes where and which

would be the best design.
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Comments
1. This information about the height of the mattress is quite poor in

offering valuable differences.

2. The images also don’t help understand something significant.

Suggestions
1. Note differences that help decision making.

2. Offer images with the layers of the mattress or other clarifying

photos.

3. A horizontal presentation could be easier to navigate and

understand on a mobile device - in this situation.
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Comments
1. These sizes look almost randomly sorted.

2. Always refreshing the image gallery slows

down the experience.

Suggestions
1. Group them and organize them as “single”,

“double” “special size”.

2. Having them grouped as such would also allow

us to refresh the image gallery less frequent -

only once per group.
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Comments
1. Because of all the combinations of grey on the website, the inactive state of

the main C2A is not obvious.

2. Again we find the heart next to a C2A.

3. We lack the 10yr warranty benefit.

4. The Discount and Offers are not the same type of benefit like the others.

5. This section is not aligned like the others and it’s not related to its benefit.

Suggestions
1. This issue needs to be tackled holistically.

2. Remove the heart.

3. Add any other benefits missing.

4. Move the discount as a promo code under the price or as a badge next to the

product images or next to the product price. Create a bigger section for

Offers similar to the carousel on the bottom, or add the button under the “Add

to cart” button.

5. Align remove this section, and have one benefit opened by default.
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Suggestions
1. Just like before we suggest upgrading the video

2. Moving the 10yr warranty and Free shipping as

benefits

3. Aslo for a better description of the product, we

suggest adding the presentation of the layers

composing the mattress.
3
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Comments
1. The FAQ section is very long, with very large

letters with a big leading (distance between the

lines)

Suggestions
1. Use

a. Smaller leading,

b. Upper case only at the beginning of the

sentence.

2. Sort the questions by the most read.

1

MOBILE | Product details | Design audit



DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Suggestions
User recordings indicate that part of the users need to 

understand what product they are viewing while browsing the 

image gallery (user recording)

1. We need an indicator for the product in the picture to

identify it. (eg. Supreme, 120 x 200 cm).

2. Also better size and width comparisons through pictures

for the default view (before selecting size and mattress

type) are needed in order understand the differences.

As mentioned in the mobile chapter, we need an enhanced look 

and feel.
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Suggestions
1. We suggested many options for

enhancing product visibility and feel. Here

is an example of well presented product.

2. Another way of making the product the

main character on the page is from

Addidas.

For the rest of the page we touched on all the 

points previously, on mobile and product 

presentation page.
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MOBILE

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Comments

1. All recommendations from the “New Checkout flow” presentation

apply to the current cart page.

2. Order summary seems to have the same information multiple times:

total savings, Discount on payment, Order discount seem to point to

the same thing when you only have one product added to cart.

3. When multiple products are added to cart, the total savings do not

match the other two discount pieces of information.

4. The top elements are right next to the edge of the section.

Suggestions
2. Remove repeated info.

3. Enter promo code could be inserted before the shipping cost line so

as to follow a logical subtraction sequence.

4. Add padding to the elements.

MOBILE | Cart | Design audit
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Comments
1. Some users recognize the opportunity to get a

discount on their order by subscribing to the
newsletter in the footer.

2. There is also interest in the Information section

from the footer. This is a spot where we find

information like: Return policy, Delivery,

Payment, Warranty.

Suggestions
1. In order not to interrupt the order flow, this

section could be included in the next step - the

checkout login - and apply the promo code

automatically in the checkout step.

2. Benefit reinforcement can be done in the cart

via icons (similar to the rest of the website):

return policy, warranty details, free shipping,

mattress and frame disposal etc.
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Comments
1. The bonus items are repeated instead of showing one product with

the quantity indicator.

2. For this specific bonus it is not clear whether we receive one or

multiple items.

Suggestions
1. Bonus items may present their quantity information as well, as all

other products do.

2. Use clear images.
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● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page
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Suggestions.
1. All recommendations from the mobile version apply to

the desktop version as well.

2. Additionally, the order summary could be implemented as

sticky on scroll - useful for baskets with multiple items.

3. The product images vary very much in size and have a lot

of white space around. A standard size should be

implemented.
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● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page

MOBILE | Design audit



Comments
1. All recommendations from the “New Checkout

flow” presentation apply to the current

checkout page.

2. The order summary information is present 3

times on the page. We recommend testing

this page with only the Klarna summary on it.

Suggestions
2. Keeping only one Cost Summary as the last

element containing also the “Buy now” C2A.

MOBILE | Checkout | Design audit



Comments
1. The page has 2 main components where user

input is needed - delivery method and

customer details. Both require the users’

attention, but the delivery method seems far

more important than the other if we compare

the title styling and call to action. The

customer details section does not have this

title.

Suggestions
1. We recommend treating these sections

equally (either include a similar title/call to

action to customer details or excluding it from

the shipping section).

2. The “Do you need help?” information can be

expanded by default in this page or even

integrated just below the Order now button.

MOBILE | Checkout | Design audit

2

1

1



DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page

DESKTOP | Design audit



Comments
1. All recommendations from the mobile version

apply to the desktop version as well.

2. The Shipping methods align to the edge of the

container without any padding.

3. The right containers are placed higher on the page.

Suggestions
2. Add padding to the shipping method elements,

similar to the container below.

3. Align the white containers vertically.

4. Add more spacing between the 2 columns of

content in the footer

DESKTOP | Checkout | Design audit

2

3

4



Comments
1. One of the most clicked links are the Order

Overview & Edit Article links. Both of them take the

users back to the Cart page. A possible explanation

for this (besides actually editing the items) is a

slight inconsistency in how the order summary

values are presented between the pages, so users

might be going back to the Cart page in order to get

reassurance that the cost remains the same. Eg. 6

lines in Order summary from the Cart page vs. 4

lines in Checkout, Total savings before Order

discount in cart.

Suggestions
1. Create a coherent layout with the pricing

information on all pages of the checkout.

2. We recommend testing this page with shipping

time estimation information included.

DESKTOP | Checkout | Design audit



Comments
1. After filling in the forms I was directed again to log-

in or continue as a guest. After introducing my

email I landed on a page similar to the one before,

but with the sections placed in a different order. Is

this an update that just came out?

2. After completing these new forms I have been

directed to the cart page.

3. Continuing - login page.

4. And again to the first form.

5. This cycle happened 2 times. It might be because I

continued the checkout process after ~30 mins of

pause.

Suggestions
2. If there is a server time-out limit, the user needs to

be notified that the checkout process needs to be

restarted.

DESKTOP | Checkout | Design audit



MOBILE & DESKTOP

● Home

● Category

● Product listing

● Product presentation

● Product details

● Cart

● Checkout

● Thank you page

MOBILE | Design audit



Comments
1. The sections seem neglected. There is a lot of white

space and unaligned elements.

Suggestions
1. Organize the information in a more compact design. And

align the elements in the list of products.

2. Add estimated time of delivery

3. Add order tracking link and reassurance.

4. Add some reasons for creating an account (get

discounts, participate in loyalty programs, see order

history)

MOBILE & DESKTOP | Thank you | Design audit
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1



Thank you!




