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Date: December 4, 2009

Observations

1 A statement explaining to the visitor why they should do business with StampXpress instead of their

competition (a Value Proposition), needs to be a the top of the home page.  

2 Site Navigation works more like an print catalog and does not take advantage of Web 2.0 technology

For example:  A visitor is looking for a stamp to imprint PAID - site has several stamps that imprint PAID

in inventory -but  current navigational system cannot show the visitor the entire inventory of PAID stamps

 on one page.  Currently the visitor must look at each separate manufacturer's selection of Stock Stamps 

 and pick a stamp without being able to compare one stamp against another.  

3 Search box is not obvious (you must click on the Rubber Stamp Search Button to get to it) and it doesn't

work well -  a search for signature or signature stamp yields 0 results  Visitors should be able

to narrow their search results and to sort their search results.  

4 Product descriptions, details and specifications - Compared to competitors this is very weak -  many seemingly

similar products, wide ranging price differences, and no guidance on how to make an intelligent decision.  

5 Customization of your Stamp Imprint Form - very comprehensive - but without help, 1st time customers could

struggle with the form.  Needs to be simplified - a video on completing the form would be very helpful.

Needs links to help/explanations of each section of the form and clear instructions for contacting customer service

for additional assistance  

6 Need an About Us page - people want to know who they're doing business with

7 Additional observations in Appendix A and Appendix B

Key to Color Rankings

Handled Well: Aspects of the site that are well designed and require no change g

Needs Improvement: Issues that are likely to have an impact on the usability of the website

High Priority: Issues that are likely to have a significant impact on the usability of the website

Not Applicable:
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1 Home Page

Color Rank  

What can I do, buy or get on this site? y

Value Proposition (see glossary for definition) r

Critical information is above the fold

Contact Information g

2 Site Logo

Color Rank  

Company name displayed clearly

Logo works as a link to the home page

Logo Tagline concise and meaningful y

3 Site Functionality

Color Rank  

Critical information above the fold on all pages g

Minimal scrolling Have to scroll on most pages y

Easy to understand button titles/text

Site works in multiple browsers

Pages load quickly

4 Site Overall Look and Feel

Color Rank  

Modern vs. Dated r

Age/demographic appropriate for customer profile g

Whitespace usage

Good overall contrast

Background isn't too busy

Consistent look and feel as visitor moves through the site

It's right at the top of the page but the type is so 

small that it's easy to miss

Needs to be at top of home page instead of at 

the bottom

Currently too much critical info is below the fold 

on the home page

Good tag line, wrong location - should be right below name

Feels like an extension of an offline catalog - needs web 2.0 

updating - competitors' sites are more inviting
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5 Page Uniformity

Color Rank  

Font size is adequate for majority of visitors Size is too small y

Font type is easy to read

Font style and size uniformity throughout the site g

Text and background colors consistent throughout the site g

6 Customer Experience

Color Rank  

Minimal distractions
y

Visual clues to important elements Very easy to get confused on this site y

Good on-page organization - easy for visitor to follow
r

7 Credibility and Trust

Color Rank  

Privacy Policy

y

Trust Certificates (Better Business Bureau, Secure Site Certificate, etc) BBB would be a plus

Secure certificate current g

Client testimonials List of testimonials is too small 

8 Website Copywriting

Color Rank  

y

Many similar products and not enough 

information to differentiate between them

Pictures and colors (especially red type) draw your eye all 

over the page

 Site has two different policies.   There is a fairly good one available from 

the Customer Service tab and one that doesn't explain anything linked to 

from the footer.  Usual link for Privacy Policy is in the footer.

Articles need to be better organized and easy to fund (currently the only links are in the footer).  For example:  Link to 

Re-Inking Articles has several articles listed, but none of them were about re-inking.  
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9 Navigation

Color Rank  

Easy to use

r

Navigation is located at the same place on every page 

y

Category labels reflect user's language

r

Connects visitor with all the main site sections and sub-sections
r

Combine navigation with search to allow visitors to find products many different ways r

Always clear where you are on the site and how you got there (breadcrumbs)

Clear area/tab for login and logout (registered users)

10 Links

Color Rank  

Links work (not broken) 
y

Links take you to expected content Not consistently y

Links are underlined
y

Buttons are large enough so that text is easily readable Text size in buttons is too small y

Site not overly dependent on linking for navigation

Links text color is different from web copy text color

Image only links are avoided except where recognizable by a majority of visitors

Too much of the navigation is only 

available from the footer

Category names should be the words visitors and customers 

would actually use if they're talking to a sales person 

describing the type of stamp or other product they need.   I 

am looking for a ____ stamp for _____(purpose)  - your 

navigation serves as a sort of onsite salesperson or 

information booth

Once you get to the articles in the footer there were many problems 

getting the links to either work or to take you to the expected content

Navigation should be much more flexible - give visitors 

multiple ways of finding a product (see Appendix B for 

examples from competitors)

In articles, some words are underlined for emphasis (no linking intended) 

and others are underlined for linking - creating confusion

Yes if you use the left navigation bar - but if you 

use the top bar (customer service etc) the left 

side changes
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11 Search

Color Rank  

Easy to find

Easy to use

Search function is clearly labeled

Offer advanced (or more detailed) search No

y

Display exact matches first g

Display close (or related) items second No y

Initially, no more than 20 results per page No y

Option to increase number of results shown on each page No    y

Show results with title, description, small image and price g

Ability to continually narrow search  to get down to a few items No y

Offer suggestions for narrowing the search y

y

Error message provides contact or help option 
y

Provide a friendly remedy for error messages Not customer friendly - message is standard 0 matches y

Offer substitutions or related/similar products if no exact match found - but clearly identify as substitute y

Correct or forgive misspells and/ or 

provide alternate spelling

No - misspell of address (adress) yielded only 1 address type 

stamp instead of several - plus no error message or question 

about spelling

Sort search results? (best match, newest, 

lowest price, etc.)

Doesn't work very well - search for return address stamp doesn't work, 

search for signature stamp doesn't work

No - you must click on Rubber Stamp Search -you really have 

to look for it - not what visitors expect

Won't be easy for everyone to find - visitors expect to see a box marked 

"search" near the top (usually right side) of the page

You can sort by price & by name only - when sorting by name 

the sort didn't seem to make any sense

No instructions on who to call or what to do if search yields 0 

results
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12 Product pages

Color Rank  

Consistent layout

Clear pricing

Link to site security information 
y

Show availability g

Clear product image Images are too small - especially on a small monitor

Enhanced multiple image views No - should be able to enlarge image

Clear product description

r

Product details and specifications Should show sample stamp imprint for each of your stamps y

Product comparisons No way to compare various stamps 

Customer product reviews None

Add to cart button is close to item g

Wish list or save for later list Not available

Clear contact information for questions

y

Related products, up-sells and cross-sells Could do a better job

13 Shopping Basket 

Color Rank  

Obvious checkout link

Show both price per unit and extended price (price/unit  multiplied by  #units purchased) g

Price discounts & promotions applied prior to checkout g

Ability to link back to product detail page for each item in basket g

Updatable quantities g

Ability to remove items

Link to guarantees Need to link to Guarantees for Xstamp products

Show delivery costs 
y

Continue shopping link or option g

Link to site security information

No advertising or up selling 

Product image, brief description and price 

for each item in basket
No image just your custom imprint, 

description & price

Phone number is white type on blue background so it can be 

easy to miss - Competitors have Live Chat option

This isn't easy or intuitive - you must enter 0 for quantity and click update 

to remove the item.  Needs Delete or Remove button

For the under $10 order - No shipping charges shown until customer 

completes all of the billing and shipping info

Additional products you might need (ink for example) should be on product 

pages and not in shopping cart

You have McAfee Secure site but product & shopping pages should link to 

your security information

Product description limited to manufacturer, size of imprint 

(measurements) and number of lines.  What is the difference between 

your $8 stamp and your $20 stamp?  
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14 Checkout Process

Color Rank  

Ease of use
y

No hidden fees g

No distractions from the checkout process g

Detail items purchased, itemized costs of purchases,  shipping costs, and any other fees g

Qualified free shipping alert - either "you've qualifed for free shipping" or  $ amount needed to qualify

Pre-registration not required
r

Allow for guest registration 

Check out process is short Combine shipping, billing and credit card info onto 1 page

Show benefits of registration (see glossary)

Checkout process meter or steps (where am I in process) g

Multiple payment methods (credit card, pay pal, phone in order) g

Expected delivery date

Ability to stop & restart checkout and retain all completed forms  (the oh oh, I forgot to getésyndrom)g

15 Checkout Form

Color Rank  

Visitor can tab forward and backward on the form

Form labels (i.e.: First Name) are clear and easy to read g

Form only requires necessary information g

If international shipping permitted, form should accommodate international address formats

Instructions (if any) are clear g

Security symbol and page encription

Error message is obvious and friendly standard - not particularly friendly

Error message describes remedy

Error message provides a contact or help option

Required fields are obvious g

Size of field boxes is adequate g

Buttons (for example "Continue" or "Proceed to Checkout") clearly identify action to be taken g

Progress indicator as you move through checkout process g

Progress navigation (where am I in the check out process) g

Links to privacy policy

Links to shipping and returns 

Registration required for everyone - can't purchase without registering - 

best practice "Guest Checkout"

Requiring registration and not combining shipping, billing and credit card 

info make for long checkout process and reduce ease of use

If you want people to register you need to sell them on what's 

in it for them.

Page encription OK but no security symbols specifically on 

checkout pages
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16 Shipping, Returns, and Cancellations

Color Rank  

Shipping Costs available before checkout Need to link to your shipping policy y

International shipping  policy and information provided prior to checkout Need to link to your shipping policy y

Delivery Options (details) Need to link to your shipping policy 

Estimated delivery date g

Cancellation Policy Couldn't find one

Return Policy  (including any fees) Couldn't find one

Clear, easy instructions on how to cancel an order

Clear, easy instructions on returns

18 Login and My Account Pages

Access to login page easy to find

Link for new registrations g

Lost password procedure g

"Remember me" option g

19 Help and FAQ Pages

Help/FAQ search
y

Printable text g

User guides User information (guide to re-inking) hard to find y

Customer support g

Product support g

Nice glossary and encyclopedia of stamps but only link to pages is in the 

footer so most visitors will never read
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20 Logical Path to Conversion

Color Rank  

Logical path to Call To Action (CTA) g

Distractions eliminated along conversion funnel (see glossary for definition) y

Logical sales progression (expose need, tie need to features/benefits, clear call to action) y

Clear calls to action throughout the site g

Problems with conversion are with making a product selection, figuring out the imprint form & then requiring 

that visitors register prior to purchasing - if those hurdles are overcome the checkout process itself isn't bad 

21 Relationship Building with Customers (Community)

Color Rank  

Newsletter

Blog

Social media This could be a plus - especially for art or speciality stamps

22 Depth of Content

Color Rank  

Technical Articles and/or content
g

23 About Us Page

Color Rank  

Adequately describes company r

Biographies of team members r

Photos of team members r

Mission statement Poorly defined.  Partial explanation at bottom of Home Page y

Personalized message - give visitors a real sense of who they're dealing with r

Staff recommendations and in-depth 

product reviews

Many good articles but you can only link to them from the footer - need to 

make them more readily available

These might be helpful expecially for more 

expensive stamps
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24 Contact Us

Color Rank  

Multiple ways to contact your company (contact form + e-mail + telephone number + fax number)

Easy to find

Live Chat? Competitors have live chat option available y

Contact form asks only for absolutely necessary information Only need name & e-mail (maybe phone #) y

Friendly error message if visitor fails to complete contact form properly/completely Standard y

Address (and street map if appropriate) g

Hours of operation g

Asks for customer feedback y

E-mail/voicemail expected response time y

Glossary

Value Proposition:  The statement you make on your home page that tells your visitor why they should do business

with your company and not your competitor(s)

Conversion Funnel:  The logical path a visitor takes from the point they enter your site (including all the intermediate

steps they take) to the point that they take the action you've defined as your goal (or conversion event).  

Benefits of visitor registration include: faster checkout in the future; access to order history; check order status;

 saved for later information; access to special promotions; personalization; joining a community.
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Appendix A

1.  Problems with Search
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2.  Problems with Shipping Policy
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3. Confusing Article on Guarantees

4.  Error Message on Checkout
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Appendix B

1.  Value Proposition and Home Page Layout 

COMPETITORS
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