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EXECUTIVE SUMMARY
Abercrombie & Fitch’s website has a great usability foundation, but after much research, it can be
improved with some small changes. Users want a site that they can quickly and easily navigate.
While A&F has a good layout, there are some faults that could prevent a user from staying on the site
until they find what they are looking for. This report was created to help identify and fix those issues
that were discovered during different testing methods.
In order to get a good idea of how users view and use Abercrombie.com, a vast amount of usability
tests were conducted. Initially, interviews and surveys are conducted in order to create personas.
Interviews are used to collect qualitative data while surveys help collect more quantitative data about
the users. Personas were derived from the data collected and they represent the target audience and
give a better idea of who is using the site and why they are using it. Other methods used included a
diary study, card sorting activity, heuristic evaluation and a usability report. This diary study was a
longer term project that required recruited users to document their online shopping activity weekly
over the course of six weeks to gain insight on how the A&F site may compare to other websites and
if users are getting what they want out of their A&F experience. The card sorting activity sheds light
on how users see the top menu bar and how they think the products should be organized. Many users
grouped products together according to the way the website is currently set up and responded well to
category suggestions such as “Gift Guide” and “Best Sellers”. The heuristic evaluation was
completed to rate how well A&F performs in certain usability aspects such as error prevention. This
confirmed that A&F is a well-designed site with minor cosmetic errors Lastly, a usability study was
conducted on three participants where they completed a list of tasks on the website to show how a
user handles navigating the website in real time. Users seemed to love the homepage and could easily
navigate all clothing categories, which supports the main goal of Abercrombie.com, which is to sell
A&F product.
Overall, the tests were conducted smoothly and successfully. Some smaller issues that popped up
included color scheme, top menu options and organization of certain product categories. Some
participants found that the color scheme was a little too neutral and that the company could benefit
from including more color to make certain images “pop”. During both the card sorting activity and
usability study, it was found that participants do not utilize the separate “Jeans” category in the top
menu and it can be removed and placed under the respective gender categories. This will be helpful
to the user and de-clutter the top menu bar. The final smaller problem was identified during the
usability test. Users are slightly confused by the organization of the “Fierce” collection. In order to
make it more accessible, users should be able to organize the fragrances by scent and bottle size.
The main issue was shown in the heuristic evaluation and the usability study. This issue pertains to
the amount of access users have to customer help. In order to find any customer service or product
help, users must scroll all the way down to the footer of the site. This was shown to be quite
frustrating and users look in the wrong places before being able to identify where this section is. In
order to give users the quick and easy access they need to customer service, it is suggested that it be
moved to the top menu bar alongside the “About Us” tab. This way, it can be one of the first things
they see when they open up the site and have it at the top during any point of their visit to the site.
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ABERCROMBIE & FITCH: SITE DESCRIPTION
Abercrombie & Fitch: A Brief History
Abercrombie & Fitch Co. is an American lifestyle retailer that was founded in 1892. With a long
history, it currently tailors to the modern customer while staying “true to its heritage of creating
expertly crafted products with an effortless, American style” (Abercrombie & Fitch, Company
History). Under Abercrombie & Fitch Co., there are three brands; Abercrombie & Fitch,
Abercrombie Kids and Hollister. Throughout North America, Europe and Asia, Abercrombie &
Fitch Co. operates more than 850 storefronts. For the purpose of this project, focus will fall on
Abercrombie & Fitch. A&F began as an outdoor specialty realtor and when Ezra Fitch became a
partner in 1904, the store began dressing prominent figures in US history such as President
Theodore Roosevelt and John F. Kennedy. In the 1950’s, the brand grows extensively and A&F
opens stores in the United States. In 1988, there was a re-brand for the company and it created a
more unique experience for the customer. A&F comes under fire for “oversexualizing” the brand.
Shirtless men and models appeared in advertisements and on bags and employees in-store are
referred to as “models”. Around 2007, the company began to shift towards another re-branding,
which eliminated many of the “sexual” elements after it began to have an effect on stocks. By
2015, A&F completed their re-brand and now promote individuality and diversity among
employees and executives. They began to lean towards a slightly higher age demographic (18-24)
as well. In 2017, they opened a new store prototype and also celebrated its 125th anniversary.

Current Site Description
Abercrombie & Fitch opens to a homepage with a static top bar menu with the option of “Men’s”,
“Women’s”, “Kids”, “Jeans”, “Fierce” (their signature perfumed that launched in 2019), “Sale”
and “About Us”. The homepage content is regularly changing to reflect sales, deals or new
products. In the top right corner, the user can always see their cart. By hovering the mouse over
any of the top menu options, the user can view the variety of categories they offer. The clothing
and perfume categories are structured typically, whereas, for example, the user opens the “Tops”
category and it is further broken down by product type in a menu on the left side (Sweaters, Tshirts, Shirts & Blouses, Camis &Tank Tops, Graphic Tees and Bodysuits). Under the “About Us”
tab, A&F has their purpose statement, along with “The Abercrombie Community” section where
it lists organizations that they partner with to support causes that they care about. They are:
Operation Warm, The Trevor Project, Serious Fun, and local charities that are chosen every
quarter. The footer menu is broken down into a few categories with smaller sections. The “About
Us” section, which includes links to their corporate site with more information about careers, press
kits, investors and more. The “Help” section can lead you to customer service, shipping and
handling information, returns and more. Finally, they have links for gift cards, a store locator,
giving your feedback and links to all of their socials.
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Room for Improvement
This site has a lot of great elements that make it easy for the user to navigate. The design is very
minimal and leaves little room for confusion. But, there are smaller details that have room for
improvement. Social media has become an extremely important aspect of marketing. On the A&F
website, the social media links can only be found at the bottom of the page. This should be
incorporated in the homepage or on the product page in some way. For example, when the A&F
social media highlights posts a photo of the product in an outfit or an influencer wears a piece,
they could include that on the product page to showcase different outfits or sizes wearing it.
One of the first things a user notices about a website is their color scheme. Over the years, A&F
has played around with different colors. At first, their site was very dark. It included a deep blue
background that often took away from the product. Now, it is a much lighter site, but the colors
are still very neutral and there isn’t a lot of variety. Their brand, as a whole, has become more
sophisticated but that doesn’t mean they can’t incorporate a bit more color.
With a lot of “trendy” clothing companies, they often include trend pages. They gather the best
“sweater weather” clothes or “beach attire”. This gives a user who came to the website with a
specific event or item in mind a way to easily find what they might be looking for. Yes, A&F has
a great website that runs relatively smoothly, but they just giving the user basic categories. For
example, a user comes is looking for something corduroy (a very hot fall fabric). She’s not really
sure where to buy it, but she doesn’t feel like sifting through an entire website. She goes to A&F
and begins scrolling, trying to figure out if it would qualify as a shirt or a jacket. After a few
minutes, she gives up. On other sites just like Abercrombie, she find tabs labeled “Fall Finds” or
“Essential Fall Layers”. She then has access to a whole edit of clothes pulled just for her purpose.
If A&F starts to incorporate pages for basic seasonal trends, they could improve their site
immensely.

Marketing and User Requirements
When a user enters a website, there are certain elements that make them more inclined to stay. User

requirements are activities that users must be able to perform on a site. That may differ according
to a site’s purpose. Some user requirements for this site can be the usability of the mobile site. It
is important that users are able to access this from any device, since a lot of online shopping is
now done on-the-go. Users prefer to have minimal clicks to get to the page that they are looking
for, so clearly labeled pages are important. Users also may look for the site to available in
multiple languages and currencies. All of these things are included with the user in mind and will
benefit them.

Marketing and business requirements are created with the business in mind. These are to benefit
the organization and to help drive more traffic to the site to promote their product or service.
A&F’s goal, as a business, is to sell their product and collect revenue. Some of these
requirements include advertising on their sites, the promotion of their “myAbercrombie”
5

membership and cross-platform promotion. They need users to find them in other ways, such as
pop-up ads, social media or email marketing. As a company that sells products, advertising is
extremely important and making sure that users know the perks of buying from their brand is
key. Also, a lot of users will be inclined to return if they become a loyalty member. They are
more likely to tell friends or even return to the site to take advantage of special sale pricing or
member rewards.
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COMPETITOR ANALYSIS
Abercrombie & Fitch

Gap Inc.

Unique Features

-product review
“recap” gives you a
snapshot of what users
are saying about the
product

-“Gifts” page around
the holidays
-Mask shop – has its
own page

Design Strengths

-minimal design, clean
and structured product
pages
-size-inclusive product
images
-Social media not
highlighted enough
-Lack of unique
categories

-very uniform, classic
design

18-24

25-35

Design Weaknesses

Target Market
Core Features
Kids Section
Payment Plan Option (ex.
Klarna or AfterPay)
Loyalty Membership
Saved/Favorite Items Tab

-lots of pages on the
main homepage menu

H&M

American Eagle

-“Shop by
Occasion” section
offers different
products depending
on the event you are
shopping for
-trend-organized
tabs
-a large brand
presence

-“AE x ME” is a
feature that lets users
see how others wore
the item at the end of
a product page

-huge lists under top
homepage menu
-basic product
names/hard to
decipher products
from one another
18-24

-lots of pages
-busy homepage

-colorful images
-unique product
pictures

13-18

x

x

x

x

x

x

x

x
x

x

x
x

x
x

The chart above illustrates a simple competition comparison. Companies such as Gap, H&M and
American Eagle are equal competitors of Abercrombie & Fitch. Out of all of them, A&F seems to
have the smallest product selection, but it comes across as a strength. Overall, the site is the most
clean and simple. This makes it appealing for a user to navigate. All sites have a very uniform look
to them. Throughout the product pictures, the user can tell what store they are buying from. One
difference that is apparent is that American Eagle is targeted towards a demographic of high school
students, A&F and H&M target approximately 18-25 year olds (they both have other brands within
their companies for younger demographics , ex. A&F Kids and H&M kids) and Gap is targeted
towards 25-35 year olds. As for core features, they all have very similar things, but I found it
interesting how a lot of sites are now doing a payment plan. A user can breakdown their payments
into 4 and use budgeting to afford the clothes they want. Overall, these are established brands with
decent sites.
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USABILITY TESTING

Interview
Survey
Personas
Diary Study
Card Sorting
Heuristic Evaluation
Usability Report
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Abercrombie & Fitch: Website Design Interview

These interviews will be conducted to gain in-depth customer feedback on the satisfaction of the
performance of the Abercrombie & Fitch website. The moderator will sit down one-on-one with
consumers to answer the following research questions:

1. Is the Abercrombie & Fitch website accessible and easy to use?
2. What makes A&F stand out from other clothing websites?

Introduction
Thank you for volunteering your time to come in today and speak with me. My name is
__________ from ___________ and we’re going to be talking about the brand Abercrombie &
Fitch, more specifically, their website. Your feedback and insight is very important and please feel
free to ask questions or to leave at any time.
This interview will take approximately one hour and I will guide you through the entire thing.
Some of my collogues will be listening in on our discussion and, if you don’t mind, our session
will be recorded so I can go back and make sure I didn’t miss any important information. Please
make sure that you have looked over and signed the consent form before we begin.

Your feedback and insight will be used to improve the functionality of the site and to better the
user experience. I am not a member of the development team, so please feel comfortable to share
your complete and honest opinion. Everything you say can only help us improve our product. Are
you ready to get started?

Warm-Up
First I just have some general questions just to get to know you a little bit better.
Where are you from? What do you do for a living?
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How familiar are you with the Abercrombie & Fitch website?
What are some of your favorite features of the site?

Body
Do you often shop for clothes online?
(If yes) Where do you mainly shop? How long do you spend online shopping in an average week?
(If no) What specific reasons would make you visit an online shop vs. in-store shopping?

When you visit Abercrombie.com, what is your main goal? Is it that you already have a specific
item in mind or do you tend to browse? Do you shop for yourself or others?

Is Abercrombie.com easy to navigate?
(If yes) What makes it so?
(If no) What aspects do you find difficult or confusing?

What are some of the features of the homepage that you find attractive?

What are some of the features of the homepage that you find unattractive?

What are you opinions about the color scheme of the website?
(Positive) How do you think this relates to the brand image of A&F? What does this say about the
company?
(Negative) How could there be improvements made? Less color? More Color?

How do interact with the Abercrombie & Fitch brand? This could be through the loyalty program,
social media or anything else you can think of.

What would make you more inclined to visit the A&F site over a competitor? What would they
have to offer you?

What is a feature that you don’t see on the A&F website that you would like to see them
incorporate?
10

Overall, do you think that A&F is doing a good job incorporating user needs?
(If yes) What specifically do they do well?
(If no) How can they improve upon that?

Cooling-Off
That about concludes my questions, and I’d love to briefly go over what I’ve learned from our
session. Is there anything else you would like to touch upon before we end this interview? What
was your favorite topic we’ve discussed today?

Wrap-Up
Thank you again for giving me this time to sit down and talk with you. Your feedback is
appreciated and will help us greatly in our development process. Do you have any questions that
you would like me to answer? If any other questions come up, please feel free to reach out.
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Abercrombie & Fitch: Survey
Thank you for helping Abercrombie & Fitch! As an organization dedicated to doing what is best
for our customers ,this survey will aid in the improvement of the company website design. Your
feedback will help us discover how we can better serve you as a customer. This is a short survey
that should take around 5 minutes.
1. What is your gender?
a. Male
b. Female
c. Prefer not to say
2. How old are you?
a. 14-17
b. 18-26
c. 27-33
d. 34-45
e. 45+
3. What best describes your employment status?
a. Full-time employed
b. Part-time employed
c. Unemployed
d. Student (Undergraduate/graduate)
4. What best describes your household income?
a. $0-$29,999
b. $30,000-$49,999
c. $50,000-$69,999
d. $70,000-$99,000
e. $100,000-$150,000
f. $150+
g. I would rather not say
5. How often do you shop for clothes online?
a. Never
b. Somewhat frequently
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c. Frequently
d. Very Frequently
6. How frequently do you visit Abercrombie.com?
a. Never
b. Somewhat frequently (1-3 times per month)
c. Frequently (once per week)
d. Very frequently (multiple times per week)
7. What device do you use most frequently to access Abercrombie.com?
a. Mobile
b. Desktop
c. Tablet
8. How likely are you to interact with videos or multimedia features on a website like
Abercrombie.com?
a. Not likely
b. Somewhat likely
c. Likely
d. Very likely
9. What is your main purpose when visiting Abercrombie.com?
a. To purchase a specific item
b. To browse the clothing options
c. To compare prices with other brands
d. To keep up with the current trends
10. When shopping at Abercrombie, who are you most often shopping for?
a. Myself
b. Spouse/significant other
c. Children
d. Friends
11. Which of the following ways do you interact with the A&F brand? (Select all that
apply)
a. Website
b. Social Media/influencers
c. Promotional E-mails
d. In-store
12. Have you ever seen an ad for Abercrombie.com?
a. Yes
b. No
13. Are you a "MyAbercrombie" loyalty member?
a. Yes
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b. No
14. Would you be inclined to use a "Saved" feature on a website like Abercrombie.com? This
feature would allow you to save your favorite items for a later date.
a. Yes
b. No

15. Do you like when websites put together "trend edits" where they put together items that
may fit a certain style? (ex. "Fall Finds" or "Sweater Weather"
a. Yes
b. No
c.
16. What makes you inclined to visit a clothing website?
a. Brand reputation
b. An easy-to-use site
c. Pricing
d. Advertisements
e. Social media
17. On a scale from 1 to 10, with 1 being unsatisfied and 10 being very satisfied, how would
you agree with the following statement: The A&F website is easy to navigate.

18. On a scale from 1 to 10, with 1 being unsatisfied and 10 being very satisfied, how
satisfied are you with the A&F homepage?

19. On a scale from 1 to 10, with 1 being unsatisfied and 10 being very satisfied, overall,
how satisfied are you with Abercrombie.com?

20. Would you recommend Abercrombie.com to a friend?
a. Yes
b. No
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Personas
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Abercrombie & Fitch: Diary Study - Introduction

This diary study will attempt to answer the following research questions:
•
•

Is the Abercrombie site fulfilling the needs of customers?
How does A&F compare to other shopping sites?

The participants will be current Abercrombie & Fitch customers. During this six week-long
study, they will be asked to send a weekly email detailing their online shopping habits
throughout the week. One requirement is that they must visit the A&F site at least once per
week. This is to make sure that they can compare their experience on the A&F site to other
shopping sites that they may have visited. Each week, they will be asked to answer the following
questions:
o
o
o
o
o
o

Approximately how many hours a week did you spend online shopping?
How long did you spend on Abercrombie.com?
What stores did you visit other than Abercrombie.com?
What (if anything) did you buy?
What was your favorite experience online shopping this week? Please explain.
What was your least favorite experience online shopping this week? Please explain.

This study will be made up of 100 participants. This way, it will ensure a large enough sample to
include a wide variety of users. While A&F’s main audience is between the ages of 18-24, there
is also a portion of parents buying their children clothes as well. Through a screening process,
this study will be made up of a mix of participants so that the results can be the most
representative of the audience. Upon completion of the study, participants will receive $250.
This email diary format has many potential benefits. First, email is great way to get instant
results and it takes away the responsibility of mailing in or handing in paper materials. It cannot
get lost in translation and the participants will not lose any of the important documents. All
results will be typed out so that it can be clearly read and then organized for analysis later on. No
one’s handwriting will prevent answers to be thrown away. Weekly check-in emails will be sent
out to make sure that participants are on-track and completing the entries correctly.
Some potential drawbacks might have to do with technology. If something goes wrong, some of
the information may go missing or some people may not have access to an email account. All of
these issues will be taken into account beforehand.
After the six week study is completed, the results will be analyzed. First the data will be looked
over for any answers that need to be “thrown away” because the participants didn’t answer the
question or for any other outstanding reason. After that, the results will undergo qualitative
analysis to recognize any patterns or trends. These could be things such as other shopping sites
the participants are visiting, favorite experiences or features and time spent online shopping.
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Abercrombie & Fitch: Diary Study

Thank you for participating in the Abercrombie & Fitch diary study! We appreciate your time
and feedback. The purpose of this study is gain insight on the needs of our customers and
improve your online experience.
This study will be completed over the course of six weeks, beginning on __________ and
concluding on ___________. For your efforts, you will receive $250 upon completion of the
study.
Each week, you are to email a short diary entry detailing your online shopping experience. We
ask that you visit Abercrombie.com at least once per week. Each entry should include the
answers to the following questions:
o
o
o
o
o
o

Approximately how many hours a week did you spend online shopping?
How long did you spend on Abercrombie.com?
What stores did you visit other than Abercrombie.com?
What (if anything) did you buy?
What was your favorite experience online shopping this week? Please explain.
What was your least favorite experience online shopping this week? Please explain.

We will be sending out weekly check-in emails to make sure that things are going smoothly, but
if you have any questions or concerns, please do not hesitate to contact us at ________________.
Thank you again for your participation and feedback.
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Abercrombie & Fitch: Card Sorting
Card sorting is a method used to better understand how users navigate websites. A user is given a
list of potential items and are asked to sort them into groups that make the most sense to them.
We can then examine the navigation aspect of the website from the user perspective and use that
information to improve upon the design of the site. This study was conducted using OptimalSort.
For this study, the participates were presented with the following cards:
1. Men's

20. Matching Sets

2. Women's

21. Dresses and Jumpsuits

3. Kids

22. Best Dressed Guest

4. Jeans

23. A&F Logo Shop

5. Gift Guide

24. 96 Hours Collection

6. Sale

25. Cologne and Body Care

7. About Us

26. Intimates

8. Tops

27. Fragrance and Body Care

9. Bottoms

28. Gift Cards

10. New Arrivals

29. SoftAF

11. Trending Now

30. Best Sellers

12. Basics
13. Coats and Jackets
14. Accessories
15. New Arrivals
16. Shoes
17. Swimwear
18. Loungewear
19. Fierce (Cologne Collection)
19

Instructions for the Participant
Introduction
Welcome to this Abercrombie & Fitch card sorting study, and thank you for agreeing to
participate! The activity shouldn't take longer than 10 to 15 minutes to complete. Your response
will help us to better organize the content on our website. I will walk you through this entire
process, as it can be a little bit intimidating. If you have any questions please feel free to ask me
questions at any time.
Step 1
I will be providing a list of approximately 30 items for you on the left-hand side of your screen.
We’d like you to sort these items into categories that make sense to you. Remember, there is no
right or wrong answers during this process.
Step 2
To create your first group, please drag an item from the list on the left into the main area. You
can then click the title to name this group.
Step 3
Continue to add more items to the group by dropping more items on top of it. Create new groups
by dropping items into unused spaces. When you’re done, please click “Finished”.

Wrap Up & Thank You
All done, awesome! Thanks again for your participation. Your feedback is incredibly useful in
helping to determine how our content should be organized, so we can make our website easier to
use.
You may now close this window or navigate to another web page.

Data Analysis
After this study was closed, results were analyzed using the OptimalSort There were four
participants in this study with an age range of 20 to 23 years old.
Overview of the Findings
•
•
•

Number of categories ranged from 3-6 with 50% of participants using 5 categories
Participants were able to recognize and group together special collections
Average completion time was 4 minutes and 25 seconds

When presented with this activity, participants had one clear struggle. Since Abercrombie is
divided into Men’s, Women’s and Kids categories, there are repeat pages. One of participants
found a way to create a “Categories” group of the basic items such as “Men”, “Women”, “Kids”,
“About Us” and “Sale”. From there they created different groupings of the more specific items.
20

In contrast, another participant created a huge “Clothing” category that put everything clothing
related in a group with “About” and “Specials” groups for the outliers.
The Abercrombie & Fitch main menu currently reads as follows:
•
•
•
•
•
•
•
•

Men’s
Women’s
Kids
Jeans
Fierce
Gift Guide
Sale
About Us

This is currently 8 groups. As shown in the card sorting activity, A&F should reduce the number
of groups shown on the main menu to help users navigate the site. None of the participants
thought to put “Jeans” as its own group. This shows that this group can be eliminated, since
separate pages for “Jeans” exist under the “Men’s”, “Women’s” and “Kids” groups.
Overall, the A&F site has a good system that users agree with. This card sorting activity showed
that other than possibly condensing the main menu, things are falling where they are supposed to
be. Let’s take a look at the similarity matrix that can tell us more about how certain items are
being grouped together.
Similarity Matrix
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This similarity matrix shows how often items were grouped together. I was expecting that most clothing
categories would be grouped together and it was made clear that participants think that they belong in the
same place since at least 75% of the time Tops, Bottoms, Jeans, Coats and Jackets, Accessories, Shoes,
Swimwear and Dresses and Jumpsuits were placed together. All participants also tried to keep special
collection groups together. For example, 100% of the time, the 96 Hours and SoftAF collections were
placed together. This showed a lot about what users associate with each other.
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Abercrombie& Fitch: Heuristic Evaluation
This heuristic evaluation of Abercrombie.com will rate how easily the interface can be navigated by users.
Each of the ten heuristics will be scored out of 4. The scale will be as follows: 0 = no problem for user, 1 =
cosmetic problem, 2 = minor usability problem, 3 = major usability problem, 4 = usability catastrophe.
This heuristic evaluation was completed anonymously.

Heuristic
Visibility of System Status

Severity
01234

Match Between System and 0 1 2 3 4
the Real World

User Control and Freedom

01234

Comments
The way the site is right now,
there is no indication of what
the page is doing when the
user is navigating to a new
page on the site. This is an
easy fix, hence the 0 severity
level. There could be a rolling
gradient that goes through
each of the product squares as
the site is loading to indicate
that the site is working on
giving the user its destination.
This website presents the
information to the user in a
way that is very readable.
There is no problem here for
the user and there is nothing to
change here for an upcoming
redesign.
There is a search bar in the top
right of the screen that is
indicated
by
a
little
magnifying glass icon. There
could be a fix here because if
a user types in “men’s
joggers” nothing is present in
the little drop down menu that
appears under the search bar.
Even though if the user hits
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enter on their search it takes
them to their destination,
some people may think that
this product is not available
since nothing pops up to
prompt them to a new page. If
the user just types in “joggers”
all options pop up on the
dropdown menu, but allowing
this for all types of searches
would be beneficial for the
user.
1. Consistency and
Standards

01234

2. Error Prevention

01234

3. Recognition Rather than
Recall

01234

4. Flexibility and
Efficiency of Use

01234

Everything is uniform on the site
and Abercrombie & Fitch is
doing a good job sticking to their
brand. One thing that pertains to
this time of year is that they are
definitely good at making their
website aesthetic to follow the
time of year that we are in, as
their website is definitely
portraying the holiday season.
The only error that should be
looked at here is the issues that
were laid out above in terms of
the search bar and how specific a
user would need to be to be
reassured that the website has
that type of item that the user is
looking for.
Everything stays on the website
when the user goes from page to
page. The navigation bar is
always along the top and there
are always menus on the sides of
the page that are directing the
user to certain filters and other
things that aids the user
experience when navigating the
site.
As mentioned above, everything
is well laid out and this site is
pretty straight forward in terms
of being able to use for all users.
There is also room to
add/subtract on the navigation
bar as seen by the “gift guide” tab
which shows that this site is
flexible and anything that is
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added does not make the site
cluttered or more difficult to
navigate.
5. Aesthetic and
01234
The aesthetic is very appealing
Minimalist Design
and flexible as was mentioned
above. The current site is
definitely portraying a holiday
theme and it is evident that
Abercrombie & Fitch know how
to create their website towards
the current time of the year. The
reason why there could be a
minor problem here is that there
is a lot going on in terms of the
homepage and as you scroll
down there are more and more
options that the user can navigate
through. For some people, this
may not be an issue, but it could
be slightly distracting and
overwhelming for some users as
well.
6. Help Users Recognize,
01234
If the user enters wrong
Diagnose, and Recover
information in terms of account
From Errors
details, the site quickly notifies
the user of that and ways to
recover their information if they
forget their login info.
7. Help and
01234
The user would have to scroll all
Documentation
the way down to the bottom of
the page to find the help section,
and when they do find it, all of
the options are in very small text.
This could be problematic for
certain users and should be
addressed so all users could
easily find help if it is needed.
Severity: 0 – Not a Problem, 1 – Easy fix, 2 – Minor Problem, 3 – Major Problem, 4 – Fatal
Analysis
Abercrombie & Fitch has a website that passes many of the heuristic evaluations. The parts of the evaluation
that do need tweaking are minor and can be fixed with minor tweaks. I think one of the main things that
Abercrombie & Fitch does well is that it maintains their brand and template so if the user wants to shop in
a different section of the store, it is very easy to do that. Overall, this website is one that is user friendly to
users of all demographics and it makes navigating the site an enjoyable experience.
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Abercrombie & Fitch: Usability Study

26

EXECUTIVE SUMMARY
This usability test was conducted on the Abercrombie & Fitch site, abercombie.com. The site
includes clothing and accessories for men, women and children.
Three participants were tested remotely via Zoom. These sessions were recorded with participant
consent and evaluated to create the following report. Participants were first asked background
questions regarding their internet usage and online shopping habits. From there, they were asked
about their impressions of the homepage. Finally, they were asked to complete five different
tasks. The task completion rate was 100%. Each session lasted anywhere from 35-45 minutes.
All participants were not familiar with the current Abercrombie & Fitch site. Two thirds of the
participants were familiar with the brand.
After completing the tasks, it was found that participants did not struggle with locating any sort
of clothing item. The trouble came with task #4, “Two months ago, you ordered a new shirt in
the wrong size. You are looking to get a full refund on your credit card. Find out if you are still
eligible to make this return based on A&F’s return and exchange policy.” Participants did not
know where to begin. It is found that the first click is essential to the success of the task. Two
thirds of participants looked in the wrong place first before finding the right page. This task took
all three participants the longest time to complete.
The problem areas identified after the tests were conducted included the location of the “Returns
and Exchanges” page, the organization of the “Fierce” category and the top menu options. To
eradicate these issues, it is recommended that there should be a “Customer Service” or “Contact
Us” page included in the top menu, Fierce Cologne should be able to be organized by scent and
size and the “Jeans” category should be moved from the top menu option and put under the
respective gender options.
Overall, the website was perceived well by all participants. They visually enjoyed the color
scheme and organization of the site. They liked that things were categorized by gender, but one
participant noted that they could include a non-binary section to be more inclusive. Categories
were organized clearly and were easily recognized by participants.
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PREP MATERIALS
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Usability test script - Web sites
Reprinted from Rocket Surgery Made Easy
© 2010 Steve Krug

ABERCROMBIE & FITCH: USABILITY TESTING
SCRIPT
THE INSTRUCTIONS

Web browser should be open to Google or some other “neutral” page
Hi, ___________. My name is Kelsey, and I’m going to be walking you through
this session today.
Before we begin, I have some information for you, and I’m going to read it to
make sure that I cover everything.
You probably already have a good idea of why we asked you here, but let me go
over it again briefly. We’re asking people to try using a Web site that we’re
working on so we can see whether it works as intended. The session should take
about an hour.
The first thing I want to make clear right away is that we’re testing the site, not
you. You can’t do anything wrong here. In fact, this is probably the one place
today where you don’t have to worry about making mistakes.
As you use the site, I’m going to ask you as much as possible to try to think out
loud: to say what you’re looking at, what you’re trying to do, and what you’re
thinking. This will be a big help to us.
Also, please don’t worry that you’re going to hurt our feelings. We’re doing this to
improve the site, so we need to hear your honest reactions. If you have any
questions as we go along, just ask them. I may not be able to answer them right
away, since we’re interested in how people do when they don’t have someone
sitting next to them to help. But if you still have any questions when we’re done
I’ll try to answer them then. And if you need to take a break at any point, just let
me know.
With your permission, we’re going to record what happens on the screen and our
conversation. The recording will only be used to help us figure out how to improve
29

the site, and it won’t be seen by anyone except the people working on this project.
And it helps me, because I don’t have to take as many notes.
Please confirm that you have read and e-signed the consent form that we emailed
you. It just says that we have your permission to record you, and that the recording
will only be seen by the people working on the project.

Confirm that they’ve returned the e-form
START the SCREEN RECORDER

Do you have any questions so far?

THE QUESTIONS
OK. Before we look at the site, I’d like to ask you just a few quick questions.
•

What’s your occupation? Are you a student, work full-time or part-time? What do
you do all day?

•

Roughly how many hours a week altogether—just a rough estimate— would you
say you spend using the Internet, including Web browsing and email, at work and
at home?

•

What kinds of sites (work and personal) are you looking at when you browse the
Web?

•

How many hours per week do you spend online shopping?

•

Do you have any favorite online shopping sites?

•

How familiar are you with the Abercrombie & Fitch website or brand?
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THE HOME PAGE TOUR
OK, great. We’re done with the questions, and we can start looking at things.

Please visit abercrombie.com and stay on the homepage.

First, I’m going to ask you to look at this page and tell me what you make of it:
what strikes you about it, whose site you think it is, what you can do here, and
what it’s for. Just look around and do a little narrative.
You can scroll if you want to, but don’t click on anything yet.

Allow this to continue for three or four minutes, at most.

THE TASKS
Thanks. Now I’m going to ask you to try doing some specific tasks. I’m going to
read each one out loud and give you a printed copy.
I’m also going to ask you to do these tasks without using Search. We’ll learn a lot
more about how well the site works that way.
And again, as much as possible, it will help us if you can try to think out loud as
you go along.
Task #1: You are looking for a Christmas present for your sister. She wants a new
long sleeve blouse. You have a budget of $55. Find a long sleeve blouse on this
budget.
Task #2: You are looking for a gift for your brother for his birthday. He has
requested the 6.7oz Fierce Cologne. Find this item.
Task #3: Your brother wants a very warm green puffer coat for Christmas. Find a
men’s green puffer coat that is categorized as “ultra warmth”.
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Task #4: Two months ago, you ordered a new shirt in the wrong size. You are
looking to get a full refund on your credit card. Find out if you are still eligible to
make this return based on A&F’s return and exchange policy.
Task #5: You have been looking everywhere for a new pair of dark blue skinny
jeans. You are also on a tight budget. You are looking through all of your options
before buying. Please “save” a pair of dark blue skinny jeans that are under $100.

Hand the participant the first scenario, and read it aloud.
Allow the user to proceed until you don’t feel like it’s producing any
value or the user becomes very frustrated.
Repeat for each task or until time runs out.

PROBING
Thanks, that was very helpful.
I will now ask you any follow-up questions that may have occurred to me during
the task portion.

Ask your follow-up questions, then probe anything you want to follow
up on.

WRAPPING UP
Do you have any questions for me, now that we’re done?
Give them their incentive, or remind them it will be sent to them.
Stop the screen recorder and save the file.
Thank them and end the meeting.
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Abercrombie & Fitch: Recording Consent Form

Thank you for participating in our usability research.
We will be recording your session to allow Abercrombie & Fitch staff members
who are unable to be here today to observe your session and benefit from your
comments.
Please read the statement below and sign where indicated.

--------------------------------------

I understand that my usability test session will be recorded.
I grant Abercrombie & Fitch permission to use this recording for internal use
only, for the purpose of improving the designs being tested.

Signature: _______________________________

Print your name: __________________________

Date: __________________
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Task List
Task #1: You are looking for a Christmas present for your sister. She wants a new
long sleeve blouse. You have a budget of $55. Find a long sleeve blouse on this
budget.
Task #2: You are looking for a gift for your brother for his birthday. He has
requested the 6.7oz Fierce Cologne. Find this item.
Task #3: Your brother wants a very warm green puffer coat for Christmas. Find a
men’s green puffer coat that is categorized as “ultra warmth”.
Task #4: Two months ago, you ordered a new shirt in the wrong size. You are
looking to get a full refund on your credit card. Find out if you are still eligible to
make this return based on A&F’s return and exchange policy.
Task #5: You have been looking everywhere for a new pair of dark blue skinny
jeans. You are also on a tight budget. You are looking through all of your options
before buying. Please “save” a pair of dark blue skinny jeans that are under $100.

34

METHODOLOGY AND PARTICIPANT BIOS
Each session was performed and recorded over Zoom. First, the instructions were read to the
participant and they were then asked some background questions regarding internet usage and
familiarity with the brand. They were each asked the following questions:
•

What’s your occupation? Are you a student, work full-time or part-time? What do
you do all day?

•

Roughly how many hours a week altogether—just a rough estimate— would you
say you spend using the Internet, including Web browsing and email, at work and
at home?

•

What kinds of sites (work and personal) are you looking at when you browse the
Web?

•

How many hours per week do you spend online shopping?

•

Do you have any favorite online shopping sites?

•

How familiar are you with the Abercrombie & Fitch website or brand?

Participants were then asked to go to Abercrombie.com and asked to share their screen so that their
actions could observed. After the participants made comments on the homepage, they all
completed five tasks and the session was wrapped up. All tasks were timed. Each session lasted
from 35-45 minutes.
Each participant was a college student, 2 out of the three having jobs outside of their education.
All names will be kept confidential and they will be referred to as P1, P2, and P3 throughout the
document. Below is a description of each participant.

Participant 1
Participant 1 (P1) is a current senior in college with a part-time job as a nurse’s assistant. On
average, she spends about 70 hours per week on the internet for school and personal use. For
school, she is looking for medical journals and scholarly articles. For personal use, she usually
spends her time using streaming services such as Netflix and Hulu and social media platforms like
Instagram. On average, she spends approximately 2-3 hours per week online shopping at places
such as Amazon, Clad and Cloth, Anthropology and Madewell. She is not familiar with the current
Abercrombie & Fitch but is familiar with the brand’s store fronts.

Participant 2
Participant 2 (P2) is a current senior in college with a part-time job in social work. On average,
she spends 50 hours a week on the internet for school and personal use. She browses scholarly
articles for assignments and uses her email quite often. For personal use, she uses streaming
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services such as Amazon Prime, Netflix and Hulu. She also spends a lot of time looking at gift
ideas for others. She typically spends 1-2 hours per week online shopping depending on what time
of year. She enjoys shopping sites such as Amazon, Sephora, Etsy, Nordstrom Rack and Macy’s.
She is not familiar with the Abercrombie & Fitch website or brand.

Participant 3
Participant 3 (P3) is a current college senior. He spends approximately 60 hours per week on the
internet for school and personal use. For school purposes, he is browsing science and journal article
databases. For personal use, he spends about 10 hours per week online shopping at stores such as
J Crew, Lululemon and REI. He is familiar with the Abercrombie & Fitch brand but has not been
familiar with the website in recent years.

SESSION ACTIVITY
Homepage Tour
When presented with the homepage, each participant noted the color scheme of the website as
“neutral” or “muted”. While none of them stated that it bothered them, one out of three noted that
nothing stood out because of the neutral/muted color scheme. P1 and P3 compared the homepage
to other clothing brands such as the Gap and J Crew. Abercrombie & Fitch does sell items for a
price range that is similar to the Gap whereas J Crew is slightly more expensive. All three
participants stated that they liked the overall layout of the site and found it visually appealing. P1
did also note that she would not take the time to scroll through the homepage because she usually
has a purpose while shopping. P2 liked that it was categorized by gender because she could easily
find where to begin but mentioned that it would be nice to include a non-binary section to be more
inclusive to everyone. Other elements that participants liked about the homepage included the
models being tagged at the bottom of photos, the “MyAbercrombie” graphic, and sale banners.
Things they didn’t take a liking to where the “Buy Now, Pay Later” ad and the amount of scrolling
to get to the bottom of the page.

Tasks
The participants were presented with the following tasks:
Task #1: You are looking for a Christmas present for your sister. She wants a new
long sleeve blouse. You have a budget of $55. Find a long sleeve blouse on this
budget.
Task #2: You are looking for a gift for your brother for his birthday. He has
requested the 6.7oz Fierce Cologne. Find this item.
Task #3: Your brother wants a very warm green puffer coat for Christmas. Find a
men’s green puffer coat that is categorized as “ultra warmth”.
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Task #4: Two months ago, you ordered a new shirt in the wrong size. You are
looking to get a full refund on your credit card. Find out if you are still eligible to
make this return based on A&F’s return and exchange policy.
Task #5: You have been looking everywhere for a new pair of dark blue skinny
jeans. You are also on a tight budget. You are looking through all of your options
before buying. Please “save” a pair of dark blue skinny jeans that are under $100.
Overall, participants fared well with the tasks. All three participates were able to complete 100%
of the tasks. Some found certain tasks easier than others. Below is a chart of how long it look
participant to complete each task.

Task
Task #1
Task #2
Task #3
Task #4
Task #5

Participant 1
1:06
1:29
0:35
2:05
1:00

Participant 2
1:15
0:33
0:25
1:30
0:28

Participant 3
0:46
0:13
0:32
1:00
0:34

As listed in the chart, each participant took a longer amount of time to complete task #4 and task
#2 and #3 seemed to be a pretty quick find. This could be because the website doesn’t have an
extensive amount of clothing options, whereas in task #4, participants had to locate a page
regarding a return.

Task Analysis
Task #1
Participants were asked to search for a long-sleeve blouse in a certain price range. While 2 out of
the three participants had no problem finding the “Shirts and Blouses” section, P2 struggled to find
out what shirt might qualify as a blouse. P1 and P2 both went to the Women’s section to find
“Tops” while P3 chose to select the “Sale” section and then find the “Women’s Tops” section.
Task #2
This task involved finding a certain product. All were asked to find the 6.7oz bottle of Fierce
Cologne. All participants noted that there were four different types of Fierce Cologne, with the
original being named “Fierce” and other being called something very similar such as “Fierce
Blue”. This seemed to be a point of confusion for all participants. P1 noted that if she was allowed
to use the search feature, she would have because she struggled finding the correct size bottle.
Task #3
This task was completed rather quickly by all participants. This can be accounted for possibly
because of the small variety of coats available on the site. This tested to see if the level of warmth
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feature on the website was easy to navigate. Two thirds of the participants used the level of warmth
scale to find a puffer jacket and then selected the color on the product page. P2 sorted the jackets
by color first and then found the “ultra puffer” product and then selected the color.
Task #4
There was a clear struggle for 2 out of the 3 participants on this task, with P3 noting that it was the
hardest task to complete. They needed to find out specific information on a return they would like
to make. Two thirds tried to look for the “Returns” page under the “About Us” page, but it is not
located there.

Task #5
Two thirds of participants knew how to “save” a product from category page. They both found the
feature easily. P3 had to open the product page before looking for the “save” feature. All
participants found the skinny jean by going to either the “Men’s” or “Women’s” section and
selecting “Bottoms”. No participants used the “Jeans” menu option.

PROBLEM AREAS
Upon completing the study, some issues with the usability of the site became prominent. The
following bullets were issues that reoccurred in more than one participant’s session.
•
•
•

The “Returns and Exchanges” pages are hidden and cannot be accessed from the top
menu
Fierce Cologne is named/organized in a way that is confusing to some users
Some top menu options may be unnecessary/not used as often as others

RECCOMENDATIONS
After careful consideration, there are a few changes that are recommended to make the site more
user-friendly. These are all relatively small, cosmetic changes, as the overall consensus was that
the Abercrombie & Fitch site was generally easy to navigate.
•
•

•

Make a “Customer Service” or “Contact Us” page on the top menu option. This way users
can find help without having to scroll to the footer of the page.
The organization of the “Fierce” section needs to be re-evaluated. There isn’t a clear
breakdown of the different scents. Users should be able to organize it by scent and size to
allow for an easier shopping experience.
The top menu options are currently “Men’s”, “Women’s”, “Kids”, “Jeans”, “Fierce”, “Gift
Guide” (seasonal), “Sale” and “About Us”. Although it is not the quickest or easiest route,
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all of the participants went to find jeans under their gender category. Consider taking away
the “Jean” category and putting it under the respective genders. This will also help declutter the top menu.
Overall, the site serves its main purpose (to sell A&F product) very well. The homepage is very
visually appealing and presented well to all three of them. All were able to easily find all clothing
categories they were searching for. Participants were able to infer where they needed to search for
specific requests such as the warmth level or the certain fit of jeans.
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