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Lenovo is a US $60 billion revenue Fortune Global 500 company serving customers in 180 

markets around the world. Focused on a bold vision to deliver smarter technology for all, 

the company is focused on developing world-changing technologies that power (through 

devices and infrastructure) and empower (through solutions, services and software) millions 

of customers every day and together create a more inclusive, trustworthy and sustainable 

digital society for everyone, everywhere.

5

About Lenovo Group

About ISG 

Lenovo Infrastructure Solutions Group (ISG), renamed from the Data Center Group 

(DCG) in 2021, is a smart infrastructure solutions provider to organizations of all sizes. 

Its technology and insight power the data-centered heart of smarter retail, smarter 

manufacturing, smarter cities, smarter healthcare, smarter finance, and beyond. 

Through edge and cloud computing, analytics and artificial intelligence, and 

Infrastructure-As-a-Service via TruScale, the ISG delivers Smarter Technology for All. 

Lenovo ISG is the only data center provider with end-to-end manufacturing. Lenovo 

owns the entire supply chain for everything it builds, delivering a level of security and 

seamlessness that no one else can, anywhere in the world.

Revenue for the Data 

Center Group was strong, 

growing 32% year-on-year 

to US$1.6 billion, the fifth 

straight quarter of 

premium-to-market growth. 

–Lenovo Group: Full Year Financial Results 2020/21
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Project Summary

Consumer expectations have never been greater within today’s digital 

commerce landscape. Simply having the right product actively available 

through the right channels is no longer enough for retailers. Speed and 

choice are only part of the equation–today’s consumers have higher 

standards for the quality of the experience being offered as well, seeking 

one-to-one service, expert advice and products that connect them to 

solutions and broader organizational goals. A successful direct-to-

customer strategy for ISG should include a best-in-class UX that not only 

drives sales, but fosters long-term, one-on-one relationships with 

consumers.

To provide recommendations for improving ISG’s UX, Rivers Agency has 

evaluated the user experience of lenovo.com/datacenter and reviewed 

how Lenovo’s UX stacks up against 60 of the top grossing US and 

European e-commerce sites, Lenovo’s competitors, HPE and Dell, and 

best practices from leading UX communities.

7
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Project Findings

All UX findings and associated recommendations will be presented in order of impact to the user (good, 

better, best) experience based on the following steps in the e-commerce funnel:
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1. Initial Reaction

First impressions on product offerings and the 

overall look and feel of key pages throughout the 

website

2. Find

Information on the browsing processes and steps 

involved in finding a product that met users’ needs 

and goals

3. Choose

Information concerning the comparison and selection 

process of products available for purchase on 

lenovo.com/datacenter

4. Buy

Information based on the steps and actions required to 

add an item to a shopping cart or to confirm a purchase 

on lenovo.com/datacenter
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• Compete in an 

e-commerce market

• e-commerce will 

target SMB customers 

(<250 seats)

• Lenovo.com will be 

used to drive overall 

brand awareness and 

top of funnel lead 

generation

Assumed Goals Organize website structure

Make transactions easier

Create trust with transparency

Simplify the configuration process

Guide users with personalized product 
recommendations

Improve consumers’ shopping experience

Improve overall site experience

Increase the credibility of the product and the brand

Provide more opportunities to tell Lenovo’s unique story

Enhance the placement of educational and 

recommended content

Main Goals

Business Assumption Summary

Increase revenue (goal = 10% of Non CSP 

ISG revenue)

Encourage new and returning SMB 

customer engagement

Improve the conversion rate

Reduce bounce rate globally

Increase average session time

Decrease transfers to sales team online

KPIs
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Audience Demographics
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Lenovo's small business demographic is 

driving traffic and revenue:

Return users, 93%, from companies with 

1-4 employees make up the highest percent of 

traffic to the Data Center at 35.5%

63.3% of traffic is small to medium business

50% of traffic has less than 50 employees

5.05 average page views for businesses with 1-99 employees

On average, SMB visitors are spending 9 minutes on the site

Adobe Analytics February 18, 2021 – May 18, 2021



2021 Lenovo Internal. All rights reserved.

ISG Ecosystem
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Data Center
lenovo.com/us/en/data-center

SEO

43.6%

Direct

43.4%

SEM

7.7%

Email

2.9%

Affiliate

2.3%

Support

1.24%

Checkout

Search

6.22%

Keep In 

Touch

28.4%

Form

0.04%

INBOUND DRIVERS OUTBOUND DRIVERS

Chat

0.6%

Product

5.7%

Adobe Analytics April 1, 2021 – May 1, 2021
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Traffic
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Top Entry Pages

1. Lenovo Home 16.2%

2. Servers 12.8%

3. Intel Servers 7.8%

4. Data Center Home 6.8%

5. Rack Servers 6.8%

60% of the top ten entry pages include 

server pages.

Top Exit Pages

1. Servers 13.0%

2. Rack Servers 12.0%

3. DCSC 7.9%

4. ThinkSystem SE350 6.3%

5. Tower Servers 5.8%

50% of your top ten exit pages include 

server pages.

Users are interested in server pages but a lack of information and buying 

process means users are also exiting from these pages. 
i

Adobe Analytics February 18, 2021 – May 18, 2021

Top Pages Overall

1. Servers 38.0%

Bounce Rate 28.92%

2. Rack Servers 22.0%

Bounce Rate 48.5%

3. Lenovo Home 19.0%

Bounce Rate 15.25%

4. Data Center Home 17.4%

Bounce Rate 28.39%

5. Tower Servers 14.0%

Bounce Rate 28.04%
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User Behavior
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New vs. Returning

Returning 86.6%

New 13.4%

The majority of users are returning 

visitors. We need to create ways to 

engage first time users, help them 

create a plan for what they need and 

complete check-out more easily.

Channel Revenue

1. SEO $2,440,228 / 59.0%

2. Affiliate $648,080 / 15.7%

3. SEM $423,588 / 10.2%

4. Direct $346,705 / 8.4%

5. Email $232,661 / 5.6%

The top channel for revenue and entry is SEO. Direct Sales is 

the second ranking entry point but only contributes to 8.4% of 

revenue. Improving usability, content quality and product 

selection tools should improve the direct sales numbers.

i

i

Adobe Analytics February 18, 2021 – May 18, 2021
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Overview
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Market Size
The US & EMEA market size for servers sold through 

eCommerce could total ~$0.6-1Bn, with the US sales in 

2020 totaling up to ~$500mn - based on data 

triangulated from expert interviews and Analysis Mason’s 

SMB forecaster data.

Lenovo Market Share
1.4%

Key Players
Main players are Dell and HP, with Dell accounting for 

~0.3-0.5B and HP ~0.2-0.4B

Brand Competitors
www.delltechnologies.com

www.dell.com

www.hpe.com
Total annual eCommerce spend

Small business

(10-99 FTEs)

$329mn

# US Businesses ~5Mn

Adoption rate % 55%

Refresh cycle (years) 5.5

Avg Installed based per firm 1.5

Average market price $3,250 

Share of Vendor Direct 27%

Share of eCommerce 50%

Small Business 

Market Size 

McKinsey Report June 2021
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Introduction to SMB Personas

A persona is a way to model, summarize and 

communicate information about people who have 

been observed or researched in some way.

The following personas are depicted as specific 

people, but they are not real individuals. They are 

a synthesized summary from existing research 

and observations of many people. By combining, 

remixing and editing Lenovo’s existing knowledge, 

we’ve created a set of three characters to sum up 

the needs of Lenovo’s core audiences. Each 

persona represents a significant portion of 

potential customers in the real world.

18

Jade
The Novice Buyer

Lisa
The Informed Buyer

Dan
The Power Buyer

CIO, COO, 

President, CEO, 
Business 

Owner Roles

High-to-Mid 

Sales Funnel

SMB Decision 

Maker
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Meet Jade
“We are growing so quickly and our needs are changing 

so fast, I am not sure how to support our goals.”

Jade’s organization is a start-up and doesn’t yet have a plan in place to 

address its future data and computing needs. Without a roadmap, Jade is 
caught in a situation that makes it difficult to respond to changing 
circumstances or take advantage of unexpected opportunities. Jade is 

working on hiring a CIO, but the company isn’t large enough yet to make 
that work, so she needs to lead the technology decisions in this early 

stage. She needs to build out a data center in a way that is affordable now, 
but allows for maximum growth, and quickly. While IT is not the focus of 
her organization, it is necessary, and she will make the decisions now to 

go with a company that will offer maximum value to her organization now 
and in the future.

Jade’s Goals

“The Novice Buyer”

President, Artisanal Woodworking Company

20 Employees

Buying stage = Awareness/Discovery 

Technical Confidence = Low



2021 Lenovo Internal. All rights reserved.

“The Novice Buyer”

President, Artisanal Woodworking Company

20 Employees

Buying stage = Awareness/Discovery 

Technical Confidence = Low

Meet Jade
To understand the best options for her needs

To find help in making decisions

To understand the value of the product

To understand the advantages of a Lenovo 

server solution

To understand how to grow the data center 

in line with business needs

To get the help needed at the right times in 

the process from investigation through 

after-purchase support

Needs

Pain Points

I think that I need a basic server, but I need 

to grow, what is best?

How do I know which server packages are 

relevant to my needs?

What is software licensing and how does it 

work?

I need help configuring AD and Exchange, 

who can I ask?

How quickly can I get my server?

What else do I need to purchase with my 

server?

What are the total costs?

What is the warranty/service on my server?

How can I pay for my server?

What other products are relevant to me?

I am frustrated, how do I get help? 

Questions

Determining the right server

Determining workload requirements and 

translating into a solution 

20
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Lisa’s company is doing well, has been established for many years, and 

has a stable need for servers to run its manufacturing business and track 
inventory. The company is financially stable, but can only afford to make a 
large expenditure when required. Value and cost savings are very 

important, as IT/technology isn’t the purpose of the company, but are 
needed to make everything run. Lisa is very interested in finding the right 

fit for moving to a new infrastructure, but needs help determining which 
servers are the appropriate replacements for the existing hardware, and 
would like to know if there is a better way to do what she is doing. She is 

comfortable enough with technology where the concepts are familiar, but 
she is not specifically aware of all of the options available.

“We have a server that is reaching its end of life, 

and need a replacement.”

Lisa’s Goals

Meet Lisa

“The Informed Buyer”

CEO, Small Manufacturing Company

50 Employees

Buying stage = Intent/Evaluation

Technical Confidence = Medium
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Meet Lisa

“The Informed Buyer”

CEO, Small Manufacturing Company

50 Employees

Buying stage = Intent/Evaluation

Technical Confidence = Medium

To understand the best options for 

her needs

To find help in migrating her existing 

workload to a new server

To understand the value of the product

To understand the advantages of a 

Lenovo Infrastructure solutions

To understand the advantages of the 

Lenovo after-purchase support

Determining the right server 

Provisioning and installing hardware 

post-purchase in the most efficient 

way possible

Migrating the existing 

data/configuration to the new server

How fast can I have my hardware delivered?

What is the right replacement for my existing server?

What does Lenovo provide me over the competitors?

I need help migrating my server, who can I ask?

How has software licensing changed?

Can Lenovo help me find someone to help 

upgrade/migrate my ERP/inventory software?

Can Lenovo suggest new ideas for cost savings and 

efficiency in my workflow?

For my small order, can Lenovo pre-configure EFI to 

boot on my kickstart server?

What other Data Center products can Lenovo provide?

What are the total costs?

What is the warranty/service on my server?

How can I pay for my server?

Questions Needs

Pain Points
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Dan’s organization is a small Aerospace firm which subcontractors for 

Boeing. They are an established business that uses technology heavily 
and on a daily basis. The company is expanding and needs additional 
resources. Dan is a capable leader and has already done the needs 

analysis to determine the specific needs for his servers, some of which fall 
outside of the traditional Windows server. He is very well informed, and 

willing to purchase, but needs to understand what Lenovo brings to the 
table.

“We know our IT needs and 

are preparing for purchase.”

Dan’s Goals

Meet Dan

“The Power Buyer”

CTO, Medium Aerospace Company

90 Employees

Buying stage = Intent/Evaluation

Technical Confidence = High
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Meet Dan

“The Power Buyer”

CTO, Medium Aerospace Company

90 Employees

Buying stage = Intent/Evaluation

Technical Confidence = High

24

To understand the fastest method of getting 

the equipment he needs

To find help in pre-configuring the hardware 

for fast deployments

To understand the value of the product

To understand the advantages of a Lenovo 

Infrastructure solutions

To understand the advantages of the Lenovo 

after-purchase support

Needs

Configuring the set of equipment. 

Tools need to be able to handle multiple 

servers/configurations quickly

Provisioning and installing hardware 

post-purchase in the most efficient way 

possible

Pain Points

How fast can I have my hardware delivered?

What is the best way to specify the 

configuration that I need?

What does Lenovo provide me over the 

competitors?

Can Lenovo provide servers that are 

configured for non-traditional OS/workloads?

For my small order, can Lenovo pre-

configure EFI to boot on my kickstart server?

What other Data Center products can 

Lenovo provide?

What are the total costs?

What is the warranty/service on my server?

How can I pay for my server?

Questions
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Competitive Overview

26

Research based e-commerce benchmarks show that Lenovo’s UX is not performing as well as it could be. Overall, the scoring indicates that 

many Lenovo users will struggle with navigation and understanding the information that is presented to them on the Data Center site.

Lenovo’s highest traffic comes from micro-companies (1-4 seats). While it’s possible to have expert users who are running those small 

companies, we can also make an assumption that a typical user’s knowledge might not be as high as a larger size company or a company that’s 

been in business longer. How information is presented and what information is presented are crucial tactics to supporting Lenovo Data Center 

customers along the spectrum of novice to expert.

Additionally, filtering and sorting capabilities are beneficial to product catalogs of any size; Lenovo’s lack of functionali ty in these areas is not in 

the best interest for sales.

User journey data indicates that Lenovo workflows are not clear to users. Distributed functions (options in the top and bottom, left and right) in 

the current UX/UI can impact how easily both novice and expert users are able to navigate the site.

Heavy abandonment on category level pages shows users are not able to find and add a particular product to their cart or complete a purchase. 

Similarly, product configurator abandonment is quite high, indicating that those users who are ready to buy are not able to effectively allocate 

their needs and are leaving the site without completing a purchase.

When it comes to overall performance, both Lenovo and Dell score comparatively poor. It should be noted, however, that Dell’s sites have a 

stronger performance than Lenovo when it comes to interface and hit areas. Additionally, Dell’s brand recognition may be a factor in why its 

users continue through purchase paths despite the site’s poor performance.

HPE shows the strongest performance among the competitors, with very high marks in how easily users can both scan and compare products. 

HPE also does a good job of presenting price information and context about how a product fits a user’s needs upfront, before they get too deep 

into the details. It should be noted that HPE is the only site out of the three that offers any filter or sorting functionali ty, and Lenovo would benefit 

from looking to HPE for how filters can be implemented.

Baymard Institute. https://baymard.com/
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Competitive Analysis
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Company

Differentiation

Brand Credibility

Clear Focus and Hierarchy

Compelling Content and Tools

Intuitive Navigation

Product Lists and Filtering N/A

Product Comparisons

Rich Product Pages

Clear Purchase Path

Featured Deals/Incentives N/A

Upsell/Cross-Sell/Bundle N/A

Product Configurator N/A

Checkout N/A

Customer-Focused

Trust and Support

Overall Grade F E F C

P
o
o
r

M
e
d
io

c
re

A
c
c
e
p
ta

b
le

D
e
c
e
n
t

G
o
o
d

None of the current sites are 

meeting the 'Good' standard in 

any of the categories reviewed. 

Based on this finding, overall 

grading is on a sliding scale.

Dell Technologies has many 

areas that are N/A because 

functionality is split between 

this site and Dell.com. If 

combined, Dell would have 

the highest grade, a "B", in 

the group.

A 90%-100%

B 80%-89%

C 70%-79%

D 60%-69%

E 50%-59%

F 00%-49%

Baymard Institute. https://baymard.com/
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Observations
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Methodology
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This audit was conducted as a heuristic evaluation of Lenovo, Dell and HPE based on 

findings from Baymard Institute's 42,000+ hours of structured large-scale e-commerce 

usability testing and benchmarking. This means the audit relies on indirect large-scale 

usability testing with more than 1,200 user sessions, large-scale eye-tracking studies, UX 

performance benchmarking, and quantitative studies to uncover general user behavior 

patterns in e-commerce as a whole, that also applies to Lenovo (rather than the traditional 

direct low-volume usability testing with 10-50 users at Lenovo).

Specifically, the sites have been audited and UX performance scored on the approximately 

550 different site elements that Baymard currently has documented to consistently constitute 

a good e-commerce user experience. Baymard has benchmarked 60 top-grossing US and 

international e-commerce sites on the exact same 550 weighted parameters to allow for a 

direct UX performance comparison. 

This audit includes identifying usability issues, scoring the site's user experience based on 

the identified issues, comparing performance and implementations of the competing sites, 

and lastly presenting suggestions for UX improvement for Lenovo.

Baymard Institute. https://baymard.com/
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Top 9 Suggestions for Overall Improvement

30

Utilize clear e-commerce calls to action 

throughout the site

Make product listings more visible on 

category pages and landing pages

Streamline navigation to make the site more 

intuitive for users

Include off-the-shelf products for customers 
who do not want customization

Simplify the configuration process for those 

who need to customize

Provide ways for users to narrow down the 

product catalog

Use context and messaging to tell users how 

to be successful with DC products

Provide an interface that encourages 

learning for levels of users

Enhance the “Why Lenovo” value proposition 
by telling more stories, increasing social 

proof, and including more impactful branding 

content

I

1

2

3

4

5

6

7

8

9
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Navigation: Observations

1 https://baymard.com/premium/guideline-collections/w qrbe4/256

Initial Reaction

Lenovo’s ‘Data Center’ label on the main navigation bar does not clearly convey the 

types of product categories offered (e.g., servers)

Find

Sub-category labels are non-standard and the font is small/lacks visual weight. “Services 

& Solutions” and “Support” language is duplicated in the link labels of the main nav 

above, causing confusion about where to click for these important utilities. Search, a 

critical tool for users who already know what they want, is located too far away from Data 

Center navigation.

Recommendations

• Rename ‘Data-Center’ to a more product-focused label

Recommendations

• Group sub-category options to make the navigation more intuitive/manageable

• Condense the Lenovo.com main navigation to a hidden nav or universal link 

once a user has entered the Data Center subsite

• Relocate Search and other key utilities to stand out more to Data Center 

customers
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Navigation: Observations

Choose

Heat mapping data shows users are most often selecting Servers in the Data 

Center sub navigation. Category landing page links (e.g. Explore Servers”) are not 

interactive, making it impossible to access landing pages from the dropdown menu. 

Menu items lack hover and active states, making it difficult for users to visualize 

where they are.

Buy

“Special Offers” is the only prompt to purchase in the sub navigation. Lack of 

contextual information makes it difficult for users to know what to click on. The Cart 

icon doesn't change to indicate when the user has added products.

Recommendations

• Make products category the first item in the sub navigation

• Add a hover state to category landing pages in the secondary nav

• Use active states to tell users ‘where’ the currently visible screen is 

located within the menu options

Recommendations

• Consider replacing Special Offers in the subcategories with a 

benefits bar underneath the menu, allowing users to explore more 

than one offer at a time

• Include a product quantity next to the cart icon when items have 

been added to the cart
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Navigation: Competitor Comparisons

After scroll: After scroll: After scroll:

Lenovo’s Data Center label in the main navigation may not 

be the clearest language compared to competitor sites. 

Small type and non-categorical labels in the sub navigation 

make it difficult to scan options quickly. Product category 

labels in the dropdown do not link and the lack of active 

states in the navigation make it too easy for users to stray 

from their intended paths. Lenovo gets the order of nav 

items wrong (Servers, the most trafficked pages of the site 

should be at the beginning) and fails to include contextual 

information to eliminate confusion for users.

Dell Technologies locates servers in “Products” in the top level 

nav structure. Mega menu shows deeper links for quick access 

to specific items but only on click which can be missed. 

Navigation is highly simplified after scroll. Product organization is 

by popularity (Rack servers first), rather than alphabetical.

Dell.com locates servers under "Products" as well but the two 

sites have different items listed under that label. Dell.com fails to 

expand its server options in its navigation for users to easily 

select a particular server category. After scrolling, the main 

navigation disappears displaying quick links on the homepage 

and nothing on interior pages.

HPE locates servers under “IT Infrastructure.” HPE does 

not include dropdown menus to help users reduce the 

number of clicks. Call to action language (“Buy Now”) is 

persistent in a sticky subnav after you navigate to the 

“Servers” category page along with helpful utilities like 

“Case Studies” and “Sales Support.” Main HPE nav 

disappears on scroll so as not to interfere with IT 

Infrastructure navigation.

https://www.delltechnologies.com/en-us/index.htm
https://www.lenovo.com/us/en/data-center
https://www.hpe.com/us/en/products.html
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Homepage: Observations Initial Reaction

Product finding is key to e-commerce, yet Lenovo's homepage doesn’t reflect 

the site’s product range (or any products at all). This leads to lack of awareness 

of e-commerce and a slower buying process for consumers. Branded content is 

presented visually like product category portals, instead of a powerful brand 

message. The homepage is missing the impact of engaging messaging about 

the company.

Find

Too much top-of-funnel content – content is not catered to multiple audiences. 

Lack of product on the webpage doesn’t cater to site’s purpose (e-commerce).

Recommendations

• Add key products to the homepage

• Include Lenovo value proposition or other explicit brand features to 

help consumers establish a positive opinion of Lenovo 

• Add more bottom funnel content to page (e.g. customer reviews)

• Include main navigation categories directly on the homepage to 

promote quicker access to the product catalog

• Offer thematic or guided product browsing for novices (e.g. explore 

by use case, industry, etc.)

• Promote helpful product wizard on the homepage

Recommendations
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Homepage: Observations

37

Choose

There is no information concerning the comparison and selection process of 

products available for purchase on the homepage. 

Buy

Buying calls to actions are completely missing from the homepage design.  

Recommendations

• Add a helpful product recommendation wizard to the homepage

• Showcase logos, star reviews or problem/solutions of clients who use 

Lenovo’s products to make consumers more confident in purchasing 

products that have positive feedback from similar personas

Recommendations

• Add product shortcuts with clear "Buy Now" and "Customize" CTAs

• Feature a broad range of product types on the homepage
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Homepage: Competitor Comparisons

Lenovo shows no evidence of selling online, 

lacks specific products and product categories 

and CTAs and utilities that help guide users to 

the right products. Vague marketing language 

lacks Lenovo value proposition.

Dell Technologies' homepage provides slightly better access to products 

with fewer clicks, although the product catalog is only represented with a 

small icon versus a prominent place on the page. Help section content 

offers multiple pathways for novice users. “We are Dell Technologies” 

brand feature is included prominently on homepage.

The Dell.com homepage serves users content based on what a user has 

searched. If a user has shown interest in consumer products, servers do 

not appear on the homepage.

HPE’s educational features are more lower-funnel focused 

than Lenovo’s or Dell’s. Solutions are presented in 

problem/solution language to guide users. “How to Buy” 

CTA is prominent in the footer, but overall the page lacks 

CTAs to guide users to a specific product category quickly.
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Product Landers
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Product Landers: Observations

Initial Reaction

Highlighting product subcategories at top is good, however best practices say 

product landing pages need to also include individual product listings to help reduce 

the number of clicks. Top banner lacks call to action and takes up too much space. 

Learn content is good, but not easily accessible in accordions.

Find

Users are overlooking the product subcategories hidden in the carousel. Cross-

selling is limited to Services and should include other product lines for users to 

navigate around within the Data Center.

Recommendations

• Shorten the hero so that users can get to the products more quickly

• Add featured product listings below the category highlights

• Show Learn information by default

Recommendations

• Display all product subcategories instead of using a carousel to reduce 

search time and number of clicks

• Include product wizard on the page to help users find which 

subcategories are relevant to them.

Servers, Storage, SDI, Software share same layouti
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Product Landers: Observations
Choose

Beyond the product listing in the carousel, there is little to no content or tools that 

helps a user make a choice on what product they need or is right for them. Content 

is not written in a user friendly way that helps guide the user.

Buy

In Explore Products, only the linked content is a small, easy-to-miss CTA. There are 

no clear purchase CTAs on the page. Learn more links are too vague, leaving users 

to guess at where they might go next.

Recommendations

• Remove industry jargon and include language that guides the novice 

user to the correct product category

• Add product tags to products for quick scanning: performance, speed, 

memory, storage

• Display featured success studies directly on the page

• Create a path for users to access comparison tools

Recommendations

• Make entire card clickable

• Make server differences clear through content and different font 

weights so the user is confident in subcategory choice

• Update product CTA’s to clear purchasing language, "Shop"

• Include new How to Buy content

Servers, Storage, SDI, Software share same layouti
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Product Lander: Competitor Comparisons

Overall, the product is not featured enough on the Lenovo 
lander. Subcategories are represented, but the tall page hero blocks 
users from getting to them quicky. Carousel treatment of categories 

requires too much effort by the user, and content areas of those 
categories are not clickable. CTAs lack ecommerce "Shop" language 

and the page overall lacks information and tools to help users decide 
on what is best for them.

In general, Dell Technologies tells a more complete subcategory story for 
users. Although they also have a tall hero, the sticky sub-navigation helps 
move users quickly down the page to featured products, all products, 

benefits and stories. Product category cards are more engaging but still 
lack direct buying CTAs. Conversely, Dell.com combines Servers and 

Storage onto one lander but does include "Shop" CTAs and buying 
guidance to help users better self-select.

HPE's lander uses a short hero with a compelling value proposition 
to get users to subcategories quickly–however product subcategories 
lack any ecommerce CTAs. A single "Buy Now" CTA does appear in 

the page's sub-navigation, but it forces users go to a second landing 
page before they can reach a single-product page. The main lander 

does contain helpful content, product callouts and resources, but 
lacks organization making it confusing for users.
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Solutions Lander: Observations
Initial Reaction

On entrance, the Solutions Lander appears to be a repeat of the data center 

homepage. There is no immediate call to action or way for users to easily scan to 

find the solution they need.

Find

If a user landed here from an organic search, there is good information but lacks 

categorization of solutions to guide the user.

Recommendations

• Add a sticky navigation so that users can jump to the category section 

they need to find their solution

• Show all solutions in product cards

Recommendations

• Recategorize solutions into type, use case, and industry so that users 

can self-identify

Choose

There is no evidence on the performance of the solutions offered by Lenovo; 

Internal survey results indicate this would be a huge gain in increasing trust.1

Recommendations

• Include testimonials that discuss the process, success and ease of 

working with Lenovo
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Solutions Lander: Competitor Comparisons

Lenovos' content repeats from the Data Center homepage 

and it is unclear how the 4 large blocks of content differ from 

the list of solutions. A lack of categorization makes if difficult 

for the users to find what solution applies to them quickly. 

Dell Technologies showcases a lot of solutions which could be 

overwhelming for a first-time user, but information is well categorized 

and easy to consume. Users can easily use the sticky nav to jump to the 

section they identify with. Users coming from dell.com are redirected to 

the Dell Technologies page.

HPE does not have a separate Solutions page and instead 

includes this content combined with products directly on the 

homepage. It is easy to navigate service types and they allow 

users to self-select by industry.
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SMB Solutions: Observations
Initial Reaction

The language is written for a specific SMB audience, but the page 

aesthetic feels like Information overload for a novice or new audiences.

Find

While helpful, the SMB overview and auxiliary information is improperly 

placed above sub-category content, distracting users from the primary goal (finding 

and choosing small business products). Without visible subcategories, users have 

a harder time gaining an overview of what is available and cannot as easily 

navigate to deeper content.

Recommendations

• Add images to keep the user engaged and make content sections 

easier to scan

• Remove or condense content that isn’t receiving clicks. Highlight 

product categories higher on the page and use accordions for 

secondary content

• Add better defined CTAs so users know what content is actionable

• Add SMB customer success stories, testimonials to show that Lenovo 

is informed and committed to SMB customers and to add credibility 

and trustworthiness to the page

• Locate this page under new Learn navigation vs Solutions

Recommendations

• Add clear subcategories

• Include filter-based paths below sub-categories

• Include product suggestions or bundles for SMB personas
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SMB Solutions: Observations
Choose

While the SMB page has a lot of content, it doesn’t tell SMB users which 

products to buy for SMB needs.

Buy

SMB users are getting the impression that there are only a handful of 

products available. “Explore All” text links are not visually strong enough.

Recommendations

• Add descriptive product names vs. marketing labels for products

• Include suggested products alongside helpful use case content

• Allow customers to compare SMB products

Recommendations

• Emphasize ‘view all products’ links by placing in a button

• Make it clear what product information and links go with which 

product by designing clearer frames around product cards and 

linking the entire card to the product page

• Remove product carousels to reduce search time and number of 

clicks

• Add clear e-commerce call-to-actions to the page
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SMB Solutions: Competitor Comparisons

SMB Solutions doesn't feel inviting for users and overall lacks 
visual appeal. Extra-tall hero should be functional with CTA 
language. Page lacks bespoke imagery, particularly in an SMB 

context. Content areas are not well-defined and hard to scan and 
language on the page is too technical overall for SMB audience

Page content areas are broken up well, making the content easy 
for users to scan and keeping the user scrolling. Overall, Dell 
content is more engaging, showcases SMB products in use, and 

includes contextual imagery along with SMB learning resources.

HPE includes good e-commerce CTAs in the top hero. Helpful Sales 
Chat pop up anticipates high-touch needs for novice SMB customers. 
Interactive product selector helps guide SMB users to the right products. 

Robust product descriptions and problem/solution language help 
customers compare SMB options. 49

https://www.lenovo.com/us/en/data-center/solutions/smb/
https://www.delltechnologies.com/en-us/midmarket-solutions/index.htm
https://www.hpe.com/us/en/solutions/smb.html
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Services Lander: Observations

Initial Reaction

"Solutions” and “Support” language for Services categories is duplicated in the link 

labels of the main nav above, yet the content associated with the labels is totally 

different.

Recommendations

• Rename Services buckets to avoid confusion with Solutions categories

Find

Page does have clear direction with the goal of helping customers seek out 

categories of services but it could benefit from additional content and more 

support tools.

Recommendations

• Use different font weights/sizes to highlight the self-identifying content 

in service cards

• Provide links to articles, guides and resources in the learn section that 

guides users and places Lenovo as a thought-leader in the IT 

Infrastructure space
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Services Lander: Observations

Choose

Content on the page doesn’t explain why a potential client should be using Lenovo.

Recommendations

• Include testimonials that discuss the process, success and ease of 

working with Lenovo

• Add logos, awards and stats that differentiate Lenovo from competitors

Buy

It's not directly clear what users next step should be if they would like to employ a 

service.

Recommendations

• Add content that is transparent about the process of signing up, what 

the user can expect to happen and when

• Make it easier for customers to inquire about services by providing 

multiple ways to connect or learn more
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Services Lander: Competitor Comparisons

Lenovo has a clean page with clear direction to their 

service subcategories, however, the large hero slows 

users from getting to these subcategories quickly. It's 

not directly clear how a user gets or purchases these 

services from Lenovo.

Dell Technologies engages users from the top of their page 

with interactive video content. Although there is a taller 

hero, the sticky sub-navigation above the fold allows uses 

to jump to the section they need. Clear content describes 

payment options and social proof of using their services 

through testimonials, awards and reviews.

HPE's sub-navigation provides clear directives, but too much 

content that may overwhelm a novice user. The page hero is 

too tall and delays users from relevant content. Ample 

resources are provided to help users learn more about HPE as 

a company. A "Buy Now" option is available in the navigation 

but can be confusing because all services are not available for 

purchase on the following page.
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Product Lists: Observations
Initial Reaction

There is a lack of filtering, sorting, and comparison functionality. Final prices are 

hard to discern, making it difficult to efficiently scan cards. Cards are very long 

and scannability could be improved.

Find

Lenovo only allows for category filtering on the product list, which are not inclusive, 

resulting in the user only ever being able to see one category at a single time, with 

no ability to highlight items by other appropriate parameters.

Recommendations

• Add a Compare check box to product cards to make it easier to 

highlight/distinguish differences between two or three product offerings

• Adjust card layout to minimize white space and extra height

• Ensure the final purchase price is easy to discern by styling the price to 

be more prominent than discounts, old prices, etc.

• Add and stylize contextual guidance in product cards

Recommendations

• Include all list item attributes (bulleted specs) as filters on the left-hand 

column. Modify the current categories list into one sortable filter

• Add visual tags to products to indicate critical comparison data (e.g. 

Performance, Speed, Memory and Storage tags)
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Product Lists: Observations
Choose

Specs are presented inconsistently across bulleted list items, so users may have a 

difficult time comparing them.

Buy

The View or customize button makes the step to purchase vague.

Recommendations

• Listing specs in bulleted lists is easy to scan, but the lists don't all 

follow the same pattern. Make the order consistent to assist 

with comparison

Recommendations

• Change the button to read "Buy"
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Product Lists: Competitor Comparisons

Filter types are virtually unavailable. Room for 

improvement in card layout and emphasizing final 

purchase price. Lenovo highlights some unique 

purchasing attributes within the product list to alert users 

to some features or benefits, but lists are not consistent.

Dell uses a grid view to present their product list 

information, but do not provide sufficient product details 

to aid evaluation and comparison. Dell offers some 

tooltips and information for a few elements within the 

comparison tool, however not for very domain heavy 

information.

HPE provides filters within an area of their product details 

page to help narrow down appropriate pre-configurations. HPE 

is the only site to provide sorting functionality. HPE is also the 

only site to offer a Compare check box directly on product 

cards.

57
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Product Details Pages: Observations

Initial Reaction

Layout is not expected for a product page, and user has to scroll all the way to 

the bottom to find pricing and purchase CTA. Images represented by indicators 

are likely to be overlooked, either unintentionally or because they lack the 

information scent needed to be deemed valuable by users. Without help, novice 

users can have a hard time making sense of industry-specific product aspects.

Find

It can be highly complex to get an overview and locate products that are 

supplementary to the product currently being viewed.

Recommendations

• Move pricing, primary features, model options, and CTA buttons to the 

top of the page

• Use thumbnails to represent additional images to enable users to 

quickly identify and expand the images pertinent to their needs

• Provide clarifying text (e.g., with tooltips) for difficult-to-understand 

product specifications

Recommendations

• Suggest supplementary products for users who may be looking for add-

ons or accessories to the product they are currently viewing
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Product Details Pages: Observations

Choose

Basic product warranty information may fall short for users who incorporate 

extended warranties and service support into their decision to buy a product. Users 

may be put off by the product's high price before they are made aware of financing 

options.

Buy

The Shop Now secondary buttons are styled similarly to the primary ‘Customize’ 

button. Once added to a user's cart, if users click on the product image in the cart 

they are taken back to a different but similar product page for the exact same 

product.

Recommendations

• Any information about available warranty, service upgrades and/or 

financing should be displayed directly on the product details page

Recommendations

• Change the primary buttons to "Buy Now" and "Customize It"

• These buttons need a unique, high-contrast styling that isn’t reused for 

other buttons in the interface.

• Eliminate duplicate product pages.
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Product Details Pages: Competitor Comparisons

Lenovo provides the user with a 3D tour feature, which 

includes a series of images (along with a 360 view). Layout 

is unlike a standard product page, making it difficult to 

understand that a purchase can be made here. Product 

images can be difficult for users to decode, in particular 

when trying to understand features or specifications. Users 

can be taken to two different product pages for the exact 

same product based on path they take.

Dell's layout is a standard/expected product detail page 

with pricing and next step CTA at the top. Dell shows a 

delivery date clearly on their product details page to 

clearly communicate when users should be able to 

expect their product if purchased. Product videos 

showcase product features, provide scale and context, 

and offer educational content.

Pricing and models are close to the top of the page. HPE 

includes warranty upgrades on the product details page itself, 

however the included warranty is not available in close 

proximity to this information. HPE provides supplementary 

cross-sells on the product details page, however they are 

relatively hidden behind an “Options” tab.
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Configurator: Observations
Initial Reaction

Choices are present but overwhelming. There is an overall lack of language to 

guide users through the configuration process and novice users struggle to 

understand the choices. Configurator allows users to see price changes as they 

design their product, but lack of tool tips or other guiding language forces users 

to go outside of the configurator to find additional information.

Find

No clear steps to indicate which specs are required for the configuration. Filtering 

options are closed by default, making them harder to discover and use.

Recommendations

• Provide base models with option to configure

• Display a 3D visual of the product that highlights each component as 

the user makes selections

• Reduce the number of steps a user has to take while still keeping tabs

• Redesign component steps and filter to make navigating the 

Configurator like a wizard that walks the user through the process and 

provides recommendations

• Include active states and a next button to progress users along the 

steps needed to be taken

Recommendations

• Only display required component selections, with a secondary option to 

make further selections for an expert user

• Redesign sidebar as filters and promote popular selections. Make 

options always visible and sticky when scrolling

• Consider implementing a sorting tool in addition to filtering

Lenovo UX Team Configurator Audit May 2021
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Configurator: Observations
Choose

Interface doesn't indicate when one step is finished and the next begins. Lack of 

helpful information and language makes it hard to make selections for all levels 

of users. No function for comparing configurations. Frequent errors occur due to 

options being shown to users that are not compatible based on a user's choices in 

previous steps.

Buy

Summary doesn't show users pricing for each component. No quick/easy way to 

just select basic configuration and move on.

Recommendations

• Include a next button or automatically move to the next step after a 

selection is made

• Add explanations and make current tool tips more apparent to help 

users understand how the options differ and assist in selection

• Consider allowing a user to save configurations and compare before 

getting to the cart or making it easier at the cart step

• Only provide compatible components based on previous user choices

• Make product drawings and datasheets easily accessible to users

Recommendations

• Provide common "base" configurations and provide clear 

explanations of differences to novice users

• Consider avoiding jargon and spelling out acronyms for novice users

• Provide a way to compare multiple configurations before adding to cart

• Show pricing for each option in the "Configuration Tree"

• Provide easy and quick access to a customer service representative

Lenovo UX Team Configurator Audit May 2021
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Configurator: Competitor Comparisons

Expert users have the ability to try many different 

options and see price changes reflected, but 

information isn't detailed enough to make selections. 

Novices need more – guided configuration options, 

out of box options, etc. Visual experience is not 

maximizing usability, functionality or ease of use.

Dell's configurator opens with basic options pre-selected enabling users 

to add product to cart "as is" or scroll to customize. Not all configurations 

are included in standard view, but there is a button that allows users to 

view all. Dell suggests and displays available accessories during the 

configuration process. "Help Me Choose" tool tips are available 

throughout the experience, providing users with more detailed 

information and comparison functionality. Configurations options are also 

conveniently displayed directly on product detail pages.

HPE's configurator is built directly into the product page 

instead of opening a new page. Interface allows users to easily 

reset or cancel configuration at any point in the process. 

Configuration summary is clear and simple to review and 

separates base package from configuration upgrades making 

the total pricing abundantly clear.
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Cart: Observations Initial Reaction

The cart is fairly clear and functional, however cart load time is slow and some 

basic design changes could greatly improve the experience. During some user 

tests, the main navigation of the site changed to PC & Tablets, making it 

confusing for users who use the cart for a "save" function or storage purposes 

while they continue to browse the site.

Recommendations

• Maintain consistent top navigation inside cart

• Streamline alerts/errors by locating them next to the product or 

cart summary section they refer to

• Place more emphasis on the total price of individual items and 

the 'Estimated Total' in the cart summary

• Display each product as a separate item inside the cart to prevent 

users from adding multiple units to the cart by mistake

• Provide larger thumbnails to help users visually inspect items

Recommendations

• Design the cart icon with more visual impact

• Include a product quantity number next to Cart icon

• Combine discounts, coupon and shipping information all together

• Expand the coupon section so the entry field is open and add 

explainer language for automatically-applied eCoupons

• Reorganize and redesign the bottom of the cart to optimize the 

usage of the space and increase the size of information in the cart

Find

The Cart icon in the courtesy navigation is the same color and weight of all of the 

other items, making it easy to miss. Icon doesn’t update or indicate that you've 

added an item to the cart or show the current total number of items in the cart, 

Important details are organized poorly (example shipping time and shipping costs 

are located in two separate areas of the cart).



2021 Lenovo Internal. All rights reserved. 682021 Lenovo Internal. All rights reserved.

Cart: Observations
Choose

Product specs should be organized in a way that facilitates comparisons, especially 

for users who typically store products in the cart during the browsing phase.1

Buy

Lenovo is missing an opportunity to cross-sell items related to cart contents. There 

is currently no way to share cart contents with another decision-maker for approval.

Recommendations

• Organize spec lists into buckets (Storage, Memory, Power, etc) so they 

are easier to scan and compare

• Include added price of each configuration spec in "View/Edit Specs" 

and ability to edit subcategory configurations

Recommendations

• Include cross-sell section with related accessories. Adapt cross-sell 

suggestions and promotions strongly to the user’s current context. 

Ensure cross-sells are styled as secondary content1

• Include links to print and email cart contents showing pricing and 

specs
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Cart: Competitor Comparisons

Lenovo's cart includes versions of some best practice 

recommendations currently but adjusting the layout and 

hierarchy would help to score higher. Discounts, pricing 

and organization of specs are difficult to scan. Lenovo is 

missing opportunities for cross-selling. It's difficult for users 

to add and purchase related accessories when 

top navigation switches to PC & Tablets. Lenovo lacks 

functionality to send or share cart.

Dell.com provides a stepped process with cross-selling along the 

way, however multiple buttons make it hard for users to choose the 

next step. Product specs are better organized but could be grouped 

better for easy scanning. Discounts in pricing is featured well but 

chat and special promotions links within the pricing structure can 

be distracting to the user. After cart abandonment, homepage 

features a "Welcome Back" with reminder of your cart details upon 

return.

HPE provides a drop-down cart view on hover over cart icon. 

The cart summary clearly shows upgrades with pricing but 

final pricing for each items can get lost. Users can easily go 

back to edit their configuration through a link and email their 

cart items to others, however the ability to save items for later 

is missing. The layout and hierarchy of sections allows users 

to clearly find what they need. A section for cross-selling is 

included for easy access to related items. 69
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Checkout: Observations
Initial Reaction

Page flow is easy to understand and scoring is generally good for best 

practices, however interactions and layout could be improved for better user 

flow and optimal best practices. Page load needs to be optimized.

Recommendations

• Consider an initial step with two buttons: Checkout as Guest and 

Login/Create an Account

• Consider using a single primary column for form fields since users often 

skip fields in multiple columns

• Style progress buttons differently so users don't mistake them for the 

complete purchase button. Provide 'Back’ button for navigating to 

previous checkout steps

• Support the browser 'Back' button for navigating to previous steps

• Provide clear rollovers and hover states for process step links

• Add appropriate alert messages to specific sections when users try to 

jump ahead in steps

• Ensure steps within tabs are clearly numbered and labeled

• Autodetect city and state immediately after zip code is provided

• Use in-line validation with advanced 'Live' logic

• Match the credit card field sequence to the physical card's information 

sequence

• Emphasize the security of credit card fields

• Include additional financing options offered on the initial cart page

• Include a space to Add Coupon in Order Summary box

• Provide separate ‘Edit’ links for all distinct information groups on the 

‘Review’ tab

• Rename 'Web Price' to 'Starting Price' in the review summary for 

consistency based on references on other pages
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Checkout: Competitor Comparisons

Lenovo's checkout has some inherent positives, but overall 

lacks organization and visual hierarchy. The four step check out 

process is clear at the top of page but steps do not appear to 

be active links. Checkout load is slower than Dell.

Dell's form fields don't indicate to users which fields are 

required and which are optional. Radio buttons for 

shipping options clearly indicate options to 

users. Multiple payment options are presented. CTA 

language clearly guides users to the next step in the 

checkout process.

HPE presents one long checkout page vs. a tabbed/stepped 

process. Users must choose between guest or logged-in checkout 

upfront, but are prompted again during the first checkout step, 

delaying the purchase goal. Form fields are missing autodetection 

functionality. Checkout load time is considerably slower than both 

Dell and Lenovo.
72
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Recommendations 
Sorted By Page/Section
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Navigation Good Better Best

1.1 Rename Data Center

1.2 Create Active States for Mega Menu Items

1.3 Hide Main Lenovo Navigation Once Data Center Journey Starts

1.4 Restructure Site Navigation/Add New Pages

1.5 Create New Mega Menu Style

1.6 Move Cart, Search and Account to Sub Navigation

1.7 Add Special Deals Bar Under Sub Navigation
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Good/Better/Best Recommendations
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Universal Good Better Best

2.1 Shorten Page Heroes

2.2 Add e-Commerce Calls to Action

2.3 Make Entire Product Cards Clickable

2.4 Add More Products on More Pages

2.5 Use Problem and Solution Messaging

2.6 Provide Ways for Users to Narrow The Product Catalog Down

2.7 Incorporate Resources

2.8 Sell Through Stories

2.9 Create A Module with Courtesy CTAs for Different Types of Support

2.10 Showcase More Brand Content vs Marketing Content

2.11 Add a Help-Me-Choose Wizard or Filtering Processes

2.12 Create a Module to Display Best Sellers, Featured and Popular Products

2.13 Add Sticky Nav for In-Page Navigation

2.14 Add Case Studies Module

76

Good/Better/Best Recommendations
Universal items will be applied to many pages, e.g. Homepage, Product Lander, Solutions, Services, etc. i
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Solutions

5.1 Recategorize Into Type, Use Case and Industry

*Recategorize for current content and in future for updated navigation

77

Homepage Good Better Best

3.1 Prominently Feature Product Categories

Good/Better/Best Recommendations
See universal items for additional recommendations that may apply.i

PC Homepage

4.1 Add Servers to Icon Navigation Module

4.2 Implement User Tracking to Show a Server Ad in 3-Up Ad Section
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Services Good Better Best

6.1 Rename Service Buckets

6.2 Explain the Process of Signing Up

78

Good/Better/Best Recommendations

Success Stories Good Better Best

7.1 Add More Small Business Case Studies

7.2 Add Search and Filter Functionality to Main Page

7.3 Convert PDFs to HTML Pages
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Good/Better/Best Recommendations

Product Landers Good Better Best

8.1 Remove Carousel and Show All Products

8.2 Guide Users to Comparison Tool

Product Lists

9.1 Add Contextual Guidance Messaging to Product Cards

9.2 Add Ability to Tag By: Performance, Speed, Memory and Storage

9.3 List Attributes Consistently Visually

9.4 Ensure Prices Are Clear in Product Cards

9.5 Reduce White Space in Product Cards and Make Product List 3-Up

9.6 Add Compare Option Check Box

9.7 Implement Filters for Product Attributes

See universal items for additional recommendations that may apply. i
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Product Details Good Better Best

10.1 Ensure the Primary Buttons are Styled in Unique and Prominent Ways

10.2 Add Buy Now and Customize Buttons

10.3 Use Thumbnails to Represent Product Images

10.4 Explain Industry-Specific Terminology in Product Specifications

10.5 Change Layout to Emphasize Price, Models and CTAs

10.6 Create and Highlight Out-of-Box Options vs Customization

10.7 Provide a Cross-Sell Section That Only Contains Supplementary Products

10.8 Display Warranty Upgrades and Financing Options

10.9 Eliminate Duplicate Product Pages

80

Good/Better/Best Recommendations

Comparison Tool

11.1 Create a Dedicated Page

11.2 Provide Inline Help for Industry-Specific Specs

11.3 Add the Ability to Add Products to the Compare Form Tool

11.4 Include the Ability to "Add to Cart"
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Configurator Good Better Best

12.1 Include Active States

12.2 Redesign Filters

12.3 Provide Descriptive/Explainer Language for Steps

12.4 Highlight and Use Tool Tips to Explain Jargon

12.5 Spell Out Acronyms

12.6 Add Next Guidance Buttons

12.7 Display Required Component Selections First

12.8 Make Data Sheets Available

12.9 Reduce Number of Steps

12.10 Start with Base Models with Clear Explanations

12.11 Display a 3D Visual Showing Reference to Components Being Selected

12.12 Add Functionality for Configurator to Act as a Wizard with Guidance

12.13 Add a Sorting Tool

12.14 Only Provide Compatible Components Based on Previous Step Choices

12.15 Create a Way to Compare Multiple Configurations

12.16 Show Pricing for Each Option/Component in Order Summary
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Good/Better/Best Recommendations
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Cart Good Better Best

13.1 Maintain Consistent Top Navigation Inside Cart

13.2 Organize Specifications Lists Into Category Buckets

13.3 Streamline Alerts By Locating Them To Appropriate Related Sections

13.4 Place More Emphasis On The Total Pricing

13.5 Provide Larger Thumbnails

13.6 Include Added Price Of Each Configuration Spec In "View/Edit Specs" And 

Ability To Edit Subcategory Configurations

13.7 Include Cross-sell Section With Related Accessories

13.8 Include Links To Print And Email Cart Contents

13.9 Design The Cart Navigation Icon With More Visual Impact

13.10 Include A Product Quantity Number Next To Cart Icon

13.11 Combine Discounts, Coupon And Shipping Information All Together

13.12 Expand Coupon Section And Add Explainer Language For Automatically-

applied Ecoupons

13.13 Optimize Usage Of Space On Bottom Of Page To Increase Size Of 

Information

82

Good/Better/Best Recommendations
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Checkout Good Better Best

14.1 Provide Clear Rollovers And Hover States For Process Step Links

14.2 Style Buttons That Progress Users Forward In Steps Differently

14.3 Ensure Steps Within Tabs Are Clearly Numbered And Labeled

14.4 Rename 'Web Price' to 'Starting Price'

14.5 Provide 'Back’ Button For Navigating To Previous Checkout Steps

14.6 Autodetect City And State After Zip Code Is Provided

14.7 Match The Credit Card Field Sequence To The Physical 

Card's Information Sequence

14.8 Add Appropriate Alert Messages To Specific Sections When Users Jump 

Ahead In Steps

14.9 Allow Users To Edit Individual Category Data Directly At The Review Step

14.10 Use Single Primary Column For Form Fields

14.11 Provide Two Buttons: Checkout As Guest And Sign In

14.12 Include Additional Financing Options

14.13 Include Collapsed Add Coupon in Order Summary Box

14.14 Use In-Line Validation With Advanced Live Logic

14.15 Support The Browser 'Back' But For Navigating

14.16 Emphasize The Security of Credit Card Fields
83

Good/Better/Best Recommendations
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Recommendations 
Sorted By Impact

84

UX Audit and Recommendations
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Navigation 1.1 Rename Data Center

Navigation 1.2 Create Active States for Mega Menu Items

Universal 2.1 Shorten Page Heroes

Universal 2.2 Add e-Commerce Calls to Action

Universal 2.3 Make Entire Product Cards Clickable

Universal 2.4 Add More Products on More Pages

Solutions 5.1 Recategorize Into Type, Use Case and Industry

Services 6.1 Rename Service Buckets

Success Stories 7.1 Add More Small Business Case Studies

Product Lists 9.1 Add Contextual Guidance Messaging to Product Cards

Product Details
10.1 Ensure the Primary Buttons are Styled in Unique and 

Prominent Ways

Product Details 10.9 Eliminate Duplicate Product Pages

Comparison Tool 11.1 Create a Dedicated Page

Configurator 12.1 Include Active States
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Good Recommendations

Cart 13.1 Maintain Consistent Top Navigation Inside Cart

Cart 13.2 Organize Specifications Lists Into Category Buckets

Checkout
14.1 Provide Clear Rollovers And Hover States For Process Step 

Links

Checkout 14.2 Style Buttons That Progress Users Forward In Steps Differently

Checkout 14.3 Ensure Steps Within Tabs Are Clearly Numbered And Labeled

Checkout 14.4 Rename 'Web Price' to 'Starting Price'
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Navigation 1.3 Hide Main Lenovo Navigation Once Data Center Journey Starts

Universal 2.5 Use Problem and Solution Messaging

Universal 2.6 Provide Ways for Users to Narrow The Product Catalog Down

Universal 2.7 Incorporate Resources

Universal 2.8 Sell Through Stories

Universal 2.9 Create A Module with Courtesy CTAs for Different Types of Support

Universal 2.10 Showcase More Brand Content vs Marketing Content

PC Homepage 4.1 Add Servers to Icon Navigation Module

Product Landers 8.1 Remove Carousel and Show All Products

Product Lists 9.2 Add Ability to Tag By: Performance, Speed, Memory and Storage

Product Lists 9.3 List Attributes Consistently Visually

Product Lists 9.4 Ensure Prices Are Clear in Product Cards

Product Lists 9.5 Reduce White Space in Product Cards and Make Product List 3-Up

Product Details 10.2 Add Buy Now and Customize Buttons

Product Details 10.3 Use Thumbnails to Represent Product Images

Product Details 10.4 Explain Industry-Specific Terminology in Product Specifications
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Better Recommendations

Comparison Tool 11.2 Provide Inline Help for Industry-Specific Specs

Configurator 12.2 Redesign Filters

Configurator 12.3 Provide Descriptive/Explainer Language for Steps

Configurator 12.4 Highlight and Use Tool Tips to Explain Jargon

Configurator 12.5 Spell Out Acronyms

Configurator 12.6 Add Next Guidance Buttons

Configurator 12.7 Display Required Component Selections First

Configurator 12.8 Make Data Sheets Available

Cart
13.3 Streamline Alerts By Locating Them To Appropriate 

Related Sections

Cart 13.4 Place More Emphasis On The Total Pricing

Checkout
14.5 Provide 'Back’ Button For Navigating To Previous 

Checkout Steps

Checkout 14.6 Autodetect City And State After Zip Code Is Provided

Checkout
14.7 Match The Credit Card Field Sequence To The 

Physical Card's Information Sequence

Checkout
14.8 Add Appropriate Alert Messages To Specific Sections 

When Users Jump Ahead In Steps

Checkout
14.9 Allow Users To Edit Individual Category Data Directly 

At The Review Step

Better recommendations are mutually inclusive with good recommendations.i
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Navigation 1.4 Restructure Site Navigation/Add New Pages

Navigation 1.5 Create New Mega Menu Style

Navigation 1.6 Move Cart, Search and Account to Sub Navigation

Navigation 1.7 Add Special Deals Bar Under Sub Navigation

Universal 2.11 Add a Help-Me-Choose Wizard or Filtering Processes

Universal
2.12 Create a Module to Display Best Sellers, Featured and 

Popular Products

Universal 2.13 Add Sticky Nav for In-Page Navigation

Universal 2.14 Add Case Studies Module

Homepage 3.1 Prominently Feature Product Categories

PC Homepage
4.2 Implement User Tracking to Show a Server Ad in 

3-Up Ad Section

Solutions 5.1 Recategorize Into Type, Use Case and Industry

Services 6.2 Explain the Process of Signing Up

Success Stories 7.2 Add Search and Filter Functionality to Main Page

Success Stories 7.3 Convert PDFs to HTML Pages

Product Landers 8.2 Guide Users to Comparison Tool
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Best Recommendations

Product Lists 9.6 Add Compare Option Check Box

Product Lists 9.7 Implement Filters for Product Attributes

Product Details 10.5 Change Layout to Emphasize Price, Models and CTAs

Product Details 10.6 Create and Highlight Out-of-Box Options vs Customization

Product Details
10.7 Provide a Cross-Sell Section That Only Contains 

Supplementary Products

Product Details 10.8 Display Warranty Upgrades and Financing Options

Comparison Tool 11.3 Add the Ability to Add Products to the Compare Form Tool

Comparison Tool 11.4 Include the Ability to "Add to Cart"

Configurator 12.9 Reduce Number of Steps

Configurator 12.10 Start with Base Models with Clear Explanations

Configurator
12.11 Display a 3D Visual Showing Reference to Components 

Being Selected

Configurator
12.12 Add Functionality for Configurator to Act as a Wizard with 

Guidance

Configurator 12.13 Add a Sorting Tool

Configurator
12.14 Only Provide Compatible Components Based on Previous 

Step Choices

Configurator 12.15 Create a Way to Compare Multiple Configurations

Configurator 12.16 Show Pricing for Each Option/Component

Best recommendations are mutually inclusive with good and better recommendations.i
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Cart 13.5 Provide Larger Thumbnails

Cart
13.6 Include Added Price Of Each Configuration Spec In 

"View/Edit Specs" And Ability To Edit Subcategory Configurations

Cart 13.7 Include Cross-sell Section With Related Accessories

Cart 13.8 Include Links To Print And Email Cart Contents

Cart 13.9 Design The Cart Navigation Icon With More Visual Impact

Cart 13.10 Include A Product Quantity Number Next To Cart Icon

Cart
13.11 Combine Discounts, Coupon And Shipping Information All 

Together

Cart
13.12 Expand Coupon Section And Add Explainer Language For 

Automatically-applied Ecoupons

Cart
13.13 Optimize Usage Of Space On Bottom Of Page To Increase 

Size Of Information

Checkout 14.10 Use Single Primary Column For Form Fields

Checkout 14.11 Provide Two Buttons: Checkout As Guest And Sign In

Checkout 14.12 Include Additional Financing Options

Checkout 14.13 Include Collapsed Add Coupon in Order Summary Box

88

Best Recommendations
Best recommendations are mutually inclusive with good and better recommendations.i

Checkout 14.14 Use In-Line Validation With Advanced Live Logic

Checkout 14.15 Support The Browser 'Back' But For Navigating

Checkout 14.16 Emphasize The Security of Credit Card Fields
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Expanded 
Recommendations

89

UX Audit and Recommendations
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1. Navigation
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UX Audit and Recommendations
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Rename Data 
Center 

91

Impact

Navigation

1.1 "IT Infrastructure" encompasses all the 

products and services Lenovo offers and is also a 

common navigation label used by competitors.

Issue Solved:

Lenovo’s ‘Data Center’ label on the main 

navigation bar does not clearly convey the types 

of product categories offered (e.g., servers). 

Data Center gives the impression of a 

Learning or Resource library.

Good

IBM

CDW

Dell.com uses Data Center which 

links to Dell Technologies. From 

there, all references are to IT 

Infrastructure, not Data Center.

DELL TECHNOLOGIES

HITACHI



2021 Lenovo Internal. All rights reserved.

Create Hover 
andActive 
States for Mega 
Menu Items

92

Navigation

1.2 Use active states to change the appearance 

of a link when hovered on, clicked or active.

Issue Solved:

Users are not able to visualize current page links 

in the navigation or dropdown menus. 

Additionally, product landing page labels 

("Explore Servers") are not linked, forcing users 

back to the main navigation to access that link.

Impact

Good

HPE's top navigation shows an underline for hover and active states. Secondary navigation 

titles change and sub-sections are also highlighted.

Xfinity mobile keeps the active 

navigation section highlighted after 

navigating from the mega menu to a 

category page.

Apple's top navigation 

highlights the active 

category and the sub 

categories appear below 

with clear hover states
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Hide Main
Lenovo 
Navigation 
Once Data 
Center Journey 
Starts
Impact

93

IBM's main navigation disappears once you've selected IT Infrastructure

HPE's main navigation disappears on scroll once a user has selected from the primary navigation

1.3 Control what users see in the navigation 

once they start a Data Center journey by hiding 

or minimizing the full site navigation.

Issue Solved:

'Services & Solutions' and 'Support' language is 

duplicated in the link labels of the main 

nav above, causing confusion about where to 

click for these important utilities.

Navigation

Better

BEFORE SCROLL:

AFTER SCROLL:
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IT Infrastructure (old Data Center in nav)

Products

Servers

Storage

Lenovo ThinkAgile

Networking

Software

All Products

Solutions

High-Performance Computing

Cloud Computing

Business Continuity

Machine Learning

By Use Case

By Industry

All Solutions

Services

Advisory Services (old Solutions services)

Implementation Services

Lenovo TruScale Infrastructure Services

Support Services (old Support tab in nav)

Learn

SMB Playbook

Success Stories

Lenovo Partner Hub

Lenovo Press

Forum

Blog

Help

How to Buy

Customer Support

Technical Support

Restructure 
Site Navigation/
Add New Pages
Impact

Best

1.4 Group similar navigation items under shared 

categories to help increase scannability. Use 

labels that help accentuate the purpose of the 

subcategory.

Issue Solved:

Category and subcategory labels are 

non-standard.

Navigation

Recommended new associative navigation for IT Infrastructure:

Create a dedicated 

education tab for users 

with content and links to 

help users learn more.

Remove duplicative words in 

the navigation by creating 

unique service labels.

How to Buy is a new recommended 

page that will explain off-the-shelf 

vs full configuration and the buying 

process.

Recategorize solutions 

into meaningful labels.

One place for users 

to view all.
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Impact

Best

1.5 Add contextual information to mega 

menu to deliver relevant hints to users.

Issue Solved:

Small labels and ambiguous icons make it 

hard for users to understand where to go to 

find the information they are looking for.

Navigation

Create New 
Mega Menu 
Style 

Dell Technologies creates tabs within their mega menu allowing users to select categories 

and view more information with subcategories

IBM uses contextual information to guide users in their mega menu.
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Move Cart, 
Search and 
Account to Sub 
Navigation

96

Navigation

1.6 Move key utilities (Cart, Search, Account) to 

the same level as Data Center. Icons and 

location should be simple and predictable.

Issued Solved:

Search, a critical tool for users who already 

know what they want, is located too far away 

from Data Center navigation. Key utilities shift 

from secondary navigation to top navigation when 

the user scrolls causing confusion when looking 

for these items.

Impact

Best

Key utilities are in line with 

the primary navigation

Samsung

HPE
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Highlight 
Special Deals 
Under Sub 
Navigation

Impact

Best

Navigation

J. Crew's navigation features current promotions and rewards 

directly underneath the main navigation

Best Buy and Verizon's bonus bars display ongoing order perks that apply to all products

1.7 Add a bonus bar to highlight specific 

promotions directly under the navigation.

Issue Solved: 'Special Offers' is the only prompt 

to purchase in the sub navigation. This 

implementation is vague and doesn't quickly 

capture the user's attention.

The Walgreens site includes 

both a bonus bar that regularly 

changes out with new 

promotions and also ongoing 

perks that apply to all products
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2. Universal

98

UX Audit and Recommendations
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Shorten Page 
Heroes

Universal

2.1 Shorten the height of the heroes so that users 

can get to page content more quickly.

Issue Solved: Users are forced to scroll to get to 

products and guidance content. Actionable items 

are missing from the top of pages.

Impact

Good

Lenovo's tall hero images 

and lack of CTAs prevent 

users from getting to 

products and important 

content quickly

Lenovo users can't see 

products when they land on 

the Server product category 

lander, one of the most 

trafficked pages on the site

HPE features short hero 

images allowing users to 

quickly get to product sub 

categories below.
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Add
e-Commerce
Calls to Action

Universal

Short, actionable button language tells users what they are going to do next by clicking on the button:

Lenovo's buttons typically communicate "Learn More" or "Explore". The language is too ambiguous for an effective experience.

2.2 Give users enough information in CTAs so 

they act as signposts for users to know what to 

do next. Action language increases engagement 

with direct instructions, making the next step as 

predictable as possible.

Issue Solved:

Buying calls to action are completely missing 

from the homepage design.

On product category landers purchase CTAs are 

unclear. "Learn More" links are too vague leaving 

users to guess at where they might go next.

Product grid pages do not allow users to 

compare and do not prompt users to start the 

buying process of individual products.

Impact

Good

CTAs on product listings and 

product pages need to be updated 

to be more actionable like this
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Make Entire 
Product 
Cards Clickable

101

Universal

2.3 Make entire product cards clickable.

Issue Solved: Heat map data shows that 

users are trying to click on product images 

and descriptions but are unable to link anywhere. 

The only linked content on the card is the small 

CTA at the bottom.

Impact

Good

Users on Lenovo can only 

click on vague CTAs to 

shop. Heat map data 

shows a large portion of 

users try to click on the 

name and image

IBM showcases products 

in true product cards, with 

rollover states, allowing all 

areas to be clickable for 

easy user access
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Add More 
Products on 
Pages

102

Universal

2.4 Add key products and include main 

navigation categories to promote quick access to 

the product catalog. Highlight related products to 

increase cross-selling opportunities.

Issue Solved:

Product finding is key to e-commerce, yet 

Lenovo's homepage and category pages don’t 

reflect the site’s product range (or any products at 

all). This leads to lack of awareness of e-

commerce and a slower buying process for 

consumers.

Cross-selling opportunities are lost on pages 

where related products could be featured.

Impact

Good

Dell's product landing pages display 
products by category but also include a 
carousel of Featured Products

IBM displays products directly below the 
hero on the IT Infrastructure homepage

CATEGORY PAGE

PRODUCT LANDER

HOMEPAGE

Dell also includes product 
ads featuring special deals 
on product landing pages

HPE's Recommended Products 
module is based on products the 
user has already put in their cart
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Use Problem 
and Solution 
Messaging
Impact

Universal

2.5 Include problem solution language to give the 

right context to products and users.

Issue Solved:

There is little to no content that helps a user make 

a choice on what product they need or is right for 

them. Content is not written in a user friendly way 

that helps guide the user.

Dell anticipates IT infrastructure areas where businesses 

need help and calls them out with solutions Dell can offer:

Any business exploring PayPal's services can identify with 

the clear, action-oriented way their benefits are described:

Sections of HPE's site ask direct questions to small 

businesses as a way to assist novice users in identifying 

the best product option for their needs:

Cisco emphasizes benefits over features, understanding 

that users are driven by what the company can offer them:

Better
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Provide Ways for 
Users to Narrow 
The Product 
Catalog Down

104

Universal

2.6 Offer thematic or guided product 

browsing (e.g. Explore by Use Case, Explore by 

Industry, etc) for users who may need a helping 

hand to guide them to optimal options.

Issue Solved:

Too much marketing content and not 

enough catered to multiple audiences.

Impact

Better

HPE provides both product category and business segment/industry browsing from their IT Infrastructure homepage

HPE also provides 
solution options that 
cater to different 

business goals

Amazon provides category browsing by price range

The Embroker site segments users based on business 
size/growth stage and offers different products based on 
user selection

HOMEPAGE
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Incorporate 
Resources

Universal

2.7 Include links to learning resources for 

novice users unsure of what product type to 

choose, or for users who may be seeking 

inspiration or alternative paths to the products 

they’re searching for.

Issue Solved:

Pages could benefit from more support tools to 

help guide users. Resources should be readily 

available when users are looking at a product.

Impact

Better

HPE targets SMB customers who many 

need additional guidance by providing 

a Resources module with links geared to 

their specific needs

Dell and PayPal feature separate links leading to a variety of resources: product catalog, chat, articles, guides, datasheets

The Dell servers page includes a 

module with multiple resource links 
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Sell Through 
Stories

Universal

2.8 Use real customer stories and quotes on key 

pages to boost customer trust and show 

customers Lenovo cares about their success.

Issue Solved:

Users may not trust Lenovo's capabilities and 

expertise in IT Infrastructure as much as 

compared to industry leaders.

Impact

Better Real customer quotes and portraits on 

MailChimp's site help to build brand trust

IBM and Dell Technologies use in-

depth customer story videos about 

familiar brands. Video labels and copy 

include recognizable company names 

and brief descriptions of the products 

and solutions covered in the video

IBM's success stories feature large, 

recognizable corporations and the ways 

in which its IT Infrastructure solutions 

improved high-profile businesses
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CreateA Module 
withCourtesy
CTAs for 
Different Types 
of Support
Impact

107

2.9 Raise the bar for e-commerce customer 

support with a consistent courtesy module. 

Include multiple options for getting in touch or 

learning more.

Issue Solved:

It's unclear to users on many pages what their 

next step should be or how to get support, 

particularly within sections like Services, where 

the end goal is not purchasing a product online.

Universal

Better

HPE, Dell and Lenovo's PC & Tablet page feature pop ups or pop outs with multiple ways to get in touch. The Data 

Center website only provides a pop out when the user is on the configurator page.

HPE: DELL: LENOVO'S PC & TABLET PAGE:

Dell Technologies and J. Crew have consistent contact bars at the bottom of each page:
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Showcase 
More Brand 
Content vs. 
Marketing 
Content

Universal

2.10 Create a quick scan/high impact 

branded content feature so users can quickly 

evaluate Lenovo’s point of view. Include

Lenovo's value proposition or other explicit brand 

features to help consumers establish a positive 

opinion of Lenovo.

Issue Solved:

Branded content is presented is the same way as 

Lenovo category portals instead of a powerful 

brand message. The homepage and product 

landers are missing the impact of engaging 

messaging about the company.

Impact

Better

Brand messaging is disconnected to the 

brand video and the story the video tells

Lenovo's four key points of view are currently 

styled the same way as product categories

Use brand 

messaging that is 

easily scanned and 

catches the attention 

of the user.
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Add a Help-Me-
Choose Wizard 
or Filtering 
Processes
Impact

Best

Universal

2.11 Provide a product recommendation wizard 

or tool to assist small businesses/novice users 

find what they need.

Issue Solved:

There is no information concerning the 

comparison and selection process of products 

available for purchase. There is little to no content 

or tools that help a user make a choice on what 

product is right for them.

Fitbit and Bose sites take users 

to a quiz that is designed to help 

them determine which 

products would meet their needs 

and helps the novice user narrow 

down their options

The product selector tool on HP's site helps users get started 

with finding products for their specific industry, saving users 

the tedious task of plowing through the main navigation or 

attempting to find relevant products using search

The AWS Marketplace site features a 

comprehensive search at the top of their page 

to help users narrow down choices to suit their 

specific needs

Microsoft's site helps users choose a PC based on a small set 

of questions and it displays one recommended product and 

three other PCs with similar features

FILTERING

FILTERING

WIZARD

WIZARD
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Create a Module 
to Display Best 
Sellers,Featured
and Popular 
Products

Impact

Best

Universal

2.12 Best practices say product landing pages 

need to also include individual product listings to 

help reduce the number of clicks. Lenovo would 

benefit from recommending and featuring products 

it knows customers are searching for.

Issue Solved:

Users have a lack of guidance and quick access to 

individual products that are popular or 

recommended (except on the product grid pages).

Dell highlights best sellers giving 

users a sense of what the 

company is known for and what's 

most popular.

Novice and new users on HPE can start with the popular solutions if they 

are not familiar or want to see what other people like about the brand.

VERIZONHPE

DELL

Amazon 'does the work' for you 

by narrowing the user's choices, 

categorizing the options and 

summarizing important specs for 

a helpful side-by-side 

comparison

AMAZON
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Add Sticky Nav 
for In-Page 
Navigation
Impact

Best

Universal

2.13 Include an in-page navigation that allows 

users to understand the sections of the page and 

quickly jump to the information they need.

Issue Solved: 

Users need easier access on pages with longer or 

more complex content.

Dell Technologies, HPE and IBM minimize their main navigation to avoid the issue and complexity of having two different in-

page navigations. A sticky nav on scroll helps users quickly get to relevant information on content-heavy pages:

Bose's sticky nav is high contrast, identifies which section a 

user is in, and includes a constant Buy Now button with price

Adobe provides a table of contents of landing pages in the 

form of a sticky sidebar with jump links that provide more 

information about each section

HPE

IBM
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Add a Case 
Studies Module

Universal

2.14 Provide case studies on product pages to 

show evidence that Lenovo and its IT products are 

capable of benefitting and transforming 

businesses.

Issue Solved:

Users may not trust Lenovo's capabilities and 

expertise in IT Infrastructure compared to that of 

industry leaders.

Impact

Best

HPE's site includes case studies on 

product pages that walk readers through 

challenges, solutions and results. The 

case study includes a quick reference to 

HPE's products that are featured in the 

case study
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3. Homepage
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UX Audit and Recommendations
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Prominently 
Feature Product 
Categories
Impact

Best

Homepage

3.1 Highlight product categories and single product 

listings prominently on the homepage.

Issue Solved:

Users cannot link directly to product categories or 

single product from the e-commerce homepage.

IBM places product cards directly under the homepage hero:

Dell features products in the hero with icons and product 

categories in a bar below the hero

Staples features product deals under the hero followed 

by a carousel of currently trending products:

Samsung has a personalized product/sale recommendation section 

tailored to user's specific needs and based on previous browsing:
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4. PC Homepage

115

UX Audit and Recommendations
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Add Servers to 
Icon Navigation 
Module

PC Homepage

4.1 Highlight servers in the PC icon navigation 

bar on the PC homepage for a cross-selling 

opportunity.

Issue Solved:

SMB customers visit the PC section more than 

the Data Center section, which means those 

customers will typically enter the site on the PC 

homepage. There is a loss of cross-selling 

opportunity to those PC and SMB customers if 

they don't know to navigate to the Data Center 

to find servers or storage.

Impact

Better

Add Servers as an option 

for business customersLenovo PC Section

Dell.com shows "Servers & Storage" in their homepage sub-nav 

based on user tracking. If a user isn't a business user and has 

browsed personal products, then this option changes
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Implement User 
Tracking to 
Show a Server 
Ad in 3-up Ad 
Section
Impact

Best

PC Homepage

4.2 Utilize user tracking to display custom 

server ads on the PC homepage within the ad 

sections for the "For Business" and "Suggested 

For You" tabs.

Issue Solved:

SMB customers visit the PC section more than 

the Data Center section, which means those 

customers will typically enter the site on the PC 

homepage. There is a loss of cross-selling 

opportunity to those PC and SMB customers if 

they don't know to navigate to the Data Center 

to find servers or storage.

Opportunity to cross-sell within 

this ad section on the PC side

Dell's site tracks user behavior patterns and 

serves up product ads that match

The “Recommended for You” section at Sephora is based 

on a user’s previous browsing history – here, the user had 

been looking at hand creams and shaving creams, and 

the “Recommended for You” section offers additional 

products in those categories
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Recategorize 
Solutions Into 
Type, Use Case 
and Industry

Solutions 

5.1 Group solutions by type, use case, and 

industry.

Issue Solved:

The Solutions page could benefit from better 

content organization. Page should consider 

different audiences needs by showing use case or 

industry cues.

Impact

Good

HPE's page categorizes solutions by topic (Internet of Things, High Performance 

Computing, etc), but also allows users to browse solutions by industry

Dell categorizes solutions into type (AI), use case (endpoint 

security), and industry (business) all in one section
Best

(Recategorize within existing)

(Recategorize completely based on new nav)
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Explain the 
Process of 
Signing Up
Impact

Best

Services

6.2 Be transparent about the process of 

engaging Lenovo about services, what the 

user can expect to happen and when.

Issue Solved:

It's unclear how a user can purchase 

consultive services from the website.

Lenovo's Service pages only provide one method to 

engage with Services, a contact form:

IBM explains the process of getting started with their 

Services in 3 easy steps at the bottom of the page:
Dell's Service pages allow you to Register to see 

additional content and get started with their services 

without needing to speak to a sales representative:
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Make the 
Success Stories 
Section More 
Accessible

Success Stories

7.1 Add more small-business case studies.

Issue Solved:

Lenovo could benefit from additional SMB case 

studies.

Impact

Better

7.2 Add search and filter functionality to Success 

Stories page.

Issue Solved:

It's cumbersome for SMB users to find the Success 

Stories that most closely relate to their business.

7.3 Convert case study PDFs to HTML pages

Issue Solved:

Best practices show that having web pages vs. 

PDFs provides the best experience.

Impact

Best

Cisco has an entire page dedicated to small 

business success stories

Box's site allows users to filter customer stories by region, 

industry, product and company size
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Take Product 
Categories Out 
of Carousel and 
Display All

Product Landers

8.1 Display all product categories instead of 

using a carousel.

Issue Solved: Users are overlooking the 

product subcategories hidden in the 

carousel. 

Impact

Better

Landing pages on Dell Technologies and Amazon display all 

categories in product cards to make it easy for users to 

compare and select

Apple's landing pages display all product categories 

alongside specs to help the user choose between them
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Guide Users to 
the Comparison 
Tool
Impact

Best

Product Landers

8.2 Link to the product comparison tool from 

product landing pages to make it easier for 

users to distinguish between products.

Issue Solved:

It's overwhelming for a novice user to find 

the right solution and configuration. It's a 

costly and high-pressure decision for a small 

business. Beyond the product listing in the 

carousel, there is little to no content or tools 

that helps a user make a choice on what 

product they need or is right for them.

HPE's product lander speaks to small business users by highlighting the 

simplicity of SMB solutions and linking directly to the comparison tool

Microsoft's Surface 

product lander 

incorporates an ad 

that links to both a 

Help wizard and a 

comparison tool
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Add Contextual 
Guidance 
Messaging to 
Product Cards

Product Lists & Filtering

9.1 Add contextual information directly to 

product cards (e.g. problem/solution 

language and descriptions).

Issue Solved:

Product listings don't offer use case 

scenarios or problem/solution cues for users.

Impact

Good

HPE's product lists include 

user need cues that 

identify problems that the 

user needs to solve.

Drobo's messaging clearly 

describes differences between 

seemingly similar products by 

identifying user needs
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Add Ability to 
Tag Products

Product Lists & Filtering

9.2 Add consistently-structured product data 

and product tags to products for 

quick scanning (e.g. Performance, Speed, 

Memory, Storage tags).

Issue Solved:

Lack of data and data structure severely 

impedes the user’s ability to find relevant 

products as well as their desire to purchase 

those items once found.

Impact

Better

Staples color-codes tags with special deals and discounts at the top of the product card

Office Max includes large 

tags underneath product 

images for easy scanning
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List Product 
Attributes 
Consistently 
Across Product 
Cards

Product Lists & Filtering

9.3 Standardize product attributes across all 

product cards to allow for more user-friendly 

product comparisons.

Issue Solved:

When information is included or presented 

inconsistently across list items, users have a 

difficult time comparing them and may pass 

over numerous perfectly relevant products.

Impact

Better

On HPE, both the information shown 

and the order is consistent (though it is 

in paragraph format instead of list 

format, making it more difficult to scan)

On HP, similar specs are consistently included across similar 

items in product lists. The presentation of the specs, each in a 

separate bulleted line, is also consistent and users can 

therefore easily compare attributes across different laptops

Sometimes certain information is in an “empty” or 

other special state for some products — for example, 

when there are no user ratings for a given item. To 

avoid uncertainty and confusion, Best Buy includes a 

“Not yet reviewed” label, thus explicitly describing the 

special state of a product
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Ensure Prices 
Are Clear in 
Product Cards

Product Lists & Filtering

9.4 Style the final purchase price to be more 

prominent than discounts, old prices, and 

nonessential list item info.

Issue Solved:

Final prices are hard to discern making 

Lenovo look less transparent than it should 

to consumers and more difficult to scan and 

compare products directly from the list

HPE clearly shows a single price, which is 

bolded, to communicate a transparent 

purchase to the user

Sears prominently shows the purchase price 

on product list and discounts as secondary 

through font styling

While Newegg shows other prices on the 

product list, the styling deemphasizes them in 

comparison to the main purchasing price

Impact

Better
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Reduce White 
Space in 
Product Cards 
and Change to 
3-Up Layout

Product Lists & Filtering

9.5 Reduce white space within cards and 

increase the width of cards by decreasing 

the number in the row to make them shorter.

Issue Solved:

Users have to scroll too far to browse all 

product details and are not able to compare 

products side by side.

Impact

Better

Lenovo's cards 

have unused white 

space, making 

them longer than 

necessary

Apple's cards have a lot of 

information, but they 

make good use of the 

space and the hierarchy 

of information makes 

scanning very easy

HP's cards are 3-across, allowing them to 

maximize thumbnail size. Bulleted lists have 

more width, so cards don't get as tall
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Add a Compare 
Products Check 
Box

Product Lists & Filtering

9.6 Provide the ability to compare products in the 

list view rather than on the product detail page.

Issue Solved:

On Lenovo's site, a user has to navigate past the 

product list page to the very bottom of a single 

product page to find the compare check box. 

Once a product is selected for comparison, it is 

difficult to navigate around to add more products 

and difficult to find the comparison tool.

Impact

Best

HPE and Lowes have Compare check boxes prominently displayed on each product card

Staples and Samsung cards have a Compare link at the top. Most sites use a footer to gather/add products for 

comparison. Staples' Compare link notes changes when an item is selected
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Implement 
Additional 
Filters
Impact

Best

Product Lists & Filtering

9.7 Include all list item attributes (bulleted 

specs) as filters in the left-hand column. 

Modify the current categories list into one 

sortable filter.

Issue Solved:

Lenovo lacks filtering, sorting, and 

comparison functionality.

Lenovo only offers the ability to filter 

by product category:

HPE's filters help the user narrow their selection down to appropriate 

pre-configurations. It also offers the ability to sort

Amazon features a multitude of 

filtering and sorting options



2021 Lenovo Internal. All rights reserved.

10. Product Details Pages

135

UX Audit and Recommendations



2021 Lenovo Internal. All rights reserved. 136

Ensure the 
Primary Buttons 
are Styled in 
Unique and 
Prominent Ways

Product Details Pages

10.1 Primary action buttons need a unique, 

high-contrast styling that isn’t reused for 

other, less important links in the interface.

Issue Solved:

The 'Shop Now' secondary button is styled 

too closely to the primary ‘Customize’ button. 

Additionally, the 'Shop Now' button doesn't 

lead to a new action; instead it jumps users 

down the page to customize. If an item can 

be bought off-the-shelf, 'Shop Now' should 

add product to the cart.

On Microsoft's site, despite all the buttons visible on the 

interface, it’s still immediately clear to users where the “Add to 

Cart” button is due to its unique, high-contrast styling

Impact

Good

HP's product page includes a configurator, where there are a lot 

of selection options. However, the Add to Cart button is still the 

most prominent

Lenovo's Shop Now and Customize 

buttons have two different actions but are 

styled very similarly
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Add Buy Now 
and Customize 
Buttons

Product Details Pages

10.2 Include both "Buy Now" and 

"Customize" buttons on product details 

pages, when applicable, to make it easier for 

novice customers to buy off-the-shelf 

products.

Issue Solved:

By only offering a customize button, novice 

users may be dissuaded to continue with a 

complex purchase.

Impact

Better

Rakuten's site has a primary Add to 

Cart button along with an alternate 

See All Buying Options that takes the 

user to other configuration options

The Stokke website includes an Add 

to Cart button along with a secondary 

button to customize
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Use Thumbnails 
to Represent 
Product Images

Product Details Pages

10.3 Integrate imagery in the 3-D tour 

navigation to allow users to have more 

control over what view they use. Move 

product views and thumbnail functionality 

higher up on the page.

Issue Solved:

Additional product images are likely to be 

overlooked, either unintentionally or because 

they lack the information scent needed to be 

deemed valuable by users.

On Dell, thumbnail images, video and 360 degree views 

are also available higher up on the page

HPE uses thumbnails below the main product 

image to show multiple views available

On Adidas product pages, the current image is clearly 

indicated by the distinct black bars on the top and 

bottom of the thumbnail navigation, and thumbnails 

themselves are large enough that users can clearly 

see what each one depicts

Impact

Better
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Explain 
Industry-
Specific 
Terminology in 
Product 
Specifications

Product Details Pages

10.4 Provide clarifying text (e.g., with 

tooltips) for difficult-to-understand product 

specifications.

Issue Solved:

Without help, novice users can have a hard 

time making sense of industry-specific 

product aspects. When the wording used in 

product descriptions is not fully understood, 

novice users are either forced to simply live 

with not knowing or go off-site to research 

the terminology.

LL Bean users can seek out explanations for difficult-to-

understand product attributes by hovering on the tooltip icon. 

Using this approach, L.L.Bean avoids cluttering the product 

specification sheet with descriptions, yet the information is still 

available for users who need them

Lenovo

Best Buy offers users tooltip text for industry-related technical 

terms, allowing users to easily access detailed information around 

unfamiliar terms or industry-specific jargon

Impact

Better
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Change Layout 
to Emphasize 
Price, Models 
and CTAs
Impact

Best

Product Details Pages

10.5 Move pricing, primary features, model 

options, and CTA buttons to the top of the 

product details page.

Issue Solved:

Layout is not expected for a product page, 

and user has to scroll all the way 

to the bottom to find pricing and purchase 

CTA.

HPE and Dell have layouts and descriptions that are expected from a product page e-commerce site. Pricing, 

financing options and model options are all displayed at the top of the page

HPE DELL
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Create and 
Highlight Out-of-
Box Options vs 
Customization
Impact

Best

Product Details Pages

10.6 Make popular base models available for 

off-the-shelf purchase right away, allowing 

novice users the option to bypass 

configuration all together.

Issue Solved:

Some users may prefer an easier path to 

purchase without product customization.

HPE's site offers base models that a user can immediately add to cart or the option to 

configure a model. Base model pricing is also included in configurable product cards.

Dell's product pages offer either the option to add a base model to cart with a 

prominent Add to Cart button at the top of page or the ability to scroll down and 

make adjustments to the components.
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Provide a Cross-
Sell Section that 
Only Contains 
‘Supplementary 
Products’
Impact

Best

Product Details Pages

10.7 Suggest supplementary products for 

users who may be looking for add-ons or 

accessories to the product they are currently 

viewing. For example, when viewing a 

server, Lenovo could suggest supplementary 

products such as cables.

Issue Solved:

It can be highly complex for users to find 

compatible supplementary products.

On B&H Photo’s DSLR camera pages, users are 

offered an extensive list of compatible “Accessories” 

within the product page

On the Musician's Friend site, users 

are given the option to both look at 

closely related products while also 

given the opportunity to see 

supplementary products (Accessories)

Clicking View All allows users to drill-down to 

a specific subtype of accessories, allowing for 

a greater number of matching accessories to 

be shown
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Display 
Warranty 
Upgrades and 
Financing 
Options
Impact

Best

Product Details Pages

10.8 Any information about available 

warranty, service upgrades and/or financing 

should be displayed directly on the product 

details page, and not saved for after a user 

has added a product to the cart.

Issue Solved:

Basic product warranty information may fall 

short for users who incorporate extended 

warranties and service support into their 

decision to buy a product. Users may be put 

off by the product's high price before they 

are made aware of financing options.

Home Depot outlines preliminary features of the protection plan. 

Clicking “Plan Details” link opens an overlay with even more 

detailed information — including a description of the premium 

protection plan compared to the manufacturer’s warranty

HPE show warranty services that can be 

purchased within the primary product’s 

product detail page, however it is somewhat 

hidden behind a “Services” tab

Additional coverage plans are displayed 

near the “Buy” section for a laptop at 

Office Depot. A tooltip icon provides 

one-tap access to detailed information 

about what’s included in each plan
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Move the
Comparison 
Tool to a 
DedicatedPage 
andAdd More 
Controls
Impact

Best

Comparison Tool

11.1 Place the comparison tool on its own page 

to allow for ads that link to product comparisons. 

Include the ability to add more products to 

compare directly from the new page rather than 

going back to a product list.

Issue Solved:

The comparison tool is within an overlay, making 

it impossible to link to comparisons or add more 

controls or filters.

Best Buy takes users to a 

new page and allows them to 

search for and add more 

products, and even save 

comparisons, without 

navigating away.

Lenovo's current comparison overlay: HPE's comparison grid makes it easy to compare specs, but 

doesn't create a unique url to link to specific comparisons.
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Provide Inline 
Help for 
Industry-Specific 
Specs
Impact

Best

Comparison Tool

11.2 Include tool tips next to specification 

titles within the comparison tool.

Issue Solved:

Without inline help, novice users can have a 

hard time making sense of industry-specific 

product aspects.

Crutchfield provides explanations for specifications 

in a tooltip

Dell provides help text, represented by “?” icons, for computer 

specs with detailed descriptions to "Help Me Choose"
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Refer to page 170 for Lenovo UX team audit.
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Maintain 
Consistent Top 
Navigation 
Inside Cart

Cart

13.1 Maintain consistent top navigation 

during cart experience in all supported 

browsers

Issue Solved:

In some user tests, the main navigation 

of the site changed to PC & Tablets once DC 

items were added to the cart. This is not 

recommended, especially for users who use 

the cart as a save function while browsing 

the site.

Impact

Good

When an HPE user is in the cart, the sub-navigation 

remains consistent in the Shop section

On the Asos and Zalando sites, 

the primary navigation remains 

active on the previously-

selected category, "Women", 

when a user is in the cart

Verizon's site keeps a user within 

the Personal section when they 

transition to the cart
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Organize Spec 
Lists into 
Category 
Buckets

Cart

13.2 Under "View/Edit Specs", organize the 

spec lists into buckets by type (Storage, 

Memory, Power, etc) so they are easier to 

scan and compare.

Issue Solved:

Product specs should be organized in a way 

that facilitates comparisons, especially for 

users who typically store products in the cart 

during the browsing phase.

Impact

Good

System specs can be viewed in the cart on the Lenovo site; 

however, they aren't grouped into categories with intuitive labels 

(Storage, Memory, Power) like they are in the configurator. This 

makes it difficult to understand what some components are and also 

difficult to scan

In Dell's cart, a server's specs are 

categorized, making it easier to scan 

and recognize the components

Apple's cart also includes specs organized by spec category
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Improve User 
Interactions

Cart

13.3 Streamline alerts by moving them 

next to the product they refer to.

13.4 Place emphasis on the total price in the 

cart summary.

Issue Solved:

Lenovo's cart experience lacks 

trustworthiness because pricing and 

discounts aren't clear to users.

Impact

Better

Lenovo's cart alerts all appear above the cart, rather than next to the 

product they refer to. Even though an eCoupon has been applied, pricing 

for individual products has not changed and a user doesn’t know which 

item the coupon applies to.

On the Walgreens and Ikea sites, the Order 

Summary box emphasizes the total price or 

estimated price by bolding the value and 

making it larger than other items.

On AT&T's site, alerts and discounts are noted 

directly next to the products they apply to.
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Improve 
Product 
Listings

Cart

13.5 Provide larger thumbnails.

13.6 Include added price of each configuration 

in View/Edit Specs.

Issue Solved:

Product images and pricing should be organized 

in a way that facilitates comparisons, 

especially for users who typically store products 

in the cart during the browsing phase.

Impact

Best

HPE includes pricing for each 

individual configured item and 

ability to delete from the cart

Apple's cart is optimized for 

product comparison and 

storage by featuring large 

thumbnails
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Include 
Cross-Sell 
Section with 
Related 
Accessories
Impact

Best

Cart

13.7 Include a cross-sell section with related 

accessories. Adapt cross-sell suggestions 

and promotions strongly to the user’s current 

context. Ensure cross-sells are styled as 

secondary content.

Issue Solved:

Lenovo is missing an opportunity to cross-

sell items related to cart contents.

HPE and BH Photo offer a cross-sell section of 

recommended accessories at the bottom of the cart page

At IKEA, the 'You Might Also Like' cross-sell section 
presented at the bottom of the cart contains only other 
similarly priced kitchen tools that could conceivably be of 

interest to a user purchasing a measuring cup

Apple's cart includes a section that recommends 
accessories to products a user has added to the cart 
alongside products related to the user's browsing history
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Include Links to 
Print and Email 
Cart Contents

Cart

13.8 Provide users a way to print or email 

the details and pricing of the products in their 

cart.

Issue Solved:

There is currently no way to share cart 

contents with another decision-maker for 

approval.

Impact

Best

HPE and Dell's carts both 

include a link to Email Cart

AT&T includes an option to Print the cart 

and users can then save as a PDF during 

that function to email to decision makers

HPE DELL
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Improve the 
Cart Icon 
Design and 
Functionality

Cart

13.9 Design the cart icon with more visual 

impact.

13.10 Include a product quantity number 

next to Cart icon.

Issue Solved: It is difficult to spot Lenovo's 

cart at a glance, making it difficult for users 

to access items that have been saved in the 

cart or begin the checkout process.

Impact

Best

Dell and HPE both include a number next to the cart icon to indicate how 

many products a user has added

Crate&Barrel features a large cart icon and link, with no 

distraction of any other icons nearby

Ikea's cart icon is at the far right of the page 

that uses a clear icon with sufficient size, color, 

contrast, and surrounding white space

HPEDELL
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Redesign 
Discounts and 
Coupons

Cart

13.11 Reorganize discounts and coupon 

information.

13.12 Expand the coupon section so the 

entry field is open by default and 

add explainer language for automatically-

applied eCoupons.

Issue Solved:

Important details are organized poorly. The 

cart and coupon entry is not quickly 

accessible or explained when automatically 

added.

Impact

Best

HPE and Dell have open coupon box fields in 

the cart summary section

NASCAR.com notes the discounted price for an item in the 

cart, providing the discount amount and an explanation of 

which promotion was applied

Foot Locker's discounts are clearly 

labeled next to each product

Items that are excluded from the discount 

are labeled in the product box as well

Discounts are well organized within the 

Order Summary
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Reorganize 
and Redesign 
the Bottom of 
the Cart

Cart

13.13 Optimize the usage of the space on 

the page and increase the size of information 

in the cart.

Issue Solved:

There is too much unused white space on 

the cart page.

Impact

Best

Verizon and Best Buy make good use of white 

space on the Cart page. Though there is a lot 

of information and options on the page, 

information is organized logically and sections 

are divided to make it easy to scan

Dell includes a section on the bottom of its cart page organizes extra information about financing, rewards, shipping 

and returns. This section is easy to find but doesn't get in the way of the primary cart content
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Ensure 
Checkout 
Process Steps 
are Clear

Checkout

14.1 Provide clear rollovers and hover states 

for process step links.

14.2 Style buttons that progress users 

forward in steps differently than final 

purchase button.

14.3 Ensure steps within tabs are clearly 

numbered and labeled.

Issue Solved:

Users intuitively click or tap on process steps 

to navigate the checkout, which isn't clear on 

Lenovo. In addition, users may become 

confused or lost if they aren’t able to match 

their progress in the checkout flow to the 

process steps displayed.

Impact

Good

Crate&Barrel's primary Place Order button 

is styled differently

REI's buttons include helper text to reassure users that 

clicking a Continue button won't lead to a final purchase

In the first step of Lenovo's checkout, "Shipping & Delivery" 

is labeled #2 (the second step on that page), but "Shipping 

Information" is missing its "1" step label

American Eagle's checkout has multiple 

steps that are clearly numbered and labeled:
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Provide a 'Back' 
Button In 
Checkout 
Process

Checkout

14.5 Allow users to use a “Back” button to 

navigate backwards through all checkout 

steps.

Issue Solved:

Since it's unclear that a user can navigate 

using the top process steps, they may not 

realize they can go back to edit until the final 

step which displays a small 'Edit' link.

Impact

Better

The Crate&Barrel and Bell sites both provide secondary-styled buttons that allows the user to go back one step in 

the checkout process
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Simplify 
Address and 
Credit Card 
Entry

Checkout

14.6 Autodetect city and state immediately 

after zip code is provided.

14.7 Match the credit card field sequence to 

the physical card's information sequence.

Issue Solved: 

Typing generally fatigues users and they will 

occasionally make typos, even for well-

known inputs. Simplifying form entries leads 

to higher conversion rates on all platforms 

and auto-fill and detect improves address 

accuracy.

Home Depot hides city and state fields, and also 

provides explanatory text to ensure users understand 

they must enter their zip code to see the city and 

state. Eye-tracking tests confirm that users are able 

to fully cope with the unconventional address 

sequence of having the zip code field first.

Verizon autodetects city and state values 

after users have entered the last digit in their 

zip or postal code, but it also allows users to 

override the autodetected values.

The credit card field sequence should match 

the order of the information on the physical 

card — in particular, the “Card Number” 

should be the first field, while “Security Code” 

or "CVV" should generally be the last field.

Impact

Better
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Add Alert 
Messaging 
When Users 
Jump Ahead in 
Steps

Checkout

14.8 Highlight incorrect fields in red and 

place the error message in close proximity. 

With a single error, autoscroll users to the 

erroneous field; with multiple errors, show 

them a universal message outlining there are 

multiple errors at the top of the page.

Issue Solved:

Users must be able to understand that an 

error occurred and exactly which fields 

caused it in order to resolve the error. Error 

and alert messages are not consistently 

shown across supported browsers (e.g. 

Firefox).

Impact

Better

On REI, when a user's credit card fails to 

validate, they are autoscrolled to where 

the error took place, making it easy to 

spot where on the page a correction is 

needed

On LL Bean, a live inline validation error 

alerts the user to the mistake when they 

skip a field. Live inline validation prevents 

a user from getting to the next page and 

allows them to fix the input while it's still 

fresh in mind
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Allow Users to 
Edit Individual 
Category Data 
Directly at the 
Review Step

Checkout

14.9 Allow users to edit information directly 

at the review step via inline form fields or 

page overlays (ie Shipping, Billing, 

Payment).

Issue Solved:

Editing prior-typed information often leads to 

cumbersome navigation when users are sent 

backwards in the checkout flow. Previously 

entered data is not saved when users go 

back to previous steps to make changes.

On Lenovo, editing in any checkout 

category during 'Review' step forces 

the user to the beginning of the 

checkout process, clearing credit card 

data along the way

Each category on Target and Amazon 

is editable and brings up a page 

overlay to allow users to edit 

information directly at the review step

Impact

Better
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Use a Single 
Column for 
Form Fields
Impact

Best

Checkout

14.10 Avoid multi-column form designs —

use a single primary column for form fields. 

Having minimal credit card and address 

fields on the same line can be okay.

Issue Solved: Two column form fields in 

checkout make it easy for users to 

accidentally skip steps or input data into the 

wrong fields.

On Bell, all the forms are displayed in a 

single column

On the Peapod and Apple sites, forms are 

mostly one column with a couple of related 

address fields side by side
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Add an Initial 
Step with Two 
Buttons: 
Checkout as 
Guest and 
Sign In
Impact

Best

Checkout

14.11 Add an initial step with two buttons: 

Checkout as Guest and Login. Separate 

New Customers and Returning Customers a 

the start and encourage users to create an 

account later in the process.

Issue Solved: No quick prompt for existing 

customers to login for checkout process. 

Reminding customers to login early reduces 

friction by autofilling appropriate customer 

data.

On Lenovo, the only spot promoting Lenovo Pro is small 

and within the order summary box
Dell and HPE prompt users to either sign in or check out 

as a guest, though guest checkout is secondary

Crate&Barrel does this best by segmenting between New 

and Returning customers. New users Continue as Guest 

and then have the opportunity to create an account later. 

Returning customers are prompted to log in to save time 

in the checkout process
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Include 
Additional 
Financing 
Options
Impact

Best

Checkout

14.12 Display financing options on the 

payment page.

Issue Solved: 

As new payment methods gain traction, 

users' expectations about what they can use 

during checkout will evolve (Apple Pay, 

Google Pay, Visa Checkout, MasterPass, 

etc). A subset of users will expect more than 

one option, specifically a financing option, 

when the price of the product is high.

Dell provides information at the top of 

their payment page promoting low 

monthly payments, other benefits 

and how to apply

HPE includes an "Additional Payment 

Methods" tab with leasing options
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Include 
Collapsed 'Add 
Coupon' in 
Order Summary 
Box
Impact

Best

Checkout

14.13 Give users multiple chances to add a 

possible coupon code during checkout 

instead of having to exit checkout to apply in 

the cart. Collapse coupon and promotional 

fields behind links, and place those links 

secondary to the step’s primary purpose.

Issue Solved:

The only place to add or edit a coupon code 

is before the user begins the checkout 

process.

Adidas offers users the ability to input a 

promo code at both the cart and the payment 

step, but collapses the field to decrease the 

emphasis.

Amazon offers a place to input promotional codes, 

but it's also collapsed on the payment step
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Appendix

168

UX Audit and Recommendations
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4. Interaction Design Foundation: https://www.interaction-design.org/

5. Designing the User Interface: Strategies for Effective Human-Computer Interaction, 

Authors: Ben Shneiderman and Catherine Plaisant

6. Lenovo UX Team Configurator Audit, May 2021

7. McKinsey Servers CX Research, June 2021

8. Blue Triangle User Path Audit, June 2021

9. Adobe Analytics, February 2021-May 2021
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Server Configurator Study: Goals & Method

Goals

• Get a basic understanding of the successes vs. 

pain points when using the Configurator

• Use this to discuss

• Ideas for improving the Configurator

• Plan additional research

Method

• Usability test with IT admins (n=8) & Interviews 

with Lenovo server customers (n=3)

• Show us how they use configurator

• Comment on what works vs. doesn’t

• List improvements they want to see

• Use results from the two studies to get an initial 

sense of what could be improved
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Server Configurator Study: Main areas to improve
Filters separate the filter and nav functions; stay visible as user scrolls down

Summarymake it easy to save, compare, and share this info

Processors better differentiation of the processors, more details

Memory more filter options; provide a visual to show layout of bays/slots

Storage review order of Storage choices so that dependencies make sense; change UI to 
show only compatible choices & get fewer error messages; provide visuals to show layout and 

support planning for future expansion

Comment on Processors “Someone who does 

this will have a good understanding of the 
processor they want but this can be hard to 

decipher if you don't know what all these 

processors are. Maybe having more descriptors on 
the processors or having a way at a glance to 

differentiate them, that would be beneficial.”

Comment on Memory “Most useful is knowing the 

layout, can you do 4 sticks, 8 sticks, number of 
sticks in each bay. [Would a visual help?] Visual of 

the board would be a real quick easy reference -

drawing that shows how many slots…”

Knowledgeable users

• The control and flexibility & ability to try different set-ups and see how the pricing changes, is 
great for those who know what they’re doing

• Could benefit from more granular info so they don’t have to leave the site to go learn the 

details

Less Tech-savvy users

• Users with less knowledge struggle to understand the choices and the dependencies that 
generate the error messages; may simply make best guess or settle for default selections

• Could benefit from guided set-up wizard and/or smaller set of choices; more education built 

into the content; easy access to rep when they have questions

Both groups could benefit from

• Visuals that show layout & help them understand what goes where and how many will fit
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Server Configurator Study: Main nav bar

Successes

• Clearly shows choices

Issues

• Some users expect a ‘Next’ button that takes them to the next section

• Not anchored; as you scroll down you lose the label that identifies which section you’re in

Recommendations/What to Consider

• Consider whether a ‘Next’ button might be effective or another UI change that clearly shows users 

how to move through the sections

• Have icons change to show which ones the user has used

• Is this the right order for these eleven items

• Do customers need to make selections in all sections? If not, indicate which ones are required
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Server Configurator Study: Filters

Successes

• Clearly shows choices

Issues

• Easy to ignore and never discover

• Pane is a mix of navigation and filtering, not always 

clear when it’s doing just one vs. both

• Pushpin icon doesn’t communicate that this is a nav

• OS & Software Nav lists need to be radio buttons

• Selecting a nav item takes you to it on the page but 

the nav pane stays anchored at the top 

Recommendations/What to Consider

• Make it stand out more, more findable

• Better visual cue for nav vs. filter functions

• Label at top says ‘Filter’ but not all of these are filters; 

consider different labels or separate sections

• Let left-hand pane move with scrolling so that the 

choices and ability to select are always present
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Server Configurator Study: Summary

Successes

• Clearly shows list of specs

Issues

• No price for each item

• No way to save, share, or send this

Recommendations/What to Consider

• Consider adding prices

• Find a way to let customers hang on to this content

• Consider letting them name and save this 

• Build in a function that lets them compare 

saved summaries

• Superpower: Let them and their team 

members annotate the saved summary 

(highlight, add comments) so they can literally 

compare notes during their decision process
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Server Configurator Study: Processor

Successes

• Clearly shows list of choices

Issues

• Not enough detail, need to leave site to get more info

• Hard to tell them apart

• Filter has ‘Processor Family’ but this info isn’t actually  

in the model name for each processor

• No way to compare the processors, have to leave site 

to get more info

Recommendations/What to Consider

• Are there other ways to differentiate the processors? 

What details are most important and can we use color, 

highlights or other visual cues to distinguish them

• Let the user select the core count they want and 

then highlight those processors with a color

• Add a way to compare the processors, help users 

understand how they differ

“Someone who does this will have a 

good understanding of the processor 
they want but this can be hard to 
decipher if you don't know what all 

these processors are. Maybe having 
more descriptors on the processors or 

having a way at a glance to 
differentiate them, that would be 
beneficial.”
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Server Configurator Study: Memory

Successes

• Lots of choices

Issues

• Need more filter options, e.g. Total RAM

• User needs to plan for future, decide if they need 

room to grow; will leave site to get info about 

RAM and slots, would rather have the info here

• Is RAM error-correcting

• Visual of the board would be excellent

Recommendations/What to Consider

• More filters

• More details

• Provide wireframe drawings that show bays, 

slots, number of sticks that can go in each bay, 

and other details

[Filters] “…difference in how many slots 

you use up would be really helpful - how 
many the system has altogether and then 
let me sort the RAM by how much I want 

altogether and make even more granular, 
how you want it distributed.” 

“Most useful is knowing the layout, can you do 4 sticks, 8 

sticks, number of sticks in each bay. [Would a visual help?] 
Visual of the board would be a real quick easy reference -
drawing that shows how many slots…”
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Server Configurator Study: Storage

Successes

• Lots of choices

Issues

• Given the dependencies, order of choices on the page may not be correct

• Error messages about Storage/Memory/Processor conflicts aren’t always helpful; 

• Messages sometimes suggest options that aren’t available

• Not enough detail about why the error is occurring

• There are use cases that simply don’t fit with the choices, e.g. 2 HDs mirrored

Recommendations/What to Consider

• Review order – pick Raid level first and all other choices should reflect this 
dependency

• Find use cases where Storage just doesn’t work; consider how to re-work Storage 
to make these use cases doable

• Understanding dependencies is hard; need to work on:

• Back-end has to have correct data/info, e.g. don’t show choices in the error 
message that aren’t available

• Clear explanations of why error occurred

• Rebuild system so that based on previous selections, only compatible 
choices are visible and choose-able
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Server Configurator Study: Order of Storage Choices
“…this is kind of backwards, here I pick Backplanes, here I pick Raid 

configuration, then Raid controller, and down here is Raid Level. When 
purchasing you have Raid level in mind and you pick that first and based 
on that, it should affect the rest of my choices. Kind of all over the place as 

to which drives are gonna go where; no info on Raid controllers, there's 
Raid Config and Raid Controller, and here you have Raid Level and 

Secondary Raid Level, there's no real way of knowing which Backplane or 
drive ports or any of that would be used for Raid setup or how many bays 
there are.

That again comes into play with upgradablility down the road. e.g. Raid 6 

requires more drives and I'd want to know how many drives I have, where 
in the chassis they're located, what controller comes with the unit, where 
the optional Raid Controllers will take up space or what port they’re going 

to use. We want to know how it will be specced when we get it, want to 
know growth options when we move forward with it…We got 10 bays and 

would it be cheaper with 10 smaller drives vs. 5 bays with larger drives; 
some people would rather leave bays empty and spend less money up 
front. Don't want to spec a server to the point where it's maxed out and 

then have to replace it with new equipment later on.

Visuals would help on this. A lot of times I deployed a new server, and we 
didn’t have visuals until we got it, leads to more cumbersome steps or you 
order more parts or there’s parts you didn't know you needed.”
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Server Configurator Study: But do they like it?

“[this configurator] allows me to 

drill down based on research I've 

already done, get pricing, 

compare and contrast on 

different set-ups. Time is 

essential. Right now, when we 

get a quote, the team discusses it 

and we talk then have to go back 

to the sales rep with the changes. 

The ease of being able to come 

in here and pick and choose on 

the fly and see how this affects 

pricing, this helps a lot. I have 

notes on the quote to drill down 

with the sales rep on all that info, 

how many slots, what's where. 

Some info is on the product page 

but having it here while you're 

configuring would be really 

valuable.

Knowledgeable users

• The control and flexibility that it provides, the ability to try different set-ups and see 

how the pricing changes, is great for those who know what they’re doing

• Could benefit from 

• More granular info so they don’t have to leave the site to go learn the details

Less Tech-savvy users

• Users with less knowledge struggle to understand the choices and the dependencies 

that generate the error messages

• May simply make best guess for each section without really understanding what 

they’re selecting or choose to settle for the default selection because they are 

overwhelmed by choice

• Could benefit from 

• Smaller set of choices; more education built into the content; easy access to 

rep when they have questions

Both groups could benefit from

• Visuals that show layout, slots, and help them understand what goes where and how 

many will fit
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Global SMB Servers market through eComm totals 1.1$B

39%

32%

28%

1%

Dell

HPE

Other

Lenovo

$500M $200M $300M – 400M

Worldwide SMB eComm Server Sales

North America presents 

the largest near-term 

opportunity for growth

Shift to Online

Consumers shift purchases to online 
as eComm server market expected to 
grow 2-5% vs. 0.5% non-eComm over 

next 3 years

Higher CX Expectations

Consumers now demand that 
eCommerce sites have a higher CX 

standard from browsing to checking 

out 

Home-based

Small business

Medium business

Main market trends
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US market expected to be flat over the next 5 years with 
moderate channel shift towards eComm

183

87

EMEA

China 25%

38%

18%

WW

6%NA

12%
AP (excl. 

China)

LA 1%

US

2020 WW Servers revenues1, $B 

1.6%

(0.5)10.1%

(3.0)

2020

88.3%

(26.4)

1.9%

(0.6)9.8%

(3.0)

2025

88.3%

(27.0)

SMB Online

Direct

SMB Other

Channels

Non-SMB Total

29.9
30.6

2020-2025E US Servers revenues2, $B 

1. IDC and team analysis

2. Analysis Mason and team analysis, large systems not included

2020-25E 

CAGR, %

~2-5%

 eComm US Servers 

revenues for SMB 
expected to grow roughly 
at 2% CAGR 2020-25 if 

current trend continues, 
this growth rate could go 

up 5% if substantial 
improvement are 
introduced by any of the 

major player in terms of 
business model and 

customer experience

~0%

 Other Channels for SMB 

expected to be stable, with 
growth limited by shift to 
Online Direct

0.5%

 Low CAGR of overall 

Servers market impacted 
by shift to Cloud 
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80-100

6.3

40-45

12.5

65-75

90-110

Lenovo.com could reach ~10% WW market share in SMB 
Servers online by 2026, generating ~$100m revenues

Assumptions and implications Lenovo.com SMB Server Online revenues2, $ mn

FY21 

(Actual)

FY22 

(Estimate)

FY23 

(Estimate)

FY24 

(Estimate)

 Assuming:

‒ the server market for SMB 
online grows at a 2-5% 
CAGR, driven by innovative 

and improved online offers 
that help accelerate the 

offline to online shift
‒ Lenovo reaches its “fair” 

market share1 of 5-10% in 

the online market (up from its 
current ~1% in Direct Online 

SMB market share3),
gaining share from non-
Dell/HP by improving / 

innovating its online 
proposition

 Lenovo.com’s revenue for 
Servers online could reach
~$100mn by FY2026

FY25 

(Estimate)

FY26 

(Estimate)

Unlocked better 

customer experience 
after migration to Flash

~1% 1-2% 5-6% 6-8%
Direct online 

market share 
SMB4, %

~9% ~10%

Source: Analysys Mason, IDC data, expert interview s, team analysis

1. 6% Lenovo market share calculated for total market (direct and indirect) excluding China in 2020 (IDC data)

2. Including Tele- and Chat-supported, including servers-related Services

3. 1% Lenovo market share calculated for SMB Direct Online Market excluding China (Analysys Mason data)

4. For Servers only, not including servers-related Services
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Lenovo.com lags in several 4P dimensions

185

Company

Tower Server Portfolio

Rack Server Portfolio

Storage Portfolio

Edge Portfolio

Service & Support Offerings

Genuine Options & Accessories

3rd Party Options & Accessories

Software Offerings

Competitive Pricing

Free Shipping

Full stack capable telesales team

Global Coverage

Stock holding of pre-configured models

Indirect fulfillment options

Poor Okay Good






