
Process Book
Camping equipment dynamic website case study



The product: 

A responsive website for a camping supply store to 

advertise and sell its products. This website will 

allow users to find products and professional advice 

that is relevant for their needs. Camping appeals to 

wide range of users with different requirements 

and this app will help them prepare for their ideal 

camping trip by exploring through six different 

camping experiences.

Project overview

Project duration:

August – October 2024

Preview of selected 
polished designs.



The problem: 

As users can not physically see and touch the 

products they are shopping for they lack 

confidence and sometimes inspiration to 

create a camping trip that fits their needs.

Project overview

The goal: 

• Increase user satisfaction by understanding 

common challenges people face when trying 

to find the items they need for a camping 

trip.

• Increase conversion rates by identifying 

frustrations people experience during the 

process of ordering camping supplies 

online.



My role: 

UX Researcher and UX Designer 

Project overview

Responsibilities: 

User research, wireframing and prototyping



Understanding

the user

● User research

● Personas

● Problem statements

● User journey maps



User research: summary

• To understand the pain points of using a camping equipment app or website, I ran a moderated 

research study of eight participants.

• Target participants characteristics were that they lived in the UK, were 16-55 and went camping at 

least twice a year. 

• Although most users who camp regularly are between 16 and 34, I wanted to extent the age range 

to explore the needs of older campers as they are a growing demographic.

• Although more men than women go camping, I have included equal numbers in the study to 

better understand female camping needs.

• I have also included two participants who have increased accessibility needs as this is a limiting 

factor at many campsites.



User research: pain points

Very functional and 

price focused websites

Many camping 

equipment websites 

lead with sale or 

discount banners in bold 

colours making this the 

focus.

Little or no 

inspiration

With a product focus, 

users who are looking 

for inspiration and 

advice are left wanting

Difficult to compare 

products

The detail on products 

often differ making it 

difficult to directly 

compare and narrow 

down users choice

Lack of trust 

without seeing the 

product in-store

With large purchases 

such as tents there are 

concerns about not 

physically before 

purchase.
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User research: pain points

Fear that returning 

large items will be 

difficult

The bigger the item the 

more users worry that it 

will be inconvenient to 

return an item.

No option for free 

delivery

When spending over £30 

users feel they deserve 

free delivery.

Not sure what I 

need in the first 

place

There is a lack of 

inspiration and ideas on 

most camping sites and 

a lack of lifestyle 

imagery.

Poor follow up 

customer care

With large ticket 

purchases users need to 

feel confident that 

refunds and returns will 

be simple to process.
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Persona: Mark

Problem statement:

Mark is a busy tennis coach, 

who needs a faster more 

convenient app/website to 

select the right equipment 

for wild camping, because 

he wants a tent that is light 

enough to carry on the 

train and easy to pack.



User journey map

Image of user 
journey map

Mapping out the flow of 

Marks journey revealed 

the benefits of creating 

an app and website for 

users who want to be 

able to compare the 

functionality and 

specifications of 

equipment more easily 

before ordering them.



Persona: Amanda

Problem statement:

Amanda is a business owner 

and working mum, who needs 

an app/website where she can 

plan a family camping trip that 

is more fun and comfortable 

than their previous trips, 

because she wants an 

affordable holiday with her 

family where they can make 

wonderful memories 

together.



User journey map

Image of user 
journey map

Mapping out the flow of 

Amanda’s journey 

revealed that she needs 

a lot of inspiration and 

practical advice. She 

also need to get 

everything delivered 

when she’s home and 

hasn’t got time to take 

returns back to store.



Persona: Josh

Problem statement:

Josh is a fun-loving 

student, who needs an 

app/website to help him 

plan an accessible 

camping trip and source 

specialist equipment that 

will make his life easier 

while he’s away, because 

he wants to be 

independent and enjoy 

the outdoors with his 

friends.



User journey map

Image of user 
journey map

Mapping out the flow of 

Joshe’s journey revealed 

that she needs help to 

plan his trip and access 

to tools that will enable 

him to be as 

independent as possible 

while he’s camping.  



● Sitemap

● Paper wireframes

● Digital wireframes

● Low-fidelity prototype

● Usability studies

Starting

the design



Sitemap

I built user-focused flows to 

ensure that my personas 

could successfully complete 

their key objectives while 

reducing any existing pain 

points.

To view a larger version of this 

sitemap, follow the link here. 

Image of 
sitemap/IA

https://www.figma.com/proto/I0zmSB7s6y9U9WXL474qcK/MediMatchConnect_Example?page-id=407%3A748&type=design&node-id=407-858&viewport=404%2C680%2C0.43&t=F6ADOqFG6YzMWuxs-1&scaling=min-zoom&mode=design


Paper wireframes
Home page 

I decided on a tiered 

layer cake layout, 

organised by 

audience scheme for the 

user experience flow and 

topic scheme for the 

product user journey

Image of paper 
wireframes including 

five different 
versions of the same 

screen and one 
image of the new, 

refined version

I used * to mark the elements of each sketch that 
would be used in the refined digital wireframes.

Refined paper wireframe



Paper wireframes
Experience page

I decided on an eye 

catching asymmetrical Z 

layout for content and 

buttons at the top to make 

it simple to more to a 

different experience area 

without returning to the 

home page.

Image of paper 
wireframes including 

five different 
versions of the same 

screen and one 
image of the new, 

refined version



Paper wireframes
Product page

My main focus 

here was to 

provide large tiles 

for each product 

and a effective way 

to filter products 

that didn’t clutter 

the page.

Image of paper 
wireframes including 

five different 
versions of the same 

screen and one 
image of the new, 

refined version

Refined paper wireframe



Paper wireframe 
screen size variation(s) 

I drafted iterations of each 

screen on paper. 

I also started to work on 

designs for additional 

screen sizes to make sure 

the site would be fully 

responsive.

Insert wireframe 
example that 

showcases 
different screen size 

variations



Digital wireframes
Home page 

Information hyarache on 

this page:

• Shop by experience

• Product

• Seasonal content

The top section 
takes the user 
to a different 
page depending 
on the camping 
experience they 
want to create. 

Mid section 
for shopping 
catagories

Bottom section 
can change to 
feature 
different/season
al content

Footer for 
information 
and advice

The top 
section 
changes 
to a 
carosell 
in the 
mobile 
version



Digital wireframes
Experience Page 

I have added action buttons 

to each section to clarify the 

call to action.

Z Shape 
asymmetrical 
layout with 
four articals 
that could be 
easlily added 
to at a later 
date

Buttons lead to 
other 
experience 
catagories 
incase the user 
is interested in 
more than one

The top 
navigation 
bar changes 
to a burger 
menu in 
mobile 
version



Digital wireframes
Product Page 

I used square cards for a 

cleaner look and to allow 

more space for a compare 

box and star rating.

Compare box 
allows you to 
create a 
shortlist 

Intiative filters 
to find 
products 
quickly



Digital wireframes
Camping Guide Page 

8x boxes 
changes 
to 2x box 
which 
calosell

Links to 
sections

Links to the different 

sections help users 

navigate a very inforation 

dense page.



Low-fidelity prototype

Screenshot of 
prototype with 
connections or 
prototype GIF

Inspiration User Flow

Home Page>Family Camping>Camping 

Guide>Top 10 family Friendly 

Campsites>Packing Guide>Products 

Ideal for Family Camping.

The user would then follow the 

purchase and check out user flows.

To view the prototype, click here



Usability study: parameters

Study type:

Unmoderated usability study

Location:

United Kingdom, remote

Participants:

5 participants

Length:

20-30 minutes



Usability study: findings

Round 1: I interviewed five users as part of a moderated usability study – September 8th, 2024. 

The app was well received but the Camping Guide needs iteration.

Round 1 findings

All users found the camping guide difficult to understand and 

some felt overwhelmed with the amount of text.

1

Two users thought the links at the top of the camping guide 

didn’t catch their attention and could be made more exciting.

2

Users would like to be able to return to the inspiration pages 

from the bottom of the Family Friendly Products page. 

3



● Mockups

● High-fidelity prototype

● Accessibility

Refining

the design



Mockups

Illustrating the pros and cons for each type of tent and accomanying with a visual creates a easily digestible, quick 

reference guide.

Mockup 1 before Mockup 1 after

Before usability study After usability study



Mockups

Icons for each section of inspiration create clear visual ques.

Before usability study After usability study



Mockups

Buttons at the bottom of the page allow users to move to the other inspiration pages or back to the top of the 

page.

Mockup 1 before Mockup 1 after

Before usability study After usability study



Mockups: Original screen size



Mockups: Original screen size



Mockups: A+ font 



High-fidelity

prototype

Screenshot of 
prototype with 
connections or 
prototype GIF

[Links to low-fidelity 

prototypes of different 

screen variants and brief 

description of the user flow 

+ how you responded to 

and implemented peer 

feedback]



Mockups: Screen size variations



Mockups: Screen size variations



High-fidelity

prototype

Screenshot of 
prototype with 
connections or 
prototype GIF

[Links to low-fidelity 

prototypes of different 

screen variants and brief 

description of the user flow 

+ how you responded to 

and implemented peer 

feedback]



Accessibility considerations

A+ version

I have included two 

examples of how text can be 

increased to create a easy to 

read desk top version 

without impacting the 

design. A+ should be 

available for each format.

1 2 3

Text Hierarchy

I implemented a text 

hierarchy throughout the 

app. This makes using a 

screen reader possible and 

helps users to distinguish 

the different sections and 

information on screen.

CDV Friendly Colour 

Palette

Blue and orange can clearly 

be distinguished by users 

with colour vision deficiency

(4.5% of adults on the UK).

Additional differenciation 

has been achieved by 

reducing the saturation of 

the pale blue.



● Takeaways

● Next steps
Going forward



Takeaways

Impact: 

Our target users shared that the design was 

intuitive to navigate through, more engaging 

with the images, and demonstrated a clear 

visual hierarchy. 

What I learned:

I learned that even a small design change can 

have a huge impact on the user experience 

and that it is vital to have a design that is easy 

to adapt and update. The most important 

takeaways for me is to always consider 

accessibility.



Next steps

Request UX/UI feedback 

from designers with more 

experience in the field to 

improve design.

When I have documented 

all feedback that was 

provided, I will make the 

necessary design updates 

to improve the app’s 

overall experience.

Design screen size 

variation for a tablet. The 

goal is to build the same 

experience for all users, 

no matter what type of 

device they are using.

1 2 3


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42

