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The Problem

The goal of the homepage redesign project was 
to solve two key problems for customers and our 
site merchandiser:

● New Customers: “I don’t know how to get 
started with MeUndies.”

● Site Merchandiser: “I can’t effectively 
communicate our core offerings without 
overwhelming customers.”



Initial Concepting

Core Page Modeling

● What are our goals for this page as a 
business?

● What are users trying to do when they go to 
the homepage?

● What content can we leverage to support 
both the goals of our business and users?



Wireframes I

Design Goals

● Create a static layout that empowered our 
site merchandiser
○ Explore modules we can leverage to 

support content outlined in CPM

● Making the best way to get started with us 
(including membership) clear to new 
customers

● Convey our breadth of products, prints, and 
services without overwhelming customers

● Legitimize and educate on our brand for 
those unfamiliar with us



Wireframes II

Refining Concepts

● Transactional Benefits: Three column vs. pencil bar

● Showcasing Print / Product Breadth: “Spotlight 
carousel” vs. primary accessible content blocks

● Membership Education: Bulleted list of benefits + 
image vs. three column

● Brand Education: Blurb + Carousel with customizable 
slides vs. secondary content blocks

● Legitimization: Testimonials vs. “News Article” social 
proofing



Prototyping

Prototypes for Testing

● Test the redesign against the current 
homepage

● Created InVision prototypes of each 
experience
○ Made the “Spotlight Carousel” 

functional



User Testing

Research Questions

● Can users obtain a satisfactory understanding 
of our brand from the homepage?

● Do users know how to get started with us?

● Is it clear how to navigate the carousel module?

● What questions do users have after viewing the 
homepage?

● Are we effectively communicating the most 
important information to a new customer?



User Testing (cont.)

What We Learned

● Customer’s formed a significant impression from the 
hero alone

● The “Find Your Fit” module was an effective, usable 
tool for exploring undie options but customers did 
not get a good sense of our print breadth

● It was clearer how to get started with us in the new 
homepage design

● Testimonials served as a credible  way to bring 
legitimacy to our brand

● “About” content seemed redundant and made the 
page unnecessarily long



Visual Design

New Customers

● Split screen hero enables Creative to explore 
accessible imagery and color combinations 
for campaign moments

● Spotlight carousel is optimized for full body 
shots to showcase product and print 
breadth and fit

● Smooth curve for dividing sections and 
giving the page a sense of progression



Visual Design

Returning Customers & Members

● Used the same layout--just repurposed or 
removed modules!

○ Membership module repurposed to 
educate on how to use the 
membership

○ Moved transactional benefits lower 
on the page for returning customers 
and removed them for members

○ Removed customer testimonials



Creative Handoff

Articulating Vision & Constraints

● What kind of imagery should we be using in 
these modules?
○ What image sizes must be used to 

ensure appropriate display across 
devices?

● What are the character limits required to 
preserve the layout?



What I could have done differently

● Engage more stakeholders in the CPM to get a more diverse range of perspectives

● Not make our membership audience an afterthought

● Define technical constraints more clearly earlier on in the process


