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EXECUTIVE SUMMARY 
 

The purpose of this report was to study the Klarna website and conduct usability testing 

to better understand the audience and improve user experience.  

During the first stage, the research phase, a competitor analysis was conducted to identify 

similar sites to compare and contrast their user experience and site layout. The three 

competitors identified were Afterpay, Affirm and Sezzle.  

The usability tests included surveys, interviews, card sorting, a dairy study, a heuristic 

evaluation, and a usability test, all of these are included in this report. The results of this 

test helped create three user personas that represent customers for Klarna.   

The usability tests showed many common recommendations for the user. Based on these 

studies, the following are recommendations for: 

- Add a Search Bar. This will help customers look for their products/services faster. 
- Edit the menu bar so all the title links are different, and users won’t be confused 

by what each link does.  
- Move the Blog and Articles to a home page menu and remove it from the footer.  
- Give the website the ability to generate a one-time use card. These cards are 

useful because they can be used for any brand users want to shop from even if 
they are not partnered with Klarna.  

- Have the website be as valuable as the app  
 

SITE DESCRIPTION  
 

Klarna, in simple terms, is a bank. It helps consumers shop online by offering direct 
payments, pay after delivery options, and installment plans. Klarna provides payment 
solutions for 90 million consumers across more than 200,000 merchants in 17 countries. 
Klarna was founded in 2005 by Sebastian Siemiatkowski, Niklas Adalberth, and Victor 
Jacobsson. The headquarters’ is in Stockholm, Sweden and as of March 2020 they have 
approximately 3000 employees. In 2019, Klarna handled around $35 billion in online sales. 
Klarna was founded on the idea of providing consumers and merchants a safer and 
simpler online shopping payment methods. Klarna started to grow very slowly but 
eventually expanded into Norway, Finland, Denmark, Germany and the Netherlands in 
2010. Klarna kept growing and in 2012 they began offering their services in Austria. Then, 
in 2018 Klarna reported that it had more than 60 million users and close to 90,000 
merchants. Klarna launched in the United States in 2015 and has become the principal 
focus of growth since then.  
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Klarna’s site is a shopping site that includes over 200,000 stores to find the top deals and 
pay with Klarna. The site has many images and playful colors that catch the eye. The site 
continually promotes its app, which has more useful and creative features. Here is the 
site: https://www.klarna.com/us/ 
 
Klarna’s website is pink; it has many pictures, and as you scroll, you see headers that 
have images below them. They have different categories, such as Featured Stores, Top 
Deals, Black Owned Businesses, Women-Owned Businesses, Beauty, Home, and many 
more. The site has an infinite scroll feel, where you can continue scrolling for a long time 
before the site ends, and you have the footer with their information. Klarna would benefit 
from a design improvement because the website can be very confusing, and it can be 
hard to look for a specific store you want to shop from. It gets confusing because there is 
no direct path to get from the home page to the store. You first have to click onto the 
“Shopping” tab. Once you are on the site you get continuous pop ups to get the Klarna 
app, which gets annoying because Klarna’s website should be accessible on all 
technological devices. They are always promoting their app, because it is an easier way 
to shop but the website should be just as easy when shopping on a computer. It has a 
raw feel and design so that the design improvement can help with its simplicity, but the 
design can be more visually pleasing. Klarna needs a site that people want to go to 
instead of its competitors such as, Afterpay and Affirm.  
 
Every company and website has a set of requirements that they need to hit or follow. 
Some of those requirements could be about how the site looks, how the checkout works, 
the different sections, and more. Another set of conditions are for marketing, and those 
requirements include social media marketing, merchant marketing, and self-promotion.  
Marketing requirements lack detail because these requirements are overarching thoughts 
that need to be tested and achieved in smaller departments. More specific marketing 
requirements include having the new merchants post on their social media about Klarna 
and Klarna will post about having the new merchants on their team. Some of Klarna’s 
marketing requirements should be posting a certain amount for a specific merchant, while 
that same merchant posts and markets Klarna the same amount. Klarna and the 
merchants they work with are a partnership. Another marketing requirement should be 
that Klarna updates frequently with the best deals, especially during holiday seasons.  
 
The marketing requirements will affect users because if there are too many ads or 
overwhelming marketing strategies, users could be turned off and not want to use Klarna. 
However, on the opposite side, if users continue to see Klarna’s ads and marketing, then 
they are more likely to click Klarna at checkout instead of its competitors. Users also have 
requirements. These requirements can consist of testing the products before they go “live” 
to make sure that users can use the product or service and contain all of the features a 
user needs. If users aren’t satisfied with your product or service, you did not meet the 
user requirements. A specific user requirement is that the site should be accessible on all 
devices and should be easy and simple on each device.  
 
Below is a table comparing Klarna to three competitors. 
 

https://www.klarna.com/us/
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 Klarna  Afterpay Affirm Sezzle 

Unique 
Features 

Customer 
service 24/7 

Search Bar  Live chat option Testimonials 
on the site 

Design 
Strengths 

Include many 
brands 
underneath 
each category 
on the home 
page 

-Menu bar 
-New arrivals 
-Shows which 
brands have 
the items in-
store 

-Inspiration 
section 
-Filter button 

-Graphics 
-“Accessories” 
tab 

Design 
Weaknesses 

Scroll lasts too 
long 

Two footers Constant 
image changes 

Different size 
images and 
different edges 

Core Features     

Top Deals X X   

Membership X X X X 

Merchants 
Sign-Up 

X X X X 

Different 
Categories 

X X X X 

 
 
Table 1: Grid comparing Klarna against three competitors  
 
Klarna compares to the other three sites because they are all options for the four-
installment payment plans. They are rivals. All of these sites have straightforward designs 
that are boring. They all have white backgrounds with images and information and 
different categories for their merchants. This is all the essential information and structure 
that they have. Klarna compares to them because they have the same goal and similar 
requirements. 
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KLARNA INFORMATIONAL INTERVIEW 

 

The purpose of this interview it to help Klarna learn more about the potential and/or 

current customers. In order to gain a deeper understanding of why people shop online 

and how they prefer to shop online, Klarna is conducting these interviews to gain insight 

into the following research questions:  

1. What would make online shopping a first-choice shopping experience instead of 

physical shopping? 

2. What causes customers to shop at specific sites instead of branching out to 

different retailers? 

3. Why do people shop online?  

 

INTRODUCTION:  

I appreciate you taking the time to talk to me today. I am with Klarna and my name is Kim 

Kerremans. I am going to be talking to you about online shopping. I will be asking you 

questions about your background, your online shopping experiences and potential future 

shopping possibilities.  

This should only take about 45 minutes of your time, and I welcome any and all of your 

thoughts and comments. There are no right or wrong answers. With your permission, I’d 

like to record our session so that we get the most out of your comments and I can focus 

on what you have to say instead of taking notes.  

If you have any questions, please ask them at any time. If you need to take a break, 

please let me know. Thank you so much for your time. Let’s get started.  

 

WARM UP:  

As I said before, I want to ask some background questions first just to get the ball rolling. 

I want to get to know you first.  

1. What are your pronouns?  

2. Do you buy products online?  

3. What products do you typically buy online?  

4. What is your go-to online retailer? 
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QUESTIONS:  

1. What is your favorite part about shopping online?  

a. Why is this your favorite?  

b. What is your least favorite part? 

i. Why? 

 

2. What is your biggest concern when shopping online? 

a. Why is this your biggest concern? 

 

3. What’s a store that you love to shop online for but hate going to the physical store? 

a. Why? 

b. Vice Versa, what store do you love to shop physically while hate to shop 

online? 

i. Why? 

c. Are you more likely to shop online or in store? 

 

4. How many products do you usually buy when you shop online? 

a. Do you prefer to shop in person when you are buying in bulk?  

 

5. What best describes your current employment status? (i.e. employed, unemployed, 

retire)  

a. Do you have a steady income? 

b. Does this influence your shopping habits? 

 

6. Have you heard of Klarna, Afterpay, PayPal, or anything like that? 

a. What have you heard about them? 

b. Have you ever used it while shopping? 

c. What made you decide to use it or decide against it? 

 

7. How confident are you that your payment information is kept secure when buying 

products online? 

a. Why are you or aren’t you confident? 



 11 

b. What is your usual payment method? 

 

8. How often do privacy concerns prevent you from buying products online? 

a. Did you know that you can change your privacy settings while shopping? 

b. Now that you know you can change those settings, does that change how 

you will shop online in the future? 

 

9. What devices do you use to access the internet? 

a. Do you prefer to use an app or a website? 

i. Why? 

b. Are you more likely going to shop on your phone or on your computer? 

i. Why? 

 

10. Do you usually sign up to receive notifications from a store? 

a. Would you rather get emails or text messages? 

i. How do you feel when you get these notifications? 

b. How do you feel about the pop ups when shopping online asking for your 

email address?  

 

COOL DOWN: 

Thank you for your opinions and thoughts, I appreciate all of this. To summarize our 

discussion, what is the most important thing we talked about today? Do you have anything 

else you would like to add or say? 

WRAP-UP: 

I am going to turn off the recording now. Do you have any questions for me? Thank you 

again so much for your time and for coming in to talk to me. Have a wonderful day.  
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KLARNA BACKGROUND INFORMATION SURVEY 
 

Welcome to the Klarna Background Information Survey. The purpose of this survey is to 

help Klarna learn more about the potential and/or current customers. Your answers are 

anonymous, and the information provided will help us create a better experience for you.  

 

1. How often do you buy products online?  
a. Extremely often  
b. Quite often  
c. Moderately often  
d. Slightly often  
e. Not at all often 

 

2. What types of products do you typically buy online?  
a. _______________ 

 

3. Which online retailer do you typically use?  
a. ________________ 

 

4. Do you have a steady income?  
a. Yes  
b. No 

 

5. Which of the following classifications best describes your current employment 
status?  

a. Employed part-time 
b. Employed full-time  
c. Not employed, looking for work 
d. Not employed, not looking for work  
e. Retired 
f. Unable to work  

 

6. Have you ever used a payment plan while shopping online? (i.e. used Afterpay, 
PayPal?)  

a. Yes  
b. No 

 

7. If answered yes, which payment plan?  
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a. Afterpay  
b. PayPal 
c. Klarna 
d. Sezzle 
e. Affirm 
f. Other ______ 

 

8. If answered Question 5, no, would you use a payment plan in the future? 
a. Yes 
b. No 

 

9. What is your biggest concern when shopping online?  
a. ________________ 

 

10. How confident are you that your payment information is kept secure when buying 
products online?  

a. Extremely confident  
b. Quite often  
c. Moderately confident  
d. Slightly confident  
e. Not at all  

 

11. Which payment method do you use most often when buying products online?  
a. Credit card  
b. Debit Card  
c. PayPal  
d. Google Checkout  
e. Other _____ 

 

12. How often do privacy concerns prevent you from buying products online?  
a. Always  
b. Most of the time  
c. About half the time  
d. Once a while  
e. Never 

 

13. Are you aware of how you can change your privacy settings while shopping 
online? 

a. Yes 
b. No 
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14. How many products do you typically buy while shopping online?  
a. 1-2 
b. 3-4 
c. 5-6 
d. Other ______________________ 

 

15. How do you identify?  
a. Male 
b. Female 
c. Non-binary  
d. Other ________________ 

 

16. What is your age group?  
a. Under 18 years 
b. 18-29 years 
c. 30-49 years 
d. 50-65 years 
e. Over 65 years 

 

17. Which devices do you use to access the Internet? Choose all that apply.  
a. Desktop computer 
b. Mobile phone  
c. Tablet  
d. Other _______________ 

  

18. Would you sign up to receive notifications?  
a. Yes  
b. No  

 

19. If answered yes to Question 17, how would you like to receive the notifications?  
a. Email  
b. Text Message  
c. Via the App  

 

20. Would you rather shop via the App of the retailer or the website?  
a. App  
b. Website  
c. Both  
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UX DIARY STUDY  

 

INTRODUCTION 

This study aims to broadly determine if users are more comfortable using Klarna.com or 

the Klarna app. It will track the behavior of users who already use Klarna and if they prefer 

to use Klarna.com or the app. This study will uncover which platform is more popular and 

the possibilities as to why that is so.  

 

DIARY STUDY FORMAT  

This study will be conducted via email. This study will be six-week study. Participants will 

be asked to answer a set of questions each time they purchase via Klarna. A link to the 

survey will be sent at the beginning of the study and they can enter as many submissions 

as they please. At the beginning of each week they will receive a reminder email with the 

link. They will also get a mid-week text message to check-in with the participant and giving 

the participant the opportunity to give their feedback on the study each week. Providing 

the link every week will help the participants remember to do it, and it will save them time 

from having to dig into their emails looking for the link.   

 

SAMPLING FREQUENCY  

The sample size will be 80 participants. This sample will include a wide diversity of Klarna 

shoppers. It will include online shoppers, the age demographic will range from 16-year-

olds to 55-year-olds. All of these participants will ensure a diverse representation and 

response. Participants will be asked to shop only via Klarna because then the responses 

will be accurate. These responses will allow Klarna to learn where they need to fix more 

of their problems and figure out why users prefer a certain platform.  

 

PREPARING FOR A DIARY STUDY  

There will always be benefits and drawbacks to every study and this email diary study 

has both. The benefits of this study is that anyone can participate, participants can do the 

diary aspect at any time they please. There is no need to deal with paper or physical mail, 

because it’s all electronic. There is no need to decipher someone’s handwriting, and all 

of the submissions are instant because they are electronic. There are benefits but also 

drawbacks and they include; not all participants will check their emails throughout the day 
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and will only respond at the end of the day or the next morning which could make their 

submissions have false answers due to their possible memory degradation. Certain 

demographics prefer email over other platforms, which means the sample type would 

need to change according to that. 

QUESTIONS FOR PARTICIPANTS  

1. Did you use the Klarna website or app? Website or App 
2. Please specify any difficulties you encountered. 
3. What do you love about the platform (website or app) you used? 
4. What store did you purchase an item from? Yes or No  
5. Did you accomplish your shopping goal? Yes or No  

DATA ANALYSIS AND INTERPRETATION  

The results of this study will be analyzed both qualitatively and quantitatively. It will be 

organized in an excel sheet where the results can be converted into pie charts and other 

kinds of charts. This will be helpful once all of the data has been collected and the data 

needs to be reported or presented. This method will help researchers find trends and the 

relationship between Klarna’s platforms. It will identify problem areas and optimistic areas.  
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PARTICIPANT EMAIL  

Thank you for participating in this study. The purpose of this study is to understand 

whether users prefer Klarna’s website or the app. The results of this study will help Klarna 

create a better website or app, depending on the responses.  

The study is very simple, all you need to do is answer the questions below every time you 

shop using Klarna for the next six weeks. You will receive an email every Monday sending 

the link to the survey again, to remind you to do the survey. You will also receive a mid-

week text to remind you and it will give you the opportunity to tell us what you like about 

this study and what you don’t.  

The questions you will be required to answer are the following: 

1. Did you use the Klarna website or app? Website or App 
 

2. Please specify any difficulties you encountered. 
 

3. What do you love about the platform (website or app) you used? 
 

4. What store did you purchase an item from? Yes or No  
 

5. Did you accomplish your shopping goal? Yes or No  
 

Your responses are important to us. Thank you for cooperating and taking the time to do 

the survey. Looking forward to hearing from you!  

 

HEURISTIC EVALUATION 
 

Below is heuristic evaluation completed by Samantha Sheehy regarding Klarna’s website. 

A heuristic evaluation is another type of usability test that takes a deeper dive into the 

look of the site and the software to see if there are any issues with the user interface.  

 

This evaluation of the Klarna website assess various elements of the site and focuses on 

what they are doing well and what can be improved for easier user access. 
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Severity: 0 – No problem, 1 – Cosmetic, 2 -  Minor, 3 – Major, 4 – Catastrophic 

Heuristic Severity Comments 

1. Visibility of System Status 0   1   2   3   4 When clicking on a new tab 
within the site, there is a black 
progress/loading bar that goes 
across the top of the screen to 
show users the progress of their 
actions and give them feedback.  

2. Match between system and 
the real world 

0   1   2   3   4 The language is relatable to all 
users, even if they are not 
familiar with the brand. Since 
shopping is something that 
relates to everyone, they do not 
make terms too technical.  

3. User control and freedom 0   1   2   3   4 For customers that are not 
signed into their account, don’t 
have an account and are new to 
the site, or working on behalf of a 
brand, there is no search bar. 
This makes it difficult for users to 
have control and freedom.  

4. Consistency and standards 0   1   2   3   4 Buttons, fonts, headers, and 
colors are consistent throughout 
the site.  

5. Error Prevention 0   1   2   3   4 Since there is no search bar on 
the main landing page, there is 
no error prevention in terms of 
misspelled searches. Navigating 
between tabs with the back arrow 
is easy.  

6. Recognition rather than recall 0   1   2   3   4 There are prompts for users like 
current sales, downloading the 
app, and popular stores, so that 
they don’t have to remember the 
reason they came to the site. 

7. Flexibility and efficiency of use 0   1   2   3   4 It takes the user a few clicks to 
navigate to shopping or logging 
into their account once entering 
the site. Adding a search bar 
could help to improve the 
efficiency of the site.  

8. Aesthetic and minimalist 
design 

0   1   2   3   4 The design is consistent, 
minimalist, and aesthetically 
pleasing. The style matches the 
brand goals. 

9. Help users recognize, 
diagnose, and recover from 
errors 

0   1   2   3   4 There does not appear to be a 
clear way to reset your password 
or recover from user errors. 
However, the user may need to 
login to their account to see this 
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EVALUATION: 

Overall, the site is effective in its goal to connect shoppers with a payment plan for online 

purchases. As a user that does not have an account and has not used the site before, 

there is not much I can navigate beyond the main site since I cannot login. I would be 

curious to see what the site looks like within the login portion. Are the users given an 

opportunity to use a search bar to navigate? This was one of the biggest downfalls of the 

landing page. There is no search bar for users to specify what they are looking for. 

Therefore, mechanisms for error prevention for users typing in something with wrong 

spelling or suggesting related results was not put in place. Having a search bar is 

important because it allows users to find exactly what they are looking for. If it takes them 

multiple clicks to find what they set out to find, they are more likely to leave the site without 

making a purchase and will be less likely to return. The color, style, aesthetic and fonts 

were consistent and in line with the branding. The customer service page was extremely 

strong with multiple categories suggesting potential pain points such as “Declined 

purchases, Fraud and security, Credit check and Products and services”.  

 

CARD SORTING 

INTRODUCTION:  

Card sorting activities help determine the way a site’s information should be organized by 

showing how users think topics should be named and structured. The open sorting activity 

documents and evaluates the topic sorting and labeling that users understand and want 

to see. Each participant was given the link to the virtual card sorting activity.  

STUDY INTRODUCTION:  

I am grateful for your time. My name is Kim, and I am emailing you today with a link to a 

set of cards containing Klarna website topics and I am asking you to group those cards 

together. Please feel free to ask me questions at any time. 

feature. Need more information 
here.  

10. Help and documentation 0   1   2   3   4 There is a clear customer service 
link at the bottom of every page 
that links to a Support page. 
There is a search bar on this 
page and multiple categories 
where help could be needed. 
This is one of the most organized 
pages on the site.  
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The card sorting should only take around 20 minutes of your time. I welcome your 

thoughts and comments after the sorting has taken place. With your permission, I would 

like to use the results of this test to better Klarna’s website. This test is designed to make 

sure that Klarna creates a useful, well-organized website, there are no right or wrong 

answers. This is about what you think works together.  

PARTICIPANT INSTRUCTIONS:  

As you know this card sorting is to improve Klarna’s website. We are considering 

reorganizing the home page to better suit users. There will be 30 cards with different 

topics, please sort the cards into groups by deciding which items you think should go 

together. You may label the groups with titles you believe fit the best. Move the cards 

around as much as you like, I approximate it should take 20 minutes, but you can take as 

much time as you need. You can make as many or as few groups as you wish, you’ll 

probably end up with around 6-8 groups as a rough guideline. You don’t have to decide 

what topics are more important, placing them together is what’s most important.  

Here is the link: https://jib385p3.optimalworkshop.com/optimalsort/uq88yeqw 

WRAP-UP:  

We’ve covered a lot of ground, and I appreciate your feedback. Thank you for taking the 

time to do the study. If you have any questions, feel free to email me any questions you 

have.  

RESULTS:  

Looking at the results received from this study, it’s clear that certain cards were grouped 

together, however the name of the group wasn’t the same. For example, the card Etsy, 

was placed into the same categories as some of the other stores such as TOMS, 

Abercrombie and Fitch, and Shein. This shows that customers want to see these cards 

in the same group and location because they realize they all fit together. There are more 

cases like this with other cards.  

An interesting find from this study was that none of the participants named the groups the 

same. They all had different names, but the cards were the same. This means that the 

naming of the groups will need to reflect all of the names that participants used, to ensure 

all users can find the feature they are looking for.  

CONCLUSION:  

Overall, this card sorting study was able to help figure out what users would want to see 

on the home page. Participants organized these cards into groups that aren’t how they 

are sorted on the current website. Which shows that more studies such as this one will 

help Klarna improve their website design. 

https://jib385p3.optimalworkshop.com/optimalsort/uq88yeqw
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USER TESTING 

INTRODUCTION 

Usability testing is a way to see how easy something is to use by having real users test 

the service or product. Usability tests evaluate the ease of use. The advantages of using 

usability testing include receiving direct feedback from the target audience to focus the 

project team, internal debates can be resolved by testing the issue to see how users react 

to the different options being discussed and lastly, issues and potential problems are 

highlighted before the product or service is launched.  

Klarna.com provides online consumers with payment plans. Klarna offers direct payments, 

pay after delivery options, and installment plans. Klarna is a shopping website that has 

over 200,000 merchants.  

Participants will be asked to participate in a usability test. They will be asked to complete 

five routine tasks. Zoom was used to record participant’s that needed to be test via the 

computer, while other individuals were recorded using a recorder.  

Participants are asked basic background questions before testing, to get a better 

understanding of the participant and who they are before the test begins. All feedback 

and notes are recorded as the participants partake in the test. Participants will be asked 

for feedback throughout testing and afterwards.  

METHODOLOGY 

SESSIONS:  

The participants were selected from friends. They have never used the Klarna website. 

Each participant was briefed about the session and told their voice and computer screen 

would be recorded. At the beginning of each session the participants were briefed and 

told they would be voice recorded.  

Participants were told, in detail, how the session would run. It was explained that every 

task would start from the home page, and that they would be asked several questions 

before and after each task.  

The participants were reminded that they were helping us test whether or not the website 

is functioning the way we want it to. This wasn’t to test their ability. Verbal consent was 

given for recording, participating and users their results for this project.  

Each participant was asked a few background questions (Tasks/Scenarios) to make them 

more comfortable with the test. Then they completed the five tasks (Tasks/Scenarios). 

The participants were asked to think out loud as they navigated the site to complete tasks. 

After each task was completed, they were asked for feedback.  
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PARTICIPANTS:  

The three participants are all from different stages in life. Participant 1 is a 22-year-old 

male, recently graduated college and looking for a job. He spends a lot of time on his 

computer, searching for jobs and watching YouTube videos. Participant 2 is a 58-year-

old female, recently retired and likes to spend time outdoors. She only uses her computer 

for emails and streaming services. Participant 3 is a 25-year-old female, who works full 

time as an art teacher and doesn’t spend that much time on her computer. Overall, all 

three participants spend between 5-10 hours a week on the internet shopping. None of 

these participants have ever used the website and Participant 2 didn’t know what it was.  

 

TASKS/SCENARIOS  

 

Background Questions: 

1. What is your occupation? 
2. What do you use the internet for the most? (i.e. shopping, games, YouTube)  
3. How often do you shop online? 
4. What websites do you use the most online? 
5. Do you use your phone or laptop to shop online?  

Task List  

1. Your brother has a birthday soon and you would like to get him a brand-new pair 
of headphones from Bose. Find out if this store participates in Klarna.  

2. You are a business representative that would like to partner up with Klarna. Find 
out how to do that.  

3. You want to buy a pair of shoes, but you are not sure if you can return them. Find 
out what the return policy is.  

4. You want to buy makeup from Colourpop with Klarna, but they are not partnered. 
Find out how to use a one-time use card.  

5. You are a merchant of Klarna’s, and you were told you were part of the 
“Merchant Spotlight”. Find out where Klarna posts their articles.  

 

 

 

RESULTS  

All participants were able to complete all five tasks. Two participants struggled with task 

4, while the last participant struggled with task 5. Although all participants completed the 

tasks it took participant 2 the longest to complete her tasks.  
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Time to complete tasks/Completion Rates 

Participants Task 1 Task 2 Task 3 Task 4 Task 5 

1 36 secs 39 secs 14 secs 2 min 1 min 

2 50 secs 1 min 45 seconds 6 min 3 min 

3 40 secs 1 min 30 secs 5 min 7 min 

Time 2.1 min 2.39 min 1.48 min 13 min 11 min 

Completion 
Rates 

100% 100% 100% 100% 100% 

 

TASK 1:  

This task asked participants to find the company Bose on the home page and click on a 

pair of headphones. It gave them the opportunity to look at the entire home page and how 

it is set up. There were two ways to achieve this task, but all three participants achieved 

it the same way. Participant 1 immediately noted that Klarna doesn’t have a search bar, 

which means he had to find the brand by looking through all of the brands.  

TASK 2:  

The second task asked participants to use the website as a business merchant instead 

of a shopper. It asked them to find how business representatives link up with Klarna. All 

participants were able to complete the tasks. However, Participant 2 mentioned that 

Klarna has a lot of tabs with similar names, so she wasn’t sure which one was the correct 

link until she clicked on it, which meant she had to do a trial and error with each link.  

TASK 3:  

The third task asked the participants to look for Klarna’s return policy. All participants 

completed this task extremely quickly. They didn’t have any trouble with completing the 

task. Participant 3 noted that the return policy was in large letters which helped her finish 

the task.  

TASK 4: 

This task asked the user to find the “One-Time Use Card.” It took Participant 2 the longest 

to complete this task because on the website you can only find the “How To Generate A 

Card” and shows you images of the app that actually generates the one-time use card. 

All participants noted that they didn’t like that the website doesn’t generate these cards, 

because they all prefer shopping on the computer than the phone and they don’t want to 

download an app that will never be touched.  

TASK 5:  

The fifth task asked participants to find the “Merchant Spotlight” articles. Participant 3 took 

the longest to complete this task. She said that if she was a merchant and was told she 

would have a spotlight she would expect it to be on the home page, not at the footer of 
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the page where she would then need to categorize the articles by Merchant Spotlight. 

Participant 2 said she was confused that the articles related to Klarna were located at the 

footer of the page.  

 

RECOMMENDATIONS: 

 

After completing the usability test and taking all of the participants observations into 

consideration there are a couple of things that should be improved. Many of the changes 

would improve convenience.  

 

- Add a Search Bar. This will help customers look for their products/services faster. 
- Edit the menu bar so all the title links are different, and users won’t be confused 

by what each link does.  
- Move the Blog and Articles to a home page menu and remove it from the footer.  
- Give the website the ability to generate a one-time use card. These cards are 

useful because they can be used for any brand users want to shop from even if 
they are not partnered with Klarna.  

- Have the website be as valuable as the app  
 

CONCLUSION  

 

Overall, participants were able to complete all of the tasks and help Klarna better their 

website. The participants gave us important and feasible feedback. Although they all 

thought the website was visually pleasing, they felt the site needed some fixing. The 

feedback received has been noted and we were able to think of five top recommendations 

that Klarna should fix.  
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APPENDIX A 

Usability Testing Materials 
 

The purpose of this usability test is to learn about the issues that users run into while 

using the website, and aspects of the website users don’t like. In order to gain a deeper 

understanding of the aforementioned issues Klarna is conducting this usability tests.  

 

INTRODUCTION:  

Klarna.com provides online consumers with payment plans. Klarna offers direct payments, 

pay after delivery options, and installment plans. Klarna is a shopping website that has 

over 200,000 merchants.  

This usability test should only take about 45 minutes of your time. All of your thoughts 

and opinions are welcome, there are no right or wrong answers or paths to finish the tasks. 

I would like to record this session if that’s alright with you [wait for verbal confirmation]. 

The results of this test will be used in a written project.  

I will be asking you to complete five routine tasks. Before we begin, I would like to ask 

you a few warm-up questions, to make you more comfortable. I will also be asking you 

for your feedback after each task has been completed.  

If you have any questions, please ask them at any time. If you need to take a break, feel 

free to let me know. Let’s get started.  

 

WARM-UP:  

As I said before I want to get to know you a bit before the test, so I have a couple questions 

for you to get the ball rolling.  

1. What is your occupation? 
2. What do you use the internet for the most? (i.e. shopping, games, YouTube)  
3. How often do you shop online? 
4. What websites do you use the most online? 
5. Do you use your phone or laptop to shop online?  

 

TASKS:  

Now that I know those things about you, let’s get this usability test started. I will read out 

a task and you will need to navigate the website and achieve the task. There are five in 



 26 

total, take as much or as little time as you need. There are no correct ways to achieve 

these tasks. If you are unable to achieve a task, that’s completely fine as well. I would 

also like for you to speak your thoughts aloud, and why you chose a certain path. This is 

to understand your thought process.  

 

1. Your brother has a birthday soon and you would like to get him a brand-new pair 
of headphones from Bose. Find out if this store participates in Klarna.  

2. You are a business representative that would like to partner up with Klarna. Find 
out how to do that.  

3. You want to buy a pair of shoes, but you are not sure if you can return them. Find 
out what the return policy is.  

4. You want to buy makeup from Colourpop with Klarna, but they are not partnered. 
Find out how to use a one-time use card.  

5. You are a merchant of Klarna’s, and you were told you were part of the 
“Merchant Spotlight”. Find out where Klarna posts their articles.  

 

COOL DOWN:  

Thank you so much for your participation. I appreciate all of your thoughts and opinions. 

I have a couple questions to wrap-up your experience; which task did you struggle the 

most with and why? Which one was the easiest? Is there anything else you would like to 

add or say? 

 

WRAP-UP:  

I am going to turn the recording off now. Do you have any questions specifically for me? 

Thank you again so much for your time. Have a great day!  
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