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About
I analyzed two websites, Walmart and Target, 
using feelings and needs statements as it 
relates to UX and UI. Target is a website that 
I visit frequently and I chose Walmart as the 
competitor site. I was curious how my 
feelings and needs were satisfied (or not) by 
each website. I conducted a similar searches 
on each website to compare the two. Most of 
the statements relate to my user experience 
on the site, while some relate to the 
interface on the website. I found that I had 
more positive sentiments towards the Target 
website, which is probably why I use it more.



Walmart
Walmart is an American 
multinational retail corporation that 
operates a chain of hypermarkets, 
discount department stores, and 
grocery stores from the United 
States. Walmart is the world's largest 
company by revenue, with US 
$548.743 billion.

https://en.wikipedia.org/wiki/Walmart

https://en.wikipedia.org/wiki/List_of_largest_companies_by_revenue
https://en.wikipedia.org/wiki/List_of_largest_companies_by_revenue
https://en.wikipedia.org/wiki/Walmart


Target
Target is an American big box 
department store chain 
headquartered in Minneapolis, 
Minnesota. It is the eighth largest
retailer in the United States. As of 
2021, Target operates 1,926 stores
throughout the United States, and is 
ranked number 37 on the 2020 
Fortune 500 list of the largest U.S. 
corporations by total revenue.

https://en.wikipedia.org/wiki/Target_Corporation

https://en.wikipedia.org/wiki/Fortune_500
https://en.wikipedia.org/wiki/Target_Corporation


Website Analysis

Walmart



Homepage
Calm

The homepage of Walmart.com 
makes me feel CALM and CLEAR 
HEADED by meeting my need for 
INDEPENDENCE and CHOICE. The 
clean two-toned website is easy to 
look at and allows me to start 
searching for what I need without 
feeling overwhelmed. I can feel 
confident that I am on the right 
website because of the brand's 
signature blue color and logo.



Main Menu
Overwhelmed

The main menu of Walmart makes 
me feel OVERWHELMED and 
DISCOMBOBULATED by not meeting 
my need for ORDER and FLOW. The 
mega menu shows every possible 
option at once. While some may 
perceive this two-click flow 
convenient, I find the amount of 
choices and random order to be 
overwhelming and overstimulating.



Product
Uninterested

Product viewing on the Walmart 
website makes me feel 
UNINTERESTED and BORED by not 
meeting my need for STIMULATION 
and INSPIRATION. The lack of product 
photos and videos along with the 
chunks for text doesn't make me 
want to purchase this product. The 
logistical information on the right 
side is helpful, but feels clunky and 
does not make me feel inspired to 
"add to cart".



Selecting grocery items for shipping 
or pickup on the Walmart website 
makes me feel SATISFIED by meeting 
my need for EASE and CONSISTENCY. 
The blue  + Add  buttons are a quick 
and easy way to add grocery items to 
your cart with one click of a button. 
For items like these, I don't need to 
see enlarged photos or more detail 
about the product, and prefer an 
easy way to add many items to my 
cart for an accelerated shopping 
experience.

Grocery
Satisfied



Icons
Hesitant

Viewing by department on the 
Walmart website makes me feel 
HESITANT and CONFUSED by not 
meeting my need for CLARITY and 
CONSISTENCY. Real items in blue 
circles are used as a way to 
distinguish departments visually. The 
small icons are hard to decipher at a 
quick glance and does not feel 
consistent because each item is a 
photographed representation of a 
department. I feel hesitant to filter by 
department from the icons.



Format
Annoyed

The top navigation makes me feel 
ANNOYED and FRUSTRATED by not 
meeting my need for EFFECTIVENESS 
and FLOW. The top navigation bar is 
fixed at the top of the screen at all 
times, even when you scroll down. 
Having the option to view the menu 
at all times is nice, but I would prefer 
to save the screen space and scroll 
back up if I need to. The colored 
number by the cart is distracting as 
well, and it is there even when there 
are zero items in the cart.



Search
Appreciative

The search function makes me feel 
APPRECIATIVE and GRATEFUL by 
meeting my need for CLARITY and 
EFFECTIVENESS. The search function 
creates specific suggestions allowing 
me to target what I am looking for. 
The smart-search auto fills
suggestions by areas of the home, 
kinds of rugs, and related products. If 
I am not entirely sure the name of a 
product, the search function can help 
me find what I am looking for.



Pricing
Deceived

The pricing on the Walmart website 
makes me feel DECEIVED and 
FRUSTRATED by not meeting my need 
for TRANSPARENCY. When browsing 
products, it is easy to miss or skim 
over the word "from" before the price 
tag. Seeing a price on one page, and 
finding out the product is more 
expensive when seeing the product 
in more detail or in checkout makes 
me feel like I cannot trust the prices.



The"    add to list" makes me feel 
FRUSTRATED by not meeting my need 
for EASE and CONVENIENCE. I 
assumed that like most hearts, it was 
a quick way to save something I liked 
for later. I thought all saved hearts 
would end up together on one page. 
When I clicked on the heart on this 
item, I was prompted to add to a 
specific list. I felt frustrated by the 
extra steps to save an item I liked. I 
would like to easily save items into 
one convenient spot that I can access 
at a later time.

Save
Frustrated



Checkout
Annoyed

The "add to cart" and "checkout" 
experience makes me feel ANNOYED  
by not meeting my need for 
SIMPLICITY and EFFECTIVENESS. 
When adding a product to my cart, a 
sidebar appears. The redundant 
pricing information feels pointless. I 
would prefer to review my pricing 
and shipping during the checkout 
process instead of a small sidebar 
while I am adding to my cart. I feel 
like this is an extra step that is not 
needed.



Website Analysis

Target



Homepage
Stimulated

The homepage of Tartget.com makes 
me feel STIMULATED and ENERGETIC  
by not meeting my need for a CALM 
and CONTENT shopping experience. 
The landing page is brightly 
decorated with graphics mimicking 
their Holiday paper ads. The colors 
and clutter-filled boxes overwhelm 
the screen and distract me from 
shopping.



Main Menu
Comfortable

The main menu of Target makes me 
feel COMFORTABLE and PURPOSEFUL 
by meeting my need for FLOW and 
EASE. Target's main drop-down menu 
is long, but makes you choose one 
option at a time. After clicking Home, 
another menu pops up in the same 
format with items under that 
category for me to choose from. I feel 
comfortable searching for items in 
this way because there is less choice 
in front of me all at once.



The main menu of Target makes me 
feel INTERESTED and CONFIDENT by 
meeting my need for CLARITY and 
COMMUNICATION. The many photo 
options allows me to get a good idea 
of the item I am looking at. I 
appreciate the pickup and delivery 
options on the right side being 
available, but in the gray boxes. The 
subtle boxes make the amount of 
information feel more digestible and 
clear. I can feel confident I'm getting 
the product that I want.

Product
Interested



Grocery
Annoyed

Ordering grocery items at Target 
makes me feel ANNOYED by not 
meeting my need for EASE. Target's 
red "Add for pickup" button prompts 
a pop-up window when added to the 
cart. If I was shopping for many 
items, I would not want this pop-up 
coming up every time I added an 
item to my cart. I am agreeing to 
continue shopping by clicking on the  
"quick add" button.



Icons
Inspired

Viewing by department on the Target 
website website makes me feel 
INSPIRED and ENTHUSIASTIC by 
meeting my need for CLARITY and 
DISCOVERY. Playful, large icons easily 
distinguish between departments. 
Easily recognizable and whimsical 
illustrations create a little more fun 
into the shopping experience and 
create a sense of cohesiveness.



Format
Clear Headed

The formatting of the page makes me 
feel CLEAR HEADED and SATISFIED by 
meeting my need for EFFECTIVENESS, 
FLOW, and EASE. When browsing for a 
certain product, like bedding, I am 
able to filter the product on the left 
side of the screen while I browse on 
the right. I am comfortable knowing 
that the results on the page are 
exactly what I am looking for, and 
there is no stress while browsing for 
products.



Search
Indifferent

The search function makes me feel 
INDIFFERENT by not meeting my need 
for INSPIRATION and CLARITY. The 
search function auto-fills with a few 
ideas based on my typed search. If I 
was looking for a rug cleaner or 
related item, there is no suggestion 
for those products. The search 
function works, but I feel could be 
improved.



Pricing
Confident

The pricing on the Target website 
makes me feel CONFIDENT by 
meeting my need for TRUST and 
TRANSPARENCY. Seeing a price on 
one page, and then finding out the 
product is more expensive when I 
checkout or get another size feels 
like I cannot trust the prices. The 
upfront range of pricing on each item 
makes me feel confident I am able to 
afford what I am browsing at.



The ability to save items using the  
makes me feel RELAXED and 
RELIEVED by meeting my need for 
CONVENIENCE and SECURITY. The 
heart button is a quick way to save 
something I liked for later. I can trust 
and feel relieved that all my saved 
products will end up together on one 
page and I can easily find them 
another time.

Save
Relaxed



Checkout
Expectant

The "add to cart" and "checkout" 
experience makes me feel 
EXPECTANT and SATISFIED by 
meeting my need for SIMPLICITY and 
EFFECTIVENESS. When checking out 
my cart, a clearly labeled list with 
each item appears on the main 
section of the screen. Here you can 
add more quantities or delete 
products easily. On the right side is 
the subtotal, along with coupons and 
a big red "check out" button. 
Everything is clear, simple and 
effective.


