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OVERVIEW 
Campaigning for nature was a concept piece I created as part of my work at General 
Assembly in a two-week design sprint.  The goal of the project was to explore a 
potential web application for REI to help families go camping more often. The 
challenge was to create a design that is true to REI brand in look, feel, and 
tone, but exist separately from REI.com. 
 
SKILLS: Wireframes, UI, UX, user interviews, usability testing 
(moderated and unmoderated)  
 
TOOLS: Sketch, Invision, Adobe Photoshop, Adobe 
Illustrator 
 
CLIENT: Concept Piece 
 
DURATION: 2 Weeks 
 
MY ROLE: Domain research, heuristic evaluation, function 
analysis, user interview, persona development, user 
journey, user stories, scenario, use cases, sketches, layout, 
design, clickable prototype with Invision, and high fidelity 
prototype with Sketch. 
 
TAKEAWAYS: The biggest takeaway from this project was 
that what client wants isn't the same thing as what customer 
needs.  The initial criteria we focused on was the site must stay 
within the look and feel of REI, however, it only served to confuse 
the users.  A second iteration, and complete redesign was 
required to differentiate the site, which was a huge 
success with the users. 
 
THE CHALLENGE 
In a recent 2014 American Camper Report, participants 
cited lack of time due to work and family commitments as 
main reasons for reducing the number of camping trips. REI, 
as a steward and champion of the outdoors, wants to help people 
remove these barriers so that families can camp out more and enjoy 
nature.  
The goal of this concept piece was not a new graphic design, but a creation of a 
portal that will allow users to: 

• Find and book camping destinations. 
• Allow users to discover and book (if applicable) other outdoor activities to take 

part in while camping. 



• Provide an interactive trip checklist based on location, time of year, age of 
campers, type of activities planned, number of campers in group, and any other 
important criteria that arises during user research. 

• Provide a way for multiple campers to plan all aspects of a trip together. 
• Allow users to purchase products available already on REI.com directly from this 

new website. 
 
THE SOLUTION 
The first prototype created adhered to the brand of REI in look, feel, and tone. However, 
usability studies revealed that customers would prefer a different look from the REI retail 
website in order to tell the difference between the two. Hence the stark contrast in look 
with the reiteration after the usability test. 
 
The new website was extremely well received with the second usability testing. The users 
especially loved the clean look and feel of the site without any retail ad placements. The 
only time a user will see any hint of retail aspect with the new look is either when they 
click on the store button at the very top, or after they have reserved their outdoor 
vacation. 
 

	
	



DISCOVERING THE DOMAIN 
 
WHAT I WANTED TO EXPLORE 
To help validate the one-stop-shop concept for outdoor activity, I sought to understand 
the following as campers prepare their trip: 
• Purchasing habits in preparation for their trip 
• Engagement with technology 
• Role of friends and family 
• Goals, behaviors, motivations and frustrations of trip planning 

 
RESEARCH 
I approached this project from 
multiple avenues in order to 
familiarize myself with REI culture 
and brand. I researched not only on 
the camping habits of the population 
in general by reading the 2015 and 
2016 American Camper Reports, but 
that of REI customers as 
well. Additionally, I also interviewed 
several REI employees to get a 
sense of REI brand and culture. 

 
STAKEHOLDER INTERVIEW/USER RESEARCH 
In order to maximize the site visibility, I focused solely on REI customers because they 
were our target market, and the ones most likely to visit the website.   
I interviewed 37 REI customers between the ages of 18 and 65, with various ethnographic 
backgrounds in order to capture the maximum data points possible in the short amount 
of time I had. For a more holistic understanding of their needs, the range of questions 
included their camping habits before, during and after the trip. 
 
RESEARCH INSIGHTS 
As I researched the outdoor activity domain space, I learned that there is a marked shift in 
the behavior of current outdoorsman/woman.  Behavior data from the interviews 
indicated that users no longer consider outdoors activity as a family event, and are just as 
likely to go camping as individuals.  Further probing revealed that most prefer to go with 
just one or two friends in order to connect on a human level, with little to no distraction 
from technology (camera is an exception).  
 
Questions relating to planning the trip itself showed that the greatest amount frustration 
occurs at this stage of the trip - especially when a large group is involved. Users often 
found it exceedingly frustrating having to hunt down all the pertinent information 
regarding their potential trip, and keeping track of it once they had the information.  
 



COMMON BEHAVIORS 
A common trend started to develop further into discovery.  Data revealed that users care 
more about amenities offered at a campsite then the activities, but most sites lack 
consistent information on a campsite, user reviews, weather conditions, and 
amenities.  This resulted in users either cancelling, or postponing their trip. Eventually, 
having it replace with something else entirely.  As one user noted, “I get sporadic 
weekends off, and I try to do something new.  In the short time I have, I can’t research 
things fast enough, and end up going to the same hiking trails I am familiar with”. 
Subsequently, my vision was sharpened to focus more on the planning of the trip itself, 
with details about the campgrounds being a major objective. The retail portion became a 
secondary objective because most of the e-commerce portion had been already 
maximized by REI’s primary retail site.  
 
HEURISTICS EVALUATIONS 

My interview with users 
revealed that the most 
visited sites by them 
campgrounds.com and 
bookyoursite.com. The 
primary purpose for visiting 
these sites is to look at 
available campgrounds, 
amenities, hiking trails 
information, and contact 
information for 
reservations.   
 
Each site was specific to one 
task only, which meant users 
had to navigate multiple 
browser windows to look at 
campsite, then research the 
hiking trails, then open a new 
window for the campsite 
itself in order to do 
booking. If the user wanted 
to purchase equipment, they 

ended up opening yet another window. 
 
Since my goal was to create a one-stop trip planning website, I decided to take the 
positive aspects from each site and create a solution that made it easy for users to 
navigate through and plan a proper camping trip. 



DEFINING THE STORY 
	
PERSONA CREATION 
Based on the user interviews, with data 
supplemented from my research, 
primary and secondary persona 
emerged. The primary persona was a 
woman in her 30’s; married with two 
young children. The secondary persona 
was a college aged young man, who is 
dating and busy with school work. 
 
 
 
 
 
 
 
 
 

 
PLANNING & DESIGN 
Keeping in mind, and what users were looking for, I set about designing a website that 
reflected REI look and feel, with features that would highlight the trip planning aspect. The 
first version of the final design was pretty much in line with the requirements set. The 
colors, theme, and specs reflected the current REI web presence, and the site had a 
blogging feature that would enable camping enthusiast to read up on the latest trends as 
well as purchase any needed gear.  
 
The whole site is designed around the 960 grid system to account for the lowest 
common denominator - users with screen size of 1024x768. The framework consists of 
four columns of equal size with primary content spanning across 2x 3x and 4x columns 
as needed 
 
SKETCHES AND WIREFRAMES 

	



 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
USABILITY TESTING 
 
The usability tests were conducted to see what the users thought of the website, its 
colors, layout and functionality. Additionally, the test was also used to determine the ease 
of users to navigate the site, and achieve their goals.  
 
The biggest takeaway from these results was that users ended up confused as to what 
site they were on. Due to similarity in color themes and prominent store function of the 
site, users felt that they were on REI.com. Also, they missed the primary point of the 
website as camping planning tool. 



 

 
 
The website is bogged with 
too much data, and the 
main purpose of the site is 
lost. 
 
 
 
 
 
From usability testing, we learned the following: 
The Bad 
 - Users missing the point of the website 
 - Confusion of domain 
 - Too much clutter 
 - The site seems like a blog 
 
The Good 
 - Detailed product description 
 - Tiles were appreciated, but needs refinement 
 - Messaging directly from the site to friends 
 - Filters 
 
 



Based on the results of usability test, a redesign of the site was warranted.  The new site 
incorporated REI colors, but kept them at minimum and muted. The REI logo was clear 
enough to indicate that this is an REI associated website, and because the landing page 
is without clutter, it clearly highlights its main purpose. The second usability tests 
confirmed the design as a viable, and easy to understand, and navigate. All the call to 
action buttons stand out, and grab the user’s attention. 
 

 
 
 
 
From second usability testing, we learned the following: 
The Bad 
 - Tiles rearrangement. 
 
The Good 
 - Better colors 
 - Clear purpose 
 - Sub navigation with all the information 
 
FINAL THOUGHTS 
Sometimes the user does not know what they want, and that’s okay. My role is to be the 
user advocate even when they are unsure about what they want. I am supposed to 
represent what people want, and it will take 2, 3, even 4 tries before I get it right 
(especially when I only have two weeks). 



 
Users had complained that all the information was scattered, and when I presented all the 
information on one site, it seemed overwhelming.  Finding the right balance is key. 
 
Behavioral information would have been more insightful than interviews. Speaking with 
users was helpful, but it was simply telling us attitudinal information. For example, 
contextual inquiries while a user is planning a trip would have helped me notice details 
that cannot be gleaned from casual interviews. These insights would have helped me 
better solve the problem for the users. 


