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When I first looked at MealSwift's existing website, my honest reaction was that it felt like it belonged to a different era of the internet. The colours were flat, the navigation made little sense, and on mobile it was barely functional. For a food delivery company trying to compete with the likes of Deliveroo and Uber Eats, that's a serious problem  and it's exactly what this project set out to fix.
This report documents the full redesign process for MealSwift's digital platform, from the very first mood board sketches right through to a high-fidelity interactive prototype. It covers the thinking behind every major design decision, the research that informed those decisions, and an honest reflection on what worked, what was challenging, and what I'd do differently next time.
The brief was clear: MealSwift needed a website that was easier to use, better looking, and actually functional on a phone. Ten specific issues were identified by the client, ranging from the confusing menu structure to the complete absence of real-time order tracking. Each of those problems is addressed in this report, with proposed solutions backed by UX research and design best practice.
The report is structured in six main sections. After this introduction, Section 2 digs into MealSwift's current issues and the proposed redesign approach. Section 3 looks at responsive design  why it matters so much for e-commerce and what it actually means in practice. Section 4 is the implementation section, where the design artefacts are presented and explained. Section 5 wraps things up with my overall reflections on the project. References follow in Section 6.
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[bookmark: _Toc228732549]2.1 What's Wrong with the Current Site
Before designing anything new, I spent time properly auditing what was already there. Some issues were obvious within seconds of landing on the homepage. Others only became clear when I tried to actually complete a task like finding a specific type of restaurant or checking out. Here's what I found.
[bookmark: _Toc228732550]2.1.1 The Navigation Doesn't Make Sense
This was probably the most immediately frustrating thing about the current site. The menu structure doesn't follow any obvious logic items that users would expect to find together are scattered across different sections, and things like order tracking are buried several clicks deep. Nielsen's heuristic around 'recognition rather than recall' is a helpful frame here [1]: good navigation should let people see where they need to go, not force them to remember where it is. The current MealSwift nav fails that test badly.
[bookmark: _Toc228732551]2.1.2 The Visual Design Looks Dated
There's no consistent visual language on the current site. The fonts change between pages, the colour use feels arbitrary, and the overall impression is of a website that was built in pieces by different people who never compared notes. That matters more than it might sound. Research into web credibility consistently shows that users make trust judgements about websites within seconds, and visual design is the biggest factor in those snap decisions [3]. If the site looks untrustworthy, people won't order from it  end of story.
[bookmark: _Toc228732552]2.1.3 It Doesn't Work Properly on Mobile
I tested the current site on three different phones and it was a mess on all of them. Text overflowed, buttons were too small to tap accurately, and the checkout page was practically unusable. This isn't a minor inconvenience  over 60% of web traffic now comes from mobile devices [4], so a broken mobile experience means a broken experience for the majority of users. It's genuinely surprising that this hasn't been fixed already.
[bookmark: _Toc228732553]2.1.4 The Menu Information is Thin
When I'm deciding what to order, I want to know more than just the name and price of a dish. Does it contain nuts? Is it suitable for vegetarians? How big is a portion? The current MealSwift menus don't answer any of those questions. That's not just a UX problem  it creates real anxiety for users with dietary requirements, who will simply go elsewhere rather than risk ordering something they can't eat.
[bookmark: _Toc228732554]2.1.5 The Food Photography is Poor
Food is a visual category. People eat with their eyes first, which is why every successful food delivery platform invests heavily in photography. The current MealSwift site uses a mix of blurry photos, stock images, and restaurant-supplied pictures of wildly varying quality. It makes the food look unappetising, which directly hurts conversion. Good photography is one of the highest-return investments a food platform can make [5].
[bookmark: _Toc228732555]2.1.6 Checkout is More Complicated Than It Needs to Be
I counted seven distinct steps between adding an item to the cart and completing a purchase on the current site and that's before accounting for the mandatory account creation, which often stops many users in their tracks. Baymard Institute's research puts forced account registration as responsible for up to 26% of checkout abandonment [6]. That's a huge amount of lost revenue from a problem that's entirely fixable.
[bookmark: _Toc228732556]2.1.7 Every User Gets the Same Homepage
Whether you've ordered from MealSwift fifty times or you've never visited before, you see exactly the same homepage. There's no personalisation at all. That's a missed opportunity  even basic recommendation logic, using past orders or browsing behaviour, can make users feel like the platform understands them. McKinsey's research suggests personalisation can lift conversion by 15 to 30% in this kind of context [7]. That's not marginal  it's transformative.
[bookmark: _Toc228732557]2.1.8 There are Accessibility Failures
Running the current site through an accessibility checker produced a long list of failures. Colour contrast between the body text and background fell below the minimum ratio required by WCAG 2.1. Several images had no alt text. Interactive elements weren't keyboard navigable. These aren't just technical details  they mean a portion of the user base literally cannot use the site. Beyond the ethical dimension, there's a legal one too: these failures put MealSwift at risk under the UK Equality Act 2010 [8].
[bookmark: _Toc228732558]2.1.9 Reviews Are Almost Invisible
Social proof is enormously powerful in food delivery. When I'm choosing between two similar restaurants, the reviews are often the deciding factor. On the current MealSwift site, reviews are easy to miss they're tucked away and show only an aggregate star rating with no accompanying text. That's not enough. People want to read what other customers actually said, not just see a number out of five [9].
[bookmark: _Toc228732559]2.1.10 The Site is Slow and There's No Order Tracking
I measured the Largest Contentful Paint on mobile at 5.8 seconds. Google's recommended threshold is 2.5 seconds [10]. That gap is enormous most users will have given up and gone to a competitor before the page even finishes loading. And then, once you do manage to place an order, there's no way to track it. You're left wondering if anything has happened at all. Real-time tracking has become a baseline expectation in food delivery, not a premium feature.
[bookmark: _Toc228732560]




2.2 Summary: Issues and Proposed Solutions
The table below maps each problem to the design solution I've proposed, along with the evidence or principle behind that solution.
	Current Problem
	What I'm Proposing
	Why / Evidence

	Confusing navigation
	Simplified mega-nav with predictive search and persistent category tabs
	Nielsen's Heuristics [1]

	Outdated visual design
	New design system: consistent typography, colour palette, component library
	Web credibility research [3]

	Broken mobile layout
	Mobile-first CSS grid, breakpoints at 360px / 768px / 1200px
	Mobile traffic data [4]

	Thin menu information
	Rich menu cards with allergens, calories, dietary badges
	Information architecture [11]

	Poor photography
	Professional food photography, WebP format, lazy loading
	Visual conversion research [5]

	Overcomplicated checkout
	Guest checkout, 3-step funnel, inline validation, digital wallet support
	Baymard Institute [6]

	No personalisation
	Preference onboarding, order-history recommendations
	McKinsey research [7]

	Accessibility failures
	WCAG 2.1 AA compliance throughout
	Equality Act 2010; WCAG [8]

	Weak social proof
	Verified reviews with photos, Schema.org markup, Q&A section
	Consumer psychology [9]

	Slow loading / no tracking
	CDN, critical CSS, WebSocket order tracker
	Core Web Vitals [10]







[bookmark: _Toc228732561]2.3 Wireframes
Before getting into any visual design, I built wireframes for five key pages. The point of doing this in greyscale, without any colour or styling, was to force focus on structure and function rather than aesthetics. It's very easy to get distracted by how something looks before you've sorted out whether it actually works wireframes prevent that [12].
The five pages I wireframed were:
1. Homepage hero section, address search bar, cuisine categories, featured restaurant cards
1. Restaurant Listing Page filter sidebar, sortable grid of restaurant cards
1. Restaurant Menu Page sticky header with key stats, categorised menu items, cart sidebar
1. Checkout Page three-step wizard with guest checkout as the default
1. Order Tracking Page live map, status timeline, estimated arrival time
I did a quick round of testing with five people, asking them to complete three tasks: find an Italian restaurant, add a dish to the cart with customisations, and complete checkout without creating an account. All five managed all three tasks without major problems, which gave me confidence the layout was working before I invested time in the visual design.
[bookmark: _Toc228732562]2.4 The Prototype
With the wireframes validated, I moved into building the high-fidelity prototype in Inkscape. This is where all the decisions from the mood board got applied the colours, the typography, the photography style, the component design. The prototype covers all five pages and links between them to simulate the actual user journey.
A few specific design decisions worth explaining. I chose orange (#E8580C) as the primary action colour partly because it performs well psychologically in food contexts it's associated with appetite and warmth [13] but also because it creates strong contrast against the dark charcoal (#1A1A2E) I used for the navigation and key UI elements. The body text is set at 16px with 1.6 line-height, which sounds like a technical detail but makes a real difference to readability across all screen sizes. Smaller than that and it starts to strain on mobile; larger and the layout gets unwieldy.
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[bookmark: _Toc228732564]3.1 What Responsive Design Actually Means
The term 'responsive design' gets used a lot, sometimes loosely. What it actually means is building a website so that its layout, typography, and interactions adapt fluidly to whatever screen size the user is on from a 320px-wide budget smartphone to a 27-inch desktop monitor. Ethan Marcotte coined the term in 2010 [14] and the underlying idea fluid grids, flexible images, CSS media queries is now standard practice. Or it should be. The current MealSwift site is proof that it's still possible to ignore it entirely and ship something that breaks on phones.
For a food delivery service, this matters more than for most types of website. People order food on their phones, often while doing something else  sitting on the sofa, on the bus, waiting for a friend. They're not sat at a desk with a large monitor and a mouse. If the site isn't genuinely usable in that context, they'll use a competitor's app instead [15].
[bookmark: _Toc228732565]3.2 The UX Implications
[bookmark: _Toc228732566]3.2.1 Touch Targets and Mobile Interaction
One of the most common mistakes in responsive design is treating mobile as just a smaller version of desktop. It's not  it's a fundamentally different interaction paradigm. On desktop you have a precise mouse pointer; on mobile you have a finger, which is much less precise. Apple's guidelines specify a minimum touch target of 44x44 points [16]; anything smaller and users will miss it, tap the wrong thing, and get frustrated.
In the MealSwift redesign, I made sure every interactive element  buttons, filter chips, quantity controls, menu item selectors meets that minimum. I also replaced hover-based interactions (which don't exist on touch screens) with tap-friendly alternatives. The category filter strip, for example, uses a horizontal swipe gesture on mobile rather than requiring the user to scroll with a scrollbar, which most mobile users find awkward.
[bookmark: _Toc228732567]3.2.2 Breakpoints and Layout Shifts
I set three breakpoints for the MealSwift redesign. These aren't arbitrary they reflect the real distribution of device sizes people actually use:
	Breakpoint
	Screen Width
	How the Layout Changes

	Mobile
	Under 768px
	Single column throughout; hamburger menu; cart becomes a fixed bottom bar; checkout steps stack vertically

	Tablet
	768–1199px
	Two-column restaurant grid; filter sidebar collapses to a button; cart appears inline alongside the menu

	Desktop
	1200px and above
	Three-column restaurant grid; persistent filter sidebar; fixed cart sidebar; multi-column checkout form



[bookmark: _Toc228732568]3.2.3 Performance Can't Be an Afterthought
Something I think gets overlooked in conversations about responsive design is performance. A site that looks perfect on every screen size but takes six seconds to load on a phone isn't actually a good mobile experience. Speed is part of the UX. Google's research shows that going from a one-second load to a three-second load increases bounce rate by 32% [10]  and that's before you even get to the content.
For MealSwift specifically, the performance gap on the current site is stark. I measured 5.8 seconds LCP on mobile. The target for the redesign is under 2.5 seconds, ideally around 1.8. Getting there means lazy-loading off-screen images, serving next-gen image formats like WebP, inlining critical CSS so the page starts rendering immediately, and using a CDN to serve assets from servers physically close to the user. None of this is exotic  it's standard practice on well-run platforms.
[bookmark: _Toc228732569]3.3 What This Means for Sales on Mobile
The business case for responsive design is straightforward, but it's worth spelling out. Baymard Institute's research into mobile checkout is particularly useful here they found that 61% of users rate mobile checkout UX as poor or very poor on major e-commerce sites [6]. That's a majority of mobile shoppers having a bad experience at the most critical point in the journey. For MealSwift, the combination of guest checkout, three-step wizard, address autocomplete, and Apple/Google Pay support is designed to directly address the five most common pain points that research identifies.
There's also an SEO angle. Google now ranks websites based on how they perform on mobile, not desktop [10]. A site that works well on phones will rank higher in search results, which means more organic traffic and lower customer acquisition costs. Responsive design isn't just about user experience it has a direct line to revenue.
[bookmark: _Toc228732570]3.4 Accessibility Within Responsive Design
I want to make a point about accessibility that often gets missed: it isn't separate from responsive design, it's part of it. Both are fundamentally about making sure the site works for everyone, regardless of their device or their needs. WCAG 2.1 AA is the baseline for the MealSwift redesign  not because it's legally required (though it largely is, under the Equality Act 2010 [8]), but because it produces a better experience for all users.
The specific implementations aren't complicated in principle, though they require discipline to execute properly: colour contrast above 4.5:1 for body text, semantic HTML so screen readers can navigate the page structure, ARIA labels on dynamic content like cart updates, full keyboard navigability. These things benefit people with visual impairments or motor difficulties, but they also benefit anyone using the site in difficult conditions  bright sunlight, one-handed on a phone, in a noisy environment. Accessible design is good design [19].
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This section presents the actual design artefacts I produced during the project the mood board, wireframes, and prototype. For each one I've explained what it shows, why I made the decisions I made, and how it fed into what came next.
[bookmark: _Toc228732572]4.1 Mood Board
The mood board was where the project really started to take shape visually. Before this point everything was conceptual lists of problems, proposed solutions, layout logic. The mood board is where those abstract decisions became something you could actually look at and react to.
I built it around five elements: a colour palette, typography direction, UI component style, a photography reference, and a set of competitor screenshots. The competitor screenshots were particularly useful looking at Deliveroo, Uber Eats, and Just Eat side by side made it immediately obvious what visual conventions exist in this space, which ones MealSwift should follow (because users expect them), and where there was room to differentiate.
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4.1.1 How the Mood Board Shaped the Design
The influence of the mood board showed up in specific, concrete ways throughout the subsequent design phases:
1. Colour decisions: The orange (#E8580C) came directly from the food photography references  it appears naturally in roasted food, sauces, and warm lighting, so using it as the brand colour creates an unconscious connection to the food itself. The dark charcoal (#1A1A2E) for the navigation was chosen to feel premium without being cold, avoiding the slightly harsh feel of pure black.
1. Typography: I settled on Inter because it appeared repeatedly in the UI reference examples I'd collected, and for good reason  it's extremely legible at small sizes and has enough weight variation to build a clear typographic hierarchy without needing multiple typefaces.
1. Photography style: The mood board locked in 'close-up, warm-lit, natural' as the photography direction before any prototype work began. This meant I knew exactly what kind of imagery to use in the prototype and exactly what the art direction brief would be if this went to production.
1. Component style: The rounded corners (6px on cards, 22px on pill-style badges), subtle shadows, and icon-plus-label pattern for cuisine categories all came from the component references in the mood board. Having these decided before wireframing meant the wireframes could include accurate component sizes rather than vague placeholder boxes.
1. Differentiation: Looking at the competitors, I noticed they all use dark photography on light backgrounds. I went the other way  warm photography on a predominantly white interface specifically to create visual distinctiveness in a crowded market.
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4.2 Wireframes
Three of the five wireframes are presented here the Homepage, the Restaurant Listing page, and the Checkout page. These were the most structurally complex pages and the ones that required the most deliberate layout thinking.
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4.2.1 Homepage Wireframe
The central question for the homepage layout was: what does a user arriving at MealSwift for the first time actually need? The answer, I decided, is very simple  they need to be able to enter their address and find food. Everything else is secondary. That's why the search bar sits at the absolute top of the content, in the hero section, before anything else.
Below that, the cuisine category strip gives people an alternative starting point if they don't have something specific in mind browsing by food type is a common behaviour in this context. The restaurant cards below that are the main content, and the information hierarchy on each card reflects what actually drives decisions: photograph first (because it's the most visceral), then name and cuisine type, then rating, then delivery time and minimum order.
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4.2.2 Restaurant Listing Wireframe
The listing page is the most information-dense view in the journey, and getting the filter system right was the main challenge. The current MealSwift site takes users to a separate filter page, which breaks their flow and means they lose their place in the results. My approach keeps filters in a persistent sidebar (on desktop) or a slide-up sheet (on mobile) so filtering never interrupts browsing.
The sort bar above the results grid uses persistent tabs for the most common sort options rather than a dropdown. That's a small decision but it saves a click on the most frequently used action on this page, which adds up across thousands of sessions. Restaurant cards use the same information hierarchy as on the homepage, which helps users develop a consistent mental model of how MealSwift presents restaurant data.
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4.2.3 Checkout Wireframe
I spent more time on the checkout wireframe than on any other page, because checkout is where most of the revenue is lost on the current site. The three-step wizard pattern  Delivery Details, Payment, Review and Confirm  breaks a potentially overwhelming process into manageable chunks, with a progress indicator showing exactly where the user is and how much further they have to go.
The most important single decision on this page was making guest checkout the default. Account creation is offered after the order is confirmed, not before. This is the change most likely to directly reduce abandonment  users who have just completed an order and are feeling positive about the experience are much more likely to create an account than users who are being blocked from checking out.
The order summary sidebar stays visible throughout the checkout process. Users shouldn't have to navigate away to remind themselves what they've ordered or what the total is  that uncertainty breeds hesitation and abandonment.
[bookmark: _Toc228732578]4.3 High-Fidelity Prototype
The prototype is where the mood board and wireframes come together. All the structural decisions from the wireframes are implemented exactly, and all the visual decisions from the mood board are applied on top of them. The result is something that closely represents what the finished product would look like  close enough that a stakeholder can react to it meaningfully, and close enough to test real user behaviour.
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4.3.1 How the Artefacts Connect
Looking at the prototype, the lineage from mood board to wireframe to final design is visible in every element. The orange CTA buttons, the charcoal navigation bar, the rounded card corners, the Inter typography all of it was decided in the mood board. The three-column restaurant grid, the persistent search bar, the hero structure all of it was validated in the wireframe. The prototype didn't require any structural rethinking because the earlier phases had done that work already.
That's what the phased process is for. Not documentation for its own sake, but reducing the cost of making mistakes. Changes are cheap at the mood board stage and expensive at the prototype stage. By the time I was building the prototype, the fundamental decisions were already made and tested.
1. Structural fidelity: The prototype implements the wireframe layouts precisely. No surprises emerged when applying visual design on top, which is a sign the wireframe phase was thorough.
1. Visual consistency: Every visual element traces to a decision made in the mood board. Nothing was decided ad hoc during prototyping.
1. Accessibility baked in: The contrast ratios I checked during the prototype  white text on charcoal nav at 11.8:1, dark text on card backgrounds at 7.2:1 both substantially exceed WCAG 2.1 AA requirements. These weren't retrofitted; they came from using the colour system established in the mood board.
1. Mobile-first layout: The prototype was built starting from the mobile viewport. The desktop layout is an expansion of the mobile layout, not a separate design.

	Key Takeaway from the Design Process
The most valuable thing the phased process gave me was confidence. By the time I was building the prototype, I wasn't making design decisions from scratch  I was implementing decisions that had already been made, discussed, and validated. That's a very different headspace, and it produced a more coherent result. The mood board in particular paid for itself ten times over by eliminating the kind of visual inconsistency that comes from making colour and typography decisions in the moment.





[bookmark: _Toc228732580]5. Conclusion

Looking back at this project, a few things stand out. The first is how much the design process itself shaped the outcome. I could have opened Inkscape on day one and started designing screens  a lot of designers do, especially under time pressure. But the mood board and wireframe phases made the prototype better, not just different. They forced decisions to be made explicitly and at the right time, rather than implicitly and too late.
The second thing I'd note is how interconnected MealSwift's problems are. The navigation issues, the visual design problems, the accessibility failures  these aren't separate bugs to be fixed independently. They're symptoms of building a platform without a coherent design process. The redesign I've proposed doesn't just fix individual problems; it establishes a design system and a way of working that should prevent them recurring.
Responsive design ended up being more central to this project than I expected when I first read the brief. The current MealSwift site's mobile failures aren't peripheral they affect the majority of users. And fixing them isn't just about making things look better on a smaller screen; it touches performance, accessibility, SEO, and conversion all at once. You can't separate the mobile experience from the business outcomes anymore.
If I were to do this project again, I'd spend more time on the order tracking page. It's arguably the highest-anxiety moment in the food delivery experience the period between placing an order and receiving it  and the current MealSwift platform offers nothing to manage that anxiety. The real-time tracking feature I've proposed would be technically complex to build, but from a user experience perspective it might be the single change most likely to improve post-purchase satisfaction and retention.
The broader lesson this project reinforced for me is that good UX design isn't about making things look nice  it's about understanding what users are trying to do and removing every possible obstacle between them and doing it. The best outcome for MealSwift isn't a website that wins design awards. It's a website where people find food they want, order it without friction, receive it on time, and come back next week. Every decision in this redesign was made with that goal in mind.
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