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1. [bookmark: _Toc7609]Introduction:
HealthyHarvest is an online grocery delivery service with a wide selection of fresh produce, pantry items, prepared foods and grocery subscription boxes. While the company has a loyal customer base, its current website fails to deliver the seamless and enjoyable shopping experience that today's online shoppers are expecting because of many usability, accessibility and design constraints. Issues like navigation confusion, lack of mobile responsiveness, outdated design, insufficient product details, long checkout, and lack of trust elements have a negative impact on customer satisfaction, conversion rates, and retaining subscribers. In the ecommerce industry, user interface (UI) and user experience (UX) are crucial for establishing a competitive online presence, since a website serves as the initial impression of a business for customers [1].
The following is the redesign proposal for the HealthyHarvest website, which was designed using a user-centred approach. It thoroughly considers the shortcomings of the existing website and suggest viable solutions with a focus on established UI/UX principles, responsive web design concepts, accessibility guidelines, and up-to-date ecommerce best practices. The report also looks at the benefits of responsive design for better mobile usability and business performance. In addition, it shares the mood board, wireframes and interactive prototype, detailing how each design phase helped create a cohesive, user-friendly and engaging website that can help meet HealthyHarvest's strategic goals around enhancing customer journey, boosting online sales and driving subscription growth.
2. [bookmark: _Toc25896]HealthyHarvest Website Redesign:
A successful ecommerce site should enable customers to do things quickly and easily and build trust in the brand. In ISO 9241-210, the user-centred design approach puts the user at the centre of the design process, ensuring that digital products are usable, accessible and satisfying [2, 3]. The current HealthyHarvest site is plagued with usability and interface issues that impact its effectiveness and impact customer behaviour directly. These shortcomings can lead to lower conversion rates, cart abandonment and decreased customer loyalty.
Table 1: Current Website Issues and Proposed Solutions
	Current Website Issue
	Business/User Impact
	Proposed Redesign Solution

	Confusing navigation and poor information architecture
	It is difficult for customers to find products and subscription plans, which leads to frustration and churn.
	Add a simplified navigation bar, logical product categories, breadcrumb navigation and enhanced search.

	Outdated visual design
	A poor brand identity results in a loss of customer trust and inability to convey HealthyHarvest's sustainability values [4].
	Create a professional, contemporary look with natural colours, sleek typography, uniform spacing and quality organic images.

	Poor mobile responsiveness
	Mobile users have trouble navigating, resulting in more bounces and less conversions.
	Use flexible Web design, mobile-first, and adaptive user interfaces based on responsive Web design.

	Slow loading pages
	Long loading times lead to higher drop-off rates, which adversely impact search engine rankings [5].
	Optimize images, compress multimedia files and eliminate extraneous page elements for faster load speeds.

	Limited product information
	Insufficient information causes the lack of trust among customers towards the organic products.
	Describe in detail, nutritional value, where ingredients are sourced, organic certification, customer reviews, and product recommendations.

	Lengthy checkout process
	The shopping cart abandonment rate is higher due to complex purchasing procedures.
	Keep checkout as simple and unobtrusive as possible with fewer form fields and easy-to-see progress bars.

	The absence of trust signals are a major issue.
	Security and product quality may cause customers to be hesitant to buy.
	Show emojis with customer reviews, secure payment badges, delivery assurances, organic certifications and sustainability commitments.

	Accessibility limitations
	The Website may present challenges to users with disabilities.
	Improve colour contrast, keyboard navigation, readable typography and provide alternative image text to adhere to WCAG 2.2 accessibility guidelines [6].

	No personalised recommendations
	Lack of opportunities to grow AVOs & increments of customers engagement [7].
	Display personalized features like "Frequently Bought Together" and "Recommended for You" for browsing behavior.



The first major vulnerability found is that the site's navigation is confusing. Products should be easily found, not requiring too many clicks to find or looking for too long. Bad information architecture makes it harder for customers to navigate, resulting in a higher likelihood of them abandoning the shopping process. To overcome this, a streamlined navigation menu, well-structured product categories, breadcrumb navigation, and enhanced search functionality have been proposed. These changes ensure that information is easily accessed and contribute to a better user experience [8].
The outdated website is also a drawback to HealthyHarvest's online presence. Visually designing a website has always been an important aspect of building customer trust as they judge the credibility of a website within a few seconds of opening its front. The new interface, then, embraces a clean and modern look that embodies HealthyHarvest's commitment to sustainability with its natural green color schemes, ample white space, polished typography, and authentic photos of fresh organic produce. These design features enhance brand recognition and impart quality, freshness, and an environmental message [9].
Additionally, mobile usability is a major hurdle as a large percentage of online grocery orders are made via smartphones today. A website that doesn't work properly on various screen sizes will present usability challenges and make it harder to feel good about a purchase. Responsive Design can make it easier for consumers to access navigation, browse the product and complete the checkout process on their mobile, tablet, and desktop devices, helping to increase customer satisfaction and boost mobile sales. The revamped website also offers product transparency with detailed descriptions, nutrition information, details on the sourcing of ingredients, certifications, customer reviews, and top-notch product photography. This extra information helps minimize purchase uncertainty, thereby enhancing customers' confidence about the quality and sustainability of organic products, especially for those who actively seek information on these aspects [3].
Lastly, the redesign includes simplified checkout, improved accessibility, better trust markers, and personalised product suggestions. All of these enhancements contribute to a better and more inclusive user experience and directly help to achieve HealthyHarvest's business goals to raise conversion rates, boost customer retention, promote e-subscriptions and improve user satisfaction.
3. [bookmark: _Toc23770]Responsive Design Implementation:
With the wide range of devices users are using, responsive web design is a must have in today's ecommerce systems. Responsive design is a technique used by W3C that makes sure digital material changes dynamically on various screens and viewports, while maintaining usability and functionality [10]. This is especially crucial with groceries, since it's a mobile first industry, and consumers want a seamless experience whether they're shopping on a smartphone, tablet or desktop screen, with HealthyHarvest having a specific focus on grocery shopping. This redesign takes a mobile-first and responsive approach to design; key user experiences like browsing products, item details and checkout are consistent regardless of device. They utilize flexible grid systems and proportional layouts to enable interface elements to flexibly adjust to break out resolution. This is in line with UI frameworks of the time, like CSS Flexbox and Grid, which allow for easy and flexible layouts while maintaining consistency of visual hierarchy and usability [9].
Furthermore, the design takes into account the fluid layouts and scalable typography, guaranteeing readability and accessibility on all devices. It directly helps to implement the accessibility principles of WCAG 2.2 which include the importance of readability, contrast and usability for all users, including people with visual impairments [11]. In addition, responsive images are also included to avoid unnecessary bandwidth usage and to ensure faster loading time, which is an important part of enhancing the performance on mobile devices and lowering bounce rates. It's important to note that Media queries are integral to changing the way items are navigated and layed out. For instance, the prototype of HealthyHarvest, which features a desktop navigation bar, simplifies the mobile navigation menu on smaller screens, making it less overwhelming and easier to use. This is in line with the findings of Nielsen Norman Group where they found that “streamlined navigation structures boost task completion rates for mobile users” [12].
In terms of user experience, responsive design benefits product discoverability, makes the experience easier to navigate and provides the same interaction model across all screens. Unlike existing web sites, in the prototype HealthyHarvest users will not have to navigate through layout breaks or usability issues to get from the home page to the product listing page and then to checkout. Responsive design is a direct business impact as far as increased conversion rates, especially mobile commerce. According to Statista (2025), 52.27 percent of global website traffic for the first quarter of the 2026 worldwide happens on mobile devices, and with mobile having such a vast share of users, optimizing your e-commerce site for mobile performance can lead to substantial revenue losses. Although the number of students rose from the previous quarter, it fell short of a year ago, when it was 62.39 percent as shown in figure 1 [13]. So the re-designed HealthyHarvest interface not only does it help the user, but it also helps the business as well with lower bounce rates, longer session durations, and higher checkout completion rate.

[image: ]
Figure 1: Web traffic from mobile devices worldwide.

So, responsive design is a not just a technical need, it's a business decision. The HealthyHarvest redesign features flexible layouts, adaptive navigation and optimised media handling, all of which allow for a consistent and efficient user experience leading to higher engagement, better accessibility and better online sales performance.
4. [bookmark: _Toc21747]Implementation Section:
Three main artefacts are used to illustrate the redesign for HealthyHarvest in the following order to show the three phases of user centred design: The mood board and wireframes are used to demonstrate the two first stages as shown in figure 2 & 3, which are analysis and synthesis, respectively, while a clickable prototype is used to illustrate the third stage as shown in figure 4 to 8: synthesis to prototyping. All of these artefacts help to provide visual identity, structural layout and user interaction that are congruent with user needs and business goals [14].
The mood board provides a visual direction for the HealthyHarvest brand, featuring the natural green hues, earthy textures and organic food imagery as shown in figure 2. The color of green is intentionally chosen as the primary color as it is associated with health, nature and sustainability psychologically. This helps to build brand trust and helps integrate with the organic e-commerce branding strategies. The use of fonts highlights the modern and contemporary appearance of the sans-serif font to improve the readability. Repeating the visual elements throughout the mood board will give a consistent brand identity and help to create trust and recognition. In Google Material Design guidelines, using consistent visual language is crucial for making the user understand and be engaged [15].

[image: ]
Figure 2: Modo board.

The wireframes are more about information hierarchy and structure, not about styling. The layout is optimized for usability, with important navigation features prominently at the top of the page, making it easy for users to navigate as shown in figure 3 [16]. Product categories are well organized and present with minimal cognitive burden and enable quicker decision making. Call-to-action (CTA) buttons like ‘Add to Cart’ and ‘Subscribe' are strategically positioned above the fold to enhance their visibility and conversion rate. This is consistent with the usability principles of Nielsen Norman Group (NN Group): show what's happening and provide obvious paths for use [17].

[image: ]
Figure 3: Wireframes.

There is logical tabbing order, clear separation of sections with a logical structure, and checkout is simplified to take accessibility into account. The changes reflect the concerns raised in the original HealthyHarvest web site which mainly concerned complexity and customer drop-off during their purchase process [18].
The interactive prototype shows users the entire journey from home page to checkout. Users can browse the pages, preview what they are about to purchase, to add items to their cart and complete a streamlined checkout process. This flow was created to minimize friction and increase task completion. The checkout process has been simplified to a single well structured checkout page, which helps to reduce cart abandonment rates, a common problem identified by the Baymard Institute, with one of the main reasons behind cart abandonment being an overly complex checkout process [19].

[image: ]
Figure 4: Home Page.
[image: ]
Figure 5: Shop Page.
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Figure 6: Product Details Page.
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Figure 7: Shopping Cart
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Figure 8:  Checkout Page.
The prototype also includes features of interaction paths where users are offered the opportunity to register for regular deliveries of organic food. This aligns with the business objective of HealthyHarvest to extend their time in business and value per customer. Overall, the implementation shows good consistency of design decisions, user needs and business goals leading to a usable and business successful redesigned system [20].
5. [bookmark: _Toc13197]Conclusion:
The revamped website for the HealthyHarvest project emphasizes the need for a well-structured approach to UI/UX design to enhance the effectiveness of digital products. User-centred design is clearly a valuable approach for improving user experience and business performance, as seen from the analysis of usability problems, the implementation of responsive design and creating interactive prototypes. The redesign journey underscored the significance of intuitive navigation, mobile-friendly designs, inclusive design principles, and a robust visual identity for building a credible and effective online shopping platform. This revamped system enhances user experience and streamlines the buying process, making it more user-friendly and satisfying for customers, while also removing obstacles and issues like checkout complexity and limited product information.
On the business side, the enhanced user experience plays a significant role in achieving goals such as higher conversion rates, more mobile engagement and increased subscription rates. The incorporation of trust indicators, tailored recommendations, and simplified interactions further increases customer trust and loyalty. Overall, this project illustrates how the use of existing principles of UX and responsive Web design techniques can enhance a poorly performing site into a user-friendly, accessible and commercially effective online platform that meets modern expectations for e-commerce.
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