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Introduction 
This report provides details of the design, development, and user-centred thinking behind the proposed website for a local business called Healthy Harvest, which provides sustainable, organic fresh fruit and vegetables straight from UK farms to the consumer. Now there is no specific website for Healthy Harvest that would extend their reach, facilitate a browsing experience for their products, and enable easy online ordering and delivery management. 

This report outlines the issues with the current online identity, proposes 11 solutions for those issues, describes the implementation of responsive design and outlines the design process through mood boards and wireframes. The overall goal of the final prototype is to create trust, make it more accessible, boost sales and offer consumers a more convenient and reliable shopping experience for those that are health conscious.

2.0 Healthy Harvest Website Redesign
The challenges today and what's being suggested.

The first is that the current online presence is dated and has old-fashioned layouts, conflicting colours and inconsistent branding that is not aligned with the modern shopper's expectation or the new, natural image of Healthy Harvest [1]. The design will be completely revised to give a professional and welcoming impression by using a clear nature inspired colour palette (forest green, soft cream, earth brown) as well as uniform typography and genuine information and visuals of fresh fruit and vegetable products and local farms, thereby completely reflecting the brand values [2].

Poor navigation: Users might not be able to easily discover what they are looking for, and the product categories may make little sense, while the existing menu is already too overcrowded, resulting in many visitors to the website jumping ship at once [3]. This will be achieved by streamlining the menu into five main links: Home, Products, Services, About Us and Contact Us, as well as by the incorporation of a prominent search bar with useful product type, price and dietary requirements filters to enable users to easily find the products they want [4].

Product information is very limited; third, product names and prices are listed, and no information is provided on where the food comes from, how it is grown, nutritional information and important certificates, such as organic or GOTS are given [5]. The remedy is to add a full origin description, sustainable growing techniques, nutrient information, transparent food labels, product photos of high-resolution and real customer reviews that can help the public make informed decisions and generate trust [6].

The site has very slow loading times due to the presence of large, uncompressed images and the outdated code (this is an issue especially on mobile devices: according to a study, more than half of mobile users leave a page if it takes more than 3 seconds to load [7]). To enhance efficiency, all images will be compressed with no loss in quality, unnecessary code will be streamlined, a CDN will be implemented, and browser caching will be added to decrease average load times under 2 seconds [8].

The call‑to‑action components are not obvious; buttons are too small and not easily noticeable and offer unclear language such as “Click Here” instead of directing users to important actions [9]. This will be accomplished by creating large, high‑contrast buttons with action‑oriented text at the end of each page or major section of the site so that users will always know what to do next, such as Shop Fresh Produce or Check Delivery Areas [10].

There is no mobile optimisation: as most of the UK's customers now browse or shop on mobile devices [11], a lack of mobile optimisation means that visitors will have to zoom and scroll horizontally. The answer is to adopt complete responsive design, flexible layouts, scalable images, and interactive features that are responsive to touch and perform equally well on phones, tablets, laptops and desktop computers [12].

Customers have no means to order online since they can only send an email or call, but they can't add items to a shopping cart, pay securely, or check the status of their order. To resolve this issue, a full‑fledged e‑commerce system will be added, with an integration of a secure shopping cart, various trusted payment providers like Stripe or PayPal, delivery slot selection, and real‑time order tracking for the customer [14].

There is a lack of transparency and trust, and the site provides no information on supply chain, partner farms or ethics, so there is no way for the customer to verify the claims that are local and sustainable [15]. This will be improved with the introduction of each partner farm, the sourcing processes and all of the relevant food safety and sustainability certifications prominently shown for full visibility [16].

There are no basic accessibility features on the site; it is hard or impossible for someone with a visual disability or other disability to use it [17]. To achieve this, it is necessary to meet WCAG 2.1 accessibility standards; that is, provide descriptive alt text for all images, maintain a minimum colour contrast ratio of 4.5:1, provide easy resizing of text and offer full keyboard navigation [18].

The site is almost invisible in search results, so when people search for organic vegetables in Leicester or local farm produce in the UK, Healthy Harvest is not visible, which causes a loss of possible local customers [19]. To do this, standard SEO practices will be undertaken, such as creating clear page titles, well-structured headings, relevant product descriptions, helpful blog articles on seasonal produce and an updated Google Business Profile listing [20].

Lastly, there are no customer engagement or long‑term relationships with no signup for a newsletter, social media links or feedback. This will be addressed with a quick sign-up form for a fortnightly update newsletter, clearly linked Instagram and Facebook pages for behind‑the‑scenes content and with a short feedback form in order to get suggestions and help improve the service [22]).

3:0 RESPONSIVE DESIGN IMPLEMENTATION  
Responsive design is a very important aspect of today's e-commerce, which is intended to satisfy the demand of users and boost sales. This web design technique is more of adapting the layouts, images and functional components according to the screen size of the device and its orientation, be it a desktop, or a laptop, a tablet or a smartphone. Responsive design can greatly minimise or eliminate the need for a mobile-optimised site and a desktop site, and cut down on the number of sites businesses need to maintain. This streamlined approach makes it easier to manage your website and ensures a consistent user experience on all devices. With the growing consumer dependency on many different devices to make purchases online, responsive design has become an important online strategy that could influence customer satisfaction and conversion rates [23]. Look at websites like Nielsen Norman Group, Google Webmasters and Smashing Magazine for more information.

Today's mobile digital environment is the main channel for consumers' online shopping and browsing. According to Statista, by 2027, more than 60% of all online sales in the UK will take place via mobile channels [24]. This is a clear indication that businesses need to adopt responsive design for their online platforms. If it's absent, mobile visitors might find the text too small, content overlapping, and buttons that they can't click. In fact, a staggering 61% of users are unlikely to come back to a website which is not easily navigable on their mobile devices [25]. Responsive design is essential for businesses such as Healthy Harvest, as it enables customers to easily access recipes, delivery locations, or order from any location, whether they're at home or on the go. This streamlined user experience can lead to greater customer satisfaction and have a profound effect on a company's bottom line.

Responsive design has a direct impact on conversions as it removes friction in the buying process. Think with Google revealed that 72% of the people in the UK who do research on their mobile phone end up buying something, as long as the site performs well on their device [26]. It also enhances loading speeds on mobile and helps rankings in Google search results, as mobile‑friendliness is one of the official ranking factors [27]. This translates to Healthy Harvest capturing customers who are searching for “fresh fruit near me” when out shopping and completing a quick and easy checkout process.
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4.1 MOODBOARD AND WIREFRAME DESIGN 
Mood board
A mood board is used as a visual reference to define the aesthetic direction of a design project, combining colour, typography, style of imagery and interactive features in the process of guiding future design decisions [28]. This is a sustainable, outdoorsy, adventurous mood board made with an earthy green of moss green, warm sand, slate grey and soft sky blue. Accompanying these colours are rounded, friendly fonts and natural textures, enhancing the design's inviting nature. Also, it features inspirations for modern interface elements such as soft shapes, light depth effects and smooth transitions, which help to create a calm, reliable, contemporary and nature-related feeling [29]. This is important because this mood board doesn't reflect any brand or business and can be utilised in different design projects. The thoughtful blend of elements not only resonates with the growing emphasis on sustainability in design but also empowers creators to merge their creations with the beauty of the natural world. Mood boards serve as a unified and visual language, helping to encourage creativity and uniformity throughout the design process and resulting in more impactful and resonant designs.


Wireframe
Wireframes are an essential component of the web design process and represent a simplified and low-fidelity version of the layout, which clearly outlines the structure, content, navigation flow and functional areas of a website without any final colours, images or detailed style [30]. Wireframes produced in the initial stages help to ensure all of the menu logic, content priority and user journey paths are well tested. This pre-emptive strategy makes it easy for people to find the necessary information and easy to navigate for everybody. Wireframes follow fundamental design principles that were created to support mood boards with the same spacing, proportions of elements and layout patterns. This uniformity is crucial to make a unified, easily accessible, and user-friendly experience across different types of pages, which can directly impact user satisfaction and engagement. Moreover, wireframes provide stakeholders with a clear idea of the functional flow of the design without the clutter of a final design, making it easier to give feedback and make improvements. When web designers focus on usability from the start, they will be able to build a solid foundation to enable them to make more complicated visual designs, which will all work together in creating the final product. To sum up, a wireframe is a vital tool that can help to direct the design process and enhance user experience [31].

5.0 CONCLUSION 
The example of the Healthy Harvest project exemplifies the use of a structured Web design to solve actual business problems. The proposed website with responsive design and emphasis on 11 key issues creates greater trust, accessibility, and growth possibilities for the brand. By starting the design process with mood boards and wireframes and ensuring it was aligned with the Healthy Harvest brand identity, whilst also keeping the user at the heart of the design decisions to ensure their needs were met. These early years helped develop the brand into a unified visual identity, containing the essence of fresh local produce.
The final prototype will be a high-quality, scalable online platform which will allow Healthy Harvest to expand and reach more people in the UK. This not only supports the accessibility of healthful food choices but also highlights the brand's dedication to sustainability and aiding the community. Healthy Harvest's blend of contemporary web design and thoughtful business strategy ensures its success in the digital age, with a clear goal of expanding access to fresh, healthy fruits and vegetables that benefit both the business and the local community's health. This project illuminates the potential of effective web design in effecting meaningful change within businesses and sets up the future for more innovation in the field.
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