





Table of Contents
Introduction	1
HealthyHarvest Website Redesign	2
Current Issues with the HealthyHarvest Website	2
Confusing Navigation and Information Architecture	2
Outdated Visual Design and Misalignment with Brand Values	3
Poor Mobile Responsiveness and Optimisation	3
Limited Product Information and Lack of Ingredient Transparency	3
Low‑Quality Imagery	3
Inefficient and Lengthy Checkout Process	4
Absence of Personalized Recommendations	4
Accessibility Issues	4
Limited Trust Signals and Social Proof	5
Ineffective Calls‑to‑Action (CTAs)	5
Slow Loading Times Due to Large Files	5
Proposed Solutions	5
Responsive Design Implementation	6
Enhancing User Experience	6
Increasing Mobile Sales	6
Supporting SEO and Discoverability	7
Ensuring Accessibility and Inclusivity	7
Influence on Final Prototype	11
Conclusion	11



[bookmark: _Toc235720149]Introduction

This report documents the UI/UX design process and strategic rationale behind the proposed redesign of HealthyHarvest's e-commerce platform. HealthyHarvest is a well-established online organic grocery retailer offering sustainable produce, pantry staples, prepared meals, and curated subscription boxes. Despite cultivating a loyal customer base over several years, the company's current website exhibits significant deficiencies in usability, accessibility, and performance—most notably a convoluted navigation structure, outdated visual identity, poor mobile responsiveness, and an overly complex checkout process—all of which undermine customer satisfaction and constrain business growth.

The redesign strategy is structured around three core UI/UX phases: the creation of a mood board to establish visual direction, the development of wireframes to define layout and functionality, and the construction of an interactive prototype using Inkscape to demonstrate user interaction and workflow. This report critically examines the existing website's shortcomings, proposes evidence-informed solutions grounded in UX best practices, and evaluates the importance of responsive design within contemporary e-commerce contexts. The implementation section presents visual documentation of the design artefacts and explains how the mood board and wireframes shaped the final prototype. The report concludes with a reflective assessment of the design process and its contribution to fulfilling HealthyHarvest's strategic objectives, including improved user satisfaction, increased conversion rates, and enhanced subscription retention.
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[bookmark: _Toc235720151]Current Issues with the HealthyHarvest Website
A comprehensive evaluation of HealthyHarvest’s existing website reveals several critical issues that negatively affect usability, conversion rates, and brand perception. These issues can be categorised into navigation and information architecture, visual design, mobile responsiveness, product presentation, checkout experience, personalization, accessibility, trust signals, calls‑to‑action, and performance.
[bookmark: _Toc235720152]Confusing Navigation and Information Architecture
The current website suffers from cluttered navigation menus, inconsistent categorisation, and unclear pathways to key actions such as “Shop,” “Subscribe,” and “Learn.” Poor information architecture increases cognitive load, making it difficult for users to locate products or understand the subscription model. Research shows that intuitive navigation significantly improves task completion rates and reduces user frustration[1].
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[bookmark: _Toc235720153]Outdated Visual Design and Misalignment with Brand Values
HealthyHarvest’s brand emphasises sustainability, organic living, and transparency. However, the existing visual design lacks cohesion, uses outdated typography, and fails to communicate the brand’s eco‑friendly ethos. Modern e‑commerce design trends favour clean layouts, earthy colour palettes, and high‑quality imagery to reinforce brand identity and emotional connection [2]. [image: ]
[bookmark: _Toc235720154]Poor Mobile Responsiveness and Optimisation
User satisfaction and the commercial viability of mobile applications are contingent upon high-performance delivery, a requirement that becomes particularly pronounced in resource-constrained environments such as mobile devices. Non-functional performance attributes, including energy efficiency and memory utilisation significantly influence the overall user experience. HealthyHarvest's current website fails to meet these performance standards; it exhibits non-responsive behaviour, misaligned interface elements, oversized imagery, and navigation menus that are cumbersome to operate on touchscreens. Given that mobile commerce now accounts for over 60% of global e-commerce traffic, the absence of adequate mobile optimisation represents a substantial impediment to both sales’ conversion and subscription retention[3].

[bookmark: _Toc235720155]Limited Product Information and Lack of Ingredient Transparency
HealthyHarvest's target audience places considerable value on sustainability and ethical sourcing practices. However, the current website fails to meet these expectations, offering only minimal product descriptions, omitting ingredient sourcing information, and providing no visibility into farming methodologies. In organic food markets, transparency is widely recognised as a fundamental driver of consumer trust and brand credibility [4], and its absence reduces perceived product value.
[bookmark: _Toc235720156]Low‑Quality Imagery
Product information quality (PIQ) is a critical determinant of online purchase behaviour, as consumers assess and compare product details across retailer websites before making buying decisions. Deficiencies in the completeness or quality of this information—whether through omission, inaccuracy, or inconsistency—can materially reduce sales. For this reason, systematic measurement of PIQ is indispensable for retailers seeking to maximise commercial outcomes. The HealthyHarvest website currently demonstrates notable shortcomings in this area, with product images varying in size, resolution, and stylistic coherence.
[image: ] In the context of food e-commerce, where visual appeal serves as a primary cue for perceived freshness and quality, the provision of standardised, high-resolution imagery is not merely advantageous but essential for driving conversions[5]. 
[bookmark: _Toc235720157]Inefficient and Lengthy Checkout Process
The checkout process is multi‑step, unintuitive, and lacks progress indicators. Research indicates that simplified checkout flows reduce cart abandonment and increase conversion rates.
[bookmark: _Toc235720158]Absence of Personalized Recommendations
A common challenge for e-commerce platforms is delivering value to newly registered users, who lack the traced behavioural data necessary for effective personalisation. HealthyHarvest's website does not currently mitigate this issue, providing no personalised product suggestions, curated bundles, or customised subscription offers. This is particularly detrimental given that research consistently demonstrates personalisation to be a powerful lever for boosting average order value and fostering long-term customer loyalty [6].
[bookmark: _Toc235720159]Accessibility Issues
The website lacks proper heading hierarchy, alt text, colour contrast compliance, and keyboard navigation support. Accessibility is not only a legal requirement but also essential for inclusive design [7]. [image: ]
[bookmark: _Toc235720160]Limited Trust Signals and Social Proof
There is minimal use of customer reviews, certifications, sustainability badges, or testimonials. Trust signals are crucial for organic food brands, where authenticity and quality assurance drive purchasing behaviour.
[bookmark: _Toc235720161]Ineffective Calls‑to‑Action (CTAs)
CTAs are inconsistent, lack visual prominence, and do not guide users toward key business goals such as subscription sign‑ups or curated box purchases.
[bookmark: _Toc235720162]Slow Loading Times Due to Large Files
Large, unoptimised images and outdated code contribute to slow loading times. Page speed is directly correlated with bounce rates and conversion performance.
[bookmark: _Toc235720163]Proposed Solutions
The redesign addresses these issues through a user‑centred, research‑driven approach.
· Streamlined Navigation: Introduce a simplified, hierarchical menu with clear categories (Produce, Pantry, Meals, Boxes, About, Sustainability).
· Added a visible logo: The logo is a vital asset in e-commerce, serving as the visual cornerstone of brand identity and a key driver of consumer trust. In the absence of physical retail environments, where customers cannot see or touch products, the logo acts as a proxy for credibility, professionalism, and brand values.
· Modern Visual Identity: Use an earthy colour palette (greens, browns, neutrals), clean typography, and consistent spacing to reflect sustainability.
· Fully Responsive Layout: Implement fluid grids, flexible images, and mobile‑first design principles.
· Enhanced Product Pages: Include detailed descriptions, ingredient sourcing, farm profiles, nutritional information, and sustainability badges.
· High‑Quality Imagery: Use professional photography and consistent image ratios.
· Optimised Checkout: Reduce steps, add progress indicators, enable guest checkout, and integrate digital wallets.
· Personalisation Engine: Recommend products based on browsing history, dietary preferences, and past purchases.
· Accessibility Compliance: Follow WCAG 2.2 guidelines for contrast, alt text, keyboard navigation, and semantic HTML.
· Trust Signals: Add certifications, customer reviews, testimonials, and farm partnerships.
· Effective CTAs: Use visually prominent, action‑oriented CTAs such as “Subscribe & Save,” “Shop Fresh Produce,” and “Build Your Box.”
· Performance Optimisation: Compress images, use lazy loading, and optimise scripts.
These solutions collectively enhance usability, reinforce brand identity, and support HealthyHarvest’s strategic goals.
[bookmark: _Toc235720164]Responsive Design Implementation
Responsive design has become fundamental to contemporary e‑commerce platforms due to the growing predominance of mobile shopping. By ensuring that interfaces adapt seamlessly across devices, responsive design enhances user experience, improves accessibility, and contributes directly to higher conversion rates.
[bookmark: _Toc235720165]Enhancing User Experience
Responsive design guarantees that website content adapts seamlessly to any screen size, reducing friction points and improving overall usability. For mobile users, this translates into intuitive navigation, appropriately sized text, and touch-friendly interactive elements that facilitate effortless browsing and purchasing. Empirical evidence suggests that responsive interfaces not only elevate user satisfaction but also significantly decrease bounce rates, reinforcing their critical role in retaining customers and driving conversions in the competitive e-commerce landscape.
[bookmark: _Toc235720166]Increasing Mobile Sales
Mobile commerce continues to expand, with consumers increasingly relying on smartphones for the convenience and immediacy they offer. Implementing responsive design directly contributes to improved mobile sales by:
· Minimising cart abandonment through streamlined, device‑appropriate interfaces
· Enhancing product visibility across varying screen sizes
· Improving the usability and efficiency of mobile checkout processes
· Enabling seamless integration with mobile‑friendly payment methods
Research indicates that mobile‑optimised websites can increase conversion rates by up to 30%[8].


[bookmark: _Toc235720167]Supporting SEO and Discoverability
Search engines consistently prioritise mobile-optimised websites when determining search result rankings, reflecting the growing dominance of mobile browsing. By adopting responsive design, e-commerce platforms can achieve higher search engine positions, drive increased organic traffic, and enhance their visibility in competitive market environments, each of which contributes directly to customer acquisition and revenue growth[9].
[bookmark: _Toc235720168]Ensuring Accessibility and Inclusivity
The value of responsive design extends well beyond cross-device usability, encompassing a significant contribution to digital accessibility. By ensuring that layouts remain functional with screen readers, zoom functionality, and alternative input methods, responsive design conforms to WCAG standards and promotes the development of inclusive digital experiences. These experiences are accessible to users with a broad spectrum of abilities, reinforcing the fundamental user-centred design principle that digital products should be usable by all, regardless of their physical or technological constraints[10].

















Implementation Section
Mood Board Screenshots
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The mood board establishes the visual direction for the redesign. It incorporates:
· Earth‑tone colour palettes
· Organic textures (leaf patterns, natural fibres)
· Clean typography (sans‑serif fonts with high readability)
· High‑quality food photography
· Sustainability‑focused imagery
The mood board communicates the brand’s values of freshness, transparency, and eco‑friendliness.






















Wireframes Screenshots
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Wireframes define the structural layout of key pages:
· Shop Page
· Olive Oil Guide Page (Product Detail)
· About Us Page
· Contact Us Page
· Blog Page
Wireframes prioritise structural elements such as hierarchy, spacing, navigation, and functional components, deliberately omitting colour and imagery to maintain focus on layout and usability. By stripping away visual design, wireframes enable designers to test and refine information architecture and user flows without the influence of aesthetic considerations. Acting as the blueprint for the interactive prototype, wireframes provide a clear, low-fidelity representation of page structure that guides the placement of content and functionality. This foundational step ensures that usability challenges are identified and resolved early, streamlining the transition to high-fidelity prototyping and reducing the risk of costly revisions later in the design process.
[bookmark: _Toc235720169]Influence on Final Prototype
The mood board informed the prototype’s visual style, including colour choices, typography, and imagery. The wireframes guided layout decisions, ensuring consistency across pages and supporting intuitive user flows. Together, these artefacts ensured that the final prototype aligned with HealthyHarvest’s brand identity and usability goals.


[bookmark: _Toc235720170]Conclusion

Working with Figma delivered valuable hands-on experience with professional design tools, underscoring the critical role of evidence-based decisions and iterative development in delivering successful website outcomes. The HealthyHarvest website redesign illustrates how a systematic UI/UX design process is fundamental to creating high-quality digital experiences. By methodically addressing key challenges in navigation, visual consistency, mobile responsiveness, product transparency, and accessibility, the proposed solution directly supports the organisation’s goals of enhancing usability, boosting conversion rates, and improving subscriber retention.

The integration of a mood board, wireframes, and an interactive prototype creates a cohesive design language grounded in sustainability, transparency, and current e-commerce standards. Together, these design artefacts demonstrate the effectiveness of user-centred design in harmonising digital interfaces with organisational objectives and shifting consumer expectations. In the end, the redesigned website equips HealthyHarvest to pursue sustained growth in a highly competitive organic grocery market.
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