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[bookmark: _Toc235718934]Introduction:
The goal of this report is to showcase HealthyHarvest's proposed redesign. HealthyHarvest is an online organic grocery store that specialises in different variations of organic olive oil, organic olives, organic olive oil skin and body care, cupboard basics, and subscription-based shopping boxes. Despite building a devoted clientele and achieving financial success, HealthyHarvest's current website has a number of usability and design flaws that are having a detrimental impact on customer happiness, user experience, and subscriber retention [1].
In order to enhance overall usability and commercial success, this research looks at the main issues with the current website and suggests user-centred design alternatives. Additionally, the study examines the significance of responsive web design in e-commerce settings and describes how mood boards, wireframes, and an interactive prototype were used in the design process. The goals of the new proposed redesign are strengthening Healthy Harvest’s sustainable brand identification, increasing accessibility, and creating a loyal consumer connection.
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[bookmark: _Toc235718936]Current Website Issues:
The efficacy of the current HealthyHarvest website as an e-commerce platform is limited by a number of design and usability issues. 
Poor information architecture and confused navigation are two of the main problems [2]. Finding items, subscription plans, or information on the origin of ingredients may be difficult for users. According to research, disorganised navigation raises cognitive strain and frequently leads to user annoyance and website abandonment.
Example of poor navigation design:
[image: ]
Additionally, the website's graphic design is out of date. The website should convey freshness, transparency, and trust as HealthyHarvest markets itself as an environmentally conscious and sustainable company. On the other hand, an antiquated interface causes a discrepancy between customer expectations and brand identity [3].
Example of outdated design:
[image: ]
The poor mobile experience is another major flaw. A non-responsive website makes it challenging for customers to browse items, read information, and finish transactions because modern consumers regularly shop on smartphones and tablets [4]. 



Example of poor mobile experience:
[image: ]
This can eventually result in poorer conversion rates. Given that statistics show that 90% of customers use their mobile phones for shopping, this is especially worrisome, emphasising the need of offering a flawless mobile experience [5].
Frequency of device use for online shopping
[image: ]
There is limited information available on product pages [6]. When buying organic food items, consumers frequently look for comprehensive information on sustainability practices, agricultural techniques, ingredient sources, and nutritional benefits. Purchase confidence and trust can be diminished by inadequate information.
Additionally, the website's origin of ingredients is opaque. Customers that care about the environment and ethics are calling for greater supply chain visibility. HealthyHarvest might not be able to set itself apart from rivals without this information [7].
Example of lack of product information:
[image: ]
The perceived worth of items is further diminished by low-quality pictures [8]. In e-commerce settings, purchase decisions are heavily influenced by visual display. Customer trust and product appeal might be adversely affected by low-quality photos.
Example of poor image quality:
[image: ]
The checkout procedure is time-consuming and ineffective. Overly complicated checkout procedures lower completed transactions and raise shopping cart abandonment rates. Consumers often anticipate seamless and speedy transactions.
Additionally, there are no personalisation features. Based on customer preferences and browsing habits, modern e-commerce systems often offer customised product recommendations. Opportunities for cross-selling and client retention are lost in the absence of tailored experiences.
Another issue is accessibility. The website may be challenging for users with visual, cognitive, or movement disabilities to navigate [9]. User happiness may suffer and audience reach may be restricted if accessibility guidelines are not followed.
Lastly, there are no trust indications on the website, such customer ratings, reviews, and certificates. These components offer social proof and have a big impact on judgements made while making purchases online. Poor user experiences and higher bounce rates are further worsened by slow loading times brought on by large media assets.
Example of no customer review:
[image: ]
[bookmark: _Toc235718937]Proposed Design Solutions:
The rebuilt website will have an improved navigation structure centred around categories such as Organic Produce, Pantry Essentials, Prepared Meals, Subscription Boxes, and Sustainability in order to address the navigation difficulties. Breadcrumb navigation and a visible search feature will improve usability even further.
Next, A simple layout, a natural colour scheme, and a minimalist style will be used to update the visual appearance. Earthy, beige, and green hues will uphold HealthyHarvest's environmental principles while preserving a polished and reliable appearance. Additionally, a recognisable logo has been created to establish brand identity.
[image: ]Logo (Produced on Canva):





Next, optimal performance on desktop, tablet, and mobile devices may be guaranteed with a responsive design strategy. Mobile users' accessibility and usability will be enhanced via touch-friendly controls, correctly sized pictures, and flexible layouts. Following on, product descriptions, nutritional data, sourcing information, customer feedback, and frequently asked questions will all be included to product pages. Customers will be able to make better selections about what to buy due to this extra knowledge. Moreover, by highlighting supplier relationships, agricultural methods, and sustainability pledges, the transparency of ingredient sourcing will be improved. Also, customer confidence may be increased by interactive features like supplier profiles and farm stories. 
Next, expert, high-quality photos will be used all across the website. Authentic imagery and consistent visual branding can enhance product appeal and create closer emotional bonds with consumers. A streamlined multi-step procedure will expedite the checkout process. Conversion rates will increase and issues will be decreased with features like guest checkout, stored payment methods, and progress indications.
The website will provide personalised suggestions based on past browsing and buying activity. Subscription recommendations and commonly bought combos, and suggested goods can raise the average order value. Alongside that, appropriate colour contrast ratios, keyboard navigation assistance, alternate text for pictures, and adherence to Web Content Accessibility Guidelines (WCAG) are all examples of accessibility enhancements [9]. These enhancements will ensure of an inclusive user experience.
Importantly, customer reviews, sustainability certificates, secure payment badges, and testimonials will all be used as trust signals [10]. These components will boost consumer confidence of the e-commerce platform and brand, therefore encouraging purchases.

[bookmark: _Toc235718938]Responsive Design Implementation:
One of the most important requirements for modern e-commerce websites is responsive design. It describes a website's capacity to dynamically adjust to various screen sizes, devices, and orientations while preserving usability and visual coherence.
The growing usage of mobile commerce emphasises how crucial responsive design is. Smartphones are widely used by consumers to explore items, compare prices, and make purchases. Websites that don't offer mobile-friendly experiences run the risk of losing prospective clients to other businesses.
By guaranteeing that information is available and simple to use on all types of devices, responsive design greatly enhances user experience [11]. Users may engage with material pleasantly without unnecessary zooming or horizontal scrolling due to flexible grids, responsive graphics, and adaptive layouts.
Responsive design may boost conversion rates from a commercial standpoint. Customers may make purchases quickly and with less annoyance when they have a flawless mobile shopping experience. According to research sales success and mobile usability are positively correlated [12].
Search engine optimisation (SEO) benefits from responsive design. When ranking websites, search engines give preference to those that are mobile-friendly. As a result, responsive websites frequently see a boost in organic traffic and exposure [13].
Responsive implementation will let HealthyHarvest engage customers on many devices. Customers may use mobile devices to find items, tablets to continue browsing, and desktop PCs to finish transactions. Customer satisfaction and brand loyalty are increased when all platforms offer a uniform experience.
Additionally, by taking into account different user preferences and device capabilities, responsive design promotes accessibility. Usability for a variety of audiences is ensured by appropriately resizing text, buttons, and graphics [11].
As a result, responsive design ideas are incorporated at every level of development in the updated HealthyHarvest website. While maintaining functionality and usability, navigation menus, product listings, subscription interfaces, and checkout procedures will automatically adjust to various screen sizes.
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[bookmark: _Toc235718940]Mood Board:
[image: ]
[image: ]The mood board was created to establish a consistent visual identity for the redesigned HealthyHarvest website after developing the wireframes and interactive prototype. It defines the overall appearance, colour palette, typography, imagery, and user interface style that is applied consistently across all pages. This ensures that every section of the website reflects HealthyHarvest's commitment to sustainability, transparency and premium organic products while maintaining a cohesive user experience.
The homepage mood board focuses on creating a welcoming first impression through natural colours, high-quality imagery and clear action buttons. Shades of green and beige were selected to represent nature, freshness and environmental responsibility, while the layout emphasises featured products, customer reviews and subscription options to encourage user engagement and increase conversions.
[image: ]Home page mobile version:
[image: ]






[image: ]The Shop page mood board was designed to create a simple and organised shopping experience. Product cards, consistent spacing and a clear visual hierarchy help customers browse products efficiently. The use of clean layouts and high-quality product imagery improves product presentation and supports informed purchasing decisions. Therefore, increasing completed purchases.


[image: ]
The Subscription page emphasises HealthyHarvest's delivery service through clear pricing cards, benefit summaries and strong action buttons. The design encourages customers to compare subscription plans quickly and understand the value of each option, supporting the company's objective of increasing subscription sign-ups.







[image: ]
The Olive Oil Guide mood board introduces an educational section that reflects HealthyHarvest's commitment to transparency. Informative content, supporting imagery and easy-to-read sections help users learn about olive oil quality, health benefits and production methods, increasing customer confidence and trust in the products.







[image: ]
The About Us page focuses on strengthening credibility through company information, organisational values, certifications and team members. This reinforces HealthyHarvest's sustainable mission while helping customers build confidence in the brand through transparency and authenticity.








[bookmark: _Toc235718941]Wireframes:
[image: ]
The wireframes were developed to establish the structural layout and functionality of each webpage before applying visual design elements. Low-fidelity wireframes allowed the focus to remain on navigation, content placement and user interaction without the distraction of colours or imagery. This approach made it easier to evaluate the overall usability and information architecture of the redesigned website.
[image: ][image: ]The homepage wireframe prioritises key user actions by placing the hero section, featured products, customer reviews and subscription promotion prominently on the page. The mobile version follows the same structure using a vertically stacked layout, ensuring that the website remains responsive and accessible across different screen sizes.











[image: ]
The Shop page wireframe introduces a clear product grid supported by filtering and search functionality to improve product discovery. 







The Subscription page presents pricing options in a structured format, allowing users to compare plans easily before deciding.
[image: ]
[image: ]The Olive Oil Guide wireframe organises educational content into clearly defined sections, making complex information easier to understand while encouraging further exploration of related products. 










[image: ]Finally, the About Us wireframe highlights HealthyHarvest's story, values, certifications and team members, strengthening brand identity and building customer trust.

Together, the wireframes provided a strong structural foundation for the final high-fidelity prototype by ensuring consistency, usability and effective navigation across all pages.






[bookmark: _Toc235718942]Interactive Prototype:
[bookmark: _Toc235718943]Link to Prototype: 
Prototype Link
Whole Figma File
The prototype was developed by combining the structural layouts created during the wireframing stage with the visual design established in the mood board. The wireframes provided the base for the layout of each page, including the positioning of navigation menus, content sections, product displays and action buttons. This ensured that the website maintained a clear information hierarchy, consistent navigation and an intuitive user journey across all pages.
The mood board influenced the overall appearance of the prototype by defining the colour palette, typography, imagery and visual style. Natural shades of green, beige and white were selected to reflect HealthyHarvest's sustainable values and create a fresh, welcoming appearance. High-quality imagery and consistent branding were also incorporated to improve user engagement and strengthen customer trust.
The final prototype includes the Homepage, Shop, Subscription, Olive Oil Guide and About Us pages, together with a responsive mobile version of the homepage. The prototype was created in Figma and presented using Prototype mode, allowing users to navigate between pages and experience the proposed design. This provides a realistic representation of the redesigned website while demonstrating how the design improves usability, accessibility, visual consistency and the overall user experience.

[bookmark: _Toc235718944]Conclusion:
The significance of using organised UI/UX design approaches to meet user and business needs in an e-commerce setting was illustrated by this project. A number of usability, accessibility, and performance issues were found by analysing HealthyHarvest's current website. Simplified navigation, flexible layouts, improved product information, tailored suggestions, expedited checkout procedures, and more robust sustainability message are just a few of the enhancements included in the proposed makeover. These improvements are intended to boost conversion rates, boost customer happiness, and improve subscriber retention [14].
Altogether, the mood board, wireframes, and interactive prototype produced a user-centred design solution that complemented HealthyHarvest's brand identity and business goals. All things considered, the project demonstrates how successful UI/UX design can promote both company expansion and satisfying consumer experiences in cutthroat online retail markets.
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