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Introduction
Healthy Harvest is an established online organic grocery retailer that specialises in supplying fresh fruit and vegetables, pantry essentials, prepared meals, and subscription-based grocery boxes. The company has successfully built an online presence by providing customers with convenient access to high-quality organic products that promote healthy and sustainable living. However, as customer expectations and web technologies continue to evolve, the current website no longer provides the level of usability, accessibility, and user experience expected from a modern e-commerce platform.
A website is often the first point of interaction between a business and its customers. Therefore, an effective website should enable users to quickly locate products, access detailed information, complete purchases with minimal effort, and feel confident about the security and quality of the service. The current Healthy Harvest website contains several design and usability issues that create barriers during the shopping journey. These include confusing navigation, an outdated visual design, limited product information, poor mobile responsiveness, accessibility issues, and a checkout process that requires unnecessary steps. Collectively, these problems reduce customer satisfaction, increase the likelihood of users abandoning their shopping carts, and may negatively impact sales and customer retention.
The purpose of this redesign project is to analyse the existing website, identify areas for improvement, and develop a modern user-centred solution that addresses these weaknesses. The redesign focuses on improving usability, accessibility, responsiveness, visual consistency, and customer engagement while maintaining Healthy Harvest's identity as an environmentally friendly and organic grocery retailer.
The proposed design follows recognised user experience (UX) and user interface (UI) design principles, ensuring that users can easily navigate the website, find products, make informed purchasing decisions, and complete transactions efficiently across desktop, tablet, and mobile devices. The redesigned interface also aims to strengthen customer trust by providing clearer product information, visible reviews and certifications, and personalised recommendations based on customer interests.
This report documents each stage of the redesign process, including an evaluation of the current website, identification of usability problems, proposed design improvements, responsive design considerations, accessibility enhancements, and supporting design documentation. The report also includes the development of a mood board, low- and high-fidelity wireframes, and an interactive prototype that demonstrates how the redesigned website improves the overall customer experience.
Existing Website Problems
1. Navigation Issues
The website's navigation structure makes it difficult for customers to quickly locate products or browse different categories. The main menu contains several options that are not organised in a logical hierarchy, requiring users to click through multiple pages before finding the products they need. There is also limited visual guidance to help users understand where they are within the website. Poor navigation increases the time required to complete tasks, creates frustration, and may cause customers to leave the website before making a purchase.
  Screenshot: Homepage with the navigation menu expanded.
[image: ]
Evidence: Demonstrate how users must browse through several menu levels before locating common product categories.

2. Outdated Visual Design
The visual appearance of the current website does not effectively represent Healthy Harvest's focus on organic food, sustainability, and healthy living. The homepage uses a traditional layout with limited use of whitespace, inconsistent typography, and a weak visual hierarchy. Important content such as promotions and featured products does not immediately attract user attention. A modern design with high-quality imagery, consistent colours, and clear typography would better communicate the brand values and improve first impressions.
Screenshot: Homepage hero banner.

Evidence: Highlight the limited visual hierarchy, dated appearance, and lack of strong branding.

3. Poor Mobile Experience
An increasing number of customers shop using smartphones and tablets. However, the current website does not provide an optimal mobile experience. Some page elements become compressed on smaller screens, navigation menus are more difficult to use, and product information may require excessive scrolling. Small buttons and touch targets also reduce usability for mobile users. These issues create frustration and may discourage customers from completing purchases while using mobile devices.
 Screenshot: Mobile version of the homepage or product page using Chrome Developer Tools.
Evidence: Show compressed layouts, navigation difficulties, or content that is difficult to read on smaller screens.

4. Limited Product Information
Customers purchasing organic food often require detailed information before making buying decisions. The current product pages generally provide only basic descriptions and pricing. Information such as nutritional values, ingredient lists, allergen details, country of origin, sustainability certifications, and product comparisons is either limited or not clearly presented. The absence of detailed product information reduces customer confidence and may prevent informed purchasing decisions.
Screenshot: Product page (e.g., Greek Extra Virgin Olive Oil).
[image: ]
Evidence: Show that nutritional information, sourcing details, ingredient tables, and comparison features are missing or limited.

5. Complex Checkout Process
The checkout process contains several separate stages that require customers to repeatedly enter information before completing a purchase. Long checkout forms and multiple pages increase the amount of time required to finish an order and create unnecessary friction. Research consistently shows that complicated checkout processes contribute to higher shopping cart abandonment rates. Simplifying the checkout into fewer steps with progress indicators and guest checkout options would improve the purchasing experience.
Screenshot: Shopping cart followed by checkout pages.
[image: ]
Evidence: Demonstrate the number of screens or forms users must complete before payment.

6. Lack of Personalisation
Modern e-commerce websites use customer behaviour and purchase history to provide personalised recommendations that improve the shopping experience and encourage additional purchases. The current Healthy Harvest website offers little or no personalisation. Customers are not presented with recently viewed products, recommended items, frequently purchased combinations, or personalised offers. This represents a missed opportunity to increase customer engagement and sales.
 Screenshot: Homepage after browsing several products.
[image: ]
Evidence: Show the absence of recommendation sections such as "Recommended for You", "Recently Viewed", or "Customers Also Bought".

7. Accessibility Problems
The website does not fully support users with different accessibility needs. Certain text may have insufficient colour contrast, making it difficult to read for users with visual impairments. Some interactive elements have limited keyboard support, reducing accessibility for users who cannot use a mouse. In addition, inconsistent heading structures and unclear focus indicators may affect users who rely on screen readers or keyboard navigation. Improving accessibility ensures compliance with recognised accessibility standards and creates a more inclusive experience for all users.
 Screenshot: Homepage or navigation highlighting contrast and focus issues.
Evidence: Identify examples of low colour contrast, small text, or poor keyboard focus discovered during accessibility testing.

8. Lack of Trust Signals
Customers are more likely to purchase products when they feel confident that the website is reliable and secure. The current website provides limited customer reviews, ratings, sustainability certifications, security badges, and guarantees. Without these trust signals, first-time visitors may hesitate before completing purchases. Displaying verified reviews, recognised organic certifications, secure payment icons, and clear return policies would strengthen customer confidence and improve conversion rates.
 Screenshot: Product page.
[image: ]

Evidence: Highlight limited reviews, certifications, customer ratings, or trust badges that could improve credibility.

· Figure 4.1: Confusing navigation menu. 
[image: ]
RECOMMENDATION :
	

	Product categories are not immediately obvious and users must browse through several menu options to find items. 



· Figure 4.2: Homepage with outdated visual design. 
 








· Figure 4.3: Product page showing limited product information. 
SS [image: ]
RECOMMENDATION :
	

	While products include basic descriptions, detailed nutritional values, ingredient tables, sourcing summaries, and comparison information are limited. 



· Figure 4.4: Checkout requiring multiple steps. 
Ss [image: ]
Show the multiple checkout stages that can contribute to cart abandonment (after adding an item).
· Figure 4.5: Lack of personalised product recommendations. 
Show the absence of "Recommended for You", recently viewed products, or personalised suggestions.
· Figure 4.6: Accessibility issues (colour contrast/keyboard navigation). 
	Highlight small text, colour contrast, or keyboard focus issues if observed during accessibility testing.



· Figure 4.7: Limited customer reviews and trust badges. 
ss[image: ]
This format clearly links each identified problem to visual evidence from the existing website.












Pages shown below for the new redesign website 
· Healthy Harvest Homepage 
[image: ]
· Products Page 
[image: ]
· Our Story Page 
[image: ]
 
 
Explaining How the Mood Board and Wireframes Influenced the Design
Mood Board
The mood board was created during the early stages of the design process to establish the overall visual direction and ensure consistency throughout the website redesign. It served as a source of inspiration by combining colours, typography, imagery, icons, textures, and layout examples that reflected Healthy Harvest's brand identity as an organic and sustainable grocery retailer.
The mood board influenced several key design decisions:
· Colour Palette: Natural shades of green, white, beige, and earthy brown were selected to represent freshness, health, sustainability, and environmentally friendly practices. These colours reinforce the company's organic values while creating a clean and calming user experience.
· Typography: Modern, easy-to-read sans-serif fonts were chosen to improve readability across desktop and mobile devices. Clear typography enhances accessibility and ensures that important information, such as product names and prices, can be quickly identified.
· Imagery: The mood board included high-quality photographs of fresh fruit, vegetables, organic products, and sustainable farming. These images communicate quality, freshness, and trust while creating an emotional connection with customers.
· Icons and Graphics: Simple line icons and minimal graphic elements were selected to maintain a clean interface and help users quickly recognise important functions such as search, shopping cart, favourites, and product categories.
· Overall Style: The mood board established a modern, minimalist design style with generous white space, rounded buttons, soft shadows, and consistent spacing. This approach improves visual hierarchy and reduces cognitive overload, allowing users to focus on products and key website features.
Overall, the mood board acted as a visual guide throughout the project, ensuring that every design decision aligned with Healthy Harvest's brand values and created a consistent user experience across all pages.

Wireframes
Wireframes were developed after the mood board to define the structure, layout, and functionality of each page before visual styling was applied. They allowed the design to focus on usability, navigation, and user interaction without being influenced by colours or graphics.
The wireframes influenced the final design in several ways:
· Improved Navigation: Product categories were reorganised into a clearer navigation menu with logical groupings, reducing the number of clicks required to find products.
· Better Information Hierarchy: Important content such as promotional banners, featured products, search functionality, and category shortcuts was positioned at the top of each page to improve visibility and user engagement.
· Enhanced Product Pages: Product information was reorganised into clearly labelled sections, including product descriptions, nutritional information, ingredients, customer reviews, certifications, delivery information, and related products. This helps customers make informed purchasing decisions.
· Simplified Checkout: The checkout process was redesigned into fewer, clearly defined steps with a progress indicator, reducing user effort and helping to decrease shopping cart abandonment.
· Responsive Layout: Wireframes were produced for desktop, tablet, and mobile screen sizes to ensure the interface adapts effectively to different devices. Navigation menus, images, buttons, and product cards were repositioned appropriately for smaller screens.
· Accessibility Improvements: Larger buttons, improved spacing, consistent heading structures, and clear keyboard navigation were incorporated into the wireframes to support users with different accessibility needs and improve compliance with WCAG accessibility guidelines.
· Personalisation Features: The wireframes introduced sections such as "Recommended for You," "Recently Viewed Products," and "Customers Also Bought" to create a more personalised shopping experience and encourage additional purchases.

Influence on the Final Design
The mood board and wireframes worked together throughout the redesign process. The mood board established the visual identity by defining colours, typography, imagery, and branding, while the wireframes focused on organising content and improving the overall user journey.
Together, these design tools ensured that the final prototype achieved the project's objectives by:
· creating a modern and visually appealing interface that reflects Healthy Harvest's organic and sustainable brand;
· improving usability through clearer navigation and intuitive page layouts;
· enhancing accessibility by using readable typography, sufficient colour contrast, and responsive design principles;
· increasing customer confidence through improved product information, reviews, and trust signals; and
· supporting business goals by simplifying the checkout process and introducing personalised recommendations that encourage customer engagement and repeat purchases.
The use of both a mood board and wireframes enabled design problems to be identified and resolved early in the project, reducing unnecessary revisions during prototyping and resulting in a user-centred website that offers a more efficient, engaging, and trustworthy online shopping experience.








Implementation Section
 • Attaching  the Screenshot or the exported PNG images of the output of Task 1. 

MOODBOARD
[image: ]
All sections are grouped to each other 
[image: ]


WIREFRAM 
[image: ]
Prototype
All functions are working when I click prototype 
[image: ]
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· Healthy Harvest (2026) Frequently Asked Questions. Available at: https://www.healthyharvests.com/pages/faqs (Accessed: 16 July 2026). 
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