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[bookmark: _Toc235176645]Introduction

An effective e-commerce website should provide a user-friendly experience that enables customers to browse products, access information and complete purchases efficiently. As online shopping continues to grow, businesses must ensure their websites are visually appealing, responsive and easy to use across different devices. Research shows that good User Interface (UI) and User Experience (UX) design improve customer satisfaction, increase conversion rates and encourage repeat purchases [1], [6].
This report presents a proposed redesign of the HealthyHarvest website based on an evaluation of its current design and user experience. Although the existing website successfully reflects the company's sustainable values through quality imagery and branding, several areas can be improved, including navigation, product presentation, mobile usability and the checkout process.
The report analyses these issues and proposes practical design solutions supported by current UI/UX research. It also discusses the importance of responsive web design in modern e-commerce before explaining how the mood board, wireframes and high-fidelity prototype were used to develop a more accessible, engaging and user-centred website that supports HealthyHarvest's business objectives.


[bookmark: _Toc235176646]HealthyHarvest Website Redesign

Following an evaluation of the current HealthyHarvest website, it is evident that the business has established a professional online presence that reflects its commitment to quality, sustainability and healthy living. The website uses high-quality product photography and consistent branding, creating a positive first impression while reinforcing the company's values. However, several aspects of the user experience could be improved to better meet modern e-commerce standards and customer expectations.
One of the main areas requiring improvement is the website's navigation and information architecture. Although the navigation menu is clean, product categories are not immediately visible, requiring users to spend extra time locating products. Research suggests that intuitive navigation reduces cognitive effort and improves usability [3], [10]. To improve the browsing experience, the redesigned website introduces clearer product categories, breadcrumb navigation and predictive search to help users locate products more efficiently.
The homepage also presents an opportunity to improve customer engagement. While the current design includes attractive imagery, the main value proposition is not communicated immediately. The proposed redesign introduces a full-width hero section highlighting HealthyHarvest's commitment to fresh, sustainable food, supported by clear "Shop Now" and "Subscribe & Save" buttons. This stronger visual hierarchy guides users naturally through the page and encourages interaction with important content [2], [4].
Product pages would provide more detailed information, including nutritional values, ingredient sourcing, allergen advice, organic certifications and recipe suggestions. Additional features such as customer reviews, product ratings and "Frequently Bought Together" recommendations would improve transparency, increase customer confidence and encourage higher average order values [5], [7].
The checkout process would also be simplified by reducing unnecessary steps, supporting guest checkout, automatic address validation and multiple payment options. Security badges and delivery information would remain visible throughout the process to reassure customers and reduce shopping cart abandonment [6], [8].
The redesign also adopts a mobile-first approach with larger touch targets, simplified navigation and responsive layouts to improve usability across different devices [1], [8]. Accessibility would be enhanced by improving colour contrast, providing alternative text for images, supporting keyboard navigation and using clear form labels, helping create a more inclusive shopping experience while following recognised accessibility standards [9], [10], [11].
Finally, customer trust would be strengthened through more visible trust signals, including verified customer reviews, secure payment icons, sustainability certifications and clear delivery policies [5], [8].
Overall, the proposed redesign builds on the strengths of the existing website while improving navigation, product presentation, accessibility and the checkout process. These improvements aim to deliver a more intuitive shopping experience that supports customer satisfaction and HealthyHarvest's long-term business objectives.
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Responsive web design has become essential for modern e-commerce as more consumers browse and purchase products using smartphones and tablets. Rather than maintaining separate desktop and mobile websites, responsive design enables a single interface to adapt automatically to different screen sizes, providing a consistent user experience across devices. Research shows that responsive websites improve usability, customer satisfaction and purchasing behaviour [10].
For HealthyHarvest, responsive design is particularly important because many customers browse grocery products using mobile devices. Although the current website adapts to smaller screens, navigation, product discovery and checkout can be further improved. The proposed redesign adopts a mobile-first approach, ensuring that essential content is prioritised while navigation remains simple and intuitive. This approach improves usability and supports faster, more efficient interactions [11].
The redesign incorporates flexible grid layouts, responsive images and touch-friendly interface elements. Larger buttons, improved spacing and scalable typography increase readability while reducing interaction errors on smaller screens. These improvements also support accessibility by creating a more comfortable browsing experience for all users.
From a business perspective, responsive websites contribute to lower bounce rates, higher customer engagement and improved conversion rates. Mobile-friendly websites are also prioritised by search engines, increasing visibility and attracting more potential customers [12].
Overall, responsive design is a key element of the HealthyHarvest redesign. By applying mobile-first and responsive design principles, the proposed website provides a consistent, accessible and user-friendly shopping experience across desktop, tablet and mobile devices while supporting customer satisfaction and long-term business growth.
[bookmark: _Toc235176648]
Implementation

This section presents the practical implementation of the proposed HealthyHarvest website redesign. The design process was completed in Figma and followed a structured UI/UX approach, beginning with the creation of a mood board, followed by low-fidelity wireframes and a high-fidelity interactive prototype. Each stage contributed to the development of a consistent and user-centred design that reflects HealthyHarvest's sustainable brand identity. The following figures illustrate the evolution of the website from the initial wireframes to the final prototype, demonstrating how the proposed design improves usability, visual consistency and the overall shopping experience across desktop and mobile devices.
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The mood board played an important role in defining the visual direction of the website. It established the colour palette, typography, imagery and overall style, ensuring that the final design reflected HealthyHarvest's sustainable and organic brand identity. Using the mood board before creating the prototype helped maintain visual consistency across all pages.
The wireframes influenced the overall structure and functionality of the website by defining the layout, navigation and user journey before any visual elements were added. Creating both desktop and mobile wireframes made it easier to organise content, improve usability and ensure that the final prototype provided a responsive and user-friendly experience. Together, the mood board and wireframes formed the foundation of the final high-fidelity prototype, resulting in a consistent, accessible and visually appealing website.


[bookmark: _Toc235176650]Mood board:
[image: ]The mood board was created to establish the overall visual identity of the HealthyHarvest website before designing the interface. It combines colours, typography, product imagery and UI inspiration that reflect the brand's focus on organic food, sustainability and simplicity. This provided a clear design direction and ensured consistency throughout the wireframes and the final high-fidelity prototype.
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The homepage was designed to create a strong first impression while guiding users towards the shopping journey. It includes a promotional banner, simple navigation, a hero section with clear call-to-action buttons, trust indicators and featured product categories. The mobile version reorganises the same content into a vertical layout, ensuring easy navigation and accessibility on smaller screens.
[image: ][image: ]
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The homepage prototype was created from the approved wireframe using the visual style defined in the mood board. Natural green colours, simple typography and product images were added to reflect HealthyHarvest's sustainable brand. The page includes clear navigation, featured categories, best-selling products and call-to-action buttons to provide an easy and engaging shopping experience.
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The Shop page was first designed as a wireframe to define the layout, navigation and product organisation. It includes a search bar, category filters and product cards to help users browse products easily. The high-fidelity prototype then applied the colours, typography, icons and product images from the mood board, creating a clean and modern shopping page that reflects HealthyHarvest's sustainable brand while providing a simple and user-friendly shopping experience.
[image: ][image: ]
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The Grocery Boxes page was first designed as a wireframe to organise the product information and purchasing options in a clear layout. The high-fidelity prototype then added colours, product images and branding from the mood board, creating a clean and informative page that helps users view product details and complete their purchase with confidence.
[image: ][image: ]
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[image: ][image: ]The Shopping Cart page was first designed as a wireframe to organise the selected products, order summary and checkout process in a simple layout. The high-fidelity prototype then applied the visual style from the mood board by adding colours, product images and icons, creating a clear and user-friendly page that allows customers to review their order before proceeding to checkout.

[bookmark: _Toc235176656]Checkout (Wireframe and Prototype)

[image: ][image: ]The Checkout page was first designed as a wireframe to organise the payment process and shipping information in a simple and structured layout. The high-fidelity prototype then applied the final colours, typography and interface elements from the mood board, creating a clean and secure checkout experience that helps users complete their purchase quickly and confidently.
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The redesign of the HealthyHarvest website demonstrates how a structured UI/UX design process can improve both user experience and business performance. By evaluating the existing website, several opportunities for improvement were identified, including navigation, product presentation, mobile usability, accessibility and the checkout process. Addressing these issues through user-centred design principles resulted in a more intuitive and engaging shopping experience.
The project followed a logical design methodology, beginning with a mood board to establish the visual identity, followed by desktop and mobile wireframes to define the website structure and user journey, before producing a high-fidelity interactive prototype. This approach ensured consistency throughout the design process while supporting responsive and accessible design principles.
Overall, the proposed redesign provides a modern e-commerce solution that reflects HealthyHarvest's sustainable brand while improving usability, customer satisfaction and conversion opportunities. Applying recognised UI/UX principles throughout the project demonstrates how thoughtful design decisions can support both user needs and business objectives, creating a website that is better suited to today's digital shopping environment.
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