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Healthy Harvest: UI/UX Redesign and Technical Specification Report
[bookmark: _Toc235729727]1.Introduction
This report presents a comprehensive strategic redesign for Healthy Harvest, a successful online organic grocery business that has built a loyal customer base over several years. Despite its market presence, the current Healthy Harvest platform suffers from systemic User Experience (UX) and User Interface (UI) failures that directly hinder conversion rates, average order value, and subscription retention. The primary objective of this project is to apply a rigorous, research-driven UI/UX design methodology to transform the brand's digital presence into a modern, accessible, and conversion-optimised ecosystem.
The report is structured into four core sections. First, a detailed heuristic audit examines the current website's failures in information architecture, visual consistency, accessibility, and content hierarchy, with proposed solutions grounded in academic theory. Second, the implications of Responsive Web Design (RWD) are analysed within the context of e-commerce, justifying a Mobile-First approach for Healthy Harvest. Third, the implementation section documents the three phases of Task 1 — Mood Board, Wireframes, and Interactive Prototype — explaining how each phase informed the final design direction. Finally, the conclusion reflects on the significance of the structured design process in aligning business strategy with user needs.
[bookmark: _Toc235729728]2. Healthy Harvest Website Redesign
[bookmark: _Toc235729729]2.1 Critical Examination of Current Issues and Visual Fragmentation
A comprehensive heuristic evaluation of the Healthy Harvest platform reveals systemic failures across both its transactional and informational layers. The primary friction point is the Information Architecture (IA). The current navigation is non-intuitive, merging administrative links — such as "Press" and "Our Story" — with core product categories like olive oils and pantry staples. This lack of clear hierarchy significantly increases the user's cognitive load, as visitors must scan and process irrelevant information before locating their desired content [1]. In e-commerce, every additional second of cognitive friction reduces the likelihood of conversion.
Image 1 - Low contrast in the menu[image: ]
Beyond the navigation, an in-depth examination of informational subpages, such as the "Olive Oil Guide" blog, reveals severe Visual Fragmentation. Blog sections utilise banners with inconsistent aspect ratios and varying heights. This lack of standardisation disrupts the visual rhythm of the site, making transitions between "Shop" and "Learn" feel disjointed and unprofessional [1]. The typography system is equally erratic: heading sizes (H1, H2, H3) shift unpredictably across pages, and vertical spacing lacks a consistent grid, forcing users to re-adapt their reading pattern on every new page.
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The Visual Design is outdated and fails to communicate the brand's sustainable, artisanal values. Product imagery is inconsistent: some cards feature high-resolution lifestyle photography, while others use background-less stock images with no visual logic tying them together. The checkout process is lengthy and lacks a progress indicator, increasing abandonment risk. Calls-to-action (CTAs) are visually weak, blending into background elements rather than guiding the user toward subscription sign-ups or purchases. Additionally, large, unoptimised image files contribute to slow loading times, directly impacting both user satisfaction and SEO rankings. From an accessibility standpoint, the site fails to meet WCAG 2.1 AA standards, particularly in navigation colour contrast and interactive element sizing [5].
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[bookmark: _Toc235729730]2.2 Proposed Redesign Solutions
To address these systemic failures and support Healthy Harvest's strategic growth objectives, the redesign implements a robust Design System founded on the principles of clarity, trust, and component standardisation.
Navigational Overhaul and Content Hierarchy: A "Mega Menu" structure separates grocery categories, subscription plans, and institutional content into clearly distinct paths. For long-form editorial content, a structured sidebar with a dynamic "Table of Contents" was introduced to eliminate "Infinite Scroll Fatigue" on mobile devices, allowing users to navigate articles efficiently.
Standardised Component Library: The new design introduces a strict 8px baseline spacing grid, ensuring consistent vertical rhythm across all pages. Banners and product cards are constrained to fixed aspect ratios (16:9 for hero sections, 4:3 for cards), guaranteeing visual cohesion regardless of content type. This component-based approach ensures that future pages — whether blog posts or product launches — automatically adhere to the established visual standards.
Trust Signals and Conversion Optimisation: Organic certifications, lab-test transparency reports, and verified customer testimonials are placed above the fold to reduce purchase anxiety and enhance brand credibility [2]. "Shop the Story" widgets are integrated into blog posts, enabling a seamless transition from editorial content to the checkout process without disrupting the user's reading flow.
Accessibility and Performance: Unified typography scales and high-contrast colour palettes — evaluated against WCAG 2.1 AA standards — ensure an inclusive experience [5]. Images are optimised for web delivery through next-generation formats, addressing the slow loading times identified in the audit and improving both user experience and search engine positioning.
[bookmark: _Toc235729731]3. Responsive Design Implementation in E-commerce
[bookmark: _Toc235729732]3.1 Theoretical Implications for User Experience
Responsive Web Design (RWD) has evolved from a technical enhancement into a fundamental pillar of e-commerce strategy. RWD is defined as an approach whereby the interface adapts fluidly to the user's screen size, platform, and orientation, ensuring a consistent experience across devices. In a retail landscape where mobile traffic consistently exceeds desktop, a non-responsive platform directly correlates with revenue loss. Research demonstrates that usability and mobile optimisation significantly impact customer satisfaction and sales conversion rates, as mobile users exhibit higher purchase intent but lower tolerance for friction [3].
The implications extend beyond mere layout adaptation. RWD influences SEO performance — search engines prioritise mobile-friendly sites in ranking algorithms. It also impacts brand perception; a disjointed mobile experience signals a lack of professionalism and undermines consumer trust. For a brand like Healthy Harvest, whose value proposition centres on quality and transparency, a seamless cross-device experience is not optional — it is a strategic necessity.
[bookmark: _Toc235729733]3.2 Mobile-First Strategy and Impact on Conversion
For Healthy Harvest, the redesign adopts a Mobile-First paradigm. This methodology prioritises the design of the smallest screen first, then progressively enhances the experience for larger viewports. This approach forces critical decisions about content hierarchy: only the most essential elements — product images, add-to-cart buttons, and subscription CTAs — are prioritised on mobile, while secondary content is progressively disclosed.
Mobile optimisation goes beyond scaling elements. It requires "thumb-friendly" interaction zones (minimum 44x44px touch targets), accelerated loading times through image compression and lazy loading, and simplified form inputs for checkout. Studies indicate that accessible, well-optimised e-commerce sites can improve conversion rates by 15–30%, as reduced friction directly correlates with higher checkout completion [4]. For subscription-based models, a smooth mobile experience is particularly critical, as users frequently manage recurring deliveries and preferences on their phones.
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The implementation of fluid grids, flexible images, and CSS media queries ensures that Healthy Harvest delivers a premium experience whether accessed via a 27-inch monitor or a 6-inch smartphone. This consistency is vital for fostering long-term customer loyalty and recurring revenue growth.

[bookmark: _Toc235729734]4. Implementation Section (Task 1 Documentation)

[bookmark: _Toc235729735]4.1 Mood Board Creation: Defining the Brand Direction
The Mood Board served as the foundational phase of the design process, establishing the visual and emotional language for the entire project. 
· The selection of a natural colour palette — Forest Green (#2D5A27) to evoke growth and sustainability, Oat Beige (#F5F5DC) for warmth and organic authenticity, and Carrot Orange (#ED9121) as an accent for CTAs — was intentional. Each colour was chosen to reinforce Healthy Harvest’s brand identity as a trustworthy, artisanal, and health-conscious provider. The typography pairs Playfair Display (serif) for headings, conveying tradition and quality, with Inter (sans-serif) for body text, ensuring readability across devices. The inclusion of high-resolution imagery featuring fresh produce, natural textures, and family farming scenes established the photographic direction for the entire ecosystem. This phase directly influenced every subsequent design decision by providing a consistent visual reference point [1].
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[bookmark: _Toc235729736]4.2 Wireframe Design: Layout and Functionality
Wireframes were developed to define the structural hierarchy of the key pages without the distraction of visual styling.

· The wireframing phase focused on three critical user journeys: (1) browsing and filtering products by category, (2) selecting and customising a subscription plan, and (3) completing a streamlined checkout. Each wireframe was designed with a clear visual hierarchy, placing the primary CTA — whether "Subscribe Now" or "Add to Cart" — in a prominent, predictable position. This phase allowed for rapid iteration on the checkout flow, reducing it from a multi-step process to a single-page layout with a visible progress indicator. By validating functionality before applying visual design, the wireframes ensured that the final prototype would support a frictionless path to conversion.
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4.3 High-Fidelity Interactive Prototype
The final prototype, developed in Figma as the culmination of Task 1, consists of five key interactive pages that demonstrate both functionality and user interaction:
1. Homepage: Features a clear value proposition in the hero section, above-the-fold trust signals (organic certifications and customer reviews), and quick-access links to best-selling products and subscription plans. The navigation utilises the Mega Menu structure defined in the wireframes.
[image: ]
2. Product Listing Page (PLP): Displays products in a standardised grid with consistent card dimensions and high-resolution imagery. Advanced filtering options allow users to sort by dietary preference, seasonality, and price range.
[image: ]
3. Product Detail Page (PDP): Prioritises ingredient transparency and sourcing information. A dedicated "Origin Story" section provides details about the farm and production process, directly addressing the lack of transparency identified in the audit.
[image: ]
4. Subscription Selection Page: Presents a clear comparison of available plans (weekly vs. monthly) with pricing, flexibility options, and cancellation terms displayed side by side to reduce decision anxiety.
[image: ]
5. Checkout Page: A single-page checkout with a visible progress bar, simplified form fields, and multiple payment options. Trust badges and a satisfaction guarantee are displayed near the payment button to reduce abandonment.
[image: ]

[bookmark: _Toc235729737]5. Conclusion
The redesign of Healthy Harvest demonstrates the vital importance of a structured, research-driven UI/UX process in achieving business growth. By progressing through distinct design phases — from mood boarding to wireframing to interactive prototyping — each decision was grounded in both academic theory and empirical observation of the current platform's failures.
The project highlights several key lessons. First, Information Architecture is the foundation of usability; a clear navigational hierarchy reduces cognitive load and accelerates the path to purchase. Second, Visual Consistency builds brand trust; a standardised Design System ensures that every page, regardless of content type, reinforces the brand's identity. Third, Responsive Web Design is a business imperative; a Mobile-First approach directly impacts conversion rates and customer retention in an increasingly mobile-driven market.
Ultimately, this project illustrates that a high-quality website is not merely an aesthetic exercise but a strategic business tool. By resolving legacy issues of fragmentation, inaccessibility, and poor mobile performance, the proposed design positions Healthy Harvest to increase its average order value, improve subscription retention, and strengthen its competitive position in the organic grocery market.
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