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UX/Ul APP DESIGN

The Opa Bakery App was designed for The Opa Bakery, providing
customers with a faster and more convenient method of ordering
with Opa Online for both delivery & collection.

PROJECT

OVERVIEW

DURATION
FEB 2022 - APRIL 2022

The problem

No online presence - losing time-restricted customers who prefer

online delivery.

The goal

To create an easy-to-use, accessible app which moves the Opa Bakery
online, displaying their menu and allowing customers to place orders
quickly from the comfort of their homes.

My role

Research, Wireframing, Prototyping, UX/UI Design.
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THE DESIGN PROCESS

EMPHASISE

EMP

Competitive Analysis

As a part of my research, to find
out how users of existing similar
apps feel, | conducted a SWOT
analysis on two major competors.
My findings showed that both
competitors had their speciality
in cafe pasties and drinks but
neither offered both accessible
visual features and quick
checkout options.

Target Users

*People between the ages
of 25-80

*Busy individuals who want
a fast, smooth transaction
*Users inexperienced with
technology who are just
getting into online ordering
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Explore current users of bakery
food ordering apps

User Research

| conducted interviews and created empathy =

maps to understand the individual users
and their needs. A primary user group
identified through research was working

adults who were constantly on the go and
did not have time to visit the bakery or wait

in queues.

DEFINE

IDEATE

HASISE

*Very strong brand presence
*Rewards system is encouraging

«Meore visual menu
«Easier click through to purchase
=Scheduled or repeat ordering

OPPORTUNITIES

PROTOTYPE

TEST

WEAKNESSES

«Low star rating of 2.6

*No apple wallet support

*Minimal exclusive features

*No cancellation/alteration on orders
*Works on credit balance only

«Does not offer different payment
options like competitors

*More diverse range of service offered
elsewhere

«Many bugs/errors

WEAKNESSES

+Strong brand presence |
+High 4.6 star rating
+Easy to navigate
«Do not have to login to use
«Personal & authentic language

sIngredients/allergies not specified
*No special requirements allowed
+Discount code not working

+Linked to store so order does not go
through until activated

«Could reflect more closely to their
website

*More informative menu
*Engaging offers on landing page

OPPORTUNITIES

*Cheaper competitors exist

+More diverse range of service offered
elsewhere

+False advertised coupon code can cause
loss of customers & frustration

SWOT Analysis of existing market competitors

Research Goals
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Learn more about users
current experiences with bakery
food ordering apps

TASK: BROWSE MENU & CREATE AN ACCOUNT

This user group confirmed initial assumptions
about Opa Bakery, but research also revealed

that time was not the only factor limiting
customers from making orders. Other

problems included a lack in recognition of the
bakery and what its menu offers and difficulty in

using technology to place orders.
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Discover what would enhance
the food ordering experience
for users
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TASK: BROWSE MENU & PLACE AN ORDER

Empathy Maps

“I am more likely to order something if | can actually

1

TIME
Working adults are too
busy to spend time visiting the
bakery to place an order

see what | am ordering.”

Quote from user during interview

Key Pain Points
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ACCESSIBILITY
Existing platforms for placing
food orders are not equipped with
assistive technologies
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LITERACY
The existing website & apps were
text heavy, making information
difficult to locate



DEFINE

User Personas

Using the data gathered from the

user interviews, | defined two user
personas: Melanie & Parker. Both

of these users formed the centre

of the app development process,
helping me to shape and to define the
main features of The Opa Bakery app.

Persona Summaries

Melanie

to work or home

*Young tech analyst
*Busy work schedule
*Wants to order food quickle

MELANIE

orking adult who needs a faster

ood as she has no time to wait
“I live an active lifestyle & need my daily coffee & pastries but
have no time to eat in or wait in long queues.”

Age 26

Education BSC Technalogy
Family Single, lves alone
Decupation Tech Anabyst
Lecation ~ Lamy don

=Difficult to find fast pick up or delivery options

sOnline menue usually too text heavy, making
online ordering time consuming

User Personas

Parker

-Lives with wife

*Visual impairment
*Wants accessible, easy
way to order food

“Everything is moving online, it would be nice if it was easier
to use these new apps.”

Quote from user during interview

User Journey

After identifying and creating user personas, |
created user flows and journey maps for some

primary tasks on my app. This helped me to
further emphasise with each persona at
different stages of a task journey.
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User Stories & Flows

The user stories helped me to understand
how my user flows should be crafted. These
scenarios allowed me to predict what kind
of actions my personas would take or

what tasks they would potentially struggle
with, helping me to keep my design focused
on the user.

MELANIE'S GOAL: To place an order & track it.

Track order

2 Place an order ctatus

«Use alter function in basket
*Choose payment method
«Place order

*Open live map
«Contact driver

PARKERS'S GOAL: Explore menu & basket.. ‘: ;I

2 Browse menu 3 View basket

*Open basket
«Remove item from basket

*Explore menu options
«Add items to basket

Confused at first then
relieved to see the big call
to action button.

Parker is excited, menu is
grouped & he feels
comfortable.

TASK ANALYSIS
él' 1. Opens app

-y 2. Arrives at homepage
‘ . 3. Selects profile icon
4. Clicks on sign up

5. Fills sign up form
6. Confirms create account
7. Lands on profile page

TASK ANALYSIS
v 1. Opens app
2. Arrives at homepage
. 3. Scrolls through menu
4 4. Adds to basket

5. Views basket

User flows for my personas



IDEATE

Brainstorming

After defining my users their journeys
through the app, | sketched some
wireframes of key screens in my app by
focusing on my user needs.

By using this as my template, | was able

to brainstorm and organise some potential

features that could be incorporated into my

design on some of these screens.

payment
detally

Brainstorm on Miro: Low Fi Wireframes of main pages

r ' Sitemapping

| then further refined the information from my

user research and brainstorm to formulate

. a brief site map. This helped me to organise
the pages of my app into an easy-to-use

navigation.

PROTOTYPE
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TEST

Testing Goals

1 2 3

Observe & note how users Analyse if users come Find out how users
navigate around the menu across any issues while feel about the app and
placing an order ordering process

Test Results & Learnings

The results of the testing presented these
main issues:

Insight Identification

1. Based an the thel
insight is: A mar

*Users wanted to browse without signing in
«Users wanted to customise orders
«Users wanted to see reviews for menu items

Pattern Identification

1. Itwas obse

After learning of these issues, | realised that

| was spending too long on visual aspects of
the menu rather than the functionality so |
used the test results to make iterations to the
wireframes & functionality before creating the
final mockup.

Usability Test Observation

Challenges & Next Steps

During this case study, | was introduced to Figma. At first it was challenging to use a new software for my designs but |

learnt how to design for different screen sizes whilst focusing on the user needs to make my design decisions.

It was also challenging to set up my prototypes as | realised that it is important to test them first before sending out to users
for testing. In the future | would like to add more exciting features such as a points system to make the app more personalised
for users.



THE DESIGN LANGUAGE

Colour Palette

Primary Colours

o >

#5cafd #add6ee

Colours 1 & 2 were used for the main action buttons such as
‘Add to basket’ or ‘View Basket’ These were chosen as they
were representative of the brand colours.

Background Colours

HEfFFfff #b8b8b8  #8c8c8c¢

These colours were lighter and less saturated than
the primary colours so they were used for the
background. The neutral nature of these allow the
app to have a simple aesthetic with the primary
colours standing out against the background for
enhanced accessibility.

Rosita Shirazi

Text Colours

#000000 #elele?

These colours form the main body of text and have
been chosen to work against both darker/
coloured or lighter backgrounds in the app.

Ul Elements

Call to action buttons

§ : mﬂ) Drinks Sandwiches Deals

150px

Colour: #5cafde & #add6ee
Corner Radius: 10
Font: Questrial, Regular, Size 14

Text fields

l 20px

150px

Colour: #ffffff
Corner Radius: 10
Inner Type Font: Questrial, Regular, Size 14




