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THE DESIGN PROCESS

EMPHASISE DEFINE IDEATE PROTOTYPE TEST

EMPHASISE

Competitive Analysis

As a part of my research, in order to
explore how existing online grocery
stores operated, | conducted some A sena icolal
analysis on some major competitors. i i "

Easy to find, Easy to find but left Easy ta find, Easy 1o find, Easy to signup buta
straight forward unguided after sign up straight forward straight forward bit small.
My findings showed that, whilst
No Yes Yes Mo Yes

these competitors were highly
successful due to their brand, i Mo
th ey did nOt a” Offer acceSSibIe Categories, no Simple stand Categaries, simple Categarles, simple Predictable search

prediction feature alone search ._:unly. search function, search funcpo n, bar function
feat u re S a n d a pe rson a I no categories na prediction no suggestions
i i i on my profile No personalised Na personalised N lisex Yes, as its own category

experience for each individual T | Mo e i e >
u Se r‘ Wishlist +Bald call to action “Wishlist “Well layed out “Wishlist

«Descriptive product button «5trong brand +Strang brand «Many attractive

page +Streng brand presence presence offers
+Strong brand presence sAttractive offers
presence

Ta rg et U s e rs Too much going on «Basket nat very +Qut of stock items +Hard to find basket +~More visual than

Visual chutter making visible or accessible still displayed «No reviews an products relevant microcopy

it hard ta find things Profile page not +Unrelated suggestions «Offers randomly

very personalised placed not categorised

«Existing users of online grocery
shopping.
*Inexperienced users who only shop ' . .
: Analysis of existing market competitors
in store. y g 2

*Users with an impairment, making
online shopping difficult.

Research Goals

1 2 3

Explore current users of Learn more about users Discover what would enhance
online grocery stores. current experiences with the online grocery store
existing grocery stores. shopping experience.

Fease indicate your openions about each of the following statements regasding
grocery shopping anline. )
Very Strongly  Strongly Strongly  Very Stiongly
JJ :.c_mee/ Agree Agree Disagres Disagree Disagree

Please indicate your opinions about each of the folowing statements regarding
grocery shogping ankine.
Very Strongly  Strengly Strongly ey Strangly
Agres Aggre Agree Disagres Disageee Dusagre

I Dnline grocery shopping is benefoal \/

Please indicate your opirsans about each of the fallswing satements regarding
qrocery shopping online. 5
Very Strangly  Strangly Stroagly  Very Streagly

Agree Agree Agise Diagree Disagree Disageee
Qrine geocery shapping & Seneficial \/
User Research i bt G i = v
| feel «elccereq&ercmlaqed te shop when shopping online.. “
| have ra traubile when shepping anfine & find it ey o . [l
Cwarall, | am satisfied with the way online shopping works. \/
| conducted a survey to evaluate current R =

ailabile anline when | search. \/

user experiences with online grocery
shopping and used my findings
to create an affinity map comparing

the existing competitor features and issues.

Herw often da you grocery shop online?  Cowple times a year,

Wihiat waskd yoa improve abiout grocery shapping online?

Make it more personalised to me and have more options to inspire me with ideas for cooking

This helped me to understand S—

what was missing and to analyse what else ek i e s s
the users wanted. The user group | focused

on was adults who primarily ordered groceries
online.

Survey: Online grocery shopping

Research revealed that most of the online
grocery stores did not feel personal

| USABILITY PERSONALISATION & INSPIRATICN CFFERS

enough for users to be encouraged to o2
buy more and that they were not very |
accessible for users with an impairment. | s

Other problems included that users el - -l
sometimes had trouble finding the right product or ) - .
complimentary products. | R

———— T e = e S = S

Affinity Diagram grouping survey results

“It would be nice to be greeted with a more
personalised experience when shopping online.”

Quote from user from survey

Key Pain Points

1 2 3

SEARCH ACCESSIBILITY PERSONALISATION
The search feature is not user Existing platforms are not equipped  The existing sites are not welcoming
friendly or predictable so it can with assistive technologies for or personalised enough to
be hard to find products. those with visual impairments. encourage upsell.



DEFINE

Charlotte is a

User Personas

Using the data gathered from the

user survey, | defined two user
personas: Charlotte & Mohammed.
Both of these users formed the centre
of the website development process,
helping me to shape and to define the
main features of Wizz.

Persona Summaries

Charlotte

*Working mother of 3
*Enjoys cooking for her kids
*Wants a more personalised
experience

User Stories

Charlotte

“| am a busy mother & would like to be able to quickly buy groceries
online & be feel inspired to cook new recipes for the kids."

Age 36 Charlotte is a working mother of 3 and enjoys cooking
for her kids and would like access to new racipes and
Education BSC Businass inspiration while she shops online
She would alsa like a more personalised and faster
Family Married, 3 Kichs way to order groceries online.
Oceupation Dffice worker
Loeation London
«anline shopping is getting borng
Difficult to find refevant products or recipes
+To have a lunnir experience shoppng onling |uage
. me."
+Find all available offers in one place
-Easily find recipes related to her purchase Desktop
heabile
Social Media
—— — e re—rre jrr
Location London Vsl impairment miskes it difficult 1o read

armaller tety on screen

~Unfamiliar with technology, struggles without
MiCrOCopy.

+Be able to order groceries online without

s incarrectly, making
struggling -

Find products sasily using the search bar

Dasktop
Mohile

Socinl Media

User Personas

Mohammed

«Lives with family

+Visual impairment
sLanguage barrier

*Wants a more accessible way
to order groceries online

As an office worker with 3 children, | want to be able to find new recipes
related to my groceries so that | can save time looking and can cook

more exciting meals for the kids - Charlotte

grocery stores - Mohammed

As an immigrant who lives with my family, | would like a more accessible
and user friendly site so that | can more easily find my way around online

“Ordering groceries online is a great thing but it's a shame
websites are not accessible to everyone.”

Quote from user during survey

sto ryboa rd s Big Picture & Close-up Starybeard - Plating a Repeat Order
S . — ) =
After identifying and creating user l‘l [ 1| I ) = [ —— |

personas, | created visual
representations of each users
experience with Wizz. | did this
by sketching storyboards for
some primary tasks on the
website. This helped me to
understand how Wizz features
will help each persona in

a different scenario.

nedd 15 happy waiting

it his groceries.
CHARLOTTE

Big Pcture & Clese-up Storyboard - Finding A Recipe

livery confimed.

Charlotte is ready to Charlotte uses She finds recipes Charlotte uses recipe Charlotte and her kids

cook for her kids but the website to search asseciated with her 1o cook a meal, anjay thelr meal,

does not know what for food products specific products.

to make. she already has.
\
| e | | |
r 52
| | < RS2 \ l [
\ - 1 _f _i._ — s.‘-..
Cpens the website, Searches for hey Sees the Chooses a recipe Adds recipe to her
products. refevant racipe she lkes. favourites.
recommendations.

User Flows

Together, the user stories & flows helped
me to share and to define the actions my
different personas would take whilst
using the Wizz site.

TASK ANALYSIS

1. Opens website

2. Arrives at homepage
3. Searches products

4. Finds related recipes
5. Adds to favoutites

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.

IDEATE

TASK ANALYSIS

1. Opens website

2. Arrives at homepage
3. Selects profile icon
4. Logs into account

i 5. Finds shopping list

' 6. Orders again

User flows for my personas

Header Footer My Account  Product Page Unsorted
Search 5
Groceries 5
. - Offers 4 1
Sitemapping Find Us 2 ; i
Contact Us 4 g
. My Wishlist 1 3 1
| used my user research to organise My Recipes 5
the information | had gained into a G - 2 2
site map. This was refined by FAQs 5
: = 2 Delivery 5
cqnductlng a .card sorting exercise e > :
with 5 potential users, helping me to Follow Us 3 2

organise the pages of my website.

Card Sorting Matrix Results

Find Us - Home Page — My Profile Footer Links
Search Groceries Inspire Me Special Offers Suppart About Us Qur Website Foliow Us
Categories Categories Competitions This Weeks Offers Help & FAQ Company Info T&LC Eacebook
| | | | I | | |
Products Products Recipes 2fort Delivery Careers PRCP Instagram
| l I | |
in The-News Subscribe & Save Contact Us 5p Twitter

Flash Sale

Site mapping diagram



PROTOTYPE

Low Fidelity Wireframes

Using each user flow as a guidance, | created some
quick sketches of key landing pages in their
journeys. | made sure to focus on the user needs to
enhance accessibility and usability of the design.
This helped me to visualise the basic layout

of the website.

Digital Wireframes

More detailed digital wireframes were then created in
order to test the prototypes. These included the
written content and were a more

accurate reflection of the final website layout.

TEST

Test Goals & Objectives
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Throughout the design process testing was conducted to explore the way new users interacted with and navigated around
the website for the first time.

Testing Goals

1 2 3

Determine if the users
understand what the website is
offering & to see how they

Observe & note how users
navigate around the website
& if they can find what they

Analyse any frustrations or
errors made while users
are finding their way

are looking for

Test Results

«No filter option on the product page

«Struggling to find home page/ back button
*Users clicking profile to look for Contact Us page
*Users struggling to find saved recipes in Profile

Learnings

«| spent a lot of time figuring out a colour palette
for the website but | realised by mood boarding

| was able to figure out what colours would
represent the brand and message | wanted to
get across.

-l overcomplicated the project at first by trying
to incorporate many features but it contradicted
the direction of my website. | realised it is
important to reduce clutter and to keep the user
as the main focus point.

Potential Next Steps

+Points system leading to more personal offers
*Blog for customer interaction/ inspiration
*App for faster & easier shopping on the go

around the website

feel whilst using it

ooping

THE DESIGN LANGUAGE

LOGO ONWHITE LOGO ON DARK

WIiZZ
"

groceries for less.

CONTENT EXAMPLE
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OUT OF STOCK

[ TO WISHLIST TO BE
&t NOTIFIED WHEN BACK IN STOCK.

ICONS

CHRE—RwQ

groceries for less.

COLOURS

#fec401

#f0000 #5a5a5a #ecebeb

IMAGERY & PATTERNS

ADJECTIVES
Clean

INFORMATIVE

Ul Moodboard

Rosita Shirazi



