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Case study by Petr Kanda

Pellini Espresso Bar Vivace Lavazza Top class 6x1kg, La Bottega EXTRA - 1kg, Pellini TOP 100% Arabica - 1kg,
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Case Study intro

fedon ppo:gdf i ymnalanparids

“ M. When | worked in FEO digital agency, sales got a
i client for us who had a big e-shop that sells coffee
from the whole world.

e Client wasn't happy with lost revenue due to
static web site that had no mobile version.

e He was also not happy with outdated and no
longer supported CMS.
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My role In this project

| was a one man UX team and my role was:

e UX Researcher

e UX Designer

e | was also responsible for selling each UX design stage
to the client

| also had a junior UX colleague who | was mentoring at that time.

ANANN\NY
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How it started?

| worked in digital agency where we specializated
on e-commerce solution for businesses.

e Time wasright

e Amount of projects pouring in was constant
e And sales brought in yet another project

e Thistime it was in field of coffee

| am drinking like 5-6 coffees per day so it would
be great opportunity to learn more >>>




INNOVATION

* -

UX workshop

We had a whole day workshop where we were
concentrating on many areas so we can
understand the business better.

e What is your business goal?

e Who is your audience and customers

e Who are your competitors?

e What is your current technical solution?
e What is your Product?

e What are the biggest risks?

e How we going to measure success?

e and many more
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UX work shop canvas e | used Miro to note all the important notes
e \WWhole session was recorded on 2 devices

(video and audio)
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Time to analyse

Next step was to analyze the whole workshop and
set a UX research methods that would help us to
understand where to pay attention to.

Workshop insights:

e Lost conversion due to non-responsive design
Outdated e-shop management system that
was no longer supported

e Need to understand what users really want
Client expectation was to boost its sales with
redesign!




UX methodic used

Based on the UX workshop results, we selected
UX methodic as bellow:

. Usability testing of the current web site
. Competitor analyses
. Google Analytic analyses

. Hotjar surveys
Creation of Personas

A A

OO WN -

Further usability testing of wireframes and its
iteration was also planned at the next stage.
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1. Usability testing of current web site

It is one of my favorite technique as it answers the
'why' users do what they do.

e Script scenario was put together and verified
with the team and client

e Client got for us 6 testers (one as pilot test)

e Incentive of 500 crowns per test for each user

e Each test took approximately an one hour

e We received great feedback on the current
e- shop that helped us understand more in
detail

/111117
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Usability test insights

e Users mainly had problem with no mobile version.
e Bad search results.

e Weird logic for navigation.
e They also would like more personalization.
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| used Miro to note all the important notes

e Repeated shopping.
e Loyalty club.
e Discounts options.




2. Competitor analyses

Another part of research was to check what the
competitors do.

- Top Competitors: | went through 5 competitors
that customer mentioned during UX workshop

- Product or Service Offerings

- User Experience and Usability
- Customer Service and Support
- Strengths and Weaknesses

- Pricing Strategies

- Technological Advancements
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| used Miro and simple table to compare differences

Competitor analyses

Research insight:

e All competitors had mobile version. e Easier check out.

e Better product description. e Some had better support.
e Better laid out product overview pages.




3. Google Analytic analyses

Huge insight was via Google Analytics.
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Demographic info (woman 25-34 years old).
Poor conversion rate and high bounce rate on
mobile (73,04 %).

Relatively high traffic from blog pages usually
ends with the subsequent leaving from the
e-shop.

Only 8.63% of people use search option.
Most people on the web search for coffee
brands.

High abandonment rate during the execution of
the target on mobile.
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Hotjar surveys

This was also very interesting insight. We had 324
respondents that gave us good insight into what
users wanted

e How satisfied users are when shipping

e Would they recommend the shop

e What is important for them when shopping for
coffee A, B, C D etc. (Product detail page)

e What they are frustrated with

e What they love

e Do they know what they want?

e How easy is for them to find what they want
(navigation, Information architecture)
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| used Miro to layout comments

Hotjar surveys insights:

e Users wanted to be able to try coffee samples. (hygienically not possible).
E-shop information was considered chaotic.

Shopping cart redirection every time you add goods to a cart.

No mobile version of the web site.

Users in general wanted to see more information about the product.
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roto-Persona 1;

Proto-Persona 2:
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Personas

Personas are very useful if they are used by the
whole team on the project (Miro)
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It all!
Our research gave us enough information to move

to the next stage and | could start preparing

wireframes.

Ireframe

(]
based on data from the previous research.

e Whole cart flow needed redesign.

the users.

e We knew that web needs new admin panel for
e Web needs mobile version.

e Product overview and detail could be build

111111/
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Mobile first

As to the main requirement and best practices we
started mobile first and only than we worked on
desktop version. That's the best way how to
remove unnecessary clatter.

Wireframe was then run through with DEV
team and also shared with client for comments.
Only then we did another usability testing with
6 new users.

Analyses and iterations were incorporated
Presented to client

We had budget only for one round of tests
Wireframe was ready for Ul design (External
source with my help)
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Mobil
Wireframe usability testing e Testing of wireframe resulted in much better
understanding of content and functions by
users.

e Users followed path without major blocks.
e Mobile version needed to be iterated more.
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HOWME HOME SHoP SHoP COTMT COTTACT

Next stage Ul

Ul was created by contractor who | worked with to
make sure that we are on the same page.

e Ul desigher had also many great ideas for
Improvement.

e We had little space for more improvements and
we did incorporate few of his ideas.

o Unfortunately he was not part of the whole UX
process and we decided to use some of his
ideas for possible A/B testing and future
updates.

Feau: Produict
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e Client was very slow to react.

e | left to another project.

e Project manager ended up leaving as well and
took the whole project and the client with him.

e The final and intended result is mainly there.

e Unfortunately | could not influence some other
decision that happened along the way.
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-

- e | contacted the former projects PM and found
Messurlng SucceSS? out that due to proper mobile version the
conversion rate went up 43%
e Users were able to shop from mobile and did
not abandon the cart as before (from 73,04 %
down to 12,4%)
e Users used search on the site more (from

8.63% to 87%)
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Lessons learned?

What did | learned from this project?

e Always make sure that DEV team is in the
project from the very beginning

e Go through the process with the team prior to
the project kick off so there is no surprises

o Ul designer had great ideas but those can too
late in the process so again make sure that Ul
designer is also on the project from the
beginning

o Always set concrete milestones with client so
the project wont drag too long and you can
clearly see the end of it
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Inuufv KAVA - PRIPRAVANAVY -~  DOPLEKYKENAVE -  CGmJACOKDLADA -  ODRIBA KAVOVARD - BLOG  KONTA Live verSion vs UX Wil"Eframe

When | found out that the e-shop is live, | could

Kava
- - | not resist to compare the UX intention with the
L T reaityofneweshop
e Login - No login via Google or Facebook
m e Blog - No up-sell and therefore no change
- from the old website.
ot e Product overview - Adding to cart brings old
pop up and - and + is not present at all.
e Filter - Based on UX research, filter items are
zmm + B currently in different order than intended.
. X v ¥ e Product detail - is built with slight differences
— . (main product description is under product
" . heading (takes too much space).
8 0 . .
R - e Cart - not possible to amend product count in
¢ | Biiiier | i | il cart, not possible to remove product from the
— : m v 49” M oo mu art
P e and many more...

Skladem »  Skiadem
~  Skiadem



Thank you for your attention!

Do you have any questions?
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