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Findings.

@ Empty Space
This fixed navigation widget wastes space across the site,
hindéring usability rather than erhancing it. Its so-called
“Aesthetic and Minimalist Design” feels more nestrictive and
I ffichent than intentional

@ Return Button
The Penny Juice loge inconsistently ions as 8 homepag
battan, working only in the header while remaining non-functional
efsewhene. This lack of "Error Prevention, and Uses Control and
Freedom” misleads users, creating unnecessary clicks and
canfusion,

@ Account Widget
The missing sceourt and cart widgets make ordering needlessly
difficuh, vislating "Flesibility and Efficiency of Use” Users expect
quick access to their cart, but instead, they must navigate tedious
steps, discouraging purchases and lowering conversions.

m Mavigation Widget
The lack of navigation between pages creates a frustrating,
disorganized browsing experience. Without “System Status®,
users beed bost, leading fo unnecessary effort, aniety, and
dizengagement.

@ Unclear Required Fields
T order form fasls to Indicate required fields, foreing weers inta 8
frustrating trial-and-error process. This dizregard for "Helping
Users Recognize, Diagnose, and Recover from Emors” increases
confusion and the likefihood of abandoned orders.

@ Itern Quantity
Item figkds lack descriptions, forcing users to rely on memery
rather than cloar, Information: 0 gnition

Rather than Recall”. Quantity detsils are also hidden below the
oader fearn, sdding unnecessary confusion and frustration.

@ Itern Description
The absence of flavor doscriptions leaves users guessing before
purchasing. This follune to provide essential information makes
this birying process feel incomplete and untrustwornthy.

@ Unclear Payment Options
The twa CTAs create confusion with no clear distinction, and the
"Buy Mow" CTA opens a new tab with incorrect items, damaging
trust,

The inconsistent use of headers, paragraphs. and bullet points:
reflects i g usability and ging
engagement.



https://www.figma.com/design/9XjS1h70L7wlLHT3SUglcm/UX-Audit---Joshua-Jordan?node-id=0-1&t=jKPGHBivSxK0g5vC-1
https://www.figma.com/design/9XjS1h70L7wlLHT3SUglcm/UX-Audit---Joshua-Jordan?node-id=0-1&t=jKPGHBivSxK0g5vC-1
https://www.figma.com/design/9XjS1h70L7wlLHT3SUglcm/UX-Audit---Joshua-Jordan?node-id=0-1&t=jKPGHBivSxK0g5vC-1

PENNY JUICE WEBSITE AUDIT

CONITNUED

FIGMA LINK:

HTTPS://WWW.FIGMA.COM/DESIGN/9XJSTH70L7WLLHT3SUGLCM/UX-

AUDIT---JOSHUA-JORDAN?NODE-ID=0-1&T=JKPGHBIVSXKOG5VC-1

Prermium Gualty 100% Froit Julce Concentrate. Mo
Zugar Added. Non Relrigenated

B R ]
T L e L S Bk s
e

s sy i
kM 2t

55wt g S e A el

Sk b gl WA ) T

g e e e
=" @

Learn More Continued

I RRT

Srwper sl Awr e e e ke s pad B e et S
i A T el 8 G L

Felsn e e e e g ——

he duie Goncaninates in o Varedy of Nawon

o Bt P B B e S s b
B B P 5Bl 00 0 S SR A

frustrating trial-and-error process. This disregard for "Helping
Users Recognize, Diagnose, and Recover from Errors” increases
confusion and the likelihood of shandoned orders.

@ Itemn Quantity
e fiedds lack descriptions, forcing users to rely on mamary
rather than clear, Imformation: 0 e

1
Rather than Recall”. Quantity detsils are also hidden below the
order form, adding unnecessary confusion and frusiration.

@ Itemn Description
The absence of flavor doscriptions leaves usors guessing bofore
purchasing. This failure to provide essential infermation makes
the buying process feel incomplete and untrustworthy.

@ Unclear Payment Options
The two CTAs create confusion with no clear distinction, and the
“Buy Now™ CTA opens a new tab with incormect items, damaging
trust,

The inconsiztent use of headers, parsgraphs, and bullet poirts
reflects q usability and ging
engagement

@ Inconsistent Description and Design
Tha inconsistent use of headers, paragraphs, and bullet points
reflects unprofessionalizm, reducing usabdity and discouraging
LEEOF NgRETE.

@ Poor Ul Design
The small bex explaining Penny Juice’s history fails to
communicate its mission, leaving users confused. Instead of
embracing Aesthetic and Minimalist Design, it weakly attempts:
simplicity, further disconnecting wsers from the product.

@ Inaccurate CTA
The "Get in Towch’ CTA redirects 1o the crder form, confusing users:
who expect contact info. This mistake malkes the Order How' CTA
foel redundant, adding to the overall confusion.

Comments/Questions.

o Data

Do we have dotn on the effectiveness of the cusrent CTAs? Has
uter feedback been collected to atsess the design expenence?
Have surveys been conducted to identify user pain pointa?

o Screen Recordings
I% & screen recorder being used on the site to track how users
navigate? Do we have usor flows that cutline the ideal process for
compheting an order online?

o Lacks Usability Heuristics
Based on the audit of the navigation on pennyjuice.com, it's chear
there is litthe consideration for Jakob Nielsen's 10 principles of
interaction design, which ase essential for promating human-
cantric design.
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Findings.

)
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Title and Image are Confusing
Tha phota dossn't match the title or effectively represent what is
I, s unclear ¥. causing cond

Poor Ul Design

It seems the designers are trying 1o showcase the variety of
flavars, but the readability Is uncomforiable, requiring a stretch of
imagénation to undarstand tha imendoed message.

Confusing CTA

The placement of the 'Gel In Touch' batton is confusing, a8 it
suggests it will lead to a FAQ or contact page, but instead directs
users 1o the order fonm page

Lack of Story Telling

Nene of the images, titke, or CTA button clarify what this section is
about, leaving me confused about its plrpose.

Misleading CTA
The “Leamn More™ CTA is used thres times, yet all lead to the same
page. It seems the d Id have lidated th

sections into one with a single CTA.

Unelear Purpose
The lack of context and poor imagery make this section
confusing.

Social Accounts

Connecting secial media pages ks a great way to build trust with
users, but the lack of content on Facebook and Twiller suggests a
Iack of history, of worse, poor user felention.

Mo Content

The lack of Twitber activity and the absence of an explanation for
tha missing content is confusing, rising concerna for users about
polential emors on the webssie.

Inconsistent Ul

The poor design and usability in the contact section create
confusion by linking the email but not any phone numbers, despée
displaying the phone rumber right above it. This inconsistancy
leaves users uncertain about the best way to get Intouch,

Comments/Questions.

Branding Package

The incensistent use of fonts, typography, and colors throughout
thie wabsita ralses questions about the presence of a cohesive
brand package.

Lack of Description
The lack of product descriptions and information on the various
flavors ralses concemns about trusting the brand.
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- Recommendations.

Guide

Mot a Usabdlity Problem, Other
Related Thing.

Super Simpe Fix. Minimum Dev
or Design Requined

Cosmetic Ul Problam. No
Usability Impact

Relatively Exsy Fix. Doden't

& Require Much Dev or Design.

Medium Effort Fix. Requires
Soma Dav or Dasign.

L]

Minar Usability Problem. Low
haall  Priceity Fix.

U Majar Usabilty Problem. High High Effort Fix. Requares High
bl Fricoity Fix. Amiurt of Dev of Design.

Usability Catastrophe. Must Fix Extreme Effoet Fix. Requires an

Before Release. Extrement Amount of Design or Dev.
L T ) 0
Navigation.
Score Issue Suggestion Priority
0 Empty Space The navigation widget should incorperate standard icons like can, account, and el
This fixed navigation widget wastes space across the site, settings, with 4 simpis design that space and ¥
hindering usability rather than enhancing it, its so-called browsing
“Ansthotic and Minimalist Design” feels mane restricthee and
inefficient than intentional.
m @ Return Button The cument functionality should bo remeved, and a separate, dedicated hack” (m paary )
The Penny Juice laga " i buttan should be added te the navigation widget, allowing users to easily
button, warking only in the header whils remairing nen-functional REvigats back 8 page o1 ia § camplstaly naw page.
wlsewhere. This lack of "Ermor Prevention, and User Control and
Freedom’ users, creating . y clicks and
enffusion.
m @ Account Widget Inconporating an aceaunt function will provide a shartcut for returning
The missing account and cart wilguts make ordering needlessly customers and allow thase who can’t complete an crder in one session to easily
difficult, violating “Flexibility and Effichency of Use”. Users expect returm and finksh their purchase later.
quick acoess 1o thelr cart, but instead, they must navigate tedious
sleps, discouraging purchases and lowering convensons.
m @ MNavigation Widget Create o navigotion widget that enables seamloss movernent between pages ([ wwsns rcmrr
The lack of navigation between pages creates a frustrating, and accounts while also displaying progress through the account setup and
disarganized browsing experience. Without *Syster Statis”, purchasing process.
users feel lost, leading 1o unnecessary effort, anxiety, and
disengagement.
m @ Unclear Required Fields Riedesign the order form ta include asterisks for required fiekds, ensuring elarity
The ordér fonm fails to indicate requined fields, forcing users into & and helping users quickly identify ermors preventing order completion.
frustrting triak-and-error process. This disregard for “Helping
Users Recognire, Diagnose, and Recover from Ernors” increases
sion and the d crders.
Redesign the arder famm to display the minimum required fields by default. (v g

O ey
Iem foelde lack deseriptions, foreing users 1a rely on memory
rather than clear, ible i i ing
“Rather than Recall”. Quanity details are also hidden below the

arder form, adding unnecessary confusion and frustration,

Additionally, providing a purchase deseription for final review during checkout
would enhance user confidence.
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e

Homepage.

Item Description

The absence of Navor descriptions heaves users guessing before
purchasing. This faflure to provide essential information makes
the buying process feel incomplete and untrustworthy.

Unclear Payment Options

The two CTAz create confusion with no clear distinction, and the
“Buy Now” CTA opens a new tab with incorrect items, damaging
trust.

The inconsistent use of headors, paragraphs, and bullet points
reflects unprofessionalism, reducing wsability and discournging
engagement.

Inconsistent Description and Design

The inconsistent use of headors, paragraphs, and bullet points
reflects unprofessionalism, reducing usability and discouraging
user engagement.

Poor Ul Design

The small box explaining Penny Julce's history fails io
communicate its misshon, leaving users confused. Instead of
embracing Aesthetic and Minimalist Design, it weakly atiempts
simplicity, further disconnecting users from the product.

Inaccurate CTA

The 'Get In Touch' CTA redirects to the order form, confusing users
whe expect contact info, This mistake makes the ‘Order Now” CTA
feel redundant, adding to the overall confusion,

Creati o cataleg page listing ol items with descriptions and uses. Incorporating (it ooy
an "Add 1o Cart” CTA on this page would strearnline the purchasing and checkout
process.

Remove the “Ged in Touch® CTA and redirect users to a separate conmact page.
Make the "Buy Mow" CTA the sole option for completing a purchase. Having
distinet "Buy Mew” and "Get In Toueh” CTAs throughout the site and navigation
will provide clarity, reducing user frustration and improving the overall

experience.
Deveiopa brand packegn with | of headers, fams, and (Coommenerr )
colors. Establish nd coh style will enhance browsing

sattsfaction and improve iem discovery,

Remove th beief company history and create a dedicated "About” page. This (_vow pussarre ;
page should clearly communicate the company’s missian and product intent,

f usRr L , and brand loyalty.

Refer 1o notes 1.7 for more detadls. The confusion between CTAs can lead to _’»—mu-mlr )

user frusiration, causing them to abandon future crdars.

Suggestion Priority

Title and Image are Confusing
The phato doesnt match the tithe or efectively represent what is
Baing sold. iTs uncless and blurry, causing confusion.

Poor Ul Design

18 seene B detignans ane Irping 10 thowsase e variely of
Masecera, but the readability is uncomicrable. reguining o stretch of
imaginatien to wesderstand the imended messape.

Confusing CTA

Thee: placemant of the 'Gat In Touch buthon is confusing, as it
suggests L will lead 1o 2 FAD of comact page, et imstead ditect
L 10 thie crdes Teem page.

Lack of Story Telling
Muona of the imsge, tithe, or CTA bubton clanfy wha this section i
about, keaving me cordused about its perpose.

Redesign the landng page b featum an aulemated carousel thoweasing sales JrenE——
ma, et seller, and new favors. Use compeling imagery 80 creale urgency
and encourage sxplaration s purchasieg

Revarp thin section by sdding filver options 1o enable easy beowning. Clear, o PasmTy
organiped flavors with filters and search options will streamline ibem discovery
and simplify the order proceis

Refer 10 notes 1.7 for mone information. Cless snd consistent CTis throaghaus
birawaing, inchoding irenlory and catalog peges. will Enpfow ComMUnicats
between the product and the user.

Create intentional sections with prewiews of ey information, using CTAS to 1 vow rascrr )
diect users 1o beparate pages for more detalls. This apprasch cateds 1o all

LTS, mhihed byt SRORING milh b Purpose of be iy casually. Previdisg

sccessibibty and accommodating drverse wser needs is crecial for buiking o

satisfying experience.
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Homepage.

Score

Issue

Suggestion

Priority
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Title and Image are Confusing
Thiz phato dossn’t match the tithe or offectively represant what is
being sold. It's unclear and biurry, cousing confusion

Poor Ul Design

It seems the designers are trying to showcase the variety of

flawors, but the readability is uncomfortable, requiring a stretch of
4 d the dad age

Confusing CTA

The placement of the 'Get kn Touch button is confusing, as it
suggests it will lead to a FAQ or contact page, but instead directs
usars 1o the order fomm page.

Lack of Stary Telling
Hone of Ilum‘\.'h)d!, tithe, oF CTA hlﬂbﬂr\tlklly what this section is
abaut, leaving me confused about its purpose.

Misleading CTA

The "Learn Mare” CTA is used three times, yet all lead to the same
page. It seems the designers could have consolidated these
sections into one with a singhe CTA.

Unclear Purpose
The lsck of context and poor imagery make this section
confusing.

Social Accounts

Connecting social media pages is a great way to build trust with
users, but the lack of contert on Facebook and Twitier suggests a
Lack of history, of Worse, poor user nelention.

No Content

The lack of Twitter activity and the absence of an explanation for
the missing content s comfusing, raising concems for users about
potential emors on the website.

Inconsistent UI

The poar design inthe contaet secti eate
confusion by linking the email but not arry phone numbers, despite
displaying the phone number right above it This inconsistency
beaves usens uncertain about the best way to get in touch,

Redesign the landing page to feature an automated carousel showcasing sales
ems, best sellers, and new flavars, Use compelling imagery fo create urgency
and ancourage explosation and purchasing.

Revamp this section by adding filter aptions 1o enable easy browsing. Chear,
arganized flavors with filters and search options will streamling em discovery
and simplify the onder process.

Refer to notes 1.7 for mone infarmation. Clear and consistent CTAS throughout
browsing. including invertory and catalog pages. will improve communication
between the product and the user.

Create imtentional sections with previews of key inforrmation, using CTAS 1o
direct users to separate pages for more details. This approach caters to all
users, whether they're shopping with a purpose or browsing casually. Providing
accessibility and ac ing di user needs is crucial for building &
satisfying sxperience.

Refer to nates 2.4 Tor mone infarmation. Properiy using the "Leam More™ CTA to
redirect users to relevant pages: with detailed information will help build trust
between the user and the product

Follow standand UL principhes to create clear, compelling inerfsces that drive the

development of néw pages and sections. A purposeful and engaging browsing
experience will encourage user refertion and altract more neturning wisitors.

Uger v Tirearm loyal have & significant impact
on patential new ugers. Including testimonials from social media accounts and
neviews fostens loyalty and builds trust between future customens and the
company.

Refer to notes 2.7 for mone details. Empty testimonisl sections give the
impression of dissatisfied customers and may deter potential future cusiomers.

Refer to notes 1.7 for mere details, Incorporating Ul principles and a design
sirmilar to the contact page will belp users recognize rather than recall how to
navigate contact nformation,

(" s rmcmiry |

- \
{{_uow peseee )

( remepmnery |
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PENNY JUICE USER REVIEWS

4 shanna ames
1 review

4 years ago

Please fix your website
At first glance. | was overwhelmed by the amount of information on the page. The layout is quite
confusing.

G <

J

5000 Tremont Ave STE 106, Davenport, IA 52807, United States

2 .2 5 reviews ©

Sort by

v Most relevant Newest Highest rating Lowest rating

PENNY JUICE OF AMERICA Write a revis

~N

With a 2.2 out of 5 rating, Penny Juice users are clearly signaling a desire for a

significantly improved experience. From frustrating website navigation to

vague or insufficient product descriptions, the platform consistently falls short

of user expectations. The lack of a clear, intuitive interface—combined with
irrelevant content—undermines user confidence and satisfaction. Overall,
Penny Juice’s Ul fails to meet industry accessibility standards, making it
difficult for users to engage effectively with the brand.




PENNY®IUICE

IT MAKES CENTS

- 100% blended fruit juice concentr;
designed for childcare ce

AUDIT
CONCLUSION

15 flavors available including 7 color free flavors. Each case
contains 6 - ¥ gallon bottles of your choice. We've designed
them especially for childcare, daycare, preschool, basp and
extended daycare. Get in touch with us today!

In conclusion, PennyJuice.com falls short of essential
UX/UI principles and industry standards, highlighting
the need for a critical redesign of both the navigation
and homepage. Through a thorough analysis of
competitors, we can identify key elements that, when
implemented, will drive substantial user-centric
improvements and enhance the overall experience.



COMPETITOR
ANALYSIS

Based on my reseadrch, | have identified three companies that
exemplify compelling UX/UI design. These companies provide
valuable insights and strong evidence for redesigning the Penny
Juice website to enhance user satisfaction.

1. Old Orchard
Link: www.oldorchard.com 410f5 AR RNLY

At Old Orchard, we are committed to providing you and your
family with the highest quality fruit juices and innovative blends.
Our deep-rooted family values—Ilove for the land, hard work,
and dedication to our customers—ensure exceptional products
from a brand you know, trust, and, dare we say, love.
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COMPETITOR
ANALYSIS

Based on my reseadrch, | have identified three companies that
exemplify compelling UX/UI design. These companies provide
valuable insights and strong evidence for redesigning the Penny
Juice website to enhance user satisfaction.

‘. Pure FU N ! HOME WE PROVIDE WE SERVE ABOUT US GROER NOW RE
bt Better For Kids

Your dollars directly
ENEipport Better For Kids
initiatives here and abroad

s

2. Purefun!
link: www.purefuninc.com 330f5 wAWIILY

Through our products, services, consulting, and training, PureFun
delivers comprehensive solutions to help child care centers
meet both nutritional and regulatory standards.
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COMPETITOR
ANALYSIS

Based on my reseadrch, | have identified three companies that
exemplify compelling UX/UI design. These companies provide
valuable insights and strong evidence for redesigning the Penny
Juice website to enhance user satisfaction.

% Products Copabilities About Partner with Us Shop Search Q Bag (0)

PRODUCTS

Quality Products
Paired with
Superior

3. H&H Products Company
Link: www.hhproductscompany.com 4.9 of 5 AR

H&H supplies snow cones, slushies, beverages, syrups, and
ingredients worldwide. Yet, after more than 55 years, we remain
dedicated to the same old-fashioned customer service and
family values that the Hartley family built the company upon.



http://www.hhproductscompany.com/

Strengths

Weaknesses

Minimalistic Design
Intuitive Navigation

Clear Product
Description

Mobile Compatible

Poor use for header
image

No Account
navigation

Third party integration




PUREFUN! INC. ANALYSIS

4 )

TO MAXIMIZE THE IMPACT ON KIDS AROUND THE WORLD, WE WILL STEWARD PUREFUN! TOWARD PROFITABILITY AND
INTENTIONALLY INVEST RESOURCES IN AREAS THAT HAVE THE MOST SUSTAINABLE IMPACT ON THE LIVES OF KIDS AND
THOSE WHO CARE FOR THEM.

MISSION

o
EMPOWERED TEAM

EVERYONE'S A LEARNER
# W value training and self-directed learming

\_ |

CORE VALUES

. ®
‘
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Strengths

Weaknesses

Interactive Landing Page
Consistent Ul
Intuitive Navigation

Mobile Compatible

Outdated design
Lack of item description

Unclear products
offered




H&H PRODUCT COMPANY ANALYSIS
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Products Capabilities About Partner with Us Shop
Certifications & Inspections

Private Label
Co-packing
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Strengths Weaknesses
Modern Design Mobile Design

Animated Navigation

Intuitive Search

Slow loading speeds




H&H PRODUCTS
COMPANY AUDIT
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" ‘ Manufacturing Quality Beverage Concentrates, Syrups & Ingredients
Quality Products L
Paired with
Superior
Service )
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FINDINGS - VISUAL DESIGN
. Header: The navigation header is clear, intuitive, and facilitates

easy browsing.
‘ Layout: The use of boxes filled with photos to designate

different pages give clear indication of options.
‘ Typography: Consistent fonts are used for headers,

subheaders, and body paragraphs. However, typography

overlaid on images can be difficult to read.
[ [ o
[ [ [ ] ([ ]
[ [ [ ] [ ]
[ [ [ [ ]
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H&H PRODUCTS
COMPANY AUDIT

HOMEPAGE
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Manufacturing Quality Beverage Concentrates, Syrups & Ingredients

Quality Products
Paired with
Superior
Service )
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FINDINGS - VISUAL DESIGN

‘ Icons: A bag icon helps users track added items and identify
what else needs to be included. Additionally, a search icon
allows users to browse the inventory without leaving the
homepage.

‘ CTA's: Clean and well-placed CTAs on the home screen
encourage exploration without overwhelming the user.



H&H PRODUCTS
COMPANY AUDIT

Our Best Sellers

HOMEPAGE
- ¥,

FINDINGS - VISUAL DESIGN

to seamlessly navigate to their desired next step.

Grid: A well-structured grid system showcases best-
selling products with ample spacing for easy readability.

Footer: the footer's information architecture enables users

Branding: Consistent branding, including colors and the
company logo, is maintained from the header to the footer.

Icons: The effective use of icons for social media integration
allows users to explore testimonials effortlessly.

CTA'’s: The consistent and strategic placement of CTAs

throughout the homepage encourages users to explore

further if desired




H&H PRODUCTS
COMPANY AUDIT

PRODUCTS PAGE

All H&H Products

FINDINGS - NAVIGATION & INFORMATION ARCHITECTURE

The navigation bar responds to hovering, clearly indicating
the available pages under each tab.

The hover interactions on CTAs are consistent and clearly
distinguish clickable elements, creating a seamless user
experience and instilling confidence in navigation.

The fonts used for text overlaying photos could be
redesigned to improve readability.

Showcasing products within three main categories effectively
encourages exploration without overwhelming the customer.



H&H PRODUCTS
COMPANY AUDIT

PRODUCTS PAGE
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When You Need It

When You Ne
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FINDINGS - NAVIGATION & INFORMATION ARCHITECTURE

‘ Since the website's goal is to build loyal, returning customers
rather than prioritize newsletter sign-ups, a brief description
of the newsletter’s benefits allows users the freedom to
engage at their discretion.

‘ The shopping bag icon remains accessible throughout the
entire site and expands extensively when clicked. Even when
emprty, it covers a significant portion of the screen from top to
bottom.



H&H PRODUCTS
COMPANY AUDIT

WHO WE SERVE PAGE

Your Beverage &
‘ £ Ingredient

Manufacturer Since
1964

FINDINGS - INTERACTION & FUNCTIONALITY

‘ As you scroll through the page, welbsite components
smoothly move into place, creating an engaging and
dynamic experience.

Page transitions feature interactive elements that visually
indicate progress as users navigate between sections.

Variants in CTA design provide clear visual cues, helping
users easily identify interactive elements.

However, due to the high level of interactivity, the website
loads slower than it's competitors and is less responsive
compared to competitors.



H&H PRODUCTS
COMPANY AUDIT

WHO WE SERVE PAGE

FINDINGS - INTERACTION & FUNCTIONALITY

‘ The integration of filter functions helps users refine their
searches by limiting results to their specific preferences.

‘ The absence of a live chat feature leaves users unable to
submit questions instantly. Without this option, they are left to
rely on calling or emailing via the contact information in the
footer.



H&H PRODUCTS
COMPANY AUDIT

FINDINGS - CONTENT EVAULATION & ACCESSABILITY

‘ The content is streamlined to align with the company’s
mission, with each page presenting relevant information that
supports its purpose and overall goals.

CTAs are thoughtfully written to communicate clear, relevant
content based on their intended function.

When extra information doesn't fit the page’s main purpose,
clear CTAs direct users to related content.

Combining images and text improves accessibility and
enhances user-friendliness.

lcons with descriptions improve accessibility, helping users
navigate even if they don't recognize the icon.



H&H USER REVIEWS

Ashley Miller
13 reviews - 3 photos

5 years ago

Every product | have tried so far is amazing! Amazing to the point I'm willing to get it shipped just to
have it in the comfort of my own home! Customer service is also extremely helpful!

G <
g J
4 )
Eddie Maldonado
5 reviews
2 years ago

Awesome placel! Great syrups!!! Try the tigers blood, it’s the best!!!! Brittany rocks!!!

1 <

H&H Products Company Headquarters (Owner)
@ 2Yyearsago

\__Tiger's Blood & Brittany really are fantastic, thanks Eddie! J

With a 4.9 out of 5 rating on Google Reviews, it's clear that users recognize how
effectively the company communicates its values and culture through its user
interface. When digital design mirrors real-life experiences, it fosters brand
loyalty, customer satisfaction, and organic promotion.

H&H's ability to craft a user-centric, accessible, and engaging Ul—while clearly
conveying the heart and vision of the company—is a noteworthy example of
thoughtful and impactful design worth studying.



LEARNINGS —

. \ Betty Jean's
T Premium
Lemonades

01 Minimalist Design: Provides meaningful
information without overwhelming users
with excessive photos or lengthy
paragraphs, ensuring a stress-free
browsing experience.

Available Flavors

02 Interactive CTA's: Variants that change
upon hovering or clicking give users @@=
confidence in navigating the website and wio @
its various pages. S o i =2

Lmenone  Lemonoss

03 Grid Layout: A structured grid system
effectively organizes relevant

information alongside CTAs for clarity
and easy access.

e o o ‘k

04 Successful Typography: Consistent font
usage in headers, subheaders, and body
text enhances professionalism and
readability.

05 Effective Iconography: Clear and
consistent icon use across all pages
allows users to recognize functions rather
than recall them, reducing uncertainty.

06 User-Centric Features: Thoughtful
design elements such as well-structured
filters, accessibility-driven layouts, and
purpose-driven imagery enhance the
user experience.

07 Consistent Branding: Uniform headings,
subheadings, body text, and color
schemes reinforce intentional branding
and strengthen brand recognition.



LEARNING g
CONTINUED

08 Compelling Storytelling: Engaging
narratives connect users to the brand'’s S == -

09

10

12

vision, encouraging support and
engagement.

Interactive Navigation: Real-time
feedback while navigating ensures users
always understand the status of their
actions.

Alternate Text with Images: The _

ot Copomatos Ao Pomerwmin Shop

. \ Betty Jean's
T Premium
Lemonades

Available Flavors

=)
“ ¥ ﬁ7

Lmenone  Lemonoss

o

combination of text and visuals
improves accessibility for a wider
audience.

Relevant Content: Thoughtfully designed
spaces prioritize product-related
information, maintaining a smooth and
intentional user flow.

Color Contrast: Well-balanced
lbackground and text colors ensure d
comfortable and stress-free reading
experience.

e o o ‘k



PENNYJUICE WEBSITE

REDESIGN - WIFEFRAME

https://www.figma.com/design/T7KHyOnosed49¢8XLHBGnI/L

ow-Fi-Wireframe?node-id=0-1&t=dqB2h9gIKhc08vmr-1
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https://www.figma.com/design/T7KHyOnosed49c8XLHBGnI/Low-Fi-Wireframe?node-id=0-1&t=dqB2h9glKhc08vmr-1
https://www.figma.com/design/T7KHyOnosed49c8XLHBGnI/Low-Fi-Wireframe?node-id=0-1&t=dqB2h9glKhc08vmr-1

- PENNYJUICE WEBSITE
REDESIGN - WIFEFRAME

Figma Link:
https://www.figma.com/design/T7KHyOnosed49¢8XLHBGnI/L
ow-Fi-Wireframe?node-id=0-1&t=dqB2h9gIKhc08vmr-1

Products About Us Contact oo Prafie

LOGO Products About Us Contact FAQs
Product Mission Address Question
Product Vision Phane # Question
Product History Email Question

Lorem ipsum dolor sit
amet, consectetur
adipiscing elit, sed do
eiusmod tempo

Back 1o Todh
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PENNYJUICE WEBSITE

https://www.figma.com/design/T7ZKHyOnosed49c8XLHBGNI/L

Sub Header

Lorerm ipeumn dolor sit amet, consectetur
adipiscing elit, sed do elusmod tampor
incididunt ut lobore et dolore mogno aligua,
Venenatis cras sed felis aget velit aliguet sogittis
id consectatur,

Learn More

REDESIGN - WIFEFRAME
Figma Link:
ow-Fi-Wireframe?node-id=0-1&t=dqB2h9gIKhc08vmr-1
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(" Testimonials

Name

Lovam psurm dolor sit amet, consectatur
adipiscing elit, sed do siusmod tempor
incididunt ut lobore et dolore maogna aligua.
Venenalis cras sed feis eget valit aliquat sagittis
id consectetur,

Name

Lorem ipsum dolor sif amel, consactalur
odipiscing eiit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliquc,
Venanatis oros sed felis egel vellt aliguet sagittis
id consectatur,
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STRUCTURE DEVELOPMENT

Products About Lis Contact

Header: The header features the company logo—which also
functions as a return-to-home button—alongside navigation links to
the Products, About Us, and Contact pages. It's completed with icons

for the shopping cart and user profile.

Landing Page: The landing page includes a large carousel with status
indicators and clear CTAs that direct users to featured product

pages.
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LOGO Products AboutUs Contact FAQs
Product Mission Address Question
Product Vigion FPhone # Question
Product History Email Question
Lorem ipsum dolor sit
amet, consectetur
adipiscing elit, sed do
eiusmod tempo
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Footer: The footer reinforces consistent branding with the company
logo and mirrors the header navigation, supporting seamless
browsing. Additional features like social media links and a “Back to

Top” button enhance the user-centric design.

Featured Product Section: This section highlights company
sponsored products. Using UX research data, we can strategically

showcase items that appeal to the widest audience.
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Hero Section: The strategic design combines informative content and
imagery to clearly communicate the unique features of the product.
This section is intended to offer a closer look at the product’s details,
giving users insight into its development and purpose.



STRUCTURE DEVELOPMENT

(" Testimonials )
Name Name
Lorerm ipsum dolor sit amet, consectetur Larerm {psum dolor sit amel, consectetur
adipiscing elit, sed do eiusmod tempor odipiscing elit, sed do eiusmod fempor
incididunt ut labore et dolore maogna aligua. incididunt ut lobore et dolore magna aligua.
Vananatis cros sed felis eget velit aliguel sagittls Venenatls cras sed felis eget vellt allguet sogittis
id consectatur, id consectatur
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Testimonials: The inclusion of testimonials from past and current
users is essential. Positive storytelling builds credibility and fosters
confidence in future users during the purchasing process.



FEATURE PLACEMENT - - —

Footer: Placed at the top for maximum
visibility, the intuitive header offers returning
users the convenience of quick navigation to
any desired page—no scrolling required.

Header

Strategically positioned icons for the P .
shopping cart and user profile streamline the : _ :
processes of completing purchases and a— S a— ;
creating accounts. L

Carousal: Positioned directly beneath the
header, this section features a full-screen b

Fam Dasarigtion Fem Dascrigion o Dascripgon

carousel that automatically cycles through S e S0 s
strategically highlighted content. With
thoughtful CTAs and compelling storytelling,
this accessible design engages all users,
creating meaningful opportunities for new
purchases.

Product Search: Following the landing page i
is an intuitive product search section
designed to showcase best-selling and
promotional items while encouraging users
to explore the full product range. With smairt,
customizable filters, users can easily and
confidently navigate the inventory to find
exactly what they need—enhancing both —
satisfaction and engagement.
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Product Highlight: Positioned below the
product search section, this area builds user
confidence by offering transparent
storytelling about their tire choices. Its
strategic placement reinforces trust and
encourages users to complete their desired
purchase.

Testimonies: To foster user connection and
build trust between the brand and its
community, a dedicated testimonial section
features authentic Google reviews and real
user experiences. This not only reinforces
brand loyalty but also instills confidence in
potential customers through social proof and
transparency.

Footer: Located at the bottom of the page,
the footer provides users with convenient
access to key pages relevant to their
inquiries. Its strategic placement supports a
complete browsing experience on each page
while offering seamless navigation to the
next destination.



Through interactive headers and a powerful search
engine, we enhance both brand recognition and
product visibility. Clear, strategically placed CTAs
guide users through a more satisfying browsing
experience. By combining thought-provoking
storytelling with professional brand imagery, we

invite a broader audience with greater accessibility.
Consistent branding and user-friendly navigation

help minimize friction, fostering a more confident and
seamless buying experience. C e



