UI/UX DESIGN
PORTFOLIO -

Optiseller Website - Umbraco



Design
process

| try to keep as close to the five steps of
Design Thinking as possible, as the user
experience design cycle can be
unpredictable. Design teams must learn to
recognise the right problem to solve.

Every project will have different user needs
and business goals. Each problem has a
different context, scope and budget.

* Empathise: Explore the problem, and
find out who your users are

e Define: Learn what the users want and
need and how the problem affects them

* Ideate: Brainstorm solutions that make
sense based on test findings

* Prototype: Create many designs based
on the ideas from ideation

* Test: Test the prototypes and find the
best solution.

=

Empathize Prototype




Optiseller

Website

Optiseller design tools to help online retailers sell
more. They improve the quality of data and make it
easier to get better results by optimising listings.

PROJECT GOAL

To improve user experience, boost SEO, and reflect a
changing brand. Outdated design, poor performance,
and a need to integrate new features and functionality.

e Qutdated design and look and feel can deter
visitors and give a poor impression of the company.

e Poor or difficult navigation can frustrate users and
lead them to leave the site.

* Websites not optimised for mobile devices are a
turn-off to users and can negatively impact SEO.

e A slow website can lead to high bounce rates and
loss of potential customers.

* A poorly designed site that is hard to use and
understand will negatively impact the user

experience.

Grow your business
with a suite of insight-
driven tools & services
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OBJECTIVES & DELIVERABLES

e Brand Evolution: If the company has rebranded or
updated its visual identity, the website should reflect
these changes.

e New Products or Services: A redesign can highlight
new offerings and showcase how they align with the

company's overall brand.



Design review

Current website evaluation, what works and what doesn’t -
assumptions from my professional point of view.

WHAT WORKS WHAT COULD BE IMPROVED

€) Surveys are relatively short and ask for the Not enough information on tools and services pages
relevant most important data. for each subscription type.

€ Information about pricing and subscription Look and feel needs to be more modern and
types are clear. engaging to aid conversion compared to competitors.

€ Landing pages and offers are ranking well The branding is very old fashioned and doesn't fit
in search. with the tech/dev tone of voice for the business.

€ Contentis informative and reads well, Number of pages that take longer than they should to
sometimes quite technical and specific. load, heavy graphic size, can be lightened.

€ Blog articles are easy to discover, well Navigation can be confusing to find certain content.

written and provide useful information.
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User research
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Analytics

| want to measure performance by tracking conversions

and observing users’ behaviour in analytics systems.

GOOGLE ANALYTICS

I've set up goals and tracking conversions in Google
Analytics on different actions taken across the website:
investigating why 14% of website visitors are dropping-
off during checkout, optimising those conversions by
applying various persuasive UX design techniques.

CLARITY - HEATMAPS & RECORDINGS

| observe replays of visitors’ page journeys in Clarity —
getting behavioural insights that helped me to pinpoint
issues, which otherwise would be difficult to notice.
Also tracking user mouse actions and click through
heatmapping.
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€) Google Analytics event tracking showed 72% of visitors
used the new sign posting hero on homepage, as
navigation to find content.



Card Sorting

I want to ensure the website’s content is well organised to
make it easy to discover and navigate through.

SETTING UP GOALS

| set up two different tests to monitor how users would
group and organise pages and content. The recruited
candidates were sent an email with guidance and
instructions on how to carry out the study. Sorting the
cards and arranging categories into levels using the
labels that they may or may not belong under.

OPTIMAL WORKSHOP

The results from these tests were mainly clear with just a
few discrepancies were two of the pages did not fall
into the same pattern as the majority of recruiters. The
data captured gave my informed decision to test with a
visual wireframe/prototype representation.
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Design handover

To make sure design is implemented to the best
standard possible by liaising regularly with dev teams.

WORKING TOGETHER

| work closely with the development team through to project
completion to ensure they have support for any design
decisions that are required.

Reusable Ul elements reduce the need to reinvent the wheel
and ensure a consistent user experience across platforms.

Grow your eCommerce
business faster with
Optiseller Insights

Leverage Optiseller's industry-leading product research,

Al-powered data optimization and analytics to launch * L
and grow your eBay business. rm—
] ‘%4 > +48%
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Get Started Baok a Call

Total Sales
£124,000

(Try it FREE for 14-days, cancel anytime)

Make every business decision count

We know you don't have time to analyse, optimise and strategise your eBay listings. So we've done it for you
Harness the power of data-driven insights to turbacharge profitability on eBay. Optimize product listings, elevate
marketing strategies, and cultivate stellar customer reviews, all while confidently guiding stakeholders with
ana\yrn‘;-bacxeﬂ decisions. Streamline your operations with 20+ tools and services.
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Increase Sales and
Listing Quality on
eBay!

Using Optiseller and Orange Connex together is your
secret weapon for eBay success. Our data platform and
powerful tools help sellers improve listings and increase
traffic and sales.

Marketplaces (7%)

Sellers (62%)

Products (77%)

e
17%

increase in avg length
and quality of titles

"N ORANGE
CONNEX

79% of listings
optimised for high
visibility on eBay

searches and fiters

39% increase

Keywords

GMV YoY Increase
£104,000

Orange Connex customers receive a Free Data Audit,
Introduction Call and 14-Day Free Trial - Contact us Today!
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help in search visibility
across listings using



Handover cont...
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Parts & Accessories
Accelerate the growth of your business ond boost your soles by mazching auta
parts with more relevant searches ond help mm:myuvrmwmm
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VEHICLE PARTS & ACCESSORIES
Make sure you're in pole position with optimised data that ﬁ
puts your products in front of the right buyers :
The werld of selling vehicle parts and accessories online continues to boom. With demand increasing across a
wider range of vehicles and manufacturers, you can't afford 1o miss out on sales oppoertunities, And it all starts

with your data, The batter your data is, the better your chance of success,

Data shows an average of 27% increase in sellers conversion rate when using tha Parts Compatihility Finder.
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#5ell more. Stress less

Adding eBay Iltem
Specifics will provide a
) major increase in 5
ey Gl search & sales Ll lrf

Item specifics tell buyers what you're selling, are crucial to
your search visibility and sales, and are required by eBay in
different categories
eBay require key Izem Specifics in a number of different categaries, Withour this Informarion, you wan't be able to

pubsish nevs, manually relisted or revised listings, Buyers' increasing use of search filters means that adding the
right Item Specifics can provide more sales - wsing the tool is an efficient way ta help your business grow.
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¢ Grow your business
7 with a suite of insight-
~ driven tools & services
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Brand Owner

See who, what and
where your Brand is .
being sold [

Understand your Brand, the Products, Sellers and
Categories that matter. Make data-driven decisions,
automate workflows, and benchmark against your

competitors.

P

Counterfeits

+64%

Understand who is selling your products |

Identify if a merchant or seller should be selling your brand. We offer everything from Fashion, Electronics, Parts &
Accessories and Home & Garden. Each item is carefully curated to ensure quality and value, making your shopping
experience seamless and enjoyable




Contact me

Paul Gillespie
Ul/UX Designer

07880 645 788
paul@qillespiecreative.co.uk

linkedin.com/in/paul-gillespie-19889916




