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model that brings ! fashion inspiration in a matter of weeks to out customers across the world” (Boohoo, 2020)
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-Integrate the advanced technology to create
‘omnichannel retaling and win customers’
retention

~Thelocations of physical stores will be
‘major metropolis as online channel will till
be the major channel

-Increase the pop-up events in key cities
-building multifunctional physical stores with
Unique store layout so customers

can shop with excitement

-Improve the product information accuracy.
Interactive user experience via deploying
latesttechnology

-Userfriendly website navigation
-Improve the system capacity and data
security for high transactional volumes
~setting up the reviews section on
products’ page

-New collaboration on animal welfare
-Examine the current products in terms of
sustainability and launch sustainable product
collection

~Offering bags and packaging that was
plant-based or biodegradable plastic
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BRAND CONCEPT OUTPUT
-BOOHOO WEBSITE REDESIGN

Because  design trends change and
technology advances, 1.5-2.5 years is the
average amount of time that a redesign
will feel ‘fresh” and  competitive
(Owoyele, 2017). Bearing the factors that
determine the outcomes in mind, | have
developed a new website accommodating
for new or amended products and
services so that the outdated website
could be updated according to the
strategic direction, moreover, the new
website page will be presenting powerful
products with a clean, friendly, and fun
design via eliminating  redundant
categories.

CONCEPT:

Interactive user experience

Latest technology

Digital PR campaign

Inspirational sharing
friendly website
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- Improve Customer Satisfaction improve | )
average user (customer/member/patient) Jp— ST,
satisfaction by 10% (measured using surveys | 1| . 5 \—‘ T O
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= Improve Sales Conversion Rate increase eEm
the website’s conversion rate by 5% (with the ]
same amount of traffic) ( - B e
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- Increase Awareness Improve new
roduct awareness by 10% (measured by.
D ey oo e — Mot OR THEREDESIGN 2021)
- Reduce rate of return Reduce the P2 Nvz T RAT T e
average amountof etums by 10% withthe o
same amount of product sold)
- Reduce Time to Complete a Task Redlice |
the average time it takes to complete a task Setagoal  (UCD)user-  Ulredesign Revamped ~ Content
20% (measured through usability testing centered design wireframes & layout

or analytics)
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consumer perception(Davis, 2007).




