
Last Week’s Homework 

“You	
  can	
  observe	
  a	
  lot	
  by	
  just	
  watching.”	
  
-­‐Yogi	
  Berra.	
  

Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



The	
  Assignment:	
  
•  What	
  did	
  you	
  no=ce?	
  
•  Describe	
  the	
  Aesthe=c	
  
•  Who	
  does	
  this	
  appeal	
  to?	
  
•  Wayfinding/Easy	
  to	
  find	
  things?/Signage	
  
•  How	
  do	
  they	
  convince	
  you	
  to	
  try/buy?	
  
•  Well-­‐designed	
  features	
  of	
  the	
  store?	
  
•  Why	
  do	
  people	
  shop	
  here?	
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Whole Foods First	
  Impressions	
  



Whole Foods First	
  Impressions	
  

Colorful	
   Alive	
  
Natural	
  
(Plants,	
  
Flowers)	
  

“Handmade”	
  	
  
feeling	
  

Neat	
  &	
  	
  
Organized	
  

Specials	
  &	
  	
  
Sales	
  

Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Whole Foods Aesthe=c	
  



Whole Foods 

Rus=c	
  yet	
  	
  
refined	
  

SoV,	
  	
  
lots	
  of	
  	
  
curves	
  

Light:	
  not	
  as	
  
fluorescent	
  
as	
  other	
  
grocers	
  

Warm,	
  	
  
Muted	
  
colors	
  

Aesthe=c	
  

“Arty”	
  	
  
elements	
  

Sophis=cated,	
  
Upscale	
  

Folksy,	
  	
  
earnest	
  vibe	
  

Tidy	
  &	
  
unclu\ered	
  

Leisurely,	
  yet	
  
convenient	
  

Earthy,	
  	
  
natural	
  	
  
materials	
  

Be	
  cool,	
  don’t	
  steal	
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Whole Foods Wayfinding	
  



Whole Foods 

Lots	
  of	
  nooks,	
  
seems	
  they	
  want	
  
you	
  to	
  explore	
  
rather	
  than	
  simply	
  
get	
  in	
  &	
  out	
  

Layout	
  breaks	
  
some	
  grocery	
  store	
  
conven=ons:	
  	
  
bumpouts;	
  store	
  
within	
  a	
  store	
  

Lots	
  of	
  signage	
  
(too	
  much?)	
  

Wayfinding	
  

Be	
  cool,	
  don’t	
  steal	
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Whole Foods Featured	
  &	
  sale	
  products	
  



Whole Foods 

Handwri\en,	
  yet	
  
standardized	
  
“chalkboard”	
  
signs	
  

End-­‐of-­‐aisle	
  
bump-­‐outs	
  with	
  
merchandiza=on	
  

Many	
  different	
  
types	
  of	
  signs	
  for	
  
sale	
  &	
  featured	
  
items	
  

Featured	
  &	
  sale	
  products	
  

Background/
explanatory	
  
product	
  signage	
  

Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Whole Foods Trying	
  new	
  products	
  



Whole Foods 

Featured	
  items	
  with	
  
invi=ng	
  displays	
  

Storytelling	
  &	
  
copywri=ng	
  
appeals	
  to	
  your	
  
emo=ons	
  

Trying	
  new	
  products	
  

Sales	
  &	
  Special	
  
Promo=ons	
  	
  

Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Whole Foods Store	
  Features	
  



Whole Foods 

Lots	
  of	
  hangout	
  
areas	
  to	
  
encourage	
  
lingering	
  

Neighborhood-­‐y;	
  
Community-­‐
minded	
  

Store	
  Features	
  

Whimsical	
  
merchandising	
  

Explana=ons	
  
behind	
  products/
producers	
  to	
  build	
  
trust	
  &	
  value	
  

Mission	
  is	
  
upfront	
  and	
  
center	
  

Appealing	
  &	
  
consistent	
  language	
  
&	
  messaging	
  



Whole Foods 

Atmosphere:	
  
Fun	
  instead	
  
of	
  a	
  chore	
  

Cer=fica=ons	
  
build	
  
confidence	
  

Why	
  shop	
  here?	
  

Produce	
  
looks	
  
superior/
high-­‐quality	
  

Emphasis	
  on	
  
Convenience	
  

Lots	
  of	
  
help	
  &	
  
assistance	
  

Customer	
  	
  
focus	
  

Feel	
  like	
  
you’re	
  
“doing	
  
good”	
  by	
  
buying	
  

Bragging	
  
rights	
  

Feels	
  
integrated	
  
with	
  
community	
  

Large	
  
selec=on	
  	
  
&	
  choice	
   Be	
  cool,	
  don’t	
  steal	
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How do we (can we?) 
translate this to a website? 
 

Online vs. Offline 

Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Online Equivalents Color	
  PaleGe;	
  Organiza=on	
  

h\p://www.bristolfarms.com/	
  
Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Online Equivalents Color	
  PaleGe;	
  Organiza=on	
  

h\p://www.waitrose.com/	
  
Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Value	
  Proposi=on	
  

h\p://www.ocado.com/webshop/startWebshop.do	
  
Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Online Equivalents Value	
  Proposi=on	
  

h\p://www.nimanranch.com/Index.aspx	
  
Be	
  cool,	
  don’t	
  steal	
  
uxdesignstrategy.com	
  



Online Equivalents Personality	
  +	
  Branding	
  

h\p://www.abelandcole.co.uk/	
  
Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Personality	
  +	
  Branding	
  

h\p://www.biscuiteers.com/	
   Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Personality	
  +	
  Branding	
  

h\p://www.formanandfield.com/	
   Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Featured	
  Products	
  

h\p://www.natoora.co.uk/shop/	
   Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Help	
  &	
  Support	
  

h\p://www.seamless.com/	
   Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Categories	
  &	
  Descrip=ons	
  

h\p://www.daylesfordorganic.com/	
   Be	
  cool,	
  don’t	
  steal	
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Online Equivalents Categories	
  &	
  Descrip=ons	
  

h\p://www.gourmeaoodstore.com/	
   Be	
  cool,	
  don’t	
  steal	
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Online Equivalents 

h\p://www.wes=ngourmet.co.uk/	
  

Language	
  &	
  Messaging	
  

Be	
  cool,	
  don’t	
  steal	
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