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Executive	  Summary	  
	  

While	  the	  NOWBC	  site	  is	  entirely	  functional,	  its	  user	  experience	  
could	  be	  refined	  to	  help	  attract	  new	  customer	  and	  encourage	  
repeat	  orders	  from	  current	  customers.	  	  The	  most	  important	  take-‐
away	  is	  that	  although	  NOWBC	  is	  almost	  a	  purely	  online	  service,	  it	  
does	  not	  follow	  the	  conventions	  of	  an	  ecommerce	  storefront	  
therefore	  leading	  to	  customer	  confusion.	  
	  
Considering	  NOWBC’s	  resource	  &	  budget	  constraints,	  I	  have	  
broken	  down	  the	  design	  work	  into	  three	  phases	  so	  that	  the	  most	  
critical	  issues	  can	  be	  tackled	  first.	  
	  
The	  following	  slides	  summarize	  the	  areas	  that	  could	  benefit	  from	  
modifications.	  
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Phase	  1:	  Redefine	  visitor	  experience	  
	  

Sections	  impacted:	  	  
Home	  Page,	  Navigation	  &	  Explanatory	  Content	  	  
	  
Goal:	  	  
Create	  a	  better	  entry	  experience	  for	  new	  visitors	  to	  encourage	  
sign	  up/purchase	  
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Issues	  

4	  

Solutions	  

Finding	  the	  NOWBC	  site	  

•  While	  NOWBC	  appears	  as	  the	  top	  
result	  for	  “online	  farmers	  market,”	  
most	  users	  are	  unlikely	  to	  use	  those	  
terms	  

•  More	  common	  terms	  such	  as	  
“organic	  vegetables	  vancouver”	  
does	  not	  net	  any	  results	  

•  Determine	  how	  most	  users	  discover	  
the	  service	  

•  If	  search	  engine	  is	  a	  common	  way,	  
look	  into	  ways	  of	  beefing	  up	  SEO	  so	  
NOWBC	  makes	  it	  to	  the	  first	  page	  of	  
results	  
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Issues	  

5	  

Solutions	  

First	  Impressions	  |	  Home	  Page	  

•  Appears	  to	  be	  a	  blog	  rather	  than	  an	  
online	  store;	  no	  clear	  branding;	  not	  
obvious	  that	  it’s	  organic	  

•  Unclear	  “Call	  to	  Action”	  (Where	  
should	  users	  click?)	  for	  visitors	  

•  Lacks	  Sign	  In	  for	  current	  members	  
•  Content	  varies	  widely	  and	  lacks	  

hierarchy	  (recipes,	  new	  services,	  
messaging);	  lacks	  promo	  area	  

•  Social	  networking	  and	  contact	  lost	  	  
•  Lacks	  engaging	  visual	  content	  
•  Navigation	  potentially	  confusing	  

•  Make	  it	  very	  obvious	  to	  users	  what	  
the	  site	  is	  for	  and	  that	  it’s	  organic	  

•  Clearly	  communicate	  what	  the	  
value	  proposition	  (why	  user	  should	  
choose	  NOWBC;	  its	  benefits;	  its	  
values)	  and	  the	  NOWBC	  brand	  

•  Create	  fast	  entry	  points	  for	  both	  
visitors	  and	  returning	  members	  

•  Place	  blog-‐like	  content	  elsewhere	  
•  Create	  an	  easily	  updatable	  “banner”	  

space	  for	  products/news	  
•  Prioritize	  and	  organize	  the	  

navigation	  and	  content	  
•  Update	  look/feel	  of	  the	  layout	  and	  

navigation;	  increase	  white	  space	  
•  Include	  visual	  content	  as	  well	  
•  Increase	  “Contact	  Us”	  visibility	   ©uxdesignstrategy.com	  



1.1	   Visual	  Design:	  In	  contrast,	  Freshdirect	  has	  a	  good	  balance	  
between	  the	  use	  of	  color	  and	  white	  space.	  	  The	  “chunked”	  
grid	  layout	  reduces	  cognitive	  load,	  allowing	  the	  customer’s	  
eye	  to	  easily	  parse	  relevant	  information.	  	  The	  use	  of	  
different	  typefaces,	  kinds	  of	  content	  (including	  quotes)	  and	  
sizes	  of	  imagery	  also	  help	  break	  up	  the	  content	  making	  it	  
enjoyable	  to	  read	  and	  take	  in.	  	  	  

1.2	   Value	  Prop:	  Fresh	  Direct	  summarizes	  its	  service	  with	  a	  
short	  tagline	  (“groceries	  delivered	  to	  your	  door”)	  and	  then	  
includes	  some	  details	  and	  links	  that	  most	  customers	  will	  
want	  to	  know	  right	  off	  the	  bat	  (what	  type	  of	  products?	  How	  
much	  does	  it	  cost?	  What	  do	  I	  do	  next?)	  .	  

1.3	   New/Returning	  Customer:	  The	  login	  information	  has	  key	  
positioning.	  Web	  convention	  typically	  places	  less	  of	  an	  
emphasis	  on	  current	  customer	  login,	  and	  is	  often	  accessible	  
on	  the	  upper	  right.	  	  
	  
Even	  though	  Freshdirect	  also	  requires	  a	  zip	  code	  prior	  to	  
browsing	  their	  catalog,	  a	  prospective	  customer	  gets	  a	  feel	  
for	  the	  types	  of	  products	  they	  have	  by	  scanning	  the	  home	  
page	  (meat,	  vegetables,	  fresh	  bread,	  prepared	  meals).	  	  
Furthermore,	  the	  choice	  of	  imagery,	  products,	  and	  text	  
used	  gives	  the	  site	  an	  “upscale”	  feel	  –	  while	  at	  the	  same	  
time	  highlighting	  potential	  savings	  &	  discounts	  –	  making	  it	  
clear	  what	  the	  brand	  is	  about.	  
	  

Home	  Page	  –	  Fresh	  Direct	  Example	  
1.1	  

1.2	  

1.3	  

Source:	  www.freshdirect.com/	  
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1.4	   Contact:	  Contact	  information	  is	  provided	  directly	  on	  the	  
home	  page,	  offering	  reassurance	  to	  users	  that	  they	  can	  
reach	  someone	  with	  their	  questions.	  It	  is	  clear	  that	  if	  a	  
customer	  has	  questions,	  they	  can	  either	  email	  or	  phone.	  	  	  

1.5	   Social	  Icons:	  Social	  Icons	  are	  consistent	  with	  the	  design	  of	  
the	  rest	  of	  the	  page	  and	  have	  their	  own	  titled	  section.	  	  

1.4	  

1.5	  

Home	  Page	  –	  Fresh	  Direct	  Example	  (con’t)	  

Source:	  www.freshdirect.com/	  
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Home	  Page	  –	  Forman	  &	  Field	  Example	  

Source:	  www.formanandfield.com/	  

1.1	   Visual	  Design:	  Forman	  and	  Field	  also	  has	  good	  use	  of	  color	  
and	  white	  space.	  	  Large	  banner	  features	  an	  evocative	  image	  
enticing	  the	  visitor	  to	  explore.	  

1.2	   Video:	  For	  those	  users	  who	  do	  not	  like	  to	  read,	  video	  
content	  is	  offered	  up.	  	  

1.3,	  
1.4	  

Value	  Proposition:	  Short	  slogan	  gives	  a	  user	  good	  insight	  
as	  to	  the	  purpose	  of	  the	  site	  and	  why	  they	  may	  want	  to	  use	  
their	  service.	  	  “Express	  Delivery”	  supplements	  this	  message.	  

1.1	  

1.2	   1.4	  

1.3	  

©uxdesignstrategy.com	  



1.1	   Clear	  call-‐to-‐action:	  Visual	  design	  makes	  it	  clear	  what	  
visitors	  should	  do.	  

1.2	   Value	  Proposition:	  Easy	  to	  digest	  and	  find.	  

1.3	   Social	  networking	  icons:	  Called	  out	  in	  an	  unobtrusive	  (yet	  
still	  noticeable)	  way	  and	  contained	  within	  its	  own	  titled	  
section.	  

1.1	   1.2	  

1.3	  

Home	  Page	  –	  Seamless	  Example	  

Source	  :	  www.seamless.com	  
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Issues	  

10	  

Solutions	  

About	  Us	  

•  Mission	  Statement	  is	  hard	  to	  find	  
•  Typically	  “About	  Us”	  is	  limited	  to	  

one	  page	  and	  provides	  background	  
on	  the	  organization	  –	  this	  site	  has	  
four	  pages	  that	  aren’t	  related	  

•  “About	  Us”	  is	  usually	  strongly	  linked	  
to	  the	  brand	  

•  As	  a	  result	  some	  good	  content	  is	  
being	  buried	  or	  lost	  

•  “Get	  Involved/Volunteer”	  seems	  
redundant	  after	  “About	  Us/Staff	  &	  
Volunteers”	  

•  Restructure	  and	  possibly	  merge	  
these	  two	  sections	  

•  NOWBC	  brand	  could	  be	  
strengthened	  by	  creating	  a	  story	  
that	  complements	  look/feel	  

•  “About	  Us”	  could	  provide	  
information	  about	  the	  origins	  and	  
mission	  statement	  of	  the	  
organization	  and	  perhaps	  feature	  
some	  key	  individuals/volunteers	  

•  “Ethics”	  type	  information	  (Farmers,	  
Partners)	  could	  be	  merged.	  	  Some	  
content	  could	  be	  surfaced	  up	  in	  the	  
home	  page	  value	  prop	  

•  Information	  about	  the	  Farms	  &	  
Suppliers	  could	  be	  linked	  from	  
product	  pages	  instead	   ©uxdesignstrategy.com	  



Atmosphere:	  
Like	  the	  Farmer’s	  
Market	  it’s	  fun	  
instead	  of	  a	  
chore	  

Fresh,	  
superior	  &	  
high-‐quality	  
goods	  

Convenient	  
yet	  ethical/	  
organic	  

Friendly,	  
helpful	  
and	  down-‐
to-‐earth	  

Local	  
producers	  
receive	  more	  
in	  their	  
pockets	  	  

Become	  
integrated	  
with	  your	  
community	  

Seasonal	  and	  
local	  focus	  
helps	  you	  make	  
the	  “right”	  
choice	  

Possible	  NOWBC	  Value	  Proposition	  

Neighbour	  
hood-‐y	   Not	  for	  profit	  
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NOWBC	  home	  page	  inspiration	  
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NOWBC	  home	  page	  inspiration	  
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About	  Us	  &	  Value	  Prop	  -‐	  Examples	  

Source:	  www.nimanranch.com	   1.1	   Value	  Proposition:	  Niman	  Ranch	  breaks	  up	  their	  “story”	  
into	  four	  easy-‐to-‐digest	  parts,	  taking	  care	  to	  mix	  imagery	  
and	  copywriting.	  

1.1	  
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About	  Us	  -‐	  Examples	  

Source:	  Whole	  Foods	  	  
retail	  store	  in	  Vancouver	  

1.1	   Value	  Proposition:	  Whole	  Foods	  peppers	  their	  store	  with	  
signage	  that	  likewise	  “tells	  a	  story.”	  	  While	  their	  mission	  
statement	  is	  painted	  in	  the	  café	  area,	  additional	  signage	  
points	  to	  their	  involvement	  in	  the	  community,	  relationships	  
wiith	  local	  producers,	  and	  generally	  makes	  their	  consumers	  
feel	  like	  they	  are	  affecting	  change	  simply	  by	  shopping	  there.	  

1.1	  
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Source:	  www.ocado.com/	  

Value	  Prop	  -‐	  Examples	  

1.1	   Value	  Proposition:	  Ocado	  marries	  their	  value	  prop	  with	  a	  
simple	  overview	  of	  how	  their	  service	  works.	  	  The	  
iconography	  broken	  down	  into	  four	  short	  steps	  makes	  it	  
very	  appealing	  for	  users	  to	  tell	  if	  the	  site/service	  is	  for	  them.	  	  
A	  user	  may	  mouse	  over	  each	  section	  (“Easy	  to	  start	  
shopping,”	  “Everyday	  value,”	  Award-‐winning	  service”)	  to	  
reveal	  the	  short	  bullet	  points	  around	  each	  topic.	  

1.1	  
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Source:	  www.waitrose.com/	  

Value	  Prop	  -‐	  Examples	  

1.1	   Value	  Proposition:	  Although	  Waitrose	  is	  a	  large	  UK	  grocer,	  
we	  can	  learn	  from	  how	  they	  have	  provided	  a	  very	  simple	  
and	  visual	  way	  of	  “selling”	  their	  service	  to	  a	  site	  visitor.	  

1.1	  
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Source:	  www.bristolfarms.com	  

Branding	  -‐	  Examples	  

1.1	   Branding:	  Although	  Bristol	  Farms’	  site	  structure	  isn’t	  
completely	  ideal,	  the	  color	  palette	  and	  tone	  of	  this	  
American	  grocer	  is	  very	  much	  similar	  to	  NOWBC’s.	  

1.1	  
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Source:	  www.biscuiteers.com/	  

Branding	  -‐	  Examples	  

1.1	   Branding:	  While	  Biscuiteers	  clearly	  sells	  a	  very	  diffierent	  
type	  of	  product	  (and	  likewise	  has	  a	  different	  user	  in	  	  mind	  
from	  NOWBC),	  this	  is	  a	  great	  example	  of	  how	  all	  of	  the	  
elements	  on	  the	  page	  work	  together	  to	  tell	  a	  story	  and	  give	  
a	  general	  impression	  of	  the	  site	  and	  product.	  

1.1	  
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20	  

Solutions	  

Misc.	  Observation	  –	  Organization	  Name	  

•  The	  use	  of	  both	  NOWBC	  and	  
Neighbours	  Organic	  Weekly	  Co-‐op	  
is	  potentially	  confusing	  

•  This	  also	  becomes	  confusing	  when	  
it	  comes	  time	  to	  set	  up	  online	  
payment	  

•  “Online	  Farmers	  Market”	  is	  easy	  to	  
miss	  with	  so	  much	  copy	  surrounding	  
it	  

•  Choose	  one	  term	  or	  the	  other	  for	  
use	  throughout	  the	  site.	  	  If	  the	  
acronym	  is	  chosen,	  then	  the	  
explanation	  behind	  the	  acronym	  
could	  appear	  in	  “About	  Us”	  for	  
example	  

•  The	  concept	  of	  an	  online	  farmer’s	  
market	  could	  appear	  in	  the	  value	  
prop	  statements	  and	  “How	  it	  
Works”	  section	  making	  the	  concept	  
of	  “open”	  and	  “closed”	  ordering	  
times	  more	  easy	  to	  digest	  
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Issues	  

21	  

Solutions	  

Login	  |	  Sign	  Up	  

•  ”Login”	  link	  is	  buried	  in	  drop-‐down	  	  
menu	  making	  it	  difficult	  to	  find	  

•  “Login”	  and	  “Create	  an	  Account”	  is	  
somewhat	  redundant	  as	  “Create	  an	  
Account”	  just	  introduces	  the	  same	  
option	  again	  on	  a	  page	  (Create	  
Account	  and	  Sign	  In)	  

•  Terms	  (“Create	  an	  Account”	  &	  
“Register”)	  are	  a	  potentially	  
confusing	  -‐	  What	  is	  it	  for?	  	  	  

•  Also	  form	  is	  quite	  lengthy	  	  

•  Remove	  Login	  &	  Sign	  Up	  pages	  and	  
instead	  link	  from	  home	  page	  

•  Clearly	  convey	  what	  user	  is	  signing	  
up	  for	  (to	  buy	  NOWBC	  products)	  

•  Repeatedly	  link	  to	  “Sign	  Up”	  
throughout	  Getting	  Started	  content	  

•  Retool	  and	  streamline	  Sign	  Up	  form,	  
ensuring	  that	  it	  contains	  only	  
absolutely	  necessary	  fields	  

©uxdesignstrategy.com	  



Login	  |	  Sign	  Up	  -‐	  Examples	  

Spud.ca	  –	  Sign	  Up	  “CTA”	  

Abel	  &	  Cole	  (UK)–Sign	  Up	  	  &	  Log	  In	  “CTA”	  

Fresh	  Direct	  –	  Check	  &	  Log	  In	  “CTA”	  

©uxdesignstrategy.com	  
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Sign	  Up	  form	  

•  Most	  sites	  prompt	  for	  sign	  up	  after	  
users	  have	  added	  items	  to	  a	  cart	  

•  Delivery	  Depot	  choice	  is	  a	  potential	  
stumbling	  block	  

•  Co-‐op	  membership	  is	  also	  
potentially	  confusing	  and	  doesn’t	  
link	  to	  relevant	  information	  to	  guide	  
user’s	  decision-‐making	  

•  Newsletter	  opt-‐in	  likewise	  doesn’t	  
provide	  any	  information	  

•  “X	  requests	  since	  January	  2005”	  text	  
is	  also	  confusing	  

•  Make	  it	  more	  obvious	  that	  visitors	  
can	  add	  items	  to	  cart	  and	  then	  sign	  
up	  

•  Remove	  unnecessary	  information	  
(i.e.	  fax	  number,	  possibly	  home	  
address)	  

•  Make	  it	  much	  easier	  for	  user	  to	  
successfully	  find/choose	  depot	  

•  Consider	  placing	  co-‐op	  member	  info	  
elsewhere	  –	  perhaps	  in	  Checkout	  
(offered	  as	  an	  upsell)	  

•  Provide	  more	  explanatory	  
information	  about	  newsletter	  as	  
well	  as	  privacy/opt-‐out	  information	  
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Solutions	  

Main	  Navigation	  

•  “Shop	  the	  Market”	  is	  lost	  on	  the	  
page	  and	  drop-‐down	  menu	  options	  
makes	  it	  seem	  needlessly	  
complicated;	  Naming	  is	  confusing	  

•  “How	  it	  works”	  also	  seems	  very	  
complicated	  

•  Some	  options	  (like	  “Reusable	  
Packaging”)	  could	  be	  better	  
categorized	  

•  Font	  size	  is	  too	  small;	  type	  runs	  off	  
•  Important	  content	  (i.e.	  “Getting	  

Started”)	  should	  be	  surfaced	  up	  

•  Simplify	  to	  “Shop”	  making	  it	  front	  
and	  center	  on	  the	  home	  page	  
(feature	  some	  products	  directly)	  

•  A	  high-‐level	  version	  of	  “How	  it	  
Works”	  should	  be	  featured	  in	  main	  
“banner”	  space	  

•  Recategorize	  and	  rename	  titles	  
using	  familiar	  terminology	  

•  Increase	  navigation	  area	  and	  font	  
•  Ensure	  that	  menu	  is	  large	  enough	  to	  

accommodate	  full	  names	  
•  Analyze	  what	  information	  is	  most	  

critical	  (&	  causes	  the	  most	  questions	  
for	  new	  visitors)	  and	  condense	  it	  
down	  to	  one	  simplified	  page	  rather	  
than	  several	  pages	   ©uxdesignstrategy.com	  



Issues	  

25	  

Solutions	  

Navigation	  |	  Sub-‐Pages	  

•  Blank	  sub-‐pages	  (“Partners”)	  cause	  
confusion	  leading	  users	  to	  believe	  
something	  is	  broken	  

•  Clicking	  “Farms	  &	  
Suppliers”	  (without	  clicking	  on	  farm	  
name))	  also	  leads	  to	  blank	  page	  

•  Pages	  that	  just	  link	  to	  pdfs	  take	  
users	  away	  from	  the	  site,	  possibly	  
making	  it	  difficult	  to	  successfully	  
navigate	  back	  and	  resume	  activity	  
(or	  remember	  what	  they	  were	  

•  Eliminate	  all	  empty	  pages	  
•  Use	  of	  pdfs	  should	  be	  avoided	  

whenever	  possible—migrate	  
content	  directly	  to	  website.	  	  
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Getting	  Started	  |	  Overview	  

•  Too	  much	  copy	  leads	  to	  the	  
impression	  that	  joining	  and	  using	  is	  
a	  very	  complicated	  process	  

•  The	  number	  of	  steps	  (Finding	  
Depot,	  Creating	  Account,	  Placing	  
Order,	  Picking	  Up,	  Payment)	  further	  
increases	  complexity	  

•  Important	  content	  should	  be	  
surfaced	  up	  to	  home	  page	  

•  Create	  a	  simplified	  “Get	  Started”	  
section	  with	  very	  short	  content	  
“chunks”	  

•  Reduce	  copy	  and	  include	  visuals	  
such	  as	  an	  easy-‐to-‐understand	  Step	  
1/2/3	  diagram	  

•  If	  certain	  sections	  still	  need	  a	  lot	  of	  
detail,	  consider	  “hiding”	  detailed	  
information	  	  in	  a	  disclosure	  panel	  
that	  a	  user	  can	  open/close	  

•  Create	  a	  very	  brief	  overview	  that	  
can	  be	  included	  (or	  linked	  to)	  from	  
the	  home	  page	  
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Getting	  Started	  |	  Finding	  a	  Depot	  

•  “Delivery	  Depot”	  has	  no	  context	  –	  
What	  is	  it?	  	  What	  can	  a	  user	  expect	  
when	  picking	  up?	  

•  Google	  Map	  link	  becomes	  buried	  in	  
the	  text	  and	  is	  easily	  overlooked	  

•  Likewise	  for	  “Contact”	  link	  for	  new	  
delivery	  depots	  

•  Grid	  is	  not	  easily	  scannable	  because	  
all	  information	  is	  treated	  equally	  

•  Provide	  a	  BRIEF	  explanation	  about	  
the	  depot	  and	  how	  it	  works	  (and	  
possibly	  any	  FAQS	  or	  even	  photos	  
of	  depots	  to	  overcome	  any	  common	  
concerns)	  

•  Call	  out	  the	  Google	  Map	  link	  or	  
better	  yet,	  default	  to	  Map	  view	  

•  Reorganize	  Depot	  Grid	  and	  
highlight	  and	  visually	  emphasize	  
most	  information	  (Address,	  Delivery	  
Time)	  

•  Cluster	  less	  important	  information	  
(Host	  name,	  email	  address)	  and	  put	  
less	  visual	  emphasis	  on	  this	  
information	  

•  Investigate	  if	  “Find	  location	  closest	  
to	  me”	  function	  is	  viable	  
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Getting	  Started	  |	  Payment	  

•  Lengthy	  copy	  in	  long	  blocks	  of	  text	  
make	  it	  difficult	  to	  understand	  what	  
to	  do	  

•  Seeming	  lack	  of	  convenient	  
payment	  options	  (i.e.	  credit,	  debit,	  
bank	  logos)	  may	  be	  unappealing	  to	  
users	  

•  Most	  sites	  do	  not	  tell	  users	  how	  to	  
pay,	  they	  simply	  expect	  to	  enter	  
payment	  information	  when	  they	  
checkout	  

•  Include	  a	  very	  brief	  overview	  of	  
payment	  options	  in	  the	  “Get	  
Started”	  section	  

•  Provide	  lengthier	  details	  at	  the	  end	  
of	  checkout	  where	  users	  expect	  to	  
encounter	  it	  

•  Break	  content	  down	  into	  easy-‐to-‐
follow	  steps	  (i.e.	  1.	  Add	  NOWBC	  as	  a	  
Payee	  2.	  Add	  your	  account	  #	  in	  the	  
“details”)	  and	  consider	  adding	  
screenshots	  

•  Provide	  familiar	  labels	  and	  logos	  to	  
users,	  i.e.	  “Debit”	  and	  using	  bank’s	  
logos	  for	  quick	  recognition	  
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Getting	  Started	  |	  Questions	  

•  “Questions”	  leads	  users	  to	  believe	  
common	  visitor	  questions	  (FAQ)	  	  
will	  be	  answered	  here	  

•  However,	  these	  are	  questions	  that	  
relate	  to	  post-‐order	  activities	  

•  If	  there	  are	  set	  of	  common	  Visitor	  or	  
New	  User	  questions,	  create	  a	  short	  
FAQ	  in	  the	  Getting	  Started	  section	  

•  For	  post-‐order	  questions,	  create	  a	  
separate	  section	  and	  label	  it	  as	  such	  

•  Consider	  placing	  this	  content	  in	  a	  
“Welcome”	  email	  that	  is	  sent	  out	  
once	  a	  user	  signs	  up	  and	  places	  their	  
first	  order	  
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Source:	  www.seamless.com/	  

Getting	  Started	  |	  Questions	  -‐	  Example	  

1.1	   Help:	  Customer	  support,	  Help	  and	  “How	  it	  Works”	  are	  all	  
featured	  prominently	  on	  the	  home	  page	  to	  reassure	  
customers.	  

1.1	  
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Source:	  www.farmigo.com	  

Getting	  Started	  |	  Questions	  -‐	  Example	  

1.1	   How	  it	  works:	  Farmigo	  provides	  a	  very	  simple	  step-‐by-‐step	  
diagram	  to	  illustrate	  the	  process	  and	  then	  follows	  it	  with	  a	  
an	  FAQ	  that	  can	  be	  expanded/collapsed	  so	  that	  its	  content	  
does	  not	  overwhelm	  the	  user	  

1.1	  
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Getting	  Started	  |	  Standing	  Orders	  

•  Most	  users	  do	  not	  know	  what	  a	  
“Standing	  Order”	  is	  so	  will	  not	  
navigate	  to	  this	  section	  

•  This	  benefit	  therefore	  becomes	  lost	  
and	  overlooked	  when	  it	  should	  be	  a	  
selling	  point	  

•  Emphasize	  the	  convenience	  of	  
NOWBC,	  including	  Standing	  
Orders”	  in	  the	  benefits	  listed	  on	  the	  
home	  page	  

•  Use	  terminology	  and	  phrases	  that	  
are	  familiar	  to	  users	  –	  look	  to	  
competitor’s	  such	  as	  Green	  Earth	  
and	  Spud	  for	  insight	  as	  to	  how	  they	  
phrase	  it	  (i.e.	  “Harvest	  Box”)	  

•  If	  Standing	  Orders	  will	  be	  replaced	  
by	  seasonal	  CSA-‐like	  offerings,	  be	  
sure	  to	  promote	  it	  as	  its	  own	  
category	  and	  then	  “cross-‐sell”	  
within	  related	  categories	  (i.e.	  for	  
Seafood	  Subscription,	  include	  it	  in	  
“Meat”	  section	  as	  well).	   ©uxdesignstrategy.com	  
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Getting	  Started	  |	  Reusable	  Packaging	  

•  This	  section	  may	  not	  warrant	  its	  
own	  page	  

•  It’s	  likely	  that	  most	  visitors	  ignore	  
this	  page	  completely	  

•  However	  it	  is	  another	  benefit/value	  
that	  should	  be	  better	  promoted	  

•  Consider	  merging	  this	  content	  in	  
the	  “About	  Us”/values	  &	  ethics	  
section	  

•  Utilize	  these	  values	  and	  ethics	  to	  
promote	  the	  service	  throughout	  the	  
site	  

•  Small	  promo	  blocks	  like	  “Did	  you	  
know?	  We	  reuse	  packaging!”	  could	  
be	  promoted	  throughout	  the	  site	  to	  
reinforce	  this	  
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Getting	  Started	  |	  Becoming	  a	  Member	  

•  “Member”	  is	  a	  somewhat	  loaded	  
term	  –	  To	  buy	  do	  you	  need	  to	  be	  a	  
Member?	  

•  Lengthy	  copy	  makes	  it	  difficult	  for	  
users	  to	  quickly	  understand	  the	  
process	  	  

•  Also	  this	  section	  could	  be	  
potentially	  confusing	  for	  those	  who	  
are	  unfamiliar	  with	  a	  co-‐op	  	  

•  Lost	  in	  the	  site,	  possibly	  resulting	  in	  
lost	  membership	  opportunities	  

•  Clearly	  distinguish	  between	  co-‐op	  
membership	  and	  store	  purchases	  

•  Consider	  if	  there’s	  a	  way	  to	  
delineate	  the	  two	  by	  using	  different	  
terminology	  

•  Simplify	  the	  section	  and	  surfacing	  
up	  benefits	  

•  Briefly	  explain	  what	  a	  co-‐op	  is	  and	  
what	  a	  co-‐op	  member	  is	  

•  Tout	  benefits	  throughout	  the	  site	  to	  
drive	  membership	  
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Phase	  2:	  Redefine	  shopping	  experience	  
	  

Sections	  impacted:	  	  
Storefront	  and	  product	  pages	  
	  
Goal:	  	  
Create	  a	  more	  enjoyable	  shopping	  experience	  to	  retain	  
customers	  and	  encourage	  repeat	  purchases	  
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Storefront	  

•  Storefront	  and	  product	  catalog	  is	  
buried	  in	  the	  site,	  making	  it	  difficult	  
for	  new	  users	  to	  tell	  that	  the	  site	  
sells	  products	  

•  Storefront	  is	  entirely	  text	  making	  it	  
extremely	  difficult	  to	  navigate	  

•  Important	  information	  (“open”	  
dates;	  organic	  products)	  is	  lost	  in	  
the	  text	  

•  Messy	  layout	  leads	  to	  poor	  
impression	  

•  Feature	  products	  directly	  from	  the	  
home	  page	  

•  Make	  it	  easy	  for	  all	  users	  to	  explore	  
the	  entire	  catalog	  from	  home	  page	  
(one	  link	  away)	  

•  Supplement	  text	  with	  beautiful	  
images	  of	  products	  

•  Concept	  of	  “open”	  days	  should	  be	  
better	  explained,	  preferably	  when	  
user	  is	  signing	  up	  for	  service	  

•  “Market	  is	  open”	  should	  be	  very	  
visible	  –	  could	  have	  a	  small	  “?”	  for	  
more	  info	  

•  “Certified	  Organic”	  should	  be	  
prominently	  featured	  

•  Create	  a	  tidy	  and	  appealing	  layout	   ©uxdesignstrategy.com	  



Storefront	  -‐	  Examples	  

1.1	   Storefront:	  Natoora	  has	  a	  curated	  storefront	  to	  feature	  specific	  products	  
in	  addition	  to	  the	  traditional	  categories	  that	  users	  can	  use	  to	  navigate.	  	  
Note	  that	  there	  is	  a	  “Special	  Offers”	  section.	  	  I	  could	  see	  NOWBC	  featuring	  
their	  recommended	  products	  (as	  done	  in	  the	  newsletter)	  similarly.	  

1.1	  
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Source:	  www.daylesfordorganic.com	  

Storefront	  -‐	  Examples	  

1.1	   Storefront	  imagery:	  Daylesford	  Organic	  uses	  a	  lot	  of	  white	  
space	  and	  unique	  images	  to	  encourages	  users	  to	  explore	  
the	  store	  in	  its	  entirety.	  

1.1	  

©uxdesignstrategy.com	  



Source:	  www.gourmetfoodstore.com/	  

Storefront	  -‐	  Examples	  

1.1	   Unusual	  Categories:	  While	  Gourmet	  Food	  Store	  is	  on	  the	  
busy	  side,	  they	  mix	  categories	  with	  specific	  featured	  
products.	  	  They	  also	  provide	  a	  short	  description	  alongside	  
the	  image.	  

1.1	  
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Product	  Categories	  

•  Some	  categories	  are	  potentially	  
confusing:	  “Bakery”	  and	  “Sweet	  
Treats”	  due	  to	  similarity;	  “Prepared	  
Foods”	  sounds	  like	  Premade	  
Convenience	  Food;	  “Bulk	  Section”	  
and	  “Household	  &	  Misc”	  are	  too	  
generic	  

•  Co-‐op	  membership	  gets	  lost	  in	  Misc	  
category	  

•  Rename	  “Bakery”	  to	  “Bread”	  or	  
rename	  “Sweet	  Treats”	  to	  “Candy	  &	  
Sweets”	  

•  “Prepared	  Foods”	  should	  be	  
renamed	  “Canned	  Goods”	  and	  Oil	  
should	  have	  its	  own	  category	  

•  “Bulk	  Section”	  could	  be	  renamed	  
“Bulk	  Savings”	  or	  “Buy	  in	  Bulk”	  and	  
“Household	  &	  Misc”	  could	  be	  
renamed	  “Cleaning	  Supplies”	  

•  Consider	  creating	  a	  separate	  
category	  for	  Co-‐op	  Membership	  &	  
Gift	  Certificates	  to	  better	  highlight	  
these	  items	  
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Product	  Category	  Pages	  

•  Product	  grid	  is	  difficult	  to	  skim	  and	  
most	  important	  info	  (name	  of	  
product)	  is	  hard	  to	  find	  

•  Grid	  is	  somewhat	  unappealing	  –	  
feels	  a	  bit	  like	  a	  spreadsheet	  

•  Hard	  to	  differentiate	  between	  local	  
and	  imported	  products	  

•  Because	  of	  highlighting	  and	  use	  of	  
red,	  the	  Sold	  Out	  items	  jump	  to	  the	  
forefront	  

•  Images	  would	  help	  liven	  up	  this	  
page	  immensely!	  

•  If	  sticking	  with	  a	  grid,	  move	  item	  
name	  to	  the	  first	  column	  

•  Grey	  out	  items	  that	  are	  sold	  out	  
rather	  than	  highlighting	  them	  

•  Consider	  separating	  out	  (or	  
highlighting)	  local	  products	  from	  
the	  rest	  
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Sub-‐Categories	  

•  Sub-‐categories	  and	  non-‐
corresponding	  titles	  lead	  to	  
confusing	  –	  Cleaning	  Products	  
appear	  to	  have	  the	  title	  “Garden	  
Supplies”	  

•  Navigation	  of	  sub-‐categories	  is	  easy	  
to	  miss	  –	  it’s	  not	  clear	  that	  a	  user	  
should	  click	  them	  (i.e.	  “Beef,”	  
“Chicken,”	  and	  “Pork”)	  

•  Drop-‐down	  menu	  is	  easily	  
overlooked	  

•  Mouse	  over	  functionality	  is	  missed	  

•  Ensure	  that	  main	  category	  pages	  
have	  the	  appropriate	  title	  

•  Sub-‐categories	  should	  appear	  only	  
in	  navigation	  or	  as	  a	  filter,	  not	  on	  
product	  page	  

•  With	  a	  small	  catalog,	  consider	  
eliminating	  sub-‐categories	  
altogether	  to	  keep	  it	  simple	  

•  Remove	  drop-‐down	  menu	  from	  
product	  page	  but	  consider	  allowing	  
users	  to	  filter	  by	  farm/producer/
region	  elsewhere	  

•  Make	  roll-‐over	  (detailed	  info	  when	  
mousing	  over)	  more	  obvious	  by	  
including	  an	  icon	  or	  small	  button	  
that	  says	  “Quick	  Look”	   ©uxdesignstrategy.com	  



Issues	  

43	  

Solutions	  

Product	  Pages	  

•  No	  images	  –	  in	  some	  cases,	  users	  
unfamiliar	  with	  a	  brand	  or	  variety	  
may	  not	  know	  what	  they	  are	  buying	  	  

•  Template	  changes	  colors	  on	  product	  
pages	  creating	  slight	  confusion	  

•  In	  some	  cases,	  no	  further	  details	  are	  
provided	  on	  product	  pages	  

•  For	  products	  that	  do	  have	  more	  
details,	  lengthy	  text	  runs	  together	  
making	  it	  difficult	  to	  read	  

•  Descriptions	  could	  benefit	  from	  
appealing	  language	  

•  Provide	  images	  if	  at	  all	  possible	  –	  
keep	  them	  the	  same	  size/quality/
style	  though!	  

•  For	  products	  with	  lots	  of	  variety	  (i.e.	  
apples)	  explain	  the	  differences	  

•  Maintain	  a	  consistent	  template	  
using	  the	  same	  look/feel	  

•  Consider	  adding	  richer	  details	  to	  
product	  pages	  to	  make	  them	  more	  
appealing;	  Ensure	  that	  there	  is	  
consistency	  in	  how	  this	  content	  is	  
displayed	  

•  Create	  a	  tidy	  grid	  for	  product	  pages	  
with	  “chunked”	  content	  with	  titles	  

•  Consider	  adding	  more	  appealing	  
descriptions	  	   ©uxdesignstrategy.com	  



1.1	   Fresh	  Direct	  features	  a	  clean,	  modern	  and	  well-‐organized	  
product	  page	  layout	  and	  imagery.	  

1.2	   Foodzie’s	  product	  pages	  have	  very	  little	  details	  (not	  much	  	  
more	  than	  NOWBC)	  but	  has	  a	  large	  image	  to	  enhance	  the	  
text.	  	  Customer	  testimonials/quotes	  also	  build	  shopper’s	  
confidence.	  

Product	  Pages	  -‐	  Examples	  

1.1	  

1.2	  

Source	  www.freshdirect.com	  	  

Source	  www.foodzie.com	  	  
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Source	  www.westingourmet.co.uk	  

Product	  Pages	  |	  Language	  -‐	  Example	  
1.1	  

1.2	  

1.2	  

1.1	  
&	  
1.2	  

While	  Westin	  Gourmet’s	  layout	  is	  very	  busy,	  their	  
descriptions	  and	  use	  of	  language	  are	  very	  enticing.	  

1.2	   They	  also	  prominently	  feature	  their	  Guarantee	  next	  to	  their	  
products	  with	  an	  attention-‐grabbing	  title,	  “You	  will	  love	  our	  
meats.”	  
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1.1	   Photography/Imagery:	  Lush	  and	  simple	  photography	  
builds	  the	  brand	  and	  creates	  an	  expectation	  in	  potential	  
customer’s	  minds.	  
	  
See	  also:	  http://www.tastespotting.com/	  
	  
One	  idea	  may	  be	  to	  encourage	  NOWBCers	  to	  upload	  
images	  of	  their	  creations	  (along	  with	  recipes)	  from	  their	  
NOWBC	  boxes	  and	  then	  use	  these	  images	  for	  product	  
pages	  and/or	  in	  a	  gallery.	  
	  

Source:	  www.seriouseats.com	  

Product	  Pages	  |	  Imagery	  -‐	  Example	  
1.1	  
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Solutions	  

Store	  |	  Missing	  Content	  	  

•  For	  users	  who	  are	  interested	  in	  
where	  their	  food	  comes	  from,	  there	  
aren’t	  links	  between	  product	  pages	  
and	  farms/producers	  

•  Allowing	  users	  to	  navigate	  by	  farm/
producer/region	  

•  Not	  obvious	  that	  there	  are	  Sale	  
items	  at	  first	  glance	  

•  No	  easy	  way	  to	  retrieve	  past	  orders	  
•  Recipes	  could	  be	  better	  integrated	  

into	  the	  Store	  

•  Easy	  fix:	  Provide	  links	  for	  relevant	  
farm/producer	  info	  

•  Long-‐term	  fix:	  Consider	  featuring	  a	  
different	  farm/producer	  each	  buying	  
cycle	  to	  generate	  interest	  

•  Long-‐term	  fix:	  Create	  ways	  for	  users	  
to	  explore	  product	  catalog	  by	  farm/
producer	  and	  region/distance	  

•  Consider	  creating	  a	  “Sale”	  section	  or	  
better	  highlighting	  Sale	  items	  

•  Allow	  logged	  in	  users	  to	  easily	  
create/find	  shopping	  lists	  

•  Consider	  creating	  a	  “Recipe”	  section	  
or	  featuring	  recipes	  in	  promo	  
banner	  or	  adjacent	  to	  relevant	  
product	  pages	   ©uxdesignstrategy.com	  



Store	  |	  Missing	  Content	  –	  Examples	  of	  Sale	  Items	  

Prominent	  “Sale”	  icon	  on	  freshdirect.com	  

Another	  example	  of	  a	  “Save”	  icon	  at	  Natoora	  
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Solutions	  

Shopping	  Cart	  

•  Removing	  item	  from	  cart	  isn’t	  
intuitive	  

•  Editing	  quantity	  isn’t	  intuitive	  
•  Font	  used	  on	  “Continue	  Shopping”	  

and	  “Checkout”	  is	  hard	  to	  read	  

•  Consider	  replacing	  “Remove”	  
checkbox	  with	  a	  “Delete”	  button	  or	  
an	  “X”	  icon	  

•  Consider	  moving	  “Update”	  button	  
next	  to	  the	  quantity	  or	  removing	  
altogether	  

•  Choose	  a	  font	  that	  doesn’t	  use	  open	  
spaces	  within	  a	  letter	  
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Shopping	  Cart	  |	  Adjusting	  Quantities	  -‐	  Example	  

1.1	   Amazon	  Fresh’s	  checkout	  makes	  it	  very	  easy	  to	  adjust	  
quantities	  and	  delete	  items	  with	  unobtrusive	  buttons.	  

1.1	  

Source:	  Amazon	  Fresh	  
©uxdesignstrategy.com	  
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Solutions	  

Checkout	  

•  For	  a	  first	  time	  user,	  the	  checkout	  
process	  is	  highly	  confusing	  

•  “Change	  Address”	  seems	  
unnecessary	  since	  customer	  picks	  
up	  invoice	  with	  the	  order	  

•  Payment	  Methods	  all	  blend	  into	  one	  
another	  

•  Three	  steps	  (Payment	  Info,	  
Confirmation,	  Finished)	  progress	  
bar	  is	  lost	  at	  the	  bottom	  

•  Unclear	  why	  credit	  card	  isn’t	  
accepted	  

•  Move	  3	  Steps	  progress	  bar	  to	  top	  
•  Remove	  “Change	  Address”	  choice	  
•  Restructure	  three	  payment	  

options	  by	  clearly	  labeling	  each	  
one,	  placing	  the	  most	  commonly	  
used	  one	  as	  #1.	  Then	  present	  
three	  options	  to	  the	  customer:	  
	  1.	  Electronic	  transfer	  viaCredit	  
Union	  (free)	  
	  2.	  Pay	  by	  cheque	  (free)	  
	  3.	  Debit	  payment	  through	  Interact	  
($1.15	  fee)	  

•  Each	  option	  could	  have	  a	  “?”	  icon	  
for	  users	  to	  get	  more	  details	  if	  
needed,	  as	  well	  as	  “Why	  aren’t	  
credit	  cards	  accepted?”	  link.	  

•  	  Make	  selection	  more	  obvious	  –	  
move	  radio	  button	  to	  left	  of	  choice	  

©uxdesignstrategy.com	  



Issues	  

52	  

Solutions	  

Checkout	  Confirmation	  

•  “Edit”	  function	  disrupts	  the	  entire	  
flow	  and	  forces	  users	  to	  choose	  
payment	  option	  again	  

•  See	  if	  it’s	  viable	  for	  the	  system	  to	  
remember	  payment	  choice	  and	  
then	  elegantly	  return	  customer	  back	  
to	  where	  s/he	  left	  off	  in	  checkout	  
after	  editing	  the	  cart	  contents.	  
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Solutions	  

Successful	  Checkout	  

•  Jarring	  to	  have	  a	  different	  look/feel	  
and	  “Neighbours	  Organic	  Weekly”	  
as	  the	  organization	  name	  on	  the	  last	  
page	  

•  Unclear	  if	  customer	  can	  add	  
additional	  items	  to	  the	  order	  after	  
it’s	  been	  placed	  

•  Links	  to	  Credit	  Union	  makes	  it	  seem	  
like	  it	  will	  link	  NOWBC	  up	  with	  your	  
bank	  but	  only	  takes	  you	  to	  CU	  
landing	  page	  

•  Keep	  look/feel	  and	  org	  name	  
consistent	  here	  

•  Reorganize	  information	  on	  the	  
page,	  letting	  customer	  know	  that	  
his/her	  order	  has	  been	  placed;	  if	  	  
s/he	  can	  make	  any	  changes;	  and	  
then	  show	  which	  payment	  option	  
had	  been	  selected.	  	  

•  Phrase	  links	  in	  such	  a	  way	  that	  it’s	  
obvious	  that	  it’s	  just	  taking	  the	  user	  
to	  the	  main	  CU	  site	  

•  Remind	  user	  of	  any	  relevant	  
information	  s/he	  will	  need	  to	  
successfully	  pay	  for	  the	  order	  
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Phase	  3:	  Improve	  User	  Admin	  tools	  
Continue	  to	  build	  more	  robust	  storytelling	  into	  the	  site	  
(&	  some	  other	  ideas)	  
	   Sections	  impacted:	  	  
Account	  Administration	  
Build	  upon	  your	  value	  prop	  with	  storytelling	  –	  adding	  rich	  content	  
(videos,	  timely	  blog	  posts	  etc)	  
	  
Goal:	  	  
Make	  it	  easier	  for	  customers	  to	  review/administer	  their	  account	  
Build	  the	  NOWBC	  brand	  and	  differentiate	  it	  from	  other	  services	  
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Solutions	  

Account	  	  Management	  

•  Confusing	  to	  see	  store	  navigation	  
alongside	  Account	  Management	  

•  Profile/Password/Address	  Change	  
links	  are	  lost	  	  

•  Line	  item	  transactions	  are	  
sometimes	  difficult	  to	  read/
understand	  

•  “Recent	  Orders”	  and	  “Order	  
History”	  sound	  like	  they	  should	  be	  
the	  same	  thing	  but	  aren’t	  

•  Hard	  to	  find	  past	  orders	  while	  
shopping	  

•  Remove	  Store	  categories	  and	  
replace	  with	  “Return	  to	  Store”	  link	  

•  Replace	  category	  navigation	  with	  
Account	  Management	  options	  

•  Make	  balance	  owing	  obvious	  with	  a	  
“Pay	  Now”	  button	  beside	  it	  

•  Merge	  “Order	  History”	  and	  “Most	  
Recent	  Orders”	  and	  consider	  
making	  this	  information	  accessible	  
within	  the	  store	  rather	  than	  buried	  
in	  the	  Administration	  section	  

•  Reorganize	  Statement	  so	  most	  
important	  information	  (Date	  and	  
Amount	  Owed/Balance?)	  appears	  
first;	  Consider	  different	  styles/type	  
treatments	  for	  different	  
transactions	  to	  	  make	  info	  clearer	  
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Source:	  Netgrocer.com	  

Account	  Management	  |	  History	  &	  Shopping	  List	  -‐	  Examples	  

Source:	  Amazon	  Fresh	  

1.1	  

1.2	  

1.1	  
&	  
1.2	  

Both	  Net	  Grocer	  and	  Amazon	  Fresh	  provide	  simple	  ways	  to	  
access	  your	  past	  purchases/saved	  shopping	  lists,	  making	  it	  
easy	  for	  users	  to	  place	  recurring	  orders.	  
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Recipes	  

•  Recipes	  are	  intermingled	  with	  other	  
content	  and	  lack	  an	  easy	  way	  to	  see	  
all	  recipes	  

•  Clicking	  on	  link	  takes	  you	  away	  from	  
the	  NOWBC	  site	  disrupting	  the	  
user’s	  flow	  

•  Recipes	  don’t	  directly	  to	  the	  product	  
that	  they	  are	  featuring	  

•  Create	  a	  place	  within	  the	  navigation	  
to	  house	  all	  recipes	  and	  categorize	  
them	  

•  Explore	  whether	  recipes	  can	  be	  
displayed	  within	  the	  context	  of	  the	  
NOWBC	  site	  rather	  than	  linking	  
away	  

•  Recipes	  should	  feature	  the	  product	  
and	  at	  minimum	  link	  to	  the	  product	  

•  Ideally	  the	  product	  should	  link	  to	  
related	  recipes	  as	  a	  
“recommendation”	  
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Source:	  Albertsons.com	  

Recipes	  -‐	  Examples	  

1.1	  
&	  
1.2	  

Both	  Albertsons	  and	  Freshdirect	  make	  it	  easy	  to	  add	  recipe	  
ingredients	  directly	  to	  the	  cart.	  	  While	  NOWBC	  may	  not	  be	  
able	  to	  implement	  such	  a	  costly	  feature,	  a	  recipe	  could	  be	  
placed	  adjacent	  to	  complementary	  ingredients,	  making	  it	  
easy	  for	  users	  to	  look	  at	  the	  recipe	  and	  then	  update	  their	  
order	  accordingly.	  

1.1	  

1.2	  

Source:	  Freshdirect.com	  
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Source:	  Youtube	  

Rich	  Content	  -‐	  Examples	  

1.1	  
&	  
1.2	  

There	  are	  many	  examples	  of	  how	  video	  can	  bring	  a	  complex	  
idea	  to	  life	  –	  Youtube	  has	  many	  videos	  about	  CSAs	  that	  
could	  serve	  as	  an	  example.	  
	  
If	  video	  isn’t	  possible,	  then	  it	  could	  just	  be	  continuing	  to	  add	  
and	  rotate	  the	  images	  on	  a	  quarterly	  basis	  to	  ensure	  that	  
they	  stay	  fresh	  and	  seasonal.	  
	  
Newsletter	  content	  could	  also	  be	  duplicated	  as	  weekly	  blog	  
posts	  so	  that	  new	  content	  is	  always	  being	  served	  up	  on	  the	  
site.	  

1.1	  

1.2	  
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1.1	   Offers	  several	  novel	  ways	  of	  exploring	  food.	  	  A	  similar	  
concept	  could	  make	  grocery	  shopping	  much	  more	  fun	  and	  
could	  also	  offer	  a	  visual	  way	  of	  seeing	  what’s	  in	  season	  (i.e.	  
if	  there	  are	  currently	  7	  varieties	  of	  apples	  available,	  then	  it	  
would	  be	  larger	  than	  other	  product	  names)	  
	  
This	  could	  also	  be	  a	  way	  for	  users	  to	  explore	  recipes.	  

Misc	  Idea	  -‐	  Seasonal	  Food	  Tag	  Cloud	  

1.1	  
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1.1	   Engage	  customers	  by	  allowing	  them	  to	  request	  products	  
that	  they	  are	  looking	  for	  or	  have	  seen	  elsewhere.	  
	  
If	  a	  product	  is	  requested	  and	  added	  to	  the	  catalog,	  it	  could	  
have	  a	  small	  icon	  that	  indicates	  that	  it	  was	  member	  
requested.	  

Misc	  Idea	  –	  Request	  an	  item	  
1.1	  
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