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PROMPT

To redesign a website considering its UX.

INTRODUCTION

SITE CHOSEN

Hydrenza.com
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http://www.hydrenza.com


Hydrenza is a bioscience-driven skincare line that sells face, body, and hair products.
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WHAT IS HYDRENZA? 

● A skincare line by EPH Biotech, Inc. 
● Tagline: “Naturally Transparent” for 

clean, non-synthetic ingredients
● Highlights Xtremoplex™, a combination 

of proteins, amino acids, and enzymes 
as the unique differentiating ingredient 
in all of its products. 

WHY HYDRENZA?

● Unique selling point: pride in biotechnology 
behind products and clean ingredients.

● Good potential for site UX and brand 
revamp given:

3 4

Total Average 

Ease of Use
Visual Design
Content Value
Brand Perception

http://www.hydrenza.com
https://www.ephbiotech.com/
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FINDINGS: WHO IS THE TARGET AUDIENCE?2

View detailed audience 
research here

AUDIENCE RESEARCH

Research was conducted by examining audiences for similar sites, product 
reviews, social media presence, and alternate sites the products were sold at. 

1

Demographics

● Women of ages 30-50 in U.S.
● Mid to mid-high 

socioeconomic status 
● Have been married and/or 

have children.
● Employed

Personal Traits

● Responsible and careful
● Familiar with technology
● Passionate, hold strong beliefs
● Enjoy personalization
● Trusts word of mouth and 

thorough reviews detailing 
personal experience

Personal Interests

● Nutrition and health
● Concept of anti-aging
● Clean, organic products

https://docs.google.com/presentation/d/1vBJRS3dRY2OYd-T2RU4nEYo-MITzAiZfTvEpNtPM2PQ/edit?usp=sharing
https://docs.google.com/presentation/d/1vBJRS3dRY2OYd-T2RU4nEYo-MITzAiZfTvEpNtPM2PQ/edit?usp=sharing
https://docs.google.com/presentation/d/1vBJRS3dRY2OYd-T2RU4nEYo-MITzAiZfTvEpNtPM2PQ/edit?usp=sharing


Similar selling points to 
Hydrenza: quality, purity, 
potency based on 
biotechnical innovations.

Similar appeal 
for biotech-driven 
products and trustworthy 
product quality. 

Unlike Hydrenza, it is
easy to understand 
company’s values and 
professional look helps make 
potency more believable.

NEOCUTIS
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LIFE EXTENSION1

Total Average 

Ease of Use
Visual Design
Content Value
Brand Perception

BIOSSANCE2

Total Average 

Ease of Use
Visual Design
Content Value
Brand Perception

3

Total Average 

Ease of Use
Visual Design
Content Value
Brand Perception

http://www.neocutis.com/
https://www.lifeextension.com
https://biossance.com/


“Quick 
Shop” or 

Buy 1 Click

Save for 
Later or 
“Like”

Filter by Skin 
Problem

Recom-
mended 
For You

Recent 
Views

Shop All About Page Search
Bar

Social 
Media 

Presence

Hydrenza
X X

X- but hard 
to find

X - minimal

The Drunk 
Elephant X

X 
“pair with”

X X X X

Biossance X X X X X X

Biotique X X X X X X X

Bioeffect
X X

X
“pair with”

X X X X

Aesop
X

X
“pair with”

X X X

Neocutis X X X X X X X
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http://www.hydrenza.com
https://www.drunkelephant.com/
https://www.drunkelephant.com/
https://biossance.com/
https://www.biotique.com/skin-care.html
https://bioeffect.com/products/bioeffect-egf-serum
https://www.aesop.com/us/
http://neocutis.com


DESIGN PROBLEMS 

Site seems untrustworthy due to lack of 
information, minimal reviews, low-quality 
photos, and overall poor design.

2

PROBLEMS

1

GOALS

Uninviting and impersonal purchasing experience. Build on homepage content, layout, and flow to 
create a more welcoming landing page.

Provide a personalized user experience for both 
new and repeat users.

Cultivate consumer trust by being transparent and 
providing information relevant to the user.

Unappealing brand concept with outdated 
visual design.

3
Redesign UI, packaging, and branding concept 
with a more contemporary look.

Assignment 14.1 | WNM 606 | Summer ‘19 | Moon



DESIGN PROBLEMS & GOALS

Site seems untrustworthy due to lack of 
information, minimal reviews, low-quality 
photos, and overall poor design.

2

PROBLEMS

1

GOALS

Uninviting and impersonal purchasing experience. Build on homepage content, layout, and flow to 
create a more welcoming landing page.

Provide a personalized user experience for both 
new and repeat users.

Cultivate consumer trust by being transparent 
when collecting and providing information 
relevant to the user.

Unappealing brand concept with outdated 
visual design.

3 Redesign UI, packaging, and branding concept 
with a more contemporary look.
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SCHEMATICS

Assignment 14.1 | WNM 606 | Summer ‘19 | Moon

Preliminary and Revised Wireframes



Homepage for new users: Homepage for experienced users:Header, first part of homepage: 

SCHEMATICS ROUND 1 Assignment 14.1 | WNM 606 | Summer ‘19 | Moon



Homepage for first-time users: Homepage for experienced users: Header, first part of homepage: 
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Addition of About Page:

SCHEMATICS ROUND 2 (CONT’D) Assignment 14.1 | WNM 606 | Summer ‘19 | Moon



With the help of a usability test and an A/B test, I created my next round of responsive design schematics:
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Desktop: 1024 px Tablet: 768 px Mobile: 480 px

HOMEPAGE

https://docs.google.com/document/d/1NDubZfm9L0EUh3I_MIg-1oMvVVnV1I3pL0IbIAG0zsw/edit?usp=sharing
https://docs.google.com/presentation/d/1sSbkAkxKviqn-g5bG2kMPb0CXPiug3JOEOhyTQuNw7g/edit?usp=sharing


Desktop: 1024 px Tablet: 768 px Mobile: 480 px
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SHOP PAGE
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Tablet: 768 px Mobile: 480 pxDesktop: 1024 px

PRODUCT PAGE



USER FLOW & A/B TEST

Assignment 14.1 | WNM 606 | Summer ‘19 | Moon

VIEW DESKTOP PROTOTYPE (DRAFT)

https://projects.invisionapp.com/share/79TAPK2BH34#/screens


USER TASK:

Purchase one Coffee Skin Facial Exfoliant

● 35 y.o. Female
● HR Manager at 

non-profit org.

● Working mother

● San Francisco, CA

JANE WATERMAN’S STORY

Jane just came back to work from her maternity leave. With the new baby and the late 
afternoons spent catching up on work, Jane has noticed new fine lines and 
stress-induced breakouts on her face. She wants to find cosmetic products that will a) 
clear up her pores, and b) reduce wrinkles. 

NEEDS STATEMENT

As a mother going back to work, I want a tool that can quickly help me find the 
skincare products I need from the comfort of my home, so I can combat my new 
skin concerns.
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BEGIN TASK

https://projects.invisionapp.com/share/79TAPK2BH34#/screens
https://projects.invisionapp.com/share/79TAPK2BH34#/screens


Jane visits 
Hydrenza.com 
and clicks Shop 

Jane selects the 
Coffee Skin Facial 
Exfoliant

After reading, she 
adds Coffee Skin 
Facial Exfoliant to 
her cart

Jane views 
her cart

Clicks on 
Secure Checkout

Fills out contact 
info for checkout

Fills out shipping 
info for checkout

Outcome:
Success! Jane arrives at the 

order confirmation page

Fills out payment 
info and clicks 
Complete Order

USER TASK:

Jane purchases one Coffee Skin Facial Exfoliant



Your task is to purchase one Coffee Skin Facial 
Exfoliant. Were you able to complete the task?

SURVEY RESULTS
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Additional suggestions and feedback:

3 said prototype view was too small.

1 wished 'Personalized Skincare' was 
placed higher up on the website.

1 wished there was a confirmation 
page. Suggested changing “proceed to 
shipping” to “next”. 

12 responses | View full survey responses here

https://docs.google.com/presentation/d/18ocHzy8T0tDPWrDTvDPMxEa4Kjuy9Cc2DlsCi807tAE/edit?usp=sharing
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12 responses | View full survey responses here

A B Which homepage is more effective?

A

B

10 out of 12 said Homepage A was 
more effective.

HOMEPAGE

https://docs.google.com/presentation/d/18ocHzy8T0tDPWrDTvDPMxEa4Kjuy9Cc2DlsCi807tAE/edit?usp=sharing
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12 responses | View full survey responses here

A B

PERSONAL KIT PAGE

Which version do you like better?

A

12 out of 12 said they preferred
Personal Kit Page A.

https://docs.google.com/presentation/d/18ocHzy8T0tDPWrDTvDPMxEa4Kjuy9Cc2DlsCi807tAE/edit?usp=sharing
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12 responses | View full survey responses here

A B

PRODUCT PAGE

Which version is more effective and 
easier to use?

8 out of 12 said Product Page A was 
more effective and easier to use.

A

B

https://docs.google.com/presentation/d/18ocHzy8T0tDPWrDTvDPMxEa4Kjuy9Cc2DlsCi807tAE/edit?usp=sharing


FINAL ROUND OF PROPOSED DESIGNS
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Current Hydrenza Website vs. Proposed Design
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CURRENT HOMEPAGE PROPOSED HOMEPAGE
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CURRENT SHOP PAGE PROPOSED SHOP PAGE
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CURRENT PRODUCT PAGE PROPOSED PRODUCT PAGE
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CURRENT CHECKOUT PAGE PROPOSED CHECKOUT PAGE
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PROPOSED ADDITION: ABOUT PAGE
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PROPOSED ADDITION: PERSONAL KIT FORM



FINAL PROTOTYPE
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VIEW FINAL PROTOTYPE

https://invis.io/5WTEJ1KG7KA


REVISITING OUR DESIGN GOALS

2

1

GOALS

Build on homepage content, layout, and flow to 
create a more welcoming landing page.

Provide a personalized user experience for both 
new and repeat users.

Cultivate consumer trust by being transparent 
when collecting and providing information 
relevant to the user.

3 Redesign UI, packaging, and branding concept 
with a more contemporary look.
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Created a more robust homepage that is friendlier 
and easier to navigate.

OUTCOMES

Users are introduced to the personal kit, favorite 
option, personalized suggestions. Old users are greeted 
by name, preferences are remembered.

Transparency shown in how and where information is 
collected. The site now confidently displays itself 
through its about page, product images, and reviews.

Interface is now more intuitive.

Packaging is revamped and simpler, easier to read.

Brand is consistent throughout the products and 
website, and has a more modern feel.



THANK YOU!


